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This report will seek to understand and analyse the major aspects pertaining to the global business environment. Through the means of this report, the need for implementing sustainable practices into an organisation’s business model will be highlighted. The report will take upon the case of Next Plc., a leading apparel brand of the UK to analyse and evaluate the changes its business model has gone through to address the concerns of its stakeholders.
Next Plc. is a British brand specialized in selling apparel, homeware and footwear products across various locations (nextplc.co.uk, 2021). Established in 1864 in Leeds, UK, the brand’s headquarters are located at Leicester with Simon Wolfson as the CEO. The brand has its stores across 500 locations and drew revenue of 328.41 crores GBP in 2020. 
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Critically analyze the changes that the company have made in the last few years to their business model to self-regulate and adapt to some of the concerns raised by the different stakeholders above.
Product Lifecycle:
Introduction & Market Development: 
The first stage in the product lifecycle is the introduction and market development stage. After product development is completed, the new product is realized in the market at this very stage. For Next Plc, this stage is essential for its marketing and promotional activities and the company has been significantly investing a lot for creating their product image and making their customers aware. Next Plc can develop a product which is environmentally friendly and does not cause harm to labours. This stage is characterized by low competition and building higher demands for the product. Innovations in system in this stage can create mechanism that acknowledges sustainable practices (Johnson, 2017).
Growth:
The stage is the growth stage wherein customers of Next plc have started to consume and buy their products. The product has been proved to be successful and demands have been increasing. Little improvisations take place to the existing product concept and revenue is generated as sales increase (Achinivu et al., 2017). Market expansion takes place during this stage and the particular product becomes more competitive as competition has increased. In this stage, the brand’s competitors recognize the market potential and initiated methods of diving in. As the stage progress, the Next Plc views the opportunity of starting a new distribution channel and ways to support its features.
Maturity:
After reaching the maturity stage, Next Plc’s product sales tend to slow down owing to saturated market conditions. The sale volume also tends to drop and product pricing becomes more competitive as market shrinkage due to falling product price, takes place. This leads to Next Plc. Developing new product ideas for a different market altogether. The volume of sales max out and saturation point is reached in this maturity stage. For the Next Plc, this stage might last a little longer than its smaller competitors. The company’s products are still in their maturity stage.
Decline:
Following the maturity stage, products reach the final phase, also known as the decline stage. The sale of products in this stage falls significantly. There is lesser demand for that particular product in the market due to changed customer behaviour. Next Plc’s marketing at this stage is minimal and only directed towards its loyal customer. Prices of product fall and there is loss in market share for the company’s product. Next Plc’s products are yet to reach the decline stage as it is currently in the maturity stage.  Studies have shown that in some cases, products experience revival in the decline phase and attract significant consumers to it (Picard and Hollander, 2017). 
SWOT Analysis:
Strengths: Next Plc. has been in the fashion industry for the past 157 years which has helped the company gain maximum experience. The company’s experience and maturity have helped it recover its revenue and in 2021, it accounted for around 328.41 crores GBP. Its brand image is strong with a stronghold in the fashion industry of the UK. It has been able to generate significant profits and revenue in its years of operation, giving a huge competitive advantage to the brand.
Weaknesses: The brand’s image was severely hit as accusations overusing unethical practices started doing the rounds. Next Plc. is one of the oldest and largest apparel brands operating in the UK fashion market but its poor treatment of workers is one of its biggest weaknesses. The company has positioned itself to be a fast-fashion brand whose products are available at affordable prices but it failed to position itself as a fashion brand that is ethical in practice. Another significant weakness is the minimal transparency involved in its operations, corporate social responsibility and wages provided to workers. The company’s lack of ability to implement strategic leadership practices for better growth and success.
Opportunities: Next Plc. has a huge opportunity as far as market expansion is concerned. There are a number of countries that are yet to be explored by the brand. This is a huge opportunity for the brand to increase sales and revenue that they can further use to invest in their sustainability practices and for implementing measures to promote healthy working conditions for labours. Next Plc can also improve its brand image by working and delegating more time and methods into sustainable practices. For ethical reasons, the company has been in highlighted so they can use their strength of strong brand image to promote itself as a conscious and sustainable brand.
Threats: As people have become increasingly conscious about sustainability and ethical fashion, there is a threat for the brand to lose its market share to new companies and brands. Next Plc is posed with a great threat of getting run over by its competitors because of the unethical practices that it conducts as a company.
Next Plc has been repeatedly called out in past for its lack of attention to sustainable practices and methods. It utilized the opportunity to create a positive and sustainable brand image for itself by remodelling its existing business approach. Thus, the company made changes to its existing business model to minimize harmful effects on the environment. The brand pledged to mitigate environmental concerns by reducing carbon emissions and preserving natural resources consumed by the company for production and operation purposes (nextplc.co.uk, 2021). It has also promised to improve their treatment of workers and restore ethical approaches. The approaches that the brand has taken recently to remodel their business plan include:
· Increasing efficiency of energy and decreasing waste from production.
· Introducing sustainable practices for packaging and operations.
· Increase wage of workers and improve working condition.
· Stop exploiting low wage workers in developing and underprivileged countries.
· Create a positive environmental impact.
Fast-fashion fashion emerged as a result of intensive competition, globalization and increased demands (Cimatti, 2017). Thus, brands like Next Plc jumped on the trend to meet demands while maintain revenue at the same time. These practices harm the environment and the people. However with the changes they inculpated in their business model, these practices will be discontinued. 


Critically explain if these changes have/will give the company some form of competitive advantage position and provide any relevant recommendations to management of this organisation.
Porter’s 5 forces analysis:
Competitive Rivalry: Next plc operates in an industry that is driven by high competition and intensive rivalry. The fashion market of the UK is fiercely competitive with new brands offering a range of products with a competitive pricing range to offer to customers. However, brands like Next plc are older players with an established market share and a loyal customer base. Yet the risk of competition remains high with the fast-changing dynamics of the fashion industry. Although Next plc is an established brand with centuries of experience, the modern fashion market is completely transformed. Today, people’s preferences have evolved and changed significantly. The demand for sustainable goods have increased and now people look for environmentally friendly products, excludes animal cruelty and promotes better conditions for workers.
However, Next Plc. has time and again been called for being a fast-fashion brand that has zero regards for sustainability. They have been accused of exploiting cheap labour available in developing countries like India, Bangladesh and Pakistan. With digitalization and the advent of social media, more brands have become prominent for their efforts to preserve resources, promote sustainability and a good working environment and pay for workers. As consumer preferences change, the demands for sustainable products go up. Thus, this force is relatively strong for Next Plc till the time they do not change their sustainable practices and improve their worker, working conditions. Up-cycling is one of the methods that can be used by the company to remodel its approach (Henninger et al., 2017).
Bargaining Power of customers: The bargaining power of customers refers to the power that buyers or customers have on the market. Next Plc operates in the fashion industry which provides a lot of options and alternatives to customers. The cost of switching between brands is also very low thus increasing the power of buyers. Thus, this force is relatively high in the case of Next plc. Buyers have huge control over the fashion market because of the mere availability of millions of other options to choose from. As discussed earlier, stakeholder complaints about Next plc’s poor sustainable measures have had a major negative impact on the brand.
The modern fashion market is huge with a number of alternatives for customers to choose from, thus resulting in the increased bargaining power of customers. Even though the brand has directed its marketing and promotional strategies in promoting and creating a positive brand image for itself, there will be little to no impact as customers have become more informed and conscious. Several brands have emerged in the market that offers conscious products at an attractive price range. This gives buyers the power to effectively switching from one brand to the other.
Bargaining power of suppliers: The bargaining power of suppliers denotes the power that markets have over the suppliers. In the context of Next Plc, the bargaining power of suppliers refers to the power that the brand’s suppliers hold in the fashion industry. It has a relatively weaker force as Next Plc sources its products from developing countries and nations. Next Plc’s suppliers are mainly based in third world countries like India, Bangladesh and Pakistan. They get the labour in these countries at very low costs and do not have to adhere to any exclusive and complex working regulations, thus making procuring supply from these countries much easier and convenient.
Even though the lower power of this force makes it more profitable for the brand, this practice has been criticized by the stakeholders over a long period of time. These practices of procuring supplies from underprivileged countries have always been deemed unethical and disturbing. The brand’s image has been hit hard because of this reason. The working conditions in these countries are very poor and labour is acquired at negligible costs which results in low-cost production and higher revenue for the company.
The threat of New Entrants: This force refers to the power and extent to which new companies in the established fashion market can make an entry. The fashion industry, although tough and highly competitive, has little to no barriers that prevent new companies from entering the market. The industry is a capital-driven one and requires medium investment to enter. Besides, funds are required to buy and procure machinery. These pieces of machinery are essential for creating and producing garments and apparels. However, these investments are not as heavy so companies with medium funds can enter the market and establish themselves.
The recent innovation in digitalization has made it easier for smaller companies to enter the market. Social media platforms have been blooming and newer businesses have emerged (Alves, 2020). Even though these businesses are much smaller in scope and size for the Next Plc, they are acquiring a great response from customers and consumers. All these brands are sustainable and do not involve poor worker conditions, making them desirable to consumers. However, barriers to entry are still a medium force for Next Plc.
The threat of Substitutes: This refers to the availability of substitutes in the market. This threat is an internal threat of the industry wherein there is a risk of substitutes. Apparel in general does not have a substitute. Clothes are products that cannot be replaced with any other product as there isn’t anything else available in the market. People will have to buy and wear clothes and the demand for clothing items will never diminish. However, even though there isn’t a product alternative, there are several brands alternative. Thus, the threat of substitutes is low but the threat of getting replaced by a rival brand is high. Today, the demand for cheap clothing has seen a decline because of changing consumer preferences.
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The report can be concluded by saying that fast-fashion brands and companies like Next Plc has been at the receiving end of major criticisms owing to their unethical practices and negative environmental impact. Their production and operation practices are environmentally harmful and promote the poor condition of workers and suppliers in many underprivileged countries. However, the brand has made changes to its existing business model by incorporating a number of ethical practices and methods to preserve resources and promote the healthy working condition of workers.
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