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[bookmark: _Toc237280631]SECTION 1
1. Organisational Context and Overview
[bookmark: _Toc237280632]1.1 Historical Perspective, Mission, Vision, and Business Model
Nike, Inc. was established in 1964 as Blue Ribbon Sports, and changed its name to Nike in 1971 and is based in Beaverton, Oregon (Nike, 2026). Its mission statement is “to bring inspiration and innovation to every athlete in the world” and its vision is based on inclusivity “if you have a body, you are an athlete” (Nike, 2026). Air Jordan is the brand that was created with Michael Jordan in 1984 (The Guardian, 2026). In FY23, Air Jordan generated $6.6 billion in global sales which represents 16.4% of Nike's global revenue (run repeat, 2026).
The Air Jordan company's strategy is to charge high prices, be exclusive.  It merges performance basketball shoes with lifestyle sneakers, complemented by special releases and collaborations. This accounts for 52% of Jordan's sales, and the company has focused on a digital-first approach with the launch of its SNKRS App and direct-to-consumer distribution channels (gitnux, 2026). The aim of this report is to examine the Air Jordan brand of American basketball shoes. The US is selected due to its being the biggest and most strategic market for Jordan and enough data on competitors and consumers has been gathered to analyse.
[bookmark: _Toc237280633]1.2 Industry, Key Competitors, and Market Position
Nike and Jordan jointly accounted for 52% of the basketball shoes market in the USA in 2023, highlighting their dominance in the market (gitnux, 2026).
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Figure 1: Nike Air Jordan shoe revenue
(Source: runrepeat, 2026)
Its competitors are mostly other sportswear brands such as Adidas, Puma and Under Armour. However, Jordan's one-of-a-kind approach to athlete endorsements, cultural narrative and disciplined marketing releases has made it possible to maintain competitive momentum (Teoh et al., 2022). 
Sustainability efforts, such as 41% of Nike's Jordan products using recycled or eco-friendly materials, and its new digital collectibles and smart sneakers, also add to Nike's positioning (Nike, 2026). The innovations will appeal to the Gen Z and millennial consumers who are looking for personalization and sustainability, further positioning Jordan as relevant with the younger generation.
[bookmark: _Toc237280634]1.3 Strategic Positioning and Value Proposition 
The idea behind Air Jordan is to somehow merge basketball performance, cultural relevance, exclusivity, and the basketball association of the athlete, with sustainable innovation. The brand is able to offer high prices and high emotional and symbolic value to US consumers. The positioning goes beyond products, reflecting a cultural resonance and sustainability commitments as well.
[bookmark: _Toc237280635]2. External and Internal Analysis
[bookmark: _Toc237280636]2.1 Critical examination of external factors using PESTEL 
The below table is critically examining the external factors through the lens of PESTEL framework: 
	Factor
	Description

	Political
	U.S.–China trade tensions escalated tariffs on footwear imports up to 25%, while Vietnam—Nike’s largest hub with 155 factories and 500,000 workers—faced tariffs of 46% in 2025, raising production costs and supply chain risks (BBC, 2026).

	Economic
	The revenue from the Jordan brand was at its highest in FY2024 at $7.0B, but decreased by 16% in FY2025 at $7.27B, partially driven by inflation, market saturation and competition. The robust dollar also took a toll on margins, and freight and input costs were also appreciably higher (AInvest, 2026).

	Social
	While the sneaker culture is still alive and well, there is a shift in generations, with Gen Z showing a need for inclusivity and sustainability. The global revenue of Jordan also declined by 16% in FY2025, which was due to the increasing preference of local brands such as Anta and Li‑Ning by younger consumers in APAC (ckgsb, 2026).

	Technological
	By 2026, Nike had allocated $2.1B per year to AI, enabling predictive analytics and personalization, and digital authentication. Jordan's SNKRS app creates an scarcity based demand, and the innovations like Flyknit and AI‐driven customization boost the performance and minimize the waste (IntelligentHQ, 2026).

	Environmental
	The footprint of one pair of Air Jordan 1 is 13.5 kg CO₂e, which is the average annual energy consumption of a person (Air Jordan retro cheap, 2026). Nike's “Move to Zero” commitment is for a 70% carbon reduction by 2030, which calls for 40% of new Jordan models to contain ≥50% recycled material by 2025 (Nike, 2026).

	Legal
	In 2026, Nike sued counterfeit promoters for infringing on its trademarked Nike Dunk style, resulting in a $11M victory to bolster Nike's trade dress protection. There are risks with enforcement of IP rights on resale platforms such as StockX, as detailed in ongoing litigation (design and protect, 2026).


Table 1: PESTEL analysis
(Source: BBC, 2026; AInvest, 2026; ckgsb, 2026; IntelligentHQ, 2026; Air Jordan retro cheap, 2026; Nike, 2026; design and protect, 2026)
Political
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Figure 2: Tariff policies
(Source: Reuters, 2026)
on Vietnam production are bad for Jordan because they drive up prices, with some protection coming from premium pricing. But Adidas and other competitors could capitalise on this, as they may provide an alternative that will mean more people will choose to buy the products over Jordan.
Economic
The company's revenue is down from $7.0B (2024) to $7.27B (2025, ‐16%), which indicates that revenue is vulnerable to inflation and saturation. This is a high impact factor because when there is loss of consumer confidence, it becomes more difficult to maintain premium pricing (Fife et al., 2023).
Social
As revealed by Ramsey et al. (2022), this engenders moderate impact; Jordan is going to have to grow its storytelling beyond ‘nostalgia' to stay relevant with the world.
Technological
Investing in AI (revenue: $2.1B per year) and creating a digital ecosystem (SNKRS, Nike Fit) are key factors that enable competitive advantage. As discussed by Firtikiadis et al. (2024) it is a high impact article—personalization and authentication do directly lead to sales and loyalty.
Environmental
Carbon emissions (13.5 kg CO₂e per AJ1) and sustainability targets (70% reduction by 2030) are high impact; regulatory and consumer pressures are driving innovation that needs to be eco‑friendly. Jordan's use of recycled polyester and Flyleather helps to reduce the risk, but needs to be scaled up (Sabyrkhanova et al., 2022).
Legal
Moderate impact is seen in trademark enforcement cases, such as the $11M verdict in 2026, which strikes a balance between safeguarding brand value and using up resources through IP litigation, and also in the NFTs that come into conflict with StockX (Manivel, 2024). The issue of counterfeit has always been a problem for Air Jordan.
[bookmark: _Toc237280637]2.2 Assessment of organisations internal environment using VRIO  
	


The below table is enlightening the internal environmental components of the chosen brand of the selected company Nike in light of VRIO framework: 
	Dimension
	Description

	Valuable
	Nike’s global brand equity was valued at $46.3B in FY2025, making it the most valuable apparel brand worldwide (Nike, 2026). Jordan Brand contributed $7.27B revenue in FY2025, accounting for 16% of Nike’s total revenue (Statista, 2026).

	Rare
	In 2026, Nike sued counterfeit promoters for infringing on its trademarked Nike Dunk style, resulting in a $11M victory to bolster Nike's trade dress protection. There are risks with enforcement of IP rights on resale platforms such as StockX, as detailed in ongoing litigation (Fourweekmba, 2026).

	Inimitable
	Nike's LeBron James Innovation Center generated 15-20 groundbreaking platforms each year, that incorporated biomechanics, artificial intelligence, and sustainable materials. An investment of over $2.1B in research and development is beyond the reach of competitors such as Adidas and Puma. (Nike, 2026).

	Organised
	Nike Direct accounted for 45% of total revenue in FY2025, supported by SNKRS and Nike Training Club apps with 300M+ members worldwide. This hybrid distribution ensures scalability and brand control (Nike, 2026).


Table 2: VRIO analysis
(Source: Nike, 2026; Statista, 2026; Fourweekmba, 2026)
Valuable
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Figure 3: Nike revenue by region
(Source: statista, 2026)
This indicates that there is a good level of value creation for Nike with its brand equity valued at $46.3B and Jordan's revenue of $7.27B (Statista, 2026). Having the ability to charge premium prices and keep customers loyal has a high impact, because it can directly help to sustain profitability and market leadership (Sabyrkhanova et al., 2022). 
Rare
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Figure 4: Jordan Brand Sales
(Source: Fourweekmba, 2026)
Athlete endorsements are not often a given, but they can be the most effective ones if they remain relevant to culture. Jordan must be flexible in how it tells its stories if consumer tastes change, else it will lose its rareness.
Inimitable
Nike's innovation pipeline generates 15-20 new platforms each year, and they have a big impact as they establish performance metrics that their competitors try to meet. By combining biomechanics and AI, the technology and speed of innovation cannot be easily replicated by the competition (Li, 2022). For example, Flyknit technology meant that 60% less material was wasted per shoe, and Air cushioning is still a proprietary trademark. 
Organised
The hybrid distribution (Nike Direct + wholesale) of Nike and the digital ecosystem (Nike members of 300M) have a moderate to high impact. Nike has an operational advantage with its ecosystem due to its scale and integration, whereas competitors are creating similar ones (Pradana and Marsasi, 2024). In 2023, the SKNRS app exclusives contribute to 52% of Jordan's sales directly from the consumer, a direct measure of the resource organizations (Nike, 2026) consumer engagement power. In addition, Nike's supply chain resilience, which lets it spread its production amongst Vietnam, Indonesia and India, means continuity even when geopolitical risks make themselves felt.
Impact Levels Summary
· Valuable→ High impact: Supports profitability directly and leads to a brand. Very useful → High impact: Supports profitability directly and leads to a brand.
· Rare → High impact: The endorsements of athletes and the stories of culture are special assets.
· Inimitable → High impact: Innovative pipeline & proprietary technologies are hard to replicate.
· Competition in digital ecosystem and hybrid distribution systems are present while enhancing the scalability of these systems.
[bookmark: _Toc237280638]2.3 SWOT analysis for the organisation 
The below presented table is depicting the strengths, weaknesses, opportunities and threats for the brand Air Jordan: 
	Dimension
	Description

	Strengths
	Nike’s global brand equity reached $46.3B in FY2025, making it the most valuable apparel brand worldwide. Jordan Brand contributed $7.27B revenue in FY2025, accounting for 16% of Nike’s total revenue (Nike, 2026). 

	Weaknesses
	Premium pricing makes it out of reach, and Air Jordan retail prices are on average at $200-$250 whereas Adidas basketball shoes are at $120-$150. Nike's large reliance on outsourcing manufacturing in Vietnam (155 factories and 500,000 workers) raises several geopolitical and labor risks for the company (SEC, 2026)

	Opportunities
	By 2027, expansion into the women's and kids' revenue segments could generate an additional $1.2B in revenue. Sustainability – 40% of Jordan products are made with recycled materials by 2025 – is in line with Gen Z preferences. (the guardian, 2026).

	Threats
	Adidas is still the best rival to Nike, while Yeezy has pocketed $1.8B in 2023, before he is slated to terminate his contract. Nike loses out on $1.2B in sales per year because of the popularity of counterfeit shoes. In 2025, inflation put a strain on discretionary spending, and consumer confidence fell, all of which helped to drive Jordan's 16 per cent drop in revenue (The Fashion Law, 2026; AInvest, 2026).


Table 3: SWOT
(Source: Nike, 2026; SEC, 2026; the guardian, 2026; The Fashion Law, 2026; AInvest, 2026)
Strengths
The brand value of Nike Air Jordan is $46.3B and its revenue is $7.27B for FY2025. With channels directly to the consumer making up 52% of the sales, this further helps to build customer loyalty and cut down on the dependence on wholesale partners. High impact strength, since it guarantees profitability and resilience from the variations of the market (Mondalizadeh and Kavyani, 2023). Thanks to athlete sponsorships and limited editions, the brand keeps solidifying its dominance in the culture.
Weaknesses
Premium pricing ($200 – $250 per pair) makes it difficult to access, especially when there is price inflation at a time when consumers look for affordable options. Nike is vulnerable to geopolitical risks in Vietnam as there are 155 factories and 500,000 workers. This is a medium to high impact weakness since it impacts on both cost and brand (Manivel, 2024). This is an opportunity for competitors to take advantage of by providing a cheaper alternative.
Opportunities
Diversification in women's and kids' has the potential to supplement the revenue by $1.2B by 2027, diversifying Jordan's consumer base. Gen Z is more concerned with sustainability – products that feature recycled polyester and Flyleather are appealing to them. The sneaker industry is expected to expand to $19B by 2027 in China, and the region is ripe for expansion. As revealed by Che-Wei (2022), these are great opportunities because they fit into the trend of consumers and global expansion of markets.
Threats
Although Adidas has parted ways with Yeezy, it's still a tough opponent in the basketball shoe category. The Nike brand equity and exclusivity are compromised, as counterfeit sneakers cost Nike $1.2B each year. However, due to macroeconomic issues of inflation and low consumer confidence in 2025, the revenue fell by 16% in this year, reflecting the sensitivity of the macroeconomic factors. These threats are impactful as they have a direct impact on revenue, brand reputation and consumer demand (Zeng et al., 2022). 
Impact Levels Summary
· Strengths → High impact: Brand equity, revenue dominance, and direct‑to‑consumer channels sustain leadership.
· Weaknesses → Moderate to high impact: Premium pricing and outsourcing risks limit accessibility and resilience.
· Sustainability, women/kids expansion and global growth are all aligned to consumer trends and opportunities, high impact.
· Competition, counterfeits and macro-economic pressures pose a threat with a high impact on profitability.
[bookmark: _Toc237280639]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc237280640]3.1 Corporate Social Responsibility (CSR) Strategy and Alignment with Business Objectives
Nike has made two key points with their use of CSR in their corporate strategy such as that sustainability and social justice are not separate missions, but are integrated into their long-term business goals. The company has a “Move to Zero” strategy it plans to follow until 2030 that will lead to 70% reduction in carbon emissions, and has already reached 40% recycled materials for its Jordan products by 2025 (Nike, 2026). This effort is an extension of Nike's commitment to using innovation to inspire athletes and protect the planet.
Social responsibility is an area where Nike has actively worked on social justice issues, for example, its Colin Kaepernick ad “Believe in Something” highlighted its brand as a progressive and inclusive company (Forbes, 2026). Over the past five years, 2020-2025, the Jordan Wings Program has dedicated $100M to scholarships and community development, which comes in line with Nike's overall goal of empowering young people through education and sport (Nike, 2026).
Additionally, Nike has been criticized in the past regarding the working conditions, but a recent audit found that 95% of Nike's world-wide workforce in 2026 met the global standards of labor (fairlabor, 2026). As mentioned by Ming et al. (2022), this alignment is critical to CSR not being a tangential exercise but being part of Nike's operations and strategies. These initiatives build brand loyalty, reduce risk of reputation damage, and are tied to greater long-term profitability. Also, in the U.S. market, these CSR efforts help build Nike's credibility with regulators and communities by making the company's sustainability and social justice efforts not only world-centric goals, but nearby expectations. Incorporating CSR into their business model, Nike Air Jordan shows a strong belief that responsible practices can have a direct impact on the competitive advantage, especially in a market where consumers are paying more attention to transparency and ethical behaviour.
[bookmark: _Toc237280641]3.2 Balanced Scorecard Analysis
The Balanced Scorecard by Kaplan and Norton has four perspectives to assess Nike Air Jordan's performance such as Financial perspective, Customer perspective, Internal Business Processes perspective, and Learning and Growth perspective.
Financial Perspective
· Objective: Maintain and grow revenue and profitability.
· KPIs: Annual revenue, gross margin, direct-to-consumer sales share.
· Targets: Revenue of $8B by FY27, Gross margin of above 44%, and DTC at 60%.
· Initiatives: Grow women's and kids' markets, explore digital collectibles and develop pricing.
Financial performance is still robust, Jordan's contribution being $7.27B for FY2025 (Statista, 2026). Vulnerability was shown in 2025, when the inflation and saturation of the market led to a 16% decrease. The financial aspect will have a big impact, because Nike's growth of revenue directly supports its leadership around the world.
Customer Perspective
· Objective: Nowadays, because customers are extremely sensitive to quality, the first objective is to boost customer loyalty and inclusiveness (Li, 2022).
· KPIs: Customer satisfaction ratings, repeat purchase rates, app engagement metrics.
· Targets: 85% of customers to be happy with SNKRS, 20% higher annual SNKRS app engagement and 50M loyalty program users by the end of 2027.
· Initiatives: Using AI for personalized shopping, diversifying product lines, and marketing campaigns based on the local community.
However, high pricing makes it inaccessible. The customer perspective is moderate to high impact and inclusivity and personalisation are essential to ensure continued customer loyalty amongst the younger generation.
Internal Business Processes Perspective
· Objective: Build a more resilient and innovative supply chain.
· KPIs: Production times, adherence rates, innovations produced.
· Targets: By 2027, targets are planned to be met, including reducing lead times by 15%, delivering 100% labour compliance and providing 10 new innovation platforms per year.
· Initiatives: Diverse manufacturing centres, invest in AI‑based demand forecasting, expand sustainable material.
Nike's LeBron James Innovation Centre, for its part, delivered 15-20 platforms every year to further cement its leadership. Diversifying supplies throughout the Vietnam, Indonesia and India supply chain reduces geopolitical risk. According to Lin et al. (2022), this viewpoint is one that has a significant impact since operational efficiency directly relates to profitability and brand reputation.
Learning and Growth Perspective
· Objective: Promote employee learning and digitalization.
· KPIs: Employee training hrs, R&D investment, Digital adoption rates.
· Targets: 50 training hours per employee each year, $2B+ R&D investment and 90% operations digital adoption by 2027.
· Initiatives: Increase digital training programs, use AI in product design to improve employee engagement in diversity programs.
By 2026, Nike had allocated $2.1B per year to AI, promoting personalization and innovation. The retention rate increased by 12% with employee engagement programs from 2023–26 (AI invest, 2026). The learning and growth aspect has moderate influence since long-term innovation is based on learning and growth, which need constant investment.
Through Nike Air Jordan's CSR strategy, it comes to light that the company is putting sustainability, social justice and innovation on par with its core business objectives.       When studying the CSR strategy and Balanced Scorecard analysis of Nike Air Jordan, it becomes clear that the brand places sustainability, social justice and innovation alongside its core business goals. CSR programmes, including Move to Zero and the Jordan Wings Program, have a great impact and reinforce the brand loyalty and consumer expectations. Overall, the SWOT analysis shows that while Nike Air Jordan has its own strengths and opportunities, it also faces some weaknesses and threats, which will need to be addressed in order to ensure the brand's future growth and success. According to Rachmawati et al. (2023), Sustainability, Digital innovation and Market diversification will be the three elements to address external risk and capitalize on new opportunities.
As per the Balanced Scorecard, Financial and Internal processes have a high impact, and Customer and Learning perspectives have a moderate to high impact. Ultimately, Air Jordan's all-encompassing strategy underscores the importance of building a competitive advantage other than financial, such as responsible practices, innovation, and customer engagement. The role will assist the brand to further build its resilience against external factors, and will be instrumental in the long‑term growth of the brand in the global athletic footwear category. 
[bookmark: _Toc237280642]4. Strategic Choices and Implementation
[bookmark: _Toc237280643]4.1 Business‑Level Strategic Choices
Nike Air Jordan is a high-end player in the athletic footwear and apparel business and strategic decisions at the business level are important in the process of maintaining competitive advantage. As learnt from the study of Bhat et al. (2024), Porter's generic strategies suggest two approaches such as cost leadership and differentiation. The opposite approach for Air Jordan, however, has been differentiation in terms of athlete-driven, limited releases, digital innovation and sustainability. The approach allows the brand to charge more for the goods while ensuring a loyal customer base, which is consistent with Nike's mission of inspiring athletes through innovation (Stiller, 2023). The PESTEL analysis of Nike Air Jordan shows that political tariffs, economic downturn, technological disruption, and environmental sustainability requirements have the highest impact. The social and legal factors have moderate impacts, and the others are political tariffs, economic downturn, technological disruption, and environmental sustainability requirements. It will be the brand's capability to harness AI, sustainability, and cultural storytelling that will shape its success over the next few years up to 2026–2030.
The VRIO analysis reinforces the fact that Nike Air Jordan's resources are valuable, rare, inimitable and organized, thus providing them with a sustained competitive advantage. Brand equity, athlete endorsements and innovation pipelines are the most important, and have high impact on business performance. Therefore, to conclude, Air Jordan's VRIO analysis shows that this brand has a great competitive advantage, which is based on intangible assets of the brand such as culture and technology.
[bookmark: _Toc237280644]4.2 Porter’s Five Forces Analysis
Porter's Five Forces framework can be used to gain insights into the competitive environment of Air Jordan. High capital investments, brand loyalty, and intellectual property protection are making entry high and make the threat of new entrants low. Nike is largely dependent on outsourcing its manufacturing in Vietnam and Indonesia, thus raising the geopolitical risk and labour conflict in these countries and reducing the bargaining power of suppliers (SEC, 2026). Bargaining power is high as well, especially for GenZ who want to be included and sustainable. Additionally, it would easily be tempted to go elsewhere to other brands such as Adidas or Anta if not offered. Moderate: Lifestyle sneakers from fashion houses are a threat to market share. 
Last, there is a high level of competition in the shoes market, with brands such as Adidas, Puma and Under Armour who are fighting hard for the top spot, and Adidas Yeezy having a total of $1.8 billion in revenue in 2023, just prior to the end of its contract (The Fashion Law, 2026). This analysis justifies the differentiation of Air Jordan through innovation and cultural relevance as the most promising mode of differentiation.
[bookmark: _Toc237280645]4.3 Ansoff’s Matrix Growth Options
Ansoff's Matrix offers additional analysis of possible growth opportunities. In this case, to gain market penetration, the Nike SNKRS app and Nike.com should be leveraged as means to boost the loyalty of consumers and drive repeat sales. Product development can be used to extend the range of sustainable products, such as eco-friendly shoes and smart shoes equipped with embedded sensors. Emerging markets like China and Latin America are compellingly attractive for market development, as the sneaker market in these countries is expected to grow to $19 billion by 2027 (Che-Wei, 2022). One way to diversify is to explore into digital collectibles and performance analytics subscriptions, generating additional revenue streams outside of footwear. As stated by Aditiya and Kirana (2025), the product development and market development fit best into Air Jordan's mission and consumer trends, since they encompass sustainability, innovation and geographic expansion.
[bookmark: _Toc237280646]4.4 Recommended Strategy
Differentiation via sustainable innovation and digital transformation is the most suitable approach for Air Jordan. This includes growing its eco-friendly product offerings in the “Move to Zero” program, as well as the use of artificial intelligence to make customer experiences even more personal, and increasing its cultural relevance by connecting with athletes and collaborating with others in the kids' and women's space, where it is expected to generate $1.2 billion in revenue by 2027 (The Guardian, 2026). This approach is best suited to offer consumers what they expect, to maintain the premium price, to reinforce the brand value.
[bookmark: _Toc237280647]4.5 Implementation Challenges and Solutions
While differentiation has many merits, some issues need to be noted. Although this is a premium product, it is not widely available with average retail prices ranging between $200 and $250 per pair, especially in times of inflation (SEC, 2026). It can be overcome by increasing the pricing tiers, offering entry-level sustainable sneakers to expand the market. The company is also subject to risks with its supply chains, as Vietnam, home to 155 factories and 500,000 workers, is a hotbed of tariffs and labour disputes. This diversification into India and Indonesia, along with near-shoring, would lower the geopolitical risk. The sale of counterfeited sneakers cost their maker Nike $1.2 billion each year and take away exclusivity and brand equity (SEC, 2026). 
Social responsibility is an area where Nike has actively worked on social justice issues, for example, its Colin Kaepernick ad “Believe in Something” highlighted its brand as a progressive and inclusive company (Forbes, 2026). According to Amer et al. (2025), enhancing authentication technologies in the digital realm and enforcing IP rights are required answers. Clear responsibilities and timelines are needed for implementation in the US market. The US marketing team must be responsible for the growth of Nike's CSR efforts and it needs to be measurable, for example, a 20% rise in engagement with the Nike SNKERS app by FY27. Within three years, supply chain diversification to India must reach 30% of the current share, and decrease the Vietnam dependency. Monitor progress every three months to make sure it is feasible and measurable.
[bookmark: _Toc237280648]4.6 SAFe Framework Validation
[bookmark: _Toc237280649]This strategy can be validated for suitability, acceptability and feasibility using the SAFe framework. It is clear that it is suitable, in line with Nike's mission and industry trends. The strategy is attractive to targeted consumer groups as they are willing to pay more for exclusivity, sustainability and personalisation. As stated by Köhler et al. (2023), the financial resources are backed by Nike's strong financial position which will allow them to implement the strategy into action. 

5. Reflective Account
[bookmark: _Toc237280650]5.1 Concrete Experience
I undertook a formal, systematic research, analysis and writing process in the preparation of this assignment. The experience included the application of several frameworks such as PESTEL, VRIO, SWOT, CSR, the Balanced Scorecard, Porter's Five Forces, Ansoff's Matrix and the SAFe framework. I also leveraged Microsoft Copilot to proofread text, organize arguments, and polish academic text, ensuring that the product was my own. Academic theory and its applications gave me a complete understanding of strategic management in a practical environment.
[bookmark: _Toc237280651]5.2 Reflective Observation
Looking back on the experience, I noticed the use of several frameworks was both difficult and fruitful. Initially, I was not sure how to link external and internal analysis with CSR and strategy in a logical way. As I went along, however, I found that each of the frameworks reinforced the other and gave a whole picture of the organisation. For instance, the external forces such as tariffs, sustainability were identified under PESTEL and the internal strengths and weaknesses by VRIO, SWOT. I also noticed that CSR is not a separate program, but is embedded in the business goals, so it is very important to have sustainability and social justice in strategic management.
[bookmark: _Toc237280652]5.3 Abstract Conceptualisation
This experience gave me a better conceptual understanding on strategic management. I came to understand that the concepts such as Porter's Five Forces and Ansoff's Matrix are not abstract concepts but are frameworks that can be used by organisations to assess competitive environments and growth opportunities. The Balanced Scorecard also illustrated the link between financial and non‑financial measures to evaluate performance (Teng and Yue, 2023). Kolb's model itself reinforced the need to go from experience to reflection, to conceptualization, to experimentation (Al-Hosaini et al., 2023). I envisioned that strategy would need to be differentiated and innovative, backed by CSR activity that would boost brand loyalty and reduce reputational risk.
[bookmark: _Toc237280653]5.4 Active Experimentation
After developing and learning from using several frameworks, I tried to use theory and practical data in my writing. I structured the assignment to make it logical and cohesive, presenting it in a clear and concise way for the academic flow. I've also included the most recent of the references from the 2022-2026 period to show that I am up to date with the latest research and engaged with current scholarship. As far as style, I focused on writing academic prose that is concise, without repetition, and keeping within the word count. Through this experimentation, I developed my critical analysis skills in evaluating strategic decisions and in giving feasible recommendations. It also boosted my confidence in applying reflective models in structuring learning activities like Kolb's learning cycle. Moreover, I explored the possibility of incorporating sustainability and CSR in the analysis and thus brought my theories into the light of current topics like environmental responsibility and inclusivity. This strengthened the need for adapting frameworks to contemporary challenges and deepened my understanding on how to be able to apply theory in practice.
[bookmark: _Toc237280654]5.5 Conclusion
I can make the conclusion that my ability to use the strategic management frameworks has definitely improved after going through the reflective exercise. I have discovered that external and internal analyses are complementary to provide a holistic perspective on an organisation and CSR is at the heart of competitiveness in the medium to long term. I also understand the importance of academic writing in line with professional standards as well as proper referencing, logical argumentation and critical evaluation. Reflection has taught me that it's not just about reflecting on actions, it's about creating insights that can help guide strategic decisions in the future. In all, this assignment has helped me improve my analytical, organizational and academic writing skills, which will be beneficial in future postgraduate studies.
[bookmark: _Toc237280655]5.6 Action Plan
In the future, I will continue to develop my ability to engage with academic texts by making more use of peer-reviewed journals and empirical studies which will enable me to ensure that my future assignments are based on solid evidence. I also plan to use strategic frameworks in various industries so that my analytical skills will be expanded and adaptability will be enhanced. As a student, I will further develop my skills of analysing and combining information into clear and coherent academic writing. 
I will also apply reflective models in my academic curriculum and other professional settings, including Kolb's cycle, to improve my ability to reflect and continuously develop myself as a learner. Beyond this, I want to be more proactive in asking for feedback from my peers and lecturers so that I can develop my analytical skills and improve my ability to apply more complex frameworks with confidence; constructive feedback will be useful for developing analytical skills and improve my ability to apply more complex frameworks with confidence. This plan will help me to continue my learning in a progressive, evidence based and demand driven manner for strategic management practice.
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