 University of Wales Trinity Saint David
[image: ]


Title: Assessment component - Individual report
	Item
	Description

	Student Name:
	Salah Mheidean 

	Student ID:
	2109425

	Module:
	Strategic Management

	Module Code:
	LCLM7003

	Lecturer:
	Ejike Udeogu 

	Internal Verifier: 
	Vasilios Tavlaridis 
Hoang Nguyen

	Title
	Assessment component - Individual report





Contents	
Section 1:	1
1.	Organizational Context and Overview	1
2.	External and Internal Environment Analysis	2
2.1 External Environment Analysis (PESTEL)	2
2.2 Critical Success Factors and Strategic Challenges	3
2.3 Internal Environment Analysis: Resources, Capabilities, and VRIO	4
2.4 Contribution of Internal Strengths to Competitive Advantage	5
3.	CSR and Sustainability Objectives	6
4.	Comprehensive and Holistic View of the Organization: The Balanced Scorecard	6
5.	Strategic Choices and Implementation	8
5.1 Critical Assessment of Change Management and Implementation	9
6.	Strategic Evaluation and Recommendations	9
6.1 Critical Evaluation of Current Strategy	9
6.2 Recommendations and Theoretical Justification	11
Section 2:	11
7.	Reflective Account: Researching and Analysing EasyJet’s Strategic Environment	11
7.1 Using Gibbs’ Reflective Cycle (1988)	11
References	14



Strategic Management Practices
[image: ]EasyJet PLC
[image: ]






[image: ]
[image: ]

[image: ]

4

[bookmark: _Toc225456770]Section 1: 
1. [bookmark: _Toc225456771]Organizational Context and Overview
EasyJet PLC, founded in 1995 by Sir Stelios Haji-Ioannou, emerged as a disruptor in the European aviation sector, inspired by the low-cost model of Southwest Airlines. The mission of the airline is to offer low cost travel easy and this has seen the airline grow to be one of the leading airlines in Europe since it started with merely two aircraft in its operation (EasyJet, 2026). It is visionary and built in its strategy, which aims at providing affordable, convenient, and friendly air transport and capitalising on digital innovation and operational efficiency (EasyJet, 2026).
The business model of the organisation is a hybrid one. Although it is based on the basic principles of the low-cost carrier (LCC) model, including using one type of fleet (Airbus A320 family) and high asset utilisation EasyJet has managed to position itself strategically. It focuses on major airports (not minor ones), is flexible to appeal to business travellers, and provides a service-based experience, which establishes a different value proposition in the short-haul European competitive environment (EasyJet, 2026). This is also supplemented by its package holiday division, EasyJet holidays, which offers it a better growth strategy due to its higher-margin growth platform.
Easy Jet is in the European short-haul aviation industry that is very volatile and competitive. The market is also defined by a high intensity of price wars, fixed cost, exposure to external shocks (such as fuel prices, geopolitical events), and a great deal of regulatory pressure in terms of sustainability (CAPA - Centre for Aviation, 2023). Its primary competitors include:
· Ryanair: The undisputed leader in cost leadership across Europe.
· Legacy Carriers: Such as British Airways (IAG) and Lufthansa Group, which compete on network and full-service offerings.
· Other LCCs: Including Wizz Air, which has a strong presence in Central and Eastern Europe, and Jet2.com, a major competitor in the UK leisure market (OAG, 2024).
These pressures notwithstanding, easy Jet has an impressive market share having been ranked as one of the largest LCC in Europe with a huge market share in major markets such as the UK, Switzerland and France. Network differentiation, strength in its operations, and performance based on data interpretation are the key events in its investment case, which seeks to make sustainable returns and manage the turbulent post-pandemic environment (EasyJet, 2026).
2. [bookmark: _Toc225456772]External and Internal Environment Analysis
[bookmark: _Toc225456773]2.1 External Environment Analysis (PESTEL)
External factors affecting the strategic choices of easy jet form a complex web, which is analysed critically using the PESTEL framework.
Political factors: The political factors are very influential. EasyJet is a pan-European airline, therefore it is very sensitive to the regulatory situations in the United Kingdom and the European Union. The Brexit strategy entailed the creation of an Austrian-based easy to operate company called easy to Europe to obtain an EU Air Operator Certificate (AOC) to remain operational (easy to Europe, 2025). In the statement of the Chair, the failures of the public authorities in the regions of its operation are criticised, such as inconsistent taxation, inefficient air traffic control (ATC) that burns time and fuel unnecessarily having direct effects on operational costs (EasyJet, 2025). It is actively participating in the dialogue on decarbonisation and consumer protection as a part of the so-called public policy (EasyJet, 2025).
Economic factors: Economic factors play a vital role in the capital-intensive airline sector. EasyJet performance is related to the increase in GDP, consumer confidence and the exchange rates. The 2025 Annual Report points out 9% revenue growth to £10.1 billion to be achieved by higher capacity, but cites the 7-8part inflationary cost pressure and a stronger GBP/USD rate, partially mitigating the higher fuel costs (EasyJet, 2025). The move to limit the capacity expansion to no more than 5% per year is indicative of being a disciplined capital manager (EasyJet, 2025). The dividend revival (12.1p per share final dividend of 2024) is an indicator of financial health and potential to give back to shareholders (EasyJet, 2026
Social factors: Social factors are the key factors in strategy. The objective, which is to make low-cost travel easy, will attract a wide audience of potential customers such as business travellers and people visiting relatives and friends (VFR) (EasyJet, 2025). Customer experience is based on the strategic priority to be the most loved airline in Europe with 80% satisfaction and the highest in more than a decade (EasyJet, 2025). EasyJet holidays increased customers by 20% to 3.1 million customers in 2025, as customers demanded packaged leisure travel, a post-pandemic activity (EasyJet, 2025). Talent attraction and retention are addressed as a result of being named best place to work (EasyJet, 2025).
Technological factors: Technological factors facilitate business model and competitive strategy. The popular customer application optimises the booking to boarding experience, as well as self-service disruption management (EasyJet, 2025). The renewal of modern aircraft A320neo family to the fleet is the primary instrument of cost reduction and sustainability; 17 new aircraft are planned to arrive in FY26 (EasyJet, 2025). Revenue management algorithms and dynamic pricing algorithms based on data help to maximise yield, an advanced, hard-to-imitate functionality (EasyJet, 2025).
Environmental factors: The environment is a strategic issue of paramount importance because the EasyJet roadmap of Net Zero Pathway aims at decreasing carbon intensity by 35 in 2035 (EasyJet, 2025). The CO2 emissions per passenger kilometre decreased by 1.8% to 65.47g, in 2025 (EasyJet, 2025). More than a quarter of its 356 planes are now efficient neo (EasyJet, 2025). However, the UK and EU requirements on Sustainable Aviation Fuel (SAF) come with some difficulties; the CEO mentions that such requirements are a challenge to both the airline and the customer, and it may cause price distortion (EasyJet, 2025).
Legal factors: Legal will affect the safety of operations, consumer safety, and governance. EasyJet adheres to the UK Corporate Governance Code and has an ethics policy (EasyJet, 2026). Among the main risks, the altering legal and regulatory environment, which may include new laws regarding the rights of passengers, airport slots, and employment legislation, is mentioned (EasyJet, 2025).
[bookmark: _Toc225456774]2.2 Critical Success Factors and Strategic Challenges
Operation efficiency, network strength, brand trust, and financial resilience are critical success factors (CSFs) of EasyJet. This is through keeping the base low and asset utilisation high (EasyJet, 2025). Primary leading slots in airports that are constrained by slots are defensible in Europe (EasyJet, 2025). Repeat business and direct distribution are formed as a result of a well-recognised brand and customer satisfaction (EasyJet, 2025). An excellent balance sheet, that is, net cash of £602 million gives it strength to overcome shocks and finance capital expenditure (EasyJet, 2025).
Among the strategic issues, there is a lack of external operation reliance on inefficient ATC and airport infrastructure, which poses disruption risk (EasyJet, 2025). Conflicts in the Middle East and Ukraine are also affecting geopolitical volatility, bringing in some uncertainty (EasyJet, 2025). Ryanair competes vehemently on both cost and legacy carriers on network and must be closely monitored. Airbus deliveries are limited by supply chain constraints, which is threatening to the fleet modernisation (EasyJet, 2025). Changing to low-carbon model will be a strategic and financial issue and SAF costs should be managed without compromising the value proposition (EasyJet, 2025).
[bookmark: _Toc225456775]2.3 Internal Environment Analysis: Resources, Capabilities, and VRIO
The capacity of easy Jet to orient in its external environment, and attain its strategy, is based on a collection of valuable, rare, and usually costly-to-replicate internal resources and capabilities, which could be assessed through the VRIO framework.
	Resource/Capability
	Valuable?
	Rare?
	Imitable?
	Organized?
	Competitive Implication

	Fleet & Slot Portfolio
	Yes
	Yes
	No
	Yes
	Sustainable Competitive Advantage

	Brand & Customer Loyalty
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	EasyJet Holidays Platform
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Data & Revenue Management
	Yes
	Yes
	Potentially
	Yes
	Temporary Competitive Advantage

	Operational Resilience & Cost Culture
	Yes
	No
	Yes
	Yes
	Competitive Parity


Figure 1 VRIO framework-EasyJet PLC
Source: By author
Fleet and Slot Portfolio: the assets of the EasyJet in terms of fleet size is the possession of 356 Airbus that allows a high utilization and cost efficiency (EasyJet, 2025). The most valuable and rare resource it has is its portfolio of slots at the primary, slot-constrained airports such as London Gatwick, Milan Linate, and Paris Orly (EasyJet, 2025). These slots are a very strong entry barrier- heavily regulated, limited and prohibitively costly to obtain, and thus inimitable (CAPA, 2023). This network is exploited within the structure of the organisation, to generate sustainable competitive advantage.
Brand and Customer Loyalty: The EasyJet brand is another useful intangible asset, which is linked to value, reliability, and a warm welcome (EasyJet, 2025). Brand loyalty is a competitive advantage since 80 percent of customers are satisfied and 74% would revisit the company within two years (EasyJet, 2025). As competitors such as Ryanair have good brand equity in terms of lowest price, the customer-focused approach, backed by its app and service training, renders it a long-term competitive strength of EasyJet.
EasyJet Holidays Platform: This is a major distinction among European LCCs and a way to capitalise on the core airline brand, customer base, and network to provide package holidays with 95% variable cost base, and no inventory risk (EasyJet, 2025). It is exceptional; no other leading European LCC has been able to develop a package holiday business of this scale and profitability (£250m PBT). It would cost a lot to replicate a similar platform due to the huge time, investment and brand trust required to build. This is sustained competitive advantage given that it has a dedicated CEO and team (Easy Jet, 2025).
Data and Revenue Management: The revenue management systems of EasyJet are outstanding with dynamic pricing systems and sophisticated algorithms, which are extremely valuable in the industry (EasyJet, 2025). It is not a common ability, but with the increasing commoditisation of technology, this benefit may be copied in the long run, and though it leads to the short-term competitive advantage, it would be only temporary unless continually improved.
Operational Resilience and Cost Culture: It is beneficial to increase the on-time performance (OTP) by 3% to 72% and concentrate on cost efficiency (EasyJet, 2025). Nevertheless, to survive in the LCC industry, cost effectiveness is necessary, and Ryanair is commonly known as the industry leader (OAG, 2024). Although the operational focus of EasyJet is competitive, well-organised and valuable, it does not provide competitive advantage. Its cost per ASK (excluding fuel) has also increased by 1%, although it is still difficult to narrow the gap with the most efficient competitor (EasyJet, 2025).
[bookmark: _Toc225456776]2.4 Contribution of Internal Strengths to Competitive Advantage
The internal capabilities of the EasyJet allow it to implement its hybrid strategy, which involves low-cost operation, network, and service differentiation. Its network strategy is built on fleet and slot portfolio, which provides primary airport convenience at low fares, which neutralises the threats posed by pure LCCs serving secondary airports and competes effectively with full-service carriers on price (EasyJet, 2025). The Easy Jet holidays product builds upon the core airline strengths to provide a better-margin revenue base, directly responding to profit volatility, especially in the winter, by taking bigger portions of customer travel expenditure (EasyJet, 2025). This shows how internal capabilities can be converted into sustainable competitive advantage with an improved target of £450m PBT by the year 2030.
3. [bookmark: _Toc225456777]CSR and Sustainability Objectives
The CSR strategy of easy jet combines environmental sustainability, ethical governance and social equity to its core business ideas of cost leadership and brand differentiation (EasyJet, 2025). The Net Zero Pathway aims at achieving the 2050 net zero emissions (EasyJet, 2026). By renewing to fuel efficient Airbus A320neo aircraft (out of 356 strong fleet) the company will reduce fuel expense and emissions and the environmental performance will create a synergy with financial performance (EasyJet, 2025). Carbon intensity is reduced by 1.8% and 65.47g CO2 per passenger kilometre in 2025, which is sustainability in executing the low cost model (EasyJet, 2025). Regarding governance, the Anti-Bribery and Corruption Policy has a zero tolerance policy approach and requires mandatory training and a reporting mechanism that is confidential, eliminating legal and reputational risks (EasyJet, 2025). The Anti-Fraud Policy indicates that the losses of frauds raise the costs, which are transferred to our customers, as well as our profits, which is why the ethical behaviour is monitored in connexion with financial performance (EasyJet, 2022). The promise of becoming an employer of choice as a way of attracting talent is the key that the Bullying and Harassment Policy supports (EasyJet, 2021; EasyJet, 2025). There is however, a lack of policy-performance connexion. Whereas the modern slavery statements are published by EasyJet (EasyJet, 2026), the French Gender Equality Index 2024 is at 77/100, with 0/10 of women in the top ten highest paid employees, indicating that the top level diversity remains a strategic issue (EasyJet, 2025; EasyJet, 2025).
4. [bookmark: _Toc225456778]Comprehensive and Holistic View of the Organization: The Balanced Scorecard
Balanced Scorecard (Kaplan and Norton, 1992) offers a unified conceptual framework of how the mission of the EasyJet, which is to make low-cost travel easy, and its strategy of becoming the most loved airline in Europe can be translated into a logical system of performance measures in four central perspectives (EasyJet, 2025). Such a strategy strikes the right balance between financial performance and the future performance drivers.
Financial Perspective
The financial goals of easy Jet are focused on providing sustainable profitability, high returns, and the value of shareholders. The first goal is to get a Group profit before tax (PBT) exceeding £1 billion, complemented by mid-term goals of £7-£10 PBT per seat, and a high-teen return on capital employed (ROCE) (EasyJet, 2025). Key performance indicators (KPIs) reflect improvement: headline PBT has increased by 9% to £665 million in 2025, and ROCE stood at 18.0, which is in line with the target of the high teens (EasyJet, 2025). The most important undertaking to push this is the expansion of EasyJet holidays, which has already reached its £250 million PBT target in two years hence an upgraded target of £450 million by 2030 (EasyJet, 2025). 
Customer Perspective
Customer perspective aims at providing a unique, reliable and value-based experience that leads to a sense of loyalty. The fundamental aim is to be the market of choice when it comes to short-haul flights within Europe. Customer satisfaction is the main KPI that will reach 80% in 2025, the highest point in more than a decade, which will directly support the mission to make travel easy (EasyJet, 2025). Customer loyalty is also another crucial KPI with 74% of customers coming back within two years, which proves the efficiency of its service and network (EasyJet, 2025). The ease of the easy Jet holidays platform is also tailored to satisfy the leisure customers need of seamless value-added packages.
Internal Business Processes Perspective
This view is assessed in terms of efficiency and effectiveness of processes used to provide customer and financial results. One of the main goals is keeping the low-cost structure with keeping the operations reliable. Cost efficiency KPI, which is airline cost per available seat kilometre (CASK) without fuel, improved by 1% in 2025 to 4.46p as a result of the effects of strategies of high aircraft utilisation and single fleet type (EasyJet, 2025). Fleet modernisation is also another important internal process, and 17 new A320neo aircraft are planned to be received in FY26 which has a direct impact on fuel efficiency and unit costs reduction (EasyJet, 2025). 
Learning and Growth Perspective
It is a viewpoint based on intangible resources that form the success of a business in the long-term: people, culture, and innovation. It aims to become the place to work in Europe that the most talented, engaged, and diverse workforce would want to work (EasyJet, 2025). One of the most essential KPIs is the engagement of the employees, which is supported by the initiatives like the newly created recognition portal and the annual Spirit Awards which reinforces a culture that goes in line with the company values of being safe, welcoming, bold, and challenging (EasyJet, 2025). Diversity and inclusion are reflected in such policies as the Bullying and Harassment Policy, which is used to create a welcoming and secure environment, and the emphasis on gender pay transparency, yet the score on French Gender Equality Index of 77/100 (including the 0/10 score on female representation in the top pay) is a sign that a particular area needs more strategic efforts (EasyJet, 2021; EasyJet, 2025). 
5. [bookmark: _Toc225456779]Strategic Choices and Implementation
EasyJet is a high-competitive airline within the European low cost short-haul industry, and strategic positioning is an essential survival and growth factor (CAPA, 2023). At the firm level, the firm is confronted with an old dilemma on whether to pursue cost leadership or differentiation (Porter, 1980). easy jet has strategically responded by adopting a hybrid approach of combining operational rigour of a low-cost carrier (LCC) and service and network differentiation (EasyJet, 2026). Its single fleet of Airbus A320s, asset utilisation and direct distribution model are the evaluation of the core of its cost leadership resulting in a 1% cost per available seat kilometre (CASK) excluding fuel improvement in 2025 (EasyJet, 2025). At the same time, it stands out by operating on primary, slot-constrained airports such as London Gatwick and Milan Linate that are more convenient than others, such as Ryanair, which frequently use secondary airports (EasyJet, 2025). 
Easy jet has engaged in similar diversification and targeted international expansion at the corporate level. The development of easy Jet holidays, which is a package holiday business utilising the airline brand, network, and customer base has been the most important strategic decision (EasyJet, 2025). In the international arena, their strategic decision after Brexit was to set up the easy Jet Europe in Austria, where it obtained an Air Operator Certificate (AOC) in the EU to retain their rights to operate in pan-European network (EasyJet, 2025). This was a desperate defensive step to reduce the geopolitical risk.
Recommendation: I would suggest that EasyJet should never abandon its hybrid business-level strategy and further expand its associated diversification with EasyJet holidays. The hybrid model is sustainable since it takes advantage of the strengths of the VRIO framework: slot portfolio is valuable, rare, and inimitable, and brand and holidays platform offers sustainable competitive advantages. In the context of corporate strategy, the proposal is to speed up the international expansion of EasyJet holidays to other European source markets as it is a future objective, as observed by the CEO, to replicate the success of EasyJet in the UK and further protect the group of airline yield volatility (EasyJet, 2025). 
[bookmark: _Toc225456780]5.1 Critical Assessment of Change Management and Implementation
EasyJet has portrayed high ability of strategic change management, but there are still obstacles. The agile implementation and clear, well-communicated strategic vision results in the success of EasyJet holidays which were started in 2019 and scaled in two years, to a PBT business worth PS250 million (EasyJet, 2025). The transition was handled through the establishment of a focused leadership framework headed by Garry Wilson, CEO of EasyJet holidays, to make sure that the necessary attention and responsibility existed (EasyJet, 2025). On the same note, the operational adjustments intended to enhance the on-time performance (OTP) by 3 percentage points to 72% in 2025 are an indication of the successful execution of the initiatives aiming to improve operational resilience and process enhancement (easy jet, 2025).
However, Its network strategy implementation, however, has not been easy. The CEO points out that the introduction of new bases in Alicante and Rome Fiumicino has cost the company PS20 million because of the decision of the European Commission, demonstrating the slow speed of the approval process, which hinders the effective implementation of the strategy (EasyJet, 2025). Moreover, although profitability in winter operation is becoming more difficult to increase by the rates desired by the airline, adaptive implementation in terms of route maturity and long-term profitability is demonstrated by the disciplined capacity growth policy implemented by the company that does not exceed 5%/yr (EasyJet, 2025). 
6. [bookmark: _Toc225456781]Strategic Evaluation and Recommendations
[bookmark: _Toc225456782]6.1 Critical Evaluation of Current Strategy
The current strategy of EasyJet can be explained as a combination of the SWOT analysis and the Growth Matrix of Ansoff, relying on the in-depth evidence provided by the 2025 Annual Report of this company and also the analysis of the industry developments.
SWOT Analysis: The SWOT Analysis shows that the company has significant internal strengths and vulnerable to external headwinds. Economically, EasyJet is strong with a net cash standing of £602 million, an investment grade credit rating (BBB+ by S&P), which gives it stability amid industry turbulence (EasyJet Annual Report, 2025; S and P Global Ratings, 2025). Operational wise, its differentiated hybrid model, where low cost discipline is integrated with network that is based on primary and slot constrained airports, are a rare and valuable resource base (EasyJet Annual Report, 2025; Barney, 1991). This is supported by the high growth easy holidays division which produced £250 million of profit before tax (PBT) in 2025 that is more than a third of group profit with an upgraded target of PS450million by FY30 (EasyJet Annual Report, 2025). There was also an increase in customer facing metrics as on time performance (OTP) increased by three percentage points to 72% and customer satisfaction to a ten-year high 80% (EasyJet Annual Report, 2025). But internal problems remain: the profitability of winters is inexplicable, and it is not growing as fast as it should (EasyJet Annual Report, 2025), and network expansion has its costs, £20 million investment, and prolonged maturity of revenue (EasyJet Annual Report, 2025). The gaps are also apparent in social sustainability because the French Gender Equality Index is 0/10 when it comes to female representation among the top ten highest paid employees (EasyJet French Gender Pay Gap Report, 2025, p. 1).
Externally, there are the prospects of further internationalisation of EasyJet holidays, which today hold approximately 10% of the UK package holiday market, into additional European source markets (EasyJet Annual Report, 2025). Another lever is digital personalisation; a new MarTech stack cut email volumes by 57% and increased click through rates by 21% and produced 203 actionable recommendations with a partner (CACI) to enhance disruption communication (EasyJet Annual Report, 2025). However, there exist threats that are looming: geopolitical tension in the Middle East and Ukraine interrupts routes and increases fuel prices, whereas continuous underperformance of air traffic control (ATC) in the whole of Europe burns fuel needlessly and delays (EasyJet Annual Report, 2025). The pressure mounts on the regulatory side, and Sustainable Aviation Fuel (SAF) requirements in the UK and the EU will increase the cost of the operation (EasyJet Annual Report, 2025). Moreover, the high competition between Ryanair due to its cost leadership and network advantages of legacy airlines puts easy Jet in a permanent position of having to protect its market share (CAPA - Centre for Aviation, 2023).
Ansoff’s Growth Matrix: A Growth Matrix by Ansoff is an addition lens because the core concept of EasyJet market penetration is disciplined capacity growth with a limit of 5%/year with 74% customer retention rate that signifies increasing loyalty in the current markets (EasyJet Annual Report, 2025). The market development is achieved by new bases (Alicante, Rome Fiumicino, and London Southend) and enlargement to North Africa (an increment of +43) and the Canary Islands (an increment of +25), and focuses on the higher winter utilisation leisure routes (EasyJet Annual Report, 2025). The most obvious product development is EasyJet holidays which emerged as a result of a 2019 launch evolving into a profit-making business with 3.1 million customers and 83% satisfaction- a business model that is defined by a 96% variable cost base and about 90% of bookings via unpaid channels, which gives its product a structural advantage that competitors cannot easily match (EasyJet Annual Report, 2025). There has been little diversification but the holidays arm is related diversification by using core airline assets. Using the BCG Matrix, easy Jet holidays are considered to be a Star (high growth, high market share), and the core airline in the Europe market as a Cash Cow, generating stable returns to fund strategic initiatives (SWOT & PESTLE.com, 2026).
[bookmark: _Toc225456783]6.2 Recommendations and Theoretical Justification
To sustain competitive advantage, Easy Jet must focus on two strategic moves. First, increase the pace of internationalisation of Easy Jet holidays in continental European markets. As the business already contributes more than one third of group profit and also exhibits a scalable, capital light model (96% variable costs), one less risky market development strategy (Ansoff, 1957) which capitalises on an existing core competency is the extension of geographic footprint. Second, enhance operational resilience by means of digital personalisation, and deploy the recommendations of CACI to the full extent to enhance disruption management. This product development project would positively affect cost reduction, and it would also help improve customer experience given that EasyJet spent £187 million on paying passengers compensation during 2025 and that disruption can cost airlines up to 8 percent of yearly revenue (The Armchair Trader, 2025).
[bookmark: _Toc225456784]Section 2: 
7. [bookmark: _Toc225456785]Reflective Account: Researching and Analysing EasyJet’s Strategic Environment
[bookmark: _Toc225456786]7.1 Using Gibbs’ Reflective Cycle (1988)
Description
In Section 2 of this assessment, I was required to critically examine the external and internal environment of EasyJet through the use of the PESTEL, VRIO, and other strategic frameworks. I used the systematic review of the corporate site of EasyJet (investor relations section) on the corporate site of EasyJet, where I found Annual Report and Accounts 2025 (EasyJet, 2025), and this is what became my starting point of the research. I also reviewed such additional materials as the Anti-Bribery and Corruption Policy (EasyJet, 2025), Anti-Fraud Policy (EasyJet, 2022), and the French Gender Pay Gap Report (EasyJet, 2025). I used the Google Scholar search engine to find peer-reviewed articles on the strategy of low-cost carriers with such keywords as European aviation competitive advantage, PESTEL analysis airline industry, and VRIO framework aviation. I came across pertinent scholarly literature such as generic strategies by Porter (1980), the resource based view by Barney (1991), and a recent study by Mihalcinova and Badanik (2023) on low-cost carrier marketing. I have subsequently broken down my analysis through first using PESTEL to the outside forces and then assessing the inside resources in accordance with VRIO and integrating these with the facts of the annual report.
Feelings
Initially, At the outset, I was overwhelmed by the size of information contained in the 200 page annual report. Nevertheless, when I methodically remove the data including £602m net cash position, 72% on time performance and 74% customer return rate, I became confident in my ability to find and read corporate disclosures. I was frustrated by the inability to find peer reviewed articles, which actually dealt with the VRIO profile of EasyJet since much academic literature deals with the airline industry as a whole, but not with a specific airline.
Evaluation
The research process had its positive and challenging results. On the positive side, the access to the comprehensive annual report released by EasyJet and specific corporate governance documents helped to get the valuable and credible information that enabled me to base my analysis on the highly verifiable facts. The evidence based assessment was made possible by the inclusion of certain KPIs, including a 9 percent growth in headline PBT to PS665m and a 1.8% decrease in CO2 emissions per passenger kilometre (EasyJet, 2025). The combination of educational systems with corporate information enhanced the theoretical soundness of my examination. But I was faced with certain constraints, such as not all policy documents were published and the annual report, though elaborate, is a self-presentation of the organisation and this may expose management bias (Deegan and Unerman, 2011).
Analysis
The process enhanced my knowledge on the role of theoretical frameworks in strategic analysis. The application of PESTEL allowed me to go beyond describing the external environment and having a critical assessment of the strategic implications of the external environment. As an illustration, it is possible to refer to the identification of ATC as a political/operational threat as underperforming (EasyJet, 2025). The interdependence between environment and strategy was reflected through the iterative nature of the environment and strategy (6) and linking it to strategic initiatives, i.e., investing in operational resilience to enhance OTP (Mintzberg et al., 1998). The VRIO framework was especially useful in the differentiation of resources providing competitive parity and resources providing sustainable advantage. The fleet (valuable, but not rare) of EasyJet gives parity, and its slot portfolio at prime airports and EasyJet holidays platform fulfil all four VRIO requirements, which provide sustainable competitive advantage (Barney, 1991; EasyJet, 2025). 
Conclusion
I got to know that to create a good strategic analysis, it is necessary to balance between corporate disclosures and independent academic and industry sources. The VRIO framework is not merely a checklist but a diagnostic tool for identifying genuine sources of sustainable advantage. I also established that the hybrid approach of EasyJet that integrates cost leadership and differentiation through the quality of its networks and integration of holidays is theoretically consistent and practically demonstrated by its financial and operational outcomes. With more time, I would have added analyst reports prepared by the investment banks to obtain the opinions of external analysts regarding the competitive positioning of EasyJet.
Action Plan
For future strategic analyses, I will (1) first mapping my theoretical frameworks against required data types and subsequently starting research, thus saving time on a futile search of information that does not exist; (2) using analyst reports and industry commentary in addition to company information to reduce the influence of management bias on my analysis; (3) setting aside more time to search Google scholar with narrowed search terms and Boolean operators to find firm specific academic studies; and (4) clearly stating in my analysis what corporate disclosures can be limited to.
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