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[bookmark: _Toc223208671]Section 1: Strategic Management Report
[bookmark: _Toc223208672]1.0 Introduction
The contemporary UK fast-moving consumer goods (FMCG) sphere strategic management requires companies to strike a balance between regulatory and cost pressures and competition, and maintain a long-term competitive edge. It is a critical assessment of the strategic position of Nestle UK in an integrated approach of analysing the organisational environment, external environment, internal capabilities and choices of growth. The report uses PESTEL, VRIO, SWOT and Ansoff frameworks to evaluate the impact of regulatory changes like HFSS restrictions, inflationary volatility and sustainability requirements in transforming strategic priorities. It ends with evidence-based recommendations that would enhance the adaptive differentiation, operational resilience and portfolio focus in the UK market.
[bookmark: _Toc223208673][image: Nestlé - Wikipedia]2.0 Organisational Context and Overview
Nestlé is a fast-moving consumer goods (FMCG) conglomerate based in Switzerland that was formed in 1905 by the combination of an infant-nutrition business of Henri Nestlé and the Anglo-Swiss Condensed Milk Company. This historical integration is still playing in its strategic direction, which is rooted in trusted brands, science-based nutrition, and scale production (Nestlé, 2025a). The declared aim of the corporation, which is to discover the power of food and drinks to improve the quality of life, is used as a guideline in its approach to the United Kingdom. It is with this intention that the UK unit is oriented to reformulation, responsible sourcing, and reducing packaging that are sought with that of growth (Nestlé, 2025b). In terms of finances, the United Kingdom is a major player, and the sales in the United Kingdom can be easily attributed to sales in 2024 and calculated to be CHF 3,617 million. This number highlights the significance of the UK market in terms of revenue and the vulnerability of the business to the power of retailers and the cost-of-living risks (Nestle, 2026a).Figure 1: Nestle Logo (Nestlé, 2025)
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Figure 2: Nestlé’s 2024 financial performance highlights (Nestle, 2026a) 
In the United Kingdom, Nestlé has competed in various fast-moving brands, such as confectionery, coffee, and pet products. Brand equity and access to distribution are the determining factors in these markets. The value proposition of the company is a combination of mass access and perceived quality and better-than-you-need innovation; it is monetised predominantly through packaged products available in multiple grocery and convenience stores and supported by additional on-trade and online shopping platforms. The retailers and logistics networks, therefore, become important partners, and joint business planning and trade-investment capabilities are placed in the centre of the strategic frame. Nestlé UK's brand portfolio, including KitKat, Quality Street, and Nescafé among the products, is likewise localised in production, thus increasing resilience and establishing a sense of "made here"; this localisation approach, however, increases the exposure to a fixed-cost aspect in case of variation in demand (Nestlé UK and Ireland, 2025).
The macro industry situation is marked with heightened pressure: UK manufacturers of food and drinks have recently delivered top-line performance, but the margins are being squeezed, pushing the need to enhance productivity, optimise the price-pack architecture, and prioritise their portfolio (Holmes, 2024). Compared to its international competitors like Mondelez, Unilever, Danone, and PepsiCo, Nestlé is still in a relatively strong market position, especially in those segments where it is able to defend its premium cues by appealing to evidence, the nutrition credentials, and quality systems, while also meeting the expectations of its value orientation induced by discount-market dynamics.
[bookmark: _Toc223208674]

3.0 External and Internal Environment Analysis
[bookmark: _Toc223208675]3.1 Introduction to the analysis
This part will analyse the degree to which the strategy of Nestlé in the United Kingdom is influenced by the exogenous pressures as well as the internal strategic strengths of the company. Namely, it uses the PESTEL analysis to pinpoint the most significant influence of environmental factors on the organisation, as well as a VRIO model to determine whether Nestlé's resources and capabilities provide sustainable competitive advantage in a UK grocery market that is defined by high regulation levels, continuous inflationary forces, and strong supplier power.
[bookmark: _Toc223208676]3.2 External environment analysis: PESTEL
3.2.1 Political factors (UK)
The UK policy of public health is turning into a limitation on the ways Nestlé can expand into some segments directly. The HFSS advertising limits present a 9 pm televised watershed and restrict paid online advertisement of the less healthful products, i.e., the growth strategies in confectionery and certain ambient snacks cannot be based on performance marketing like previously (DCMS, 2025). This alters the strategic combination: Nestle needs to push more towards reformulation, brand-building that remains within regulation, product innovation that pushes products out of the HFSS category, and retailer-led activation when allowed. It also increases the execution risk, since the implementation dates on a UK-wide basis generate moments of compliance instead of an even climate of adaptation (Department of Health and Social Care (DHSC), 2023).
3.2.2 Economic factors (UK)
The recent inflationary trend of the United Kingdom is one structural stress test of the pricing power of fast-moving consumer goods (FMCG). The consumer price index (CPI) remained in the low-to-mid-single-digit space at the end of 2025, according to the Office of National Statistics (ONS), but food and non-alcoholic beverage inflation kept rising, thus putting stress on household budgets and increasing down-trading behaviour (ONS, 2026). In their turn, retailers are speeding up promotion efforts and also breaking down barriers to value, with this shift shifting the balance of bargaining power one more notch towards supermarkets and discounting retailers. Reuters, with reference to the figures of the Worldpanel Group, indicates a rebirth of grocery inflation in late 2025 and more consumer preference for promotional purchases, which strengthens a culture of deals in which branded margins are squeezed unless a company can express willingness-to-pay through salient value indicators (Reuters, 2025). In the case of Nestlé, the strategic implication is a somewhat less evident trade-off, namely, protecting brand equity and price structure while at the same time reconfiguring package sizes and cost-to-serve relationships, as well as portfolio focus, such that the provision of consumer value induces a lasting decrease in margins.
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Figure 3: PESTEL forces shaping Nestlé’s UK strategy (Reuters, 2025)
3.2.3 Social factors (UK)
UK consumers are the same consumers who are price sensitive and health conscious at the same time, which creates a polarised demand trend. On that note, the HFSS regulations are supported by the public obesity concerns, which predetermine the expectations of society as a part of the seemingly responsible efforts at marketing and reformulation (Lawrence, 2005). As a result, the problem goes beyond a health trend to one of legitimacy, as brands viewed as fighting against healthier portfolios face the risks of reputation harm and increased regulatory pressure, whilst those opting to engage in suboptimal reformulation face the problem of gustatory backlash and reduced repurchase. In this respect, this means that Nestlé needs to incorporate the value of nutrition and transparency into its category defence strategy, as opposed to the action of corporate social responsibility messaging.
3.2.4 Technological factors
The increase in the scale of the UK fast-moving consumer goods (FMCG) marketplace is increasingly being mediated by retail media as well as first-party retailer information, hence transferring impact from the customary mass advertising to in-store and online shelf algorithms. Sainsbury calls Nectar360 a single-brand retail media platform, thus demonstrating how the largest grocers have started monetising data and having control over Visa's access to shoppers (J Sainsbury plc, 2025). This is an important development since the limitations on high-fat, salt, and sugar (HFSS) advertising online could potentially force luxury brands to pick compliant options so that retail media would become more and more appealing. The dependency is one of the strategic risks related to this change: once retailers control distribution and data-driven visibility at the same time, the power equilibrium is going to shift even more towards manufacturers. As a result, Nestle should work towards building strong analytical skills to ascertain returns on investment and prevent the pay-to-play type of spending, which becomes costly to profit margins without creating brand loyalty in the long term.
3.2.5 Environmental factors
Environmental: Packaging and carbon are shifting from voluntary to mandatory at a cost. The UK Packaging Extended Producer Responsibility (EPR) scheme has been implemented in progressive steps since April 2025, thus imposing the cost of household packaging waste upon producers (UK Parliament, 2026). The directions by the UK affirm the reporting and, beginning in 2025 (based on 2024 figures), fee charges and regulator expenses on qualifying producers (PWC, 2025). In the case of Nestle UK, this transition is a strategic cost driver that motivates redesign, e.g., lightweighting and increased recyclability, but at the same time cannot but pose a governance dilemma: packaging decisions as motivated by marketing can create compliance expenses that are recurring. In the context of climate change, Nestlé has a net-zero pathway to achieve a 50% emission of greenhouse gases by the year 2030, compared to 2018, and complete net-zero emissions by the year 2050, transforming supply chain decarbonization more into an action plan than a story (Nestlé, 2026b).
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Figure 4: Environmental compliance is reshaping Nestlé UK strategy (Nestlé, 2026b)
3.2.6 Legal factors
Legal considerations: The strategic change of the approach towards growth at any cost is strengthened by legal considerations. In addition to food safety and labelling regulations, the promotion of high-fat, salt, and sugar (HFSS) products is restricted by the regulations on product placement and volume-price promotion. Location rules will already be enforced, and volume promotion will start on 1 October 2025 (DHSC, 2023). These stipulations have a direct impact on confectionery and some types of breakfast or snacks, where volume promotions have traditionally created a basket uplift. As a result, the legal compliance competence of Nestlé is a competitive requirement. It, however, is not necessarily a competitive advantage; it is a requirement to enter the market.
3.2.7 Priority statement (top external pressures for Nestlé UK):
(1) HFSS regulatory tightening is the most direct strategic limitation, since it includes changes in marketing, promotion mechanisms, and product design as well (DCMS, 2025).
(2) The most significant commercial force is cost-of-living and grocery inflation volatility that increases the retailer's power and slows trading speed (ONS, 2026).
(3) The most structural medium-term pressure is that of packaging EPR and climate cost internalisation because it changes the economics of the packaging and supply chain decisions (UK Parliament, 2026).
[bookmark: _Toc223208677]3.3 Critical success factors and strategic challenges
3.3.1 Critical success factors (UK)
The critical success factors in the United Kingdom may be outlined along seven major axes: 
i. the speed of reformulation and innovative product development to reduce the exposure in the UK to the high percentage of sugary and salty food (Public Health England, 2019); 
ii. the long-term continuity of brand trust and sustained quality with respect to pricing stress (PS); (Glotz, 2024) 
iii. it should be established that there is robust joint-business planning and category implementation done with retailers; (McGregor Boyall, 2025)
iv. it should be introduced that there are analytics capabilities that need to be developed to streamline the acquisition of retail media; (Deloitte, 2020)


3.3.2 Strategic challenges
i. inflation-induced squeeze on margins and the intensity of promotion (ONS, 2026), 
ii. diminished marketing freedom of HFSS categories (DHSC, 2023), 
iii. growing retailer leverage through retail media and data control (J Sainsbury plc, 2025), 
iv. compliance expenses via packaging EPR (PWC, 2025), and 
v. climate risk to supply chains of commodities and scrutiny of delivery (Nestle, 2026a).
[bookmark: _Toc223208678]3.4 Internal environment analysis
3.4.1 Key resources
Physical resources include assembly presence, quality control mechanisms, and supply chain networking that enable a dependable supply chain in the dynamic grocery market. The diversification of brands, consumer confidence, and the accumulated product-processing experience acquired by Nestlé are the less tangible resources which are more critical because in times of consumer unwillingness, these provide the capacity to protect consumer shelf space (Nestle, 2026a). Substantive strategic advantage is not simply about having brands but about having the ability to coordinate brand management, price-pack structure, and retailer performance in a variety of categories in such a way that the small players cannot easily follow (ONS, 2026).
3.4.2 Capabilities and core competencies
The most relevant competencies of Nestlé to the arena in the United Kingdom market are 
(i) science-led innovation and reformulation, which is aimed at the creation of appropriate product compliance and desirability; 
(ii) large-scale procurement and manufacturing optimisation; and 
(iii) a governance-and-compliance framework that reduces regulatory disruption. 
The implementation of digital sourcing applications that create cost savings and scaling of a coherent manufacturing platform that relies on real-time data in order to maximise the productivity of lines and achieve perfect resiliency and cost discipline are highlighted in the 2025 annual review (Nestle, 2026b).
[bookmark: _Toc223208679]3.5 Strategic capabilities evaluation using VRIO 
Table 1: VRIO Analysis of Nestlé UK’s Strategic Capabilities (Author)
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The Nestle VRIO analysis shows that some of the strengths are strategic yet common to many companies, including compliance, thus protecting performance instead of creating differences. The stronger defence towards a benefit comes in the capacity to incorporate the renewal skills along with brand loyalty, so the products can maintain their relevance even within the HFSS restrictions without losing when it comes to the aspect of value (DCMS, 2025).
[bookmark: _Toc223208680]3.6 Internal strengths and competitive advantage
Adaptive differentiation and strict discipline towards productivity can be identified as the core conceptualizers of the competitive advantage of Nestlé in the United Kingdom. HFSS regulations that reduce and control the impact of traditional demand forces; this also means that Nestlé's ability to reformulate and rebrand product lines is a distinctive feature, but not a supportive one (DHSC, 2023). At the same time, cost elongation of the pressurisation expands its price sensitivity and enhances its retailer bargaining power, which makes manufacturing efficiency and procurement savings absolutely crucial to protect the margins without diminishing its brand equity (ONS, 2026). Last, the introduction of EPR costs forces the redesign of packaging, which makes sustainability efforts more viable and turns them into cost containment and legitimacy-generating factors instead of just a factor of reputation improvement (UK Parliament, 2026).
[bookmark: _Toc223208681]4.0 CSR and Sustainability Objectives
The Corporate Social Responsibility approach of Nestle is presented in the framework of CSRs called Creating Shared Value (CSV), which ties responsible sourcing, nutrition, environmental action, packaging reduction, and community impact to the overall business performance instead of considering them as philanthropic efforts as such. The priorities have been stated by the firm, including traceable sourcing as part of its Responsible Sourcing Core Requirements, creating healthier and more nutritious products, climate action through its net-zero roadmap, and redesigning its packaging through formal sustainability rules (Nestle, 2025a). This has given the concept of strategic relevancy to the concept of CSR since, in the food and beverage industry, stakeholder trust is largely pegged on the credibility that a firm displays in its supply chain and product lines.
CSR is consistent with the business goals of Nestlé in a number of ways. An increase in sourcing standards and climate goals can address the issue of supply interruption and regulatory risks, whereas nutritional product supply and better packaging can protect brand reputation and consumer loyalty. Therefore, these aspects contribute to the long-term profitability by mitigating market entry and reputational shocks exposure (European Commission, 2024). The fact that, by the year 2025, Nestle will have been rated a low-risk company by Sustainalytics as well demonstrates that ESG performance might be used to support investor confidence and competitiveness (Nestle, 2025b).
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Figure 5: Nestlé links CSR with long-term business value (Nestlé, 2026a)
CSR, however, should not be blindly embraced. Nestle's reaction as a company to the ESG scandal itself is an example of how promises continue to be monitored by the implementation loopholes, especially in intertwined international supply chains and when the topic of nutrition is in question. Consequently, CSR is relevant in terms of business strategy only when delivery works in line with publicly stated promises, or one will get reputational weakness instead of a strategic edge (Nestlé, 2026a).
[bookmark: _Toc223208682]5.0 Comprehensive and Holistic View of the Organisation: Balanced Scorecard
[bookmark: _Toc223208683]5.1 Balanced Scorecard overview
The Balanced Scorecard puts the strategy in a simple form of metrics of financial, customer, internal processes, and learning and growth to reduce the risk of managing something that is easy to measure instead of something that makes the organisation create a competitive advantage (Biazzo and Garengo, 2011). In the case of Nestle UK, it is relevant since its purpose-led strategy, including health, sustainability, and value creation, can only be credible once linked with outcome-based measures that can resist a retailer's bargaining power, HFSS, and increased compliance expenses (Nestle, 2026). 
Table 2: Balanced Scorecard for Nestlé UK (Author)
[image: ]
The priorities of these actions that Nestlé must exercise in the United Kingdom should be guided by two contextual considerations. To start with, the boundaries of the high-fat, sugar, and salt (HFSS) advertising and promotional restrictions weaken the traditional methods of brand activation. As a result, the overall achievement of customer-centred performance results should be realised to a higher level on the product's innovative and compliant marketing channels, but not only through volume-based mechanisms (DHSC/DCMS, 2024-2025). Second, the introduction of packaging Extended Producer Responsibility (EPR) makes sustainability one of the operationally mandatory factors, turning the aspect of recyclability into a mere cost driver (PWC, 2025).
There is a significant danger that faces these initiatives, and this is metric overload. Thus, Nestle UK must have a lean executive team with ten or twelve of the most important performance indicators (KPIs) and review them quarterly. By linking rewards to a balanced set of measures and not limiting them to a sales-related strategy, the organisation can reduce the risk of promoting on a short-term basis.
[bookmark: _Toc223208684]6.0 Strategic Choices and Implementation 
[bookmark: _Toc223208685]6.1 Business-level strategic options
The UK fast-moving consumer goods market features a cost leadership that poses a structural problem to Nestlé since supermarkets and discount stores often lower the price of branded products. Manufacturers of brands also incur high marketing, compliance, and innovation costs. The current cost-of-living landscape is pushing consumers to the discounted products and hence intensifying the bargaining power of retailers. A wholesome cost-leadership strategy, therefore, has a danger of watering down any brand equity and also establishing the company as being stuck at the margin of erosion (ONS, 2026).
Differentiation matches better with the interests of Nestlé in the UK, though it demands adaptive differentiation that is dependent on taste, trust, and nutritional reformulation, as well as relating credible, sustainable practices. Additionally, the approach has a defensive nature: the introduction of high-fat, salt, and sugar (HFSS) advertising bans throughout the United Kingdom on 5 January 2026 dilutes the effectiveness of conventional online paid advertising of the products of worse nutritional value, which justifies a higher level of value penetration into the product itself and to its portfolio, instead of emphasising the promotion tool (DCMS, 2025).
A focus strategy, where there is a play on the narrow segment, is not very appropriate at the corporate level. However, narrowing the range can effectively protect the margins in the slow-selling core business in times of de-traded mainstream demand in the specialised pet nutrition category or in premium coffee systems.
[bookmark: _Toc223208686]6.2 Corporate-level strategic options
In the case of Nestle UK, a portfolio strategy with a greater emphasis on categories that have a higher growth potential and returns is the most powerful corporate-level leverage. The new strategic update is reflecting the enhanced focus on four core businesses, such as coffee, pet care, nutrition, and food and snacks, which means that the company is being even more disciplined on where it chooses to invest capital and marketing resources and a corresponding cut of activities acting as the mediocre achievers (Nestle, 2026a).
Though international expansion is not a major focus of the UK market, as the UK operations scale in line with global locations, including innovation, product redesign, and procurement, it will allow the organisation to achieve scale advantages.
The alliances and joint ventures will have the highest strategic value in those areas where foreign pressure is escalating most, specifically in the areas of packaging and recycling infrastructure. Since EPR base fees are planned to apply in the 2025–26 period, the packaging choice poses direct cost implications as well, thus making partnerships aimed at making recycling and material development strategies strategically wise (PWC, 2025).
[bookmark: _Toc223208687]6.3 Recommended strategic choice 
Grow through adaptive differentiation such as healthier innovation, trusted brands, and high-quality signals coupled with vigorous productivity to safeguard price, and extend this through a winning categories portfolio allocation as well as selected partnerships on packaging compliance. This suggestion is consistent with PESTEL and VRIO reasoning: HFSS regulation encourages the ability to renovate, and inflation, as well as retailer power, requires the presence of a cost-to-serve advantage and trade-spend discipline (DCMS, 2025; ONS, 2026).
[bookmark: _Toc223208688]6.4 Change management and implementation assessment
The cursory transformation agenda of Nestlé, along with interrelated activities and procurement digitalisation (e-auctions) to enable more efficient sourcing and savings, points to not only reactive change management but also proactive change management with the focus on earning the right to invest using efficiency (Nestlé, 2026b). The key implementation risk in the United Kingdom is people capability, and especially manufacturing and analytics technical and digital skills. According to the UK research conducted by Nestle, which identifies low awareness of manufacturing careers amongst the youth, one element of the talent pipeline bears the limitation of hindering any operational change unless managed by means of apprenticeships and employer branding (Nestlé UK and Ireland, 2025).
[bookmark: _Toc223208689]7.0 Strategic Evaluation and Recommendations 
[bookmark: _Toc223208690]7.1 Strategic evaluation using SWOT and Ansoff
7.1.1 SWOT (Nestlé UK)
Table 3: SWOT Analysis of Nestlé UK under HFSS and EPR Regulatory Pressures (Author)
	Strengths
	Weaknesses

	· Strong brand equity (Euromonitor, 2025)
· Broad portfolio
· Reformulation capability
	· Retailer power exposure
· Promotion dependence (Kantar, 2025)
· Margin pressure under inflation. (Glotz, 2024)

	Opportunities
	Threats

	· HFSS-compliant innovation
· Premium coffee and petcare growth (Glotz, 2024)
· Packaging redesign under EPR

	· HFSS ad/promo restrictions
· Rising compliance costs
· Discounter competition
· Retailer data power (Mintel, 2025)


The SWOT analysis states that the brand equity and ability to refurbish its products are the most outstanding strengths of Nestlé UK, but it is still subject to the power of the retail channel, promotional limitations, and compression as a margin. The most reasonable way to attain sustainable growth is by HFSS-compliant innovation, premiumization programs, and the extension of operations into the pet care industry. The main risks are tightening of regulatory requirements, increasing costs of compliance, and growing competition.
7.1.2 Ansoff 
[image: ]
Figure 6: Nestlé UK Ansoff Growth Strategy (Nestlé, 2026a)
The market penetration ought to focus on the implementation of comfortable activation processes and value architecture as opposed to relying on multibuys of current products within the existing market. Product development should be kept at the core, and this could entail the reworking and remodelling of SKUs to shift the demand to less restricted segments. The secondary goal of market development is related to a short dedicated to the United Kingdom. Diversification strategies must be selective, and it is more preferable to venture into better-performing winning businesses that resonate with the sophisticated portfolio focus of Nestlé.
[bookmark: _Toc223208691]7.2 Recommendations to maintain or enhance competitive advantage

Table 4: Strategic Recommendations for Nestlé UK to Maintain or Enhance Competitive Advantage (Author)
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[bookmark: _Toc223208692]7.3 Theory and real-world justification
The proposed plan meets the guidelines provided by Ansoff (2025) in his steps of product development and market penetration, wherein the principle of growth in the presence of limited resources is focused on innovations based on the expansion in existing markets and not on the forceful promotion of the product. Within HFSS limitations, reformulation and compliant innovation are structural competitive levers and not tactical ones. The differentiation theory of Porter further provides the arguments in favour of investing in good product quality, healthy positioning, and brand trust so as to maintain price power against the bargaining power of a retailer (Barney and Clark, 2007).
The practical experience supports this course. The willingness of large UK retailers (including Tesco) to voluntarily selectively restrict the promotional activities of HFSS has indicated that compliant innovation is a long-term necessity rather than a short-term reaction. In a parallel move, top FMCG players have stepped up the pace of renovation, as well as portfolio optimisation, in order to protect under-inflationary margins. Thus, the adaptive differentiation and portfolio prioritisation of Nestle feature theoretically consistent and industry-best practices.
[bookmark: _Toc223208693]8.0 Conclusion
The strategic management in the current United Kingdom fast-moving consumer goods (FMCG) industry compels companies to balance the regulatory, cost, and competition challenges and maintain a sustainable competitive advantage. The report undergoes in a very critical analysis of the whole organisational environment along with the external environment as well as internal capabilities, and growth which showcases the strategic position of Nestle UK. Regulatory changes which include Health-First-Screen-Score (HFSS) limitations, inflation volatility, and sustainability requirements are also determined by the help using PESTEL, VRIO, SWOT, and Ansoff analytical lenses. It ends with recommendations that are well based on empirical analysis to strengthen the adaptive differentiation, operational resilience, and portfolio concentration in the UK market.



[bookmark: _Toc223208694]SECTION 2: Reflective Account — Gibbs Reflective Cycle
[bookmark: _Toc223208695]1.0 Description
To conduct the research, it was decided to define the scope that is Nestle and the UK market with a narrow orientation specifically and to transform the requirements of the module on the plan of evidence. In this plan, external pressure was included using the PESTEL analysis, internal capabilities using the VRIO analysis, performance metrics translation using the Balanced Scorecard, and the combination of the SWOT and the matrix of Ansoff as a strategic evaluation. It was then decided to gather a formalised collection of sources put into three levels: 
(1) primary organisational sources: Nestlé annual and sustainability reports; 
(2) government and regulatory guidelines in the UK that respectively address policy drivers and compliance drivers; and 
(3) Peer-reviewed and scholarly texts to base the analysis on the existing strategic theory. 
To ensure a systematic reflective process as opposed to an anecdotal one, the Gibbs reflective cycle (Gibbs, 2001) was used.
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Figure 7: Gibbs' Reflective Cycle (Gibbs, 2001)
[bookmark: _Toc223208696]2.0 Feelings
The confidence was initially founded on the large extent of reporting and bundled portfolio of Nestlé that guaranteed a more profound analysis. This trust, however, soon turned into a worrying one when it came to the establishment of a surpassingly business-affected story. Due to the polished and persuasive reports by Nestlé itself, it raised concern of making claims repeatedly without proving them against the realities of the UK market. Also, it was realised that there was a need to shun generic listings of frameworks, whose briefs required critical discourse and concrete connections to strategy as opposed to straightforward definitions.
[bookmark: _Toc223208697]3.0 Evaluation
A number of factors were also effective. To start with, translating the brief into a checklist was the only way to inject the required discipline: every paragraph had to respond to one of the requirements of the module (such as external impacts, internal strengths, competitive advantage, and implementation feasibility). Second, triangulation of the sources increased credibility. As an example, the UK regulatory guidance was applied to understand how components of marketing and promotion restrictions could reformulate the category strategy, thus eliminating the business-as-usual assumptions. Third, there was a filter of source quality to eliminate weak web claims and support the increased level of reliance on some evidence. There was some assistance provided by the CRAAP Test, which is an assessment of Currency, Relevance, Authority, Accuracy, and Purpose, that helped assess company communication in contrast to external publications (Meriam Library, CSU Chico, 2025).
Worse allocated was the time. To begin with, the unnecessary scanning time has been devoted to external scanning at the cost of the internal logic chain improvement (PESTEL to CSFs to VRIO to strategy choice to KPIs). This was corrected by rearranging links between sections to allow the analysis to be fluid as opposed to being compartmentalised.
[bookmark: _Toc223208698]4.0 Analysis
This assignment helped me work on research as an iterative design problem. Instead of going after any sources blindly, I was mindful of the relevance of sources to every claim and how the judgment can be influenced by evidence. This practice is in line with the recommendation of basing research design on the question and that data-collection options should be visible and justifiable (Saunders et al., 2023).
One of the main Level 7 learning outcomes was incomplete data management. Assiduous competition cost arrangements or shop negotiations in the UK fast-moving consumer products/fast-moving consumer goods (FMCG) industry are rarely on record. I did not assume certainty but made limited judgments by trying to fill in the data gaps as constraints. An example of this is that in cases where hard figures were not available, I used unchanging proxies, such as date of policy and compliance requirements, and explained how these proxies affected strategic decisions.
Besides, I also understood that the term "critical analysis" does not imply a negative attitude, but it is a component of a disciplined judgment. Once a company claims to be improving in terms of sustainability, the main question of interest is what is measured, what is not measured, and what results can be credited to Nestlé and not the changes in the whole industry. This further forced me to untangle the corporate social responsibility intention on operational delivery, where strategic implementation tends to succeed or not. This was made possible by the Gibbs structure, where a description-evaluation-analysis process was required to ensure that a mere summarisation was not made (Gibbs, 2001).
Lastly, I used the pedagogical model developed by Kolb that suggests that the process of learning is based on the conversion of the experience into ideas and their eventual application. I used it by repeatedly updating the argument, putting a check on whether each of the framework results varied the final recommendations, and eliminating any of the output of frameworks that did not affect decision-making (Kolb, 2022).
[bookmark: _Toc223208699]5.0 Conclusion
All in all, I made the greatest progress in three areas: 
(1) the use of evidence-based reasoning under a clear purpose, 
(2) applying frameworks to create an understandable argument, and 
(3) creating defensible judgments under uncertainty without addressing it through vagueness. 
The main weakness was the over-gathering of information in the early stages of the research, which I countered by narrowing down the research question in each subsection and only focusing on those factors that directly influenced strategic decision and implementation viability.
[bookmark: _Toc223208700]6.0 Action Plan
Next time, I will:
2. The logical map that will guide me in future research will be based on a clear one-page map that will clearly show how PESTEL factors inform the critical success factors (CSFs), how VRIO components maintain competitive advantage, and also how the Balanced Scorecard is used to measure the outcome delivery.
3. I will also establish a minimum evidence standard in which any critical claim will be backed either by a primary source, or by a government or regulator publication, or by a peer-reviewed study; otherwise, less authoritative web sources will be used only with a sense-making purpose and will be clearly marked. I will use the CRAAP rules earlier to eliminate wastage of time in reading unsuitable references (Meriam Library, CSU Chico, 2010).
4. I will maintain a brief audit trail of the justification of each source selection and the impact of each choice on the developing argument in line with the recommended practices in research (Saunders, Lewis, and Thornhill, 2019).
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