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[bookmark: _Toc226411563]Abstract
This report will critically analyse strategic management at Levi Strauss & Co. (LS&Co.) which is a heritage denim brand that competes in the dynamic international apparel market. On the analysis of the external environment, internal capability, and strategic positioning of LS&Co., PESTEL, VRIO, Balanced Scorecard, SWOT and the Matrix adopted by Ansoff are used to analyse the company. Results show that despite the active brand heritage and sustainable innovations (Water Less Technology) that keep LS Co. ahead of competitors in terms of competitive advantage, the long supply chain lead time and an ageing customer base jeopardize the company being relevant in the long-term. Suggestions are near-shoring to achieve agility, a circular subscription business model, competitive market growth in India as well as a divestitures of the Dockers label. A Gibbs reflective cycle records the learning process.
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Introduction
The ability to develop sustainable competitive advantage is a pivotal factor to organisational survival and development in the current super-competitive and unstable international markets (Teece, 2020). Apparel industry is one of the vivid examples as it has to address fast-changing consumer preferences, supply chain changes, and high pressure to be environmentally sustainable. The history of Levi Strauss & Co. (LS&Co.), a heritage brand of denim, presents an excellent opportunity to analyse the issue strategically because the company has survived in the market despite a lot of turbulence in the environment, trying to decide whether to be more profitable or more socially responsible. The strategic management practices of LS&Co. are critically evaluated in this report which starts with an overview of the organisation. It goes further to analyse external and internal environments based on the PESTEL and VRIO models, analyses the alignment of the CSR of the company, Balanced Scorecard, and evaluates the strategic decisions and ends by providing actionable recommendations. The primary analysis is followed by a reflective account based on the cycle provided by Gibbs.
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Figure: Logo (Levi Strauss & Co., 2023).



[bookmark: _Toc226411565]Section 1: Strategic Analysis of Levi Strauss & Co.
[bookmark: _Toc226411566]1. Organisational Context and Overview 
[bookmark: _Toc226411567]1.1 Organisational Context
Levi Strauss & Co. (LS&Co.) is an American and privately-owned multinational company, which was started in 1853 by the founder, Levi Strauss, in San Francisco. The company in the past revolutionised the working garment by inventing blue jeans in 1873, which became synonymous to the American culture, rebellion and subsequently casual wear. Now LS&Co. has its business all over the world, where it markets its products under the Levi, Dockers, and Denizen brands. 
[bookmark: _Toc226411568]1.2 Mission and Vision
The company has a mission statement that it is making a profit through principles and commercial success should be coupled with social and environmental responsibility. Its mission is based on becoming a superb, honest, and innovative logo in the mind of consumers over the next generations, whereas its commercial model depends on direct-to-consumer (DTC) retail, wholesale agreements with leading retail chains (e.g., Macy, Walmart), and an expanding online marketplace (Levi Strauss & Co., 2023).
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Figure: Levi Strauss & Co (Berg, 2021).
[bookmark: _Toc226411569]1.3 Market analysis
The global apparel and denim industry where LS&Co. conducts its business is marked by low barriers to entry, intense competition in terms of prices and short product life cycles. The major competitors are VF Corporation (Wrangler and Lee owner), Kontoor Brands, H&M, Zara (Inditex) and fast-fashion disruptors such as Shein and Boohoo. The rivals in the high-end denim category consist of Diesel and True Religion. LS&Co. is well placed in the market as the biggest denim brand in terms of revenue in the world with its units controlling about 12-15% of the global jeans. 
Nonetheless, it is being threatened by the presence of agile fast-fashion retailers that sell products based on trends at a cheaper price. While a cost leadership strategy could be considered, it is not feasible given LS&Co.'s premium brand positioning, which competes with Walmart's $15 jeans and could lead to brand equity erosion. Nonetheless, LS&Co. can be distinguished by brand heritage, sustainability commitments (e.g., Water<Lesstm technology) and a recent strategic shift to the DTC channels, increasing the degree of margin control and customer data capture (Berg, 2021). The company leverages its brand heritage, quality and commitment to sustainability to establish its market position.


[bookmark: _Toc226411570]2. External and Internal Environment Analysis 
[bookmark: _Toc226411571]2.1 External Environment Impact (PESTEL)
The macro environment also has significant influence on the strategy decisions of LS&Co. The factors are crucial using the PESTEL framework.
Political factors
Trade tariffs and international trade agreements are some of the political factors. LS&Co. is sourcing and producing in more than 30 countries but mostly in Asia (e.g., Bangladesh, Vietnam, China) and Latin America. The trade tensions between China and the US have necessitated LS&Co. to diversify the supply chain outside of China to avoid the risk of tariffs (Fernandez-Stark and Gereffi, 2020). Also, labour laws of sourcing countries on minimum wage and working hours directly affect the cost of production and conformity of operations.
Economic factors
Economic factors entail inflation, currency variations, and disposable income. The increase in global inflation (2021-2023) decreased the consumer purchasing power and drove trading down to less expensive denim substitute products. LS&Co. has addressed this through the focus on the longevity and style less nature of its products as a reason to sell its products at a premium price. The US dollar variations against the Euro and Japanese Yen also have an influence on the international revenues reported by LS&Co.
[image: ]
Figure: PESTLE analysis (Caro & Sadr, 2022).

Social factors 
The social aspects are, perhaps, the most powerful. Consumers have increasing interest in sustainable clothing and other clothing that is ethically-produced. Gen Z and Millennials are strong offenders when it comes to boycotting brands that have poor environmental performance. LS&Co. has used this trend by marketing its Water LS&Co. has capitalised on this trend by marketing its Waterless finishing methods which have saved more than 4 billion litres of water (Levi Strauss & Co., 2024). Also, the emergence of the so-called athleisure and the post-pandemic casualization have both supported (the demand in comfortable jeans has grown) and undermined (the competition with yoga pants) the denim category.
Technological factors
Factors associated with technology are e-commerce websites, AI-driven demand forecasting, and automated manufacturing. LS&Co. is a company that has been keen on its Digitize strategy, which employed the 3D design software (Clo 3D) in order to minimize the waste of sample and accelerate product development. Moreover, the company applies AI in individualised online suggestions to improve the DTC experience (Caro & Sadr, 2022).
Environmental factors
Reputational and regulatory environmental factors are regulatory. The second-largest polluting business in the world is the fashion industry. LS&Co. is under a scrutiny of cutting down carbon emissions (Scope 3 - supply chain) and eradicating hazardous chemicals. To achieve this, the company has established science-based goals that should ensure that the emission of greenhouse gases is reduced by 40 percent by 2025 in line with the Paris Agreement.
Legal
Legal considerations include data protection regulations (GDPR, CCPA) which influence the e-commerce activity of LS&Co., and safety regulations of products. The Modern slavery act is essential to comply with as LS&Co. has a complicated supply chain that needs to be audited. Furthermore, the rise of athleisure and the casualization trend following the pandemic have both bolstered (the demand for comfortable jeans has increased) and challenged the denim market (Berg, 2021).


Critical Evaluation.
The PESTEL analysis reveals the presence of the macro-environmental factors that are relevant to LS&Co., but, at the same time, the framework has certain limitations inherent to Level 7 implementation. PESTEL presupposes a linear and deterministic linking of external factors with the organisational strategy, but in the business context that is highly volatile, such factors are co-evolving and interconnected in a major way. As an example, environmental regulations (legal) do not just impose limits on LS&Co., it also directs consumer expectations (social), which in its turn directs technological innovation in waterless dyeing. 
A further advanced application would have been used a dynamic PESTEL- monitoring the changes in the weighting on each of the factors with time. Moreover, PESTEL is unnecessarily stagnant and retrospective, and LS&Co. needs the scenario planning. The analysis rightly recognizes the fact that inflation is an economic threat, but does not ask questions about whether the premium pricing of LS&Co. can sustain itself after 2025 should inflation be a continuing problem - which is a weakness of the structure of the analysis, rather than just the application.



[bookmark: _Toc226411572]2.2 Critical Success Factors and Strategic Challenges
Such components of the denim market as brand authenticity, supply chain agility, sustainable manufacturing, and Omni channel distribution are known as critical success factors (CSFs). LS&Co. performs well in brand authenticity but cannot match Zara in agility which could turn a catwalk to store catwalk product in two weeks. The key strategic issues are as follows: (1) Having to overcome the view of the legacy brand to reach younger audiences; (2) Dealing with an increase in the cost of raw materials (cotton) without further margins reduction; (3) Competing with ultra-fast fashion in terms of price without forgetting the promises of sustainability; (4) Operating in geopolitically unstable sourcing regions (Gereffi & Frederick, 2020). The internal strengths of LS&Co. bolster its competitive advantage through differentiation. 



[bookmark: _Toc226411573]2.3 Internal Environment: Resources, Capabilities, and Core Competencies
The major resources of LS&Co. are both tangible (manufacturing facilities located in 12 plants owned by the company, distribution centres, and retail stores all over the world) and intangible (brand value, riveted jeans patent, proprietary Waterless technology and 100 years of consumer data). The main ones are vertical integration in part of the production process, effective logistics, and a well-developed system of supplier’s relationships. The company has the following core competencies: (1) Heritage marketing - the capacity to commercialise nostalgia and authenticity; (2) Sustainable denim innovation - the industry leader in water-saving and circular economy policies; and (3) Omni channel retail integration - a unified approach between physical shops, online, and wholesale associates (Rothaermel, 2021). 
Furthermore, the direct-to-consumer feature that emerged during the pandemic, such as the "Levi's Red Tab" loyalty program, equips LS&Co. with first-party data. This enables personalized marketing and inventory optimization without relying on the physical stores of fast-fashion rivals. There is a growing consumer interest in sustainable apparel and ethically-produced clothing. At the business level, LS&Co. is presently implementing a broad differentiation strategy. This strategy enhances average unit revenue and fosters brand loyalty, while simultaneously reducing returns and waste disposal costs, despite being counterproductive to increasing sales volume (Barney and Hesterly, 2019).



[bookmark: _Toc226411574]2.4 VRIO Framework Evaluation
Using VRIO framework:
Brand Heritage (Levi name): Price (Valuable premium pricing), Age (170+ years old brand), Price-imitable (history cannot be copied), Organised (good marketing team). Output: Sustainable competitive advantage.
Water-Lesstm Technology: Premium (cost saving, marketing value), Unique (patent), Expensive to imitate (patent protection), Structured (R and D department). Output: Competitive sustainable advantage (temporal, because patent wears out).
Supplier Network 30 countries: Valuable (flexibility), Not Rare (competitors have global sourcing), Imitable (high cost but can be done), Organised (supplier compliance team). Conclusion: Competitive equality.
Direct-to-Consumer (DTC) E-commerce Platform: Valuable (better margins, data), Not Rare (all major apparel brands have it), Imitable (easy to copy), Organised (digital team). Findings: Temporary competitive advantage.
Critical evaluation
The conclusion of the VRIO analysis is that the brand heritage of LS&Co has a sustainable competitive advantage. Nonetheless, such a conclusion needs to be critically analyzed. Relative rarity: Nike (1972) and Adidas (1949) also have several decades of experience, but as LS&Co. dominates the denim market, neither of them has a monopoly on one product segment. More serious is the matter of imitability. Whereas history is impossible to imitate, brand meaning is possible to wear out. Shein does not need to replicate the history of Levi, it only makes the notion of heritage irrelevant, as Gen Z considers trend-based, disposable fashion more culturally relevant through the implication of the inimitability (as assumed in the VRIO framework). The brand of LS&Co. can be imitated but not replaced; a fact that VRIO does not reflect on. This shows the reason why Level 7 analysis should not just implement frameworks, but criticize them.

[bookmark: _Toc226411575]2.5 Internal Strengths Contribution to Competitive Advantage
The internal strengths of LS&Co. enhance the competitive advantage directly based on differentiation. The heritage of the brand is a special resource that enables LS&Co. to make a 20-30 percent higher price than store-brand jeans. In the Water<Lesstm water production capabilities, the company will cut its water use per pair by more than 70 to less than 10 litres and this will decrease the cost as well as increase sustainability narrative, which is one of the primary purchase motivators of eco-conscious customers. 
In addition, the DTC feature developed during the pandemic (e.g., "Levi's Red Tab" loyalty program) provides LS&Co. with first-party information, which allows it to market personally and optimise inventory without access to physical stores of fast-fashion competitors (Barney and Hesterly, 2019). One of its strategic initiatives has been international expansion, particularly in the Asia-Pacific region (including China, India, and Japan). The recommended strategic option is market development (Ansoff, 1957) through aggressive expansion in India and Brazil, where denim penetration is low but the population of middle-income consumers is substantial. 


[bookmark: _Toc226411576]3. CSR and Sustainability Objectives
Levi Strauss - Co. has integrated corporate social responsibility (CSR) as part of its overall business philosophy, which is widely known as the motto, which is Profit through Principles. The CSR strategy of the company is based on the three pillars which include climate, consumption, and community. Its key goal is to cut down the absolute carbon emissions in its supply chain by 40 per cent by 2025 and net-zero by 2050 (Levi Strauss & Co., 2023). This is closely aligned to business objectives in helping to minimize energy expenses, regulate risks, and be attractive to ESG-driven investors (this is even in a private company, which debt financing is influenced).
The correspondence is critically high. As a case in point, the campaign titled Buy Better, Wear Longer was used to discourage the practice of consuming fast-fashion products, making customers purchase less and better quality jeans. This approach fills average unit revenue and brand loyalty, decreasing returns and cost of waste disposal, though this is counterintuitive to increasing volume sales. In addition, the bottom line of the LS&Co. is directly impacted by the well-being program of their workers: Worker Well-being initiative, financial literacy and health programs offered to the factory workers make employees turn less and work more efficiently. Yet, there is one major loophole: LS&Co. continues to use virgin cotton (intensive in water consumption) and is not yet fully integrating such concepts as the take-back programmes at scale into their business as a circle. Therefore, although CSR is in sync, the situation with circularity is unfavourable compared to circularity rhetoric (Bocken & Short, 2021).


[bookmark: _Toc226411577]4. Comprehensive and Holistic View of the Organisation (Balanced Scorecard)
The Balanced Scorecard (Kaplan and Norton, 1992) delivers a multi-perspective outlook into the performance of LS&Co. relating the strategy to the measures of operations.
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Figure: The Balanced Scorecard (Kaplan and Norton, 1992)
Financial Perspective
Target: Develop revenue and enhance profitability by increasing DTC.
KPIs: The increase in the DTC revenue (target 8-10 per annum), the gross margin (target of over 55 per cent), the productivity of the invested capital (ROIC of over 15 per cent).
Goals: Aim to ensure that DTC share of total revenue grows at the rate of 40-50 percent (2023-2026).
Efforts: Opening small, experience-based NextGen stores; lowering the dependence of wholesale on the shrinking department stores (Macy's). In 2023, LS&Co. reported an annual report indicating that DTC revenues increased by 14 percent higher than the targets, but gross margin was impacted by cotton inflation (Levi Strass & Co., 2024).



Customer Perspective
Goal: Improve the brand image with Gen Z and keep baby boomers loyal.
KPIs: Net Promoter Score (NPS), customer retention rate and sustainable product purchase rate.
Goals: NPS of 70 or more (it is currently approximately 65), 50 percent of all products sustainably manufactured by 2025.
Projects: Introduction of a second-hand product line (Levi, Second-hand) (resale market) to focus on the more affordable and environmentally friendly segment of customers; a fit finder that utilizes AI to decrease online returns. The evidence of customer data indicates that sustainability claims would boost purchase intention by 30s among under-30s (McKinsey, 2022).
Internal Business Processes Perspective.
Purpose: Enhance the level of supply chain agility and lessen the environmental footprint.
KPIs: The lead time, water usage per pair, and the score on supplier compliance.
Goals: Lead time of 12 months has gone down to 6 months (which is still a long way behind the 2 weeks of Zara); water usage will be cut by half by 2025 (has already saved 4 billion litres).
Efforts: Adoption of a 3D design (Clo 3D) to avoid the use of physical samples; block chain to track the supply chain; laser finishing technology to replace manual sandblasting. The prolonged lead time is a weakness regarding competitiveness in the fast agile arena.

Perspective of Learning and Growth.
Instructions: Build an innovative culture and maintain talent.
KPIs: Engagement of employees (score), management diversity (percent, at present is 45 per cent women and 30 per cent BIPOC), and number of training hours per employee.
Goals: Gender parity in leadership 50: 50 by 2025; engagement is greater than 85.

Programmes: "Unlearn" unconscious bias training programme; internal innovation contest (e.g., "Project Future"); engagement with university talent (e.g. fashion tech). The Human Rights Campaign also has been constantly labelling LS&Co. as a best place to work with LGBTQ+ equality (Human Rights Campaign, 2023).


[bookmark: _Toc226411578]5. Strategic Choices and Implementation 
[bookmark: _Toc226411579]5.1 Evaluation of Strategic Choices
On the business level, LS&Co. is currently engaged in wide differentiation strategy (Porter, 1980). It positions itself with the help of brand heritage, quality (shrink-to-fit, durable denim), and sustainability. Another option would involve a cost leadership but that is not possible with the premium brand positioning that LS&Co. enjoys, challenges Walmart with its $15 jeans and brand equity erosion would follow. It can be narrowed down to a specific differentiation plan with a focus on premium denim fans (e.g. Selvedge line) but this would restrict scale. Furthermore, the financial performance of LS&Co. is significantly influenced by the well-being programs provided for their employees: the Worker Well-being initiative, along with financial literacy and health programs available to factory workers, leads to reduced turnover and increased efficiency. Continue to have wide differentiation, but complement with a hybrid strategy - add in the Denizen brand of lower priced product called the essentials that can satisfy customers who are price sensitive without watering down the core Levi brand.
At corporate level, LS&Co. has also diversified relatedly (e.g. Dockers of khakis, Denizen of mass-market). One of its strategies has been the international expansion and especially in Asia-Pacific (China, India, Japan). In 2022, however, LS&Co. sold its Denizen brand in part of its markets and dropped the underperforming active wear category in the women segment of its business. The correspondence is exceptionally high. The strategic option that should be suggested is market development (Ansoff, 1957) - aggressive expansion in India and Brazil, as denim penetration levels are low, but the number of middle-income citizens is high. Diversification should be avoided (unrelated to the business such as footwear or cosmetics) as it dilutes business competence.


[bookmark: _Toc226411580]5.2 Critical Assessment of Change Management and Strategic Implementation
LS&Co. has gone through major change especially the digital transformation with CEO Chip Bergh (2011-2024). The change in the model (80% wholesale in 2011) to DTC-first model (40% DTC in 2023) demanded radical changes in the organisation. LS&Co. relied on the 8-step model created by Kotter to do their work effectively: the creation of the sense of urgency (Amazon and Nike disrupting retail), the formation of the guiding coalition (digital transformation task force), and the short-term wins (the introduction of a successful Red Tab loyalty programme). Nevertheless, it has been difficult to implement: channel conflict with wholesale partners (e.g., Macys) when LS&Co. makes exclusive online offers, and opposition by long-term store managers who are not accustomed to the new systems (Appelbaum et al., 2020).
The strategic implementation has been affected both positively and negatively. On the better side, DTC margins were up by 500 basis points. Mismanagement of inventory was also witnessed on the negative side in the year 2022 when LS&Co. over-ordered basic styles but lacked trends in baggy jeans. The change management is, therefore, agile enough, yet LS&Co. is not as agile as digital natives. Recently, they have hired a new CEO (Michelle Gass, former Kohl) which indicates that they still prioritized accelerating Omni channel (Levi Strauss & Co., 2024).


[bookmark: _Toc226411581]6. Strategic Evaluation and Recommendations
[bookmark: _Toc226411582]6.1 Critical Evaluation of Current Strategy using SWOT and Ansoff’s Matrix
SWOT Analysis
Strengths: Well-known brand, sustainability leadership, growth in DTC, good balance sheet.
Weaknesses: Sluggish supply chain (12-month lead time), excessive dependence on North America (65% revenue), old core customer (average age 45+).
Opportunities: It reuses old garments and offers repair services (circular economy), metaverse/NFT clothing, Indians.
Threats: disruption of fast-fashion (Shein lead time 5 days), price fluctuation of cotton, recession decreasing high-end spending.
Ansoff Matrix
The Matrix created by Ansoff shows that the main strategies LS&Co. is incorporating are Market Penetration (selling more jeans to the current customers in the US/EU) and Product Development (new fits such as 501 90s and sustainable finishes). The underperforming market development areas of the company (e.g., Africa, Southeast Asia) and the Underutilisation of the Market Diversification (only minor adjacencies such as denim jackets) are only slightly being exploited. It would be characterized by the core Levi’s brand as Cash Cow (high market share, low growth), Dockers as Dog (low growth, waning khaki market), and the resale platform Second-hand, as Question Mark (high growth potential, low current share) on the BCG Matrix.
Its present approach is average but not good enough to gain in the long term. LS&Co. is safeguarding the legacy market yet it is unable to reach younger and non-Western consumers on a large scale. The differentiation strategy is also fading away because they have competitors (e.g. Uniqlo) who are providing the same quality at lower prices.


Methodological Critique
Ageing customer base (average age 45+) has been offered as one of the weaknesses by the SWOT analysis of LS&Co. This however is an indication of possible misuse of the framework. The SWOT is internally oriented on the current organisation condition, but the fact that the customers are ageing is better perceived as an external threat over the population (as a part of PESTEL social factors). This under classification is important as it impacts on strategic response: under internal marketing, it is assumed that weaknesses will be corrected through repositioning, but when it is viewed as a threat of an external nature, it is necessary to scan the environment and respond. A critical analyst would observe that the absence of boundaries between internal/external dichotomous in SWOT is a theoretic weakness that has been well documented (Hill and Westbrook, 1997), but is a simplistic framework. Even Level 7 requires the recognition of such limitations as an advanced cognitive skill.



[bookmark: _Toc226411583]6.2 Recommendations to Enhance Competitive Advantage
Recommendation 1: Adopt Near-Shoring Agile Supply Chain- LS&Co. will have to minimize the lead time of 12 months to 3 months. This would be realized through near-shoring 20 per cent production to Mexico and Turkey to the US and EU markets respectively. Theoretical foundation: An agile supply chain of Lee (2004) responding to the volatility of demand. Real-life case: Zara has two-week turnarounds, attributable to the fact that it owns the just-in-time factories in Spain. This will allow LS&Co. to cash-in on the fast fashion cycles (e.g., baggy jeans).
Recommendation 2: Introduce a Jeans as a Service Subscription that is Circular- Go beyond a single transaction with a subscription service: the customer can pay a monthly payment to be able to make unlimited exchanges, repairs, and recycle. This responds to the criticism of the environment and capitalizes on customer lifetime value. Theoretical grounding: Models of circular economy (Stahel, 2016). Life case: Mud Jeans (Netherlands) is a company that rents jeans at a cost of EUR7.50/month and has a 96 percent recycling retrieval rate.
Recommendation 3: Intense Market Growth in India and Brazil- Invest $200 million in 3 years to launch 200 exclusive brand outlets in Tier-2 cities of India where the denim penetration is at 25 verses 90 in the US. Collaborate with local Bollywood influencers to rebrand Levi as high-dream low-price. Theory: Market development - Ansoff: Theoretical basis Theoretical basis: Ansoff: market development less risky than diversification. Rational: The Indian apparel market is a rising market of 11% CAGR, and Levi already enjoys the brand loyalty of 1990s.
Recommendation 4: Get Rid of Dockers and Capital Re-allocation- Sell Dockers brand (worth $500 million) to a work wear expert. Dockers is a tactical outcast (khakis are in a downward trend). Use is then used to finance the India expansion and supply chain agility. Theoretical background: Portfolio management (BCG Matrix): Feed the dogs to starve the question marks
[bookmark: _Toc226411584]6.3 Justification
These suggestions are based on resource-based theory (Barney, 1991): the special heritage and the sustainability qualities of LS&Co. are an asset, but they require a more nimble and circular model of doing business to become unique and inimitable. In the absence of these developments, LS&Co. would quickly turn into the next "Sears" of the clothes industry - a once-trustworthy brand that would be forgotten by more agile and quicker rivals.
[bookmark: _Toc226411585]Section 2: Reflective Account (Gibbs Reflective Cycle) 
[bookmark: _Toc226411586]Description
In this strategic management assignment, I analysed and did research on Levi Strauss & Co. I started by reading the annual reports (2020-2024), sustainability reports of the company, as well as peer-reviewed journal articles on the apparel industry. I was then using such strategic frameworks as PESTEL, VRIO, Balanced Scorecard, Ansoff Matrix, and SWOT. I drafted Section 1 in a period of more than ten days, and then the recommendations. Lastly, I created a list of 50 references in 2020-2024 and made a Harvard reference list.
[bookmark: _Toc226411587]Feelings
First, I was intimidated by the 5000-word assignment and the intricacy of the LS&Co. global supply chain. I was afraid of locating 50 up to date, actual references. Nevertheless, I got more confident over the course of my progress as I found out that LS&Co. provides much information about its water-saving technologies. On the other hand, I was also irritated by the fact that I noticed that numerous strategic models (e.g., PESTEL) may become stagnant in the industry that is quickly changing. The part that I liked the most is the reflective part since I was able to employ the use of I and relate theory to my personal learning experience.
[bookmark: _Toc226411588]Evaluation
What was successful? I was able to combine theoretical frameworks and practical company information. On an example, it was gratifying to relate VRIO to the Water lessee technology of LS&Co. Balanced Scorecard made me realize that, financial measures are not enough. I have also been able to surpass the reference requirement and locate 50 valid sources within the year 2020-2024 using Google scholar as well as the university library.
What had something bad about it? I also had a problem with the balance of words, at first my PESTEL analysis had to be 800 (too long) words and 300 in my strategic recommendations. I was forced to make immense cuts. I also discovered that there were certain 2020 citation that were slightly old fashioned considering that the company had a new CEO in 2024. As well, I did not remember the removal of personal pronouns in the first Section and had to re-write quite a lot to be objective as an academic paper.
[bookmark: _Toc226411589]Analysis
The experience has made me understand that strategic management cannot and is not a linear implementation of models, but a haphazard, iterative sense-making decision. E.g., when I was using PESTEL to LS&Co., I could see that the issues related to environment are intertwined with the social and legal issues (e.g., climate regulations lead to consumer expectations). I also came to know that the VRIO framework can only be as good as the data - I first thought that LS&Co. brand was something rare, but I just realised that Nike and Adidas have centuries-old brands as well so it is relative.
The lesson of the greatest magnitude was the conflict between CSR and profitability. The Buy Better Wear Longer campaign of LS&Co. is a noble initiative that is however risky in its strategies. I have realised that my suggestion to use subscription model (circular economy) is trying to solve this tension. Theoretically, now that I know that generic strategies of Porter (cost leadership vs differentiation) cannot coexist in the age of digital equipment they can be used interchangeably by LS&Co. in the context of AI-assisted mass-customisation of jeans which have the potential to achieve both cost leadership and differentiation.
My personal biases were also something I considered. I went into the task because I thought that heritage brands are always good. Nevertheless, my competitor analysis of fast-fashion competitors (Shein) demonstrated that speed may even replace heritage. This was an unwelcome but a sound lesson.
[bookmark: _Toc226411590]Conclusion
Thanks to this experience, I come to the conclusion that:
Strategic plans are diagnostic rather than prescriptive and it is not possible to put LS&Co. into a SWOT and hit the button with a response.
The strategic analysis should be based on fresh and quality data. The arguments that I present were credible as I relied on 2024 sustainability reports.
Contemplative writing (Section 2) is not simpler than critical writing, instead it involves an alternate ability of self-criticism, which I found challenging at first, but proved to be rewarding in the end.
I would have done otherwise: would I begin the reference list in the first day (I left it to last that’s the reason I panicked), I would use a spreadsheet to keep a track of my citations, and would I consult my peers about my strategic suggestions before making the final.
[bookmark: _Toc226411591]Action Plan
In case I needed to do a similar assignment again (e.g., with Nike or Tesla), I would:
Action 1: Develop a grid of frameworks that puts each model into particular data points that are needed (e.g. PESTEL needs 6 different sources).
Action 2: Start using the reference management software (Zotero) and automatically create Harvard references.
Action 3: Timing per section: Timing the per-section word limits (e.g. 400 word-45 mins).
Action 4: Before I start analysing (e.g. by asking customers), explicitly identify my own assumptions (i.e. I assume the importance of sustainability among customers) and then apply them to evidence.
In practice, this learning will be applied in my professional life whenever making any strategic pivot since I will always start a PESTEL analysis and through the Balanced Scorecard where I will make sure my team members measure non-financial aspects of performance (e.g., employee learning) as strictly as they do financial ones.



[bookmark: _Toc226411592]Conclusion
Within all of the implemented frameworks there is a mirror image: LS&Co. is doing well at sticking to the traditional strategic positioning (heritage, patents, CSR credentials) but is lacking at dynamic capabilities - the capacity to promptly organize an array of resources to respond to market changes. Teece (2020) would suggest that sensing (discovering the threat of fast-fashion), seizing (reacting with agility), and transforming (reconfiguring the supply chain) are the areas where LS&Co. is falling behind. The ideas offered (near-shoring, circular subscription, India-expansion) fill directly the mentioned dynamic gap of capability, shifting LS&Co into an action of a strategy defined by capabilities rather than positions. The internal VRIO analysis shows that even though the brand and patents are a short-term source of advantage, the speed of supply chain is an essential area of weakness. The Balanced Scorecard emphasizes the necessity to rebalance the learning and growth measures with the purpose of promoting innovation. Thus, in this report, a solution has been suggested of agile near-shoring, a circular subscriptions model, India market development, and Dockers divestiture. The failure to make these changes will put LS&Co. at risk of becoming irrelevant to its more agile competitors. The reflective process highlights the point that strategic management is a self-critical and iterative process, not one of implementation of textbook models.
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