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[bookmark: _Toc225362173]Section 1
[bookmark: _Toc225362174]1.0 Organisational Context and Overview
[bookmark: _Toc225362175]1.1 Overview of the organisation
Amazon was started by Jeff Bezos in 1994. At first, it operated as an online bookstore, but over time, it transformed into a multi-industry technology conglomerate. Reflecting the strategic choice to change from one product to a diversified platform ecosystem, major milestones include the launch of Amazon Prime in 2005, which added a subscription-based loyalty model, and the launch of Amazon Web Services in 2006 (ICLBT, 2024). This repositioned Amazon within the high-margin cloud computing industry. By 2025, Amazon's net sales exceeded $716 billion (About Amazon, 2026); the revenue from AWS is a small percentage of total revenue, while the amount of operating income generated from AWS is a disproportionately large percentage (Bishop, 2025).
[bookmark: _Toc225362176]1.2 Business model value proposition
Using a platform-based business model, Amazon operates several revenue streams, including but not limited to: e-commerce; cloud computing from AWS, digital advertising and subscription services like Prime (Zhong, 2025). A key aspect of Amazon's business model is its focus on being customer-obsessed, meaning that Amazon provides customers with a wide selection of low-priced products delivered quickly (Amazon, 2026).
The way in which Amazon operates integrates two-sided market theories via value being created jointly between the two parties (Etro, 2023). AWS plays an integral part in Amazon's overall business model due to the fact that AWS generates operating margins of greater than 25% while the retail side generates relatively low margins when compared to other businesses (Untaylored, 2026).
[bookmark: _Toc225362177]1.3 Industry structure and competitive positioning
Amazon is involved in a variety of industries, such as e-commerce and cloud computing. Within the online retail service industry, Amazon's main competitors are Walmart and Alibaba. In cloud computing, Amazon's biggest competitors are Microsoft Azure and Google Cloud (Simply Wall St, 2026). Even though these companies are competitors of Amazon, Amazon has maintained its position as a leader and controls approximately 20% of the total global market share for cloud computing through Amazon Web Services (Simply Wall St, 2026).
Amazon uses cost leadership and differentiation to achieve their current leadership position by leveraging scale with low-cost but high-quality services, such as Prime Membership, and also creating brand loyalty from these customers (Farida and Setiawan, 2022). However, Amazon's continued dominance in the online retail and cloud services marketplace has increased competitive rivalry among all of its competitors, and it has also generated significant regulatory scrutiny of Amazon, both of which could challenge its ability to remain in its current market leadership position for an extended period of time.
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Figure 1: Amazon Prime membership globally
(Source: Capital One Shopping, 2026)
[bookmark: _Toc225362178]2.0 External and Internal Environment Analysis
[bookmark: _Toc225362179]2.1 PESTEL Analysis
Political Factor
Amazon is subject to many different laws in the US and EU relating to its business practices. Many of these apply specifically to the selling of products on its marketplace. An example would be ongoing investigations into whether or not Amazon is engaging in anti-competitive behaviour through the preferential treatment of its own products compared to other sellers on the site (Farronato et al., 2024). The imposition of digital taxes in many European countries is also placing an extra burden on transnational technology companies like Amazon.
Economic Factor
The global economy has been a driving force behind the performance of Amazon, especially within its e-commerce segment. With inflation rising and consumer buying power fluctuating; there has been a noticeable change in consumer spending behaviours: The consumer has been placing a greater priority on necessities rather than on discretionary purchases. For instance, the global inflation trends between 2023 and 2025 will continue to place significant pressure on logistics and operational costs such as fuel and labour (Alicke and Foster, 2025).
Social Factor
Transformation within consumer behaviour has substantially increased Amazon's success based on the shift towards consumption due to the need for greater convenience when making purchases. Due to a greater reliance on purchasing products usually over the internet during the COVID-19 pandemic and the demand nationwide for expedited shipping and an easy-to-use digital experience (200 million Amazon Prime members globally), Amazon has organically created long-term demand trends within the scope of convenience-driven purchasing (Capital One Shopping, 2026). 
As such, this trend towards convenience may be examined theoretically through the lens of Consumer Behaviour Theory, where perceived convenience and perceived value drive consumers to make purchases (Wang et al., 2023). Increasingly, there are societal issues related to Amazon regarding the treatment of employees in both fulfilment centres and throughout the delivery network, which is creating reputational damage for Amazon. The tension between operational efficiency and social responsibility presents a risk to Amazon's brand unless addressed appropriately.
Technological Factor
The Amazon Web Services, which controls approximately 30% of the worldwide cloud marketplace, plays a critical role in establishing Amazon as a technological leader as well as providing the firm with the ability to generate high levels of profitability (Marketresearchfuture.com, 2024). The company's use of robotics within fulfilment centres and its AI-based recommendation systems further extend the firm's ability to differentiate it from competitors.
This illustrates a major concept of dynamic capabilities, whereby continuously integrating and reconfiguring technological resources helps firms sustain a competitive advantage (Navarro-García et al., 2024). However, advances within the technological area are moving at a rapid pace, and therefore, the competitive landscape is being intensified with Amazon facing competition from Microsoft and Google regarding their respective cloud offerings (Miller, 2025). Consequently, Amazon needs to maintain a high level of investment to retain its technology advantage, which results in a high level of capital expenditures and risk associated with becoming the technological leader of the marketplace.
Environmental Factor
Amazon has seen mounting pressure from consumers and environmentalists alike over the environmental impacts of its vast logistics network and carbon emissions associated with delivering goods. To help mitigate its carbon footprint, Amazon has committed to achieving net-zero carbon emissions by the year 2040, through The Climate Pledge, as well as investing in many different forms of renewable energy (About Amazon, 2025).
Although Amazon’s sustainability effort shows that they are making a strategic commitment to the environment, there are still many critics who argue that due to the size of Amazon's operations, they have a disproportionately large contribution to environmental degradation, such as 165 billion packages shipped annually in the US alone (Green, 2023). This presents a conflict of interest for Amazon, as there is a paradox between Amazon's continued growth and expansion of its logistics networks and the environmental objectives they have set forth. As a result, Amazon must balance the need for operational efficiency with the need for environmental stewardship to continue to build and maintain stakeholder trust.
Legal Factor
Policies and guidelines like the General Data Protection Regulation (GDPR) impose many restrictions on how businesses handle and use the data of consumers. Therefore, the cost of compliance continues to rise (Farhad, 2024). From a strategic view, these legal constraints create a need for ongoing adjustments in Amazon's operational policies and governance structures. Even though complying with laws and regulations may increase costs for Amazon, complying with them reduces the risk of being penalised legally and having damage to its reputation.
[bookmark: _Toc225362180]2.2 Critical Success Factors and Strategic Challenges
Amazon's critical success factors include the company's logistics and fulfilment efficiency, which allows it to offer rapid delivery services like same-day and next-day shipping. It has hundreds of fulfilment centres around the world, which are equipped with the latest technology in the form of robots and AI. This factor can be explained using Porter's value chain model, where logistics and supply chain management play a significant role in achieving cost advantage and customer satisfaction (Thestrategyinstitute.org, 2025).
The other critical success factor for the company is its ability to offer data-driven personalisation, which allows it to offer a better customer experience. It uses big data analytics to offer a better customer experience, which leads to increased conversions and customer retention. This factor aligns well with the company's customer-centric strategy (Brewis et al., 2023). Moreover, the company's AWS segment also plays an important role as a critical success factor. It provides a significant amount of operating profits, with operating margins at 35.9%. AWS not only provides the company with the much-needed stability but also allows it to invest in other areas of the business (Zacks Equity Research, 2026).
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Figure 2: AWS Cloud performance
(Source: Zacks Equity Research, 2026)
One of the major challenges facing the company is the increase in regulatory challenges, which might impact the company's business. It might face challenges in the form of antitrust laws and the dominance of the company in the online marketplace. The government in the US and the European Union has already started assessing the company's business, which might not allow it to focus on its own products (Stambor, 2026). 
[bookmark: _Toc225362181]2.3 Internal Resources and Capabilities
Tangible Resources
Amazon has a wide and well-developed infrastructure in the global market, with over 350 fulfilment centres and a rapidly expanding last-mile delivery network (Max Dispatch Service, 2025). These tangible assets have been further enhanced by the company's adoption and utilisation of advanced robotics and automation technology, which has helped in the efficient operation and quick delivery of services to customers.
Intangible Resources
Amazon’s most important and valuable resource is the company’s brand equity, customer database, and algorithms. Amazon’s brand is synonymous with reliability, convenience, and competitive pricing, which has helped in creating a loyal and trusting consumer base. Moreover, the company’s vast database has enabled it to derive insights into consumer behaviour, which has helped in the formulation and implementation of highly personalised and targeted marketing strategies. This has helped the company sustain itself in the competitive market, as these capabilities align with the theoretical concept of the RBV.
Organisational Capabilities
Amazon's workforce and organisational culture have been a vital resource and capability, as the company has created a culture of innovation and has encouraged employees to think creatively. This has been enabled by the company’s leadership principles, such as “customer obsession” and “continuous improvement” (Amazon, 2026). This has helped the company in the creation of dynamic capabilities, as it has enabled the company to adapt and adjust to the rapidly changing market and technology.
Critical Evaluation
Even though the resources and capabilities of Amazon lay a solid foundation for gaining a competitive advantage in the industry, there are challenges that come with the scalability and cost management of the company. This is because the company has invested a lot in its infrastructure and innovation, which could be a barrier in a volatile environment.
Amazon Web Services
AWS is a key competitive capability for Amazon, which is valuable, rare, and inimitable, and thus provides a sustained competitive advantage to the company. The business has high profit margins, and only limited competitors like Microsoft or Google. As the company is well-organised to exploit this capability, a sustained competitive advantage is achieved, and this is the key reason for the profitability of the company.
Logistics and Fulfilment Network
The logistics network is valuable for the company as it allows for rapid delivery, thus supporting the cost leadership strategy of the company. It is relatively rare as no other company has a similar scale and has integrated automation technology. However, it is moderately inimitable as other players, including Walmart, are also developing similar capabilities. As the company is well-organised to exploit this network, a high competitive advantage is achieved, although this is now under threat.
Brand Equity and Customer Loyalty
Amazon has a valuable brand, which is considered trustworthy and is priced attractively. It is relatively rare as few companies have a similar brand image, but it is less inimitable as other players can build a similar brand image over a period of time. As the company is well-organised to exploit this, a competitive advantage is achieved, although this is a temporary competitive advantage.
Data and Personalisation Capabilities
Amazon's data-driven algorithms are a valuable and scarce resource, allowing for greater customer understanding and personalisation of experience. Although data analytics skills are becoming increasingly common in the industry, Amazon’s scale and breadth of data mean that it is difficult for competitors to replicate these skills. The company is highly organised in its ability to leverage its data.
By leveraging its resources and capabilities, Amazon has created a hybrid competitive strategy, which allows it to leverage cost leadership and differentiation at the same time. This contradicts Porter’s theory, which suggests that a company must be either a cost leader or a differentiator, as Amazon has managed to leverage both in its business model, thanks to its platform integration.
[bookmark: _Toc225362182]3.0 CSR and Sustainability Objectives
Corporate social responsibility (CSR) and sustainability have become increasingly important in the strategic positioning of Amazon, especially in recent times, as a result of stakeholder pressure and increased regulatory demands on the company. Amazon’s CSR has been articulated as its commitment to sustainability, social responsibility, and ethical governance, although its success in this area has come into question. A significant part of Amazon’s sustainability strategy is The Climate Pledge, through which it aims to achieve a target of net-zero carbon emissions by 2040 (Amazon, 2025). Amazon has made significant investments in renewable energy, making it one of the largest corporate consumers of renewable energy globally. It has also launched electric delivery vehicles and sustainable packaging initiatives.
From a strategic perspective, it can be seen that Amazon’s sustainability initiatives are aligned with stakeholder theory, as it is attempting to address various stakeholder concerns while increasing brand value. However, in spite of these commitments, Amazon has come under considerable criticism in terms of its environmental policies. The extent of its logistical activities continues to cause a considerable amount of carbon emissions, thus creating a conflict between its growth strategy and sustainability objectives. Although Amazon is promoting green policies, the extent of its growth in terms of e-commerce logistics is compromising these objectives, thus raising the possibility of "greenwashing" (Maarif et al., 2023).
In terms of its social responsibility, Amazon has implemented a number of measures, such as workforce development programs and a minimum wage policy in different regions. However, issues related to working conditions in its warehouses, employee tracking, and unionisation has created negative publicity. This reflects a conflict between Amazon's internal efficiencies and its social responsibility.
Amazon’s CSR strategy reflects a dual purpose, both in terms of compliance and strategy. Although sustainability objectives improve corporate image, thus providing a layer of protection in terms of legal compliance, they also improve internal efficiencies, particularly in terms of lower energy costs. However, in order to achieve sustainable competitive advantage, Amazon needs to address the conflict between its environmental objectives and its growth strategy.
[bookmark: _Toc225362183]4.0 Comprehensive and holistic organisational view
[bookmark: _Toc225362184]4.1 Financial Perspective
The financial perspective of Amazon focuses on achieving high revenues, expanding the market, and ensuring profitability. The company recorded high revenues, exceeding $500 billion, and Amazon Web Services generated a significant amount of operating income, as it has a high-margin business model with operating margins above 25%. This indicates the company's strategy of cross-subsidising the low-margin retail business with the high-margin AWS business. The KPIs of the company include net sales growth, operating income, and profitability of AWS. The fact that the company continues to invest in infrastructure and technology indicates the company's focus on long-term value creation, not profit maximisation. However, this strategy poses financial risks if the AWS business does not grow and if the operating costs increase in the retail segment.
[bookmark: _Toc225362185]4.2 Customer Perspective
The customer perspective of Amazon focuses on the company’s core value, which is “customer obsession,” and this can be seen from the KPIs the company uses to measure performance in this dimension (Amazon, 2026). The fact that the company has successfully attracted more than 200 million Amazon Prime subscribers globally indicates that the company has developed a strong customer loyalty system. The KPIs the company uses to measure performance in this dimension include delivery speed, customer satisfaction, and the number of subscribers. The initiatives the company undertakes, such as same-day delivery and the provision of a high degree of personalisation, enhance customer value and customer retention. From a theoretical point of view, this can be seen as relationship marketing, where the company focuses on building relationships with customers, not on transactional relationships. However, the initiatives the company undertakes to enhance customer value and retention come at a high cost, which might increase the operating costs of the company.
[bookmark: _Toc225362186]4.3 Internal Business Processes
Amazon’s internal processes have a primary focus on operational efficiency, innovation, and scalability. For instance, the company is using automation, robots, and artificial intelligence in the fulfilment centres to optimise inventory management and minimise delivery time. Some of the KPIs in this area include the speed of fulfilling orders, inventory turnover, and operational cost efficiency. Strategic initiatives such as the expansion of the last-mile delivery network and the integration of AI-based logistics systems have improved the efficiency of internal processes, supporting the company’s cost leadership strategy. This is in line with the concept of operational excellence, where the company is using process efficiency as a competitive advantage. However, the company’s overreliance on technology and infrastructure has increased capital expenditure and reduced flexibility in a dynamic environment.
4.4 Learning and Growth Perspective
The learning and growth dimension relates to Amazon’s ability to innovate and sustain long-run competitiveness. For instance, the company has heavily invested in research and development, especially in the fields of artificial intelligence, cloud computing, and digital services. Some of the KPIs in this area include research and development expenditure, employee productivity, and innovation output. Amazon's organisational culture, which is based on continuous improvement and innovation, is a good foundation for the development of dynamic capabilities. Some of the initiatives in this area include employee up-skilling and leadership development. This is in line with the concept of strategic management theory, where innovation is a primary driver of long-run competitive advantage. However, the company’s problems in satisfying employees and the high turnover rate in the workforce suggest some weaknesses in this area, which is critical in maintaining a motivated workforce to achieve the company's long-term strategic goals
[bookmark: _Toc225362187]5.0 Strategic Choices and Implementation
[bookmark: _Toc225362188]5.1 Business Level Strategy
Amazon's business-level strategy is a hybrid approach that encompasses both cost leadership and differentiation strategies. This contradicts Porter's theory that a company can only implement a single strategy at the business level without risking being ‘stuck in the middle.’ Amazon's cost leadership strategy is achieved through economies of scale. The company offers low costs for all its products. At the same time, Amazon has differentiated itself through its Prime membership program. The Prime program offers premium services to its consumers. In addition, Amazon Web Services is a highly differentiated service compared to its competitors. The hybrid approach by Amazon is successful owing to its ability to leverage its platform strategy. The strategy is successful as long as Amazon can sustain its efficiency and continue innovating. This is because competitors are increasingly adopting similar strategies.
[bookmark: _Toc225362189]5.2 Corporate Level Strategy
Amazon's corporate strategy is an aggressive approach to diversification. The company has diversified into different industries, including cloud computing through Amazon Web Services, digital media, artificial intelligence, and smart home technology. This is in line with Ansoff's matrix theory, which encompasses a number of strategies, including diversification strategies. For instance, Amazon's acquisition of Whole Foods Market gave it a foot in the retail industry (MSU, 2023). The company has also developed a number of strategies in the entertainment industry through its Prime Video service. International expansion is also an integral part of Amazon’s corporate strategy, enabling it to benefit from new markets. All these strategies contribute to revenue diversification for Amazon and reduce reliance on a single business segment. However, with diversification, there is a rise in complexity with regard to management. Moreover, it is also important to note that not all strategies have been successful for Amazon.
[bookmark: _Toc225362190]5.3 Change Management and Implementation
Amazon’s ability to implement strategies is also dependent on its culture. The shift from Jeff Bezos to Andy Jassy is a significant change for Amazon. The shift is important as Jassy previously headed Amazon Web Services. This is an important strategy for Amazon as it aims to improve its most profitable segment. Amazon’s culture of experimenting with new ideas, as indicated by its principles of “fail fast and learn,” is an important aspect of change management (Ates and Suppayah, 2024). This is in line with theories of change management, where organisations need to be flexible to changes in a dynamic environment. However, with constant changes and an increase in size, Amazon is also facing challenges with employee burnout and efficiency.
[bookmark: _Toc225362191]6.0 Strategic Evaluation and Recommendations
[bookmark: _Toc225362192]6.1 Strategic Evaluation
Amazon's Strengths: Amazon's strong brand name, global logistics network, and technological leadership through its cloud computing services are its major strengths. The ability to integrate multiple business units into a cohesive whole is a significant factor for customer loyalty. The data-driven approach also allows for a personalised experience for customers, making it a major factor for its competitive advantage.
Amazon's Weaknesses: Amazon's weaknesses include its reliance on a low-margin retail business and rising operating costs. The increasing costs of logistics and labour are a major concern. The reliance on AWS for a significant portion of its operating income is a strategic weakness for Amazon.
Amazon's Opportunities: The rise of artificial intelligence, cloud computing, and digital services is an opportunity for Amazon. The growing economies in new markets are an opportunity for Amazon. The growing advertising and subscription services are an opportunity for Amazon.
Amazon's Threats: The growing competition from Microsoft Azure and Walmart is a threat. The growing regulatory environment and potential for antitrust actions are a threat to Amazon. The growing regulations are a threat to Amazon as they will prevent it from expanding and leveraging its dominance in the industry.
Amazon's strategy can be evaluated through Ansoff's matrix. Amazon is a combination of a market penetration strategy, a product development strategy, and a diversification strategy. The Prime subscriptions and customer loyalty work with the innovations through Alexa and digital services, as a reflection of a product development strategy. The diversification through AWS is a reflection of a strategic move, as it allows it to enter a new industry with a high margin.
The BCG Matrix again illustrates this. It shows that the AWS segment is a ‘Star’ as it has a high market share and has great potential for growth. On the other hand, the e-commerce segment is a ‘Cash Cow’ as it is already established and has a high market share. New markets, such as advertising and AI, may be considered ‘Question Marks’ but have the potential to become ‘Stars’ in the future. Thus, this portfolio balance is consistent with the long-term strategy for business growth.
[bookmark: _Toc225362193]6.3 Recommendations
Firstly, Amazon should improve its labour practices and employee engagement. It should address issues of employee working conditions and unionisation. It will improve the company's reputation and operational efficiency. From a stakeholder perspective, this is a key strategy for long-term sustainability and increased productivity.
Secondly, the company should invest more in sustainable operations, especially in making its logistics carbon neutral. While the company has already started to do this through ‘The Climate Pledge’ initiative, the gap between its operational scale and environmental objectives is still wide. It will improve its compliance with environmental regulations and enhance its brand image.
Thirdly, the company should invest more in its artificial intelligence capabilities, especially in integrating AI technology within its e-commerce and cloud computing platforms. It is consistent with the concept of ‘dynamic capabilities’ and will help the company maintain its leadership in AI technology in a highly competitive market.
Lastly, the company should diversify, but this should be strategic and based on a thorough analysis of the risks of over-diversification. It should invest in new and high-margin sectors and avoid those that do not offer a high margin.















[bookmark: _Toc225362194]Section 2
Description
For this assessment, a comprehensive strategic analysis of Amazon was conducted through a number of different strategic management models. The process began with a research of Amazon’s organisational context, followed by an evaluation of its external environment through a PESTEL analysis, along with an evaluation of its internal capabilities through a Resource-Based View and VRIO framework. Other models, including a Balanced Scorecard, SWOT, Ansoff’s Matrix, and a BCG Matrix, were also used to conduct an evaluation of Amazon’s performance. A major part of this assessment was to incorporate academic theories with real-life data, including financial data, market share, and industry trends. The process required a number of different sources, including academic journals, industry reports, and company statements. The overall goal of the assessment was to critically evaluate Amazon’s strategies, providing justifications for recommendations, while keeping in mind the module’s learning outcomes and overall principles of strategic management.
Feelings
During the initial stages of the assessment, I found the task to be challenging, specifically regarding the overall integration of multiple theoretical models into a single assessment. There was a degree of uncertainty with regard to the overall balance of content, as I was worried about being too descriptive rather than critical. As the assessment progressed, however, I found my confidence to increase significantly. The process of applying models, including a PESTEL and VRIO, to a real-life company, Amazon, allowed me to gain a deeper understanding of the overall function of theoretical models in a practical environment. The process of using real-life data to support arguments also increased the overall persuasiveness of the assessment. Despite all this, I sometimes found it challenging to prioritise what points to include within a word count, as there were many areas of discussion regarding Amazon. Overall, it has been a challenging but intellectually engaging experience, and I believe it has contributed positively to my learning.
Evaluation
I believe one of the greatest aspects of this assignment is the integration of theory and practice. Instead of purely focusing on discussing Amazon’s strategies, I have been able to apply strategic management theories to critically evaluate their implementation. For example, I have used the VRIO analysis to understand how Amazon can sustain a competitive advantage through its cloud computing platform, AWS. I have also used the Balanced Scorecard to analyse Amazon's performance from a number of different perspectives. The inclusion of real-life statistics, for example, revenue generated by Amazon and statistics on their current market share, has also added a degree of credibility to my analysis. A second aspect of my assignment is the logical structure of my report. I have structured my assignment so that each section flows on from the previous one, creating a comprehensive evaluation of Amazon's strategic position. There have been a number of limitations regarding completing this assignment. At times, I have found it challenging to ensure a critical analysis is maintained within all areas of my assignment. The word count has also meant I have had to omit some information, potentially limiting my analysis.
Analysis
This assignment has greatly improved my ability to apply theoretical concepts of strategic management in a practical and analytical context. The most significant learning experience for me has been the understanding of how multiple frameworks can be integrated and connected in a way that facilitates a holistic analysis of an organisation. The combination of PESTEL and VRIO frameworks helped me understand how external factors, such as government regulations and technological advancements, affect the build-up and sustainability of internal capabilities. Moreover, the use of the Balanced Scorecard framework has helped me realise the importance of evaluating an organisation’s performance in a way that goes beyond financial measures. This has broadened my understanding of performance management and its alignment with strategic management.
Another significant learning experience for me has been the importance of critical thinking and analysis, as opposed to simply accepting information at face value and presenting it as is. I learned to critically evaluate Amazon’s strategies, such as the sustainability of its cost leadership advantage and its reliance on AWS for profitability, which is in line with the requirements of higher-level academic work, as evaluation and judgment are critical in such work. However, the experience has also helped me identify areas of improvement, such as the importance of integrating theoretical concepts throughout the analysis, as some sections of the work showed a good understanding of theoretical concepts, while others showed a greater reliance on descriptive content, which needs improvement in the future.
Conclusion
In conclusion, this assignment has reinforced my understanding of various concepts of strategic management, which are applicable in real-life situations. Moreover, the assignment has enhanced my critical thinking skills to analyse an organisation's strategies through various analytical tools. The process has also helped me improve my research skills, especially in accessing information from various sources, i.e., academic journals and industry sources. Moreover, the process has increased my confidence in presenting a comprehensive report that includes all sections of the assignment, which are relevant to the overall analysis of the case study. However, the assignment has also shown me the importance of being consistent in critical thinking, which is essential in producing a quality report, keeping in view the word limit.
Action Plan
In order to improve the quality of my academic work, I aim to incorporate various theoretical frameworks consistently in all sections of the report, rather than being too descriptive. Moreover, I plan to start the research process early, which will allow me to critically analyse the sources of information, thus producing a quality report. I also intend to improve my time management skills, which will help me manage the word limit of the report. Furthermore, I will improve my critical writing skills, which will help me engage critically with the sources of information.
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