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[bookmark: _Toc164788145]1.0 Introduction 
Strategic management is an essential part of every company's operation for the simple reason that it helps businesses achieve their long-term objectives and remain competitive in the marketplace. It establishes the groundwork for the company to succeed and stay in business for a long time. The purpose of this report is to assess the value of strategic management at Next Plc, a leader in the UK retail sector. In addition, the study includes an examination of the retail industry's external environment. In this case, the organisation's internal and external environments have been evaluated primarily through the PESTEL, SWOT and Porter's five forces analysis. Furthermore, an analysis has been conducted to determine the competitive advantage of Next Plc. In addition, the current research also includes an examination of the enterprise's internal operations. Finally, the report evaluates the company's strategic competencies and discusses the link between the firm's present strategy and its success. 
[bookmark: _Toc164788146]2.0 Background of the Organisation	
The original name of NEXT was Gentleman's Tailors, and it was established in 1864 by J. Hepworth & Son. To launch her new womenswear company, Hepworth acquired the Kendalls store network in 1981 (Next PLC, 2022). This event marked the beginning of NEXT. Retail giant NEXT Plc caters to fashionable young adults (those between the ages of 20 and 40) with reasonably priced, on-trend apparel. Home shopping and banking services are also offered by the organisation. There are five locations throughout the United Kingdom and Ireland. NEXT Directory handles postal orders and includes the company's e-commerce platform. NEXT Overseas manages the retail locations in the US, Asia, Europe, as well as the Middle East by means of franchise agreements, while Ventura is in charge of the financial services (Fernie and Grant, 2019). Software services for telecommunications and property management are among the other pursuits. In 2000, 69% of the total income came from NEXT Retail, 19% from NEXT Directory, 9% from Ventura, 1% from NEXT Overseas, and 2% from other sources. The UK market accounted for almost 96% of total sales (Upadhyay et al., 2021).
[bookmark: _Toc164788147]3.0 Strategic Analysis
NEXT plc embraces a low-cost strategy and offers a broad range of goods for the sector. In its annual report, the firm states that its main goal is to "create high-quality goods at affordable prices," which suggests that they are targeting the low-cost market (NEXT plc, 2022). This method clearly represents the generic low-cost strategy inside Porter's framework, which will set the overall direction for the organisation. The approach offers a wide range of benefits, such as more client loyalty, lower operating expenses, and more chances for expansion. Furthermore, it is less complicated to put into practice than the strategy that prioritises product differentiation. Merritt and Zhao (2020), state that in order to create a dynamic system of market segmentation, the majority of organisations strive for a balance between low-cost and differentiation strategies. On the other hand, NEXT plc only uses a low-cost strategy and offers a wide range of apparel and household goods. 
NEXT plc takes an industry-wide strategy, rather than concentrating on a specific market niche, based on these variables. As stated in the annual statement (NEXT plc, 2022), the firm has adopted this strategy in an effort to enhance its customer connection. Value in customer engagement is created primarily through three instruments: broad product range, quality control, along client experience (NEXT plc, 2022). Therefore, the industry-wide emphasis on apparel and homeware is an intentional organisational strategy that strengthens the bond between the brand and the client. Therefore, according to the Porter's framework, NEXT follows the low-cost and industry-wide generic strategy. The cheap prices are NEXT's selling point, but the company's dedication to sustainability helps it maintain a positive public perception (NEXT plc, 2022). Thus, NEXT's growth is possible without targeted differentiation or high profit margins because of its strengths, which is enhanced perceived sustainability value (PSV). Finally, NEXT's strategy, which centres on affordable pricing and environmental initiatives, is objectively evaluated by Bowman's Strategy Clock of corporate responsibility. 
Customer satisfaction is the company's number one priority therefore, Next PLC employs a customer-centric strategy. In addition to a large selection of fashionable, high-quality items, their online shop is really easy to navigate (Haas, 2019). To further accommodate their clients' needs, they provide several different delivery choices. In addition, the firm is experienced in the industry and its rivals. The business has a comprehensive plan to compete and gain market share. Both the company's ideal customer base and its intended market segment are well-defined. It constantly looks for methods to enhance its goods and services and has an exhaustive understanding of the competition (Crovini et al., 2022). The fact that Next Plc constantly searches for innovative methods to maintain a competitive edge is another form of corporate strategy. The company's plan to remain competitive is to provide consumers with an unforgettable shopping experience. For example, Fernie and Grant (2019), notes that the firm has introduced an online store where clients can purchase without leaving the comfort of their homes. Next PLC employs a variety of CSR programmes some of these goals include providing support to the communities where they do business, becoming more eco-friendly, making sure employees are safe and healthy, and encouraging ethical business practices (Wiedemann et al., 2020).
Ansoff Matrix is a strategic tool introduced by Ansoff to classify and examine possible growth strategies that includes existing products in their current market, or new products in current or new markets. It provides a systematic method of researching possibilities of business development and makes up one’s mind about the way of fostering growth (See Appendix 4).
[bookmark: _Toc164788148]4.0 Resources and capabilities 
Next Plc has a staff of skilled designers who can make trendy, contemporary clothes which sell well, this is one of the capabilities and resources that allow the firm to respond to the Key factors contributing to success in the sector. Having a group of skilled designers on staff who can make trendy, contemporary garments that suit a variety of consumers gives a retail business a competitive edge in the market (Britton et al., 2019). This is because retail clothes sales rely on items that are both trendy and tempting to buyers. Any store is destined to fail if they can't attract customers with stylish and trendy clothes. Moreover, the layout of production and supply chain of the company is well-organized, thus giving the company an opportunity to produce high-quality garments that are efficiently and quickly done by the company (Jones et al., 2020). Next Plc shortens its operations to the apparel supply rather than clothing production process. The brand has established itself a strong infrastructure that allows for fast and effective production of premium quality apparel. The brand has been able to keep a loyal consumer base because of its rich reputation for providing top quality apparel. The next company's core competitive advantage is in the area of production and supply chain which has been excellently developed (Levi & Grewal, 2023). At the last, the company has an organic customer base established by successful branding and marketing activities. As stated by Zhang et al. (2021), the company adopts strategies of marketing and branding which have led to the loyal consumers. The compelling online presence and the sound usage of social media as a marketing platform for the company allow it to influence consumers from all over the world and make it appear as a leader in the industry. Additionally, they use both online and offline marketing strategies to ensure the adoption of their chosen audience.
Application of Value chain analysis
Value chain analysis reveals the specific actions of an organisation that add value to the services and goods the latter produces. Consumption of these activities help companies make their performance, cost management and customer satisfaction better. For an in-depth knowledge of how Next Plc leads in its operational activities (See Appendix 5).
Application of VRIO analysis
VRIO analysis is a strategic tool that involves evaluation of Value, Rarity, Imitability and Organisation of a business’s resources and capabilities to determine their ability to become sources of sustainable competitive advantage. Next Plc's analysis can be fully appreciated in Appendix 6.
[bookmark: _Toc164788149]5.0 Evaluation of Next PLC Strategies 
Analysing the strategic choices of Next plc through SAFE criteria – Suitability, Acceptability, and Feasibility of Strategies to evaluate the strategic decisions of the company gives us a structured framework. This analysis guarantees the strategies will remain aligned with the company's goals, are approved by the stakeholders, and can successfully be applied with the given resources.
Suitability
This factor essentially checks whether the strategies are aligned with the external environment and internal strengths of the company or not (Sesa and Hasnawati, 2023). Lidl's emphasis on low-cost approach to retailing and a huge variety of products matches that of a highly competitive and price-sensitive industry. Besides that, they approve the sustainable orientation of the company into the growing consumer needs for ethical and environmental considerations (Whalley and Curwen, 2023). This demonstrates that the firm has a perfect strategic direction for meeting both the market demands and future trends of the industry.
Acceptability
This quantifies the extent of the stakeholder support for the key strategic decisions, taking into account probable risks and possible outcomes (Britton et al., 2019). Last year's Plc's strategies are to some extent acceptable for shareholders and consumers, and they prove it by the revenue growth and the high position in the market niche. Social responsibility and sustainability are areas that are most likely to be viewed favourably by ecologically aware customers and investment stakeholders concerned with corporate social responsibility (Jones et al., 2020). On the other hand, the quality will depend on the balance between their pushy online market expansion and the correct physical store operation to spread their business to different customer segments.
Feasibility
This standard defines if the company has the essential toolset and the capabilities to perform the strategies (Sughra, 2019). Following Next PLC’s well-established supply chain, sophisticated IT architecture, and powerful financial situation, we can state that their strategies are reasonable. The business proves itself capable of handling massive operations and adjusting to digital sales platforms that make it possible to achieve strategic objectives such as the expansion of the Markets and the enhancement of Online shopping experience (Haas, 2019).
Innovation is a significant facet of NEXT Plc's business strategy which the company has utilised frequently over the years, with the main purpose of enhancing products, the way the business is run and of course, the relationship with customers (Keay and Iqbal, 2019). The company is investing heavily in technological upgrades and digital transformation projects so as to be elastic enough considering shifting consumer tastes as well as changing market trends (Collins, 2019). NEXT Plc has managed to maximize the use of marketing concepts in order to increase brand recognition, attract new customers and increase the company's market share. The company's marketing campaigns have creative appeal, true-to-life experiences, and audience-specific themes (Jones et al., 2020). NEXT integrates several different channels of promotion including broadcast media, digital marketing, social media, and influencer marketing, so as to reach a target audience omnichannel and increase the level of brand visibility. 
[bookmark: _Toc164788150]6.0 Environmental and Sustainable Factors
In order to be more sustainable, Next PLC has incorporated a CSR approach in its operations. Through corporate social responsibility strategies, companies undertake a series of steps which aim to find solutions to various stakeholder, social and environmental issues tied to their operations (Wiedemann et al., 2020). Businesses provide their CSR reports to demonstrate how they have dealt with internal and external challenges that can threaten their long-term viability. A company's management is impacted by corporate governance, which consists of a collection of regulations, policies, and principles. Before going public on the stock market, businesses in the United Kingdom are required to adhere to the principles laid forth in the Corporate Governance Code (Upadhyay et al., 2021). As a global retailer, Next, PLC is involved in activities that impact several stakeholder groups. Consequently, the company's goal is to make an effective difference. The corporation met its economic obligation by managing its commercial operations such that it could maintain a profit, even in 2020, when the COVID-19 epidemic was at its peak. As per Next PLC (2021), the business was able to bring in more than 2.37 billion pounds in revenues and a net profit of 290.6 million £ for the shareholders (Keay and Iqbal, 2019).
The CSR and sustainability progress that Next Plc has made was comprehensive and strategic, addressing the social, environmental, and governance issues that are in the recent reports. NEXT (2024) has made a lot of progress in terms of environment protection where it has focused on significantly reducing its carbon footprint. The emission of greenhouse gas has been hugely reduced by 46% largely from Scope 1 and 2. The company is in line with the ambitious Science Based Targets initiative (SBTi) which limits global warming to 1.5° C (NEXT, 2024). Moreover, Next takes pride in being a company that diverts 96% of all waste from landfills, thereby encouraging proper waste management and sustainability. As a social responsibility, Next is concentrating on the ethical sourcing and has vowed to bring 100% of its main materials through known, responsible, or certified routes by 2030 (NEXT, 2024). The company also promotes the welfare of the workers in the supply chain and it advocates for sustainable sourcing and circularity in its manufacturing model. Governance and community participation are additionally fundamental parts of Next's CSR approach. The business under consideration readily participates in the community projects and employs a transparent and fair corporate governance. Such holistic approach to corporate social responsibility is not only good for compliance with the sustainable development goals (SDGs) but also will bring reputation and engagement of all stakeholders. These measures reflect how Next puts its long-term focused approaches to integrating sustainability into its core operations, indicating strong ethical values and long-term vision.
In terms of legal matters, Next PLC demonstrated obedience to a number of laws and regulations, particularly those relevant to the SDGs, which are a set of objectives established by the United Nations. As of 2020, Next PLC has achieved nine of the seventeen objectives, the majority of which are related to the company's operations and services (Next PLC, 2020). Additionally, the business operates in accordance with the tenets of the International Labor Organisation and the Universal Declaration of Human Rights. Next PLC has established its own Code of Practice (COP) to guarantee that all commercial transactions are conducted ethically (Next PLC, 2020). Furthermore, while interacting with suppliers, the COP serves as the foundation. As part of its philanthropic duty, Next PLC supported more than 400 registered organisations in 2020 through a variety of charitable initiatives. In addition to donating over £3.4 million to charitable causes, the firm repurposed over 330 tons of furniture. Furthermore, Next PLC's eco-friendly carrying bags contributed to the company's success in generating over £825,000 for charitable causes in the UK (Next PLC, 2020).
[bookmark: _Toc164788151]7.0 Future Strategic Direction and Sustainability Practices for Next PLC
NEXT Plc will be confronted with various strategic directions that should be considered as it strives to survive in the rapidly changing market conditions. Firstly, the company ought to envision the possibility of extending its reach into related markets or product categories to expand upon its brand ranking and customer base (Upadhyay et al., 2021). For instance, diversification into related fields such as homeware or apparel could be done in order to expand the NEXT operations and thus increase potential income channels (Fernie and Grant, 2019). Besides, an option NEXT Plc can pursue its international expansion through exploration of the emerging markets or consolidating its presence in the existing regions to accelerate growth. In addition to that, NEXT Plc could implement digital transformation and distribution of multiple channels to strengthen its online presence and customer experience (Britton et al., 2019). Investments in technology innovation, i.e., virtual reality trial and fit or smart recommendation engines, could be crafted into a competitive and technologically superior entity for NEXT company.
With the view to sustainable practices, NEXT Plc should be a transition of best green practices throughout the enterprise (Kesavan and Kushwaha, 2020). Sustainable practices like procurement of materials from eco-friendly sources, less emission of carbon in the supply chain, and promoting ethical labour standards can not only comply with consumer preferences but also increase the brand reputation and mitigate risk ahead of strict environmental regulations. Additionally, NEXT Plc could gain a competitive advantage by providing transparent information about its sustainability activities, getting involved in dialogue with both stakeholders and consumers and ensuring their trust (Collin-Lachaud et al., 2023). This can be done by emphasising projects through marketing campaigns, making product tags with green labels, and offering detailed sustainability reports to investors, customers, and shareholders of the company.
[bookmark: _Toc164788152]8.0 Conclusion
NEXT, the voyage is a demonstration of how perseverance is the driving force behind overcoming troubles and waves. However, despite the fact that most of its competitors have been losing their market share for the past six years, NEXT has still expanded and gained its share of the market. On the other hand, high sales permitted them to raise their dividend distributions which, in turn, directly impacted the wealth of the shareholder community and the investor population altogether. The business is consolidated in the UK and at the same time it is able to react quickly to the requests of the customers. They designed a website interface that in a short time and with little money, provided quick and easy shopping to the internet shopper. They have overtaken every UK retailer dealing with clothes only via online sales and every single one of them is in the red. 
Nowadays, the first task for a business establishment is to create a vivid picture of its product or service, to give it its individuality. That is a unique value proposition or even more simply how the product is unique from its competitors. NEXT PLC was notable for its branding campaign which centred on using clothes to convey a trendy style and a professional look at a reasonable price. NEXT is further expanding its network by opening outlet stores that are bigger for more people-friendly customers. 
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[bookmark: _Toc164788155]Appendix 1: PESTEL Analysis
Political Factor 
The UK's political climate is favourable despite occasional disagreements with some EU policies, the government remains steady and dependable. There are currently no known EU directives that will significantly impact the UK apparel retail business going forward.
Stricter environmental protection laws are becoming the norm as a result of EU membership. This impacts NEXT or its suppliers in some way, either directly or indirectly.
Economic factor 
Financial market efficiency affects Next Plc's plans for international growth since, in an efficient market, a company's liquidity improves and its capacity to break into new markets is enhanced. The current economic climate impacts Next Plc's business strategies. Oligopolistic and monopolistic competition result in distinct legal and economic settings compared to perfect competition and monopolistic competition.
Social Factor 
Next Plc builds local teams and forms local alliances to learn about social mores and customs so that marketing campaigns can be adapted to each culture's specific circumstances.  When Next Plc. enters a market with a large power distance, it changes its business management techniques accordingly. Next Plc and other multinational corporations face significant challenges as a result of shifting power dynamics brought about by rising inequality in many nations.
Technological factor 
Take advantage of social media marketing possibilities to boost Next Plc's performance. Developing online brand communities by using technological advancements in social media advertising.
Environmental Factor 
The use of green or environmentally friendly goods is on the rise. Next Plc should use this chance to gain the confidence of stakeholders by implementing environmentally friendly business practices. Marketing the environmentally friendly aspect of their goods is Next Plc.'s top priority, even beyond the usual value propositions.
Legal Factor 
To protect client information, Next Plc. seeks data protection legislation. In addition, there are regulations in place to safeguard buyers from deceptive advertising, establish minimum requirements for product quality, and cap prices. To make sure they are following all the rules of consumer protection, Next Plc. considers these criteria.
[bookmark: _Toc164788156]Appendix 2: SWOT Analysis
Strength 
Adult fashion apparel for the 20–40 age group, offered under the NEXT Plc brand, is the company's bread and butter. They mostly aim for this demographic. In the past, NEXT did a great job of satisfying this sector by delivering fashionable items at affordable costs, while some of its rivals struggled with the same. Good craftsmanship and high-quality fabrics are what NEXT consumers think of when they see the label. 
Weakness
There is room for improvement in the e-commerce department. NEXT, which invested 125,000 GBP, views the web as a natural progression from the telephone for placing online goods orders. It only serves as a means of transporting the orders to the shop.  The oversaturation of the UK market with clothes retail chains is another area of concern. Expanding into new international markets might help mitigate the impact of a decline in revenue. 
Opportunities
However, mail order remains a crucial pillar of retail business. Workers in the 20–40 age bracket seldom have a chance to go grocery shopping. Therefore, it is encouraging that NEXT has established a presence in this industry. When compared to other well-known brands on the high street that sell apparel via mail order, they come out on top. 
Threat
Both the slow expansion of the market and the fierce rivalry within it pose risks. When trying to increase or keep their current market share, some businesses are very aggressive. 
[bookmark: _Toc164788157]Appendix 3: Porter's Five Forces Analysis
The Supplier's Bargaining Position
As there are several suppliers in this industry, the effect is restricted in the case of NEXT. The client might quickly choose a new supplier if the current one demanded a price hike or other unfavourable terms. Hence, interdependence is considered weak.
Customer bargaining power
Since customer is the one who really spends their money and purchases the produce therefore customer buying power is very high. Adding value through branding, style, price, or quality is the sole method to convince consumers to purchase a company's items rather than the competition's. Still, NEXT still has no assurance that it will outperform other apparel brands. 
The Threat of New Entrants
The new entrants to the market pose a danger to NEXT. Perhaps not the smaller ones, given the high startup costs associated with competing head-to-head with NEXT; rather, the larger brands, department shops, and international chain firms pose more of a danger. For instance, fast fashion labels like Calvin Klein and Donna Karan have the resources, expertise, and influence to join the industry. Ralph Lauren's 45,000 square foot store in the heart of London or the 8,000 to 10,000 square foot boutiques on New Bond Street both show how to break into the conservative home market.
The Threat of Substitutes
There is not much of a problem in the apparel retail business with this. Customers can wear a pullover instead of a jacket or pants instead of skirts, but it will not make much of a difference because NEXT already sells all of these things. The risk in this market, though, is that NEXT will ignore these tendencies. If NEXT's products are not fashionable, intriguing, or mainstream enough to draw clients, or if the timing is off, they will choose a more fashionable competitor.
Competitive Rivalry
More than 45,000 clothing stores, including online and brick-and-mortar locations, are located in the United Kingdom. It seems like there's a lot of competition. As growth slows or stops altogether during this stage of the market cycle, pricing wars break out. Cutting prices in order to increase consumer loyalty is an extremely challenging, if not impossible, task. This indicates that buyers are trying to find the optimal combination of price, service, and quality. Rivalry is heightened as NEXT needs to steal sales from its rivals in order to grow its market share.


[bookmark: _Toc164788158]Appendix 4: Ansoff’s Matrix Application on Next Plc
Ansoff’s Matrix divides growth strategies into four distinct categories: Market Penetration, Product Development, Market Development and Diversification. Here's how each strategy could be applied to Next Plc:
Market Penetration
This approach is centred on the growth in sales for existing product lines in the current markets. Alongside this, Next Plc can pursue extensions of market penetration in terms of expanding advertisement activities, using competitive pricing options or improving customer service. A good example is introducing loyal programs or special offers to returning customers which can increase sales and maintain the position in the UK retail market.
Product Development
This involves taking the established markets and coming up with new products for them. Local Plc could opt for this strategy by extending its product category to accommodate eco-friendly garments or garments that are technologically integrated as these are in line with today's consumer trends regarding environmentally friendly products and technology. This way Next will further exploit its reputation already in the market and still meet the demands of its customers.
Market Development
This approach tries to launch an existing product in a new market. Besides considering the geographical expansion of Next Plc into emerging markets where the enthusiasm of people for Western fashion is developing in some parts of Asia and Africa. Besides that, accessing other customer groups such as the older population and the dressed children can give an organisation a new revenue outlet.
Diversification
As the most hazardous strategy, diversification involves the launching of new products in new markets. Next plc can venture into diversification to start selling completely different items like sporting goods and health and wellness products. These necessitate a substantial investment in innovations and market research as another approach to minimise the risks for the majority share of the markets and products.

With Ansoff’s Matrix Next Plc successfully evaluate these strategic options and selects the ones that best accomplish the prescribed company goals and capabilities. The structured approach helps in assessing the possible risks and benefits connected with every growth strategy which in turn helps to take more swift and strategic decisions. The use of Ansoff’s Matrix offers a framework which is of help in the drive by Next Plc towards long-term sustainable development and continuous dominance in the highly dynamic retail market.
[bookmark: _Toc164788159]Appendix 5: Value Chain Analysis
Value Chain Analysis identifies two types of business activities: the primary activities directly involved in the manufacture of a product or service and supporting activities that ensure the effectiveness and efficiency of the primary activities. Here is how each activity within Next Plc contributes to its competitive advantage:
Primary Activities:
Inbound Logistics: The process of receiving, storing and controlling the inventories of clothing and products for the home is handled by Next Plc efficiently. Applying advanced inventory management systems that boast minimising stock levels without stockouts can be a decisive instrument in reducing costs and at the same time fastening the process of launching products to the market.
Operations: Along with Next Plc transformation of raw materials to finished products is also part of their operations. By allocating its assets to sophisticated production methods and production practices that meet customers' expectations, the company can bring this function to a higher level.
Outbound Logistics: Product distribution to the consumers is also important. Next plc makes use of efficient outbound logistics by the implementation of a strong distribution system. The introduction of appropriate logistics solutions to streamline the process will not only reduce the delivery time and cost but will also lead to customer satisfaction.
Marketing and Sales: The successful marketing techniques and sales operations of Next Plc are of great importance. The company can build a competitive advantage through the use of some strategies, in particular targeted advertising campaigns, personalised online marketing and promotions that are closely related to preferable niches and seasons.

Service: Post-sale support is critical for customers' loyalty. With this approach, Next Plc can increase service quality by providing excellent customer care, convenient return policies and involving loyalty programs that improve customer satisfaction and increase the volume of return customers.
Support Activities:
Procurement: This is negotiating the acquisition of what is required for the production process. In so doing Next PLC will be able to cut costs and on the other hand attract the market of environmentally passionate shoppers.
Technology Development: Investment in technology leads to efficiency as it is applied to all the primary activities.  Next, the development of technology could include adopting new e-commerce platforms, using advanced data analysis for both the customer and the market insight and using automation in the production process.
Human Resource Management: Employees are a core element of Next Plc’s success. Building a competent staff through quality recruitment, training, and development can raise productivity and create room for new ideas and innovations.
Firm Infrastructure: Among these are the organization framework, the management systems, and the culture framework of the company. Strengthening governance mechanisms, internal communications, and strategic planning should be prioritised as they support all other actions in the value chain.
Applying Value Chain Analysis will allow Next Plc to investigate the strengths and areas of improvement within all aspects of the business. Such a strategic tool directs a company in making its operations more client-oriented, easy to handle operationally and more competitive on the market.




[bookmark: _Toc164788160]Appendix 6: VRIO Analysis
VRIO framework helps to identify discrete resources and capabilities, from which the amount of competitive advantage stems. As follows is a VRIO table of Next Plc divided into five intangible and five tangible resources and capabilities:
	Resource/Capability
	Value
	Rarity
	Imitability
	Organization

	Tangible
	
	
	
	

	Advanced IT Systems
	Yes
	Yes
	No
	Yes

	Distribution Facilities
	Yes
	Yes
	No
	Yes

	Modern Production Equipment
	Yes
	Yes
	No
	Yes

	Financial Resources
	Yes
	No
	No
	Yes

	Retail Store Locations
	Yes
	No
	No
	Yes

	Intangible
	
	
	
	

	Brand Reputation
	Yes
	Yes
	Yes
	Yes

	Customer Loyalty
	Yes
	Yes
	Yes
	Yes

	Innovative Culture
	Yes
	Yes
	Yes
	Yes

	Supplier Relationships
	Yes
	Yes
	No
	Yes

	Skilled Workforce
	Yes
	No
	Yes
	Yes


The table demonstrates that the tangible and intangible resources continue to maintain Next Plc's competitive advantage. For instance, cutting-edge IT systems and distribution centres, which in turn are efficient and effective, are valuable in they contribute to Next's ability to fulfil consumer demands on time. This information is stored and classified perfectly inside the enterprise for efficiency. Resources that are intangible, like brand reputation and customer loyalty, constitute powerful sources of competitive advantage. They do not only add value but are also scarce and hard to imitate as well. Finally, NEXT's organisational abilities lead to a successful business by tapping the full power of the resources the company possesses. The VRIO analysis shows that Next Plc has been successful in making its resources and competencies match with the existing market conditions to retain its dominant position. The core competencies of the company in terms of retail efficiency, customer service, and brand management are what make this alignment possible.



