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Executive Summary
This is a strategic management report (having two sections) prepared by an acting Strategic Management Consultant (SMC) for evaluating selected multinational brand (Crocs Inc.) India based operations.  The current strategic position of Crocs Inc. in India is evaluated here using different strategic management frameworks. The section 1 focuses on multinational brand Crocs with major emphasis given on its operations in the country of India. The present strategic position of Crocs in the context of the Indian market is evaluated here, followed by proposing recommendations for enhancement of its competitive advantage regarding the same. The section 2 is reflective account of mine prepared by making use of four stages of Kolb's Learning Cycle model. 
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[bookmark: _Toc235545791]Section 1
[bookmark: _Toc235545792]1.0 Organisational Context and Overview 
Crocs Inc. (referred here as Crocs) is a consumer cyclical organisation that is classified within the footwear and accessories segment. Crocs was founded in 2002 in Boulder, Colorado, US. Crocs built its foundation on a single product, i.e., the Foam Clog, which was made from its proprietary material named Croslite (TSH, 2022). This forms the basis of Crocs' business model, as it operates a profitable business model centred around its Croslite-component-made clogs (Calboli and Armstrong, 2023). It usually follows an outsourced manufacturing and omnichannel sales mix strategy for driving high-margin sales by using scarcity marketing. In the year 2021, Crocs acquired Heydude and added a 2nd brand to its portfolio. This led to the creation of a dual-brand strategy, with Crocs focusing on iconic clogs/sandals while Heydude handled the casual lifestyle segment. The official mission statement of Crocs is ‘Create a more comfortable world for all’ (StockIntent, 2026). The mission statement of Crocs is actually based on three pillars of planet, community and comfort for its people. There has been a strategic shift in its mission since 2021, with it embedding sustainability, self-expression and inclusivity as a part of its business model instead of simply selling footwear. The vision statement of Crocs i.e. ‘Everyone to be comfortable in their own shoes’ depicts its focus on comfort, self-expression and inclusivity for users wearing its shoes. The January 2026’s “Wonderfully Unordinary" brand platform marks a narrative change for Crocs in a decade, despite a revenue decline (StockIntent, 2026). The mission framework of Crocs is an emphasis on management quality and moat durability on a long-term basis. Steps such as acquiring Heydude, using bio-based Croslite, and net-zero commitments reflect the strategic capital allocation of Crocs in alignment with its narrative change.
As per the latest available report, the 2025 revenue of Crocs was $4.05 billion, driven mainly by international growth, despite North American sales being down by 6.8%. Crocs experienced a sales decline in the 4th quarter of 2025 by 3.2% compared to what it was in the last year (StockIntent, 2026). 
[image: The image depicts a white, low-top Chaco Chaco shoe with a logo on the heel.

AI-generated content may be incorrect.]
Figure 1: Classic Clog product (with Crocs logo)
(Source: Crocs-India, 2026)
Crocs is one of top global players in the casual and comfort footwear categories (Rocco, 2026). Crocs has set target of $100 million of cost savings by 2026 end and also a targeted growth of 3.7% by the same period (StockIntent, 2026). The flagship product of Crocs is the Classic Clog, which is now supplemented by sandal expansion constituting 13% of Crocs' product portfolio and contributing to $715 million of its 2025 revenue (StockIntent, 2026). Crocs can be considered to be the market leader in the moulded-foam clog footwear category. But its nearest market competitors are Skechers (known for mass-market appeal) and Birkenstock, which happens to be the closest premium rival of Crocs in the moulded sandal segment.
[bookmark: _Toc235545793]2.0 External and Internal Analysis 
A critical examination of the external factors impacting Crocs' operations in India is evaluated here. For this purpose, the application of PESTLE analysis, VRIO analysis and SWOT analysis has been done here for Crocs in the context of its Indian operations.
[bookmark: _Toc235545794]2.1 PESTEL analysis of Crocs
A main purpose of the PESTLE analysis is that it helps organisations to map the environment in a broad manner while identifying risks and opportunities which are commonly outside an organisation's control. This is more like that of a strategic planning cum decision-making tool for the organisations to properly adapt to outside changes (Agyekum et al., 2024). This analysis is done here for determining the available opportunities and threats for Crocs in the Indian market.
Political- In India, high import duties are imposed on foreign footwear, which in turn encourages local manufacturing by foreign brands to cater to huge demand. Initially, Crocs absorbed a major share of its manufacturing cost but had to struggle to navigate the local supply chain in India. The 'Make in India' push by the Indian government resulted in Crocs partnering with factories in the Indian state of Tamil Nadu to manufacture its foam shoes directly in the country (ET, 2026). Despite a tariff-related tussle between India and the US, Crocs is still on track to broaden its supply chain diversification strategy in India, which showcases the market opportunity in India.
Economic- There has been a significant increase in the middle-class segment's income in India, which is a sign of fast urbanisation (George, 2025). This, in turn, results in the willingness of consumers to try non-essential apparel, thus turning out to be an opportunity for Crocs. But the fluctuating price of raw materials along with shipping costs tends to impact product price. It is balanced by Crocs by offering consumers the option of premium-priced footwear and mid to high-priced footwear. Also, the improved digital infrastructure in India has led to the growth of e-commerce, thus allowing Crocs to increase its online sales.
Social- The casualisation of work patterns in India, like that of hybrid work, has resulted in more people opting for comfortable streetwear, with Crocs being one of their preferred choices. Most importantly, the waterproof feature of Crocs has made it an extremely popular monsoon footwear among Indian consumers. Also, the influx of global brands in India, along with an increase in the number of affordable Direct-to-Consumer (D2C) footwear brands, has turned India into a competitive market for Crocs (Dey, 2026). There is a growing liking for colourful clogs in the Indian market, with it being preferred by both middle-class and young consumers, thus leading to Crocs' popularity in the Indian market.
Technological- The fast-paced integration of online platforms with physical stores has been due to the rise of omnichannel retailing that has provided a seamless purchase experience to consumers buying Crocs footwear from different channels/platforms. Crocs footwear is mainly made up of Croslite, a component which is primarily PEVA, i.e., polyethene vinyl acetate (Infor, 2023). This material innovation has resulted in extremely lightweight and durable features of Crocs. Regarding the in-office activities in India, Crocs has eliminated the use of huge phone calls, emails and other communications for addressing the requirements/complaints of the customers. This is an example of how Crocs has technologically transformed its operations in India.
Legal- The Indian footwear market struggles due to the problem of fake products, which is a threat factor for Crocs, as fake products' availability at a low price tends to attract consumers, thus impacting Crocs' market share. The intellectual property enforcement activity of Crocs has not been up to the mark, thus turning out to be a cause of concern for it. An example of this is the revival of a 9-year-old lawsuit that had been filed by Crocs accusing several local Indian footwear companies of launching identical footwear like that of rubber clogs (Chaturvedi, 2025). During that time, the lawsuit was not accepted on technical grounds, but in 2025, an Indian court allowed Crocs to go ahead with the infringement challenges.
Environmental- In recent times, there has been an increase in the number of eco-conscious consumers who prefer to analyse a brand's product carbon footprint prior to its purchase. This has made Crocs emphasise making its footwear products using bio-based, sustainably procured raw materials. The show production activities in India by Crocs align well with 'Comfort without Carbon’ objectives (Crocs-I, 2026). An example of this is Crocs selling footwear in India that is made up of 100% post-industrial recycled content instead of using cardboard show boxes. It has helped to lower Crocs' carbon footprint for its packaging activities in India by nearly 85% (Crocs-I, 2026). Also, monsoon weather is a contributory factor for increased sales of Crocs shoes as there is a seasonal spike in its demand because of the water-resistant nature of Crocs footwear.
[bookmark: _Toc235545795]2.2 VRIO analysis of Crocs
The main purpose of this analysis model is to evaluate the internal resources and capabilities of the organisation to determine whether the organisation has a lasting edge over its competitors. This includes evaluation of valuable resources, rarity, the imitability of products/services and the extent to which the resources are organised (Larbi et al., 2024). The application of this model is done here for determining the strengths and weaknesses of Crocs in the Indian market. The VRIO analysis of Crocs is shown in Table 1 below.
	Resources & Capabilities
	Valuable (V)
	Rarity (R)
	Inimitability (I)
	Organisability (O)
	Competitive Advantage

	Croslite material
	Yes
	Yes
	No
	
	Temporary

	Supply chain flexibility 
	Yes
	Yes
	Yes
	Yes
	Sustained

	Brand recognition
	Yes
	Yes
	No
	
	Temporary



Table 1: VRIO analysis of Crocs
(Source: Author)
Based on the findings of the above table, it can be stated here that the Croslite material is a proprietary closed-cell resin product which is lightweight and comfortable. But the clog design of Crocs footwear is easy to replicate by competitors, thus turning out to be a temporary competitive advantage. The production and distribution technique followed by Crocs is based on the agile concept. This has helped Crocs scale its production at a fast rate in India, along with good adaptation to seasonal trends (Dosapati, 2022). Crocs has not been overstocking its products like that of typical footwear brands, which adds to one of its distinguishing factors, thus adding to its sustained competitive advantage. The brand recognition of Crocs has increased in the Indian market because of Jibbitz personalisation and the feature of iconic silhouette (Dosapati, 2022). But this cannot be termed a sustained competitive advantage and instead a temporary competitive advantage for Crocs because it is susceptible to fluctuating fashion trends and imitators as per market conditions.
[bookmark: _Toc235545796]2.3 SWOT analysis of Crocs
This model is a critical part of an organisation’s strategic management planning process. This is an analytical tool that is used for proper categorisation of the significant environmental (both internal and external) factors related to the organisation. This is used here in the context of Crocs for obtaining clarity regarding its strategies to build for the future and remain ahead of its competitors in the Indian market.
Strengths: Crocs has a strong presence across different digital/online channels in India. Crocs also has good retail partnerships with major shopping malls in the country that enable Crocs India to reach out to a broad customer base, especially tier-1 and tier-2 cities. Presently, the new feature of Jibbitz, introduced by Crocs, has resulted in an increase in its demand among the Gen-Z and millennial segments of customers in India (Dosapati, 2022). 
[image: The image shows a pair of white sneakers with colorful Jibbitz￢ﾄﾢ charms attached, featuring an adjustable heel strap for adventure-ready comfort and breathable design.

AI-generated content may be incorrect.]
Figure 2: Personalised Jibbitz feature in Crocs clogs
(Source: Crocs-Classic, 2026)
The increased popularity of Crocs footwear in India is also due to Croslite material offering good comfort to the users, with them using it for professional as well as casual use. Also, the strategy of localised marketing used by Crocs in India has helped it to become a local streetwear preference for Indian customers, with it becoming a part of Indian youth's fashion statement.
Weaknesses: One of the weaknesses for Crocs is its pricing compared to the volume-driven footwear market of India. The pricing of Crocs is maintained within the premium range, which prevents a major part of lower-income demographics in India from purchasing the product. Crocs has year-round sales in the metropolitan areas in India, but it is not the same for tier-2 cities and semi-urban regions of the country (Findlay et al., 2025). Also, Crocs suffers due to seasonal fluctuations as there is a sudden heavy rise in demand for classic clogs during the monsoon season in India. The high demand for classic clogs of Crocs results in a disproportionate revenue distribution of the company, with it displaying limited diversification of Crocs products in the Indian market.
Opportunities: There is a good opportunity for Crocs to expand its presence and product availability beyond the three major metropolitan cities of Mumbai, Delhi and Bengaluru. The growing number of offices in tier-2 and tier-3 cities has resulted in an increased inflow of people to these cities, thus making them a part of untapped volume potential for Crocs. Crocs has a good opportunity to enter into partnerships with hospitality and healthcare organisations in India because there is a good demand for comfortable slip-resistant work clogs (Findlay et al., 2025). This makes it important for Crocs to make some modifications in the pricing of its products to make it affordable for the middle-class income segment of India while expanding the market share.
Threats: The major threat for Crocs is the abundant availability of cheap imitations and fake products of clogs and sandals at a lower price. This has a severe impact on the brand identity of Crocs, with the majority of Indian price-conscious purchasers preferring cheap alternatives over the pricey products. Crocs faces stiff competition from domestic brands like Relaxo and Campus, making similar products, along with international brands like Skechers and Puma, offering aggressive discounts on their products (Salo et al., 2021). Lastly, the market trend in India is such that it is seeing significant inflation in product prices, which impacts the discretionary spending habits of people. The consideration of Crocs footwear as a premium lifestyle and non-essential accessory by the Indian people poses a challenge for the brand as well.
[bookmark: _Toc235545797]2.4 Summarised findings from analysis
From the detailed analysis, it has been obtained here that Crocs has developed a strong brand position in the Indian market. The D2C supply chain using various sales modes/channels has helped Crocs to develop a very appealing picture of its brand among the Indian customers. Additionally, the Jibbitz-based customisation model of the clogs has driven the level of customer loyalty and an increase in average sales value of Crocs shoes in India as well (Dosapati, 2022). The expansion of Crocs' manufacturing operations in India is to decrease its reliance on a single country and use India as a base for launching new, lower-priced footwear for catering to its middle-class segment and export to other international markets as well. But the challenge for Crocs is due to the Indian market being extremely price-sensitive and the excessive availability of cheap fake alternatives of its footwear models, which have impacted its revenue in recent times.
[bookmark: _Toc235545798]3.0 Comprehensive and holistic view of the organisation 
[bookmark: _Toc235545799]3.1 Critical discussion of Crocs' current CSR strategy and Alignment with business objectives 
A proper and well-defined Corporate Social Responsibility (CSR) strategy helps in direct alignment of business objectives. It helps in turning social goals into business advantage instead of just adjusting cost factors (Alkandi, 2025). The alignment of CSR strategy with business objectives prevents wastage of organisational resources, strengthens its reputation, lowers expenditure, keeps the organisation's human resources happy and decreases the chances of legal complexities.
About Crocs CSR strategy for its India operations
Crocs has been able to localise its initiatives for building a positive image of its brand in the massive footwear retail market of India. Crocs' CSR process in India aligns with its ‘Comfort for All and Comfort for the Planet’ strategic objectives. An example of a CSR initiative undertaken by Crocs is its association with Soles4Souls and Children Rights and You (CRY), two non-governmental organisations, for donating 5000 pairs of shoes to migrant families in the state of Maharashtra, India, during the time of the COVID-19 pandemic (CSR-TIMES, 2024). This initiative was done under the Jeevan Dhara project supported by CRY to connect with people at the grassroots level (CSR-TIMES, 2024). Crocs was able to meet both of its abovementioned strategic objectives by providing comfortable and easy-to-clean footwear.
On the environmental front, Crocs has been able to lower the CO2 footprint of each pair of classic clogs to 3.94 kg CO2 eq. This is in alignment with its Net Zero target with a 2030 deadline (Crocs-P, 2026). Also, Crocs' operations in India are emphasising waste reduction by selling clogs sans shoe boxes and using 25% of plant-based materials for manufacturing the classic clogs (Crocs-CR, 2024). Lastly, Crocs has mandated 100% social compliance and restricted substance use audit across its tier-1 and tier-2 supply chain to avoid legal complexities at its manufacturing hubs and warehouses.
[bookmark: _Toc235545800]3.2 Application Balanced Scorecard (BSC)
The main purpose of the BSC tool is to provide clarity regarding the scope of operational performance measures of an organisation, taking into consideration the financial and non-financial data. 
[image: The image depicts a circular diagram with interconnected sectors representing key aspects of a business's operational and financial strategy, including customer satisfaction, internal processes, retention, brand recognition, technological aspects, inventory turnover, and various financial metrics such as cash flow, returns on investment, and sales growth.

AI-generated content may be incorrect.]
Figure 3: Basic concept of the BSC tool
(Source: Chaudhari, 2020)
This provides support for enhancing business management activities of an organisation. The feature of portfolio-level performance measurement allows interlinking of parameters with the Key Performance Indicators (KPIs). The main challenge in using this tool is that there are complexities faced by the project team while setting the metrics. This involves making use of quantifiable data for real-time tracking of the organisation's performance.
[bookmark: _Toc235545801]3.2.1 Application of BSC tool for Crocs’ India operations
Financial Perspective 
Objective-  To increase revenue, profitability, and market share of Crocs in its India operations while keeping in consideration the pricing factor. 
KPI- To keep track of revenue growth (on an annual basis), corresponding operating profit margin, online and same-store sales contribution, along with evaluating the rate of inventory turnover.
Targets- To achieve a set target of 20% growth for Crocs (annually) along with increasing online sales rate and improving the turnover rate to keep operating margin constantly over the margin of 18%.
Strategic Initiative- There is a need for Crocs to strongly consider expanding its stores in tier-2 and tier-3 Indian cities. For this purpose, strengthening of the franchise partnerships is a viable option along with changing the pricing strategy on a product-wise basis (Pinto, 2026). Also, there is a need for Crocs to expand its local sourcing strategy to decrease its logistics cost and develop its sourcing market in India.
Customer Perspective
Objective- To improve brand loyalty of Crocs, enhance customer satisfaction and improve the market availability of Crocs footwear for both Gen-Z and millennial segment of customers.
KPI- To make use of parameters like Net Promoter Score (NPS), Customer Satisfaction Score (CSAT) and customer retention rate to track Crocs' performance over offline/online sales operations in India.
Targets- To aim for achieving CSAT value of more than 90% and NPS score of above 70 along with increasing repeat purchase rate by 18%-20%.
Strategic Initiative- There is a good option for Crocs to launch its influencer campaigns over the digital marketing platform as part of personalised digital marketing campaigns to showcase India-specific collaborations (Pinto, 2026). Other initiatives can include improving the omni-channel shopping experience for the customers and improving the after-sales experience by launching/expanding its customer loyalty programmes.
Internal Business Process
Objective- To improve the operational efficiency, product availability and supply chain responsiveness of Crocs.
KPI- To keep track of stock availability of different footwear variants at its franchise stores/retail stores along with keeping track of supply chain lead time, delivery rate (on-time) and defect rate.
Targets- Crocs should target to keep product availability and on-time delivery rate to be more than 95% and decrease the product defect rate to a value of less than 1%.
Strategic Initiative- There is a good option for Crocs to implement Artificial Intelligence (AI) related inventory management so as to strengthen supplier relationships. For this purpose, Crocs should opt for automation of its warehouse, improve quality control and streamline both online/offline inventory systems (Dey, 2026). There is a need for transformation of Crocs India’s internal processes for catering to growing customer demands across different channels.
Learning and Growth
Objective- To develop and enhance employee capability of Crocs in terms of strengthening digital competency and transforming the organisational culture of Crocs into a customer-centric one.
KPI- The application of employee engagement score and digital capability index can be used for keeping track of the innovation tactics applied by the employees to increase sales and improve marketing activities of Crocs for its India operations.
Targets- Crocs should emphasise hiring local talent, followed by mandatory 40 hours of training on an annual basis, to decrease employee turnover for its corporate office as well as franchise stores operating across India. The leadership positions should be filled by Crocs using internal job postings.
Strategic Initiative- Crocs should up its digital skills training for its Indian franchise stores and warehouse employees to streamline the inventory management process without fail. It should implement leadership development programmes and train the employees to make use of advanced retail analytics platform/software (Dosapati, 2022). Innovative marketing ideas should be encouraged/promoted by forming cross-functional teams in tandem with operations expansion.
[bookmark: _Toc235545802]4.0 Strategic Choices and Implementation 
[bookmark: _Toc235545803]4.1 Examination of the strategic choices at business level 
Application of Porter’s Generic strategies
This is a business framework that is used here in the context of Crocs for the targeted achievement of a long-term competitive advantage by evaluating and making modifications for its India-based operations at a business level. There are three options available as per this model, i.e. Cost Leadership, Differentiation and Focus, from among which only one type should be selected to prevent probable deviation from making the correct strategic choice.
Differentiation- This factor is the main value driver for Crocs. Crocs is presently driving customer engagement through its Jibbitz feature that has enabled customers to get their own customised footwear. Crocs has a very good opportunity to transition from purely monsoon footwear to more casual streetwear for the millennial and Gen-Z customers of India. There is also good scope for Crocs to further improve the customer experience by increasing the number of its mono-branded stores managed by Metro and Apparel Group, which happen to be its strategic partners (Netcore, 2026). This will contribute to an improved omnichannel experience for Crocs.
Cost Leadership – This factor adds to the operational efficiency of Crocs. Crocs management has been very optimistic about setting up manufacturing units in the state of Tamil Nadu in India (Kadakia, 2023). The step is aimed at decreasing import reliance, decreasing logistics handling costs and effectively managing supply chain volatility. The application of AI-driven data analytics will enable Crocs to do accurate demand forecasting, thus in turn will impact marketing expenses and, most importantly, inventory management activities.
Focus- Crocs is known for heavily targeting the Gen-Z and young millennial segment of footwear lovers of tier-1 Indian cities through social media channels. There is a good scope for Crocs to do the same for tier-2 and tier-3 cities, as a mass population in these regions will help Crocs to outpace revenue growth compared to tier-1 cities (ARND, 2026). Another good option for Crocs is to manufacture dedicated clogs for particular sectors like healthcare and hospitality organisations, which should be slip-resistant and easily cleanable. 
[bookmark: _Toc235545804]4.2 Validation of the strategic choices 
The validation of the strategic choices has been done here by making use of Ansoff’s Matrix. This has been used here as a strategic planning tool for businesses to properly evaluate their respective growth opportunities and assess risks in accordance with which strategies are formed (Zupic et al., 2025). It is commonly used by an organisation's management team for deciding where to focus among the options of new products/services or market. The application of the Ansoff matrix has been done here in the context of improving Crocs’ India operations.
[image: The diagram illustrates a strategic framework for business growth, encompassing market development, diversification, and the expansion of existing products and services.
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Figure 4: Ansoff Matrix
(Source: Chaudhari, 2020)
Market Development- There is a good option for Crocs to expand its geographic presence in Indian tier-2 and tier-3 cities. There is an increase in demand of affordable and durable footwear in these types of Indian cities. There is also another option available with Crocs to specifically target the healthcare and hospitality domain organisations for making customised clogs as per their organisational requirements (Findlay et al., 2025). Crocs can also target the student category demographics by marketing clogs as an everyday footwear instead of it being a premium footwear.
Diversification- Crocs should aim to enter the completely new untapped market segments in India i.e. semi-urban and rural regions. This attempt can turn out to be successful once Crocs launches its localised clogs variants at a lower price to compete with cheap alternatives available in Indian footwear market (Salo et al., 2021). Another option for Crocs is that to partner with Indian brands like Paragon and Relaxo to gain access to mass customers and then launch specialised footwears.
Market Penetration- Crocs should strongly consider about increasing its sales frequency among the Indian customers. For this purpose, Crocs need to expand its digital marketing campaigns at a localised level. The utilisation of celebrity and regional influencer partnerships is a viable option for Crocs to improve its clogs sales rate beyond monsoon season only (Findlay et al., 2025). Crocs should bring different variants clogs and make it available in both online and offline stores at same price to provide purchase mode/channel option to the customers.
Product Development- Crocs should not limit itself to clogs and sandals only, despite these two products being the most sought-after products. It should introduce new silhouettes and bio-material tailored footwear in alignment with Indian climatic conditions and demographic requirements. In addition to clogs, the breathable and water-resistant monsoon footwear can be launched (Findlay et al., 2025). The limited-edition region specific Jibbitz charms can be launched during festive seasons that will enable the people to have customised purchase option of their footwear.
[bookmark: _Toc235545805]4.3 Recommended strategy to enhance competitive advantage
Based on the above analysis of facts pertaining to Crocs operations in India, some recommendations are presented here for Crocs to ensure its competitive advantage remains intact for its Inda operations. 
[image: The image illustrates a diagram connecting various aspects of a firm's strategy, including structure, rivalry, factors, demand, and the interplay with related and supporting industries.
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Figure 5: Porter’s Diamond strategy
(Source: Week 7, Slide 6)
The recommendations are aligned with Porter's Diamond Model which in other words is also called Theory of National Competitive Advantage (Lehene et al., 2024). 
· Crocs should not import finished goods but instead opt for local contract manufacturing. It will help Crocs to decrease its logistical expenses and, in the process can properly circumvent the import duties as well.
· Crocs should expand the Jibbitz options for Indian customers and launch culturally relevant designs in accordance with festivities and entertainment industry celebrities for increasing customer engagement (Dosapati, 2022).
· Crocs should partner with local raw material suppliers and packaging manufacturers for building a resilient supply chain. The collaboration with local fashion houses or streetwear brands can yield positive result.
· Crocs should intensify its marketing activities by specifically targeting the young Indian demographic and keep the product price low. Premium pricing should be kept only for limited edition clogs and not for other show variant thus improving stronghold on local market.
[bookmark: _Toc235545806]4.4 Identification of potential challenges in implementation and solutions for their mitigation
The potential challenges for implementing local manufacturing plants are that it will require huge upfront investment and capital expenditure for Crocs. This can be addressed by partnering with already established Indian footwear manufacturers instead of direct building of Crocs owned factories, thus minimising the capital investment. Crocs need to be extra careful while launching customised Jibbitz options aligning with Indian festivities, so that it not harms religious beliefs/faiths, as it can have serious detrimental impact on brand image. The challenge of counterfeit Crocs product identification can be solved by Crocs by using Croslite™ pasted on its products and creating awareness among customers regarding harms of purchasing fake products. This showcases the proper consideration of geographic, cultural and economic environments are done here to present recommendations for continuation of Crocs’ sustainable advantage.














[bookmark: _Toc235545807]Section 2
[bookmark: _Toc235545808]1.0 Reflective Account
[bookmark: _Toc235545809]1.1 Application of Kolb’s cycle of reflective practice
This model provides clarity to learners to learn effectively based on daily experiences. There are four stages four in this model as can be seen from below Figure 6. 
[image: The diagram illustrates the experiential learning cycle, which includes concrete experience, active experimentation, reflective observation, abstract conceptualization, and doing, showing the process of learning through direct experience and reflection.
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Figure 6: Kolb's Experiential Learning Cycle model
(Source: Konak et al., 2014)
I have used this reflection model for highlighting the procedural steps which I have followed for researching, analysis and preparation of this business management report. 
[bookmark: _Toc235545810]1.1.1 Concrete Experience
The preparation of this strategic management report is done by me as an acting SMC. The role of an SMC is to evaluate organisation's strategic position and recommend techniques for enhancing organisation's competitive advantage (Tavoletti et al., 2022). I have done extensive secondary research using academic journal articles, annual comfort report of Crocs, authentic blog articles and market reports. I have used strategic management frameworks like that of PESTLE, VRIO, SWOT models for internal/external business environment’s analysis. The use BSC tool, CSR activity analysis has also been done here by me along with strategic choice models like that of Ansoff Matrix, Porter’s Diamond and Porter’s Generic strategy model. During the application of these models/frameworks, I faced the challenge of selecting the relevant information for available descriptive content. But I gained valuable experience of how to apply theoretical frameworks in real-world organisational context.
[bookmark: _Toc235545811]1.1.2 Reflective Observation
I take this opportunity to present my strengths which I have recognised here along with identified weaknesses as well. Firstly, I was able to collect data from different academic sources to validate the recommendations prepared here for Crocs as there is limited availability of Crocs related information from peer-reviewed journal articles. So, I applied the strategy of presenting data from organisation website or authentic blog articles followed by supporting statements from academic journal sources. This improved academic credibility of report. I have used each of the strategic management frameworks as independent analytical tools. The PESTLE model findings influenced SWOT while VRIO analysis explained internal strengths of Crocs in Indian market. I have used BSC tool to translate Crocs’ strategic objectives into organisation’s measurable performance indicators. But there were some weaknesses in my approach as well, like in the early stages of this assessment I wasted some crucial time in data collection only instead of starting to evaluate the collected data. Some of the data content collected initially by me turned out to be of no direct use in this report, which made me realise the relevance of both data and time management in this regard.
[bookmark: _Toc235545812]1.1.3 Abstract Conceptualisation
This assessment helped me to transform and apply my practical experience as strategic management knowledge. I developed proper understanding of how to develop successful organisational strategies while keeping in alignment of external organisational capabilities (as internal factors) and environmental conditions (as external factors). My concept about theoretical frameworks has developed as these not being merely academic models but can be used as decision-making tools. The use of PESTLE framework helped me to understand macro-environmental factors impacting Crocs operations in India. The VRIO model helped in determining the factors responsible for obtaining and sustaining competitive advantage. There BSC tool provided me clarity about organisation’s success to be not just only measured through financial performance but other factors as well. The CSR activities/initiatives undertaken by an organisation adds to its strategic performance and organisational reputation along with sustainability factors (Sergeeva and Kapetanaki, 2022). I have improved my ability of evidence-based decision-making instead of just relying upon personal viewpoints/bias. I feel that I have also developed my critical thinking ability pertaining to selection of strategic alternatives.
[bookmark: _Toc235545813]1.1.4 Active Experimentation
I firmly believe that the learning experience gained by me will have a significant impact on my professional career, beyond this assessment completion as a part of academic success criteria. I have learned that I should prepare a structured research plan prior to starting strategic analysis of other organisations (preferably my future workplace). I need to reduce unnecessary reading of different sources and improve my time management ability. I should present the justification with supporting evidence for describing strategic decisions of organisations and then state whether adopting alternative strategies would have fetched positive outcomes or not. The use of strategic frameworks is meant to demonstrate logical interrelationships between internal/external factors and organisation’s strategic positioning in a particular market (Dzreke and Dzreke, 2026). In a professional perspective, it can be stated that I have improved my analytical reasoning and strategic thinking ability but there is scope for improvement of my project planning ability.  All these will add to my competency level while doing systematic analysis and form strategic recommendations when handling complex business problems in my future workplace.
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