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1.Introduction
The UK high street, which used to be a busy place for shopping, is going through a lot of changes right now.  In the past several years, well-known stores like New Look, Claire's, and River Island have all said they are closing down a lot of stores because business rates are going up, labour expenses are going up, and foot traffic is going down. (Inman, 2025) (McGuire, 2025)
The rise in internet purchasing, which is made worse by the effects of the pandemic and stress in the economy as a whole, makes it harder for physical stores to stay in business.
Using the IDEAL model (Bransford & Stein, 1993), root cause and 5 Whys methodologies, SWOT, and PESTLE frameworks, this report critically examines the outside influences that affect UK high street shops.  This strategy looks at economic, political, social, technical, legal, and environmental factors, using research and theory to show how these variables affect retail performance, corporate decisions, and future resilience.  The research ends with strategic suggestions for helping high street shops deal with crisis and achieve long-term success.
2.Findings
2.1 The IDEAL Model Using Bransford and Stein (1993)
Bransford and Stein's IDEAL framework - Identify, Define, Explore, Act, Look.
Developed by Bransford & Stein (1993), it encourages a systematic approach to problem analysis and decision-making. People in education and management utilize the concept a lot to figure out what's wrong with complicated problems and come up with solutions that can be changed. (Bransford and Stein, 1993)
· Identify: Understand the primary issues, such having fewer consumers, more costs, and being less relevant.
· Define: Make the key point obvious, such "Why are fewer customers coming in?"
· Explore: Think about the causes and solutions, such as less money coming locally, moving online, and rising rates.
· Act: Try out additional ways to help, such pop-up collaborations, hybrid retail/digital models, and loyalty programs.
· Look: Check the effect. Did traffic become better? Change it if not.
For example, a store may detect a drop in foot traffic caused by labor issues (detect), define this through market research (Define), look at options like organizing events or click-and-collect (Explore), roll out test programs (Act), and then look at the outcomes (Look). Instead of only responding to changes in the outside world, this cyclical process lets merchants adapt to the needs of their customers.
2.2 Finding the Root Cause and Asking Why Five Times. (LeanVlog, 2024)
Within RCA, the 5 Whys is an approach that is strong despite its simplicity. This method entails asking "Why?" five times (or more) in a row in order to get to the bottom of a problem and figure out where it came from. This tool, which was developed by Sakichi Toyoda and is commonly utilized in lean manufacturing, assists in revealing unseen faults in processes or problems with the system.
A 5 Whys study can help find the deeper reasons behind decreases on the High Street:
1.Why are sales going down?
Because foot traffic fell by around 5% in the past quarter. (Inman, 2025)
2.Why did the number of people who came in drop? 
More people are shopping online. (Knight, 2024)
3.Why is the internet growing?
E-commerce is more convenient and frequently cheaper.
4. Why are cost and convenience so important? 
Because the expense of living makes people spend less money on things that aren't necessary. (Makos, 2024)
5.Why are the prices so high?
Consumers are paying higher expenses for goods and services, such as energy, salaries, and import taxes.
This kind of thinking shows that structural inflation and a stagnant economy are real problems, not just short-term drops in interest rates. These challenges get exacerbated when there are geopolitical supply shocks. So, solutions can't only be about marketing; they also need to think about ways to keep expenses down and provide customers with more than one reason to buy from them.
2.3 SWOT Analysis (Helms and Nixon, 2010)
Strengths, Weaknesses, Opportunities, and Threats are what SWOT stands for. It is a technique for strategic planning that helps you look at an organization's internal (strengths and weaknesses) and external (opportunities and threats) environments. SWOT helps make sure that the plan fits with the organization's situation and skills.
In retail, it helps businesses figure out what they're good at, what they're not so good at, and how changes in the outside world may be good or bad for them.

	Strengths
	Weaknesses

	Physical presence (experiential retail)
	High fixed costs (rent, rates, wages)

	Brand loyalty
	Under-investment in digital channels

	Local community connections
	Aging store formats and layouts

	
Opportunities
	
Threats

	Customised omnichannel models
	Footfall decline (5–6%) (to, 2025)

	Collaborations with local partners and Gen-Z engagement 
	Inflation-driven cost hikes (NI, energy) (Makos, 2024)

	Experiential retail trends
	Uncertainty over tariffs



2.4 PESTLE Analysis (CIPD, 2025)
The letters PESTLE stand for Political, Economic, Social, Technological, Legal, and Environmental. It is a macro-environmental framework that looks at outside factors that affect how a firm works and what it does. It helps businesses deal with changes from the outside world and predict future risks and trends.
Political:
In the United Kingdom, higher company taxes and national insurance have raised prices by billions. 
Uncertainty regarding tariffs, especially when it comes to trade between the United States and the United Kingdom, is terrible for imports. 
Brexit is still causing complications with trade that make supply chains take longer and cost more. (McGuire, 2025), (Flanders, 2024)
Economic:
Inflation that stays around 3–4% makes it hard for people to spend their extra money. (Inman, 2025)
Wages aren't going up as fast as inflation, which lowers real incomes. 
High expenses for energy and rent cut into profits. (Flanders, 2024)
Technological:
Online purchasing is still growing faster than in-store shopping, and AI-driven personalization makes it even faster.
In-store technology has potential, but it also raises privacy and security concerns.
Legal:
The Competition and Markets Authority (CMA) is cracking down harder on advertising and environmental claims.
The General Data Protection Regulation (GDPR) limits the gathering of data in stores.
Environmental:
Climate change has an effect on supply, as seen by the growing cost of food because of low crop yields. (Partington, 2025)
People are becoming more and more angry over quick fashion and things that aren't good for the environment.
4. Recommendations
· Set up omnichannel integration
To make up for lost foot traffic, connect the itineraries of customers who shop in-store, online, and on their phones. For example, "click-and-collect" and local delivery.
· Re-negotiate fixed costs
Talk to landlords, local governments, and the government to get help with rent; work with trade groups to push for lower prices. (Shaw, 2023)
· Use experiential retail
To get Gen Z interested, hold pop-up events, workshops, and community markets. (Nickols, n.d.)
· Take steps that focus on costs
Consume the root-cause structure: look at inputs, recruit suppliers who will be with you for a long time, and switch to systems that consume less energy.
· Be cautious with in-store technology
Use the Internet of Things and Privacy to provide people with personalized experiences while also preserving their privacy to avoid getting in trouble with the law. (OVIC, 2021)
· Environmental, Social, and Governance (British Business Bank, n.d.) can help you build your brand.
To develop trust with customers, promote ethical sourcing, cut down on dependency on rapid fashion, and be open about everything.
· IDEAL learning loop that never ends
Check efforts on a regular basis to learn from the results and transfer resources around as needed.
3.Conclusion 
Many interrelated external causes are transforming UK high street retail. This paper employed analytical methods including the IDEAL model, Root Cause Analysis, 5 Whys, SWOT, and PESTLE to explain high street merchants' complicated issues in today's dynamic economy.
Consumer footfall is dropping due to the ease and cost-effectiveness of online shopping, which is one of the main drivers of high street decline. Root cause research links this tendency to economic pressures including inflation, stagnating wages, and changing consumer behaviours, especially post-COVID, when remote employment and digital preferences were entrenched.
The IDEAL approach helped identify issues, highlight important areas of concern, and iteratively explore solutions, while the 5 Whys technique showed how economic constraints affect business realities like increasing rents and lower discretionary expenditure. These tools show that systemic changes in consumer behaviour, macroeconomics, and policy often cause surface-level difficulties like “fewer customers”.
Traditional merchants' brand awareness and community relationships are being eroded by insufficient digital infrastructure, high fixed costs, and falling consumer loyalty, according to SWOT analysis. The PESTLE framework identified political instability (e.g., Brexit trade tensions), economic inflation, evolving social norms (e.g., Gen Z's choice for sustainability), and technological disruption as external risks.
In conclusion, inflation, technology, regulations, and environmental demands are threatening many high street stores. High-street shops must be proactive, data-driven, and agile to survive. Traditional and innovative, they must integrate digitally while maintaining community relevance and physical experience.
Strategic resilience, a willingness to adapt, and the ability to innovate will decide UK high street firms' longevity, not size or brand heritage.
These results show that survival isn't just about one thing; it's about strategic resilience, which includes cutting costs, integrating technology, aligning with the community, and being flexible in operations.
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