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Company Background of Next Plc
[bookmark: _Hlk90671515]Next is the largest fashion retailer in the UK and it has businesses in various countries around the world. Next has around 700 stores and outlets around the world and 500 of which are situated in the UK. The company is known for its various approaches in introducing fashion clothing to customers. Next was founded by Joseph Hepworth in 1864. It is headquartered in Enderby, England. Next was first established as a tailor shop in its initial stage by the name of Joseph Hepworth and Son. In 1981, the company bought Kendall and Sons which were retailing women wear at that time. At that time Next merged its business activities with Kendall and through which Hepworth had 600 shops in the British high streets. Hepworth first introduced the chain retailing shop concept in the UK. By 1884, the company had 100 outlets around the UK. Next Plc is currently a subsidy of Next Holdings Limited. Next currently serves in the United Kingdom, Europe, Asia and the Middle East. Next nearly sells 500 third party brands in its stores. However, Next also outsources 200 million products at a cost leadership approach from 40 different countries around the world that has low labour cost and label them as their product. Next is the most creative brand for fashion clothing who provides clothing products for almost all kinds of people. Next has products almost in all segments from affordable to premium (Hole et al, 2018). 
The Next’s main advantage is in its marketing strategy. It continuously relies on both physical and digital approaches to marketing. Next has the most anticipated advantage for attracting the customer attraction through its marketing campaigns held on both online and offline platforms. Next arranges online campaigns through quiz and photoshoot contests to promote and boost the sale of its product. The most appropriate example of this is a photoshoot contest arranged by Next in which contestants needed to post their photo wearing Next clothing. The winner will be decided based on the reactions given on the social media post of the contestants (Zhang, 2021).
Next has the biggest advantage in its cost leadership strategy. It outsources its products from the outside countries where the labour cost is lower than its home country. Next especially sources its products from the South Asian countries such as Bangladesh, India, and Vietnam etc. where the labour cost is lower. Next is also looking forward to expanding its market in various countries through acquiring various fashion retailers there (Zhang, 2021).
In that case, Next has the advantage of acquiring the market of that company alongside its company share. That’s how Next has entered the market of the US through acquiring Victoria’s Secret lingerie brand.  Next has the most anticipated business expansion strategy through which Next is expanding its businesses in the global market. Next uses acquisition strategy as its business expansion strategy (Mothersbaugh et al, 2020). 
Next also has specialization in the supply chain. Next distributes its product through its warehouses. Next places a central distribution warehouse for delivering its products to the stores and to the customers who order online. In this way next can save the fixed for having another warehouse for online deliveries. This is the case from Next Belgium. Next has also achieved efficiencies in production and manufacturing through outsourcing. It follows a cost leadership strategy like the other fashion retailers (Zhang, 2021).
The company can offer a differentiated product at a very low cost. However, Next also offers the product of other third-party brands. So, Next has a variety of products and Next tries to keep an equal amount of profit from both of its products and third-party products. Next is the strongest fashion retailing brand in the UK. Next is in a competitive position with Marks and Spencer holding a 7.2% market share in the clothing industry of the UK. Marks and Spencer have a 7.6% market share in the clothing market of the UK. Next’s has made good progress during the Corona time when the world was under a strict lockdown but the company kept its operations open through online activities and delivered products (Zhang, 2021).





Product Range of Next Plc
Next Products
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Next has the motto to be the natural choice for customers for retailing fashion clothing products and also to provide quality fashion clothing products for both men and women.

1. Women:
Next offers a variety of products for Women and the products are all made in response to the latest fashion trends of the current era. Next has the most anticipated collection of fashion clothing offered to women. These products promise durability and comfort. Next offers women clothing for various occasions.
2. Men:
Next offers a variety of products for Men starting from comfortable products to fashion products. Next also offers holiday products for hanging out on beaches. Also, Next offers undergarments for Men and other products that are necessary Men. Next is the best choice for casual clothing for men (Zhang, 2021).
3. Boys: 
Next offers a variety of casual products for young adults and teenagers who like fashionable clothing. Next is very popular among young adults. The products are all high-quality products and prices are also reasonable. Next offers both casual and party dresses for young adults and the products are priced at a very reasonable Section through which the customers can get attracted and buy Next’s products (Volná, 2012).
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4. Girls: 
Next also offers clothing products for young girls who have age around 16-24years. At that age girls usually want to wear casual dresses and these dresses are available next at a very reasonable price and the products are sourced at a cost leadership approach from the outside locations where the prices are very low. To ensure a price competitive strategy Next offers various casual products at a very reasonable price and Next has a great demand for casual girls’ clothing (Wigley, 2011).
5. Baby:
Next offers various types of baby clothing products that have a very great demand in the market. Next offers baby products starting from dresses to footwear even toiletries products that are essential for a baby (Deepak and Jeyakumar, 2019).
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Features of Next Plc’s Products

Next has a variety of products and it has brands over 500 and these brands are all third-party brands. But Next also has its labelled products and these products are special in-kind and Next sources its products from 40 different countries in the world where labour cost is low but Next tries to ensure the quality of its products through proper instruction and supervision. Next has the most anticipated products in the UK market alongside marks and Spencer (Mothersbaugh et al, 2020). The company has the greatest number of brands available. However, the special and main features of Next’s products are given below:
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High-quality products: Next takes a cost leadership approach other than a differentiation approach to ensure the best value product for its customers. The product quality is high and the customers are all satisfied with the product quality. That is why Next is one of the top fashion retailers in the UK. 
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Comfortable: The products offered by Next are all comfortable and the products are very good in quality. Next’s products quality is ensured based on the comfort provided by its products. The manufacturers are encouraged in ensuring high-quality comfortable products.
Wide range of products: Next provides a variety of products both in terms of categories and in terms of brands. Next have almost 500 third party brands alongside its labelled brands that are being sold in its stores and websites (Nyagadza et al, 2019).
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Trendy: Next offers trendy fashionable products that are being worn in the current era of fashion. Next always promises to bring fashionable and trending designs of clothing products to its customers. Next also provide clothing products for celebrities which become signature products later and are sold at a good and premium price. So, Next has the most anticipated supply chain in terms of both cost leadership and differentiation (Rapley, 2017).
Price Range of Next Plc’s Products

Next Plc has a various price range for its products. But as next uses a cost leadership approaches that prices are relatively lower or within the customer’s expectation. For example, in the women section, a particular dress starts from the price of £35 and the maximum price is capped at £200. In the men section, a particular pair of jeans pants starts from £20 and is capped at £50. Also, a full autumn or winter set starts from £50 and ends at £250. In the boy’s section, a particular party set starts from £40 and ends at £120. 
In the girl’s section, casual dresses such as jeans and dress combo start from £45-50. In the baby section, next provides a variety of products for the babies. A baby dress starts at £15 and is capped at £40. Next is the leading fashion store in the United Kingdom, with operations in a number of other countries. Next has over 700 shops and locations worldwide, including 500 of them in the United Kingdom. The firm is recognised for using a variety of techniques to exposing clients to stylish clothes. In 1864, Joseph Hepworth established Next. So, Next has both pricey and affordable products for every segment of the market (Thompson and McLarney, 2017).
Next, on the other hand, outsources 200 million items from 40 various nations across the globe that have cheap labour costs and labels them as their own. Next is the most innovative fashion apparel company, which offers clothes for practically every kind of person. Next sells items in practically every price range, from low-cost to high-end (Hole et al, 2018).
In terms of cost leadership, Next has the most advantages. It outsources its goods to nations where labour costs are cheaper than in the United States. Next obtains their goods mostly from South Asian nations including Bangladesh, India, and Vietnam, where labour costs are cheaper. The supply chain is another area where Next excels. Next's stuff is distributed via its warehouses. After that, a central distribution warehouse is built to supply the company's items to retailers and online clients (Rapley, 2017).
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Marketing Place of Next Plc

Next offers its product in both its physical stores and online stores. Next has a dual way distribution system through which it can offer products in both physical marketplaces and online stores. Next plc has the most anticipated strategy for distributing its products. Next has specialized in its online delivery system during the pandemic which has helped the company to survive the pandemic. The company has 500 stores around the UK through which it offers products to visiting customers. Next also has an online marketplace from where it provides products to almost every location in the UK. The company has joined forces with a third party delivery system during the pandemic to expand its reach in the market. Now, customers can order from any location in the UK and they will have their products delivered at their doors (Wigley, 2011). 
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The business may provide a unique product at a modest price. Next, on the other hand, sells products from other companies. So, Next offers a wide range of items, and it strives to make a profit from both its own and third-party products. Next is the most powerful fashion retailing brand in the United Kingdom. Marks & Spencer has a 7.6% share of the apparel market in the United Kingdom. Despite the fact that the globe was under a rigorous lockdown during the Corona crisis, Next's managed to keep its operations running via internet activities and supplied items (Zhang, 2021).

Promotion of Next Plc

Next Plc uses both online and offline approaches for promoting their products. The Next’s main advantage is in its marketing strategy. It continuously relies on both physical and digital approaches to marketing. In such situation, Next has the benefit of purchasing the company's market as well as its stock. This is how Next entered the US market by purchasing the Victoria's Secret lingerie brand. Next is extending its operations in the worldwide market using the most anticipated company growth plan. As a company growth strategy, Next employs acquisitions (Mothersbaugh et al, 2020).
Next has the most anticipated advantage for attracting the customer attraction through its marketing campaigns held on both online and offline platforms. Next arranges online campaigns through quiz and photoshoot contests to promote and boost the sale of its product. The most appropriate example of this is a photoshoot contest arranged by Next in which contestants needed to post their photo wearing Next clothing. The winner will be decided based on the reactions given on the social media post of the contestants (Zhang, 2021).
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