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[bookmark: _Toc242869451]Executive Summary

The strategic position of NEXT plc in the UK fashion industry is assessed in this research. Value-chain analysis, the Resource-Based View (RBV), and VRIO are used to assess internal capabilities, while PESTLE and Porter's Five Forces are used to analyse the external environment. A SWOT analysis is used to compile these results and choose an appropriate strategic course.
Economic volatility, changing consumer expectations, fierce rivalry, digital change, and heightened scrutiny of supply-chain and environmental practices all have an impact on the industry. By the end of 2025, the UK fashion industry is expected to generate £68.7 billion in revenue and spend an average of about £1,003, according to the assignment overview (Spring Fair, 2026). NEXT's strengths include its well-known brand, well-established online and retail operations, and expertise in managing customer, stock, and product channels. These advantages do not, however, lessen the pressure from consumers who are price conscious, internet rivals, supply chain disruption, or the requirement for real progress in sustainability.
A customer-led approach backed by operational and digital advancements is suggested in the paper. Better demand and stock planning, a more robust and transparent supply chain, and quantifiable environmental activities should be NEXT's main priorities. It is essential to conduct a small-scale test of a new service, like resale or repair, and to only roll it out in new markets where there is a proven customer demand and commercial viability.
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The purpose of strategic management is to help organisations have a long term direction, allocate the required resources and adapt to change. Especially in the field of fashion retail, where customer tastes, expenses and availability can vary significantly. The PESTLE and Porter's Five Forces are two useful analytical frameworks, but they are not meant to be used in place of evidence; they are meant to be used to inform the judgment (Johnson et al., 2023).
NEXT Plc is a Clothing, Footwear, Accessories and Home Retailer in the UK. Functioning via stores and via digital channels including NEXT Directory, it offers platform related services to third party brands. It outlines priorities in its 2026 publication of the business model, such as enhancing the range, quality and appeal and broadening the range of products (NEXT plc, 2026a). The assignment overview introduces NEXT into a sector of the UK fashion industry which is expected to generate £68.7 billion in revenue by the end of 2026 at an average spend of around £1,003 per person (Spring Fair, 2026). The figures represent only estimates and vary according to the definition of the market and consumer spending.
This report explores NEXT's external and internal environment, its main strategic problems and recommendations for what it should do to enhance its competitiveness.
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PESTLE analysis
Political. 
NEXT is based on international sourcing and cross border logistics. Product costs and delivery times may change due to changes in trade arrangements, customs procedures, tariffs and/or shipping routes. Political turmoil in countries of origin can also affect supply. Therefore, in the context of NEXT, resilience must not be overlooked in considering the purchase price, such as contingency planning for critical products and supplier diversification to suit it. The fashion industry continues to grapple with uncertainties and supply-chain adaptation, as noted in fashion industry reporting (Vogue Business, 2026).
Economic. 
For many households, buying clothes and home products are discretionary items. If people's incomes decline or confidence wanes, demand can weaken. Retailers, meanwhile, have to deal with logistics, materials and property costs, energy and wages. This mix can cause thin margins and make customers more sensitive to pricing. A pertinent retail focus from Strategy& (2026) is that customers might want to balance price, quality and perceived usefulness to achieve “smart value”. NEXT needs to maintain its value proposition whilst avoiding too much discounting, otherwise margins might fall or it can lead to customers delaying their purchase until the next promotion. Planning is crucial because overselling will necessitate markdowns and stock outs will mean lost sales.
Social.
The preferences of customers fluctuate; however, price, quality, fit, style and convenience are relevant in fashion retail. The call for "transparency" and “responsible production” is also becoming more apparent. The Fashion Revolution (2025) draws attention to the concerns of the fashion industry regarding overproduction and waste. NEXT can react by prioritizing quality and giving information about their products and customer service a prominent role in their offer and clearly communicating about how they source and how they take responsibility. Avoidable returns and satisfaction can be increased if better fit information is provided.
Technological. 
Digital tools are able to help in product discovery, customer service, demand forecasting, stock allocation and customisation. While AI tools and analytics can facilitate the flow of information and enhance decision-making, they also carry potential risks in terms of data quality, privacy, cybersecurity, and customer trust. NEXT would need to choose the technology to address specific challenges, and measure the technology based on the criteria like stock availability, forecast accuracy, markdowns, returns, customer satisfaction etc. The technology must be a part of the business process and not viewed as an investment in isolation (Schultz, 2025).
Legal. 
NEXT must meets requirements relating to the protection of consumers, employment, product safety, advertising, data protection and commercial conduct. Responsible dealing with the details of customers is particularly important in online retail. Claims about the environment or ethics should be backed up by evidence and supplier oversight should be able to detect and resolve issues. Ethical and transparent policies and clear monitoring responsibilities can lower legal and reputational risk, and compliance and reliability is a minimum requirement.
Environmental. 
The following issues are targeted for fashion businesses: materials, production, transport, packaging, and product lifespan and waste. Environmental performance can impact the risk, cost and trust of the supply chain. NEXT reports on its corporate responsibility and environmental approach (NEXT plc, 2026b), but there needs to be measurable commitments across operations and suppliers. This can mean working on supplier information, focussing on a more strategic area, cutting down on unnecessary waste or product longevity. Public claims must be specific and backed up. Additionally, the research on fashion supply chain identifies the relationship between sustainability and the supply-chain visibility and resilience (Sagar, 2026).
Overall, PESTLE indicates that NEXT will need to create a balance between value, convenience and efficiency, and shifting expectations and supply chain uncertainty.
Porter’s Five Forces
Political. 
NEXT is based on international sourcing and cross border logistics. Product costs and delivery times may change due to changes in trade arrangements, customs procedures, tariffs and/or shipping routes. Political turmoil in countries of origin can also affect supply. Therefore, in the context of NEXT, resilience must not be overlooked in considering the purchase price, such as contingency planning for critical products and supplier diversification to suit it. The fashion industry continues to grapple with uncertainties and supply-chain adaptation, as noted in fashion industry reporting (McKinsey & Company and Business of Fashion, 2025).
Economic. 
For many households, buying clothes and home products are discretionary items. If people's incomes decline or confidence wanes, demand can weaken. Retailers, meanwhile, have to deal with logistics, materials and property costs, energy and wages. This mix can cause thin margins and make customers more sensitive to pricing. A pertinent retail focus from Strategy& (2026) is that customers might want to balance price, quality and perceived usefulness to achieve “smart value”. NEXT needs to maintain its value proposition whilst avoiding too much discounting, otherwise margins might fall or it can lead to customers delaying their purchase until the next promotion. Planning is crucial because overselling will necessitate markdowns and stock outs will mean lost sales.
Social.
The preferences of customers fluctuate; however, price, quality, fit, style and convenience are relevant in fashion retail. The call for "transparency" and “responsible production” is also becoming more apparent. The Fashion Revolution (2025) draws attention to the concerns of the fashion industry regarding overproduction and waste. NEXT can react by prioritizing quality and giving information about their products and customer service a prominent role in their offer and clearly communicating about how they source and how they take responsibility. Avoidable returns and satisfaction can be increased if better fit information is provided.
Technological. 
Digital tools are able to help in product discovery, customer service, demand forecasting, stock allocation and customisation. While AI tools and analytics can facilitate the flow of information and enhance decision-making, they also carry potential risks in terms of data quality, privacy, cybersecurity, and customer trust. NEXT would need to choose the technology to address specific challenges, and measure the technology based on the criteria like stock availability, forecast accuracy, markdowns, returns, customer satisfaction etc. The technology must be a part of the business process and not viewed as an investment in isolation (Schultz, 2025).
Legal. 
NEXT must meets requirements relating to the protection of consumers, employment, product safety, advertising, data protection and commercial conduct. Responsible dealing with the details of customers is particularly important in online retail. Claims about the environment or ethics should be backed up by evidence and supplier oversight should be able to detect and resolve issues. Ethical and transparent policies and clear monitoring responsibilities can lower legal and reputational risk, and compliance and reliability is a minimum requirement.
Environmental. 
The following issues are targeted for fashion businesses: materials, production, transport, packaging, and product lifespan and waste. Environmental performance can impact the risk, cost and trust of the supply chain. NEXT reports on its corporate responsibility and environmental approach (NEXT plc, 2026b), but there needs to be measurable commitments across operations and suppliers. This can mean working on supplier information, focussing on a more strategic area, cutting down on unnecessary waste or product longevity. Public claims must be specific and backed up. Additionally, the research on fashion supply chain identifies the relationship between sustainability and the supply-chain visibility and resilience (Sagar, 2026).
Overall, PESTLE indicates that NEXT will need to create a balance between value, convenience and efficiency, and shifting expectations and supply chain uncertainty.
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Value-chain analysis
Value-chain analysis focuses on how value is added to the customers and competitive position for the business (Porter, 1985). Product selection, sourcing, logistics, stores, online retail and after-sales service activities are included for NEXT. Technology, procurement, people management, finance and governance are some of the supporting activities.
Product and sourcing. Whether ranges are attractive, priced according to the market, and available at the right time are a result of product decisions. The priorities identified in NEXT's business-model report are to improve product ranges, quality and appeal (NEXT plc, 2026a). Value to the customer goes beyond price, and includes style, durability and fit. Sourcing should facilitate those outcomes, at an acceptable cost, lead times and supplier standards.
Operations and logistics. There must be coordinated stock, efficient order fulfillment and returns. While efficiency may be gained from NEXT's operating experience, it needs to be matched with flexibility. Lack of predictability of fashion demand makes excess inventory, shortages and markdowns a challenge to operational benefits. Improved data and stock visibility would help to align supply and demand.
Marketing, sales and service. Multiple touchpoints touch consumers across NEXT's brand, stores and online channels. Multi-channel model can be helpful to make it more convenient when channels cooperate. All product information, availability, delivery, returns and customer service information impact satisfaction and loyalty. Suggestions from customers can help to see what problems or improvement opportunities occur repeatedly.
Supporting activities. Use of technology and data for planning, stock and service decisions. Procurement and supplier management impact cost, continuity and standards. Governance and corporate-responsibility processes contribute to turning pledges into action. While NEXT's reporting serves as a guide to assess its strategy, progress relies on accurate information in its supply chain (NEXT plc, 2026b).
Resource-Based View and VRIO
The RBV asks questions about the potential of internal resources to generate competitive advantage. VRIO is a question that arises: is a resource valuable, rare, hard to imitate and supported by the organisation? An advantage is never permanent: if customer expectations or competitor's change the value of the advantage will change.
	Resource or capability
	Strategic assessment

	Brand and customer relationships
	Valuable for awareness and trust, but competitors also have established brands. Advantage depends on consistent product and service.

	Physical and online operations
	Valuable because they offer multiple shopping routes. Coordinating them at scale may be difficult to reproduce, but requires effective integration.


	Fulfilment and retail experience
	Supports availability and service. Experience takes time to develop, though competitors can improve or copy processes.

	Customer and trading data
	Valuable when used to improve forecasting and relevance. Data quality, analysis and responsible use matter more than possession alone.

	Supplier relationships
	Support cost, quality and continuity. Their contribution depends on visibility, resilience and effective oversight.



The best opportunity for NEXT is to bring its brand, channels, data and operations together. Information is only useful if it helps you make better decisions, and a store network is only useful if you can leverage it to serve your customers and connect it with the digital channels.
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	Strengths
	Weaknesses

	Recognised UK brand and established customer base.
	Exposure to a mature and competitive home market.

	Physical stores alongside established digital operations.
	Scale and complexity may make rapid change difficult.

	Retail, fulfilment and sourcing experience.
	Demand uncertainty creates risk of excess stock or shortages.

	Potential to use customer and trading data.
	Supply-chain and environmental performance can be difficult to monitor across multiple tiers.



	Opportunities
	Threats

	Improve forecasting, stock allocation and service through data and technology.
	Strong competition from retailers, online brands and marketplaces.

	Test resale, repair or take-back services where viable.
	Household budget pressure may increase price sensitivity.

	Improve supplier visibility and resilience.
	Disruption, geopolitical uncertainty and input-cost changes.

	Use connected stores and online channels to improve convenience.
	Reputational or regulatory risk from unsupported environmental or labour claims.



NEXT has capabilities that are relevant to today's challenges, but whose advantages are not guaranteed. It should leverage its scale and channel reach to maximize relevance and resilience and mitigate inventory, competitive, supply-chain risks.
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NEXT's brand and retailing experience along with its offline and online presence makes it well placed. But it is beset by consumer choice, cost pressure, technological change, scrutiny of supply chains and environmental performance, as well as high rivalry. Its potential value is that it can coordinate assets, not one in particular. The right direction is adaptation that is customer-driven, backed by practices of digital capability, operational discipline and measurable responsibility.
Enhance data-driven business planning and customer experience. NEXT should strategically invest in tools to enhance forecasting, stock allocation, product suggestions and service. Each investment should be used to solve a specific problem and have a baseline measurement. Some of the indicators which are relevant include forecast accuracy, availability, markdowns, returns and customer feedback. Customer information should be used responsibly and technology should be used to simplify the shopping process, not make it more complicated (Schultz, 2025).
Improve the resilience and management of supply chains. NEXT should outline key supplier and product relationships, risk of disruption and contingency plans. Clear expectations of relevant labour and environmental standards should be included in supplier monitoring. The ability to select lowest cost source is not sufficient for resilience; visibility, collaboration, and alternative arrangements are also important elements of resilience (QIMA, 2026; Sagar, 2026).
Bring sustainability action to measurable. Product life cycle, waste minimisation and supply chain information should be given more attention to NEXT. In some categories, there could be a test program for resale, repair or take-back services before being broadly available. Customer uptake, operational costs, products recovered and evidence of environmental benefit should be taken into account in evaluation. The public claims should be clear and substantiated (NEXT plc, 2026b).
Ensure the protection of the value while avoiding over-discontinue. NEXT need to take a customer insight approach to understanding the value of price, quality, style and convenience to different groups. Information and range planning should aid in informed buying. A well-rounded suite of metrics should be used to gauge performance: customer satisfaction, availability, repeat purchases, markdowns and financial results.
Named owners, milestones and regular senior-management review should be included in implementation. If there are not verified company baselines, then targets should be set using company baselines that are established by NEXT before setting numerical targets.

Finally, NEXT can adapt to sector change by further developing its operating model and enhancing data utilization, increasing the resilience of its supply-chains and enabling greater measurability of responsibility initiatives. If you have a change you want to make, it is better if it has been carefully tested, rather than an untested change as you are likely to encounter issues with it. These priorities need to be realised through customer value and ongoing action and implementation if they are to be successful over the longer term.
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