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Executive summary

This report focuses on the strategic analysis of NEXT Plc, which is one of the renowned fashion retailers in the UK. To be more precise, this fashion retailer has a remarkable physical store presence, apart from its robust online channel. It is analysed that the consumer behaviour in the fashion industry has changed considerably in the past few years. The constant need for product changes and reduced prices have caused brands to prioritise social rivalry and identity expression. The strategic capability analysis has revealed that companies that can combine resources with innovation and efficiency of operations are able to generate sustainable long-term value. In terms of greenhouse gas emission reduction, NEXT plc has shown a good level of commitment to climate responsibility. Not only this, but this brand is analysed to have a good customer base where recent advancements in the form of digital platform have enabled them to view products, shop and get home delivery services. The strategic decision-making process in the case of NEXT Plc is aimed at competitive advantage based on differentiation, digital change, and global expansion. Lastly, the reflective account has made it possible to excel in data interpretation and critical assessment of strategic matters.
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[bookmark: _Toc223976811]Section 1: Strategic Analysis of Next Plc
[bookmark: _6bsecobbmbnf][bookmark: _Toc223976812]1. Introduction and Organisational Context
NEXT Plc is a leading fashion and home retailer in the UK with a high physical store presence and robust online channel. The company, which is a multinational retailer of clothing, footwear, accessories, and home goods, started as a tailoring firm based in Leeds. Its plan is omnichannel retailing, which entails combining the store activities with online retailing. The company functions under such divisions as NEXT Retail, NEXT Online and NEXT Finance. Efficient inventory management and customer service are provided by investing in logistics, distribution centres, and digital infrastructure. With the intensification of its digital strength and diversification of its products, NEXT Plc remains a competitive force in the dynamic fashion retail business environment around the world.
[bookmark: _md7c9g1bvbl3][bookmark: _Toc223976813]1.1 Company Overview
NEXT Plc has over 460 retail outlets in the United Kingdom and Ireland, and also has a large international web presence in over 70 countries. Indeed, the company has achieved good performance in the face of challenging economic times, as the company shows group revenues about 5.8 billion in 2024. The online sales collected over 55% of the total company revenue, which is an indicator of the digital transformation strategy adopted by the firm (Next Plc, 2025). The operational setup of the company consists of several units that include NEXT Retail, NEXT Online, and the LABEL platform that offer third-party brands by the company on its webpage. The LABEL business has been a major source of revenue since it allows the firm to expand the product range without more production costs. Besides clothing and accessories, home furnishings and lifestyle products are also sold by the company. This diversification will enable NEXT to access a wider range of consumers and still retain a good brand recognition. The organisation is also in operation of a consumer credit service called NEXT Finance. This financial service will enable the customer to buy products by paying them in instalments, which will lead to the growth of sales as well as customer loyalty.
[bookmark: _xouvhlojc533][bookmark: _Toc223976814]1.2 Mission, Vision and Business Model
The business model of the company is based on the provision of fashionable and quality products in a combination of both physical outlets and online platforms. The organisation has customer convenience, efficient logistics and product innovation as their priorities. The strategy of NEXT Plc focuses on incorporating technology in the retail business. Online platforms enable the company to keep track of the customer buying behaviour, effective inventory management, and personalised marketing. Decision-making that is based on data enhances demand forecasting and minimises operational weaknesses. Business analytics has been identified as one of the significant revenue optimisation forces in online commercial settings. Studies indicate that hi-tech analytics systems enhance price policy and accuracy of demand forecasts. The capabilities enhance the capacity of a firm to maintain a competitive advantage in e-commerce markets (Ogunmokun et al., 2025). The organisation thus integrates technological skills and retail experience to tighten its grip in the market. The long-term strategy of the company is to continuously innovate in product design and digital services.
[bookmark: _su5w99jvs5kn][bookmark: _Toc223976815]1.3 Industry Context and Market Position
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Figure 1: Size of the UK apparel market 
(Source: Grand View Research, 2025)
According to the given figure, the revenue distribution of NEXT Plc demonstrates that the percentage of revenue through online channels reached about 62%. This is much more than that of retail stores, about 32%, which indicates that the company has an effective omnichannel approach (Grand View Research, 2025). The scale of the industry is reflected in the statistics provided within the industry, which show that the UK apparel market earned about 60 billion in 2024, which is a significant amount of revenue (Statista, 2025). Fashion retail is thus a significant element of the UK economy (Fashion United, 2025). The patterns of fast fashion consumption have scaled up competition in the retail outlets since customers demand frequent product changes and reduced prices. As analysed, some of the significant causes of fashion consumption are social rivalry and identity expression, which hasten product availability in the fashion industry (Font and Font, 2025). NEXT Plc is in competition with several big retailers such as Marks and Spencer, Zara, H&M and ASOS. The pricing strategy, product innovation, and digital customer experience are the competitive measures of these companies. The analysis of the industry reveals that online retail can gain more significance as these channels are favoured by consumers who want to buy conveniently via the digital platform (Spring Fair, 2025). As per market research, the retail sales of clothing in the United Kingdom also saw an increase of about 3.5% per year from 2022 to 2024, despite the inflationary pressures (Mintel, 2025). In this context, NEXT Plc has been positioning itself as the most favourable omnichannel retailer in the UK fashion market.
[bookmark: _co9xhk2q4qin][bookmark: _Toc223976816]2. External and Internal Environment Analysis
[bookmark: _oov6ia18pd6l][bookmark: _Toc223976817]2.1 External Environment Analysis (PESTEL)
	Factor
	Key Issues
	Strategic Impact

	Political
	Trade regulations, labour laws
	Influences sourcing and supply chains

	Economic
	Inflation, consumer spending
	Affects fashion retail demand

	Social
	Sustainability awareness
	Drives demand for ethical products

	Technological
	AI, big data analytics
	Enhances decision-making and forecasting

	Environmental
	Carbon reduction pressure
	Encourages sustainable supply chains

	Legal
	Consumer protection laws
	Requires regulatory compliance


Table 1: PESTEL Factors Affecting NEXT Plc
Retail organisations are operating in complicated environments where the political, economic, technological, and environmental factors have a crucial role to play in strategic decision-making. Sourcing strategies and supply chain structure are influenced by political factors such as trade policies, tariffs and labour regulations. In the case of retailers who work across borders, the changes in regulations can raise operational expenses and require them to make certain strategic changes. Fashion retail performance is also highly dependent on economic factors. An increase in inflation and an increase in the cost of living decrease the discretionary spending on apparel products. In 2024, the clothing industry of the UK showed a total of about 60 billion in revenue, which illustrates the economic size of the business (Statista, 2025). Retailers have also been able to sustain their growth due to the expansion of their markets through digital commerce in spite of the economic challenges.
The fashion industry is also changing in terms of social trends. Consumers are demanding more and more green products and responsible production methods. Increasing environmental concern has motivated retailing companies to use sustainable production practices and responsible sourcing. Font and Font (2025) described that social identity and consumer competition are very important factors that drive fashion consumption behaviour and increase the speed of the demand cycle of products in the industry. One of the greatest sources of change in the retail industry is technological innovation. Big data analytics and artificial intelligence allow organisations to study the behaviour of consumers, predict demand, and adjust pricing policy. Such technologies reinforce the operation of the decision-making process and operational efficiency in competitive markets (Nikzat and Noorymotlagh, 2025).
Predicting analytical accuracy and planning capabilities are additional benefits gained with the integration of big data analytics and artificial intelligence systems. The insights of data enable companies to combine huge amounts of consumer data to adjust strategies (Dzreke, 2025). Fashion retailers are also influenced by environmental pressures. Governments and consumers are putting pressure on businesses to cut carbon emissions and embrace a sustainable supply chain. Shebeshe and Sharma (2025) revealed that sustainable supply chain practices can increase organisational performance and reinforce brand image in competitive industries. Corporate strategy is also influenced by legal regulations on the standards of labour, the environment and consumer rights. Companies have to follow these guidelines in order to prevent reputational risks and fines.
[bookmark: _jo6iaam3mxj][bookmark: _Toc223976818]2.2 Internal Environment Analysis
	Resource
	Strategic Importance
	Impact

	Brand reputation
	Strong UK market recognition
	Customer loyalty

	Digital platform
	Online retail infrastructure
	Global market access

	Innovation capability
	Product and service development
	Competitive advantage

	Logistics network
	Distribution centres
	Efficient product delivery


Table 2: Key Internal Resources of NEXT Plc
The operational capacity, the workforce resources, and the development of the logistics systems are the internal environment of the NEXT Plc, which helps the company to occupy its own niche in the fashion retailing business. The firm has around 50,743 workers across the world to facilitate retail operations, online trade, as well as supply chain operations in foreign markets (Next Plc, 2025). Moreover, the organisation has approximately 700 stores throughout the world, almost half a thousand of them in the United Kingdom, approximately two hundred in Europe, Asia, and the Middle East which reflect the magnitude of the retail outlets. The other critical internal strength is the wide logistics and distribution network of the company. NEXT Plc has nine distribution centres and seven warehouse operations in the UK and a global logistics centre allowing it to manage its inventory effectively and deliver products to both local and international consumers in a short time (Next Plc, 2025). The company also shows good financial results, as the revenue and net income are about 6.1 billion and 743 million in 2025, meaning that the company manages its costs and is operating well. These attributes are enhanced by the use of data-driven decision-making systems that enhance predictions and interaction with the customers. As per Nafei et al., (2025), digital service systems increase the efficiency of operations and customer satisfaction in technology-based markets. Constant innovation enhances the long-term competitiveness as well since organisations are able to adjust themselves to the fluctuating market conditions (Wang et al., 2025).
[bookmark: _4bqso9pnvw7w][bookmark: _Toc223976819]2.3 Strategic Capability Analysis (VRIO Framework)
	Resource
	Valuable
	Rare
	Difficult to Imitate
	Organisation
	Competitive Outcome

	Brand reputation
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Digital retail platform
	Yes
	Moderate
	Moderate
	Yes
	Competitive parity

	Logistics network
	Yes
	Yes
	Yes
	Yes
	Sustained advantage

	Innovation capability
	Yes
	Moderate
	Moderate
	Yes
	Competitive advantage


Table 3: VRIO Analysis of NEXT Plc
The VRIO framework assesses organisational resources in terms of value, rarity, imitability, and organisational support to ascertain whether it has the potential of giving sustainable competitive advantage. In the NEXT Plc case, there are a number of strategic resources that assist in the competitive position of the company. Among these assets is the good digital platform of the company which handles over 100 million online orders every year and this proves the magnitude of its e-commerce business and the magnitude of its value creation by the digital retail infrastructure (Next Plc, 2025). This will enable the company not only to access many international markets with the company but also to have effective inventory control. The recent advancement in digital innovation has been broadly considered as a source of competitive advantage in contemporary business settings (Huda et al., 2025). The other notable strength is the developed logistics network of NEXT Plc. With over 8 million square feet of warehouse space in the UK, the company is able to effectively store stock stocks and deliver it quickly to retail stores and online customers (Next Plc, 2025). Effective logistics systems minimise operation delays and promote good control of inventory and organisational resilience. Sustainability and operational efficiency are also the results of strategic supply chain settings (Liu et al., 2025). According to resource-based perspective, organisations exploit competitive advantage by having resources that other organisations can hardly imitate. Internal capabilities and strategic leadership are thus very important in ensuring long-term competitiveness (Atobishi and Podruzsik, 2025). 
[bookmark: _l8wwyn1ff3b3][bookmark: _Toc223976820]3. CSR and Sustainability Objectives
As the global fashion retailing business is becoming more about the environment and ethical issues, Corporate Social Responsibility (CSR) has emerged as a significant strategic theme among NEXT Plc. The company has also incorporated the sustainability programs in its corporate strategy to minimize the environmental impact and sustain profitability in the long run. The sustainability report of the company shows that the company will strive to achieve a 50% reduction in the absolute level of greenhouse gas emissions by 2030 relative to the year 2019 (Next Plc, 2025). The organisation has also been using more sustainable materials in its products, where more than 60% of cotton used by the organisation in its clothing is as a result of sustainable programmes. CSR projects can also make the company have a competitive edge in that it builds the brand reputation and increases the trust of the stakeholders. The concern that Wu et al. (2025) have is that organisations that merge innovation with plausible CSR approaches are able to gain green competitive advantages in global markets. NEXT Plc is also concerned with sustainable supply chain and responsible sourcing to reduce environmental impact to the minimum. The long-term competitiveness and operational sustainability are also supported by using renewable energy and sustainable production practices (Awamleh et al., 2025; Liu et al., 2025).
[bookmark: _u6qd49conasi][bookmark: _Toc223976821]4. Balanced Scorecard Analysis
Balanced Scorecard framework is a holistic method of assessing the performance of an organisation through four perspectives of strategy, being financial performance, customer value, internal processes and learning and growth. According to Tawse and Tabesh (2023), this model allows organisations to quantify financial and non-financial performance measures to guarantee the long-term strategic success. In the case of retail organisations like NEXT Plc, the Balanced Scorecard is used to synchronise the operations with their overall corporate goals such as profitability, consumer satisfaction, efficiency of operations and innovation.
[bookmark: _6b75rvvirotl][bookmark: _Toc223976822]4.1 Financial Perspective
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Figure 2: NEXT Plc Revenue vs Profit Performance
(Source: NEXT Plc, 2025)
From the above figure, it is estimated that the UK e-commerce apparel market will experience a tremendous growth of approximately $115.4 billion by the year 2030, with an estimated CAGR of 8.5, which points to great long-term growth opportunities of online fashion retailers in the UK market (NEXT Plc, 2025). NEXT Plc has announced a pre-tax profit of about 918 million in the 2024 financial year, and the total group revenue was almost 5.8 billion, which indicates good operational efficiency and performance (Next Plc, 2025). The strategic alliances on the LABEL platform also help the company to grow its revenues as NEXT has the ability to sell off third-party brands without having to invest the required manufacturing resources. This is a way of enhancing profit margins and revenue streams. Advanced analytics and predictive technologies can also be used to enhance financial decision-making. According to Ridwan (2025), predictive business analytics helps organisations to foresee any market change and enhance strategic forecasting in unpredictable markets. The ability of retail companies to maximise profit and minimise operational risks using data-driven financial planning tools can be increased. The critical financial performance indicators of NEXT Plc are the revenue growth, profit margins, and the return on capital employed. These indicators will enable the organisation to determine its financial stability as well as assist in long-term investment strategies.
[bookmark: _yb9ynzfxw7fe][bookmark: _Toc223976823]4.2 Customer Perspective
Retail performance is very determined by customer satisfaction and loyalty. NEXT Plc operates an online store-based retail system as well as a store-based retail system in domestic and international markets, and it has millions of customers. The digital platform enables consumers to view products, shop and deliver home delivery services with the organisation. Another benefit of online retail services is the ability to do personalised marketing with customer data analytics. The systems enable businesses to suggest products according to purchasing behaviour, which enhances customer engagement and the conversion rate. Profitability has been seen to be greatly enhanced by customer retention strategies. As discussed by Dzreke et al. (2025), a 12% increase in the retention of customers will result in a significant increase in revenue within the company due to repeat purchases and customer retention. The company is also associated with a consumer credit service (NEXT Finance), whereby the customers can buy products by instalment payments. This service enhances the purchasing power and the long-lasting loyalty of customers. The important customer performance indicators will be customer satisfaction scores, repeat purchase rates and online conversion rates.
[bookmark: _m0pm50t6e9st][bookmark: _Toc223976824]4.3 Internal Process Perspective
The operational efficiency is vital in maintaining the performance of the retail of NEXT Plc. The company has massive logistic bases such as its Doncaster distribution centre covering about 1.4 million square feet and taking over 4 million items every week, holding store orders and online orders (Next Plc, 2025). These plants allow effective inventory control and quick product delivery in the local and international market. Order processing, and stock control through digital automation systems are also better in minimizing the delays in operation. There is the growing use of artificial intelligence technologies in a bid to advance demand forecasting and logistics planning. As stated by Dzreke (2025), AI-powered mechanisms are much more accurate in conducting operations and making decisions within a short period of time, and the data analytics assist retailers in analysing sales patterns and optimising stock quantities.
[bookmark: _p5f5dxkvvjjy][bookmark: _Toc223976825]4.4 Learning and Growth Perspective
Long-term organisational development is supported by learning and growth capabilities. The constant staff training programmes would facilitate employees to keep up with changes in retail environments and technology. NEXT Plc has invested in digital and the workforce to build organisational capabilities. The power of training programs enhances productivity of the employees as well as facilitates strategic innovation in an organisation. The capability of the workforce has also been changed with the adoption of artificial intelligence. The AI technologies can be used to alleviate employees by analysing vast amounts of data, automating repetitive operations, or making decisions based on data. Md et al. (2025) noted that the introduction of AI in organisations can drastically enhance the productivity of the workforce and the ability to perform strategic planning. Digital investment and technological infrastructure thus facilitate organisational expansion in the long term. Innovation and learning programs also help businesses to be on par with the fast-changing retail markets. The main learning and growth indicators are the number of hours spent on training the employees, the level of investment into innovation, and the development of digital capability.
[bookmark: _pf92yqttgqr6][bookmark: _Toc223976826]5. Strategic Choices and Implementation
Strategic decisions dictate how organisations will place themselves in the competitive markets and use long-term growth plans. Operational efficiency combined with technological innovation is merged to help the company consolidate its place in the extremely competitive fashion retail industry.
[bookmark: _vml4loilbrq1][bookmark: _Toc223976827]5.1 Business-Level Strategy
NEXT Plc mainly adheres to the differentiation strategy, which emphasises the quality of products, good brand image, and excellent customer experience as opposed to competing on price alone. The company focuses on reliability, long-life products, and the same design to reach a high number of customers with a constant profit margin. Differentiation is also backed up by technology. According to Dzreke (2025), artificial intelligence and advanced analytics assist organisations in analysing customer behaviour, predicting demand, and marketing to them in a more personalised manner to enhance customer satisfaction as well as stimulate repeat purchases.
[bookmark: _dpstkvd2rqm0][bookmark: _Toc223976828]5.2 Corporate-Level Strategy
On the company level, NEXT Plc is oriented to diversification and global expansion. The company has grown its online marketplace through the LABEL platform, which allows other third-party brands to sell products via the NEXT site. This platform has the potential of expanding the product range of the company without raising the cost of manufacturing. The online platform has helped the company to sell more than 700 external brands, which has allowed NEXT to access a larger consumer base and improve its position in the market. This plan will not only make products more diversified, but will also make the revenues more diversified. The other significant aspect of the corporate strategy of the company is international expansion. NEXT allows delivery of its products to the customers in many markets around the world via its online platform, which enables the company minimise its dependence on domestic sales. The artificial intelligence also helps in corporate expansion strategies. The AI-based marketing technologies are able to enhance interactions with consumers as they allow personalised advertisements and targeted promotions. Salhab et al. (2025) emphasised that AI-based marketing solutions can be used to increase the performance of the retail sector by enhancing communication and interaction with customers through the digital medium.
[bookmark: _xu0y878r2jhd][bookmark: _Toc223976829]5.3 Strategic Change and Implementation
Organisations that are in the fast-changing industries require strategic change management. In the last ten years, the digital transformation has essentially transformed the nature of retail life, where consumers are becoming more inclined to online shopping. NEXT Plc has reacted to this change by spending a lot of money on digital infrastructure, logistics and state-of-the-art analytics. Strategic implementation is also supported by data-driven decision-making. Predictive analytics tools enable organisations to derive trends in the market, predict consumer demands and streamline operations. According to Ridwan (2025), predictive business analytics has a great effect on strategic planning, which helps organisations react in response to the uncertainty in the market. NEXT Plc has been able to adapt to the changing market conditions through strategic investments in digital innovation, data analytics, and international expansion. These are the strategic decisions that have enhanced the competitive level of the company and assisted the long-term organisational development within the global fashion retail sector.
[bookmark: _9svnuvz8ilpc][bookmark: _Toc223976830]6. Strategic Evaluation and Recommendations
The strategic analysis should be conducted in order to understand whether the organisational strategies provide competitiveness and market development within long-term periods. Analytical models like SWOT help organisations to look into internal strengths as well as external opportunities and threats. In the case of NEXT Plc, the strategic position analysis would assist in determining the areas in which the firm can enhance its operational performance and maintain a competitive edge in the global fashion retailing sector.
[bookmark: _m3f9gjxqim3r][bookmark: _Toc223976831]6.1 Strategic Evaluation
	Factor
	Key Elements
	Strategic Implications

	Strengths
	Strong brand image, integrated retail channels, efficient logistics
	Supports market competitiveness

	Weaknesses
	Dependence on domestic demand, operational cost pressures
	Increases exposure to economic fluctuations

	Opportunities
	Digital retail growth, sustainable product innovation
	Enables market expansion

	Threats
	Intense competition, changing consumer behaviour
	Requires continuous innovation


Table 4: SWOT Analysis of NEXT Plc
Fashion retail business is very competitive and responsive to economic, technological, and consumer preferences in the market. It is believed that the UK clothing retail market will be over 65 billion by 2026, and this is a positive growth indicator in the industry (Mintel, 2025). Nonetheless, other threats confronting the industry such as problems with the supply chain, stiff competition and dynamic consumer needs, ds also exist. NEXT Plc has several strategic strengths that empower it against competition. Its key strength is its built-in retail, a hybrid of brick-and-mortar stores and online trading activities. The industry statistics show that the fashion industry in the UK has more than 800,000 workers and injects billions of pounds every year into the national economy, which proves the size and competitiveness of the market (Fashion United, 2025). Good brand recognition and effective operations in such an environment ensure that the company is stable. In spite of these strengths, some risks still exist. The firm continues to depend partially on the local market environment, which exposes it to consumer expenditure and economic unpredictability. Meanwhile, online business has great potential. According to Diyin and Bhaumik (2025), the inclusion of artificial intelligence in the business strategy increases the ability to be innovative and promotes competitive advantage over time.
[bookmark: _llmhttlsk5l1][bookmark: _Toc223976832]6.2 Strategic Recommendations
	Recommendation
	Strategic Objective
	Expected Outcome

	Invest in AI and analytics systems
	Improve decision-making and demand forecasting
	Higher operational efficiency

	Strengthen sustainable supply chains
	Enhance environmental responsibility
	Improved brand reputation

	Expand international e-commerce
	Diversify revenue sources
	Global market growth


Table 5: Strategic Recommendations for NEXT Plc
Several strategic recommendations can be offered to NEXT Plc to enhance its long-term competitiveness. To begin with, the company needs to invest more in the latest data analytics and artificial intelligence solutions. Customers' AI-based systems enhance decision-making because they can analyse big data pertaining to customer behaviour, pricing patterns, and demand in the market. Experiments have indicated that through the use of artificial intelligence in business processes, organisations would be able to boost strategic innovation and operationality (Diyin and Bhaumik, 2025). Secondly, NEXT Plc needs to increase sustainability programs in the processes of production and the supply chain. Sustainable supply chain management has the capability of enhancing the performance of the organisation, as well as minimising the environmental impact. According to Shebeshe and Sharma (2025), the environmentally friendly supply chain practices enhance the competitive advantage by enhancing operational efficiency and corporate image. Third, the international digital growth must be one of the strategic priorities. The world e-commerce markets are expanding at a fast rate, which provides retailers with the scope to reach out to new consumers. Expanding digital retail business to the rising markets will enable NEXT Plc to diversify revenue streams and mitigate the over-reliance on the local market.
[bookmark: _2k35sgkg8s9i]

[bookmark: _Toc223976833]Section 2: Reflective Account
[bookmark: _f8bhw7nlko][bookmark: _Toc223976834]1. Description
This reflective report explains the procedure taken as I conducted my research and completed the strategic analysis of NEXT Plc. PESTEL, VRIO, Balanced Scorecard and SWOT were the strategic management frameworks used in the assignment to analyse the external environment, internal resources, as well as the competitive strategies of the company. Both the theoretical and practical insights were obtained through academic literature, industry reports, and the annual report of the company. Gibbs Reflective Cycle was picked as the reflection model as it offers a systematic method of reflecting upon the learning experiences. According to Beldar (2025), the model enhances the learning results through a critical reflection. The process assisted in linking the theoretical knowledge to practical organisational data and enhanced the insight into the strategic decision-making.
[bookmark: _nvsyq91vdqx][bookmark: _Toc223976835]2. Feelings
I was interested and faced with the complexity of the task at the start of the assignment. A detailed study and interpretation of data were necessary to analyse a large retail organisation with the help of several strategic frameworks. First of all, I struggled to find credible sources and learn how theoretical models can be implemented successfully in an actual organisation. My confidence was boosted as the studies continued. The analysis of academic sources and company reports assisted me in understanding the practical functioning of strategic management concepts more. Through reflective learning methods, students can analyse their experiences and acquire critical thinking skills. It is stated by Ocampo et al. (2025) that reflective practice helps to deconstruct own learning experience and identify the points where they should improve. In this process, I learnt that it is essential to do a structured study and thorough analysis of organisational strategy.
[bookmark: _dmhzzlh2t3xo][bookmark: _Toc223976836]3. Evaluation
On the whole, the process of accomplishing this assignment was very enriching. Among the best things were the possibility to use theoretical models of strategic management a real organisation. The study of frameworks like PESTEL and VRIO assisted in enhancing my knowledge of external market conditions and their evaluation by organisations and internal capacity. The other good thing was that my research skills were enhanced. To complete the assignment, it was necessary to find appropriate sources of academic literature and real data about the industry. The process contributed to the enhancement of my skills in the evaluation of various sources and the provision of arguments with evidence. Nevertheless, a number of challenges were also experienced during the assignment. One of the difficulties was related to the structuring of the abundance of information about the company and the fashion retail business. The other challenge was to combine the theoretical ideas and practical company data, but to have a clear and well-organised argument. The authors emphasise that reflective learning enhances project-based learning since students analyse their experiences and determine what they can do better to be successful in the future (Praveena et al. 2025). This assignment helped me to realise that it is crucial to plan the research activities and that the information is arranged in a more effective manner.
[bookmark: _7tfpzu1yaalh][bookmark: _Toc223976837]4. Analysis
The reflective practice in this learning process has shown that intensive reflection helps to enhance the level of understanding and academic work. The reflective cycle by Gibbs makes learners critically analyse the experiences and extract lessons from them to enhance future work. Wang (2025) stated that reflective learning models can assist the student in relating theory to practice. The use of strategic management frameworks in this assignment, in applying the NEXT Plc, resulted in the application of abstract theoretical concepts into a practical organisational analysis. Independent research and critical evaluation were also highlighted in the assignment. The study of the company involved amalgamation of various sources of information such as academic studies, company reports and industry statistics. A recent research has also extended the reflective practice models. The reflective framework of 5Es postulated by Agomo (2025) promotes further investigation of the learning experiences and the constant enhancement of the development in the professional sphere. These structures reveal that reflection is a necessary part of the acquisition of analytical and professional competencies. In this reflective process, I have realised that strategic management analysis requires that I have theoretical knowledge coupled with a practical interpretation of organisational data.
[bookmark: _d8yal2e5wz74][bookmark: _Toc223976838]5. Conclusion
The completion of this assignment enhanced my knowledge of strategic management and organisational analysis. Using the theoretical perspectives on a practical firm, I was able to learn a lot about how organisations assess the competitive environments and how they develop strategies that will enable them to maintain competitive advantage. The Gibbs reflective cycle assisted me in systematising my learning process and identifying areas where my research and analytic abilities were enhanced. Another lesson gained during the assignment was the significance of credible sources and systematic analysis processes in the study of organisational strategies. On the whole, this experience helped me to further develop my skills in analysing complex business situations and deepened my knowledge regarding strategy management in the field of retail business.
[bookmark: _3bs49bndto1f][bookmark: _Toc223976839]6. Action Plan
According to this reflection, there are a number of steps that can be implemented to enhance future academic work and professional growth. To start with, I will reinforce my research capabilities by resorting to a broader scope of academic databases and industry reports in carrying out strategic analysis. This will take care of the fact that there will be more detailed and dependable information in future assignments. Secondly, I would keep training my analytical skills through practising how strategic management frameworks can be applied in various organisational situations. This will assist me to become better in becoming better at judging multifaceted business situations. Thirdly, I will embrace reflective learning as an ongoing learning activity. Other models like the Gibbs reflective cycle enable the students to review their assignment, make their weaknesses clear and be able to perform better in future. With such measures, I will manage to improve my research, analytical, and critical thinking skills in preparation for future academic and professional challenges.
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