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1. [bookmark: _Toc59225182]Executive Summary

The world is changing in an increasing rate and organisations began their journey in different societal norms and have had to adapt fast. This is even more true since the Covid-19 pandemic caused national and international lockdown. The lockdowns forced physical businesses to temporarily cease (ONS, 2020). To maintain their business, many started trading online for the first time (RTE, 2020). Some already had been online but the pandemic put more emphasis on this, as online was the only way of making sales and this had to be utilized at a fast rate in order avoid losing customers (RTE, 2020). Customer retention and the attraction of new consumers is critical for an organisation’s success and sustainability (Magasi, Tonya and Kapaya, 2020). Hence the importance of great customer care. 
This report is designed to identify the key changes affecting the fast fashion retailer, New Look. The aim is to give recommendations on how the organisation can improve its customer care in response to the Covid-19 pandemic to become more sustainable and resilient for future generations. 
To recognise key issues impacting New Look, the researcher has undertaken macro and microenvironment analysis. To perform this, the researcher utilized the use of a PESTLE, SWOT and TOWS tools, as well as studying Porter’s five forces and the Blue ocean concept.  
It is recommended that New Look seeks to improve its customer care through better use of online channels, introducing a rentable clothing option, and separating itself from competitors with the use of an augmented reality application to “try on” clothes as a customer would in a physical store.
2. [bookmark: _Toc59225183]Introduction

Customer care is now being highlighted for its important part in an organisation’s success (Green and Chakrabarty, 2007). This is particularly being proven recently due to the worldwide Covid-19 pandemic as organisations are having to re-design strategies to engage with their customers and provide their products or services more heavily online (McKinsy, 2020). With physical customer service being drastically reduced and social distancing and face covering mandatory new rules being put in place, even when physical stores are open, the experience will be different from what a customer is used to because of the lack of personal customer care and empathy (Wold, 2020).
If organisations re-evaluate their customer service strategy in response to the recent external changes, it can position itself well to not only survive these changes but succeed to develop more sustainable customer care for the future. This report will analyse external and internal factors to make recommendations to New Look for its strategy management of improving customer care for long term sustainability and resilience.
3. [bookmark: _Toc59225184]Evolution of Customer Service

Businesses can no longer assume that the quality of their products or services will retain the organisations customer base and therefore drive profit, in fact today’s competitive marketplace forces businesses to have a strong customer focused strategy for their overarching long term success (Brown and Coopers, 1999). Now the service economy is a part of all business development and sustainability, organisations are placing increasing emphasis on customer care to gain competitive advantage (Cook, 2010). With many service and product industries saturated with businesses competing for customers, those customers have great choice in where they spend their money, and it is the job of organisations to not only win them over but retain them for the future. Businesses must understand and anticipate the needs of its current and potential customers to create satisfaction and loyalty, this will optimize revenue and sustain the business long term (Brown and Coopers, 1999). 
Organisations have been able to form relationships with customers easily through face to face service and transactions. This came to an abrupt stop with the Covid-19 pandemic forcing lockdowns in many countries as it took its grasp over the globe. People had to stay at home for lengthy amounts of time, stores and face to face businesses had to close and work from online only, some for the first time in their business history (RTE, 2020). Still, countries and areas are suffering lockdowns of different levels and this is putting strain on many businesses who mostly rely on physical handling of some aspects, namely customer care. This unprecedented time and unknown possibilities of the near future, and beyond, means that businesses must rapidly redevelop their strategies and work to deliver the same, if not better, products and services via online channels as they would in their physical environments. 
In relation to these movements and disruptions to physical business, McKinsey and Company (2020) have published an article “The Care of One” where they explore their vision of hyperpersonalization of customer care and strategies for organisations to put in place for 2025. Companies now more than ever must meet new standards of meeting customers individual needs. McKinsey and Company (2020) state that companies should prioritise to achieve customer care hyperpersonalization for 2025, and highlights that the cost for personalised care is decreasing due to technological innovations therefore the opportunity is accessible for all. This personalised customer care benefits the organisation with deeper customer trust and loyalty, reduced costs, and reduced need for customers to call the business, because if the organisation is knowledgeable of individual customer profiles they can resolve or prevent issues faster. 
For the fast fashion industry, issues may look like longer delivery times or the customer wanting to return items. Such organisations could resolve these issues faster and at a lower cost with access to personal profiles of the customer. A customer wanting to purchase clothing has a vast range of retailers to choose from, brand loyalty created by great customer service may be one of the few factors that attract a customer to keep purchasing clothing from one particular retailer over another (Tepeci, 1999). Online interaction is a growing part of customer service and interaction between buyers and organisations to build consumer relationship with the brand through digital channels is an important part of an organisations reach to consumers (Hueffner, 2020). 
4. [bookmark: _Toc59225185]Strategy Management 

For organisations to meet its aims to sustain itself in the future, such as evolving its customer care for retention and attracting customers, the organisation could benefit greatly from developing strategy management. Bracker (1980) describes strategy as a way of choosing programmes of action to reach goals and objectives. Organisations can develop their own strategic management processes to identify areas needing improvement and planning focused organisational activities in order to sustain its ability to compete in the market (Capon, 2008). Strategic management encompasses the defining, determining and implementing of strategic initiatives for the organisation to achieve its goals in the longer term (Jarzabkowski and Balogun, 2009). Strategic planning is a critical tool for management for all kinds of industries and businesses in competitive and turbulent business environments. Innovative new strategies are needed for organisations to prosper in most industries. 
For the fast fashion retailer, this particular industry is very competitive as there are a vast range of retailers globally with similar products and target market segments (Siegle, 2019). To gain some competitive advantage in the market, a fast fashion retailer would use strategic management to identify its strengths and weaknesses and then find opportunities to become more known and especially favoured to consumers wanting to purchase clothing and accessories. 
The fast fashion market had a global market value of 36 billion US dollars as of 2019 (Statista, 2020), and in the UK alone in 2018 had a record growth of £32 billion contribution to the economy (Sleigh, 2018). The Covid-19 pandemic initially caused a decrease of consumer purchasing of clothing, partly due to the economic impact where people generally had less to spend due to only had 80% of their wage on the furlough scheme introduced by the government as many employees could not work and small businesses also suffered, but also partly because the pandemic increased the “mortality salience” of consumers being more aware that they could die and this tends to affect behaviour where people want to become more moral and pro-social, less focus on spending money for self-gratification (Bootle, 2020).
Despite this, the fast fashion industry is now recovering, people are returning to more impulse which rewards the brain with a dopamine hit associated with extreme emotions (Bootle, 2020). Regardless of many countries still greatly affected by the pandemic and unpredictability of the future, fast fashion retailers would benefit from creating strategic management of the organisation to increase sales in recovery of losses, although the strategies must be carefully planned in the increasing competitive industry.
5. [bookmark: _Toc59225186]New Look 
5.1. [bookmark: _Toc59225187]Overview of the Organisation

New Look is a private owned, leading fast-fashion retailer in the UK, boasting more than 400 physical retail stores between the UK and five other countries worldwide, including China, Belgium, France, Republic of Ireland and Poland (Qian, 2020). This clothing brand started in 1969 with a single fashion store opening in the UK, now its website generates around 20% of its sales and with its impressive growth it now ships to 66 countries worldwide (New Look Group, 2020). The organisation has more than five million followers on social media platforms (New Look Group, 2020). 
The clothing brand had an average of 14,281 employees for the year 2018 to 2019, this was the least number of employees working for the organisation for seven years as a result of the restructuring which closed many stores (Statista, 2020). This restructuring was part of the CVA New Look undertook to build its revenue back up (Fish, 2020). The chain sells women’s wear, men’s wear, shoes and accessories, New Look is known as one of the most affordable fashion retailers on the high street, mostly in the UK (Qian, 2020).
[bookmark: _Toc59225188]Consumer Market 

To maximise the opportunity for sales and profit from goods or services, organisations need to identify a target market segment (Barry and Weinstein, 2010). Target marketing is the segmentation of demographics to then concentrate your marketing efforts on one or a few specific segments of customers who are in the market to purchase a product or service that matches what the organisation has to offer (Ward, 2020).  The use of target market segmentation has many benefits to the organisation, including putting the customer needs first, maximising the utilisation or resources and emphasises a strength over competitors (Dibb and Simkin, 1997).
New Look used to have an average consumer of a 33 year old woman, but in recent years has been tailoring its marketing to have a target segment of a “fashionable 25 year old” as CEO Anders Kristiansen says the new aim is to be more precise in targeting a specific demographic as they can no longer try to cater for an 18 year old and 50 year old at the same time (Geoghegan, 2017). This new target marketing strategy is part of the CVA turnaround strategy. The organisation aims to bring value clothing, accessories and footwear to their consumers with the fast fashion developed retail strategy concept of offering a large amount of choices that change continually to keep customers returning (Qian, 2020). 
6. [bookmark: _Toc59225189]Macro Environmental Analysis 

To assess New Look’s position for strategy management, a PESTEL analysis has been conducted to identify external factors that might impact the organisation. The full PESTEL Analysis can be found in appendix 1, the main points extracted here for the key drivers of change within the industry impacting the organisation being considered. Using a PESTEL analysis to conduct external research is beneficial in order to use key findings for strategic recommendations for organisational sustainability for the future (Johnson and Whittington, 2009). 
Firstly, political factors of different countries are essential knowledge for businesses trading internationally (Wilson, 1985). Risks resulting from politics affect businesses, from its income declining to political factors complicating its organisational strategies (Wilson, 1985). It was found that a very key political factor impacting a fast fashion retailer such as New Look are uncertainty and implications following the UK’s vote to leave the European Union. The UK is still is talks attempting to secure a post-Brexit deal with the EU, but charges will be introduced on many things bought and sold by the UK if no agreement is reached by 31st December 2020 (Edgington, 2020). This might have a critical impact on New Look as charges on imports and exports will rise (Capurro and Crisp, 2020). A taxation put on imports might pressure fashion retailers to buy fabrics locally. This would greatly affect such businesses that usually have fabrics sourced and manufactured overseas to keep costs low and therefore maintain value products to compete with other low price fast fashion outlets (Ross, 2019). 
Another impact Brexit has had is the devaluation of the pound (European Business, 2008). This leads the political findings onto the economic as these somewhat overlap. The UK was already predicted to have a decline in the economy following the vote to leave the European Union (Pettinger, 2016), then coupling with the Covid-19 pandemic is resulting in a deeper threat of economic crisis (MacFarlane, 2020). Many employees had to suspend working during lockdown and at times still having to stay off work due to hospitality closures or personal isolations (GOV.UK, 2020). Although the UK government aided employees and businesses by covering 80% of wages with the furlough scheme, consumer confidence is lowered due to personal as well as wider environmental economic uncertainty (Altig, 2020). Consumer confidence can often result in decrease of sales in retail, leaving businesses further impacted (Hoang, 2017). 
With many employees having less disposable income whilst in the furlough scheme, and many others losing their jobs due to company closures, the general public have less disposable income (Partidge and Wearden, 2020). In a bid to keep to a budget within their lower income, there is an increase in demand for rentable or second-hand clothing (Stevens, 2017). Consumers not only have less events or occasions to purchase clothing, but also want to spend less on the clothing that they do purchase (Warden, 2020). Fashion is no more only for the elite, style is a way of expression for all demographics and therefore people generally want more, whether in quality or quantity, for their money (Niinimaki, 2010).
Technological impacts of the PESTEL Analysis is be seen as more prominent this year than ever before, as more people are having to use online resources as a necessity rather than choice (Koch, Frommeyer and Schewe, 2020).  Fashion trends can be followed by the general public as opposed to being a statement of higher social class, clothing retailers are using social media influencers to market their goods to show how their products can be used to stay on trend (Sudha and Sheena, 2017). Digital marketing is important for fast fashion retailers to stay relevant to competitors and using influencers for affiliate marketing is an inexpensive and quick way of marketing products to a specific target audience (Digital Agency Network, 2020). Online shopping for clothing is particularly increasing compared to physical stores since the nationwide lockdown (Choudhury, 2020).
There is a higher awareness of ethical trading in society than previous generations (Carlile, 2018). The public want to know that workers of an organisation are paid fairly, and many are concerned with the ethical manufacturing of the products they purchase (Carlile, 2020). Some fast fashion retailers are being uncovered in recent times for not meeting legal regulations for their employees (Parliament, 2020). A recent example of this is online fashion brand Missguided, who were discovered to have been working with suppliers whose factory in Britain were paying workers as little as £3 an hour to make their clothes (Armstrong, 2017). The online business opened a singular store during its success but is now declining and had to launch a redundancy scheme the year following the factory discovery (Stevens, 2018).  
The effect that the fashion industry has on the environment is an increasing trend that consumers are showing interest in. Consumers are wanting to spend their money on purchases from responsible retailers to contribute to the health of the environment rather than the cause of the deteriorate (Coleman, 2019). Cheaply made clothing does not tend to last long, and after its life comes to an end it is often put into plastic bags and tossed into landfills (Smithers, 2020). The Waste and Resources Action Programme has estimated that a £140 million worth of clothing items are sent to landfills each year in Europe (European Commission, 2020). Transportation is also an issue as transporting clothing in trains, planes and other vehicles releases gases and smoke into the environment (Davis, 2020). Fast fashion retailers want to maintain their lower price range, so therefore would need to find ways to be environmentally ethical to retain their consumers who want to purchase from responsible organisations. 
A full PESTEL Analysis is in the appendix. 
6.1. [bookmark: _Toc59225190]Competitive Landscape

Following on from the PESTEL Analysis, Michael Porter’s Five Forces Analysis was used to understand the forces shaping the competitive environment in which our organisation sits. The Five Forces Analysis is a helpful tool for organisations to develop or re-adjust their strategy to make improvements internally as the external environment changes (Porter, 2008). This tool is important for organisations to use so they can continue against their competitors (Renko, Sustic and Butigan, 2011). The five forces that make up Porter’s diagram, as can be seen in Figure 1, are: current industry competitors, buyers, suppliers, new entrants and substitutes. These each have their own impact on an organisation in the competitive environment (Pantea, Csorba and Maxim, 2008), therefore each will be considered. 
[image: ]
[bookmark: _Toc59225191]Figure 1 – The Five Forces. Source: (Vining, 2011)

The first factor to be considered is the bargaining power of suppliers. There is a vast number of manufacturers for retailers to source from, both UK based and overseas (Roach, 2020). The supplier bargaining power in the retail industry is considerably low and does not pose a significant threat to a fast fashion retailer. This means that a manufacturer can be easily replaced if it attempted to increase costs. A fast fashion retailer will look to keep outgoing costs low to maintain a profit margin for the low price clothing they release (Parliament, 2020). 
Similarly, the threat of substitution is very insignificant in the fast fashion retail world. There is little to no substitute for clothing, in fact any possible substation is actually competition (Guide, 2020). Every person in modern society has the need to purchase clothing and mostly purchase from value chains such as those in the fast fashion industry at the least choice of amount to spend, unless choosing to buy second-hand clothing (Crumbie, 2019). People will purchase clothes; it is just a matter of which organisation they choose therefore a clothing retailer would not be impacted by any substitution of their product.
A large force of impact on a fast fashion retailer is the competitive rivalry. Being a retailer of value fashion pieces to the younger to mid generations, New Look has a vast amount of new as well as established competitors (Smithers, 2011). There are huge arrays of retailers who sell similar products, at similar price to a similar target market (Space48, 2018). This industry segment is well saturated, so competition is rife, and businesses are always working to gain the attention of new consumers whilst also retaining existing customers (Siegle, 2019). There is little space for differentiation, so customer care may be under the microscope as a way for consumers to choose loyalty for one company over its rivals (Forbes, 2020).
New Look’s main competitors in the fast fashion, value clothing industry includes global giants such as Zara and H&M who are two of the largest retailers in the world (Nguyen, 2020). It is important for New Look to analyse and always consider its main competitors in order to bench mark its own strategies and successes against those who will take its market consumer in any opportunity that New Look may have fallen short on customer care. 
The threat of new entrant’s links with the impact of competition, although the force of new entrants may be considered somewhat less due to the level of competition limiting the success of new entrants with similar products. New entrants might however find innovative new ways to establish themselves and differentiate from the competition (Stammen, 2018). A particular way that new entrants have gains competitive advantage over long lived retailers in the industry, is the use of social media and affiliate marketing to engage with the target audience and influence them to purchase those products (Olenski, 2016). New entrants’ knowledge of utilising social media to engage with its audience is a fast and financially affordable method of building relationships with consumers, and this could attract consumers from retailers who are not engaging in relationships as affectively (Olenski, 2016)
Another force that does have significant impact on an organisation is the consumers, which also relates to the huge number of retailers competing for these consumers. Buyer power in the fast fashion retail have such a large choice of organisations to purchase from that they can choose to buy off a competitor if the price is right for them to do so, as well as if they prefer the customer service they have received from a competitor (Cook, 2010). As previously stated, organisations can no longer rely on the quality of their products for customer retention because the service economy is now a driving force in consumer loyalty (Brown and Coopers, 1999). 
This report has so far discovered that the fast fashion retail industry is saturated in terms of retailers. To compete in this environment, it is evident that organisations must find ways to differentiate from competitors in order to retain and attract consumers to choose to purchase from itself over its competitor retailers. A strategy can be developed to create a roadmap to break away from the competition in the existing industry and create new market space for ones own growth, this framework of creating new space separate from rivals is referred to as the blue ocean strategy (Mi, 2015). 
To develop an organisations own strategy, one must understand the activities of retailers compared to the activities of consumers (Kuratko and Audretsch, 2009). An example of blue ocean strategy in practice is the development of Tesla, leaders of electric vehicles. Tesla CEO Elon Musk understood that there are many vehicle manufacturers covering the host of different vehicle buyers, from families to professionals (Holweg, 2008). However, the gases from these vehicles are widely known to be detrimental to the environment, and people are becoming more aware and morally wanting to lessen their own impact on the environment (Shrivastava, 1995). Tesla has opened up its own area of business in the car manufacturing business to minimise competitors, and are still the most significantly profitable manufacturers of electric vehicles despite other manufacturers now following the electric vehicle trend (Root, 2020). 
7. [bookmark: _Toc59225192]Micron Environmental Analysis 

7.1. [bookmark: _Toc59225193]Internal Analysis

To summarise what this research so far means for New Look, an internal analysis was conducted whereby the strengths, weaknesses, opportunities and threats are considered relevant to the organisation. 
An important component of the strategic management process is the value chain analysis (Mintzberg et al, 1998). New Look has virtual integration whereby it is in control of its supply chain from production, distribution, to final point of sale, allowing the organisation to reduce costs and improve efficiencies (New Look, 2020). New Look’s products are replicable by competitors because they are mostly low price, basis clothing that the public can purchase without noticing much rarity of the items. New Look’s reputation for reliability stems from the length of time the retailer has been in the industry (Qian, 2020).
New Look has been a known reliable brand for forty years, starting at a stand alone singular store to now boasting several e-commerce partners. These partnerships assist New Look to convert potential competitors around into opportunities to drive new customers to purchase from the brand. Consumers who have purchased from New Look are aware of the quality of the clothing, and now products are sold through Asos, eBay and Next (Qian, 2020). Despite sitting in a hugely competitive environment with some of the worlds largest fast fashion retailers including Zara and H&M, New Look is still remaining a major player with its long standing reputation and brand identity (Research and Markets, 2020). 
New Look’s pledge to the Sustainable Clothing Action Plan 2020 commitment separates the retailer from some of its competitors who have been under review for irresponsible or unethical management (WRAP, 2020). The high street organisation is undertaking internal training towards improvements in the working environments of their employees and is working with UK based manufacturers (New Look, 2020). These initiatives show the organisations empathy and can be shared to create stronger customer relationships and to show consumers that the organisation cares. 
Online competitors who are leading digital customer engagement are a weakness of the organisation. Digital engagement is now a critical form of customer care, especially in times of the Covid-19 lockdowns. Some of New Look’s competitors are excelling in this area, with New Look falling behind (Qian, 2020). The reduction in footfall in 2020 forced companies to drive online sales to compete, but New Look’s heavier reliance on its physical stores over online campaigns is part to blame for the need for its financial restructuring (Oddy, 2020). While New Look has suffered since the Covid-19 lockdown, online fashion retailers are seeing an upwards curve and leading high sales this year, with Boohoo seeing a 53% increase compared to the previous year (Space48, 2018). High street retailers have been struggling in recent years compared to their online counterparts due to lack of online marketing and engagement (Daly, 2019). Social media is a widely used tool for personal accounts as much as business, because it can assist in stronger relationships by helping people connect (Yeoman, 2013).
New Look can take opportunity in the online sales and digital marketing world which is generally inexpensive compared to physical stores. E-commerce partnerships, websites and online and social media platforms are already in place for the organisation, New Look can use these for stronger engagement and connection with its consumers. An investment in online marketing can drive further sales for New Look whilst also an opportunity for more personalised customer care. Using these platforms to promote its commitment for sustainability can also attract new consumer base who look for responsible sellers. New Look should seek further involvement in its social responsibility to share this with customers, showing the organisation is not only considerate of its bottom line.
Celebrity endorsements and collaborations with influencers can meet further customers and develop a deeper understanding of what the customer wants. These celebrities have their own relationships with their audience and can assist New Look is identifying any upset from consumers and give the chance to correct mistakes. Working with celebrities and influencers with the same viewpoints on fair employment and sustainable ethos will create opportunity to form a community with consumers. 
 New entrants to the fast fashion market are a threat to New Look, specifically those who have strong online presence and digital marketing to build rapport with consumers. New Look cannot rely on its reputation and known brand name because it can be forgotten among new entrants who are creating innovations within the industry. New Look’s higher revenue form physical stores will cause further detrimental impacts for the organisation in the event of further lockdowns.
7.2. [bookmark: _Toc59225194]New Look Approach

Having customers at heart of the business is the mission of New Look. The organisation says all the people within the business, from corporate to customer facing, share the vision of becoming the “chosen brand for an inspiring accessible fashion experience” (New Look Group, 2020). The main brand values to achieve the vision are to “keep it simple, be brave, think customer, act with pace and take responsibility”. New Look has vowed to have an ethical business approach and be fair to customers and employees. 
In recent years, New Look has started to transform their company vision to be more customer-inclusive. Their implantation of a restructure for better customer care resulted in their winning of the CXA Customer Centric Culture award in 2016 (CXM, 2020). The initiative for improved customer care launched in 2015 was born out of the motivations to adapt to the changing customer expectations to transform customer experience (CXM, 2020). This is based around the feeling of loyalty to a brand that consumers experience when they felt that they are part of the creation of the brand. 
New Look sought to analyse customer experience through the use of data that was collected from consumers. The company identified that customers were unhappy with restrictive refund policies, and busy staff who lacked a human approach who left customers not feeling appreciated. Social media was identified as a threat to the brand as consumers were comparing New Look with its competitors as well as sharing their experiences. 
New Look’s new strategy to improve customer experience was announced in 2015. As part of the initiative, the retailer invested in the training of staff for customer engagement, as well as recruiting new staff members with preferable personal traits for better customer care. Customer experience improved as staff in store were better trained and incentivised for great service.
Five years later, during the restrictions of Covid-19, these initiatives are not being put in place because physical stores are shut. Whilst physical stores were open, customer experience did improve. However, now those consumers are being restricted to purchasing online, New Look’s strategy for customer care in store is not being put in practice. Those consumers could be feeling disconnected to the brand and could be attracted to competitors who have digital strategies of customer care implemented. 
8. [bookmark: _Toc59225195]Strategic Options

With the factors considered regarding New Look’s current position, strategic recommendations can be identified for the retailer to improve its customer experience for more personalised customer care. 
New Look should firstly aim to compete at a benchmarked level with online retailers. Being more active with engagement and strengthening online customer relationships will provide consumers with feeling part of the brand, as they felt after New Look’s 2015 initiative. This gives a seamless brand experience from physical to online shopping. New Look will then have the ability to drive sales and retain customers and will be less impacted by any further lockdowns or restrictions. 
New Look can promote its initiative with sustainability and responsible selling through its online channels. This can create a community that will further strengthen brand loyalty. Considering the blue ocean concept, a sustainable strategy could be implemented whereby the retailer could add an option for rentable clothing. With opportunities to dress up sparce at the current state of Covid-19, consumers can rent an outfit as a cheaper alternative to purchasing. This involves consumers in reducing the amount of clothing sent to landfill.
To supplement the rentable clothing as well as the online presence, New Look could introduce an augmented reality application in which consumers can “try on” clothing virtually. This brings the feeling of physical shopping closer when online shopping is the only option. This concept would set the retailer apart from its competitors. 

9. [bookmark: _Toc59225196]Conclusion

This report looked at high street fast fashion giant, New Look, to evaluate it’s current position in customer care. The factors that were identified were analysed to provide strategic recommendations to the organisation. It is important for New Look to consider all aspects within this report in order to respond to the need for hyperpersonalised customer care for business sustainability and resilience. 
New Look had evaluated its customer experience and expectations and formed an initiative to put customers at the heart of the business. After feedback was found that customers were unhappy with busy staff who lacked a human touch, New Look looked to train staff, hire for preferred personal qualities, and gave staff incentives to promote great customer care. This improves customer satisfaction, however since physical stores were shut due to Covid-19, the brand needs to compete with online retailers who have been building customer relationships digitally. 

9.1. [bookmark: _Toc59225197]Recommendations 

For strategic options for New Look to improve customer care, it is recommended:
· Invest in stronger online presence
· Create rentable clothing initiative to reduce landfill
· Introduce augmented reality application in which consumers can try clothes on virtually 
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	Political 
	· The Government can pressure companies to buy fabrics locally due to taxation on imports  
· Pound devaluation due to Brexit (European Business, 2008).
· Brexit leaving uncertainty of future trade restrictions in EU 
· Some European employees may not be able to stay in the UK after Britain leave the EU if a deal or settlement status is not made (Sandhu, 2019).
· The Covid-19 pandemic forced stores to close during national and international lockdowns 
· The UK government aided businesses by introducing a furlough scheme which sees the government covering up to 80 per cent of wages for any jobs affected by the Covid-19 pandemic 
· 

	Economical 
	· People are wanting to spend more money on experiences rather than tangible items due to the current “experience economy” (The Evening Standard, 2018). 
· Global trade agreements 
· Wages are seeing a small amount of growth at a slow rate in the UK (Jackson and Tetlow, 2018).
· The general public have less disposable income 
· The demographics with highest disposable income are between 45-54 years old (Statista, 2020) 
· There is an increase in demand for rentable or second hand clothing due to less disposable income 
· Economic uncertainty will result in lower consumer confidence, so sales could decrease (Hoang, L, 2017). 

	Social
	· People want to know that an organisation is paying its employees a fair wage 
· Fashion is no more only for the elite – a wide range of demographics want to express themselves through their style 
· Customers will purchase clothing lines created in collaboration with or promoted by their favourite celebrities or social media influencers to maintain up to date fashion choices 

	Technological
	· Digital marketing is important for fashion retailers to stay relevant compared to competitors, and information can be given quickly and inexpensively 
· Particularly since Nationwide lockdown, people are buying clothing online more than physical stores 
· The rise of the use of the internet, along with the wider knowledge of how to create content and the ease of doing so in our modern society, means that almost anyone can become a fashion blogger and therefore affiliate marketer  

	Legal
	· Some fast fashion retailers are being uncovered in recent times for not meeting legal regulations for their workers  
· Having to meet legal requirements in relation to tax restrictions, export restrictions and inflation costs, many retailers are having their clothes made in foreign countries to cut costs 

	Environmental 
	· There is more awareness of how the fashion industry affects the environment and an increasing trend of consumers wanting to purchase from responsible retailers
· People are more aware of the importance of looking after the environment (Carrington, 2019).
· Fashion is not good for the environment; many clothes are made from cotton which must be picked then shipped
· Transportation of clothing, such as by trains, planes or other vehicles, releases gases and smoke into the environment 
· Cheaply made clothing does not tend to last long, and after its life comes to an end it is often put into plastic bags and tossed into landfills 
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[bookmark: _Toc59225201]Appendice 2 – SWOT Analysis
	Strengths
	· New Look has seven third party E-Commerce partners, including ASOS who have more engagement on social media (E-commerce, 2015).
· New Look have agreed to the Sustainable Clothing Action Plan 2020 Commitment to measure and reduce their environmental footprint (WRAP, 2020)
· New Look have been undertaking training of managers and supervisors to improve working environments for their employees, including health and safety and communication between employees and management (New Look, 2020)
· New CVA lowered rents 

	Weaknesses
	· New Look uses social media sites, but the engagement is not as active as its competitors (Qian, 2020)
· Challenging market conditions create decline in footfall due to weak consumer confidence (New Look Group, 2019)

	Opportunities 
	· Create more of its own social media marketing content to engage with consumers as well as through its E-Commerce partners sites 
· Inform consumers of New Look’s pledge for better environmental and socially ethical working environments to engage with the market segments seeking to purchase from responsible retailers 

	Threats 
	· Competitors are using popular affiliate marketers and new brands are becoming successful using this marketing strategy 
· With competitors having collaborations with celebrities and new clothing lines introduced regularly, New Look could fall behind as “reliable” could become a forgotten trait 
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