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[bookmark: _Toc227781644]Section 1
[bookmark: _Toc227781645]1. Organisational Context and Overview 
[bookmark: _Toc227781646]1.1 Introduction to Spotify
Spotify, an audio streaming platform founded by Daniel Ek and Martin Lorentzon in 2006 in Sweden has grown to the leading audio streaming platform globally. The company reported having more than 675 million monthly active users (MAUs), about 263 million premium subscribers, as of the beginning of 2026, having increased at a growth rate of about 12-15% per year. Spotify has very high global penetration and scalability through working in over 180 markets (AmpVortex admin, 2026).
[bookmark: _Toc227781647]1.2 Historical Development
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Figure 1: Spotify Growth Timeline
(Source: Counselab, 2025)
Spotify became public in 2008 and was the first streaming music to utilize the freemium model. Its IPO in the New York Stock Exchange in 2018 was a great milestone. Spotify has purchased over a billion podcasts and content, planning into podcasts and audiobooks by 202025. By 2025-26, podcast listening will make up a big share of user activity, and it will have confirmed its transition to a more general audio platform (Counselab, 2025).
[bookmark: _Toc227781648]1.3 Mission, Vision, and Core Values
Spotify’s mission, “to unlock the potential of human creativity,” underpins its strategic focus on creators and listeners. The vision of its focus is to be the best audio platform in the world. The culture of innovation that the firm has deployed is using data analytics and AI to improve user experience and competitiveness (MatrixBCG Team, 2026).
[bookmark: _Toc227781649]1.4 Business Model
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Figure 2: Spotify’s Annual Revenue Segmentwise
(Source: Statista, 2025)
Spotify offers both free services with ads, as well as a premium subscription level. It generates more than 85% of its yearly revenue of subscriptions (totaling it to over 17 billion euros) and the rest is advertising revenue in 2025. Its ecosystem includes music, podcasts, and audiobooks, earning it different types of income (Statista, 2025).
[bookmark: _Toc227781650]1.5 Industry Overview
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Figure 3: Digital Music market
(Source: Mordor Intelligence, 2025)
Digital transformation and the use of smartphones led to the music streaming industry to become a multi-billion industry in the world, reaching over $36.27 billion in 2025. The music industry in the whole world has surpassed over 65% of the music industry recorded revenue in streaming; and this embodies structural changes in the music industry (Mordor Intelligence, 2025).
[bookmark: _Toc227781651]1.6 Competitive Landscape and Market Position
	Platform
	Subscribers (approx.)
	Key Strength
	Market Position

	Spotify
	263 million
	Personalization, global reach
	Market leader (~30-32%) (Chu, 2026)

	Apple Music
	90-100 million
	Ecosystem integration
	Premium-focused

	Amazon Music
	80-85 million (Business of Apps, 2026)
	Bundling with Prime
	Value-driven

	YouTube Music
	100+ million
	Video + music integration
	Rapid growth


Table 1: Competitor Analysis
(Source: Self Created)
[bookmark: _heading=h.pydol9jdn7rt][bookmark: _Toc227781652]2. External and Internal Environment Analysis 
[bookmark: _Toc227781653]2.1 External Environment Analysis (PESTEL Framework)
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Figure 4: Operating Market of Spotify
(Source: Dolgin, 2025)
Political Factors: In the case of Spotify, copyright regulations and licensing are extremely influenced by political practices. With more than 180 markets operated, the company allocates almost three-quarters of its revenues to the right owners, which indicates that the firm significantly relies on intellectual property frameworks in terms of regulations (Dolgin, 2025). 
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Figure 5: Spotify Quarterly highlights
(Source: Spotify.com, 2026)
Economic Factors: The growth in subscriptions is directly dependent on the economic conditions, and by 2025, Spotify will have achieved a total of €17.1 billion in revenue and around 4.5 billion quarterly revenue by Q4 2025. Yet it must be affordable and considering that in the new markets, over 60 percent of consumers utilize the ad-supported services, it must be affordable. It also has the problem of profitability as currency movements follow as Spotify expands internationally and inflation pressures in other markets have led to an increment in prices of subscriptions (Spotify.com, 2026).  
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Figure 6: Spotify MAU
(Source: Davies, 2026)
Social Factors: The behaviour of the consumers is changing rapidly, as Spotify boasts 751 million MAUs and almost a third of the consumers will be listening to podcasts on a regular basis in 2025 . The shift to a more individualized and on command consumption of content is emphasized by gen Z users, 44% of whom listen to music using algorithmic playlists (Davies, 2026).
Technological Factors: The competitive edge of Spotify is its recommendation and big data analytics that is delivered on the platform powered with AI and supporting over 100 million tracks and 7 million podcasts globally. The constant expansion of the platform enables handling hundreds of millions of users and retaining them (Spotify, 2025).
Environmental Factors: Streaming carbon footprint is now the issue of concern and Spotify has taken sustainability measures in line to the global ESG requirements but there are still figures given to consider when it comes to emissions.
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Figure 7: Spotify 11B+ Royalities 
(Source: Peterson, 2026)
Legal Factors: There are legal problems on continuing claims of artists' remuneration yet Spotify has given over 11 billion to the music industry in 2025 on its own. It has been and still is the core of the operations and strategic risk of the company, the royalty structures and intellectual property laws (Peterson, 2026).
[bookmark: _Toc227781654]2.2 Critical Success Factors and Strategic Challenges
[bookmark: _Toc227781655]2.2.1 Critical Success Factors
In the case of Spotify, critical success is based on its alignment to the outside PESTEL forces. Licensing agreements and compliance with international copyright laws should be robust politically and legally because much of the revenues go the way of owners of rights. On the economic front, it uses a freemium model to assist it in the acquisition of users and transformation of premiums in different markets. On the social front, adapting to the changes in listening behaviors, in particular the increase in podcasts and personalized information enhances user engagement (Khanom, 2023). With AI algorithms and data analytics, which are at the state of the technology and, therefore, enable the personalisation of the option on a massive scale, the competitive advantage is constructed. Environmental responsiveness is also an addition to brand legitimacy (Climent, Haftor and Staniewski, 2024).
[bookmark: _Toc227781656]2.2.2 Strategic Challenges
Nonetheless, considerable obstacles still exist. The royalty payments are high, making the profitability to reduce; the shift in regulations increases the difficulty in operations. Economic forces such as inflation and exchange rates affect pricing strategies due to their impact on growth. Competition among various social media has aggravated the problems of user retention (Spotify, 2025b). The continuous investment on technologies adds to costs and continuing fumbling records on legal matters on paying artists also constrain long term strategic choices of Spotify.


[bookmark: _Toc227781657]2.3 Internal Environment Analysis
[bookmark: _Toc227781658]2.3.1 Key Resources
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Figure 8: Spotify Revenue Generation
(Source: Peterson, 2026)
Spotify boasts a strong technological base, which can support over 675 million monthly active users and the potential of over 263 million premium users by the year 2026. The platform also has a great amount of content with more than 100 million tracks and 7 million podcast titles (Peterson, 2026). The good name of the brand is one of the most important intangible assets, and in terms of the best audio streaming services in the world, which has about 30-32% market share, Spotify always occupies the first place. The fact that its large data ecosystem is developed based on billions of streams every day provides high-level behavioural insights. One more advantage of Spotify is its human resources that include one thousand engineers and data scientists producing ceaseless innovativeness and improvement of the system (Dallos et al., 2025).
[bookmark: _Toc227781659]2.3.2 Capabilities
The firm can best be explained as centering core competencies on its advanced algorithms that execute the respective suggestions such as personalized playlists, and that explains significant user listening, once again. Its curation platform of content is a mix of human and AI, which makes it versatile and diversified. It is also strong in innovating its platform, as evidenced in launching podcasts and audiobooks, where the company intends to make podcasts the core product, with the consumption of 30% of its users consuming podcasts in 2025-26 (Elad, 2025).
[bookmark: _Toc227781660]2.3.3 Core Competencies
The most important core competency at Spotify is personalisation, and these capabilities such as Discover Weekly and artificial intelligence playlists are useful in keeping and entertaining the customers. Together with the use of data-driven user engagement strategies, these capabilities are what facilitate long session times and in low churn rates, applications to the sustainable competitive advantage of Spotify in the global streaming market (Mokoena and Obagbuwa, 2025).
[bookmark: _Toc227781661]2.4 VRIO Framework Analysis
	Resource / Capability
	Value
	Rarity
	Imitability
	Organisation
	Competitive Implication

	AI-driven recommendation algorithms
	Yes - enhances user experience and retention across 675M+ users (Majumder, 2025)
	Yes - highly advanced and refined through years of data
	Difficult - requires large-scale data and continuous learning
	Yes - fully integrated into platform strategy
	Sustained competitive advantage

	Extensive user data and analytics
	Yes - supports personalisation and targeted advertising
	Yes - derived from billions of streams daily
	Difficult - competitors lack equivalent data depth
	Yes - leveraged effectively through AI systems
	Sustained competitive advantage

	Brand reputation and market leadership (~30-32% share)
	Yes - attracts users and partners globally
	Moderately - strong but competitors have brand power (IESE Insight, 2025)
	Moderate - brand equity takes time to build
	Yes - supported by marketing and product quality
	Temporary competitive advantage

	Freemium business model
	Yes - drives user acquisition and conversion
	No - widely adopted across industry
	Easy - competitors can replicate
	Yes - well-structured and scalable (Suganthi, 2025)
	Competitive parity

	Content library (100M+ tracks, 7M+ podcasts)
	Yes - essential for user satisfaction (Patov, 2026)
	No - similar across competitors due to licensing
	Easy - licensing agreements accessible to rivals
	Yes - efficiently managed globally
	Competitive parity


Table 2: VRIO Analysis
(Source: Self Created)
Based on data-driven competitive advantage and AI-driven personalisation, the VRIO analysis of Spotify shows that the company was able to maintain its competitive edge, as these factors are highly valuable and difficult to imitate, considering their scale and learning curves. One of the core resources, though, such as content libraries and the freemium model, merely provide their competitors with a fair share, and Apple Music can follow it. Though short-term benefits are seen in brand strength and diversification in minute podcasts, it is vulnerable to any form of competition and the high investment cost (MOI Global, 2025). Importantly, the heavy reliance on licensed content restricts control and impacts the capacity of Spotify to maximize its benefits of internal strength into prolonged profitability and strategic autonomy. 
[bookmark: _Toc227781662]2.5 Internal Strengths and Competitive Advantage
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Figure 9: Spotify Active Users
(Source: Tafradzhiyski, 2025)
Strengths: The company develops a competitive advantage in the market which is acquired by Spotify by using the strengths of data, scale and early entries. With over 675 million monthly active users by 2026, the platform will lead to very large volumes of behavioural data, which can be used to produce highly accurate recommendations due to AI and targeted advertising. This data ecosystem boosts the effectiveness of user-engagement and monetisation (Yang and Kwon, 2024). Network effects further enhance this advantage since the more users there are the more artists and content in the shape of a catalogue of more than 100 million songs and 7 million podcasts (Tafradzhiyski, 2025). Also, the first-mover advantage of Spotify since 2008 has enabled the company to attain about 30-32% market share around the world by 2025-26 keeping the competition at bay like Apple Music. Personalisation, as exemplified by Discover Weekly, which is at the core of more than 30% of streams, significantly increases retention and creates a competitive advantage in the long run (PESTEL Analysis Team, 2025).
Weaknesses: These are limited to structural constraints. Extensive use of licensed content lowers strategic control and high royalty payments that are more than 65% of revenue inhibit profitability. This dependence impairs the ability of the firm to fully convert its own resources into the long run economic gain (Doran, Thomson and Webster, 2024).


[bookmark: _Toc227781663]3. CSR and Sustainability Objectives 
[bookmark: _Toc227781664]3.1 Overview of CSR Strategy
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Figure 10: Spotify Artist Payment
(Source: Storyboard18, 2026)
Spotify follows a Creator-centric and responsible content distribution CSR strategy. The site has put a policy in place that they will act on the harmful or misleading information, but not interfere with the freedom of expression. On the part of assisting artists, Spotify had invested over $11 billion on rights holders in 2025, which was reflective of their input as a significant contributor to the music ecosystem in terms of revenue. Other services such as analytics of creators and promoted features also enable creators to reach people worldwide and succeed in monetising their efforts (Storyboard18, 2026).
[bookmark: _Toc227781665]3.2 Sustainability Initiatives
Spotify has increased its environmental sustainability framework, such as the Spotify Sustainability Program and the company has been identified to be net-zero by 2030. An additional one purported by the company was a reduction of at least 20% of the intensity of its operational emissions in the years of 2021 and 2025 which was largely due to cloud optimisation (Greenly, 2025). By partnering with technology providers like Google Cloud, Spotify services more than 675 million users worldwide by making its streaming infrastructure more efficient in energy consumption, and decreasing the carbon intensity per stream.
[bookmark: _Toc227781666]3.3 Alignment with Business Objectives
CSR efforts to aid the company in improving brand differentiation and building trust in the stakeholders assist in strengthening the strategic positioning of Spotify. Corporate reputation increases the ethical practices and sustainability promises, and platform loyalty is improved through artist-oriented methods (Li et al., 2023). In total, all these activities evaluate into long-term value creation in the form of balanced economic performance and social and environmental responsibility.


[bookmark: _Toc227781667]4. Comprehensive and Holistic View: Balanced Scorecard 
[bookmark: _Toc227781668]4.1 Overview of the framework
The Balanced Scorecard of Spotify shows that the company has four supporting priorities to gain better financial sustainability over high royalty rates, enhance user experience through personalisation, stay resilient and scalable infrastructure and encourage a culture of innovation. These views combined can be seen as embodying the business strategy of Spotify capitalizing on technology and data to pursue growth in premiums, decrease the churn, and provide the company with a long-term competitive edge in the worldwide streaming industry (Kaplan and Norton,1992).
[bookmark: _Toc227781669]4.2 Financial Perspective
Objectives
The financial objective of the Spotify Company is to continue the growth in the revenues and improve the profitability of an expensive streaming market. Although the company might be earning about 15-17 billion in revenue in 2025 with royalty payments amounting to more than 65% of the revenue; the balance between scale versus cost-effectiveness and long-term financial sustainability is a must (ET BrandEquity, 2026).
KPIs
Significant ones include the growth of subscriber numbers, percentage of premium subscribers, and the average Revenue Per User (ARPU). By 2026, Spotify had enhanced its monthly active users (already over 675 million) and premium subscribers (already over 260 million), and subscriptions had become a majority of income (more than 85%).
Targets & Initiatives
Targets are aimed at obtaining higher premium penetration and enhancements of ARPU by price optimization. Some of these include tiered and geographic pricing with the investment in exclusive content as a way of diversifying revenue other than music.


[bookmark: _Toc227781670]4.3 Customer Perspective
Objectives
Spotify aims at maximising customer satisfaction, customer retention and engagement through delivering a personalised and listening experience that is continuous to all categories of users.
KPIs
Listening time, frequency of sessions, and churn rate are some of the fundamentals in the indicators. Algorithms recommendations are important as they attract over 30% of all streams which means that a high number of customers are interested in the site (Chowdhury, 2025). 
Targets & Initiatives
Some of the targets are the reduction of churn and additional engagement particularly in the emerging markets where growth potential exists. Resolutions are AI constructions, such as Discover Weekly and Daily Mix, content that companies make exclusively, or continual interface improvements to improve the overall user experience (Alexios Kaponis, Manolis Maragoudakis and Konstantinos Chrysanthos Sofianos, 2025).
[bookmark: _Toc227781671]4.4 Internal Business Processes Perspective
Objectives
The Business Processes objectives of the firm revolve around operational efficiency, scalability of infrastructure and continuous innovation that will contribute to maintaining the large scale global business operation which encompasses more than 180 markets (IFSA LSR, 2025).
KPIs
The major metrics include uptime on the platform that is constantly above 99.9%, content delivery speed and platform system reliability in its collection of over 100 million songs and 7 million podcasts.
Targets & Initiatives
Targets are targets that aim to obtain high quality and streaming large scale. They have implemented cloud infrastructure optimisation programs, improvement of recommendation algorithms, and more content moderation to ensure services delivery and operations are of quality and resilience.
[bookmark: _Toc227781672]4.5 Learning and Growth Perspective
Objectives
Two of the pillars of sustainable competitive advantage on which Spotify concentrates in its long-term streaming strategy, to remain a competitive player in the industry will be the development of employees and an innovation-driven culture (Spotify, 2022).
KPIs
The indicators that are relevant are the size of the investment in R&D, the scores of employee engagement, and innovation output - specifically the development of new capabilities in artificial intelligence and machine learning.
Targets & Initiatives
The goals are to strengthen the technical capabilities and remain at the forefront of personalisation technology. These are on-the job training programmes, cross-functional working, and heavy and continuous investments in AI and data analytics to aid future strategic expansion.


[bookmark: _Toc227781673]5. Strategic Choices and Implementation 
The differentiation strategies as included are diversification and internationalization strategies which have been applied to enable Spotify sustain growth. The multi-format content ecosystem and personalisation feature create enduring competitive advantages and the internationalisation aspect leads to user scale. Success of the strategy will be realised because it will have overcome the current tension that prevails between high investment requirements and the immediate need to realise greater profitability.
[bookmark: _Toc227781674]5.1 Business-Level Strategy
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Figure 11: Spotify Premium Subscribers
(Source: Tafradzhiyski, 2025)
Spotify has an effective differentiation policy that is pegged on personalisation, content mix and excellent user experience. This strategy worked best because the platform boasted of more than 675 million monthly active users and 260 million premium subscribers in 2026. Its AI-powered recommendation engine conveys more than 30% of all the listening activity while offering high switching costs and a cohort of long-term users. 
Cost leadership is structurally unsustainable with royalty payments more than 65% of revenue. Spotify, in comparison to the Apple Music, which is based on ecosystem lock-in, distinguished by cross-diversity and data-rich experiences, with a market share of about 30-32%, purposely global (Tafradzhiyski, 2025).
[bookmark: _Toc227781675]5.2 Corporate-Level Strategy
Spotify has been undertaking strategic diversification and internationalization in the business front as a means of failing to rely on the music streaming revenues. Investments in the podcasting industry exceeding $1 billion have spawned over 7 million episodes so far as of 2025-26 with podcast listening or listening, a rising percentage of all activity on the platform. Access to audiobook marketplace enhances the larger audio ecosystem of Spotify (Stupples, 2025). Its presence in the global market is more than 180 countries and it has experienced tremendous growth in user numbers in Asia, Latin America and Africa. Though the monetisation levels in these areas are still low as compared to those of the developed markets, this two pronged approach of diversification of content and globalization geographically makes Spotify a truly holistic global sounding platform (Boonen, 2025).
[bookmark: _Toc227781676]5.3 Recommended Strategic Choices
Utilising Porters Generic Strategies, Spotify ought to remain focusing on differentiation in conjunction with ecosystem growth. Its personalisation capability of data and such a massive user base is a competitive edge which competitors will not be able to compete with. It will continue to engage by investing in podcasts and audiobooks to diversify the financial sources that will sustain the engagement in case of financial shock in the long term (PortersFiveForce Team, 2026). The notion of cost leadership would be paradoxical, bearing in mind that Spotify has a radically high fixed and variable cost structure.


[bookmark: _Toc227781677]5.4 Change Management and Strategic Implementation
Effectiveness of Change Management
[image: ]
Figure 12: Spotify Strategy Canvas
(Source: Sletten, 2025)
Spotify has been effective in managing change since it has been able to shift into a diversified audio platform as opposed to it being one that solely streams music. It has spent more than $1 billion on podcasting between 2020 and 2026, and created a catalogue of more than 7 million podcasts, and has driven engagement by over 675 million monthly active users (Spotify.com, 2026). The agile organisational structure and data-driven culture allowed the quick integration of novelties in different formats, and AI capabilities enhanced content discovery. This flexibility shows good strategic alignment and transformation through innovation (Maziati and Handoko Oktavianus, 2024).
Impact on Strategic Implementation
But, the effect is ambivalent. Although diversification has enhanced user engagement and differentiation, the profitability is limited as the costs of content acquisition and royalty payments are greater than 65 percent of revenues. Also, the performance of podcast investments has been worse than anticipated, which indicates difficulties with executions. Therefore, change has both improved competitive positioning, but has not completely translated into financial efficiency (Motley Fool Transcribing, 2025).


[bookmark: _Toc227781678]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc227781679]6.1 SWOT Analysis
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Figure 13: Spotify market Share
(Source: Elad, 2025a)
Strengths: Spotify enjoys a strong brand recognition and scopes where the of over 675 million monthly active users and over 260 million premium subscribers in 2026, would expose them to approximately 30-32% market share in the entire world. Its wide content base and personalisation facilities that are highly developed, enhance user loyalty and engagement (Elad, 2025a).
Weaknesses: Despite the fact that in 2025, this firm will enjoy considerable revenues of about 15-17 billion, its profitability will be low since royalty fees will comprise over 65% of the entire revenues. This constrains margin growth and puts an emphasis on reliance on third-party content makers (Richter, 2026).
Opportunities: Spotify has a high growth potential in the emerging markets and the tendency to increase digital use provided growth in the number of users. Besides, the podcasts (at least 7 million titles) are a novel source of monetisation through the advertising and exclusive content (Guo, Zhao and Zeng, 2025).
Threats: Spotify competes with websites such as Apple Music relatively intensely, and the control pressure in the form of copyright and data privacy and taxing authorities are increasing, which may contribute to the cost of conducting and reducing the strategic opportunities.
[bookmark: _Toc227781680]6.2 Evaluation Using Strategic Frameworks
Ansoff Matrix
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Figure 14: Spotify’s Share of Podcasts
(Source: Self Created using data from TFA Admin, 2025)



	Strategy
	Explanation

	Market Penetration
	Spotify takes advantage of its positions in existing markets by turning more premiums of its 675 million MAUs. As early as 2026, the company has projections of more than 260 million premium subscribers (Singh, 2025).

	Product Development
	The company is growing content with podcasts and audiobooks, with more than 7 million titles of podcasts by 2025-2026. Other aspects and inventions comprise improved times of discovery and AI mixed-playlists, which are changing user experience and retention (TFA Admin, 2025).

	Market Development
	Spotify already has more than 180 markets and is expanding into emerging markets such as Asia and Africa where the user base is growing and a new emerging way of monetising is being implemented. 

	Diversification
	Spotify is neither a music platform, nor an audio platform, but an ecosystem of audio, which includes such pieces as podcasts, audiobooks and advertising. Investments of 1 billion in podcasting reflect its dedication to minimising the dependence on music streaming revenue (PredictStreet, 2025).


Table 3: Ansoff Matrix
(Source: Self Created)
[bookmark: _Toc227781681]6.3 Recommendations
Spotify needs to prioritize some improved pricing strategies, including tiering subscriptions, and differentiation of prices to create greater profitability within the country to generate higher ARPU even though the company still has relatively low ARPU despite increasing past 260 million premium users in 2026 (Carman, 2026). The exclusive production, particularly the podcasts and audiobooks should be continued to grow on the foundation of its existing library of over 7 million podcasts, to create inventiveness and extra involvement. It must expand to new markets in Asia and Africa as both of them are key contributors to the growth in its 675 million MAUs. In addition to that, Spotify has to improve the artist relations by promoting them through increasing revenue-sharing models and promoting ways and this will reduce the use of middle men and increase the loyalty of the platform (Spotify, 2025b).


[bookmark: _Toc227781682]6.4 Justification of Recommendations
[bookmark: _heading=h.7kgj43rfh7mr]The suggestions are compatible with the Resource-Based View (RBV), as the data analytics, size of the platform, and personalisation of the Spotify are extremely valuable and uncopyable resources. Porters Competitive Advantage shows that the differentiation can be made by unique content and the enhanced user experience, which can enhance the positioning. Real-life examples such as the investments of over $1 billion by Spotify in the podcast can affirm that strategic resource investments can be used to further boost the diversification and long-term benefit of revenues.

[bookmark: _heading=h.da718l8u536f]

[bookmark: _Toc227781683]Section 2: Reflection
[bookmark: _Toc227781684]Model Overview
This reflection narrative is organized with the use of Gibbs Reflective Cycle, a theoretical framework of six steps, which includes description, feelings, evaluation, analysis, conclusion and action plan. The model advocates the formation of descriptive and analytical arguments, a reason why it would be ideal to dissect the process of researching and writing a strategic management report (Galli and New, 2022). It can enable us to critically examine the use of theoretical knowledge, the obstacles and what we can do next in the history of academic practice in a manner that is meaningful.
[bookmark: _Toc227781685]Model Analysis
1. Description
The whole process of researching and writing entailed obtaining data on academic literature, industry, and business reports, and books to carry out an overall strategic analysis. The assignment entailed the usage of multiple strategic theories of management including the PESTEL, VRIO, SWOT, the Balanced Scorecard, as well as Porters models, to appraise the performance of the organisations on the general level (O’Reilly, 2025). In order to make the report organized in a manner that not only fell within the academic norms and guidelines, but also incorporated the projections of the real world in 2025-2036, a major consideration had to be placed on logical organization, relevance and incorporation of the real world projections. A lot of research was done on the uniting of theoretical ideas and practical examples in the sense that each sector of the analysis played some significant role as opposed to standing alone (Whyte, 2021).
2. Feelings
The work was initially also complex and demanding as the range of frameworks needed and the level of critique demanded were quite extended. Some skepticism was evident in terms of picking the most pertinent data and being statistically sound, especially with the inclusion of recent data (Lin, Liu and Pham, 2023). With the advancement of research, however, there was an increasing confidence, particularly after the interrelationships between various theoretical models became evident. The analysis got more active with the emergence of particular insights and shaping of arguments. However, time limit and pressurizing requirements to correspond to the word count requirements at different stages were constant throughout the entire process (Ahmed et al., 2025).
3. Evaluation
There are a number of things in the process that were effective. The structured frameworks offered analytical guiding warrant and total coverage of the strategic posture of the organisation. The authenticity of the report and the topicality were enhanced by the availability of new and up-to-date industry information (Huynh, Nippa and Aichner, 2023). The separation of the work into certain fragments also helped to maintain a logical flow, and not to lose the focus during the analysis process.
However, there were certain challenges that were apparent. Representing statistics to ensure that it is consistent and reliable was quite a time consuming exercise more so when there were inconsistent statistics in some sources. Striking the right balance between description issue and critiques were also sometimes errors and one such common occurrence was to describe structures rather than to exercise them critically (Dibekulu, 2020). Also, to include over one non-redundant model, care was required in terms of planning and editing when drafting it.
4. Analysis
This experience was the basis on which the real essence of importance of theory-practice bridging was established. The interaction of the external environment and internal organisational capabilities in determining strategy decisions were also demonstrated with the use of frameworks such as the PESTEL and VRIO. It was also brought to light that theoretical models can never exist independently but are complementary lenses, which when combined together gives a more in-depth and holistic perspective of an organisational strategy (Larbi, Asare-Danquah and Akua, 2024).
The critical thinking came along with the assessment process of not only what strategies are followed by an organisation but the reasons why it works or why the strategies are constrained. Such an example is the fact that in analysing the competitive advantage of Spotify, it would have been important to not only take into account the fact that the company is leading in its niche as well as deal with the current restrictions of its profitability at the same time which would not have been described with ease as well (Shonubi, 2025). The activity also led to the realisation that there is a need to use evidence-based arguments where the assertions made during the analysis can be supported with the help of credible information rather than assumptions and generalisation.
5. Conclusion
This overall experience offered sufficient strategic analysis training together with academic writing. It highlighted the value of structure, conciseness and critical examination as important ingredients of quality report. The procedure improved the capacity of processing complex information, deliberate usage of theoretical formulations and logical and compelling planning of arguments. It also reaffirmed the fact that such compromises as quality and relevance are not entertained as far as data sampling aids in the creation of a valid academic product. Among the things I learnt was that to become a good strategic analyst requires breadth in addition to depth in analysis and that you need a set of perspectives besides ensuring that you stick to the strategic problems of the organisation.  
6. Action Plan
Certain physical improvements will be done in later assignments. It will allow starting the research process earlier in order to spend more time on the process of checking the data, processing it deeper and conducting extensive editing. The developed detailed outline that will be prepared initially will help to prevent redundancy and even more help to unify the frameworks in sections (Xu, Wang and Qian, 2025).
On the one hand, critical evaluation rather than description will be brought into light prominently and all the points of analysis will be outlined in a way that they contain an idea of who research is intended to be. The broader the range of academic sources, which have been looked at and the references have been perfected will contribute to rigour and credibility in future work (Naeem et al., 2023).
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