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Introduction
      Next PLC is one well known clothing retailer in UK. Considering official Next UK PLC website, their history started early in 1864 when J. Hepworth & Son, Gentleman’s Tailors is established in Leeds, England. After 130 years, in 1981 Hepworth buys Kendalls rainwear shop focused on womenswear. 12th February 1982 was opened the first Next shop and in the same year there were in UK in the end of July 70 Next stores. In the year1984 Next for Men started to work in August of this year establishing by December 52 menswear stores. The first store in Edinburgh contained womenswear, menswear, shoes and completely new for the brand a café.
      In 1985 is the year of Next for home (interiors range) and first Regent Street London shop.
J. Hepworth & Son in 1986 changed completely the name to Next PLC. Grattan PLC as a mail order company was acquired by Next in the same year 1986. The first Next children wear shop appeared in 1987. Two events are the most important in 1988 so they are innovative concept in home shopping and David Jones appointed as a Chief Executive of Next PLC.
Next PLC was selling Grattan group to Otto Versand in 1991. In 1993 Next announced its brand strategy: “One Brand; Two Ways of Shopping” bringing together both ranges retail and home shopping style. The international brand dimension is started to be impressive in 1994 that Next is trading in 16 countries having around the world 300 stores.
     In 1999 started to be in use http://www.next.co.uk/ as an internet shopping way and the Next business strategy became “One Brand; Three ways of shopping”. Next day delivery was introduced for this brand in the year 2000. In 2001 the company launched Next Flowers department and Simon Wolfson was appointed as Chief Executive for Next PLC. In the year 2003 new larger format store are opened in Nottingham, Birmingham and Newcastle, wit the mention in Glasgow was opened a large Home Next store. In 2005 Next Home department opened its Wedding List Service. John Barton was appointed Chairman in 2006 and 2007 Jubilee of its 25TH year brand presence in UK. With this occasion they also opened luxury Signature collection. Expansion of the company continued in 2008 acquiring women fashion brand Lipsy.
Considering PEST analysis all retail companies are affected first of all by political change aspects consisting in the way how governement has impact in the succes and profitability of companies (PEST analysis, 2014). The UK democratical politic system contain every four years election is a plus of democracy freedom considering UK context (Hill, Richardson, & McKaig, n.d. p46). The referendum results on the June 23, 2016 UK decides with 51.98 % to leave European Union and the campaign "Brexit means Brexit" (Brexit: All you," 2016) brought United Kingdom closer to departure from EU. 
Strategies and the position in the market for Next PLC
Considering The Guardian report: „Retailers have urged the government to secure a Brexit deal with the European Union after their latest health check of high street and online spending showed the worst September performance since the survey was launched in the mid-1990s.
[bookmark: _Hlk28774043]The British Retail Consortium – the trade body for stores and digital suppliers of consumer goods – reported a 1.3% drop in sales in September over the same period last year, setting a new record low for that month. It also meant average growth over the previous 12 months of just 0.2%, the lowest level since 1995”. (The Guardian - UK retailers demand Brexit deal after worst September on record).
Next PLC did a 11 pages report considering the Brexit impact affecting their bussines in September 2019 redacting The level of Key Risks in EU deparure scenario:
	Direct / indirect
	Nature of risk
	Risk level

	Direct risks
	Net increases in tariffs and duty on goods imported into the UK from the EU and other countries are not a risk due to the temporary tariff regime
	No risk

	
	Administrative workload and costs in submitting necessary data on EU goods when they enter the UK from the EU
	Low risk

	
	Increases in tariffs and duty on goods exported to the EU
	Low risk

	
	Regulatory risks relating to the acceptability of product standards to UK and EU authorities
	Very low

	Indirect risks
	Reduction in the value of Sterling along with associated increase in cost of goods from overseas
	Medium risk

	
	Queues and delays at UK and EU ports as a result of increased customs declarations for other companies
	High risk



In this report is clearly marked high risks of queus and delays at UK and EU ports that affecting both directions of bussines EU and UK side. Quoted as medium risk reduction in the value of Sterling associated with an increasment in cost of goods from overseas is other warning level of risk. 
Economic factors
Price hasbeen a major factor in the retail industry, but many discount stores have been lifted in the United Kingdom over the past few decades. 
Due to Brexit, future retail sales may be difficult to predict. Before the Brexit announcement, UK online sales were increasing by 15% YoY ("Ecommerce in UK," 2016). Retailers remain cautious about future sales due to Brexit uncertainty and the resulting impact on sales.
Social factors
Social factors analyze demographic and cultural aspects of company markets ("PEST analysis," 2014). The focus of examining social factors is to understand customer needs and purchase determining factors ("PEST analysis," 2014). (Thompson, John, Apr-Jun 2017)
Population growth will be predominantly driven by natural increases where the birth rate exceeds the death rate with the remainder coming from migration ("UK population," 2013).
Minimum Wage : The National Living Wage was introduced on April 1, 2016, changing the age of employement "and not in the first year of an apprenticeship," ("The National Living Wage," n.d.) legally entitled to a £7.25 per hour minimum wage ("National Minimum Wage," 2016). This represents a £0.55 or 8.2% increase over the 2016 rate and a £2.20 or 43.6% increase from 2005 ("National Minimum Wage," 2016), April 2018 to March 2019 was 7.83£ (ONS, 2019)
Technology Changes
Technology has an impact in how companies deliver their products and services to consumers ("PEST analysis," 2014). Improving the ease that consumers compare products and purchase online reffering to UK online and mobile shopping increased. 
Chief executive Lord Wolfson said: „confirmed a 0.4% dip in 2019 profit and maintained its expectations for the current fiscal year as it laid out a plan to address the challenges facing the fashion retailer.  (Thompson, John, Apr-Jun 2017)
In the year ended January 2019, pre-tax profit fell to £722.9mln from £726.1mln last year, in line with the reduced guidance issued in a January trading update.
Full-price Next brand sales gained 3.1%, also as expected” (Renae Dayer, 15:20 Thu 21 Mar 2019)
Social Networks as they are Facebook, Twitter and Pinterest have created options where consumers can buy goods using their social media. 'Buy' button they had removed unnecessary steps from the buying process, creating a more seamless and user-friendly experience ("5 cutting-edge," 2015).
Biometrics: For most consumers, their first interaction with biometric technology is the fingerprint scan password option on their iPhones. They expected that by 2017, approximately 500 million people will have a biometric enabled smartphone ("5 cutting-edge," 2015).
Competition succes means  "retailers need to know where things are always so they can redirect shipments, rebalance inventories and respond to new demands on the fly" ("4 ways retailers," 2015). (Thompson, John, Apr-Jun 2017)
Environmental : Carbon policy is one The Next PLC policy as almost company in the world.
Waste: Packaging is the most important wastage aspect as that is single-use plastic bags and product packaging.
Retail Developments: Concernes about eenviromental changes by building large out of town shopping malls increasing traffic congestion and pollution being in fact against society sustainability (The environmental concerns," n.d).
Climate Change
Consumers are concerned about the biggest environmental issues that the change being depreciated,  the previous points are showing physical and visible in nature changes (The environmental concerns," n.d). (Thompson, John, Apr-Jun 2017)
Sustainability
Retailers and their suply chain are involved to reduce their environmental impact while generating positive rates of return on their investmentsand company policy. Retailers must find perspectives balancing enviromental concernes and to prospere increasing profitability (The environmental concerns," n.d). (Thompson, John, Apr-Jun 2017)
Legal
The common-law system in UK is based on "tradition, precedent, and custom" (Hill et al, n.d. p50). 
The Consumer Contracts Regulations 2013 : This law is a result of the EU Directive on Consumer Rights ("The Directive on," 2016) is major concerned by using the Internet or other distance communications and lawfully contracts. Areas of  legislation include contain information, ordering, cancellation, refunds, returns, deliveries, inertia selling and helpline costs.
A part of this law is refering to 'digital content". This law bring to retailers a way of functionality content considering software and hardware requirements, when content is downloaded in genaral way, than purchased in physical form ("The Directive on," 2016). If approval is not received, the customer is unable to download the software until after a 14-day cooling off period has passed ("The Directive on," 2016).
Consumer rights are established In 2015 the UK is introduced 'Consumer Rights Act 2015' ("The Directive on," 2016). Section 3 of the Act refers to the type of digital contracts that are covered. The statutory rights in a digital contract, fit for purpose, content as described, other pre-contract information, quality, transmission, trader's rights, consumer's rights, repairs & replacements, price reductions, damage to other equipment and liabilities ("The Directive on," 2016). (Thompson, John, Apr-Jun 2017)
All these legislation aspects establishe the common relations between company and consumers considering a safe and balanced legal environment.
Retail Changes
Many aspects are impacting the UK retail sector as they are delivery channels, customer relationships, shrinking margins and major consumer behaviors ("UK Retail," 2016). The increasing trends are that consumers are visiting and giving importance considering products but finally purchasing these products online later for a lower price ("What is driving," 2007).
Next-day delivery, same-day delivery, and in-store pick up allow retailers are new competitive advantages considering sort of new marketing tools or methods ("UK Retail," 2016). (Thompson, John, Apr-Jun 2017)
Customer Relationships: Loyalty cards is the main way of customer retention is becoming a dated concept, proving to be a less efficient way of building and maintaining customer loyalty ("UK Retail," 2016). Customers are treated differently than low value loyal ones and the creation of a 'segment of one' is a new strategy in this new economical context ("UK Retail," 2016). (Thompson, John, Apr-Jun 2017)
Retailing within the UK can be split into three main segments: the value segment, mass market, and luxury retailers
Luxury Retailers
Online sales are a small part of overall luxury retailer sales with brand reputation the key differentiator and the fundamental luxury retailer concern ("How online," 2016). High services are included dubled by brand name, in-store experience and exclusivity are somehow dificult to replicate online ("How online," 2016). (Thompson, John, Apr-Jun 2017)
Competition
This section analyses the main competitors of Next within the UK retail sector:
Pep and Co is a discount retailer entering the UK in 2015 to open 50 stores in 50 days ("Many think," 2016). Appart of the most other UK retailers, Pep and Co does not offer digital purchases.
Marks & Spencer (M&S): is diferentiated bussines compared to other clothing retailers is their food business, which accounts for 58% of revenue with the remaining 42% split between clothing and home products ("M&S Today" n.d.).
Tu is owned by the supermarket chain Sainsbury's. Tu is the UK's sixth largest clothing retailer by volume and tenth largest by value (J Sainsbury 2016 Annual report, p18). Sainsbury's offers the popular Nectar rewards program to customers across all product lines. The value in this program are the customer insights gained by Sainsbury's and the ability to target the products and services that are the most relevant to them (J Sainsbury 2016 Annual report, p14).
Zara : Zara is part of the world's biggest retailer, the Spanish Inditex group ("Zara profits," 2016) The brands under ZARA umbrella they are Pull&Bear, Massimo Dutti, Bershka, Stradivarius, Oysho and Uterique brands ("Inditex" n.d.). In 2015, Zara's UK annual profits were £535.2M, an 8% increase year over year ("Zara profits," 2016. Zara is able to sell more full priced clothes keeping more loyal and frequent customers than their competitors ("Zara profits," 2016). 
Primark : Primark is a subsidiary of Associated British Foods well known retailer in Europe (ABF 2015 Annual report p37). Primark is known for low prices and unlike most other retailers, Primark does not offer digital ordering and instead focusses on traditional stores. 
H&M: H&M is a Swedish company and is the world's second largest retailer (H&M 2015 Annual Report p 10).Hm.com is one of the most known international website, is easy to navigate and mobile enabled to take advantage of the growing popularity of mobile browsing and purchasing (H&M 2015 Annual Report p52). 
Strategy Changes
The components of Next PLC strategy are considering new trends focussing on the both sides of strategy internal and external aspects.
Next sales rose 75% and have increased to add an international business and LABEL, selling noncompeting third-party labels (Next 2016 Annual Report p11). This can be attributed to increased competition primarily relating to delivery and warehousing capabilities and a shift in online consumer buying habits (Next 2016 Annual Report p11). Next directory remains a critical area within Next with George Salman of Hargreaves Lansdown stating "With its stores reporting falling sales, NEXT is dependent on the online Directory business for growth" ("Retailer Next to," 2016). (Thompson, John, Apr-Jun 2017)
Mobile Technology: mobile increasement for the application from 4.2% to 5.8% (Next 2016 Annual Report p12). Next is currently developing an iPhone app which is expected to further increase this conversion rate (Next 2016 Annual Report p12).
The Next catalogue was first introduced in 1988 one of the first catalogue in the retail industry especially in the clothing area (Next 2016 Annual Report p13). 1.6 milion customers in the UK who prefere (Next 2016 Annual Report p13). Next keep sending the 7000 pages catalogue for their catalogue customers adding five soft copy brochures, two hardback brochures for home products and four brochures for the third-party LABEL range (Next 2016 Annual Report p13).
For those customers who prefere paperless advertising other way of marketing communication is implemented e-mail advertising or other social media connection as are Facebook or Instagram.
Touchpoints for Next customer’s are the social media advertising system and the customer is in contact by TV, online, in shop promotion and product information.
Customer need information about physical store and opening time hours to schedule their shopping time.
Customer needs are relative with physical store experience and a complete comunication with customer service department altough this experience can be lived in online store but is missing physical contact with the product before buying or ordering it.
The contact information are displayed in the store, in website and can be find on the promotional banner, catalogue or receipts. Customer feedback is a continous proces because a positive or negative experience is spreaading long time online and by verbal communication between customers.
Post buying is a decisive moment for expriming the feelings about the shopping trip, product and service quality all are designated to be found in the website review and in store customer feedback book. 
Marketing
Next plans to invest 8 million £ for e-mail or other online campaigns (Next 2016 Annual Report p13). Next intends to personalize and to develope their website platform advertising their existing customers. (Next 2016 Annual Report p13).
Delivery Service is focussing on the ways to improve more efficient delivery optionsas they are home delivery service and existing a  two-hour delivery window on the website frame (Next 2016 Annual Report p13). Next delivery costs from free next day delivery to store up to £4.99 for Next Day to home evening delivery or same day to home delivery ("Delivery Information" 2016). (Thompson, John, Apr-Jun 2017)
Customer Credit that in 2015 Next realise £170M in interest charges from its credit operations ("Next banks £170M," 2016). The trend of credit selling operation is showing that the customers are keening  for more spending in this financial product obtaining the products via credit service (Next 2016 Annual Report p14).
 Next tried to idevelope account flexibility by reducing the required monthly payments and reducing the interest rate charged on accounts not paid in full by 2% (Next 2016 Annual Report p14). Customers took advantage of these relaxed credit terms by increasing their account balances (Next 2016 Annual Report p14).
Overseas Directory Expansion considere Next sales grew 20% in 2015, in line with expectations when reported in GBP (Next 2016 Annual Report p14). On June 23, 2016, the GBP/USD exchange rate was $1.49466 and by October 22, 2016 was $1.2227 considerable depreciation of UK pound affecting all forecasts ("GBP/USD" n.d.). Brexit was announced on June 23, 2016, the GBP has falling 18.2% ("GBP/USD" n.d.). This depreciation is expected to have a positive future impact on overseas sales when converted to a weaker GBP but the risk and uncertainity remaining at unknown level (Hill et al, n.d. p311). Distribution Hubs is described as a huge business network containing 18 languages and 34 currencies, delivery speeds are a critical area of focus (Next 2016 Annual Report p15). Distribution hub investment gave an amazing chance for this prospere retail company to reduce both costs and delivery times (Next 2016 Annual Report p15). ((Thompson, John, Apr-Jun 2017)
Next PLC goals are always to increase their customer number, their stores online and physical stores to be attracted for their existing and for their new possible customers.
In the perspective of keeping existing customers, Next PLC procedes to increase the quality of customer service and to offer new products in the clothing or fashion area trends.
Discounts and special offers have an important effect in customer vs Next relationship convincing old and new customer to buy more or to try new products.
The real target for a well-known brand like Next is to transform customers having positive experience in future Next’s ambasadors. In the same time Next is focusing in customers with unpleasant expirience to motivate them by offering discounts or special offers finally to turn their Next feelings in positive direction.
International Marketing
Finding effective marketing methods for the overseas businesses have been a challenge for Next due to the diverse nature of their foreign business (Next 2016 Annual Report p15). Things are starting to improve in certain international markets with increased investment expected providing the 30% IRR criteria is met (Next 2016 Annual Report p15).
Considering Next 2017 Report sales were up +26%. Margin also improved to 22% thanking to Next overseas distribution hubs. Next German hub now services 14 countries in Continental Europe. Overseas sales connected with Next website nextdirect.com and via third-party websites. 
	Total sales million £
	01/2018
	01/2017
	

	Nextdirect.com 
	265
	211
	+25%

	Third-party sites
	30
	23
	+35%

	Total Overseas sales
	295
	234
	+26%


(Next 2017 Annual Report p12)
This table is showing that online dynamic on sales perspective gives a certitude on achieving positive development for the business and brand image is consolidated.
The end of year 2017  is showing that the franchise partners currently operate 194 stores in 32 countries under Next premises. During the year their partners launched eight new stores and sales have increased by +7.8%. (Next 2017 Annual Report p15).
Considering SWOT analysis for Next PLC their strenghts bring for the company an optimistic forecast or prosperous business environment so they are: strong brand name, online activitivities in selling and advertising, an increasing market size and income. Opportunities are: a realistic expansion in the UK market and overseas.
The Next competitors are strong and in the competitors map this company is situated in the quarter described as expensive and high quality brand together with other UK strong retail clothing companies: River Island, Zara and M&S. Compairing Next and Zara the main aspects that are positioning that is high in the market, target audience for Next and Zara are the same young to 25-35 years, the expectation are moderate for Next and High for Zara.
Competition between retail players is high because all the big brands are offering the goods at similkar level of price, quantity and quality. The power of supliers is not signifiant because all the brands are selecting certain supliers considering price and quality. The highest power is in the customers hands because they have a large posibilities of choosing diferent brands or products. New entrants in the market are facing of the well known brands with consolidate position in industry and market. Substitution is other aspect or threat because the customer can choose cheaper brands having same quality or product characteristics.
Considering 7P’s aspect product for almost age range groups but focussing maybe on the 20 – 35 years, prices are medium considering competitors and high quality level. 
NEXT plc is a United Kingdom-based retailer offering clothing, footwear, accessories and home products. NEXT Retail detains over 500 stores in the United Kingdom and Eire; NEXT Directory has online and catalogue shopping inolving four million customers and worldwide Websites in 70 countries with 200 mainly franchised stores considering also Lipsy department that is owning stores and Website, to wholesale customers and to franchise partners. The Company's franchise partners is activating in180 stores in over 30 countries. (Reuters, about Next PLC). Next PLC is worldwide company well represented considering physycal locations and online website stores. 
Promotion and advertising is done in store and in the website considering also catalogue and social media presence. (Bhasin, 2019).
[bookmark: _Hlk29045219]People are working for Next PLC in 2019 being over 40000, 19000 of them participating at Pension Next Scheme and 9600 employees are involved holding option for 6.6 million Next PLC shares (Next, Corporate responsability, 10 January 2019). 
Next priority is to ensure our products are:
· Excellent quality
· Safe, functional and fit for their intended purpose
· Sourced and produced responsibly
· Free from harmful substances
Fully compliant with appropriate legislation as well as our own standards and technical requirements, where these go beyond legislation (Next, Our customer and products)

Conclusions and synthesis 
Major international retailers such as H&M, Pep & Co, and Zara continue expanding in the UK retail market. UK retailers such as Primark, Tu, Debenhams, and Arcadia, increasing competition and  compressing margins. Increased competition is across all business areas including traditional channels, digital channels, product pricing, product quality and product offerings. As margins become compressed, product differentiation and minimizing costs throughout the supply chain are critical elements for success. (Thompson, John, Apr-Jun 2017)
The customer journey is keening to create in the contextual Next business, new and attractive product and services campaigns. 
Improvements for digital catologue is also energic way sustained by a better search engine and other digital or internet futures. 
The check points are one of yhe most pregnant expirence for the ccustomers so is necessary to improve this facility introducing also, in the busy time or venues the self check out points.
All the brands in their continous competion put accent on new stylish cloths or accessories. Minimising waiting time on customer service desk or virtual online customer platform are determing a positive shopping experience for the customers.
Higher percentage of discount refering to the old or hard to sell products would conduct to better income and accelerate the sale process.
Improving digital and social media promotion experience and presence would bring higher number of online review and in the same way in store shopping positive feelings and experience. 
This is a key strength for Next, Rahul Sharma of Neev Capital states "Next is best in class regarding UK retailers, and frankly most international retailers, in the way it goes to the Far East and gets the lowest cost," ("Next Outshines UK Rivals" 2012).
Within the UK clothing industry, digital has has source of growth. Retailers tend to invest massively into, especially the ones who compete with Next, reducing differentiation. Despite Next being at the forefront of non-traditional retailing first through its paper catalog business and then into the digital-era, Next can no longer rely on this history to maintain a competitive advantage. (Thompson, John, Apr-Jun 2017)
Considering Next PLC customer journey  in the next steps awareness, consideration, decision, services, loyalty and advocacy the size of the company and its position on the market create a sustainable and wealthy enviroment considering the Next bussiness.
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