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Blog 1: Introduction to Next PLC’s marketing
Next plc is basically a British multinational company. It is primarily a home products, footwear and clothing retailer located in the United Kingdom. This particular brand has around 700 different stores spread across the world. Their branches are spread across Asia, Europe and also Middle Eastern countries (Next PLC, 2021). The marketing mix concept also applies to this brand. This concept is basically a very essential marketing theory. This concept is mainly used to develop the strengths and avoid the weaknesses of the brand. There are 4 different segments of the marketing mix concept. The 4 different components are as follows:-
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Product- This particular brand Next plc provides products like footwear, clothing and different types of home products to their customers (bin Abdul Lasi and Salim, 2020). The range of products is extremely wide in this particular brand.  In the clothing sector, this particular brand also has a huge variety of suit collections. It sells footwear according to different climatic conditions and according to different locations. It sells homemade products for both utility as well as decoration. Due to the wide range of products the customer satisfaction is extremely high.
Price- The price of the commodities of this particular brand mainly depends on two factors. It depends on the quality of the products and also depends on the location of where the product is being sold. However, this brand has products for customers of all income groups. Due to this factor, this particular brand has a wide customer base. A combination of skimming and market penetration strategy is developed by this brand (Wu and Li, 2018). In the skimming strategy, high prices are set to attract clients who are really interested. In the penetration strategy, low prices are set to develop a very big client base.    
Place- This particular brand has around 700 different stores in various parts of the world. The branches or stores of this particular brand are spread across the different countries of Europe, Asia and also different Middle Eastern nations. 
Promotion- This particular brand has used many different digital mediums to promote its products. They have also made many different types of innovations in the advertising sector to promote their different products to a very wide variety of individuals across the world. Along with digital medium advertisements and promotions have also been done through posters and other manual methods. The strategies of promotion were very useful. It has proved to be extremely successful in helping this brand in its understanding of customer behaviour and promoting products according to the customer behaviour.  




Blog 2: Who are the customers of Next? 
Using this particular concept of marketing segmentation big client bases are broken down into small segments. This helps in analysing the behaviour of the customers and also analysing the value addition of the various customers. They also get an idea about the potential customers and can calculate the contribution of the customers to the growth of the company. The different aspects of marketing segmentation are as follows:-  
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Geographic- Geographical location plays a very essential role in the marketing for this particular brand. Customer behaviour has changed according to different types of geographical locations as priorities change according to different types of geographical locations. For example, the types of clothing the customer is required in the hilly areas is extremely different from the types of clothing the customers require in typically warm areas. save this particular brand has a huge number of stores across the entire globe it studies the behaviour of customers according to different geographical locations and manufactures products according to their preferences. This is done to increase the profit margin of the brand and attract more and more customers.
The demographic-The demographic structure of a particular region influences the sale of a particular product of a brand to a very large extent. Every population uses certain common products. Studying the behaviour and the different use of products of a particular community is a very significant part of the marketing of materials. The marketing department of this particular brand studies these aspects in a very careful manner to make products according to the demographic patterns and Cultural aspects. The target age for this particular brand is between 20 to 40 years. Though it produces products for other age groups, this is the primary target age group. The target income group is high and middle-income group customers. 
Physiographic- This aspect is very similar to the demographic aspect in marketing segmentation (Wu and Li, 2018). The various emotional aspects of the customers across the world are analysed in a proper manner by the marketing department of the brand. According to the information that has been received strategies are made to attract more customers and increase the overall profit margin.
Behavioural-The buying patterns of the various customers are followed by the marketing department of this brand in a proper manner. According to the buying patterns, the marketing strategies and also the advertisement strategies are formulated to gain more target customers.


Blog 3: The diverse targeting strategies of Next PLC
This particular brand uses the target marketing concept in various ways. They use this concept to study the behaviour of the various customers across the world and make strategies to influence their buying patterns according to that (Thabit and Raewf, 2018). This particular brand is also getting a lot of popularity due to efficient target marketing in the global market. The digital mediums or the social media platforms were given priority so that a wide number of customers could be influenced easily. 
[image: Next PLC hikes full year profit guidance as Christmas trading beats  forecasts]
Targeting in business is a very essential thing for increasing the profit margin of the brand. This particular brand tries to use this particular concept to increase its number of customers. To understand the behaviour of customers in an organised manner targeting in business is a very important tool. This particular tool in business has helped this particular brand to become extremely successful. In the case of market segmentation also targeting has a very big role to play. This is because true target marketing the management of the brand tries to segment different types of customers in different categories to calculate the contribution. Hence, targeting in business has been done very efficiently by this particular brand which has helped in the growth of this particular brand to a very huge extent. Different aspects of targeting in business full stop these aspects include differentiated marketing, undifferentiated marketing, concentrated marketing and also micromarketing (theacademicpapers.co.uk, 2021).  In the case of micro marketing Certain individuals or certain groups of the population are targeted for becoming loyal customers to the brand. However, this is not the case in the case of undifferentiated marketing. In the case of undifferentiated marketing, a whole demographic population is targeted to become the customers of the brand so that it and the entire plant base can be established in a particular region. For all these different types of marketing, studying the behaviour of the clients is extremely essential in a structured manner. However, in the case of the differentiated marketing aspect, a huge population is broken down into smaller groups so that the marketing process can be done in a smooth manner.



Blog 4: Positioning in the fashion industry
Positioning in terms of market strategy on market scenarios is extremely essential for the overall growth of the company. In the case of this particular brand also the positioning in terms of market scenario is done in a very careful manner for the overall development of the brand in all different aspects (bin Abdul Lasi and Salim, 2020). Proper Market Positioning is done by this particular brand to get a good level of competitive advantage over the rival companies and establish itself as a major brand on a global level. It is a very essential aspect for the management of this brand for getting proper recognition and also acquiring a huge number of customers across the world. It has exhibited sharp growth in revenue.
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Proper market communication is also a fundamental aspect of proper Market Positioning. through proper Market Positioning, the brand could establish itself into a major brand in the world.  The Market Positioning strategy used by this brand has proved to be extremely effective. This particular brand has been able to establish itself into the top ranking brand by getting ahead of the Other competitors in the market. It has been a very essential strategy used for the growth of the brand. The positioning strategy worked very well for this particular brand because of the loyal customers of this particular brand. The management group of the marketing leadership of this particular brand has been able to make a group of customers very loyal towards the products and services of their company true home they could spread a positive reputation of their company to the entire world. by using this particular strategy this particular brand has been able to position itself into a very high ranking brand in the entire world.  Phase eight and Monsoon accessories are two big competitors of this particular brand. This particular brand has been able to surpass these competitors in the global market.



Blog 5: The varied aspects of marketing communication 
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Advertising
It is a very essential aspect of any kind of marketing campaign.  Proper marketing campaigns can only be performed through proper advertisements. From turning potential customers to active customers the process of advertisement is very critical (Yaghoubian et al, 2018).  Advertisement is a very essential type of marketing communication that is used. Through marketing communication, proper contact can be established with the customers. Advertisement is the medium through which marketing communication becomes very fluid.
Digital marketing 
Social media marketing is the new way of marketing communication. A huge number of people are using different social media platforms (Davari Farid et al, 2019) So this particular brand is using different types of social media platforms to launch their products. This is done to increase the number of target customers through social media platforms.
Selling in person
This type of marketing was previously used by the company. But currently, this type of marketing is no longer used by this particular brand (Al Badi, 2018). This is because a limited number of clients can only be communicated through this type of marketing. This type of marketing is becoming less and less popular.
Sales promotion
The sales promotion of this particular brand is now done in a digital manner. Sales promotion is a very essential part of the marketing strategy for this brand. It is a type of marketing communication that is used by this company in an effective manner.   



[bookmark: _GoBack]Blog 6: Effective use of marketing communication
Marketing communication is a very useful tool that is used by this particular brand for increasing the profit margin of the brand. This particular tool is used by this company to the best of effect for communicating to various clients across the world. Marketing communication is a very effective tool that is used by this particular brand for increasing the popularity of the brand. Without proper marketing communication within a particular brand, there will be stagnation within a brand.
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Stagnation within a particular brand is very harmful to a particular brand. This is a very essential thing for increasing the overall brand value. Clarity is a very essential thing in the marketing communication aspect (Sudari et al, 2019). If there is a lack of clarity within the communication process then marketing communication will not work properly. There will be miscommunication within the marketing communication aspect if the clarity is not there. It is a very essential aspect of marketing communication. There are different levels of marketing communication. In the case of a big multinational brand like the Next PLC which has a lot of branches across the world, the level of communication is extremely essential. Marketing communication in such scenarios become extremely essential as without proper marketing communication there is always a possibility of conflicts arising within a particular brand. It is a very essential factor for the overall growth of the brand.  Both internal, as well as external marketing communication, has been used by this particular brand for the growth of the brand. Hence, the importance of marketing communication has been understood in a proper manner by the top management of the brand.  The top management of this particular brand has used marketing communication in such an effective manner that it has led this brand to get ahead of the competitor or Rival brands in the entire global market (Thabit and Raewf, 2018) This has helped this particular brand to survive in the Global Business Market Race and also establish itself into a very reputable brand in the entire world.   
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