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[bookmark: _Toc227974870]Introduction
This report is a critical assessment of strategic management practices at Unilever PLC, one of the biggest multinational fast-moving consumer goods (FMCG) company, which operates in Beautiful and Wellbeing, Personal Care, Home Care, Foods and Ice Cream as shown in Figure 1. Unilever is a suitable choice since the company upholds a wide range of annual, sustainability and strategic disclosures, thus allowing the analysis of its external environment, resources, competitive positioning and strategy implementation based on evidence. In 2024, Unilever announced underlying sales growth of 4.2, turnover of 60.8 billion and a portfolio of over 400 brands, which confirms its size but reveals the complexity of strategy of managing global categories in the face of changing market dynamics (Unilever, 2025).
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[bookmark: _Toc227974923]Figure 1 About Unilever (Unilever, 2024).
Its existing Growth Action Plan focuses more on portfolio focus, increased innovation, priorities of productivity improvement and sustainability, which is a move towards narrow purpose-oriented ambition to disciplined execution and competitive performance as shown in Figure 2 (Unilever, 2025). The strategic implications of Unilever are in the tensions that influence the FMCG industry: the pressure of inflation, evolving consumer expectations, digitalisation, regulatory attention and sustainability requirements. The scholarly sources indicate that brand equity, flexible supply chains, innovation capacity and plausible sustainability incorporation have become more important in determining the competitiveness of FMCGs instead of price competition (Lawrence et al., 2018; Hu and Zeng, 2024). The case of Unilever sustainability agenda, where climate, nature, plastics and livelihoods are the key areas of focus, is thus not seen in this report as a fringe CSR operation but as a strategic strength that could be used to drive differentiation and resilience in the long run (Unilever, 2024). In accordance with this, the report uses PESTEL, VRIO, Balanced Scorecard, SWOT frameworks, Ansoff and BCG frameworks to determine whether the current strategy that Unilever uses can help it maintain competitive advantage in a turbulent global market.
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[bookmark: _Toc227974924]Figure 2 Growth Action Plan 2030 (Unilever, 2024).

[bookmark: _Toc227974871]External and Internal Environment Analysis
This part combines PESTEL and VRIO to determine how the external forces of Unilever and its internal strengths influence strategic decisions, competitive position and competitive advantage (Barney, 1991; Johnson, Scholes and Whittington, 2017).
[bookmark: _Toc227974872]PESTEL Analysis: Evaluating Critical Success Factors and Strategic Challenges
This sub-section critically analyses the impact of macro-environmental forces on the strategic decisions that Unilever makes and at the same time identifies the critical success factors and strategic challenges of the firm as shown in Table 1.
[bookmark: _Toc227974929]Table 1 PESTEL Analysis of Unilever.
	PESTEL Factor
	Strategic Impact on Unilever

	Political
	Exposure to geopolitical risk and regulatory diversity necessitates localisation and supply-chain resilience (Unilever, 2025).

	Economic
	Inflation and cost volatility require productivity, pricing strategies and margin protection (Unilever, 2025).

	Social
	Sustainability and health trends drive demand for trusted, purpose-led brands (Unilever, 2024).

	Technological
	Digitalisation and AI reshape marketing, operations and innovation processes (Hanelt et al., 2021).

	Environmental
	Climate targets and sustainability pressures require value chain transformation (Unilever, 2024).

	Legal
	Expanding regulatory frameworks increase compliance complexity and operational costs (Johnson et al., 2020).


Political factors can have a strong impact on Unilever strategy due to being exposed to regulatory fragmentation, trade barriers and geopolitical disruption as a result of operating in over 190 countries (Table 1) which means that the firm must adapt to governance and supply diversification. It builds operational resilience as a key strategic driver, and policy instability is a long-standing strategic issue that may disorient sourcing and access to markets (Teece, 2018).
The economic factors also influence the strategic decisions by Unilever, since inflation and price fluctuations of commodities directly influence the profitability of the business, the company must adopt productivity programmes and selective price adjustments (Unilever, 2025). The turnover of 60.8 billion Euros and underlying sales growth of 4.2% in 2024 are a sign of stability, but also show that balancing affordability and margin protection should be the major success factors in the company (Unilever, 2025; McKinsey, 2023). Sustained inflation is however a challenge as it raises consumer price sensitivity and restricts growth in emerging markets (Smithson, 2024).
The social aspects are significant determinants of the differentiation strategy of Unilever since the consumers are more and more demanding sustainable, ethical and health-conscious products, which supports the significance of brand trust and authenticity (Smithson, 2024). The strategic reaction to these demands through the investment in high-equity brands is reflected in the emphasis by Unilever on its Power Brands creating more than 75% of the revenue as shown in Figure 3 (Unilever, 2025). Although it boosts competitiveness, it poses a dilemma of ensuring relevancy in different cultural and economic environments (Keller and Brexendorf, 2019).
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[bookmark: _Toc227974925]Figure 3 Unilever's Focus (Unilever, 2024).
The competitive environment is transformed due to technological advances that allow making data-driven decisions, AI-based forecasting and online marketing, as these elements are essential in reacting to the swiftly evolving consumer behaviour (Hanelt et al., 2021). In the case of Unilever, digital capability is a primary source of success since it increases the pace of innovation and efficiency of operations, but it is also associated with difficulties in terms of integration complexity, investments, and developing capabilities (Hu and Zeng, 2024).
One of the most important strategic drivers is environmental pressures as climate change, resource scarcity, and sustainability expectations directly impact the activities of Unilever and its brands image (Unilever, 2024). The proactive strategic alignment of the company toward becoming net zero by 2039 and significant Scope 3 reductions by 2030 are indicative of the complexity and cost of global supply chain transformation, yet signify proactive engagement (Unilever, 2024). As a result, the credibility of sustainability becomes one of the key success factors, whereas the implementation issues and reliance on suppliers are considered critical risks (Bocken et al., 2016).
The legal considerations also add to the complexity of the strategies, as the rise in the number of ESG disclosures, the regulations of products and packaging impose a need to have a strong system of compliance and governance (Johnson et al., 2020). Although compliance capability enhances legitimacy and minimizes risk, it also turns up operational costs and reduces strategic flexibility, especially in several jurisdictions (Unilever, 2025).
In general, the PESTEL analysis indicates that brand equity, innovation capability, sustainability leadership, digital transformation and operational resilience are the key success factors at Unilever, which are directly influenced by the external pressures, and the main threats to the company are inflation, complexity of regulations, ESG expectations, and the cost of large-scale change (Teece, 2018; Unilever, 2025).
[bookmark: _Toc227974873]VRIO Analysis: Evaluating Resources, Capabilities and Competencies
This subsection evaluates Unilever’s internal environment using the VRIO framework to determine whether its key resources and capabilities provide sustained competitive advantage, as summarised in Table 2.
[bookmark: _Toc227974930]Table 2 VRIO Analysis of Unilever’s Strategic Capabilities.
	Resource / Capability
	Valuable
	Rare
	Costly to Imitate
	Organised
	Competitive Implication

	Global Brand Portfolio (Power Brands)
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Global Supply Chain & Procurement
	Yes
	No
	Moderate
	Yes
	Temporary competitive advantage

	Sustainability & ESG Capability
	Yes
	Partly
	Moderate-High
	Partly
	Potential sustained advantage

	Digital & Innovation Capability
	Yes
	Partly
	Moderate
	Increasingly
	Temporary to sustained advantage


The global brand portfolio of Unilever is the most strategically important resource since it meets all the conditions of the VRIO criteria in a balanced way, which forms the basis of long-term competitive advantage (Keller and Brexendorf, 2019; Unilever, 2025). These brands are valuable in that they can generate consumer loyalty, facilitate repeat buying and allow selective higher pricing at the cross-category level, and their rarity echoes the few competitors that have diversified and globally-known brand portfolios (Unilever, 2025). Moreover, path dependency increases the inimitability of brand equity and makes it hard to imitate by competitors since these brands are efficiently exploited based on the Unilever organisational structure, according to its Power Brands approach (Knott, 2015; Unilever, 2025).
Comparatively, the global supply chain and procurement capability of Unilever is of high value due to the fact that it enables the company to maintain the efficiency of its operations, control costs and availability of products in the global markets, but it does not create sustained advantage as it is not rare (Johnson et al., 2020; Unilever, 2025). Even though the extent and difficulty of these systems poses intermediate obstacles to imitation, which cause similar competitors to enjoy comparable capabilities, parity of competition, rather than differentiation, suggests that excellence in the supply chain is a necessary, but not sufficient factor in ensuring long-term advantage (Teece, 2018).
The sustainability and digital capabilities of Unilever have a medium strategic stance as they are both valuable and gaining in importance but are, at the same time, only partially rare and imperfectly imitable as they are adopted by the whole industry and diffused by the technology (Hanelt et al., 2021; Unilever, 2024). Their capabilities to create a sustained competitive advantage lie in their successful organisational integration, perpetual innovation and adaptation to larger strategic goals, especially in tackling such complex problems as Scope 3 emissions and digital transformation (Verhoef et al., 2021; Unilever, 2024).
On the whole, the VRIO analysis proves that the competitive advantage of Unilever that is sustained is based on the brand equity, whereas the other capabilities remain temporary, unless reconfigured and incorporated in the framework of dynamic capabilities on an on-going basis (Teece, 2018).
[bookmark: _Toc227974874]Linking Internal Strengths to Competitive Advantage
The brand equity of Unilever helps to differentiate and create consumer trust, which contributes to the repeat purchase as well as the ability to price the product at a premium, especially in products where brand reputation is essential (Keller and Brexendorf, 2019; Unilever, 2025). Its global supply chain contributes to competitiveness as it increases efficiency and resilience to enable the company to retain product availability and to deal with cost pressure when the economic landscape is volatile (Unilever, 2025; McKinsey, 2023). Sustainability capabilities also reinforce competitive advantage, increasing legitimacy, decreasing regulatory risk and facilitating innovation in line with environmental and social expectations (Unilever, 2024; Hu and Zeng, 2024). These strengths are complemented by digital and innovation capabilities that empower a quicker reaction to market shifts, increase operational efficiency and customer interaction (Hanelt et al., 2021; Verhoef et al., 2021).
Nevertheless, these benefits are not necessarily sustainable since rivals have the same resources, which means that the long-term ability of Unilever to remain competitive hinges on its ability to combine this set of capabilities into a consistent strategic framework (Johnson et al., 2020; Teece, 2018). Thus, long term competitive advantage comes as a result of active coordination of resources, capabilities and external conditions and not as a result of one capability alone (Knott, 2015; Teece, 2018).
[bookmark: _Toc227974875]CSR and Sustainability as a Strategic Capability
The CSR strategy of Unilever is strategically important since sustainability is not a separate philanthropic activity, but a part of the Growth Action Plan (Unilever, 2025). As shown in Figure 4, the company finds climate, nature, plastics and livelihoods as its four priority areas, an indication of a more focused change of the broad CSR ambition into more quantifiable business-relevant sustainability delivery (Unilever, 2024). This alignment has a commercial significance since the Power Brands of Unilever contributed over 75% of turnover in 2024, which signifies that trusted brands will continue to be at the center of growth, differentiation and consumer loyalty (Unilever, 2025). CSR thus works as a strategic capability where it enhances brand legitimacy, minimizes regulatory exposure and facilitates product, packaging and sourcing innovation (Bocken et al., 2016; Peretz and Strønen, 2024).
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[bookmark: _Toc227974926]Figure 4 Unilever's CSR strategy (Unilever, 2025).
This strategic rationale is reflected in the climate agenda that Unilever has as the company aims to achieve net zero emissions along its value chain by 2039 and achieve a 100 percent reduction in Scope 1 and 2 emissions by 2030 relative to a 2015 base year (Unilever, 2024). It is also aimed at reducing Scope 3 energy and industrial emissions by 42% and Scope 3 forest, land and agricultural inputs by 30.3% by 2030 as depicted in Figure 5, which reveals that sustainability choices have a direct impact on suppliers, logistics and agricultural inputs (Unilever, 2024). This type of commitment can build resilience since sourcing with low emissions and energy efficiency can lessen the exposure to carbon regulation and resource scarcity and criticism by stakeholders in the long-term (Teece, 2018; Unilever, 2024).
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[bookmark: _Toc227974927]Figure 5 Unilever’s climate agenda (Unilever, 2024).
Nonetheless, the CSR approach of Unilever is not without conflict since the company has scaled and amended some of the previous sustainability goals, leading to a question of whether profitability demands can erode stakeholder confidence (The Guardian, 2024). This is important since CSR only builds competitive advantage when the stakeholders believe that commitments are real and will be fulfilled on a regular basis (Bui Van et al., 2025). On the whole, the CSR of Unilever can be regarded as a conditional strategic ability: it contributes to business goals by means of brand differentiation, risk management and innovation, yet its value in the long term is conditioned by the transparency and quantifiable improvement (Unilever, 2025).
[bookmark: _Toc227974876]Holistic Strategic Performance: Balanced Scorecard
The Balanced Scorecard provides a structured mechanism to translate Unilever’s strategy into measurable outcomes by integrating financial and non-financial performance drivers, ensuring alignment between sustainability, growth and operational execution (Kaplan and Norton, 1992; Johnson et al., 2020).
[bookmark: _Toc227974931]Table 3 Balanced Scorecard for Unilever.
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Profitable, volume-led growth and margin improvement
	Turnover (€60.8bn), USG (4.2%), volume growth (2.9%), operating margin
	Sustain 3–5% USG, margin expansion
	Growth Action Plan, productivity programme

	Customer
	Strengthen brand equity and market relevance
	Power Brand growth (5.3%), market share, brand trust
	Grow Power Brands above portfolio average
	Focused investment on core brands

	Internal Processes
	Improve efficiency, innovation and sustainability
	Cost savings (€800m), emissions reduction, innovation cycle time
	€800m savings, net zero by 2039
	Supply chain optimisation, portfolio simplification

	Learning & Growth
	Enhance digital, innovation and organisational capability
	Digital adoption, employee productivity, innovation success rate
	Improve execution capability
	AI integration, organisational restructuring


Financially, the goal of profitable growth by Unilever reflects a strategic move towards volume based performance as opposed to price-based expansion as seen in 2.9% volume growth and a 4.2% underlying sales growth in 2024 (Unilever, 2025). KPIs imply a balanced emphasis on quality over the growth of revenues, and such targets as maintaining 35% of the USG means a rigorous attitude to performance management (Unilever, 2025). The dependence on productivity initiatives to help sustain the growth in the margins, however, points to a structural issue since cost efficiencies need to compensate the inflation but not at the expense of brand investments, suggesting a conflict between immediate financial goals and the ability to develop capabilities in the long term (McKinsey, 2023).
In customer terms, the goal of Unilever to increase brand equity is operationalised with the help of such KPIs as Power Brand growth that in 2024 increased to 5.3% and took more than three-quarters of the turnover (Unilever, 2025). This signifies a strategic focus on performing brands that are working with the purpose of matching customer value creation with financial results (Keller and Brexendorf, 2019). Nevertheless, it also carries strategic risk since excessive dependence on a small portfolio can diminish the benefits of diversification and exposes the company to category-specific volatility, and therefore the company must continuously innovate in its core brands (Johnson et al., 2020).
The internal process view highlights the incorporation of efficiency and sustainability, and the KPIs, including saving of the costs of 800 million euro and reducing of the emissions targets are directly connected with the operational performance (Unilever, 2024; The Guardian, 2024). Although such initiatives can be cost-competitive and comply with regulations, the magnitude of transformation needed, especially when it comes to net zero by 2039, makes execution complex, as supply chain redesign and supplier alignment are resource-intensive and hard to manage (Bocken et al., 2016).
In terms of learning and development, the emphasis of Unilever on digital capability and organisational simplification is a response to the fact that the implementation of strategies relies on dynamic capabilities, not fixed resources (Teece, 2018). The related KPIs of digital adoption and innovation effectiveness are paramount since only technological investment does not ensure the competitive advantage unless it is incorporated into organisational practices (Hanelt et al., 2021). Nonetheless, restructuring efforts such as staff cuts can undermine knowledge retention and organisational learning when poorly handled, which could limit innovation potential in the long run (Verhoeff et al., 2021).
All in all, the Balanced Scorecard demonstrates that the CSR and sustainability goals of Unilever are incorporated in the performance management, especially in the areas of internal processes and customer attitudes, yet they are not as effective as they need to be in terms of overcoming the trade-offs between financial discipline, operational transformation and capability development (Unilever, 2024; Unilever, 2025).

[bookmark: _Toc227974877]Strategic Choices and Implementation
Unilever should focus its business-level strategy on focused differentiation with productivity, as opposed to pure cost leadership, due to the fact that the most significant strength of the company is brand equity, innovation and trusted consumer relationships (Johnson, Whittington and Scholes, 2020). This is justified by its 2024 performance whereby Power Brands had over 75% of turnover and generated 5.3% underlying sales growth as opposed to group underlying sales growth of 4.2% (Unilever, 2025). Differentiation is thus a more strategic choice since brands like Dove, Knorr, Rexona and Vaseline are enabling Unilever to compete based on quality, trust, sustainability and innovation as opposed to price alone (Keller and Brexendorf, 2019). Nonetheless, cost discipline is still required due to the influence of inflation, commodity fluctuation, and competition of own label which imposes strain on margins, where productivity is a supportive requirement to differentiation as opposed to a different generic strategy (Hu and Zeng, 2024).
At the corporate level, the best strategic decision of Unilever is portfolio concentration instead of unrelated diversification, as the Growth Action Plan aims to achieve fewer stronger categories that have more growth opportunities (Unilever, 2025). The intended split of the Ice Cream business is strategically sound since the division has disparate seasonality, supply-chain demands and capital requirements than Beauty, Personal Care, Home Care and Nutrition (Reuters, 2024). According to Reuters, Ice Cream constituted about 16% of Unilever world sales, and the division was correlated with a productivity programme with about 800 million savings in three-year and touching around 7,500 office positions (Reuters, 2024). This implies that Unilever is undertaking corporate level refocusing to enhance strategic clarity, resource allocation and margin quality (Johnson, Whittington and Scholes, 2020).
The suggested strategic course of action is thus differentiated focus via Power Brands, with the assistance of digital productivity, long-lasting innovation and selective emerging-market growth (Teece, 2018). The rationale behind this option is that Unilever already has valuable brand holdings, global scale and sustainability resources, and emerging markets offer long-term volume growth prospects, should affordability and localisation issues be well addressed (Unilever, 2025). This direction should be supported by digitalisation, as it will enable quicker demand forecasting, consumer insight, innovation testing, and supply-chain optimisation, since digital transformation will create value when integrated into organisational practices rather than seen as a one-off technology implementation (Hanelt et al., 2021; Verhoef et al., 2021).
The change management at Unilever has been both tactical and not risk-averse, as restructuring is capable of enhancing performance, and it also imposes uncertainty upon staff and other stakeholders (Teece, 2018). The simplification initiative of the company shows greater strategic discipline following the criticisms that Unilever had become too complex and less performance-oriented (Reuters, 2024). Yet, organisational learning can be undermined as workforce reductions can create a knowledge retention problem, a drop in morale and innovation capacity (Verhoff et al., 2021). In general, Unilever has successfully dealt with change in the strategic rationale, yet effective implementation will require a mix between cost-saving and brand building, developing digital capabilities and the ability to execute the sustainability credibly.

[bookmark: _Toc227974878]Strategic Evaluation and Recommendations
[bookmark: _Toc227974879]Strategic Evaluation Using SWOT Analysis
This subsection evaluates Unilever’s strategic position by synthesising internal strengths and weaknesses with external opportunities and threats, as summarised in Table 4.
[bookmark: _Toc227974932]Table 4 SWOT Analysis of Unilever.
	Factor
	Description

	Strengths
	Unilever’s Power Brands account for over 75% of turnover and delivered 5.3% underlying sales growth in 2024, supporting differentiation and pricing power (Unilever, 2025).

	Weaknesses
	Portfolio complexity and uneven category performance reduce strategic focus, evidenced by the planned Ice Cream separation (Reuters, 2024).

	Opportunities
	Digital transformation, sustainability innovation and emerging markets provide opportunities for volume growth and efficiency gains (Hanelt et al., 2021; Unilever, 2025).

	Threats
	Inflation, private-label competition and ESG scrutiny create pressure on margins, execution and credibility (McKinsey, 2023; Unilever, 2024).


According to Table 4, the major strength of Unilever is its brand portfolio that facilitates differentiation, customer loyalty and pricing power across categories and strengthens its competitive position in international FMCG markets (Keller and Brexendorf, 2019; Unilever, 2025). This is justified by the fact that its turnover increased to 60.8 billion euros and underlying sales growth was 4.2 percent in 2024, which proves that robust brands remain the driving force in the performance even in the face of macroeconomic difficulties (Unilever, 2025). Nevertheless, this is also a weakness of the company because its lack of portfolio complexity diminishes strategic clarity, where it is hard to allocate resources and make decisions because it has many categories, and structural simplification is needed (Johnson, Whittington and Scholes, 2020).
Digital transformation and sustainability-based innovation opportunities are notable, since AI, e-commerce and data analytics can be applied to make better predictions, engage consumers and operate more efficiently (Hanelt et al., 2021; Verhoef et al., 2021). Moreover, long-term growth opportunities are available in the emerging markets because consumption and population are increasing, but this needs to be successful according to affordability and localisation strategies (Unilever, 2025). On the other hand, inflation and the introduction of own-label competition pose risks to pricing power and margins, and ESG questioning puts more pressure on achieving quantifiable sustainability results, especially in terms of minimizing Scope 3 emissions (McKinsey, 2023; Unilever, 2024). The SWOT analysis, in general, demonstrates that the strategy of Unilever is strong in its direction but dependent on the execution, which needs more attention and a combination of capabilities.
[bookmark: _Toc227974880]Strategic Recommendations 
The subsection will give strategic suggestions based on the SWOT analysis and justified by theory and empirical evidence.
The initial suggestion is to further differentiate Power Brands by making specific innovation as the excellent performance of Power Brands has shown that concentrated investment gives more benefits than a diversified but scattered portfolio (Unilever, 2025). This is in line with the resource-based perspective, which underlines the ability to use valuable and inimitable resources like brand equity to maintain a competitive advantage (Knott, 2015).
The second suggestion is to speed up the digitalization of the supply-chain because inflation and cost variability demand to shift the demand forecasting, inventory control and cost management to a higher level (Hanelt et al., 2021; Smithson, 2024). This would not only boost operational resilience but it would also help Unilever to achieve its productivity programme that aims at saving about 800 million in three years after restructuring the organisation (Reuters, 2024).
The third suggestion is to enhance sustainability implementation by incorporating suppliers and providing clear reports, as Scope 3 emissions are the most complicated aspect of the climate strategy at Unilever (Unilever, 2024). This would increase the credibility by boosting supplier collaboration and quantifiable improvement, decrease regulatory risk and differentiate in sustainability-focused markets (Bocken et al., 2016).
Taken together, these suggestions are indicative of the dynamic capability theory, whereby, the focus is made on the constant restructuring of resources, capabilities and processes in order to effectively respond to the environmental change (Teece, 2018).


[bookmark: _Toc227974881]Reflective Practice Using Gibbs Reflective Cycle
This reflective report utilises the reflective cycler of Gibbs to critically reflect on my learning experience in researching, analysing and developing this strategic management report, since the model allows the systematic reflection on the learning process by being descriptive, emotive, evaluative, analytical, conclusive and action plan (Gibbs, 1988). Reflective practice is especially relevant to postgraduate level because it promotes in-depth learning, critical thinking and never-ending improvement as opposed to superficial task accomplishment (Finlay, 2008; Ryan, 2013).
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[bookmark: _Toc227974928]Figure 6 Gibbs’ Reflective Cycle.
[bookmark: _Toc227974882]Description
This process started with the interpretation of the assessment brief and the realization that the report needed more than the application of strategic frameworks but also critical analysis and synthesis of theory and practice. I chose a well-documented organisation to have the ability to obtain trustworthy data and organized the report around the important analytical tools, including PESTEL, VRIO, Balanced Scorecard and SWOT. In the process of writing, I accumulated academic literature, industry reports and company disclosures, and tried to tie together each part of the company in a coherent manner where external analysis was used to inform the internal analysis, which then was used to support strategic suggestion.
[bookmark: _Toc227974883]Feelings
However, at first, I felt positive about my skills in using strategic frameworks, since I was already conversant with concepts like PESTEL and SWOT. I soon however realised that it was not the difficulty of using the frameworks per se but rather the critical application with no descriptive writing. This brought a certain ambiguity especially in the attempt to strike a balance between theory and practice. The more the report continued, the more confident I felt, as I began to grasp how to connect ideas in different sections, and it became easier to perceive the analysis as more coherent and meaningful.
[bookmark: _Toc227974884]Evaluation
One of the strongest aspects of my approach was the attempt at using a variety of academic and professional materials that enhanced the credibility of analysis. Another technique I employed to enhance the organization of the report was to make sure that one section in the report logically connected with the other. Nevertheless, one of my weaknesses was that I originally tended to write about frameworks instead of critically analyzing them. As a person, sometimes I paid excessive attention to providing the information rather than interpreting its strategic importance. This constrained how far I was able to analyze in the earlier phases of the assignment and had to be revised to reach the standards of Level 7 work.
[bookmark: _Toc227974885]Analysis
This experience underscored the fact that successful strategic analysis requires interpretation, as opposed to description, since the frameworks are not value-generating until they are utilized to produce insights and arguments. I got to know that it is crucial to pose some critical questions: how, why and with what implication instead of recognizing factors and enumerating concepts. This is in line with the argument by Ryan (2013) that reflective learning has to do with the process of shifting superficial knowledge to critical engagement. Moreover, I have learnt that it is essential to combine various frameworks since their analysis separately can result in rather disjointed conclusions. Establishing relationships with external environment, internal abilities and strategic decisions enhanced the consistency and quality of my work.
[bookmark: _Toc227974886]Conclusion
Altogether, this assignment contributed to the development of my postgraduate knowledge of strategic management analysis and postgraduate-level academic writing. I gained a better understanding of the significance of critical thinking, systematic argumentation and analysis of evidence. The process also taught me that reflection is not a process of merely describing what I did but also how my approach to it has developed and how it can be refined. This confirms the argument by Finlay (2008) that reflection ought to result in purposeful learning and professional growth as opposed to it being a mere academic practice.
[bookmark: _Toc227974887]Action Plan
When using assignments in the future, I will become more orderly and thoughtful to enhance the thoroughness of analysis and the clarity of writing. First, I will start with an elaborate planning process where I map every assessment requirement to certain theories, frameworks and evidence so that all the content is relevant in responding to the question. This will assist in not spending time describing something that is not essential and focusing on a clear analytical focus in the course of the work.
Second, I will improve my research approach by being more critical of academic sources, by looking at how it is possible to apply theories, but not merely describe them. To make sure that my arguments are well-grounded and logically constructed, I will assess the relevance and contribution of each source.
Thirdly, I will learn to write better by intentionally dividing the description and analysis so that every paragraph will have interpretation and critical analysis. I will also look over my work more often in the drafting process in order to recognize what I should do further in terms of analysis.
[bookmark: _Toc183897683]Lastly, I will incorporate reflection as I go through the assignment instead of doing it at the end, which will enable me to constantly evaluate my progress and adjust my method. The process of learning it through iteration will help me to create more coherent, analytical and high-quality work in academic tasks in the future (Teece, 2018).
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