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1. Introduction:

1.1 Background of the Study:

Strategic marketing in the UK fashion retail industry now relies heavily on branding because it is so competitive. Nowadays, firms don’t just depend on their products and prices to hold their position; they give much attention to branding to change how customers perceive them and remain loyal. In this regard, the British retailer NEXT has kept its position on high streets and online (NEXT PLC, 2025). However, because modern technology and changing tastes affect customers, companies like NEXT should check whether their branding helps keep customers.
The main benefit of retaining customers is ensuring the company’s lasting and profitable growth. Obtaining new customers is usually five times as costly as keeping existing ones, which is why maintaining customers helps retailers grow (Reichheld & Sasser, 1990). When branding is done well, people become loyal customers and special fans of the company’s brand. With this, NEXT stands out thanks to its quality items and prices that attract a wide variety of people (Ali and Anwar, 2021). However, since fast fashion brands and e-commerce sites are now strong competitors, it is essential to study how NEXT’s branding helps its loyal supporters.
1.2 Research Aim:

To critically evaluate how branding influences customer retention strategies and outcomes at NEXT in the UK.
1.3 Research Objectives:

1. To examine the key branding strategies employed by NEXT in the UK.
2. To evaluate the relationship between branding elements (e.g. brand identity, communication, and emotional connection) and customer retention.
3. To assess customers' perceptions of NEXT’s brand and how this influences their repeat purchasing behaviour.
4. To recommend branding strategies that could further improve customer loyalty at NEXT.
1.4 Research Questions:

· What branding strategies does NEXT use to retain customers in the UK?
· How do brand identity and emotional connection affect customer retention?
· What role does brand communication play in retaining loyal customers at NEXT?
· What are the perceptions of NEXT’s brand among its repeat customers?
1.5 Rationale and Significance of the Study:

UK fashion businesses are now adopting digital methods, which are prompting consumers to look for new things and be loyal to them. Moreover, while NEXT is well known, it encounters competition from both Zara and from online retailers such as ASOS and Boohoo. Realizing how branding helps attract repeat customers gives NEXT recommendations to become more competitive over time.
2. Literature Review:

2.1 Branding and its Dimensions

The image a brand creates is important for guiding how customers see it and staying loyal over the years. According to Keller (2013), branding involves making strong, positive, and unique brand associations with people’s minds. Aaker (1996) brings more perspective to this idea, creating four dimensions named: brand identity, brand equity, brand personality, and brand communication. In this industry, branding helps show people that a piece of clothing is high quality and a sign of a person’s style. Kapferer (2012), emphasizes that what makes some fashion brands shine is how they match the way customers live and think, giving rise to their loyalty and helping them outshine other competitors.
2.2 Customer Retention and Loyalty:

Customer retention is about keeping an established relationship going with the clients the firm already has. Reichheld and Sasser (1990), found that it is much more cost-efficient to keep present customers than to attract new ones, and simply working on retention can greatly increase a company’s profits. The level of loyalty shown is affected by how satisfied someone is, how much they appreciate the company, and how strongly they feel about it. Oliver (1999) suggests that loyalty goes through four steps: thinking, feeling, trying to act, and habitual actions. In other words, it is important to build trust and a close brand connection if you want customers to stick with your business in the long run.
2.3 The Role of Brand Equity in Retention:

Brand equity greatly influences customers’ decision to stay with a company. In their study, Yoo and Donthu (2001) explain that having brand awareness, perceived quality, positive brand associations, and brand loyalty increases a brand’s ability to create value. When brand equity is strong, it boosts customer loyalty, raises the value of a product in people’s eyes, and lowers the chances of switching brands. Rejitha and Jayalakshmi, (2024) study discovered that companies with high emotional and trust-based equity usually perform well and keep customers loyal. Fashion retailers find that customers are faithful to brands they think are dependable, reliable, and express their style (Zaman, Ahmed and Syed, 2025).
2.4 Emotional Branding and Consumer Connection:

It involves making sure that customers feel a connection with the brand. Thomson, MacInnis, and Park (2005) believe that a customer’s emotional bond matters more for their loyalty than simply how satisfied they are with what they get. Emotional reactions such as feeling part of the group or wanting to improve make people more loyal to a brand. Since clothing usually reflects who a person is, emotionally branding can transform regular customers into brand believers (Bagga, Gera and Haque, 2022). For NEXT, appealing to feelings is very important since many consumers look for a way to confirm their identity through fashion.
2.5 Brand Communication and Digital Presence:

A company needs effective brand communication to maintain its identity, involve customers, and earn their trust. De Chernatony and McDonald point out that having similar messages in each brand touchpoint strengthens a brand’s credibility. Using websites, mobile applications, and social media is important for interacting with clients today. The study carried out by Bruhn et al. (2012) reveals that regular online communication supports brand loyalty and increases brand equity. The company should keep messaging the same in their physical stores and on their websites to prevent losing interest from modern-day consumers (Brydges, Henninger and Hanlon, 2022).
2.6 Empirical Evidence: NEXT and Competitor Branding

NEXT is recognized as a brand with outstanding reputation in the United Kingdom, mainly among families and professionals, according to Mintel (2023). Still, Zara and ASOS have a bigger draw among younger people since they are more flexible trying out new trends and are present online. Their focus on high standards of service and products ensures that most of NEXT’s loyal customers keep shopping there (NEXT PLC, 2025).
2.7 Literature Gap:

A lot of research has looked at branding’s impact on customer behaviour, yet there is not much dedicated study on branding’s part in keeping customers shopping at established British brands like NEXT. The research that exists either covers numerous industries or is focused on new internet-based companies, so we still do not know much about branding and repeat purchase in traditional high-street shops. Besides, there has been little discussion about how these firms use emotional and digital branding to keep customers loyal when competition intensifies. This study seeks to address this by examining past data to see how NEXT’s branding encourages customers to stay loyal for a long time.
3. Research Methods and Methodology:

3.1 Research Philosophy and Approach:

This study follows an interpretivist approach to study the link between branding and customer retention using what has already been documented about the topic in secondary sources. It is suitable to use interpretivism to illustrate the construction and interpretation of brand strategies by enterprises and consumers. A deductive process is used to first use tested theories and then see how they relate to the case of NEXT in the UK and draw proven conclusions.
3.2 Research Design:

This is qualitative research that simply involves analyzing and using secondary data. Instead of collecting fresh data, the study will consider articles written by academics and reports from the industry and companies. This study method helps to investigate the connection between branding and how long the brand is remembered by shoppers in retail, without wasting too much time.
3.3 Data Collection:

Information will be taken from peer-reviewed scientific articles obtained using Google Scholar, databases in the business area, and official web pages belonging to the companies. Papers that are current, about branding, and written by reliable authors are included in the selection process. Where needed, classic books that form the basis of many theories will be a part of the course as well.
3.4 Data Analysis:

Using the approach outlined by Braun and Clarke (2006), the study will try to notice patterns and recurring ideas. Next, you will need to group important ideas under broader sections like brand identity, emotional connections, and perceived worth, and make sense of how they affect your retention strategy at NEXT.
3.5 Ethical Considerations:

The materials for this study were gathered only from open academic terms, industry publications, and reports coming from companies. No people or original data are used, so the research does not have much risk to ethics. In any case, follow academic integrity by citing properly, not copying others’ work, and making thoughtful use of our sources. All the materials will be cited according to Harvard referencing, making the research process traitorous and respectful to intellectual property.
4.Timeline:
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5. Conclusion:

The study presented here will look into the role of branding in keeping NEXT’s UK customers long-term, only making use of secondary sources and analysis methods. Studying sources and different materials, the study will explore how things like identity, emotional bond, brand equity, and communication affect the loyalty of customers over time. NEXT and similar retailers must learn about how branding affects retention, as the retail industry is always changing. The interpretivist approach will let researchers understand the details and background of branding strategies and how effective they are. With the help of top sources retrieved on Google Scholar, this research will focus on the major factors affecting customer retention. The main goal is to offer knowledge that can be used by NEXT and similar organizations to develop their branding and keep customers loyal for a long time.
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