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MARKETING MANAGEMENT – ASSESSMENT 1


Executive summary
Marketing management has defined an organizational discipline that has been able to focus on marketing orientation and others enterprises’ techniques to develop the organizations. This company has basically focused on its innovation process and improved its social networking services to enhance customer satisfaction in the country of UK. this company has been able to measure various customer satisfaction and it has also optimized the business channel that has enhanced customer feedback and customer satisfaction in the company process in the competitive types markets. The next main goal is to achieve the customer’s expectation in the “competitive markets” and it has also been able to execute various business plans in global markets. Next Plc has provided “external marketing communication” to improve business growth and market profitability in competitive types of markets. Customer experiences have focused the online websites and others sources in retail distribution sources. 
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[bookmark: _Toc122973931]Introduction
Marketing management is an important process of the business organization and in this report, Next PLC company has been chosen. Marketing management has represented an organizational discipline that has been able to focus on marketing orientation and others enterprises’ techniques to develop the organizations. The Next plc is one of the biggest retail companies in the country UK. The “marketing management” of any organization has been able to execute the planning and able to enhance the business growth in the international “competitive types of the markets”. Marketing management is a total process that has included many factors such as executing, planning, and business tracking of the organizations. It has enhanced the marketing strategy in the business markets. It has also been able to achieve the maximum target on customer services in competitive types of markets. 
[bookmark: _Toc122973932]Main body
[bookmark: _Toc122973933]Background of the company
Next Plc is a retail company in the country UK it has founded in 1864 by “Joseph Hepworth” and the company has provided many products such as accessories clothing, home products, and other accessories in the international business of competitive types of markets (Nextplc.co.uk, 2022). The main goals or aim of “Next Plc” has achieved the market’s customer’s expectation and it has also provided maximum profitability in the business growth of the organization by using the various websites and it has also been able to distribute the substances of all requirements of the legislation activation.  
[bookmark: _Toc122973934]Maximization of the customer satisfaction
Customer satisfaction is a vital factor of the marketing business or organization. The company, Next plc has achieved maximized customer satisfaction last year by using various marketing strategies or processes in competitive types of markets. As per the report of 2022, “Next plc” has gained 80% profitability and provides maximum customer satisfaction in the global markets (Nextplc.co.uk, 2022). As per the opinion of Kotler et al. (2018), this company has been able to measure various customer satisfaction and it has also optimized the business channel that has enhanced customer feedback and customer satisfaction in the company process in the competitive types markets. The next main goal is to achieve the customer’s expectation in the “competitive markets” and it has also been able to execute various business plans in global markets. 
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Figure 1: Maximization of the customer satisfaction
(Source: As per the opinion of Kotler et al. 2018),
As per the ideology of Ardito et al. (2018), in the country UK, next plc has also enhanced their market and organization’s profitability and enhanced the growth of the market on a large basis. Customer satisfaction has enhanced customer sales in competitive types of markets. It is basically a retail company in the country UK and it has gained a large amount of profitability by using the marketing strategy and management process. According to the words stated by Klepek and Starzyczná (2018), as per the report 2021, the Next Plc company has met approximately, 75% of customer sales revenue and profitability in the global markets. It also provides customer satisfaction on a large basis in competitive types of markets.
As per the view of Cooper (2019), next plc has applied its mission statement to enhance customer satisfaction and it has consisted of various factors or components of the basic description of the mission statement. This company has basically focused on its innovation process and improved its social networking services to enhance customer satisfaction in the country of the UK. As per the opinion of Di Domenico et al. (2021), marketing management has represented an organizational discipline that has been able to focus on marketing orientation and others enterprises’ techniques to develop the organizations. Customer experiences have focused the online websites and others sources in retail distribution sources. 
[bookmark: _Toc122973935]Role of marketing management in the organization
As per the words stated by Bocconcelli et al. (2018), marketing management is the main key factor of the business organization and it has included five factors or components such as sales promotion, management process, distribution, products, and research. Next plc has been able to analyze the various brand position and helped to evaluate the business structure by using the marketing management process. As per the report of 2020, Next Plc has gained approximately, $ 480 m in group profits in the global markets. to achieve the customer’s expectations in the “competitive markets” and it has also been able to execute various business plans in global markets (Nextplc.co.uk, 2022). This company has determined the marketing communications to enhance the retail chain of the business organizations. Next Plc has provided “external marketing communication” to improve business growth and market profitability in competitive types of markets. 
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Figure 2: Role of marketing management in the organization
(Source: As per the opinion of Di Domenico et al. 2021)
As per the presumptions of Salunke et al. (2019), marketing communication has represented a planning of the consistency of sales growth and it has been able to evaluate the communication sales growth in the organizations. The consistency of customer sales growth has also been enhanced by the marketing management process. As per the words of Min et al. (2019), Next Plc has enhanced sales promotion by creating innovative communications systems in competitive types of organizations. Marketing management has defined an organizational discipline that has been able to focus on marketing orientation and others enterprises’ techniques to develop the organizations. According to the ideology of Venciūtė (2018), customer experiences have focused the online websites and others sources in retail distribution sources. It has also attracted the marketing channels and is able to attract a huge number of customers in the various distribution channels. 
Next Plc has also enhanced the profitability rate that has increased the period of 2010 regarding the higher expenditures of marketing. As per the words stated by Papadas et al. (2019), customer experiences have focused the online websites and others sources in retail distribution sources. As per the report 2019, Next Plc company has met approximately, 85% of customer sales revenue and profitability in the global markets (Nextplc.co.uk, 2022). It also provides customer satisfaction on a large basis in competitive types of markets. Next Plc has also optimized the business channel that has enhanced customer feedback and customer satisfaction in the company process in the competitive types markets.
[bookmark: _Toc122973936]Customer Journey and Communication channels to ensure the stakeholder’s expectations
	Factors of the Customer Journey 
	Evaluations of the key factors

	Awareness
	As per the view of Fahy and Jobber (2019), awareness is the main factor of the customer journey and Next Plc has enhanced the company’s awareness through brand representations. 

	Advocacy
	As per the ideology of Ge and Gretzel (2018), this company has also achieved the maximum profits and spread customer satisfaction in the business or any organization. 

	Consideration
	According to the opinion of Morgan et al. (2019), customer activation is the main consideration of the Next Plc company. It has optimized the business channel that has enhanced customer feedback

	Retention
	The company has provided community systems for the creation of brand loyalty. 

	Purchase
	Next Plc has enhanced sales promotion by creating innovative communications systems in competitive types of organizations.

	Communication channels
	Evaluations of the key factors of channels 

	Determine the stakeholders
	As per the words stated by Kotler and Keller (2021), the Company has been able to enhance the stakeholder’s profitability and is also able to determine the various stakeholder policy in the competitive types of organizations. 

	Stakeholders planning of management systems
	As per the view of Fahy and Jobber (2019), next Plc has provided “external marketing communication” to improve business growth and market profitability in competitive types of markets. 


	Track sentiment
	As per the words stated by Bocconcelli et al. (2018), Next plc has also enhanced its market and organization’s profitability and enhanced the growth of the market on a large basis. Track sentiment is another crucial factor in competitive types of markets. 

	Manage stakeholders 
	This company has also been able to manage the stakeholder’s policy and others recruitments policy in the global markets. 


Table 1: Customer Journey and Communication channels of the stakeholder’s expectations
(Source: According to the opinion of Morgan et al. 2019) 
[bookmark: _Toc122973937]Importance of the communication channels 
According to the words stated by Klepek and Starzyczná (2018), communication channels have been able to facilitate the various data and sources in the communication systems and it has also been able to enhance the company’s rules and policy of the employees’ benefits of the organizations. “Face-to-face communication channels” is another important communication factor that has increased the company’s profitability and company’s goals. As per the report of 2021, Next Plc has gained approximately, $ 580 m in group profits in the global markets to achieve the customer’s expectations in the “competitive markets” and it has also been able to execute various business plans in global markets (Nextplc.co.uk, 2022). The company has improved its employee communication systems and it has also achieved profitability in the global market in the business revenue in the communication systems. 

Figure 3: Customer Journey and Communication channels
(Source: As per the view of Fahy and Jobber, 2019)
Based on the opinion of Kotler et al. (2018), effecting communication systems is very effective to grow the business policy and it has also achieved the brand image in the stakeholder’s engagements. Stakeholders’ engagement is the most essential policy to enhance the company’s development. As per the words stated by Bocconcelli et al. (2018), the Next Plc company has followed the various communications channels in the competitive types of organizations or business markets. It has achieved the company’s objectives and business goals through the communications systems. As per the words of Min et al. (2019), Next Plc also provides customer satisfaction on a large basis in competitive types of markets. Next Plc has also optimized the business channel that has enhanced customer feedback and customer satisfaction in the company process in the competitive types markets. It has enabled us to gain the overall objectives and understand the company’s support and business support. 
[bookmark: _Toc122973938]Evaluation of the marketing management of Next Plc
As per the words stated by Papadas et al. (2019), marketing management is the vital factor that has represented the total factors of the marketing strategy and it has also been able to enhance the customer target goals and customer profiles in the comparative business markets. Next Plc has also focused on the business channel that has enhanced customer feedback and customer satisfaction in the company process in the competitive types markets. According to the ideology of Venciūtė (2018), marketing management has defined a business discipline that has been able to focus on marketing orientation and other enterprises’ techniques to develop the organizations. The consistency of customer sales growth has also been enhanced by the marketing management process. Next plc has been able to analyze the various brand position and helped to evaluate the business structure by using the marketing management process.    
[bookmark: _Toc122973939]Marketing strategy of Next PLC
As per the presumptions of Salunke et al. (2019), marketing strategy is the most crucial factor of the management process that has able to enhance business growth and helped to achieve a sustainable business program in the business policy. Next Plc has also applied the 7 PS “marketing mix” to enhance the marketing strategy in the competitive types of markets.  Based on the opinion of Di Domenico et al. (2021), the 7 PS marketing has consisted of the products, promotion, place, price, process, people, and physical evidence. The “7 PS marketing strategy” has enabled to enhance the business revenue also attracts customers to create the new brand logo and affected the popular marketing services in the company’s cultural training of the “digital marketing mix”. Next Plc has provided “external marketing communication” to improve business growth and market profitability in competitive types of markets. 

Figure 4: Marketing strategy of Next PLC
(Source: As per the words stated by Bocconcelli et al. 2018)
The “7ps marketing strategy” has also enabled the enhancement of the customer’s growth and products have included various factors such as quality. According to the words stated by Klepek and Starzyczná (2018), customer services, warranties, and availability. On the other hand, people as a factor have enabled to the analysis of the training skills of the employees to develop the marketing growth in the organizations. Next Plc has enhanced sales promotion by creating innovative communications systems in competitive types of organizations by using the marketing mix or marketing strategy. 
[bookmark: _Toc122973940]Marketing management of Next Plc to raise brand awareness
The strategies of marketing of the “Next PLC”, the British business organization that is based on the home products and clothing retailer. According to the Tete (2018), this analyzed and researched before the recommendation to the possible improvements that are provided.  The major market target for the “Next PLC” has been middle class in between the are 25 to 45 for male and female both genders in the mainstream fashion. There can slight enhance focus on the woman’s fashion, continuing the from early strategy. The requirements of customers are changing more over retailers like this business organization ensure about the sales and marketing strategies of “Next PLC’, business organizations are accurate to requirements of markets. As per the opinion of Merritt and Zhao (2020), market is location where the merchandises are may sold and bought while marketing the business proves of defining the target markets more over settings the effective strategies to development their products and services. For additively well analyses the marketing strategy of this company it is vital to well understand the current environment of the intended market target. As per the opinion of Merritt and Zhao (2020), in the current situation the economic climate has been develop in the recent few years. 
[bookmark: _Toc122973941]Customer journey of Next Plc
“Next PLC” originally intended for filling the gap in market through selling the fashionable clothes to the people aged in between 24 to 35 years more over those who are starting on family life or careers life.  When going the “Next PLC” the customers find out products that are suit kids and families when finding the professional clothing to the main purpose of work. While the main target of this business organization is age there something’s to every age whether which be grandparents or teenagers, “Next PLC” has been provide a wide variety of fashionable clothing. In the year of 2018 there are many various effective paths to the customers are may use “Next PLC” for purchasing products from them. According to Tete (2018), customers may also select from desktop, mobile, mobile app, website and many more. As per the opinion of Merritt and Zhao (2020), this can convenient for different kinds of their customers will be illustrated on the use of two personas. 
[bookmark: _Toc122973942]Customer journey through various communication channels
The communication channels are play big important role in supporting customers and brands connect with every for many different forms of interactions and engagement. This business organization has the mastered art of communicating the across different channels may easily bring a seamless experience for the customers. According to the Tete (2018), there are few effective ways in this business organization for communicating with their customers. These are social networks, call centers, target ad, forums, skype call and many more. As per the opinion of Merritt and Zhao (2020), the use of the digital communication medium has been risen tremendously over many years for becoming the deciding factor in the Steller business growth and customers experience.  
[bookmark: _Toc122973943]The various ways the company ensures the fulfillment of current and future stakeholders’ expectations 
Next Plc. has been incorporating various effective strategies, policies, and initiatives, for the purpose of maximizing the expectations of the different stakeholders of the company. Apart from fulfilling their demands and expectations, these actions have been very much effective in acquiring the maximum competitive advantages within the respective marketplaces. The following factors have been addressed by the company to successfully fulfilling the current and future stakeholders’ expectations. 
Awareness – The company effectively identifies its most essential stakeholders and manages them differently. As per the view of Trivedi et al. (2018) with the help of digital media and advanced technologies, companies essentially navigate a wide range of stakeholders and at the same time, create awareness among them based on their products and services. The chosen company goes for effective primary research and then utilizes the results for developing and implementing suitable strategies.   
Advocacy – Next Plc. utilizes suitable and appropriate communication channels for creating advocacy among the different stakeholders. Effective communication and engagement with the stakeholders help in bringing advocacy within the business. Effective communication strategies have been the major way through which the company gathers essential insights and viewpoints of the stakeholder which becomes helpful in shaping the company decisions and outcomes. 
Consideration – The company essentially considers all the essential aspects that are critically associated with each of the stakeholders of the business. The company strategically aligns all its operations and other essential aspects with the stakeholders, in order to make joint efforts with them and make them feel, they are important and valued within the company. According to Yu and Liang (2020), adequate stakeholder consideration helps in solidifying the relationships of each stakeholder with the company. This way the company gains all the necessary support from the stakeholders. 
Retention - Next Plc. involves various effective strategies by consistently and continuously mapping their expectations. By making the stakeholders’ expectations a major priority, the company effectively ensures that all their expectations are successfully met. They never allow them to feel the need for leaving the company by providing them adequate `motivational and satisfactory factors. Based on the research work of Trivedi et al. (2018), engaging the stakeholders in critical decision-making of the company can fundamentally retain them in the company for a longer period of time. They essentially provide them adequate monetary and non-monetary benefits and rewards for retaining them essentially. 
Purchase – The company has developed effective purchasing and pricing strategies which essentially make each of the stakeholders happy and content with the purchase decision. As opined by Yu and Liang (2020), both the internal and external audiences are of critical importance for developing the purchasing strategy that would ultimately aid in fulfilling the emotional and business needs of the stakeholders and then successfully addressing those. The company also makes maximum efforts for developing long-term relationships with the vendors and suppliers for successfully acquiring the raw materials, then effective relationship with the employees for successful production and then provide the highest quality goods and services for successfully meeting the expectations of the customers. 
[bookmark: _Toc122973944]Theoretical analysis
“Corporate social responsibility theory (CSR)”
CSR theory has represented the main business aspects of the business organizations factors and it has enhanced the business operations and markets profitability in the corporate sectors of the company and it has developed the business various aspects of the brand image of the society. According to the words stated by Klepek and Starzyczná (2018), it has consisted of various theories and various models that have included three factors such as legal, ethical, and economic that have increased the management process of the customer experiences. Next Plc has enhanced sales promotion by creating innovative communications systems in competitive types of organizations. Marketing management has defined an organizational discipline that has been able to focus on marketing orientation and others enterprises’ techniques to develop the organizations.
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Figure 5: “Corporate social responsibility theory (CSR)”
(Source: As per the ideology of Ge and Gretzel, 2018) 

[bookmark: _Hlk122972630]“The stakeholder’s theory”
As per the ideology of Ge and Gretzel (2018), the stakeholders’ theory has represented the company’s leaders and the company’s consistency in the shareholders of the business growth and it has also included various factors such as stakeholders, suppliers, creditors, shareholders, and other operations systems of the business growth in the stakeholder’s company. Next Plc company has also followed the “stakeholders’ theory” to enhance business growth and business sales revenue in competitive types of organizations. As per the words of Min et al. (2019), it has included the stakeholder’s interest and is able to help the total motivation factors of the employees to get better working quality in the global markets.  It has also been able to enhance the company’s rules and policy regarding the employees’ benefits of the organization [Referred to appendix 1].  
[bookmark: _Toc122973945]Conclusion
From the above study, it has concluded that Next Plc has enhanced its marketing strategy in the business markets. It has also been able to achieve the maximum target on customer services in competitive types of markets. The company has improved its employee communication systems and it has also achieved profitability in the global market in the business revenue in the communication systems. Next Plc has been able to measure various customer satisfaction and it has also optimized the business channel that has enhanced customer feedback and customer satisfaction in the company process in the competitive types markets. The “7 PS marketing strategy” has enabled to enhance the business revenue also attracts customers to create the new brand logo and affected the popular marketing services in the company’s cultural training of the “digital marketing mix”.  Marketing management has defined an organizational discipline that has been able to focus on marketing orientation and others enterprises’ techniques to develop the organizations. 
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(Source: As per the ideology of Ge and Gretzel, 2018)  
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