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[bookmark: _Toc199193277]1. Introduction
In the past five years, the UK retail landscape has undergone significant changes. AbedRabbo et al. (2022) commented that the traditional way of retailing has undergone massive transformation leading to continuous disruption. The COVID-19 pandemic has instigated much more sudden and sharper disruptions. As a result, it is important to identify the external environmental factors that are going to shape the future of High Street retailers in the UK in the next couple of years to come. The report critically analyses the external factors that have an impact on High Street retailers in the UK. By using relevant tools such as SWOT and PESTLE the identification and analysis of the external environmental factors will be carried out.
[bookmark: _Toc199193278]2. Findings
[bookmark: _Toc199193279]2.1 SWOT analysis
Strength: the biggest strength of the high street retailers in the United Kingdom is their focus on co-creating value with the customers. Cassidy and Resnick (2022) highlighted that value is created when the customers play a key role in service delivery, goods, or products development, and adopting specific pricing strategies. There are various case studies of High Street retailers in the United Kingdom with the customers co-creating with the organisations in terms of service delivery and deciding on pricing strategies (Cassidy and Resnick, 2022). For instance, John Lewis has been co-creating with the target audience by personalising the customer experiences, prioritising customer feedback and offering experiential retail. In 2020, John Lewis & Partners have extended their click and collect partnership with the co-op that is providing the customers with 900 collection locations across the United Kingdom (johnlewispartnership.co.uk, 2020). This has offered the customers access to these products in much more convenient locations. Dolega et al. (2021) argued that High Street retailers must identify the shift towards online shopping and dedicate themselves to provide more choices to the customers as to how they are purchasing and receiving the products. Helping the customers to shop is a significant way the High Street retailers are co-creating value with the customers.
Weakness: in the past couple of years, there has been a rising polarisation between the retail operators, specially within the footwear and the clothing sector. On one hand, there are aspirational retailers and brands that focus on offering designer and couture High Street products to the end customers at premium prices. On the other hand, there are value retailers like Tesco, Asda, Primark, and TK Maxx. Since the beginning of the 2010s, the sales growth of these value retailers has been on the rise and in 2020, their sales value was four times more than what it was in early 2000s (AbedRabbo et al. 2022). As a result, the value sector has been pressuring the mid-market operators such as Marks & Spencer to adopt competitive pricing strategies or lose out on their valuable customer base. Lower the price, higher the sales. The price sensitivity has thus become a cause and an effect of the polarisation that is occurring among the retail operators, putting more downward pressure on the prices (Dolega et al. 2021). 
Opportunities: the High Street retailers consider their physical fashions in high streets of London as well as other cities in the United Kingdom as valuable assets. The High Street businesses are places that promote cultural exchange and mutual cordiality (london.gov.uk, 2020). It is local and global at the same time. Hence, opportunities for social exchange among individuals from around the world are established within the physical stores of the High Street retailers. Organisations like Marks & Spencer and Primark who have emerged as the global face of UK retail specifically benefit from the cultural exchange that is taking place at a grassroot level (london.gov.uk, 2020). This helps them to focus on inclusivity and celebrating the introduction of diverse product lines, which helps strengthen the brand identity (london.gov.uk, 2020). 
Threats: the most significant threat is the change in consumer preferences where the High Street retailers are witnessing a significant decline in consumer spending within the physical stores. Across the United Kingdom, the share of consumer spending in high streets has declined from 50% in 2000 to 40.2% in 2019 (london.gov.uk, 2020). The rise of online retail has been contributing to this decline. In 2020, the e-commerce sales share was around 32.5% of the total retail sales in the United Kingdom. By the end of 2025, the share will increase to 38.1% (statista.com, 2023). This trend denotes that the consumers are no longer restricted to the physical interface, and they are seeking a much more multi-channel and integrated shopping experience. 
[bookmark: _Toc199193280]2.2 PESTEL Analysis
Political: Maliene et al. (2022) argued that Brexit has been the primary cause of disrupting the supply chain of many High Street retailers, especially those who have been importing the materials from European Union countries. The cost of operations has been on the rise imposing a major threat to generating profits. Irishtime.com (2023) said that High Street retailers like Marks & Spencer have witnessed a 7.8% fall in its annual profits since the pandemic and Brexit. Hence, Brexit has had a negative impact on High Street retailers profit making prospects.
Economic: the inflation rate in Q3, 2025 is around 3.7% (bankofengland.co.uk, 2025). This is a rise from 2.6% in November 2024. The rising rate of inflation has further enhanced the position of value retailers like Asda, Tesco, and Primark within the High Street retail industry of the United Kingdom as Nanda et al. (2021) argued that customers are looking for value deals and have extremely become price sensitive due to the rising cost of living. This has brought midmarket operators like Marks & Spencer under significant stress as their loyal customer base are looking for better deals elsewhere. 
Social: customer lifestyle has been shifting as Nanda et al. (2021) identified that there is a greater emphasis on sustainability and purchasing locally produced goods. The shift of customer focus from physical retail to e-commerce also denotes evolution in customer taste and preferences (Phillips et al. 2021). By gaining an in-depth knowledge regarding the consumer behaviour, they can micromanage the stock level and display items according to the time of the day and the location. 
Technological: with the rise in internet popularity, the sales of High Street retailers are dipping as the online market is booming. Dominant retailers like Next and Tesco have also held a key share in the online market. Under such circumstances, Srisathan et al. (2022) argued that the retailers must decide which product they must sell on the online platforms and products that should be exclusively sold in the physical stores. Cassidy and Resnick (2022) noted that High Street fashion couture and luxury fashion items should be sold exclusively on the off-line platforms to help customers enjoy the unique immersive experiences that are difficult to replicate online. The blend of AI technology and consumer expectations can also be helpful in creating unique in-store experiences along with personalised consultations and use of virtual reality, which makes the store visit a premium experience.
Legal: White et al. (2023) argued that High Street retail has been a place of cultural exchange. High street brands must uphold legal acts such as the Equality Act of 2010 to help promote inclusivity (EHRC, 2025). The brands must promote itself as a place of social inclusion and cohesion where they are focusing on local communities and the need to support all individuals within the UK society. However, Maliene et al. (2022) argued that other legal acts such as the Minimum Wage Act of 1997 have had detrimental impact on High Street traders. Since its inception in 1997, the increase in minimum wage has been 7%, which is well above the inflation rate (Clemens, 2021). This is costing the High Street retail industry a couple of billions of pounds. The town centre shops require a greater number of staff per square foot which is putting the retailers at a highly operational disadvantage.
Environmental: Phillips et al. (2021) highlighted that the concept of sustainability should be redefined where it is not only restricted to environmental protection, but also on community focus. High Street retailers must leverage the opportunity of partnering with local businesses so that they can offer services that can help cater to community needs.
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From the evaluation of the external market situations, it is evident that certain High Street retailing themes such as online retail, use of AI and rising cost of operations is likely to persist over the long-term. Issues such as polarisation will also exert an influence on the pricing strategy of the organisations. The growth and development of small-scale retailers are unlikely as investors are likely to continue to favour safe bets on top 50 retailers in the country. Hence, the High Street retail industry is moving towards an oligopoly market.
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Based on the analysis developed above, certain recommendations can be made:
· First, the organisations must focus on collaborating with the technological start-ups, customers, and research institutions to predict the changing needs and requirements of the customers in the next couple of years to come (Bašić, 2023). This approach aligns with the open innovation model which encourages the organisations to collaborate with the external sources rather than relying on the internal resources. Srisathan et al. (2022) argued that when organisations are tapping into the power of external networks, there can be an acceleration in innovation, reduction of cost and enhancing flexibility in offering services to the customers.
· To take advantage of the technological advancements, High Street retailers can use virtual reality to create much more immersive experiences for the customers and enhance the overall shopping journey (Bašić, 2023). This will help in overcoming problems and challenges associated with e-commerce sales and shrinking foot fall on the physical stores. Virtual reality can be used to allow the customers to visualise how their 3-D environment is going to be.
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