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[bookmark: _Toc201147672]1. Introduction
[bookmark: _Toc201147673]In recent years, the retail industry in the United Kingdom has been significantly altered by external factors (Papanagnou et al., 2022). According to Purcărea et al. (2022), enterprises located on the High Street are confronted with economic instability, modifications in customer behaviour, and fast technological development. These issues are being made worse by retail crime, which includes theft, which is hurting the bottom lines of businesses as well as the safety of their employees and customers. For this research project, PESTLE and SWOT analyses will be utilised to investigate external factors and get an understanding of High Street stores. To determine the extent to which theft and other risks affect the company, Marks & Spencer will conduct an investigation. This study will also include suggestions for ways in which merchants on the High Street may adapt and innovate in order to remain competitive in a market that is complicated.
2. Findings 
[bookmark: _Toc201147674]PESTLE Analysis: External Factors Impacting High Street Retailers in the UK
Political Factors
Government rules and regulations affect High Street merchants' operations. Retail enterprises are experiencing greater expenses and lower profitability due to tax rate changes, government budget cuts, and Brexit (Hadfield and Turner, 2021). Political issues surrounding retail crime, notably theft, have grown. Shoplifting is rising, affecting retailers' profits and business operations. Retailers need government measures like retail crime laws to reduce losses and protect their personnel and consumers. Retailers must adapt to changing political conditions to stay profitable and efficient (CIPD, 2024).
Economic factors
Economic factors like inflation and recession affect UK High Street merchants. Inflation raises product and service prices, putting pressure on store margins. Due to decreasing discretionary money, more consumers are shopping online, where costs are lower and convenience is higher (Khan et al., 2023). Economic downturns often affect store attendance, pushing High Street companies to find strategies to retain sales. High operating expenses, such as rising rent for physical locations, are making it harder for retailers to compete with e-commerce giants and low-cost competitors (Proctor, 2019).
Social Factors
UK retail is heavily influenced by society. Changing customer behaviour, especially internet buying, has greatly impacted High Street shops. E-commerce platforms have gained popularity due to convenience, low prices, and digital shopping. Demographic trends like mobile shopping and home delivery exacerbate this tendency. High Street merchants must compete with the internet economy, which many consumers can access, to bring them back. Consumer expectations are changing quickly, requiring more purchasing alternatives and putting merchants under strain (Adair, 2019).
Technological factors
Retail is being transformed by technology like never before.  E-commerce platforms, augmented reality, mobile payment systems, and AI-powered customer care are rapidly transforming business-customer relationships (Ntumba et al., 2023).  These digital advancements must be used by retailers to stay competitive.  High Street retailers must offer omni-channel shopping across online and offline platforms, making digital transformation crucial.  If not, online-only shops can meet expanding digital convenience needs and take market share.  Technology and physical presence must be balanced by retailers.
Legal Factors
High Street merchants are increasingly concerned about retail crime, notably stealing. Retail crime is rising, prompting calls for stricter laws. New legislation to protect shop workers and reduce crime may require retailers to increase security. This legal move may boost operating expenses for High Street companies as they embrace new security technology and educate people. Legislation may improve crime rates in the long run, but it strains firms already struggling with inflation, higher rents, and lower consumer spending (Forouhar et al., 2025).
Environmental Factors
Consumer purchases are increasingly influenced by sustainability and the environment.  As consumers become more environmentally concerned, they seek sustainable buying.  Use eco-friendly packaging and buy from eco-friendly sources.  High-street shops must go green to meet customer expectations and environmental regulations (Maliene et al., 2022).  These concerns put retailers under pressure to reduce their carbon footprints.  These operations are costly and logistically challenging.  Retailers must balance profitability and sustainability in a challenging environment.
[bookmark: _Toc201147675]SWOT Analysis for a High Street Retailer (Marks and Spencer as a Case Study)
Strengths
One of the most recognised retail brands in the UK is Marks and Spencer (M&S). Brand loyalty keeps shoppers in stores during recessions, a major benefit. M&S has also created an omnichannel experience that meets current consumers' changing tastes by integrating its physical locations with its online platforms. This mix of in-store and online purchasing attracts more customers and promotes ease, which UK consumers value more. In recent years, M&S has adopted eco-friendly sourcing, packaging, and shop operations. This sustainable strategy has improved the brand's reputation and attracted eco-conscious consumers (Hallo, 2022).
Weaknesses
M&S presents obstacles to long-term growth notwithstanding its capabilities. Its overreliance on the UK market inhibits its foreign expansion. While overseas markets provide growth prospects, M&S has failed to capitalise on them as much as its competitors. Physical store operations are expensive, another limitation. Operating these establishments becomes more expensive as property rentals rise and traffic falls. This issue is especially important given the rising demand for cheaper internet buying. M&S must assess its shop network to keep each location viable (Keough, 2019).
Opportunities
In emerging markets, M&S has huge growth potential. Many emerging nations are demanding UK-made items, giving M&S opportunities to expand overseas. Online purchasing is growing, giving M&S the opportunity to boost its digital footprint. The store may improve consumer experience, personalise buying, and expand delivery options by investing more in its online platforms (Susiang et al., 2023). M&S may increase its digital market share and offset falling physical store revenues by strengthening its e-commerce operation. M&S may differentiate itself by adopting greener practices and selling eco-friendly items due to the continued need for sustainability.
Threats
M&S confronts various external dangers to its profitability and long-term existence. Shoplifting and other retail crimes are threatening the company's finances. Retail crime is rising; thus, M&S must strengthen security, which raises operational expenses. Online retail rivalry is also expanding, especially since e-commerce platforms offer cheaper pricing and more ease. Online-only shops, which have reduced overhead, outprice high-street merchants like M&S. Finally, inflation, lower disposable income, and rising expenses threaten consumer spending, making it harder for shops to react (Dekimpe and van Heerde, 2023).
[bookmark: _Toc201147676]3. Conclusion
[bookmark: _Toc201147677][bookmark: _GoBack]Retailers on the High Street in the United Kingdom are confronted with shifting customer preferences, economic constraints, and an increase in retail crime. These external difficulties are brought to light by the found evidence. These difficulties are becoming more difficult to solve as a result of changes in politics and legislation, which force business owners to adapt. By embracing digital transformation in conjunction with sustainability, businesses have the opportunity to address issues raised by customers around convenience and environmental responsibility. Growth is slowed down by economic instability as well as increased rates of thievery. Despite the potential of expansion, risks put a damper on it. Retailers on the High Street need to be innovative, implement environmentally friendly business practices and new technologies, and reduce the risks that come from the outside world to remain competitive. In order to be successful in a market that is highly competitive, merchants need to be able to adjust to external conditions.
4. Recommendations for High Street Retailers in the UK
[bookmark: _Toc201147678]1. Invest in Enhanced Security Technologies:
[bookmark: _Toc201147679]Due to rising theft and other retail shop crimes, High Street enterprises must invest in cutting-edge security systems. Facial recognition and smart security cameras work against theft. These safeguards reduce theft and protect employees and consumers. Real-time AI that identifies questionable conduct may boost productivity and reduce security manpower. The use of this preventative security strategy has the potential to reduce retail crime and enhance customer happiness. Through the utilisation of security and inventory management systems, retailers can monitor product losses and enhance their accuracy.
2. Strengthen E-commerce Capabilities:
To compete in digital retail, high-street merchants must emphasise e-commerce expansion and improvement. A consistent omnichannel shopping experience that enables customers to purchase online and pick up their purchases elsewhere has tremendous potential. Customers who prefer online buying and retail visiting may welcome this hybrid method. Combined retail and online operations have helped Marks & Spencer satisfy customers' changing requirements. Expanding e-commerce may assist in gaining market share as more people shop online. Adding online customer service, specialised ideas, and competitive pricing may boost consumer engagement and loyalty, making physical enterprises more relevant in the digital era. 
[bookmark: _Toc201147680]3. Leverage Sustainability as a Differentiator:
Customers are more environmentally conscious, thus businesses must incorporate sustainable processes. Focusing on eco-friendly products, garbage reduction, and energy efficiency may help High Street merchants capitalise on the eco-consciousness movement. Shops can use sustainable suppliers, eco-friendly packaging, and renewable energy. These processes assist the company to fulfil stricter environmental standards and customer demand for eco-friendly products. Sustainability-focused merchants are more likely to attract eco-conscious customers as CSR leaders. This approach may set businesses apart and foster long-term customer ties. 
[bookmark: _Toc201147681]4. Diversify Supply Chains to Reduce Dependency on Single Markets:
Brexit and other concerns have made supply chain diversification essential to avert trade disruptions and currency volatility. To maintain product reliability, high-street businesses should emphasise international supplier relationships. Diversification minimises trade restrictions, taxes, and supply chain bottlenecks from a single market. Diversified supply networks help merchants weather economic downturns and other external shocks to local markets. Businesses may improve their supply chains and weather global economic volatility by working with overseas suppliers. This will maintain the supply and decrease downtime. 
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