

Strategic management report on Reiss 

















Student name: Gabriel Catalin Manole
Student ID: 2223641
Module name: Strategic management and sustainability
Module code: LCBB 6015



Contents
Executive summary	2
Introduction	4
Strategic analysis	5
External environment audit	5
PESTLE analysis	5
PESTLE factors	6
Porter’s Five Forces	6
Internal environment audit	7
Value chain analysis	7
Resource-based view and VRIO	7
SWOT synthesis	8
Conclusion and recommendations	10
References	11














[bookmark: _Toc242879834]Executive summary
Reiss should pursue focused differentiation through versatile tailoring, occasion wear and personalised service, supported by NEXT’s operational infrastructure. External analysis identifies discretionary spending volatility, accessible alternatives and increasing scrutiny of environmental claims. Internal analysis highlights design identity and platform access, but neither automatically establishes sustained competitive advantage. SWOT synthesis favours improving existing products and customer relationships before accelerating international expansion. Price-led growth risks undermining the attainable luxury proposition. 
Implementation should combine customer research, inventory discipline, controlled service pilots and supplier accountability. The recommendation prioritises profitable repeat purchasing, with responsibilities and thresholds to prevent growth from concealing operational weaknesses.
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Strategic management connects environmental conditions, organisational capabilities and investment decisions. It helps managers priorities opportunities, coordinate functions and evaluate trade-offs. Porter (1985) locates competitive advantage within value-creating activities, while Teece, Pisano and Shuen (1997) emphasise the processes enabling adaptation. For Reiss, strategic effectiveness therefore requires both a coherent customer proposition and the capacity to revise products and operations as demand changes.
Founded in 1971 as a London menswear retailer, Reiss introduced womenswear and international operations (Reiss, n.d.b). NEXT’s latest interim disclosure records a 74.3% equity interest and identifies Reiss as an independently operated business using Total Platform (NEXT, 2026). Reiss should therefore be analysed as a distinct brand within a wider operational relationship, rather than equated with NEXT’s entire retail business.
Reiss states its vision and purpose as ’’Enduring Style, Responsible Business’’ (Reiss, n.d.b.). its mission can be interpreted as delivering versatile, design-led clothing with enduring quality while improving ethical business practices. This interpretation reflects published commitments, not a separately labelled corporate mission. Strategic objectives implied by these commitments include protecting design quality, strengthening customer value and improving responsible sourcing. The measurable objectives recommended below are proposals, not company targets. This report combines academic frameworks, official statistics and corporate disclosures, recognising that management narratives establish intentions more reliably than independent evidence of competitive superiority.
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[bookmark: _Toc242879838]PESTLE analysis 
Political factors expose Reiss to international sourcing and distribution uncertainty. Its governance assessment identifies China, Turkey, India, Vietnam and Italy as its five largest sourcing regions by order volume (Reiss, n.d.). changes in trade conditions or transport access could therefore affect availability and landed costs. Supplier diversification can increase costs and complicate quality control. Management should assess dependencies at product level rather than assume geographic breadth guarantees protection.
Economic factors affect willingness to pay for discretionary clothing. According to the Office for National Statistics (2026), UK retail sales volumes increased by 0.9% in the three months leading to August, whereas non-food retailers recorded growth of only 0.2%. this uneven performance cautions against treating aggregate recovery as evidence of strong premium fashion demand. NEXT (2026) also moderates its UK outlook, citing household financial pressures. Reiss’s customers may trade down or defer purchases, making demonstrable quality and wardrobe price increases.
Social factors create opportunities around clothing suitable for multiple occasions. Reiss explicitly promotes versatility and has expanded casualwear alongside its tailoring heritage (Reiss, n.d.-b). however, brand positioning does not establish how customers dress or what they will pay. Management should test demand across work, leisure and events rather than infer a universal preference for relaxed clothing. Excessive casualisation could weaken a recognisable tailoring proposition without producing distinctive alternatives.
Technological factors favour coordinated stock, digital discovery and fulfilment. NEXT’s disclosure confirms Reiss’s access to Total Platform across online, stores and wholesale (NEXT, 2026). This potentially lowers the burden of building infrastructure independently. Nevertheless, technology creates value only when availability, product information and service meet customer expectations. Dependence on shared systems also introduces concentration risk. Platform service levels, incident response and data access should therefore form part of strategic governance.
Legal factors include accurate environmental marketing. The Competition and Markets Authority (2024) requires fashion businesses to examine their green claims and provides sector-specific guidance. Reiss should retain evidence supporting materials claims and avoid implying that one improved attribute makes an entire garment sustainable. The regulator’s action involving other retailers indicates sector expectations; it is not evidence of misconduct by Reiss. Verification costs are necessary investments in customer trust.
Environmental factors challenge claims of enduring style. Reiss reports that 73% of main fabric materials met its preferred standards in 2025 (Reiss, n.d.-c). this indicates sourcing progress but does not measure garment longevity or absolute environmental impact. Niinimäki et al. (2020) connect fashion’s impacts to production and consumption patterns, although their fast fashion evidence cannot be directly assigned to Reiss. Durability testing, reduced overproduction and transparent boundaries are therefore more informative than unqualified sustainability language.
PESTLE factors interact weaker spending can encourage discounting, while excessive inventory increases waste. Yuksel (2012) criticises conventional PESTLE for insufficiently integrating relationships between factors. Accordingly, Reiss should prioritise customer value and inventory resilience rather than treat six headings as independent risks of equal importance.
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The relevant industry is premium and attainable luxury clothing, serving UK consumers. Porter (2008) identifies five pressures on profitability. Their ratings below are qualitative judgements requiring validation through competitor and customer research.
Rivalry is high because customers can compare numerous premium labels and higher-quality high-street ranges. Brands compete through design, service and promotion, while stores and inventory create continuing financial commitments. Reiss needs recognisable product expertise rather than a generic premium claim that competitors can reproduce.
Buyer power is moderate to high in its practical effect. Individual shoppers rarely negotiate, but low switching costs and easy online comparison constrain pricing. Wholesale partners can exert additional influence over commercial terms and presentation. Distinctive fit and reliable service can encourage loyalty, although they cannot remove customers ability to postpone spending.
Supplier power is moderate and differentiated. Generic manufacturing capacity offers alternatives, whereas dependable fabric quality, technical skills and compliance capabilities are harder to replace quickly. Reiss’s identified labour and sourcing risks reinforce the importance of careful supplier selection (Reiss, n.d.-a). aggressive purchasing targets could undermine the quality and working conditions supporting its positioning.
New entry presents a moderate threat. Digital distribution enables small labels to launch without extensive store networks, but building recognition, dependable fit and profitable fulfilment takes investment. Reiss’s established customer relationships provide some protection, although a new competitor can capture a narrow occasion wear niche without replicating its complete business.
Substitution is high because rental, resale and existing wardrobes can satisfy clothing needs. Travel or entertainment also compete for discretionary budgets. Rival new clothing brands belong under rivalry, whereas alternative consumption models alter the underlying purchase decision. Harvard Business School (n.d., ‘’Threat of Substitute Products or Services’’) defines a substitute as meeting the same need in a different way. The framework supports clearer choices, but industry boundaries must be revisited as resale and retail converge.
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Porter’s (1985) value chain reveals whether connected activities reinforce differentiation. Reiss’s London design capability translates its brand positioning into products, while sourcing determines whether materials and construction support premium expectations (Reiss, n.d.-b). Inbound coordination and production planning should align fabric commitments with demand. A visually distinctive collection cannot create lasting value if inconsistent sizing or poor availability undermines purchasing confidence.
Distribution benefits from NEXT’s platform relationship, while stores can provide human reassurance about styling and fit. Reiss already offers complimentary personal shopping for workwear, events and wardrobe renewal (Reiss, n.d.-c). Consequently, service recommendations should improve the effectiveness of an existing capability rather than present personal shopping as an innovation. Linking appointment feedback, product availability and returns information could improve both conversion and assortment decisions.
Support activities determine execution. Training develops product knowledge; procurement protects quality; finance evaluates contribution after returns; and technology coordinates customer information. Reiss’s CFO-led ESG governance provides an existing mechanism for responsibility oversight (Reiss, n.d.-a). However, structures and policies do not demonstrate effective outcomes. Performance assessment should examine supplier remediation, customer complaints and commercial results together.
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Barney (1991) argues that firm resources help explain performance differences, while Barney’s (1995) VRIO framework tests value, rarity, imitability and organisational exploitation. Reiss’s resources warrant differentiated judgements rather than blanket claims.
Its brand and design heritage are valuable because they can reduce purchase uncertainty and support premium positioning. However, tailoring expertise and London associations are shared by competitors, limiting rarity. Historical reputation is difficult to reproduce quickly, but visible designs are easier to imitate. Brand advantage is therefore conditional on distinctive execution and continuing customer relevance.
Total Platform access is valuable because it combines Reiss’s proposition with operational scale. Yet the platform supports multiple brands and is not an exclusively owned Reiss resource (NEXT, 2026a). It therefore provides operational capability more clearly than sustainable differentiation. The organisational question is whether Reiss retains enough control over customer experience, data and priorities to capture the benefits. Shared infrastructure should support brand identity rather than homogenise it.
Personal styling knowledge and customer relationships may be valuable and socially complex. Nevertheless, public evidence does not establish superior staff retention, customer loyalty or service productivity. These are potential capabilities, not proven rare resources. Organising them effectively requires training, consistent records and incentives beyond immediate sales.
Financial evidence needs similar caution. NEXT (2026a, p.44) reports investment profit attributable to Reiss of £43.4 million, compared with £40.0 million previously. This excludes brand amortisation and reflects NEXT’s investment interest; it is not Reiss’s total statutory profit. The reported ownership percentage also changes between periods, complicating growth interpretation. Teece, Pisano and Shuen (1997) suggest that advantage depends on adaptive processes. Reiss should therefore demonstrate how customer evidence changes buying decisions, rather than infer superior resources solely from profits.
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Strengths comprise an established design identity, existing styling services and access to scaled operational infrastructure. Weaknesses include dependence on shared systems and unproven distinctiveness relative to premium competitors. Opportunities involve improving repeat purchasing, wardrobe versatility and selective international distribution. Threats include substitution, promotional competition, sourcing disruption and scrutiny of environmental claims. These findings synthesise the preceding audits rather than list issues.
Hill and Westbrook (1997) criticise SWOT when it lacks prioritisation and strategic consequences. Reiss’s most significant relationship is between service capability and customers’ need to justify premium spending. Conversely, weak differentiation amplifies buyer power: operational efficiency cannot protect margins if customers perceive equivalent products elsewhere. Supply chain governance also connects external credibility pressures with internal quality management.
Three strategic options follows. Focused differentiation strengthens tailoring, versatile occasion wear and service, matching existing capabilities. Accelerated international expansion offers additional demand but increases inventory, localisation and partner-management requirements; it should follow proven unit economics. Broad price-led expansion may attract volume but risks eroding margins and brand meaning. Focused differentiation is therefore most suitable. Its feasibility benefits from existing infrastructure, while stakeholder acceptability depends on protecting employee skills, supplier relationships and investment discipline.















[bookmark: _Toc242879845]Conclusion and recommendations
Reiss should strengthen product quality, styling services and customer retention before pursuing wider expansion. Its reputation and infrastructure provide foundations, but sustained advantage depends on effective execution. Product and merchandising directors should establish baselines within three months and test tailoring and occasion wear capsules over six months. Proposed targets are a 3%-point improvement in full-price sell-through and a 10% reduction in aged inventory, subject to baseline validation.
Retail and digital leaders should connect styling appointments with stock visibility and fit feedback, assessing repeat purchasing, returns and profitability over twelve months. The CFO-led ESG group should verify product and monitor supplier remediation quarterly.
Investment should be phased using financial, customer, process and learning measures (Kaplan and Norton, 1992). International expansion should depend on profitable pilots and operational capacity. Internal data and customer research remain necessary to validate assumptions.
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