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[bookmark: _Toc81786937]Introduction
This report will focus on the case study given about “Next Plc,” where various dynamicity in the fashion business will be described based on the retail market in the global platform. The description will be analysed with some models where the stakeholders and business model will be connected to those. The competitive advantages of “Next Plc” will also be presented based on some analysis and evaluation through various models. A recommendation will be provided at the end of the report through which the company can perform better in the future market (Enlund, et al, 2021)

[bookmark: _Toc81786938]An Overview of “Next Plc”
One of the most reputed British multinational companies is “Next Plc” which is mainly a fashion retailing company. The previous name of the company is “J Hopeworth & Son” which was the name in the founding year of the company, 1864 till 1982. The company mainly sells shoes and clothes where the company also sells household products. The company is operating worldwide with 500 stores, 44,193 employees with headquarter in Enderby, England, the UK (Núñez-Barriopedro, et al, 2021).
[image: Gallery – ModelMe Management]
Figure: “Next Plc” logo (Ostermann, et al, 2021)
Mission
To provide the best retailing service in the global context
Vision
To be the best market shareholder globally

[bookmark: _Toc81786939]a. Critically analyse the changes in the last few years to their business models to self-regulate and adapt to the concerns raised by stakeholders
[bookmark: _Toc81786940]The Changes in Retail Business
Being Familiar with Customers and Products
Every employee including the salesman needs to have high knowledge about the products that they are selling. They also must have familiarity with customer demands and customer buying behaviour so that the products can be sold properly. “Next Plc” is very good at this where the company always follow the steps of the customer and have deep knowledge of the products (Rameda, 2021).
[image: Omnichannel Marketing Strategy: How to Leverage For Better Retail CX]
Figure: Omni-channel Marketing (Enlund, et al, 2021)
Omni-channel Marketing 
Customers are more focused on physical quality and forms of products but they love shopping on online platforms with various technologies. Omni-channel is a great marketing place where all stores are centred in one place. “Next Plc” has connected its online and offline services through Omni-channel marketing (Ostermann, et al, 2021).
Online Customer Relation Approach 
Customers are now more available on the online platform where they prefer to shop and browse about products and services. “Next Plc” is now more approaching in online platforms with the proper actions in the offline platform (Tariq, 2021).

Review-based Business 
The customer determines the effectiveness of the business, products, and services through reviews. More customers are approached when a good review takes place where bad reviews result in losing market and customers. “Next Plc” is highly valued with positive reviews

[bookmark: _Toc81786941]Different Types of Business Models
Here are those presented below:
Bundling Model 
This model focuses on not selling one product but multiple products packaged or bundled which are considered as one. These bundles will be comparatively less expensive than a single product will cost. For example, “Burger King”, “Adobe Creative Suits”, etc. “Next Plc” can use this for better sales (Andryushenkova, 2021).
[image: Razor and Blade Business Model]
Figure: Razor Blades Model (Enlund, et al, 2021)
Razor Blades Model 
This model talks about selling razors at a cheap price where the blades will cost higher which was mainly invented by “Gillette”. Often company sells the main product at a cheap price where the replaceable parts need to be bought at a higher price according to this model. For example, “Dollar Shave Club”, “Xbox”, etc. “Next Plc” can use this model on some products (Tariq, 2021).

One-for-One Model 
This model tells the customer to buy one product where one product will also go to a charity like poor people, homeless, orphans, and others. This is a very effective model where customers feel the business with corporate social responsibilities. For example, “Soapbox”, “Tom’s UK”, etc. This can bring a great brand image for “Next Plc” (Ostermann, et al, 2021).
Retailer Model 
This model focuses on making the last link in the business supply chain so that the business can be profitable and the supplier will also be profitable. The products are collected from companies at a low rate and sold to the customers. “Next Plc” is currently using this model (Zahra, et al, 2021).
[bookmark: _Toc81786942]Product Life Cycle
All businesses must take action based on the stages in the product life cycle. Here are the stages presented below in the context of “Next Plc”:
[image: How to create a sustainable product life cycle | Rompa Group]
Figure: Product life cycle (Andryushenkova, 2021)
Introduction
This phase will introduce “Next Plc” in the market where the company will have steady progress in the market. In this situation, the bundling model and vast promotion are more important.


Growth
This phase will have huge sales and customer growth in the market where a flock of new customers will engage with the brand. The company must focus on customer relations where the razor blade model can help to be more profitable (Núñez-Barriopedro, et al, 2021).
Maturity- This phase will bring up the highest revenue and profit where “Next Plc” will have the highest potential in the market. One for one model and bundling model is the most effective model to boost sales during this time and new products can make more sales (Zahra, et al, 2021).
[bookmark: _Toc81786943]Decline- This position will bring a downfall for “Next Plc” where the value will be lessened and the product will be replaced in the market with another complementary product. Bundling and retail models can bring up sales improvement with innovation (Tariq, 2021).
Different Stakeholders in Business
There are various stakeholders in “Next Plc” which impacts the business and the business models in various ways. Here are the stakeholders of the company presented below:
[image: Stakeholder - Learn About the Different Types of Stakeholders]
Figure: Stakeholders (Enlund, et al, 2021)
Customers
Customers are the core outside stakeholders in a business where business mainly operates. In “Next Plc”, customers have value through the products and service quality (Andryushenkova, 2021).

Employees
Employees are the core outside stakeholders in a business where business mainly operates. In “Next Plc”, employees have a stake in employment security and salaries.
Investors
Investors are very important stakeholders in a business where they bring up financial support for the business. Their stake is the dividends from the profit of “Next Plc”.
Suppliers and Vendors
Suppliers and Vendors are important for supplying valuable raw materials and products to the business. In “Next Plc”, suppliers and vendors have a stake in product security and revenue.
Communities
Local communities are the people who are impacted by the production and the business in an area. The main stakes of communities associated with “Next Plc” are health, environmental sustainability, and safety (Ostermann, et al, 2021).
Government
Government is the core regulatory body that provides rules and authorises the processes in a country. In “Next Plc”, the stake of governments is GDP and tax.
[bookmark: _Toc81786944]

Stakeholder Power-Interest Grid
Different stakeholders have different needs in “Next Plc” base on their interest and legit power in the organisation. For analysing those, here is the power interest grid presented below in the context of “Next Plc”:
[image: ]
Figure: Power Interest Grid (Zahra, et al, 2021)
High Power Low Interest
According to this grid, these stakeholders have higher legitimate power and authority where they have low interest who needs to be kept satisfied. For example, Government (Núñez-Barriopedro, et al, 2021). 
High Power High Interest
According to this grid, these stakeholders have higher legitimate power and authority where they have higher interest also who needs to be managed closely. For example, customers, investors. 
Low Power High Interest
According to this grid, these stakeholders have lower legitimate power and authority where they have higher interest who needs to be kept informed. For example, vendors and suppliers. 
Low Power Low Interest
According to this grid, these stakeholders have higher legitimate power and authority where they have low interest who needs to be kept satisfied. For example, Local communities (Zahra, et al, 2021). 
[bookmark: _Toc81786945]b. Critically explain if these changes give some form of competitive advantage position and provide recommendations to the management 
[bookmark: _Toc81786946]Competitive Advantage 
The term competitive advantage directs towards those advantages in a business that makes the business one step ahead of the competitors in the market. Through this, businesses tend to get a better brand image, more customers and sales, and better customer relations within the market trend. “Next Plc” is having some great competitive advantages and some noticeable drawbacks (Núñez-Barriopedro, et al, 2021). For a better and deep analysis of competitive advantages, some tools will be used in this report including SWOT, Porter’s Five Forces, and PESTEL.
[bookmark: _Toc81786947]SWOT Analysis 
Here is the analysis presented below:
[image: ]
Figure: SWOT analysis (Enlund, et al, 2021)
	SWOT analysis of “Next Plc”

	Strengths
“Next Plc” has a great brand portfolio in retail marketing where they have a great free cash flow. The company also have a high customer base that is also a great strength in the market (Andryushenkova, 2021).


	Weaknesses 
“Next Plc” don’t have a good contribution margin and have a small margin of sales. The inventories also have high days that is a great weakness (Enlund, et al, 2021).

	Opportunities
Better technology utilisation can make a great opportunity for “Next Plc”. A higher market share can bring up a better position in the customer mind (Ostermann, et al, 2021).
	Threats
The pay scale is rising with time which is a great threat to increasing cost (Enlund, et al, 2021)



[bookmark: _Toc81786948]PESTEL Analysis 
Here is the analysis presented below:
[image: PESTEL Analysis (PEST Analysis) EXPLAINED with EXAMPLES | B2U]
Figure: PESTEL analysis (Tariq, 2021)
	PESTEL Analysis of “Next Plc”

	Political
	There are huge instabilities in South Asian countries that can create problems in the business retail business. The BREXIT situation is also causing the problem in the European countries (Zahra, et al, 2021). 

	Economical
	The economical situation has been very lagging during the Covid-19 situation globally. The employment rate and household income has been increased (Núñez-Barriopedro, et al, 2021)




	Social
	Society is more prioritising environmental sustainability and social responsibility among the organisations. “Next Plc” strictly follows the environmental policy and social responsibilities (Sinha, 2021).

	Technological
	The technologies are emerging with time and retailing companies are more being advanced with an online and social media platform. “Next Plc” is now operating more analysis, marketing, and sales actions online (Enlund, et al, 2021).

	Environmental
	The environmental factor all over the world is getting more priority as the environment pollution and global warming is taking place. “Next Plc” focuses on recycling and operate with the green office (Andryushenkova, 2021).

	Legal
	The legal environment has been making problems with the labour law. This has increased the cost of labour in “Next Plc”.




[bookmark: _Toc81786949]Porter’s Five Forces 
For analysing the competitive market position of a business, Porter’s Five Forces is a great tool that can bring a clear concept on the competitive position of a business. Here it is presented below in the context of “Next Plc” (Enlund, et al, 2021)
[image: ]
Figure: Porter’s Five Forces (Zahra, et al, 2021)
The threat of New Entrants
There is a high threat of new entrants for “Next Plc” because the entry point to the retail industry is very easy and the new one comes with innovative strategies. The company must be very careful about the value of its product (Núñez-Barriopedro, et al, 2021).
Bargaining Power of the Buyers
The bargaining power is high for the customers of “Next Plc” as there are a lot of organisations offering similar services and products where the switching cost is very low. The company must be very careful about its pricing strategy and product quality (Enlund, et al, 2021).
Threat of Substitutes
There is a high threat of substitutes for “Next Plc” as there is a lot of local shops and point of sales. The company must be very careful about the proper positioning and accessibility of the customers (Tariq, 2021).


Bargaining Power of the Suppliers
The bargaining power is low for the suppliers of “Next Plc” as there are a lot of suppliers offering similar services and products where the switching cost is very low. The company must choose the highest quality at a low price for better options (Ostermann, et al, 2021).
Industry Rivalry
There is a high industrial rivalry because there are a lot of organisations offering similar services and products as “Next Plc”. The company must make good strategies to create value over those (Andryushenkova, 2021)


[bookmark: _Toc81786950]Conclusion 
From all the above discussion, it can be concluded that “Next Plc” has been performing very good in the market and can expand more with time and enough strategies. The company can utilise the models so that the company can survive the competitiveness and be profitable. The company’s current market position is at risk for the competitors, the new entrants and increasing costs. The company must follow the recommendations for better results (Enlund, et al, 2021)


[bookmark: _Toc81786951]Recommendation 
From all the analysis, it can be seen that the company is lagging in the market with improper costing. “Next Plc” must look at the low cost and better-quality products so that market value can be increased. The company also needs to ensure the technology implementation in every function for better results (Núñez-Barriopedro, et al, 2021).
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