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Section 1
[bookmark: _Toc222589518]1. Organisational Context and Overview 
Next plc was established in 1982 and has since grown in Enderby, Leicestershire to be a digital, multi-channel retail group of stores based in the United Kingdom. The company initially started as a clothing brand but had successfully ventured into homewares and life-style items exploiting an opportunity to broaden its business model with catalogue retailing and subsequently e-commerce. Next currently covers physical stores, internet solutions as well as its long-held credit model called Next Directory. In the corporate disclosures on the official webpage of the company, the mission of Next is to provide high quality, stylish products at a competitive price and also to provide good returns to the shareholders. Its strategic vision is dynamic based on long-term value-creating operations efficiency, customer-focused innovation, and digital leadership. 
Dhlamini (2025) supports the emphasis on the role of mission and vision in determining strategic direction by stating that effective mission and values statements can help organisations become more strategic and coherent. The adherence to profitability, strict management of costs, and digital capacity by Next indicate this principle, which shows excellent strategic management and purpose. Moreover, as Gajdzik et al. (2025) note, contemporary manufacturing and retail companies have to implement digitally mature business models so that they can keep up with competition. Next is an example, based on its integrated supply chain, data-driven inventory management, and online-first growth strategy. 
[image: ]
Figure 1: company information 
(Source: Next plc, 2026)
Next is a company in the UK retail and fashion industry, which is very competitive, with quick digitalisation, changing consumer habits, and cost sensitivity. According to scholars like Wadud et al. (2025), UK retail is structurally changing because of digitalisation and omnichannel strategies. Next has countered this by giving emphasis to e-commerce that currently constitutes a considerable percentage of its total sales. According to industry statistics (Statista, 2025), Next is currently one of the highest revenue fashion retailers in the UK, which competes with Marks and Spencer, Zara and H&M regarding their market share. 
Competitive positioning is also cantered around digital analytics. Berisha Qehaja (2025) and Qayyum et al. (2025) point out that the capitalisation of AI-powered data analytics can help organisations gain a better understanding of their customers and become more responsive to strategic shifts. The application of forecasting demand and customer data, which Next uses online, is in line with these findings. Next has been able to reinforce its position in an unstable market through constant retail innovation, as reported by Singh et al. (2025). On the whole, Next plc is strategic, digital, and mission-oriented, thus being able to maintain a high level of competitiveness in the UK retail sector.
[bookmark: _Toc222589519]2. External and Internal Environment Analysis
[bookmark: _Toc222589520] Pestel analysis 
PESTEL framework is a systematic instrument of macro-environmental analysis of strategy. As Andersen (2025) states, PESTEL allows organisations to evaluate policy, economic and social changes, but it has to be combined with strategic judgement. In the same way, Filipov (2025) claims that automated environmental scanning will improve responsiveness among managers. In the case of Next plc, the external factors that will play a key role in strategic decision making include the following:
	Factor
	Impact on Next plc’s Strategic Decisions 

	Political
	Post-Brexit trade regulations increased customs checks and administrative costs for UK retailers importing from the EU and Asia. This has encouraged Next to optimise supplier networks and enhance domestic warehousing efficiency.

	Economic
	UK inflation peaked above 11% in 2022 and remained elevated around 6–7% in 2023 (ONS data reported via Statista, 2025). Rising interest rates (Bank of England base rate reaching 5%+ in 2023) reduced disposable income and consumer spending. Despite this, Next reported annual revenues exceeding £5 billion, showing resilience through cost control and online growth. Economic pressure has pushed Next to focus on margin protection, inventory discipline, and flexible pricing strategies. As noted by Umoh (2025), firms must align growth strategies with shareholder value, reinforcing Next’s cautious capital allocation.

	Social
	Over 30% of UK retail sales now occur online (Statista, 2025), reflecting a structural shift in consumer behaviour. Next has strategically prioritised its online platform, which accounts for the majority of its sales.

	Technological
	Digital transformation in UK retail continues to accelerate (Daoud, 2025). Next invests heavily in AI-driven demand forecasting, automated warehousing, and omnichannel integration to enhance operational efficiency.

	Environmental
	The UK has committed to achieving net-zero carbon emissions by 2050. Retail contributes significantly to supply-chain emissions. Rising UK industrial energy prices (which increased by over 60% during the energy crisis period) have raised operational costs. Next has adopted sustainable sourcing policies and aims to reduce packaging and carbon intensity per product. Environmental regulation influences strategic sourcing and logistics decisions.

	Legal
	Compliance with UK consumer protection laws, employment regulations, and sustainability reporting standards increases governance costs but enhances brand credibility.


Importantly, PESTEL gives general environmental information, although, according to Andersen (2025), it is not able to forecast rapid disruption. Consequently, Next has no option but to keep changing its strategic choices in response to the dynamic economic volatility and environmental sustainability forces in order to maintain competitive advantage.
[bookmark: _Toc222589521]Critical Success Factors and Strategic Challenges Next plc
Next plc has a number of critical success factors (CSFs) that are determined by its external environment such that the firm can maintain its competitive advantage in the highly competitive UK retail industry. 
Digital capability and omnichannel integration are one of the major critical success factors. The technological agility is required by the changing consumer behaviour towards e-commerce as more than 30 % of retail sales in the UK are done online (Statista, 2025). The developed online platform, demand forecasting that is based on data, and integrated logistics systems of Next allow responding to market trends much faster and creating a better customer experience. This corresponds to the studies of Daoud (2025) who emphasizes the aspect of digital transformation as a key ingredient to maintain competitiveness in the current retail markets. The second CSF is cost efficiency and resiliency of the supply chain. The high costs of raw materials, labour and logistics are due to the inflationary pressures that have reached higher levels above 11% in UK due to the economic turbulence experienced in the recent past. It is also important to keep the costs low and maintain the product quality that ensures profitability. Financial discipline is a strategic requirement at Next as firms have to weigh growth against shareholder value as highlighted by Umoh (2025). 
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Figure 2: Critical Success Factors
(Source: Daoud, 2025)
Third, brand reputation and sustainability commitment are the emerging factors of success. Sourcing that is ethical and minimises environmental impact is increasingly becoming a demand of the UK consumers. The UK net-zero 2050 target and sustainability reporting demands have a direct impact on corporate strategy because of the need to strengthen the idea of responsible sourcing and carbon reduction plans. Next has a number of strategic problems, however. The high pressure of price competition and margins is instigated by the strong competition of fast-fashion brands and online-only retailers. 
The economic uncertainty, the changes of consumer confidence led to decreased discretionary spending on fashion. Besides, the risk of disruption of supply chains and energy prices contribute to operational risk. Macro-environment volatility as pointed out by Andersen (2025) constrains predictability necessitating a constant strategic adjustment. All in all, the long-term success of Next will be based on its ability to remain a digital leader, be operationally efficient and remain responsive to the environment, respond to economic instability and competition.
[bookmark: _Toc222589522]Analysis of the internal environment- Next plc.
 A core competencies, capabilities and resources
The internal environment of Next plc shows that there is a high level of alignment of both the tangible and intangible resources of the company, which can allow it to remain competitive in the UK retail market.
One of the tangible assets is its built-in distribution and logistics system, such as automated warehouses and country-wide store chain. This aids in effective inventory movement and quick fulfilment, which enhances operational effectiveness. Furthermore, the high financial success of Next that has seen revenues more than £5 billion over the last years (Statista, 2025) gives Next a capital base of technological and strategic investment.
Brand reputation and customer loyalty are the most important intangible resources. Next will come like a solid mid-market fashion retailer with quality and affordable price. Direct customer retention and recurring revenues are also increased by its long-established model of the Directory credit.
Next presents a high level of capabilities in terms of capabilities to serve advanced digital and data analytics capability, which would allow them to perform demand forecasting, stock optimisation, and customised marketing. The findings of Hossain et al. (2025) underline the importance of IT governance and digital adoption as viable methods of sustainable performance improvement, which is reflected in the leadership of e-commerce of Next.
Moreover, Next enjoys the advantages of learning-based organisational culture, which helps it to keep up with the dynamic retail landscape. Mensah et al. (2025) observe that learning orientation plays a significant role in boosting the performance of a firm. On the same note, Shirokova et al. (2025) contend that an innovative culture is fortified by proactive learning culture which is essential in a dynamic market such as fashion retail.
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Figure 3: Factors of internal environment
(Source: Shirokova et al., 2025)
The core competencies hence incorporate:
· Omnichannel integration
· Evidence based inventory management.
· Good relations with suppliers.
· Discipline and cost control in finance.
All these are foundations of the capability of Next to react strategically to environmental uncertainty.
[bookmark: _Toc222589523]VRIO Analysis
	Resource / Capability
	Valuable?
	Rare?
	Costly to Imitate?
	Organised to Exploit?
	Competitive Implication

	Strong Brand Reputation
	Yes
	Moderate
	Yes
	Yes
	Sustained advantage

	Integrated Logistics System
	Yes
	Yes
	Yes (capital intensive)
	Yes
	Sustained advantage

	Data Analytics & IT Systems
	Yes
	Moderate
	Moderate
	Yes
	Temporary to sustained advantage

	Directory Credit Model
	Yes
	Rare in retail sector
	Difficult to replicate
	Yes
	Sustained advantage

	Financial Discipline & Cost Control
	Yes
	No
	Moderate
	Yes
	Competitive parity to advantage


[bookmark: _Toc222589524]The Internal Strengths as a contributor to Competitive Advantage
The internal competences of Next plc give it a lot of power to realize and maintain its competitive advantage in a dynamic market. Its well-developed system of logistics mitigates operational risks and improves speed-to-market through faster reaction to fashion trends. Febrianto and Rufaidah (2026) argue that innovation ability coupled with environmental sensitivity enhances competitiveness in the long term.
The digital capability of the firm promotes the use of data in decision-making which enhances efficiency of demand forecasting and minimizing the risk of markdowns. According to Hossain et al. (2025), IT governance and digital adoption have a positive impact on sustainable organisational performance.
Next has also the culture of strategy of learning that enables strategic flexibility. As noted by Mensah et al. (2025), organisations that have high learning orientation prevail in cases of uncertainty in comparison with their competitors. This is in line with the capacity by Next to transition its store-intensive operation to online-oriented growth.
Competitive stability is also enhanced by good strategic leadership and sound financial management. As Herlitah (2025) notes, empowered strategic leadership is the force behind sustainable competitive advantage by aligning resources and focusing on innovation.
More importantly, although next has good internal competences, the benefits should be maintained through constant investment and innovation to avoid erosion by the fast-fashion competitors and digital disruptors. However, its cross-functional systems, brand name, and digital maturity make it have a strong base on the continued competitive advantage in the UK retail sector.
[bookmark: _Toc222589525]3. CSR and Sustainability objectives 
The Corporate Social Responsibility (CSR) and the sustainability strategy at Next plc is becoming a part of its long-term business strategies and especially when environmental regulations, consumer demands, and scrutiny of investors are concerned. The company is concentrated on responsible sourcing, carbon reduction, ethical labour standards, waste reduction and sustainable product development. 
These programs are in line with the UK target of net-zero 2050 and the changing requirements of ESG reporting. Strategically speaking, CSR in Next is not established as pure philanthropy but as value-generating process. Dhlamini (2025) states that proper mission and vision statements should be used to steer the direction of the organisation and that there should be alignment between the ethical commitments and the competitive strategy. Sustainability objectives of Next, including the decrease in the carbon emissions in its supply chain and the use of more sustainable material, are also the expressions of this alignment, interconnecting environmental responsibility to brand differentiation and operational effectiveness. 
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Figure 4: CSR
(Source: Dhlamini, 2025)
Moreover, Tafuro and Piccaluga (2025) claim that corporate purpose improves organisational performance when it is approached as core strategy as opposed to being a symbolic message. This is demonstrated next in that sustainability metrics are incorporated in the supplier standards and decisions of long-term sourcing. This minimises reputational risk and builds on stakeholder trust especially among ethically conscious consumers. Moreover, Tomasella and Conway (2025) emphasise the fact that business-oriented CSR enhances the competitiveness in the long term by strengthening operational resiliency. 
In the case of Next, sustainable packaging and energy efficient warehousing does not only save on environmental impact, but also saves on the operation cost in the long term. More importantly, as much as Next has been improving, there is still a challenge in terms of balancing cost competitiveness and sustainable sourcing, especially during time of financial strain. However, its CSR policy can be observed to be more entrenched in its overall strategic goals, which enhanced its ethical responsibility and long-term competitive edge in the UK retail market.
[bookmark: _Toc222589526]4. Comprehensive and holistic view of the organisation
[bookmark: _Toc222589527]Organisation: Next plc 
Balanced Scorecard (BSC) is a performance framework of multidimensional performance based on both financial and non-financial measures developed by Robert S. Kaplan and David P. Norton (1992). In the case of Next plc, where the strategy focuses on profitability, digital leadership, operational efficiency, and sustainability, BSC would allow aligning strategic long-term goals with operational performance. 
The mission of Next aims at providing high quality products at reasonable prices and high shareholder dividends. It focuses its strategy on digital expansion, strict cost management, customer satisfaction and responsible business conduct. These four views of the Balanced Scorecard can thus be discussed as follows:
	Balanced Scorecard for Next plc
 

	Perspective
	Strategic Objectives
	Key Performance Indicators (KPIs)
	Targets
	Strategic Initiatives

	Financial
	Sustain profitability and shareholder value
	Revenue growth rate; Operating profit margin; Return on Capital Employed (ROCE); Earnings per share (EPS)
	Revenue growth above UK retail average; Maintain strong operating margin; Stable dividend growth
	Cost efficiency programmes; Optimised pricing strategy; Controlled capital investment; Expansion of profitable online channels

	Customer
	Enhance customer satisfaction and loyalty
	Customer retention rate; Online conversion rate; Net Promoter Score (NPS); Delivery satisfaction metrics
	Increase online sales contribution; Improve NPS annually; Reduce return rates
	Personalised marketing using data analytics; Improved delivery logistics; Expansion of third-party brand partnerships

	Internal Business Processes
	Improve operational efficiency and supply chain resilience
	Inventory turnover ratio; Order fulfilment time; Stock availability rate; Carbon intensity per product
	Faster fulfilment cycle; Reduced stock wastage; Lower carbon emissions per unit
	Automated warehousing; AI-driven demand forecasting; Sustainable sourcing programmes; Packaging reduction initiatives

	Learning and Growth
	Strengthen digital capability and organisational learning
	Employee training hours; IT investment as % of revenue; Innovation rate (new product launches); Staff engagement score
	Continuous upskilling; Increase digital infrastructure investment; Improve engagement survey scores
	Digital transformation strategy; Leadership development programmes; Data analytics capability building


Financially, Next has a strict cost management and good cash flow that can be used in the long term to increase shareholder value. The online-focused growth strategy helps it to improve the protection of margin by minimising the reliance on the high fixed-cost physical stores. The customer angle is more so important considering the competitive UK fashion industry. 
Next builds loyalty and repeat buying behaviour by using customer data analytics and its Directory credit model, which is in line with strategic focus on digital integration. At the internal level, operational excellence is the core of the competitive advantage of Next. Fashion responsiveness and inefficiency minimisation is achieved through automated logistics systems and integrated supply chain management. Strategic alignment of the environmental responsibility and operational performance is expressed in the sustainability measures that are internalised into the processes. 
Lastly, long-term flexibility is based on learning and development. Next is able to react in advance to any volatility in the market due to investment in IT infrastructure and digital capabilities. Instead of stagnation in a fast-changing retail scenario, organisations and leadership development guarantee further innovation and flexibility.
 In general, the Balanced Scorecard shows the way Next plc harmonizes monetary discipline and client orientation, operational efficiency, and lifelong learning- to aid sustainable competitive advantage in UK retail marketplace.
[bookmark: _Toc222589528]5. Strategic Choices and Implementation 
[bookmark: _Toc222589529]Business-Level Strategic Decisions
Next plc is mostly involved in the UK mid-market fashion and home retail market at the business level. The strategic alternatives that are important are cost leadership, differentiation or hybrid strategy that is a combination of the two.
A hard cost leadership approach would mean that the company would have to compete directly with low price retailers like Primark and fast-fashion brands. Although cost effectiveness is already an advantage to Next, price wars would take away the margins and blur brand positioning. A study by Zairbani and Jaya Prakash (2025) confirms that organisational performance is highly affected by the competitive strategy, which is determined by the alignment of resources. In the case of Next, the strategy of competing based on price would undermine its quality-oriented brand image.
In its place, differentiation, such as the quality of the products, brand trust, and omnichannel integration, and customer experience, have a greater long-term prospective. Hossain et al. (2025) show that differentiation has a positive mediational effect on the export and performance results, especially with the endorsement of good organisational capabilities. The digital sophistication and the Directory credit model offered by Next, as well as the brand reliability, helps to maintain a differentiated positioning in the UK retail market.
The hybrid approach looks the most appropriate: operational efficiency (cost control) with improving customer value by using data-based personalisation, sustainability efforts, and third-party cooperation with brands. Al-Ariqi and Alhakimi (2025) claim that strategy and performance are connected in such a way that competitive advantage should be a mediator-meaning that the balanced strategy of Next enhances the financial stability of the company.
[bookmark: _Toc222589530]Recommendation (Business Level)
It should also maintain its hybrid strategy of differentiation followed by its focus on digital innovation, sustainability, and positioning as premium value but at the same time their cost discipline should remain. This will safeguard margins and be in tandem with the changing consumer expectations.
Corporate Level strategic decisions

The strategic alternatives that are important at the corporate level are the diversification, global growth and strategic alliance.
Next already branched into homeware, beauty and third-party brand platforms so that they are not dependent on the main apparel. Additional related diversification- especially in lifestyle and online marketplace platforms- would increase stabilisation of the revenues. Nevertheless, diversification (that is not relevant) can blur the focus and make operations more complicated.
Another opportunity is international expansion. Although Next works on a global scale using online platforms, the physical expansion in the developing markets is risky because of the economic instability, cultural obstacles, and governmental restrictions. Under the existing uncertainty in the UK economy, it is strategically better to internationalise with cautiousness using e-commerce and partnerships.
Corporate Level Recommendation
It is proposed to implement a measured international digital expansion strategy along with associated diversification. Marketplace alliance and cross-border e-commerce is an opportunity to grow without the high capital risk.
[bookmark: _Toc222589531]Change Management and Strategic Implementation
Next has shown quite good change management effectiveness especially in the times of digital disruption and economic turbulence. The transition between the store and the online-based retailing could not have happened without the structural, technological and cultural change. The proactive adaptation takes the form of investment in automated warehousing, AI-based demand forecasting, and digital marketing.
Asher et al. (2025) state that cost leadership policies coupled with ESG reasons mitigate financial distress risk. The way Next has been integrating sustainability and cost efficiency sustainability helps in sustaining performance. Moreover, the effective strategic implementation is observed by the firm due to its strict financial management even under the pressure of inflation.
However, challenges remain. The speed of technological evolution demands the constant investment in information technology capacities and upskilling of the personnel. The organisational culture of resisting change particularly in the traditional retail organisations can hamper change. Also, there is severe rivalry with fast-moving online-only retailers which pushes the pace of innovation.
More importantly, the leadership of Next has been strategic in terms of balancing between both the shareholder returns and long-term investments. Its organised capital charge and operation effectiveness have restricted financial risk in the turbulent times.
[bookmark: _Toc222589532]Overall Evaluation
A hybrid differentiation strategy is most appropriate in terms of sustainable competitive advantage at the business level. At the corporate level, prudent global digital expansion and associated diversification is a source of growth potential and minimal risk. The capability of Next to deal with digital transformation and economic instability indicates high strategic implementation performance, which makes the company capable of staying competitive in the changing UK retail landscape.
[bookmark: _Toc222589533]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc222589534]SWOT and Ansoff Matrix Strategic Evaluation
In order to critically analyse the present strategy of Next plc, SWOT and the Matrix of Ansoff offer valuable information on its positioning strategy and growth future.
[image: ]
Figure 5: SWOT analysis 
(Source: Al-Ariqi and Alhakimi, 2025)
SWOT Analysis
Strengths:
Next boasts of good brand image, financial discipline, well-developed logistics, and digital strength. Its Directory credit model and omnichannel integration gives it customer loyalty and recurring sources of revenue. These internal capabilities are consistent with the conclusions made by Al-Ariqi and Alhakimi (2025), who believe that competitive advantage is the mediating variable among strategy and performance.
Weaknesses:
Reliance on the UK market predisposes Next to domestic economic instability. Risk is also exacerbated by high operational costs, and exposure to the vagaries of the fashion demand.
Opportunities:
Strategic opportunities include the growth of international e-commerce, the development of third-party brand platforms, the need to develop sustainable fashion and the use of the AI as a personalisation tool.
Threats:
The stiff competition by fast-fashion and online-only retailers, inflationary pressures, and disruptions in the supply chain are also major threats.
All in all, the SWOT analysis indicates that next has more strengths than weaknesses, but strategic development is based on the utilisation of digital and sustainability opportunities.
[bookmark: _Toc222589535]Ansoff Matrix Evaluation
Through the growth structure of Ansoff, the current strategy of Next is mainly:
· Market Penetration: Optimising online sales in UK by enhancing digital marketing and customer analytics.
· Product Development: Venture in homeware, beauty and third-party brand collaboration.
· Market Development: Small, yet expanding global online sales.
Action of diversifying within associated lifestyle segments has lowered the concentration of risk in clothing. Nonetheless, foreign physical growth is reserved.
[bookmark: _Toc222589536]Recommendations
The proposed strategic recommendations are based on theoretical and practical analysis and include:
1. Ensure Intensification of Differentiation by means of Sustainability Innovation
According to research conducted by Hossain et al. (2025), differentiation strategies have a positive impact on performance when entrepreneurial orientation is included. It should then enhance its sustainability differentiation by intensifying the use of circular fashion, a higher use of recycled materials, and improving the transparency of ESGs.
Practical case: Companies such as Patagonia have been capable of using sustainability as a competitive edge. In the case of Next, making product design sustainable can provide a stronger brand and loyalty to customers.
2. Digital Speed up International Expansion
Next ought to diversify cross-border e-commerce because they are saturated in the domestic market; their expansion should be based on the low-capital model. Zairbani and Jaya Prakash (2025) argue that the competitive strategy contributes to the performance of organisations in a great way when it is backed up by effective capabilities. The digital infrastructure of Next provides the ability to expand internationally in a scalable manner without investing heavily in physical stores.
3. Invest in Forefront Data Analytics and AI Personalisation
Next ought to improve predictive analytics, customer segmentation, and AI-based demand forecasting to achieve competitive advantage. The competitive advantage enhances the strategy-performance relationship as noted by Al-Ariqi and Alhakimi (2025). The responsiveness and margin control are enhanced by the use of data-driven decision-making.
4. Balance Cost Leadership ESG Integration
Next will continue to focus on cost-effectiveness in terms of profitability. Nonetheless, Asher et al. (2025) show that financially, cost leadership and ESG focus help to decrease the risk of financial distress. This should then be followed by incorporating sustainability measures within cost-control mechanisms to make it resilient in the long run.
Based on the 2009 picture, this is the current strategic assessment of the company
[bookmark: _Toc222589537]General Strategic Analysis
Next plc is currently on a hybrid approach that integrates operational effectiveness with differentiation using a digital ability and brand recognition. This also concurs with the modern strategic management theory, which focuses on the mediating position of competitive advantage in realising high performance.
Next will have to make sustainability-based differentiation priorities, speed up digital global growth, and invest in technological innovation constantly to maintain and improve its competitive edge. The alignment of strategic growth plans with the changing consumer needs and environmental sustainability will enable Next to survive in the competitive retail industry of the UK as well as enhance shareholder value in the long term.


[bookmark: _Toc222589538]Section 2
The reflective record uses Gibbs Reflective Cycle (Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan) of critically evaluating the process of conducting research, analysis and preparing strategic management assessment on Next plc.
[bookmark: _Toc222589539]Gibbs reflective model 
[image: Gibbs Reflective cycle | Crowe Associates]
Figure 6: Gibbs reflective model
(Source: Mukhanova and Seitimova, 2025)
[bookmark: _Toc222589540]1. Description
It involved a thorough strategic analysis of Next plc, including its organisational context, its external and internal environment, its CSR strategy, its balanced scorecard, its strategic decisions and its recommendations. I have commenced with collecting academic journal articles and industry data so that the analysis might be based on facts instead of description. I paid specific attention to the issues of digital transformation and sustainability, which are the key points of the contemporary retail strategy. Sources like Berisha Qehaja (2025) and Wadud et al. (2025) assisted in setting up the discourse in terms of digital capability as a source of competitive advantage. The practices in the corporate reporting were also reviewed by me to ensure the alignment of strategic analysis with the principles of transparency and performance measurement, as discussed by Pigotto (2025).
[bookmark: _Toc222589541]2. Feelings
First, I was overwhelmed by the scope of the assessment, especially by merging various strategic frameworks (PESTEL, VRIO, SWOT, Balanced Scorecard). Nevertheless, I gained confidence as I was organizing the work in a systematic manner. The engagement heightened when studying the role of the digital transformation in the retail competitive ability, which follows current trends of research. When I consider the learning process, I realised that critical thinking involved shifting away description to explanations of analysis.
[bookmark: _Toc222589542]3. Evaluation
The formulation of theory in combination with real-world data was the best feature of my approach. As an example, the connection of digital analytics ability to sustainable competitive advantage was guided by Du et al. (2025) which has eco-strategy in digital transformation. Further, analytical coherence was enhanced by using structured performance measures in the Balanced Scorecard.
Time management was however one of the weaknesses. Finding and gathering the academic references that will be relevant to the research and making sure that theory and practice align were more time-consuming than anticipated. I also understood that critical evaluation requires more in-depth comparison of alternative strategies as opposed to the idea of recommending preferred alternatives.
[bookmark: _Toc222589543]4. Analysis
The frame work of Gibbs allowed me to systematically analyse the content and learning process. Beldar (2025) states that reflective cycles promote better learning through the provision of systematic self-reflection. Correspondingly, Mukhanova and seitimova (2025) state that reflective inquiry enhances the differentiation analysis and strategic reasoning.
During the analysis, I used critical thinking to analyse the effectiveness of the hybrid strategy of Next, based on cost and differentiation balance. The study conducted by Mull (2025) bolstered the role of servitisation and digital bundles in consumer preference, which aligns with my proposals of digital growth. In addition, BUDIN and DIAH (2025) emphasise the role of reflective practice in the development of adaptive thinking in complex settings- the dynamic retail setting that is evaluated in this assignment.
I understood that strategic management is not all about mechanisation and frameworks. Rather, it needs contextual interpretation, triangulation of data and theoretical justification. This insight was an important step in my critical ability.
[bookmark: _Toc222589544]5. Conclusion
On the whole, it is a process that made me more competent at combining academic theory and practical business analysis. I enhanced my knowledge of the relationship between digital transformation, sustainability, and competitive strategy to structure organisational performance. Although my level of analytical depth increased, I appreciate the fact that I still have to become more skilful in critical comparison and synthesis.
[bookmark: _Toc222589545]6. Action Plan
I would also start literature review sooner in future and put the sources into themes (digital transformation, CSR, competitive strategy) to make it more efficient. I will also endeavor to engage in a deeper critical evaluation of alternative strategies to enhance depth in evaluation. Increase application in the use of modern case studies will improve real world contextualisation.
This reflective practice has not only enhanced my academic abilities but also my ability to think strategically, which supports the importance of the reflective practice that is carried out systematically in management education.
As a post hoc, I realise that this evaluation greatly improved my skill in synthesising interdisciplinary standpoints in strategic management. Specifically, the process of studying digital transformation in retail meant that operational, technological, and sustainability dimensions had to be combined at the same time. The relevance of data analytics in the formation of competitive positioning as presented by Berisha Qehaja (2025) once again made me embrace the commitment to interpreting the strategy of Next plc in an ability-based perspective and not exclusively a market-based perspective. Also, the information presented by Du et al. (2025) provided me with a deeper insight into how eco-strategy in the digital transformation can generate sustainable competitive advantage.
I further understood that it was reflective practice that made me more metacognitive. Through self-assessing my professional research and analysis methods, I was better organised and critical when utilising frameworks. This is in tune with the school of BUDIN and DIAH (2025) who posit that adaptive capability in complicated environments is improved through reflective learning. Altogether, such a process has enhanced my self-confidence in the ability to perform strategic level analysis and how to connect the theory with the practice.
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