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Executive summary 
The fashion industry is the second most polluting industry in the world. In addition to environmental pollution, this industry has been accused of labor exploitation, animal rights violations, unethical trading etc. Addressing these issues is of paramount importance for firms operating in the fashion industry. This report identifies and analyzes the way in which the business model can be modified to mitigate the concerns raised by various stakeholder groups. The analysis and discussion is made in the context of Next Plc’ a renowned fashion brand based in the UK. “Next” has been working hard to mitigate the odds associate with fashion product manufacturing, including pollution, labour exploitation and others.” Next” is working to achieve 100 % use of renewable electricity in its operation globally within 2030. It has issued a “migrant labour recruitment policy” and a “wage retention policy” to be followed by its international suppliers to mitigate the risk of labour exploitation. It is working to create a safer work environment for international workers by doing factory audits to ensure these factories are safe for working in terms of fire safety, electrical installation and structural conditions. All these changes to the business model and value chain has given “Next Plc” a competitive advantage over its competitors. This competitive advantage is mainly stemming from “differentiation”. However, there is much room for improvement. New concepts like “on-demand custom clothing facility” will increase the competitive advantage of “Next” over its competitors furthermore. Similarly, investments in R&D can be another way to harness competitive advantage. 
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[bookmark: _Toc66737922]Introduction 
All business organizations need to manage the expectations and concerns of their stakeholders in an efficient manner in order to ensure sustained success. This is true for fashion companies as well. The fashion industry has been noted as the second most polluting industry as textile treatment and dyeing causes about 20% of all water pollution globally. Damages caused by the fashion industry includes river pollution as 85 % of the wastages goes into the stream. It is reported that about 500,000 tons of microfibers going into the ocean each year (Wang, Kim, and Kim, 2017). In addition to environmental concerns, stakeholders have raised their concerns regarding alleged labor exploitation, animal rights violation, trade law violations etc. by fashion companies. Due to demand from pressure groups and consumers, UK fashion brands have started considering working condition, labour exploitation and environmental factors while placing the order to international buyers. In this report, evaluation has been made on what changes have been made by the UK fashion brand “Next Plc” to address the concerns raised by its stakeholders. Moreover, analysis will be conducted to assess whether these changes will allow Next Plc to achieve some form of competitive advantage. 
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Stakeholders refer to groups who have an interest in the activities of an entity. For a fashion organization like Next Plc, key stakeholders include its customers, employees, investors, suppliers, the community, governments, citizen action groups, pressure groups, and regulatory bodies (Ananthan, Appannaiah and Reddy, 2010). These stakeholder groups often convey their perspective and concerns to the company. Next Plc. has also demonstrated its willingness to make necessary changes to its business model and value chain in a bid to self-regulate and respond to the concerns raised by the stakeholders. 
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Figure 1: Value chain, Source: (Pride, Hughes and Kapoor, 2012)
One of the main concerns raised by pressure groups and the media is that fashion brands often engage in labor exploitation. Renowned fashion companies outsource their production to suppliers in some developing countries who often try to cut cost by hiring migrant workers at a bare minimum wage and unjust working conditions. In order to address this concern, Next Plc has pledged its commitment to regularly monitor that, suppliers are following the “migrant labour recruitment policy” of “NeXT” ( nextplc.co.uk, 2021). It is issued to ensure that suppliers pay the principle and provide due respect to the migrant workers. Moreover, in 2019 ‘Next’ issued a “wage retention policy” to its suppliers describing supplier’s responsibilities to solve wage issues effectively. Using child labour in the production line of “Next” is prohibited by the management of “Next”. If such an incident is discovered, “Next” engage NGO like LESN to support the child and his/her family until the concerned child reaches legal working age. These initiatives are indicative of Next Plc’s efforts to modify the “operation” and “human resource management” activities of the value chain.  
Another concern of environmental groups and at times, regulatory bodies is that fashion brands procure raw materials in an unsustainable manner and often violate ethical trading principles (Wang, Kim, and Kim, 2017). To trade ethically, sourcing responsibly and to ensure the safety and security of workers within its global supply chain ‘Next’ plc has audited 99% of its factories within its supply chain. It has sourced 98% of its branded products from compliance factories globally. A factory that confirms a given standard is known as a compliance factory. It has helped 29 factories worldwide to deal with critical compliance issue (nextplc.co.uk, 2021). Thus, Next Plc has adapted its “procurement” and “inbound logistics” activities of the value chain in response to a stakeholder concern. 
There has always been a concern among stakeholders that fashion brands are responsible for immense pollution and degradation of the environment (Waddell, Jones, and George, 2013). In order to mitigate this concern, “NeXT” has set the target to source 100% renewable electricity for its global operation to reduce carbon emission within 2030. 100 % of its electricity used in the UK and Eire operation is from renewable sources. It has also set the target to reduce Scope 1 and 2 absolute carbon emissions by 50%, of which 35% is already achieved and hope to achieve the rest within 2030 ( nextplc.co.uk, 2021). Moreover, textile wastages thrown into landfill contributes towards greenhouse emissions as natural fibres take years to decompose whereas man-made fibres do not decompose at all. ‘Next’ plc recognizes fashion waste recycling, as a part of sustainable fashion. So, it takes back torn out bags from customers for recycling and replace them with good bags.  It does not use materials in its packaging which cannot be recycled, for example, oxo-degradable materials. It has a waste recycling center in the UK which recycles wastage arrives from its 400 stores. 108 tons of its hangers were reused within its supply chain and some portions were granulated to remake the hangers.. All these initiatives allowed ‘Next’ plc to divert 96% of its waste from landfill.  All of these initiatives show that Next Plc. has made numerous changes to the “technology”, “Firm infrastructure” and “operations” activities of its value chain.
Animal right activists have often said that fashion brands often product goods that use animal fur and this results in animal rights violation (Hamman, 2015). In order to ensure that products of “Next” plc are sourced in a way that reflects respect for nature, animal and human rights, “Next” plc aims to source 100% of its raw materials through certified routes whereby natural habitats can be protected and raw materials can be replenished. Moreover, Next” has decided that it will not source its raw materials from animals slaughtered to produce non-food products. 
Employees are at times concerned that their health and safety might be jeopardized during the production process. In order to address this issue, Next plc, conducts regular training with the manufacturing team to reduce the bad impact of manufacturing on the environment and worker’s health involved in the manufacturing process. “Next” plc is 100% concerned with the health and safety of the workers involved in its international supply chain (nextplc.co.uk, 2021). That is the reason why “Next” is a member of an organization called “Accord” responsible to do independent factory inspections in Bangladesh. The aim of which is to ensure factory buildings of suppliers in Bangladesh is well protected in terms of fire safety, electrical installations and structural conditions. “Next” has developed a “chemical management standard policy” for supply chain members who are involved in dyeing, printing and other related activities. The policy aims to provide online training to these suppliers about the best practices of chemical handling, management and disposal.
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By analyzing the above initiatives, it is evident that management of the “Next” is committed towards making the fashion world more sustainable. A SWOT analysis of the measures taken reflects the competitive advantage that “Next” will enjoy after taking the outlined measures (Ananthan, Appannaiah and Reddy, 2010).
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Figure 2 SWOT Analysis: source: (Rawlins and Wilson, 2016)
For example, by ensuring workers get their due respect, rights and payment and not to use animal products, in its production line, from animals slaughtered for non-food purpose “Next” has pledged its commitment towards humanity and society. This move will enhance its public reputation globally. Moreover, it will raise the employee loyalty as well. However, these measures might create a weakness in the form that it will require huge logistic and economic support to co-ordinate with its worldwide supplier within the supply chain (Pride, Hughes and Kapoor, 2012).  The opportunity of the measure is that it will help “Next” to discover ways to enhance the living standard of international workers which will be a “thanksgiving” “payback” opportunity for the international brand. However, the execution of all the changes might temporarily increase the costs and might also force Next to raise its prices. This might provide a window to the main competitors of Next plc. and that is a threat for the firm. Similarly, the step taken by Next Plc. to replenish the source of raw materials will be a good example of corporate social responsibility with a bold commitment towards a strong organizational culture (Madura, 2016). The weakness of the measure is that, to execute the measure “Next” will have to sacrifice its profitability. But the initiative will allow “Next” to identify a more cost-effective source of raw materials which will increase profitability. But the threat to the measure is that it may hamper the reputation of “Next” if it chooses to divert the source of raw materials for extra profit causing financial loss to raw material supplier.
From the above discussion, it is evident that “Next” is fully committed to reducing the bad environmental and labour exploitation impact of the fashion industry on society. It is also committed to ensuring business ethics, through sustainable fashion. All these measures will give “Next” a competitive advantage over its competitors. 
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Figure 3:Porter's generic strategy model source (Waddell, Jones and George, 2013)
The strengths and opportunities availed by Next due to the changes it has made to its business model and value chain, can translate into competitive advantages as well. The competitive advantage position of Next plc can be described using the Porter’s generic strategy model which seeks to describe ways in which a business can pursue a competitive advantage over the competitors (Boone, Kurtz and Boone, 2000). According to this model, four strategies can be followed by a business to achieve a competitive edge over its competitors. These are firstly “cost leadership strategy”, where businesses try to increase the market share of sales by selling products at a low price with little profit (Campling, 2008). Secondly “Differentiation Strategy, where businesses try to offer a unique market offering to its customers. Thirdly, cost focus is where businesses focus on a particular niche and then try to sell the product at a low price to get a cost advantage.  Finally “differentiation focus” strategy where the company tries to sell a unique product to a specific small segment of the market (George and Hill, 2000).
Next Plc. will be able to achieve competitive advantage through the differentiation strategy since the various environmental and socially conscious changes initiated by Next plc. differentiates it from main rival companies. By developing “migrant worker policy” and “wage retention policy”, “Next” has demonstrated its care for human rights and the well-being of labour associated with its supply chain. These measures will give it, a competitive advantage in its promotion and advertising campaign and make “Next” as the best choice for customers who cares about labour right (Jones, 2019). Similarly, by actively working on recycling, renewable energy and reducing carbon emission “Next” has given a strong message to customers who are worried about global warming. All of these is likely to enhance brand loyalty among environmentally conscious customers. By issuing “chemical management handling policy” “Next” has shown its commitment towards health and safety of labour associated with its supply chain. This move might lead to stronger relationship between the firm and the regulatory bodies and this could be a source of competitive advantage for the firm (Koreimann, 2015). 
The management of Next Plc. might take various steps in order to further harness competitive advantage. Firstly, the firm can introduce an “on-demand custom clothing facility”. “On-demand custom clothing facility” is a new trends in the fashion industry (Wang, Kim and Kim, 2017). Here clothes will be customized based on personal taste of the customer. This “personal taste of customer” may be in terms of style, color, raw materials etc.” This facility will give the customer a strong message that consumer choice matter most to “Next”. Secondly, “Next” can offer its customers to repair their products in case of wear and tear. “Next” can offer its customers to redesign its clothes in case it is beyond repair. Thirdly, Customer can be offered to allow the clothes to be recycled for the good of the environment. This initiative will also help “Next” to reduce cost through recycling raw materials. Fourthly, “Next” can also use its pre-consumer or post-consumer wastages to manufacture new products. This process is known as upcycle fashions. Finally, constant research and development is a must for survival in this time of the covid-19 pandemic. “Next” must allocate enough resources to enhance the user experience of its online buyers. It will give “Next” a competitive advantage over its competitors. Some aspects of the bad impact of fashion product manufacturing are yet to increase by almost half within 2030 (Koreimann, 2015). ‘
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The fashion industry has faced huge criticism due to allegations of labour exploitation, environmental degradation and has been further weakened by the covid pandemic in 2021.  Fashion brands like ‘Next’ plc is working hard to make the fashion industry more sustainable and resilient by adapting its business model. These changes will allow companies like Next Plc. to ensure that its stakeholders are satisfied with the company. Moreover, these changes can also be a pivotal source for competitive advantage for the firm. 
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