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[bookmark: _Toc237034009]1. Organisational Context and UK Market Position
[bookmark: _Toc237034010]1.1 Organisational Overview
H&M Group is a Swedish fashion retailer company that was founded in 1947 by Erling Persson and is currently one of the largest fashion retailers in the world. It has been expanding since then and has presence in over 70 markets across the globe. It also possesses a number of fashion brands, but H&M is its flagship brand. The main aim of the company is to offer fashion and quality at best price in a sustainable manner, and its long-term vision is to become the driver for change in the fashion industry (H&M Group, 2025a).
The vision is achieved through continuous investments in responsible sourcing, innovation and circular business. The company's business model revolves around provision of fashionable products, procurement of these products from all over the world at competitive prices and transporting their products using an integrated system of brick-and-mortar stores and e-commerce. H&M’s ability to source for fashionable products in an efficient manner from all over the world, efficiently managing their inventory and using omnichannel retailing to deliver their products in time to their customers makes sure that H&M provides fashion and affordable products which satisfy the needs of customers owing to their changing tastes. (H&M Group, 2026a).
[bookmark: _Toc237034011]1.2 UK Fashion Retail Industry and Market Position
H&M is a player within an intensely competitive fashion retail industry within the United Kingdom where short product cycles, technological advancements leading to digitalization, shifting consumer preferences, and strong price competition prevail. Economic factors, promotional activities, and seasonal trends will have a considerable effect on consumers' demands and operational responsiveness will be an important success factor (Office for National Statistics, 2025). Within this environment, H&M is positioned well within the value fashion category, meaning that it offers both low prices and contemporary designs, and sustainable values. The competitors include Zara for its quick innovativeness and responsiveness to changing trends and Shein for offering super-low prices and super-fast product cycles (Reuters, 2025a).
There are other value shoppers who get served by other players such as Primark and Next, who also heighten the level of competition. However, H&M is not a company that competes through prices alone. With a widely known global brand and omnichannel operations, H&M is able to compete sustainably. By digital retailing, H&M is able to secure its competitive advantage through more transparency in the supply chain and relevance in product offerings (Massi et al., 2023).
[bookmark: _Toc237034012]2. External and Internal Analysis
[bookmark: _Toc237034013]2.1 External Environment Analysis – PESTEL
It is important to have an understanding of the external environment because not only the capabilities of an organisation are important to strategic performance, but the political, economic, social, technological, environmental and legal factors outside the organisation are equally vital. PESTEL is a structured approach to identifying opportunities and threats from the external environment that can impact strategic decision making. H&M UK's external environment is defined by fast technological developments, growing sustainability demands, rising inflation and growing regulatory pressures. These factors all play a key role in the company being able to sustain it competitiveness in the UK fashion retail market, which is dynamic.
Political Factors
International trade policy and import policy and supply-chain governance are the main aspects of political conditions that impact H&M. H&M is a global retailer that has to purchase products from a myriad of countries, and therefore is sensitive to international politics, tariff adjustments, and international logistics disturbances. The growing focus of governments on ethical sourcing and labour practices has also led to expectations about transparency throughout global supply chains. 
These demands are not only more expensive to operate but also have a positive effect on supplier governance and lower the risk of damage to the reputation of the company. In response, H&M has stepped up its efforts to monitor suppliers and increased sustainability reporting, which suggests that political compliance can be a driver of strategic legitimacy, not just regulatory compliance (H&M Group, 2025b). Compliance is more likely to strengthen the trust of stakeholders than be seen as a business cost, especially from a strategic standpoint (Oyasor and Gbadebo, 2024).
Economic Factors
One of the biggest risks to H&M's UK business is, at present, the economy. The overall fashion retail industry is becoming more price sensitive due to persistent inflation, rising cost of living and consumers being more cautious about their spending. Consumers are becoming pickier +-and often research various stores to make a purchase. This means that H&M is always under pressure with their pricing, stock control and profit margins. Meanwhile, competitors like Shein are aggressively discounting products, further increasing competition in the market and lowering switching costs for customers, creating an even greater challenge in retaining them (Reuters, 2025a).
Economic uncertainty restricts revenue growth, but it also presents opportunities for retailers who can find ways to satisfy consumers that both they are getting a good deal and that the product they are purchasing is a high-quality one. H&M will thus need to focus on increasing the value of their demand forecasting, minimizing the need for markdowns and improving operational efficiency, not just on their promotional pricing strategies, in order to be successful in their strategy (Reuters, 2025b).
Social Factors
The consumer attitudes to fashion in the UK are changing, and sustainability, ethics, and digital convenience have become the main elements in purchasing decisions. Contemporary consumers are interested not only in fashionable clothes but also in the ability of the brand to teach them how they can be environmentally and socially responsible. That the consumers have become aware of the circular economy of fashion, of recycling, and of the ethical labour conditions means that the competitive advantage no longer relies on the price competition. H&M has invested much into sustainability credentials through the use of recycled materials, garments collection programs and responsible sourcing. 
All those initiatives enhance the company's legitimacy and help to meet consumer expectations from the brand (H&M Group, 2025a). There is a possibility to create the competitive value through the sustainability which transcends the short-term period because the commitment to environmental responsibility does not only belong to marketing but to the whole customer journey (Gomes et al., 2024). Thus, it is the responsibility of H&M to turn sustainability into competitive value for its customers.
Technological Factors
The technology is considered one of the most promising sources of strategic differentiation for H&M. With the rise of omnichannel retailing, there is a requirement to make an integration of physical stores, mobile application, and ecommerce into one platform. Nowadays' consumers expect having real-time information on inventory, recommendation and fast delivery regardless of purchasing channel used by the buyer. In order to meet the needs of current customers, the retailer should apply AI and predictive analytics and use digital inventory management to predict and prevent from stockouts. 
The implementation of AI-based inventory management and omnichannel fulfilment has increased the responsiveness of H&M Group operations in the UK market (H&M Group, 2026b). However, technology initiatives are valuable only when implemented in combination with other processes of the organization and not through stand-alone technology projects. Nevertheless, it is crucial to integrate three functions: merchandising, logistics, and customer relationship management in order to build sustainable competitive advantage based on the technology (Yamamoto, 2020).
Environmental and Legal Factors
The interdependence between the fashion and sustainability sector is today more pronounced than ever before and this is the way things ought to be. The fashion and sustainability sectors are increasingly interrelated, and this is how things ought to be. There are increasing expectations of retailers to reduce carbon footprint, improve carbon tracing of materials and ensure ethical production in their supply chain from the perspective of governments, investors and consumers. 
In addition, increased obligations regarding ESG reporting and supply chain due diligence law reinforce the organisational accountability on environmental and labour issues.Additionally, increased obligations regarding ESG reporting and supply chain due diligence law reinforce organisational accountability on environmental and labour issues. The above-mentioned trends are both opportunities and threats to H&M.
There is much investment required in terms of monitoring, traceability mechanisms, and sustainable materials; however, compliance provides an additional positive effect on corporate reputation and builds stakeholder trust. The adoption of such an approach by H&M proves that not only environmental practices but also regulatory compliance and competitive advantage can be attained with the help of environmental initiatives (Reuters, 2024). Moreover, studies show that transparency in the supply chain, along with participation of various stakeholders in the cooperation process, helps to increase the company’s resilience (Garcia-Torres et al., 2024).
The PESTEL analysis shows that H&M is facing a growing complex external environment, with the economic pressures and the high level of competition being the most important risks, while technological innovations and sustainability are the most important opportunities. To be competitive in the UK market, the organisation will need to continue to focus on digital integration, supply-chain resilience and sustainability in its business model and not as stand-alone strategic objectives.
[bookmark: _Toc237034014]2.2 Internal Environment Analysis – VRIO 
The Resource Based View (RBV) states that the key to developing sustainable competitive advantage is for an organisation to have resources and capabilities that are valuable, rare, hard to imitate and organised properly. The VRIO framework is thus a suitable tool to assess if H&M's internal resources can create a sustainable competitive advantage in the very competitive fashion retail market in the UK. The VRIO model is not just about physical assets; it's about how the organisation's capabilities add to their overall strategic performance over the long term.
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Global H&M Brand
	✓
	✓
	Moderate
	✓
	Temporary advantage

	UK Store Network
	✓
	No
	No
	✓
	Competitive parity

	Global Supply Chain
	✓
	Moderate
	Moderate
	✓
	Temporary advantage

	Sustainability Capability
	✓
	Moderate
	Difficult
	✓
	Emerging competitive advantage

	Digital & Omnichannel Capability
	✓
	Moderate
	Moderate
	✓
	Temporary advantage


The most valuable asset of H&M is its world-renowned brand name that has been developed through decades of growth in the global market space, being positioned on the issue of affordability and sustainability of fashion products. The importance of brand loyalty and recognition is vital for the company and therefore serves as one of its valuable strategic assets. Nevertheless, in the case of the fashion industry in the UK, brand recognition alone is insufficient to ensure sustainable competitive advantage for the firm as other companies such as Zara and Uniqlo have their own brand image. 
The fact is that fashion trends can be easily reproduced and therefore it is much more common to see the brand differentiation. This means that brand competitive advantage is temporary and must be maintained through innovation and customer interaction (H&M Group, 2026a). Furthermore, according to the Resource Based View, valuable resources will result in superior performance only if continuously improved and synchronized among all business functions (Tiwari et al., 2024).
Another strength that makes H&M stand out is that of having a well-developed global supply chain together with strong multi-channel retailing capabilities. The model of H&M integrates physical world and digital fulfilment together with digital world into a seamless customer experience. With the help of the aforementioned feature, the company is able to replenish its stock more quickly, have improved availability of goods and greater flexibility when reacting to the consumer demand. 
Furthermore, greater integration of the supply chain leads to better visibility of inventory and operational efficiency, which reduces forecasting errors and facilitates merchandising decision-making process. Nevertheless, it should be noted that such functions are far from being unobtainable by competitors, since there is massive investment in development of digital tools and multi-channel strategy on the part of major fashion brands. Technology alone is not very important; what matters is how it is implemented within decision making process.
Sustainability capability is a highly promising long-term strategic resource for H&M. The company's commitment to responsible sourcing, recycled materials, transparency in its supply chain and circular business strategies builds capabilities that are much harder to quickly replicate by other companies. Sustainable supplier relationships, traceability systems and organisational sustainability culture are more complex and take time to invest and build with the suppliers in the supply chain. They enhance the trust of stakeholders and also aid to satisfy authorities standards and customer demands for responsible fashion. 
With sustainability becoming a more integral part of the competitive strategy, H&M's environmental competence can become a sustainable competitive advantage, and even a source of differentiation (Garcia-Torres et al., 2024).
While the strengths mentioned above are significant, H&M has several internal weaknesses worth considering. First, the inability to correctly forecast inventory, along with having to use markdowns to sell the inventory and the complexity of managing a global sourcing network negatively impact profitability and operational agility. While continuously engaging in promotional activity, the company's potential for resource utilization is limited due to margins' erosion. These weaknesses, as it follows from the discussion above, show the importance of having valuable capabilities that cannot be effective without effective organizational coordination and execution. 
Overall, based on the analysis above, H&M already possesses many strategic resources, but to stay competitive in the UK market, the company should focus more on increasing its supply chain agility and integrating digitalization and sustainability into the decision-making process, rather than using the power of its brand.
[bookmark: _Toc237034015]2.3 SWOT Analysis
The SWOT framework combines the results of the PESTEL and VRIO analysis to provide a strategic set of priorities that will impact the long-term competitiveness of H&M in the UK fashion retail market. SWOT is not a checklist of what the organisation is like but is a synthesis of the organisation's strengths and weaknesses with the opportunities and threats in the market; it identifies areas of the market where the organisation's management attention should be directed.
	Strengths
	Weaknesses

	Globally recognised brand
	Heavy discounting pressure

	Strong UK retail presence
	Mid-market positioning

	Integrated omnichannel capability
	Inventory forecasting challenges

	Sustainability and circular fashion initiatives
	Margin pressure



	Opportunities
	Threats

	Growing demand for circular fashion
	Intense competition from Zara and Shein

	Artificial intelligence and digital retail
	Inflation and rising operating costs

	Increasing ESG-conscious consumers
	Low customer switching costs

	Supply-chain innovation and traceability
	Expanding regulatory requirements


From the SWOT analysis, we can see that there are quite a few key competitive advantages that H&M possesses. These include its global brand identity, omni-channel platform as well as growing emphasis on sustainability. All these sources are good for differentiation in the fashion industry of the United Kingdom. But at the same time, the SWOT analysis indicates that these advantages are constrained by certain weaknesses in terms of operational performance, including the fact that they rely on discounts, poor inventory forecasting and margins. As long as they are present, they will continue limiting H&M's ability to benefit from its strategic assets during its transition to digitalization and sustainability (Reuters, 2025a).
There are also many opportunities and threats in the external environment. Nonetheless, given the increasing demand for ethical clothing as well as technological developments such as AI, H&M has the opportunity to create customer loyalty and efficiency in operations. In contrast, Zara and Shein are aggressive, inflation is a threat, there are lower switching costs and there are stricter regulations, thus profitability and market share pose great threats (Gomes et al., 2024). From the strategic perspective, H&M needs to invest in sustainable and digital as well as agile supply-chain integration under one operating model. Such actions will allow the company to capitalize on its strengths and create sustainable competitive advantages in light of the threats identified through PESTLE and VRIO analysis (Quezada et al., 2020).
[bookmark: _Toc237034016]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc237034017]3.1 Corporate Social Responsibility (CSR) Strategy 
CSR is not just an initiative of the company but part of H&M's competitive strategy. Responsible sourcing, circular business models, recycled materials and increased transparency in the supply chain are part of the company's mission to offer fashion and quality at the best price in a sustainable way (H&M Group, 2025a). The initiatives show that sustainability is part of H&M's business model and fulfils the organisation's goal of keeping customers happy and meeting growing stakeholder demands.
In the UK fashion industry, CSR has evolved from being primarily a reputational consideration to becoming a strategic requirement. Retailers are increasingly expected to produce tangible environmental and social results across their value chains by consumers, investors and regulators. Environmental responsibility is now being integrated into the everyday decision-making process, not just a marketing campaign, as seen in H&M's efforts to phase out virgin down usage and boost the amount of recycled content in their products, and increase supplier traceability (Reuters, 2024). These measures help to reinforce corporate legitimacy and build customer loyalty and regulatory compliance.
These strengths may be accompanied by some difficulties for H&M in implementing its CSR policy. Firstly, using sustainable materials is more expensive and complex. Secondly, ethical sourcing and enhanced monitoring of the suppliers increase complexity. Even though it may affect short-term profits, it will improve competitiveness and reduce risks associated with environment and reputation (Garcia-Torres et al., 2024). Thus, CSR must be viewed as an investment in achieving business objectives rather than a mere obligation. That is why for creating sustainable competitive advantage (Barletta et al., 2024), H&M needs to incorporate sustainability into their operations and make it efficient and cost-effective. Therefore, the success of the sustainability strategy of H&M will depend on the ability to combine sustainability and efficiency along with digital innovation and value creation for their customers.
[bookmark: _Toc237034018]3.2 Balanced Scorecard Analysis 
The Balanced Score Card (BSC) is a strategic performance management framework which was developed by Kaplan and Norton (1992) that translates the organisational strategy into measurable goals on both financial and non-financial perspectives. The BSC measures customer outcomes, internal business processes, and organisational learning, rather than traditional financial metrics, that will help achieve long-term strategic goals. The framework is of particular interest to H&M UK as the company's strategy is built on the pillars of profitability, sustainability, digital transformation and customer satisfaction. H&M can track if its actions are creating long-term value, or short-term profits, and see if its mission of providing fashion and quality sustainably at the best price is being achieved (Kober and Northcott, 2021).
Balanced Scorecard for H&M UK
	Perspective
	Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Initiative

	Financial
	Improve profitability and operational efficiency
	Gross margin, inventory turnover, markdown rate
	Increase gross margin by 5%; reduce markdown rate by 10% within 12 months
	Improve demand forecasting and optimise inventory planning

	Customer
	Strengthen customer satisfaction and loyalty
	Customer satisfaction score, repeat purchase rate, app engagement
	Increase repeat purchases by 8% and customer satisfaction by 10%
	Enhance omnichannel experience and personalised digital marketing

	Internal Business Processes
	Improve supply-chain efficiency and sustainability
	Forecast accuracy, supplier traceability, order fulfilment time
	Achieve 95% supplier traceability and reduce lead times by 15%
	Strengthen digital supply-chain integration and sustainability governance

	Learning and Growth
	Develop employee capability and innovation
	Employee training completion, digital capability, sustainability literacy
	Achieve 100% completion of sustainability and digital training programmes
	Invest in workforce development, digital skills and innovation culture


Financial Perspective
The financial perspective is about how much more profitable the company can be, while keeping its market position as a value provider. The organisation should work to increase the gross margins, rather than depending on promotional pricing, by managing the inventory, increasing stock turnover and decreasing the reliance on markdowns. This performance indicators help management assess whether decisions on merchandising, pricing policies and demand forecasting are positively affecting financial performance and helping to achieve long term competitiveness (Kumar C V and Agrawal, 2024). Leveraging these financial outcomes to the rest of the Balanced Scorecard means that profitability is driven by operational improvements, not short-term cost cutting. (Kober and Northcott, 2021)


Customer Perspective
Customer performance should be gauged by metrics that demonstrate loyalty, satisfaction and engagement at both online and offline points of sale. Repeat purchase rates, customer satisfaction scores and mobile application engagement are valuable examples of customer experience and brand loyalty. Affordable fashion and sustainability are part of the strategy H&M has. The need for consistent customer experiences is paramount for H&M's strategy, which is to combine affordable fashion with sustainability across all channels. Personal marketing, digital convenience, and omnichannel experiences enhance customer connections and promote long-term loyalty (Liu and Song, 2024). Other studies also suggest that the digital experiences that are integrated into the process boost customer trust and competitive positioning within highly competitive retail markets (Chen and Prentice, 2024).
Internal Business Process Perspective
The internal processes must focus on enhancing the efficiency of the operational processes and managing the sustainability of the supply chain. The most important advantage of accurate forecasting is that it allows H&M to ignore the consumer demands and act fast without any waste or loss of inventory along with enhanced supplier visibility. Efficient merchandising, logistics, and digital operations must be coordinated to deliver efficient omnichannel services and achieve sustainability targets. Hence, process enhancements can help achieve operational excellence and sustainability in accordance with the strategic targets of H&M for the future (Garcia-Torres et al., 2024). Such flexible and well-coordinated supply chains can help build resilience within the ever-changing fashion retail industry (Tiwari et al., 2024).
Learning and Growth Perspective
The learning and growth orientation is aimed at developing employee competencies, organisational competence and innovation, which are essential for sustainable competitive advantage. Continuous training in digital retailing, analytics, and sustainability enables employees to cope with evolving customer requirements and advances in technology. Organisational competence is measured using performance metrics, such as completion of training programs, employee digital skills and sustainability awareness to assess whether organisational competence is being developed over time. Workforce development helps innovate, improve service quality and ensure organisational improvement. The strategic goals of the organisation are successfully achieved and become more competitive in the UK fashion retail market by creating capable employees who will assist in the implementation of the H&M sustainability and digital strategy (Mello, 2021).
In sum, the Balanced Scorecard offers H&M a comprehensive performance management tool that connects financial performance, serving customers, operating well and learning and growing with the long-term strategic goals, without sustainability and profitability being mutually exclusive.
[bookmark: _Toc237034019]4. Strategic Choices and Implementation
[bookmark: _Toc237034020]4.1 Strategic Choices at the Business Level
At the business level, H&M has three key business-level strategies: cost leadership, differentiation, and value differentiation. Continuous price cuts would be needed to be competitive with Shein and Primark with a pure cost leadership strategy. This would make it even harder to maintain a competitive advantage in the UK market in the long term, though, as it would further squeeze margins and rely on promotional pricing (Reuters, 2025a). On the other hand, the exclusive one has its drawbacks as well, as H&M is not in the luxury market, but the mass fashion market.
Value differentiation, such as low prices, fashionable clothes, sustainability, and seamless customer experience across all channels, is the optimal strategy for making decisions. This is the right strategy because it is in line with H&M's vision of delivering fashion and quality at the best price sustainably. H&M is a company that differentiates itself not just on the basis of low prices, but also on the grounds of responsible sourcing, technological innovation, and customer convenience. Strategic positioning plays an important role in increasing customer satisfaction and ensuring efficiency of the business, which is crucial in the highly competitive retail industry.
[bookmark: _Toc237034021]4.2 Evaluation of the Recommended Strategy (SAFe Framework)
The SAFe framework can be used to evaluate the proposed value differentiation strategy, to measure strategic appropriateness, acceptability and feasibility.
	SAFe Criteria
	Evaluation

	Suitability
	Responds to increasing competition through sustainable products, digital innovation and enhanced customer experience.

	Acceptability
	Supports customer loyalty, stakeholder expectations and long-term profitability while reinforcing H&M's sustainability commitments.

	Feasibility
	Builds upon H&M's established brand, global supply chain, omnichannel capabilities and sustainability investments.


The strategy is appropriate as it directly tackles the key issues which have been identified in the PESTEL and SWOT analyses such as competition and the consumer preference changes and the rising expectations of the consumers regarding sustainability. It is okay because it is adding value to customers, shareholders and other stakeholders by integrating commercial performance with responsible business practices. The strategy is also viable as H&M already has the organizational resources, digital infrastructure and global supplier network to successfully execute the strategy (Kumar C V and Agrawal, 2024). In addition, boosting the integration of omnichannel and coordination of the supply chain can help the organisation deliver superior customer experience and enhance the operational performance, which can facilitate sustainable competitive advantage (Liu and Song, 2024).
[bookmark: _Toc237034022]4.3 Strategy Implementation
The implementation process requires certain structure and stages to be successful. To start with, H&M should improve forecasting and planning of merchandise locally to reduce dependence on mark-downs and inventory surpluses at the stores in UK. Second, investments should be increased into the sphere of supply chain visibility and supplier traceability to build upon the company’s commitment to sustainability and increase stakeholders’ trust (Garcia-Torres et al., 2024). Third, it is important to track the organizational performance by means of Balanced Scorecard with measures from the financial, customer, operational and learning perspectives. Performance measures related to merchandising, digital business and supply chain management will promote organizational coordination and support strategic goals (Yamamoto, 2020).
[bookmark: _Toc237034023]4.4 Implementation Challenges and Risk Mitigation
	Challenge
	Potential Impact
	Mitigation Strategy

	Cross-functional coordination
	Inconsistent execution
	Introduce shared KPIs and integrated governance

	Supply-chain disruption
	Inventory shortages and delays
	Diversify suppliers and strengthen risk monitoring

	Employee resistance
	Slow adoption of new processes
	Provide training and structured change management

	Technology integration
	Higher implementation costs
	Adopt phased implementation with continuous evaluation


The key implementation hurdle is to coordinate well between merchandising, digital operation, sustainability and supply-chain operations. In the absence of integrated governance, strategic initiatives can get lost in the details and not achieve desired business results. With the Balanced Scorecard and frequent management reviews, H&M will be able to detect implementation problems early on and ensure that the strategic direction is aligned with operations (Kober and Northcott, 2021).
[bookmark: _Toc237034024]5. Reflective Account
[bookmark: _Toc237034025]5.1 Description
This report's research involved researching the strategic position of H&M in the UK fashion retail market. The analysis of the process was done by reviewing reports from the company, official statistics, articles published in Reuters as well as recent academic literature, where the external environment, internal capabilities and capabilities, strategy for CSR, Balanced Scorecard and strategic options of H&M were evaluated.
[bookmark: _Toc237034026]5.2 Feelings
Initially there was a great deal of information to be found and it was difficult to distinguish between operational or strategic issues. One challenge I had was to be able to share the company information along with independent, academic information and maintain an objective perspective.
[bookmark: _Toc237034027]5.3 Evaluation
The process of research was protracted, and the Gibbs' reflective cycle was used to achieve this and it was determined that not all the sources that were relevant were strategically useful. Company reports, official statistics, Reuters articles, and peer-reviewed academic literature were the most valuable sources of evidence as these sources helped to give complementary strategic perspectives. The report was focused to the H&M's operations in the United Kingdom to make it more relevant and focused.
[bookmark: _Toc237034028]5.4 Analysis
During the analysis stage it was revealed that low sales levels were symptoms and not strategic issues. The margin pressures, integration of the channels, stock control and growing competition were the more important problems. In this stage I gained more insight into the connection between evidence in business and strategic management concepts.
[bookmark: _Toc237034029]5.5 Conclusion
The exercise enabled me to acquire a critical strategic information analysis skill, rather than describe business events. I also found that it was important to find appropriate strategic frameworks and to present convincing evidence in support of recommendations.
[bookmark: _Toc237034030]5.6 Action Plan
In the analysis process, for the future, I will first make an assessment of the requirement according to a relevant strategic framework and then carry out my research in detail. Additionally, I will give more time for assessing other strategic options and benchmarking against the industry.
Looking back at the research process, the primary learning was that combining company reporting, current industry evidence and academic theory together is the best approach for strategic analysis, rather than considering them as three separate streams. If Gibbs or Kolb is used, the process is more disciplined as it will push the researcher to go from description to interpretation to action. The most helpful action in this report was to relate strategic statements to operational evidence, as this revealed where the true issues lay Stock control, Margin pressure and Market fit. This has been backed up by reflective learning literature which demonstrates that structured review and feedback have the potential to enhance quality of judgement particularly when the evidence base is complex and time sensitive (Mello, 2021). A more detailed research log would be beneficial to future work as it would be easier to justify the source screening, the framework used, and the recommendations made (Prilla et al., 2020).
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