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Introduction
Years before the development of technology and communication tools between consumers and companies, buying products and services from physical stores was the only way to shop. Countries like England, along with other economically developed nations, have faced serious problems with sales through physical stores (Smith, 2022). Many factors caused this situation, such as the economic instability of households and the change in consumer buying habits due to technological development. The COVID-19 pandemic worsened the situation for retailers because people were confined to their homes during lockdowns, limiting their ability to shop in person (Jones, 2021).
The way people shop has changed drastically in recent years. Consumers now expect convenience, quick access to information, and a seamless experience, which online shopping provides. Physical stores, on the other hand, have had to cope with these new expectations while facing rising costs and challenges. Using PESTLE and SWOT analysis tools, we will examine the economic, social, and environmental changes affecting retailers. We will also explore the strengths, weaknesses, opportunities, and threats they face, and suggest ways to continue and increase retail sales in England.

PESTLE Analysis
Political Factors
 A major political factor was Brexit, which affected the cost of importing and exporting products. There is more bureaucracy due to customs, which delays the delivery of products and raw materials needed for production to stores (Brown, 2023). This creates supply chain challenges and uncertainty. Frequent tax changes create new financial burdens for store owners and consumers alike. Additionally, global conflicts cause uncertainty in the market because no one knows if a product will be sold at the usual price or arrive on time (Wilson, 2022). These political changes disrupt the stability retailers need to plan their sales and inventory.
Economic Factors
 Retail taxes help support a country’s economy and fund social welfare programs for weaker economic groups. Retail also supports thousands of jobs, allowing employees to become consumers themselves and keep the economy moving (Taylor, 2023). However, economic crises have lowered many households' buying power, with some even turning to petty theft in order to cope (Clark, 2022). Many incomes cannot cover household expenses because of rising prices in energy and services, which squeezes consumers’ budgets.
Events like COVID-19, Brexit, and global conflicts have direct economic effects on England. For example, they affect the supply of raw materials used in manufacturing everyday products like toys, fabric, paper, and coffee, which are essential for daily life (Evans, 2021). The rise of online companies such as Amazon, Temu, and Alibaba causes a reduction in physical store sales because online sellers often offer lower prices due to lower operating costs and taxes. They also use fewer workers and pay lower wages, which reduces their costs further (Green, 2023). Social media influencers also impact consumer choices, often promoting online shopping and reducing revenue for physical stores (Miller, 2024).
Social Factors
 The rise of the internet has pushed consumers to buy products from home. Online businesses collect consumer data such as emails and phone numbers and bombard customers with advertisements and attractive offers, such as “buy two, get one free” or package deals that make purchasing easier (White, 2023). Weather no longer affects customers because they can order anything they want anytime with just a few clicks.
The number of people visiting shopping streets has declined, partly because many now work from home and prefer to shop online rather than spend time traveling to physical stores (Johnson, 2024). This change in social behavior has greatly affected foot traffic in shopping areas.
Technological Factors
 The rapid growth of e-commerce and artificial intelligence has brought major changes to retail. Many consumers expect quick and easy shopping experiences, including the ability to check product details, compare prices, read reviews, and place orders online (McKinsey, 2024). However, most high street retailers have been slow to adopt digital tools such as automatic checkouts and mobile apps, which help customers save time and easily find new products.
These technological tools allow consumers to shop without moving from home, and they provide retailers with valuable data about shopping habits, enabling better marketing strategies (Davis, 2023). Retailers that fail to adopt these tools risk losing customers to online competitors.
Legal Factors
 Changes in labor laws, such as raising the minimum wage and increasing taxes, raise operational costs for retailers. This forces them to find new strategies to increase income and invest in legal compliance (Gov.uk, 2024). Legal regulations also include stricter rules about product safety, advertising, and consumer rights, which stores must follow carefully.
Environmental Factors
 Recently, consumers and governments have become more aware of environmental dangers caused by pollution and waste. Customers and authorities expect retailers to adopt eco-friendly practices, such as reducing waste and using recyclable materials. Businesses that ignore the environment risk losing public trust and customers (WRAP, 2024). Environmental responsibility is becoming a key factor in consumers’ decisions, especially among younger generations.

SWOT Analysis
The SWOT analysis connects external factors with the internal strengths and weaknesses of retailers.
Strengths
 Retailers on the high street have been around for many years, so they enjoy strong brand recognition (Davies, 2022). They have daily contact with customers, which helps improve sales skills and better understand customer needs. Store location is very important: the more central the store, the more visitors it gets, which means higher sales and income (Morgan, 2023). Physical stores also allow customers to see and try products before buying, which builds trust.
Weaknesses
 On the other hand, rent for central stores is very high, making it costly to maintain a presence in key shopping areas. Retailers also face many expenses such as employee wages, utility bills, and taxes. Compared to online stores, physical stores have been slow to adopt technology that allows customers to see products, prices, and delivery options immediately. Online shops can sometimes offer free returns, which is a big advantage that physical stores cannot easily match (Evans, 2022).
Opportunities
 There are still many opportunities to save retail sales by using technology. For example, automatic vending machines or self-checkout kiosks can reduce labor costs and improve customer convenience. Stores can focus on quality products by partnering with producers and raw material suppliers to offer unique items. Organizing events such as food tastings, workshops, or product demonstrations can promote products and attract customers to stores (Peterson, 2023).
Another opportunity is improving communication with customers through simple and clear language, making shopping easier and building trust (Adams, 2023).
Threats
 The biggest threat comes from large online companies like Amazon and Temu, which already have a large market share. They sell some products cheaper due to economies of scale, and since many consumers have less income, their buying power decreases (Hall, 2023). Online competitors operate 24/7 and reach a global audience, which physical stores cannot easily compete with.

The Role of Simple Writing (Plain Language) in Retail
An important, often overlooked, way for physical retailers to compete is by using simple writing in all their customer communication. Plain language means using words and sentences that are easy to understand by everyone, avoiding jargon, complicated words, and long sentences (Adams, 2023).
Using simple language in product descriptions, store signs, advertisements, and online communication helps customers quickly understand offers and product features. Clear information reduces confusion and frustration, making customers more likely to buy (Garcia, 2023). For example, instead of complicated return policies, stores can offer clear, step-by-step instructions.
Consumers today have many choices and limited time. If they encounter confusing language, they may leave the store or website and shop elsewhere. Retailers that use plain language build stronger relationships and trust with customers, which encourages loyalty (Peterson, 2022).
Applying plain language principles also helps include all customers, including those with limited literacy or for whom English is a second language (Walker, 2024). Staff training in clear communication improves customer service and satisfaction (Brown and Green, 2023).
By combining technology with clear, simple communication, physical stores can create a more enjoyable shopping experience that competes better with online businesses.

Conclusions
High street retailers in the UK face a critical turning point. Falling sales can lead to job losses, increased theft as stores struggle to survive, and reduced government revenue from taxes (Roberts, 2022). Using PESTLE and SWOT analysis reveals the many challenges retailers face today. To survive, retailers must quickly adapt to new market conditions by using modern sales promotion methods in physical stores (Foster, 2024).
Physical stores have important advantages like direct contact with customers and the ability to create a physical shopping experience. However, failing to provide full product information online or having complicated communication can stop customers from visiting. Customer trust must be maintained and strengthened because word of mouth is the best advertisement: a happy customer will recommend a product to friends and family (Smith, 2022).
Survival depends on the ability to innovate, digitize, meet today’s customer needs, and communicate simply and clearly (Adams, 2023).

Recommendations
Speed up Digital Transformation
Retailers should invest more in social media platforms like Facebook, Instagram, and TikTok to promote products, emphasizing their natural materials and qualities. They can create contests, offer discount coupons, or small free products to attract consumers. Mobile apps can track what customers buy and send targeted offers, making promotions more effective (Johnson, 2024).
Protect the Environment
It is important to strengthen eco-friendly practices, such as using recyclable packaging or rewarding customers who return items to stores with discounts. Transparency about products—such as who made them, what materials were used, and whether child labor was involved—is essential. Organizing seminars to educate customers about products’ properties can increase trust. Most people care about the environment and want to see it protected, not destroyed (Greenpeace, 2023).
Small donations by stores to local charities or community projects can build feelings of care and connection, increasing customer loyalty (Smith, 2023).
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