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[bookmark: _1xsm5mgtrw1j][bookmark: _Toc226138949]Section 1: 
[bookmark: _inexff63fivl][bookmark: _Toc226138950]1. Organisational Context and Overview
[bookmark: _o2oygqi9unya][bookmark: _Toc226138951]1.1. Organisational Overview
IKEA is a well-known Swedish multinational conglomerate company which offers affordable and ready-to-assemble furniture, kitchen appliances and home decor. This company was founded in 1943 by Ingvar Kamprad and became famous for its Scandinavian design and flat-pack packaging principle (IKEA, 2025b). This company focuses on low pricing strategies with functional design for the customers to reduce transportation costs and storage costs. On the other hand, IKEA operates 494 stores across the global market (IKEA, 2025b). Moreover, IKEA also focuses on sustainability by utilising sustainable materials and energy-efficient operations for the maintenance of its sustainable practices across the global market (IKEA, 2025a). IKEA opened its first US store in Philadelphia in 1985.
[image: ]
Figure 1: IKEA
(Source: El-Ashi, 2025)
The vision of IKEA is: 
To create a “better everyday life for the many people" (IKEA, 2024). 
The mission of this company is:
“To offer a wide range of well-designed, functional home furnishing products at prices so low that as many people as possible will be able to afford them” (IKEA, 2024). 
This company recorded its total global retail sales of EUR 44.6 billion in the financial year of 2025 (FY25). The Inter IKEA Group's revenue is EUR 26.3 billion in 2025, which has increased 2.6% significantly (Inter IKEA Group, 2025) (Refer to Figure 2). Moreover, this company also highlights 1.9% of increase in customer interaction, including 915 million customers.
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Figure 2: Financial Performance of IKEA in 2025
(Source: Inter IKEA Group, 2025)
[bookmark: _ecfuixplsx7g][bookmark: _Toc226138952]1.2. Industrial Context
IKEA operates in a global home furnishing industry, which is valued at approximately $1 trillion in 2025. This industry aims to reach $1.6 trillion by 2030 by focusing on urbanisation and increasing demand for home renovation (IKEA, 2025a). IKEA is considered the world's largest furniture retailer in the home furnishing industry. This company serves a massive customer base within the industry by focusing on sustainability and adapting low pricing strategy (ET Brand Equity, 2025). Figure 3 depicts the brand position of IKEA in 2022. Moreover, this company faces intense competition in the key market of the USA due to the presence of Walmart and Amazon. Lastly, this company also faces massive challenges in managing the supply chain across the global networks. 
[image: ]
Figure 3: IKEA’s Brand Positioning
(Source: Kivilahti, 2023)

[bookmark: _v61qx7j5t4wu][bookmark: _Toc226138953]2. External and Internal Environment Analysis
[bookmark: _z0q82j2cg4t4][bookmark: _Toc226138954]2.1 PESTLE Analysis
Political Factors: The Swedish VAT (Value-added tax) system has been harmonised with the European Union (EU) rules, and the general rate of VAT of nearly 25% is chargeable on most services and goods (PWC, 2025). IKEA is bound to pay the taxes as imposed by the government in order to run the business smoothly. The Swedish Forest Agency conducted risk-based inspections specifically targeting the importers (UNECE, 2025). Hence, the companies need to emanate a DDS ‘due diligence system’ that is for minimising the risks of the supply chain. 
Economic Factors: The inflation rate within Sweden was around 0.5% in the month of February 2026, and did not change from the last month (Clark, 2026). The stable rate of inflation in Sweden is acting as a crucial catalyst for growth within the furniture industry, which favours IKEA’s business in Sweden. Figure 4 indicates that the Real GDP Growth of Sweden has been projected to increase from around 1.5% in the year 2025 to almost 2.6% in 2026 and 2.3% in the year 2027 (Europa, 2025). This growth further support the businesses that operate within the country.
[image: ]
Figure 4: Inflation Rate of Sweden (2020-2026)
(Source: Clark, 2026)
Social Factors: The key cities, such as Stockholm, Gothenburg, and Malmö, are dominating the furniture industry because of their high population density. The urban centres are becoming the hubs for innovation and design (Ken Research, 2024). A strong preference for sustainable high-quality furniture is found among Swedish customers (Statista, 2024). The customer prefers furniture that is durable and long-lasting, too. 
Technological Factors: The smart furniture market of Sweden is showing strong growth that has been driven by the adoption of smart home technologies. The Smart Furniture Market size was valued at around USD 17.7 million in 2024, and it is expected to reach almost USD 20.8 million in 2025 and projected to reach almost USD 39.3 million by the year 2030 (Nextmsc, 2024) (Refer to Figure 5). There is also a strong focus on multi-functional engagement and the urban housing value module that further blends with the Scandinavian minimalist design. 
[image: ]
Figure 5: Smart Furniture Revenue of Sweden
(Source: Nextmsc, 2024)
Legal Factors: The Swedish Labour Court has been established in order to solve any disputes that relate to the labour, and it helps thorough consultations too (Etuc, 2022). The labour in Sweden enjoys social security, collective bargaining, and union representation.
Environmental Factors: The foundation of the environmental legislation of Sweden is Miljöbalken, and this has been made to govern the land that is used and govern the water, and other resources too. Multiple Swedish laws, which include the Forestry Act, Aviation Act, and Roads Act, are associated with Miljöbalken (Westling and Callias, 2025). IKEA must follow this rule so that it can ensure a positive brand reputation in the industry. 
[bookmark: _6cojgiuoej68][bookmark: _Toc226138955]2.2 Impact of factors on the strategic decisions of IKEA
The technological factors, economic factors, and social factors are supporting the business practices of IKEA. These factors are found to be favourable for the business operations of IKEA. At the same time, the political factor and legal factor are causing issues for IKEA as it is endeavouring to prioritise proper strategies within the business in order to meet the requirements to run the business smoothly. 
[bookmark: _gvpg67lkolpu][bookmark: _Toc226138956]2.3 Porter’s Five Forces for analysing the strategic challenges faced by IKEA
Threat of New Entrants: The entrance of new businesses in the furniture industry of Sweden involves a tough process. The market is characterised by a mix of international and national companies (Ken Research, 2024). The strong existence of the company can affect the new entrants, and the new internet needs huge capital and permission. 
Bargaining Power of Suppliers: The food processing industry within Sweden has been dominated by multiple SMEs, small and medium-sized enterprises that are located within rural areas (Johansson et al., 2026). Hence, the availability of multiple suppliers indicates the low power of suppliers in the industry. 
Bargaining Power of Buyers: The bargaining power of the buyers is high because of the availability of multiple businesses operating in the Swedish furniture industry. Svenskt Tenn, String Furniture, Garsnas, Swedese, Norrgavel (Singh, 2025). These companies are offering affordable and sustainable products to the customers. 
Threat of Substitutes: The threat of substitutes in the furniture industry in Sweden is high because of the multiple competitors offering the product that meet the customer demands. The companies are providing a wide range of products and offering a premium design (Singh, 2025). Hence, the threat of subsidies exists for IKEA’ business in the industry.
Competitive Rivalry: IKEA has positioned itself one popular company globally but is facing competition from many competitors like Amazon, Shein and a wide range of Swedish furniture retailers (Statista, 2025). The competitors are able to provide a quick service delivery option and a range of designs, too. 
[bookmark: _rk0hryhxcqe][bookmark: _Toc226138957]2.4 Porter’s Diamond Model to evaluate critical success factors in the external environment-
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Figure 6: Porter’s Diamond Model
(Source: Creately, 2024)
Factor Conditions: The company is relying on the functional and minimalist design as per the demand of the customers. The brand has a huge scandal network and high production volume capabilities (IKEA, 2025). This is helpful for the company to drive continuous innovation within the workplace. 
Demand Conditions: The business has incorporated the circular capability within the processes of designing the processes. This is also the use of non-renewable materials and decreasing the waste throughout the value chain of IKEA. Figure 7 indicates that the brand is using services that enable the participation of the customer within the circular economy. 
[image: ]
Figure 7: The Value Chain of IKEA
(Source: IKEA, 2024)
Related and Supporting Industries: The related and supporting industries of IKEA around found to be integral to the aspects that focus on affordability, sustainability and high volume. The company is also working with suppliers that encompass raw materials, components and ensuring a smooth process in the business. 
Firm Strategy, Structure, and Rivalry: Figure 8 shows that the furniture and home retailer, IKEA, has gained a global net income of around 1.4 billion in the year 2025, which is further marking a significant increase from the last year (Statista, 2025). This has gained popularity because of its affordability aspects and the firm structure (IKEA, 2024). In management, they use holistic decisions that affect the Group Entities of IKEA.
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Figure 8: Global Net Income of IKEA
(Source: Statista, 2025)
[bookmark: _5meig04c5lws][bookmark: _Toc226138958]2.5 Key resources, capabilities, and core competencies of IKEA
Key Resources: The key resources of IKEA include the product development infrastructure and manufacturing base. Additionally, it also has multiple distribution network centres that consist of several physical stores. The human resources are the key factor for the success of IKEA.
Capabilities: IKEA has explored new opportunities within the low-cost locations such as China and other countries within Asia and Africa (Mohanty, 2026). In addition to this, the brand is also capable of creating an external market, mainly because of its expertise and investment power, too.
Core Competencies: The core competencies of the company are its strengths to sustain and accurately compete in the market. The main core competency of the brand is diversity in product and pricing, innovation and unique R&D facilities (Mohanty, 2026). The supply chain network is also demanding as it effectively supplies the stock when needed. 
[bookmark: _rjqh5tqk4fif][bookmark: _Toc226138959]2.6 VRIO Analysis
	Brand Resources
	Valuable

	Rarity

	Inimitable
	Organised
	Competitive Advantage

	Brand Identity
	✓
	✓
	✓
	✓
	Sustained Competitive Advantage

	Distribution Network
	✓
	X
	X
	✓
	Temporary-advantage

	Sustainability Initiatives
	✓
	X
	X
	✓
	Temporary-advantage

	Store Layout 
	✓
	✓
	✓
	✓
	Sustained Competitive Advantage


Table 1: VRIO Analysis
Brand Identity: IKEA has been the sixth most valuable retail brand throughout the world and is valued at nearly $36 billion as of the year 2025 (Statista, 2025). The firm has generated a revenue of approximately €45 billion (Statista, 2025). The firm has established a strong foundation in the industry at a global level. 
Distribution Network: The distribution of IKEA is highly volume and it has sustainable designs. This design allows the company to accurately minimise the cost, which is through using effective designs. 
Sustainability Initiatives: The sustainability strategy of the company has been organised into its specific areas. These strategic focuses are on health and sustainable living, climate, nature and circularity and it also includes fair and equal area
Store Layout: The stores of IKEA use a one way, maze-like layout design that is for guiding the customer by a specific path through the showroom (IKEA, 2025). This is for making exposure to the company’s products and encouraging more buying. 
[bookmark: _kr2q7g9a7v0j][bookmark: _Toc226138960]2.7 Contribution of IKEA’s Internal Strengths to its Competitive Advantages
The internal capabilities of IKEA are the key advantages for IKEA to further strengthen its position in the highly competitive market. By using its store layout, it can attract a huge range of customers and can increase its sales. Furthermore, the sustainability focus of the company may allow the firm to maintain a positive brand reputation of the company in the global market. In addition to these advantages, the investment on the designer product may allow the firm to continue to meet the needs of the customers who are demanding for innovative products. 
[bookmark: _jzph8mjigov1][bookmark: _Toc226138961]3. CSR and Sustainability objectives
3.1 CSR Strategy of IKEA
The CSR strategy of IKEA has greatly focused on a number of initiatives that have allowed it to manage the environmental values within the business. The company has decreased the climate footprint by approximately 8.4 million tonnes of CO2 eq within the absolute terms, as compared to the baseline and indicating a reduction of around 28% (IKEA, 2025) (Refer to Figure 9). In addition to this, the company is also driving multiple innovative solutions that focus on water efficiency at home. This has been possible through using initiatives like the 50L Home Coalition pilot in both Los Angele as well as the Drop It project in Sweden (IKEA, 2025). Furthermore, it has been identified that the strategy of IKEA involves a significant strategy, which is the circular economy, as a recent transition toward the circular business. This plan has been aimed or achieved by the end of the year 2030, and they also aim to use only renewable or recycled materials for the business practices by the year 2030. These strategies are ultimately showing the efforts of IKEA towards a sustainable future. 
[image: ]
Figure 9: Sustainability Highlights of IKEA
(Source: IKEA, 2025)
3.2 Alignment of the CSR strategies with IKEA’s business objectives
The strategies that have been discussed above highlight the investment and the goals of IKEA. The TBL theory will be used to analyse the alignment between the strategies of IKEA and its business objectives. Figure 10 indicates that the key elements of this theory are People, Plant and Profit.
[image: ]
Figure 10: Triple Bottom Line
(Source: Tousseyn, 2024)
People: The business strategies of the company are mainly prioritising an approach that focuses on togetherness. They prioritise the action that helps in nurturing a strong sense of IKEA culture (Ikeasocialentrepreneurship, 2026). Additionally, they also prioritise personal growth along with inclusivity among the team. 
Planet: The sustainability efforts of the company are strongly aligned with its focus to eliminate the negative impact of the firm on the environment. The sustainability initiatives are showcasing its commitment to be the brand that values the planet.
Profit: The strategies, such as innovative design and investment in digital, allow customers to help them to engage the customers. It helps them to increase sales and generate revenue as well.
[bookmark: _l1er8wipr5g1][bookmark: _Toc226138962]4. Comprehensive and Holistic View of the Organisation
[bookmark: _jpwpgu3ag7ef][bookmark: _Toc226138963]4.1. Balanced Scorecard
	Perspectives
	Strategic Objectives 
	Key Performance Indicators (KPIs)
	Key Initiatives 

	Financial 
	To foster a global expansion with increased revenue
	· Total revenue 
· Net Profit
	· Investing in renewable energy and sustainability (Baraldi and Strömsten, 2024).
· Expanding into new markets, such as India (Mohanty, 2026).

	Customer 
	To offer affordable, accessible and high-quality furnishing
	· Customer satisfaction score
· Market share growth 
	· Focusing on the e-commerce presence and online shopping (Yani et al., 2025).
· Using feedback for the redesign of the products (Yani et al., 2025). 

	Internal Process
	To leverage the supply chain efficiency and sustainability
	· Reduced packaging waste
· Digital transformation
	· Adopting 100% recycled and renewable materials by 2030 (Khan and Sarkar, 2024).
· Providing spare parts and after-sales service to extend the product life (Petropoulos et al., 2025). 

	Learning and Growth 
	To develop teamwork and digital leadership.
	· Employee engagement 
· Innovation in product development 
	· Fostering employee training regarding sustainability and digital tools (Kelly, 2023.
· Nurturing a ‘togetherness’ culture by focusing on innovation (Kelly, 2023).


Table 2: Balanced Scorecard of IKEA
Discussion
Financial: The financial perspective of IKEA highlights that this company focuses on the wholesale prices by lowering them. This can help the company to maintain its affordable pricing strategy and cost-effectiveness. Moreover, this can help the company to increase the total revenue via global expansion (Baraldi and Strömsten, 2024). This company can measure its financial strategic objectives by its total revenue and net profit. IKEA invests in renewable energy and sustainability to strengthen its financial performance across the global market, which can also increase IKEA's revenue significantly (Mohanty, 2026). Figure 11 depicts the growth of IKEA’s revenue due to online sales. 
[image: ]
Figure 11: IKEA’s Revenue in 2021
(Source: Kivilahti, 2021)
Customer: The customer perspective of IKEA centres its focus on accessibility and a seamless experience for customers. This company also invested in its digital platform to fulfil its goal for providing well-designed, functional and sustainable products at very pocket-friendly prices (Yani et al., 2025). IKEA can also measure its affordable and accessible furnishing products with high quality, with the customer satisfaction score and the market share growth at the same time (Yani et al., 2025). Moreover, this company also focuses on its e-commerce growth and online shopping strategies. This company also needs to take feedback from the customers to redesign its existing products.
Internal Process: The internal process of IKEA emphasises its supply chain operations for its seamless business operations across the global market. This company also uses automation for its manufacturing segment. Moreover, this company offers sustainable and high-quality products to maintain its new trends for renovation and sustainable products with demographic design (Khan and Sarkar, 2024). This company needs to leverage its supply chain efficiency with sustainability by reducing packaging waste and focusing on digital transformation (Petropoulos et al., 2025). This can help the company to enhance its brand reputation effectively. IKEA aims to adopt 100% of recycled and renewable materials by 2030 (Khan and Sarkar, 2024). Lastly, this company can also provide some spare parts and after-sales service to extend the product life.
Learning and Growth: IKEA focuses on developing the abilities and skills of its co-workers to foster a culture of innovation within the organisation. This can help the company to strengthen the sustainability of the workforce (Kelly, 2023). IKEA also needs to develop teamwork and digital leadership by leveraging employee training regarding sustainability and digital tools effectively. This can help the company to maintain its culture of “togetherness”. 
[bookmark: _89heqtrzta0q][bookmark: _Toc226138964]5. Strategic Choices and Implementation
[bookmark: _ee4yckbtp5vb][bookmark: _Toc226138965]5.1 Business-Level Strategy
IKEA uses a cost leadership strategy, and they are famous for having nice and useful furniture that does not cost a lot of money. IKEA also makes sure that they can get the furniture from one place to another without spending much money on transportation (Vanathi and Raj, 2023). IKEA often uses particleboard and MDF for their furniture instead of real wood because it is cheaper and helps keep the prices of IKEA furniture low. Differentiation strategy for IKEA focuses on offering customers an exceptional shopping experience with designs that are not only valuable but also very functional (IKEA, 2025). They are also available to the customers at reduced rates, and are referred to as a “hybrid” strategy.
[bookmark: _j8hzpdoxwu2a][bookmark: _Toc226138966]5.2 Corporate-Level Strategy
Diversification strategy at IKEA can be analysed through the use of Ansoff’s matrix, which explains how firms grow by moving from their existing product line into other markets. While IKEA is continuing to focus on selling budget-friendly furniture in its flat-pack format, the company has ventured into other directions as well (Liu, 2025). Growth internationally at IKEA has been achieved by following a strategy known as “flexible replication.” The strategy consists of employing standardised goods that are economical and contained in boxes that can be stacked up in various countries, with customised marketing and also customised products based on their location.
[bookmark: _a88ibiuql9gl][bookmark: _Toc226138967]5.3 Evaluation of Strategic Choices
One of the criteria for evaluating the strategies adopted by IKEA is the business-level strategy. Indeed, it is absolutely appropriate for IKEA to optimize for a mixed strategy combining cost leadership and differentiation due to the nature of the target customers of IKEA, who care not only about low prices but also product quality. IKEA offers high design quality and style of Scandinavian furniture at very competitive pricing levels owing to its flat packing and international sourcing strategies (Rowe and Nevmerzhytskyi, 2025). It is important to note that IKEA managed to combine affordable materials such as MDF and the logistics chain to lower costs, along with the innovative designs of furniture products and the distinctive ambience at stores. 
[bookmark: _lqj7v1czf6g8][bookmark: _Toc226138968]5.4 Change Management and Implementation
Based on the successful implementation of the strategies developed by IKEA, it is important that the process of change management takes place efficiently, helping ensure that activities will be conducted smoothly on a global scale. Specifically, in relation to the hybrid strategy of cost leadership and differentiation, the company must pay attention to the resources required to conduct these activities in the spheres of purchasing, production, and delivery. IKEA follows a certain strategy of change management, which includes standardisation and process efficiency along with flexibility based on the peculiarities of the local market conditions (Khan and Sarkar, 2024). In addition, employees' communication and training are vital to promoting effective change management. Technology is used to monitor such issues as performance, inventory, and delivery. Finally, regular feedback from customers and managers of different stores helps implement changes effectively.
[bookmark: _fxillvuerum5][bookmark: _Toc226138969]5.5 Enhancing Digital Transformation
The brand, IKEA, can enhance the digital transformation strategies within its workplace, and can gain more advantages in the business. The brand can use 3D Printing, Artificial Intelligence, and IoT in its business areas (CSIL, 2024). AI can be used by the company in optimising the production processes and can enhance the service offering within the furniture sector. However, the Machine learning algorithm helps in analysing the data of the customer from social media and this helps to predict the product trends among the customers. This may allow IKEA to customize the offering and meet the customer's needs.
[bookmark: _1x99z5xojvfe][bookmark: _Toc226138970]6. Strategic Evaluation and Recommendations 
[bookmark: _55w35z7iqijy][bookmark: _Toc226138971]6.1 Evaluation of IKEA’s Current Strategies: SWOT Analysis
	Strengths
	Weaknesses

	· IKEA has a strong business model, and the company has generated €45 million in revenue (Statista, 2026).
· The company has a strong understanding of the customer needs.
· IKEA provides unique experiences in their stores and also in online purchasing with a strong supply chain (Liu, 2025).
· IKEA has a strong brand identity and reputation for its innovation and consistency in quality.
	· Store locations are in very urban areas that are inaccessible to everyone (Liu, 2025).
· Market adaptability schemes are not appropriate for the need.
· IKEA sales fell for cutting in the price by the retailers for the second year (Fondahn and Reid, 2025).

	Opportunities
	Threats

	· IKEA can develop its process of selling by integrating advanced technologies
· It should expand its businesses to the rural areas to reach the consumers.
· IKEA should improve their marketing strategies to recover the sales decline.
	· The economic decline can significantly affect the business opportunities and development.
· The raised VAT and the inspection by the government can affect the practices of IKEA in Sweden.
· The intense competition of the furniture market can also be proved as a threat for IKEA.


Table 3: SWOT Analysis 
[bookmark: _p1xirfuppxvf][bookmark: _Toc226138972]6.2 Recommendations for IKEA to improve its strategy for enhancing competitive advantage
Recommendation 1: Improve Marketing for Customer Experiences
According to McKinsey & Company (2026), customer experience improvement is a key differentiator of successful businesses to increase value and growth. It is all about knowing and assessing the customer's needs and preferences. The improved marketing is the best choice for driving the customer experience, based on their choices. The customers reacted to the original and meaningful content in marketing related to their understanding and needs. The customer journey map needs tracking for this, and the data-driven insights of the customer data are also important. 
Recommendation 2: Digital Integration in the Operations and Design
According to Rame et al. (2023), technological advancement is transforming the furniture industry with innovation and approaches. New technologies can improve the designs to new sets of demands for consumers and also benefit to attract their interests. Technologies can automate the processes and also help to create efficient designs that benefit the innovation of the companies. IKEA should integrate AI and automation within their products and manufacturing operations to provide speedy results. Besides, the staff should also be skilled in this for accessing the technological advancements; if not, then training should be given. 
[bookmark: _6osrmyi1ckzz][bookmark: _Toc226138973]6.3 Justification for the Recommendations
Justification 1: The recommendation that has been provided is to improve marketing for Customer Experiences, which is justified for the brand, IKEA. For example, one major company, Kinnarps is improving its customer experience by providing comprehensive and tailored design solutions (Kinnarps, 2026). They are combining the sustainability and highly reliable products with the customised ones. In this way, IKEA can enhance the marketing for enhancing the experiences of the customers. This may also allow the firm in accurately creating an environment that helps in boosting the overall well-being and brand identity of IKEA. It also helps the brand to manage its competitive position in the highly competitive market. 
Justification 2:
The digital integration helps the furniture businesses to automate processes and transform the choices of the customers by providing innovative options. According to PYMNTS (2025), the company furniture.com integrates the use of AI into its digital platform for consumer purchases. The CEO of the company claims that this can be characterised through data-driven operations and reinventions of the structures. The structure can also be developed through AI-inclusive operations and marketing techniques. Besides, the supply chain and creativity of the group has also been increased through this. However, this is very cost-consuming and many of the firms cannot afford this expenditure for their brands. 
[bookmark: _koe4m83q5se3][bookmark: _Toc226138974]Section 2: Reflective Cycle
Kolb’s Reflective Cycle is a cyclical reflective process that analyses the learning and experiences of individuals for creating a continuous loop, experiential learning, and learning styles. Figure 12 depicts the four stages of the learning development and provides a visual presentation for the reflective account (McLeod, 2025). 
[image: ]
Figure 12: Kolb’s Reflective Cycle
(Source: McLeod, 2025)
[bookmark: _iv6c2753jvkq][bookmark: _Toc226138975]1. Concrete Experience
After assessing this report, I have gained a significant understanding of my skills regarding the completion of a project, and I can say for certain that the skills I already have provided me with significant benefits. Attempting to complete this report was a new and challenging experience for me, and during this assessment, I was trying to understand the business administration of IKEA, and I have attempted both external and internal environment analysis. However, I have realised that I have faced significant challenges while understanding the external analysis and researching the factors. 
I have also attempted Porter’s Five Forces Analysis, Porter’s Diamond Model, VRIO analysis and CSR analysis of IKEA. However, analysing these factors was not as much of a challenge as the PESTLE analysis. I have also analysed the Balanced Scorecard for the company to have a holistic view of the organisation, while change management helped me understand the various states of the organisation. The recommendations I have provided helped me understand the shortcomings of the organisation. Therefore, this reflection helped me to understand the challenges faced by the company and how the various factors, such as internal and external analysis, CSR, sustainability, and organisational alignment, have helped the company to mitigate such challenges along with having a significant corporate strategy. I have also found out about my strengths and weaknesses, as well as the skills that helped me in completing the assessment. 
[bookmark: _ir1gr43zayg2][bookmark: _Toc226138976]2. Reflective Observation
As I have mentioned before, I have significant issues regarding researching for various data, as I faced during the assessment of the PESTLE analysis. During the Assessment, it took me a significantly long time to only finish this factor, while the rest of the assessment was quite easy for me. I have also noticed that I tend to feel anxious, most importantly, when I feel I am in a worse position. I already have a history of getting anxious in stressful situations, and I start to panic. There is another personality trait that causes significant issues during an assessment, and that is avoiding things that are hard to understand for me. I feel significant passivity due to the fear of getting criticised and feeling anxiety. 
However, along with the bad things about myself, which can be my weaknesses, I also have significant strengths, and it has helped me with project completion. I tend to organise my things properly and utilise them according to the data needed for analysis. Tsocheva (2024) has stated that discipline is an important factor for success and wealth, and it can help me maintain focus and encourage my consistency. Another strength I have, which has helped me, is Time management, since I always manage to finish any task on time, and it is most probably connected with my organised nature. It also helps me have increased productivity and efficiency in my tasks. 
[bookmark: _ez009dksqe5g][bookmark: _Toc226138977]3. Abstract Conceptualism
After analysing my strengths and weaknesses, I can say for certain that those factors have provided a significant challenge or benefit for my assessment. I have used my skill of organising everything, and it has helped me a lot, even though I was struggling with researching. Tao and Yuan (2023) have mentioned that having discipline and an organised nature can mitigate procrastination for a task. This is why I believe that I managed to finish my tasks in a given time. This can also provide me with goal achievement, reduced stress, personal and professional success, a healthier lifestyle, a better relationship, and increased self-esteem. 
A report by the University of Pennsylvania (2024) explains that time management can provide advantages such as productivity, better work-life balance, improved focus, and other benefits. Therefore, through time management, I can basically use timers and work on one specific task for maximum productivity (University of Pennsylvania, 2024). I can also use the “Eat the Frog” method for gaining the most inspiration at the beginning and working with it throughout the day (University of Pennsylvania, 2024). Thus, it can basically provide me with decreased stress, reduced burnout, increased productivity, efficiency, work-life balance, improved quality of tasks, enhanced reputation and career growth, decision-making, and creativity. Effective time management can provide me control over daily activities, while also reducing the feeling of being overwhelmed and fostering a proactive approach to challenges.
[bookmark: _w3oixgdm6ozb][bookmark: _Toc226138978]4. Active Experimentation
	Skills to Improve
	Resources
	Important People
	Timeframe

	Researching Skill
	I can use university library guides and use search engines to master commands. I can also use various databases along with filters for better searching. 
	I can use SEO or Search Engine Optimisation, while also following experts for gaining insight. I can also utilize the help of AI-based tools to increase the impact of my research. 
	1 Month

	Anxiety
	I can use self-help worksheets and attend self-help programs, which can help me become calm and improve my mental health. 
	I can consult psychiatrists for analysing and improving my anxiety symptoms. I can also gain advice from my family and friends without any worries. 
	3 Months

	Task Avoidance

	Instead of avoiding the tasks, I need to use tools for actively coping and directly addressing the tasks. I can also “Anti-Plan” for designing according to my tasks. 
	I can gain advice from psychologists and use the applied behaviour analysis for managing plans according to my behaviour. 
	4 months


Table 4: Action Plan
(Source: Self-Created)
This reflection has helped me understand that I need to improve upon my research skills in a month, anxiety in 3 months, and task avoidance in 4 months. The resources I need include library guides, SEO, worksheets, self-help programs, task avoidance tools, and “Anti-Plan”. The important people include SEO professionals, tool managers, psychiatrists, families, friends, and psychologists.
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