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[bookmark: _Toc130309659]1.0 Introduction 
The marketing concept has become revolutionised, irrespective of the similar activities practised by a set of institutions globally. The act of creating and communicating has transcended into dealing with exchanges, as well as considering offerings. That results in sufficient value for customers, the management, and the concerned parties as a whole. In this individual blog, a critical analysis will be undertaken regarding the evolution of marketing. This will be seen through the context of the retailer and British multinational dealing in clothing, footwear, and household items in the form of Next plc. The blog will conduct an STP analysis, or segmentation, targeting, and positioning to understand the company's position within the market. Also, it will consider the marketing mix elements to understand their strategy for competing. Analogies and assertions will be backed by scholarly claims and evidence. 
[bookmark: _Toc130309660]2.0 Discussion and analysis
[bookmark: _Toc130309661]2.1 Determining segmentation, targeting, and positioning strategies of retail firm Next
STP analysis or segmentation, targeting, and positioning strategy are connoted to modern marketing tactics. That focuses on commercial effectiveness after choosing valuable segments of a business. It allows businesses to perceive opportunities and position themselves, after selecting a classified consumer group who are in favour to purchase their products and services (Kotler and Armstrong, 2018, p 280). Certain elements invested within the framework can be explored in the below context, upon taking the retail organisation of Next plc. 
Segmentation: This approach allows for identifying different niches surrounding customers. In short, each customer can be segregated based on their cultural association with one another, gender-wise bifurcation, income status, behavioural traits, and others (Golder and Tellis, 1993). That might allow organisations to keep their strategy specific while looking to address their interests through products (Kotler and Armstrong, 2018, p 324). However, this factor would keep on changing especially with fluctuating desires that might occasionally get converted to purchase needs. In the case of Next plc, the factors surrounding segmentation can be analysed in a below manner.
Firstly, segmenting markets for studying consumers tends to divide a larger market into smaller units (Weinstein, 2020). That allows an organisation to work better for understanding consumer tastes.
Secondly, segmentation increases the profitability scope of a company thereby increasing the product range dealt by the organisation.
Thirdly, any marketing team emphasises customising the market campaigns through the findings identified from the market segments. 
There also exist a few challenges related to market segmentation.
Firstly, an organisation has to produce versatile products that can trump the expectations of customers (Weinstein, 2020). It includes different stylised products, colour palettes, and product sizes, and thus the process might get costly.
Secondly, penetration geographically might be difficult to obtain for a company, if another competitor has amassed favourable market growth (Golder and Tellis, 1993). 
Thirdly, depending on the results of segmentation, products might need promotional tactics that tend to be unique for customers. Gauging this criterion is likely to become a complex process (Weinstein, 2020). 
Demographic segmentation: The factor usually differentiates among customer groups based on gender, age, income status, and even ethnicity or cultural associations. The retailer Next plc has recently shown that children's clothing is to be considered among their chief products. For instance, Next plc acquired the children's clothing brand 'Kidly' to create a wider range of apparel for children between the age of 5-10 (Apparel Resources News-Desk, 2022). This approach also allows Next plc to grow its direct-to-consumer tactic that enables greater outreach for the generation z customer markets (Avakian, 2022). Almost 1000 generation z customers representing the age group of 18-22, with an average income of £25000-30000 have decided to flock to the retail market for satisfying their requirements related to furniture wear buying, clothing, beauty products, and others (Profitect, 2019). Among these consumers, 58% of the male groups prefer to purchase stores in bulk through online markets. Whereas, 42% of the female groups will always care to visit in-stores and accommodate themselves with products, before deciding to buy the item. Keeping, this factor in mind Next plc has decided to prefer this form of segmentation. Also, 62% of the generation z consumer needs waning and waxing over time (Profitect, 2019). The retailer wants to become an organisation that anticipates any changes in consumer needs and then capitalises using effective strategies.
Behavioural segmentation: Certain consumers care about the nature of their purchase which includes the level of brand loyalty that any product brand has managed to create among the owners. Moreover, the levels of usage also matter too many customers, aside from the means of delivery that ensures the product reaches the parties on time. For instance, ever since the advent and departure of the pandemic, the cultural changes seen among customers promoting behaviours of less-preferring offline purchases have been reflected within the UK, and globally. The statistics show that online purchases have increased by 20% in the former (Medium, 2019). Before 2022, the growth has taken hold with offline purchasing also growing by 20%. Next plc is among the retailers who understand the necessity of brick-and-mortar stores that appeals to different customer propositions. Returns through these stores have grown by 82% better than online services. The retailer is also invested in managing data related to the generation z groups which indicates that 60-70% of generation z customers prefer to purchase 1-2 items within a single store (Medium, 2019). Whereas, they buy 30-40 items overall from different retail stores depending on the versatility of products that each store bears. This might allow the customers to browse among at least 15 stores or more. For building their experiences, 5-10% of the customers will try the product initially and seek a conclusion as to how it fulfils their needs. For instance, 73% of generation z customers visiting Next plc stores will purchase apparel following a trending style for 3-6 months, then channel their purchase interests elsewhere. 
Geographic segmentation: This is differentiated based on the separation of customers situated in areas, regions, and even metropolitans and rural zones. In the UK, Birmingham, Sussex and Bristol have emerged as among the cities of the country bringing their style and culture, when it comes to apparel choices. Different stylists, designers, and bloggers have managed to spread awareness of fashion within the city. This resulted in many boutique startups being launched by certain generation z customers within the cities. This allowed the rise of small to large clothing brands within the cities, with the primary city being Birmingham (The Birmingham Times, 2017). The brands include the likes of Happy Bird Co, Chanel perfumes and bags, Hancock fabric-styled clothes, and even different colour combinations of jocks. Other brands like Beyond Bol have also become popularised within the cities. This gives eventful prospects to look up to for a retailer like Next plc (The Birmingham Times, 2017). They can expand their brand ranges by opening larger stores in the city, and depending on the success can apply the same in other globally popular destinations as well. They can even exploit the fashion-minded creative communities who are constantly engaged in exchanging ideas for customer apparel styles.
Targeting: The commercial attractiveness of each segment can be evaluated by dissecting different specifications around the same. A target customer group for Next plc will be the generation z masses between the age of 18-24, and children being in the age of 5-10. The niche clothing item they would want to sell more in the UK market, especially by locating their stores within Birmingham to a large extent (Husband, 2022). Furthermore, the company will consider their apparel section as the primary product niche on which to accrue considerable revenue. Apart from the same, the kid's section will also have a separate clothing line, aside from the toys section, and other materials. The male populace will be attracted through online stores, and offline collections will mainly feature female-preferred styles. 
Positioning: This can be better represented through variables, whereby the product is positioned keeping in mind the other companies competing in the same market (Husband, 2022). 
[image: ]
Figure 1: Positioning Map
(Source: self-created)
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A framework executed by Jerome McCarthy in the year 1960, also known as the marketing mix strategy can be applied in the case of Next plc. Effective marketing strategy can be explored by utilising the elements with each factor's dependence upon one another (Kotler and Armstrong, 2018, p 143). The factors can be described in a below manner.
Product: This element represents a product or service designed for satisfying customer needs and wants. Common features around a product are important to identify, as it aids in differentiation from other items or services. The retailer Next plc recently signed a third-party licence deal with other organisations like GAP and Victoria’s Secret, for launching their own in-house apparel brands and apparel wear clothing line (Husband, 2022). It includes both men's and women's collections, with attractive clothes representing the females under the Lipsy brand. The same collection might fancy millennials, but nowadays new ranges within the same brand are released in the market for 18-24-year-old customers as well. The directly owned house brands of GAP include the likes of shirts, knits, denim, dresses, and other evening pieces for men surrounding generation z men (Halliday, 2022). The above strategy benefitted Next plc through their upkeep of cross-brands in terms of clothing that boosted online sales beyond 49% after the first quarter of 2020. Certain value players like F&F, and other brands have also joined the fray of providing versatility to generation z consumers (Halliday, 2022). Whereas, the Kidly brand has been specifically to cater for the needs of children within 5-10 years. 
Price: As a competitive retailer, Next plc wants to establish medium-range pricing for their products mainly involving apparel wear. That involves consideration of organic textile standard clothes using certified organic fabric. Hence, the male and female generation z collections include trousers, shirts, t-shirts, tank tops, and others at a range of £28-50. Whereas for children, the prices will begin from £15-18 and could reach up to £25 (Apparel Resources News-Desk, 2022). Within this price range, at least 300 or more clothing brands can be afforded via the website and offline stores (Halliday, 2022). Next plc also purchased 44% of JoJo Maman Bebe a premium maternity and childrenswear brand that would provide versatility on different quality clothing. As a form of additional options, the range can be explored further over time. 
Promotion: Marketing campaigns are generally known as the promotional mix. Next plc has recently doubled its digital market spending in the last few years, to accelerate they're 'higher than expected returns' (Spanier, 2019). The retailer spent £36 million on digital marketing campaigns while halving their offline expenditures by almost 15%. These offline marketing schemes involved direct mailing, print advertising, and television marketing. Also, through the mobile marketing strategy the retailer managed to account for 70% of the online customer visits, and 55% of the online revenue (Spanier, 2019). Next plc tends to popularise its home brands and cross-brands for clothes via social media websites that feature Instagram, Facebook, and LinkedIn. Hence, this ensures diversity within their promotional strategy. 
Place: This is an integral part of the marketing mix strategy. That assists the consumers in a way whereby they can easily access the products without traversing a larger distance for acquisition. Birmingham is the city chiefly targeted by Next plc, and they would want to establish their apparel brand loyalty within the city (Rodger, 2023). Whereas the distribution of the clothing lines will be distributed within Bristol, Sussex, and Birmingham. This would better appeal to the consumers situated in the city, and further bring about their culture to popularise the product to a large extent (Rodger, 2023). Next plc will mainly target the holiday seasons like Christmas, Easter, and others. That provides them with an opportunity to distribute in bulk during the seasons, aside from favouring the summer season wears as well. Furthermore, the tourists flock to districts of Bristol and Sussex, who might gladly use Next plc stores for purchasing different clothing brands. 
[bookmark: _Toc130309663]3.0 Conclusion 
The individual blog concludes that marketing has enabled the organisation to upgrade its strategies, mainly by administering favourable ideals of segmenting the market. That allows grouping the customers based on their fluctuating interests, and scope to fulfil their needs over a longer period and less long period. Also, the blog concludes that this aids a retailer like Next plc to situate their apparel home brands and cross-brands within a targeted market. Moreover, with a premium pricing strategy adaptation, the retailer wants to reap better revenue that gets converted to overall profits. Also, the blog concludes that based on the above, strategising through marketing mix tactics enables the company to gather a greater outreach favouring customers. 
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