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The role of marketing in creating value for customers in NEXT plc company


A marketing concept is a theory that promote the creation of goods focused on the desires and wishes of the consumer. This hypothesis claims that good products and services ultimately have what the consumer needs. For a few years now, the business community has broadly embraced this idea and it appears like it does not exist any other way. However, it was not the prevalent definition a few decades back. Instead, businesses became far more concerned with the inexpensive and massive production that was part of the mentality and history of the Industrial Revolution.
Then, thanks to a more advanced stage of mass production euphoria, the theory of industry and products growth changed slightly. At present, several firms produced goods increasingly quickly, but in all situations the demand did not respond positively. This developed an emphasis on revenue, where firms invested much money into advertising their goods so as to gain a larger market share. Finally, thanks to the growing rivalry, the sales-centric system expanded, and marketing professionals of the new era have finally decided on a marketing focus that puts the consumer at the heart of product and production choices. This theory encourages companies to concentrate on the creation of methods and objects that meet current customer desires.
NEXT plc is practising this concept by using virtual fitting rooms in their in-store retail shops. Virtual fitting rooms can improve the shopping experience for costumers. This room allows the customer to try products without having to remove a piece of clothing from the shelf. The buyer has to use hand signals to manage the user interface to pick one clothing piece. The simulated fitting room can also be used in e-commerce as well, so plc NEXT will use both online and offline interactive fitting space. Another marketing concept that NEXT plc could use is channel expansion by Omnichannel retailing. Customers can make purchases from Omnichannel using a variety of applications and locations. Consumers will be more pleased with the quality and will be more faithful to the company if they will fulfil their shopping needs.
NEXT will be able to raise brand recognition and product range by using all distribution outlets, as well as increase online revenue, by providing an online presence. The brand's multichannel reach would boost in-store revenue as well. Furthermore, the brand recognition that will be built among consumers through the company's website will have a positive impact on the company's growth through all platforms, not just the online platform. To maximise customer loyalty, the organisation must ensure that the total inventory is available in all channels when implementing this approach.
As a result, there are some advantages of market to the consumers such as: keeping customers up to date, it provides simplicity and fast support for customers, it contributes to the development of a stronger relationship between the company and the customers, it provides a more customised experience, and it enables comparison shopping.

About Branding…

Branding is one of the marketing concepts, which is a term that defines a design, symbol, name or any other feature that identifies one seller’s good or service as distinct from those of other sellers” (American Marketing Association).
A brand is described as the concept or picture that people have in mind when they think about a company's particular goods, services, and activities, both practically and emotionally. As a result, it is not just the physical characteristics of a company or its product that establish a name, but also the emotions that customers generate about the company or its product. When introduced to the name, image, visual identity, or even the meaning conveyed, this mixture of physical and emotional signals is activated. Also, branding is the method of developing and forming a brand in the minds of customers to give value to a specific organisation, business, goods, or services. It is a technique devised by organisations to assist consumers in easily identifying and experiencing their brand, as well as giving them an incentive to select their products over the competition's, by clarifying what this specific brand is and is not.
There are several advantages of branding, that helps creating value for customers. Some of these advantages are:
Customer recognition.
A good brand helps to increase consumer recognition. This ensures that when a client is looking for a specific product or evaluating a firm to provide a service, they can see the company listed. Consumers are much more likely to prefer a recognisable brand over something new, even though they do not really know anything about that company at the beginning.
Competitive edge in the market
The brand is what distinguishes a business in the marketplace. When consumers understand and support a company's name, it lets the company gain a competitive advantage. The more exposure you gain and the more you develop your brand, the more your brand can elevate and become comparable with other well-known brands.
Easy introduction of new products
When a company already has a good reputation and a dedicated client base, it is always quicker and less costly to launch new products or validate them before investing more in them. Customers would always be involved in new brands and even expect their release if the company has a dedicated brand following.
Customer loyalty and shared values
The visibility and elevation that a good brand provides, contribute to the increased consumer satisfaction. Customers are drawn to brands that share their ideals. When a business creates a positive identity, it must express certain ideals in order to have an emotional bond with consumers. Brand loyalty will last a lifetime and even be passed on to future generations.
Enhanced credibility and ease of purchase
A good, well-known brand increases trust with consumers, the industry, and the marketplace as a whole. When his reputation grows, so does his company's recognition, loyalty, and competition. All is interconnected, and reputation is directly related to consumer ease of buying. We want to buy from businesses that we like, know, and trust. The business is much more likely to make a sale if the brand is trustworthy.

The Ansoff matrix of NEXT Plc company 

The Ansoff matrix is a strategic tool intended to support and lead organisations in making business growth decisions. The Ansoff matrix provides businesses with four growth options: market penetration, market development, product development, and diversification. A organisation or business must choose one of these four strategies, or a combination of them, based on a number of internal and external considerations.
 Elements of political stability and the economy of a country may include external factors while internal factors may include the acquisitions of talent and capacity for resources. Organizations select different growth strategies based on an analysis of internal and external factors defined in a general way by the Ansoff matrix.
NEXT Plc has become competitive in its worldwide operations and business based on its corporate planning options and activities. In various fields and at different times, based on internal and external organisational factors, this decision and course have shifted. NEXT Plc has, however, continuously used the Ansoff matrix, being a major clothing company in the country. Also, the NEXT Plc partners uses the Ansoff matrix and divisions to apply some of the strategies.
Market penetration
Market penetration is used for businesses who seek to extend their existing products in areas where their brands already operate and are functional. The benefits of this approach are many, including increased production capacity, which allows NEXT Plc to reach more customers within the same market; increased marketing investment, which allows NEXT Plc to attract more customers within the same market through communication and investment in promotions and advertisement; and enhanced distribution, which allows NEXT Plc to explore new and innovative means of distribution, also exploring new channels of distribution for their products; competitive pricing where NEXT Plc will introduce pricing cuts to increase the appeal of its products, NEXT Plc would also explore new channels of distribution for their products; competitive pricing, where NEXT Plc would introduce pricing cuts to increase the appeal of its products, while at the same time competitive pricing will boost NEXT Plc's revenue and contribute to higher penetration; reducing operational costs, where NEXT Plc would increase competitive pricing and sales. as well as rising level of use, NEXT Plc will be able to increase sales to future consumers in existing markets.



Market development
Using market development tactics, The Next Plc will increase its commercial performance by bringing existing labels into new markets. Next Plc will be able to do this through a variety of strategies. These strategies are as follows: research and growth, in which NEXT Plc can spend to identify future new markets and client segments for its products. This can aid in determining consumer perceptions of diverse company cultures, patterns, and behaviours, as well as how they differ from unacceptable customer behaviour in developed markets; Regional extension will involve urban distribution to various cities or within the same metropolitan area, assisting in promotions, packaging changes, and consumption techniques. New consumer categories for the company's brands that can be explored in the same industry enabling the company to enter new markets and new marketplace trends within the same sector, thus assisting with growth and development; Brand recognition, which is crucial in assisting the organisation in targeting new client audiences and increasing visibility, as well as being vital for purchasing decisions; and Customer education, which allows customers to better understand product purchase patterns, helping consumers to understand the products and its offers.
Product development
Market development is the mechanism by which a company attempts to expand its sales in emerging markets by introducing new products. NEXT Plc has an effect on product growth in a number of areas, including: Modifications to existing goods to enable the business to offer consumers with new and better services, resulting in increased product sales and use.; Launching new items by finding new points of customer interest, allowing NEXT Plc to enter new business segments; Research and development, where NEXT Plc frequently invests in this area, especially in terms of understanding marketplace trends and consumer behaviour, and has now been developed to be more efficient in its processes and routine tasks.; Strategic partnerships, so that NEXT Plc can investigate options for product development, allowing the company to gain access to new processes with minimal financial investment and risk; and Product quality, so that the company can invest in innovative product creation by bringing a variety of high-quality goods into the same industry, allowing NEXT Plc to enter new markets.
Diversification
Diversification refers to a company's expansion and success as a result of new product development in new markets. Diversification is vital because it helps companies like NEXT Plc to remain competent, creative, and competitive and thereby essential to customer markets. There are 3 main types of diversification. The first one is vertical diversification which is defined by looking for growth and market expansion for NEXT Plc, that involves adding new products within existing product lines. This ensures that the NEXT Plc's latest product designs and releases will be close to, and classified by, current product classes and divisions. The second one is horizontal diversification, that occurs as NEXT Plc plans to incorporate and participate in new product designs and releases that are unrelated to current brands. It is, however, important to incorporate new product releases and innovations for goods that operate in similar economic conditions as the visiting products. The last type of diversification is diversification towards a new business. The NEXT Plc can also diversify into a multinational by investing in a completely separate market. Diversification into a new business will entail NEXT Plc exploring new business concepts and the option to start or purchase new businesses for the purposes of growth and development.


Stakeholder engagement and their impact on marketing activities in NEXT plc company 
A stakeholder is an entity who has an interest that can influence and be affected by an organisation. The main stakeholders in a typical company are owners, employees, customers, and suppliers. But the concept has expanded to incorporate regions, governments, and trade groups with increasing emphasis on corporate social responsibility. Stakeholders may be internal and external in a company. Internal stakeholders are persons with special interest in a business, such as employment, property, or investment. External stakeholders are individuals who do not consciously operate for an organisation, but their actions and outcomes are affected in some manner. External stakeholders include suppliers, creditors, and civic groups.
 Investors are internal stakeholders and are strongly affected by the performance of the relevant business. When a venture capital fund, for example, offers to invest millions of dollars in a technology start-up in return for a portion of the company's equity and significant leverage, the firm becomes an internal stakeholder in the company. The return on the venture capitalist firm's investment is contingent on the start- ups success or failure, meaning that the firm has a vested interest.
In comparison to internal stakeholders, external stakeholders have no direct contact with the organisation. An external stakeholder is often an agent or agency whose actions are influenced by the business's activities. When an organisation hits the regulatory limit on greenhouse gas emissions, for example, the town in which the business is located is referred to as an external stakeholder because the increased exposure impacts it. Also, if they have no clear link to the organisation, external stakeholders will have a huge effect on it. The government, for example, is an external stakeholder.
Stakeholder participation is essential to NEXT Plc, both formally and informally by meetings. NEXT teams are critical in handling stakeholder interaction in a constructive, respectful, and competent way. NEXT must also be certain that current and evolving problems, threats, and needs are thoroughly considered, measured, and properly addressed.
The internal key stakeholders in NEXT Plc company are:
Workforce (staff), which the company is staying in touch with them by making trainings and development plans, by using communication forums, and engaging in surveys. 
Shareholders, which can be both internal and external stakeholder.  The company is engaging with them by meetings and investor roadshows and by making ethical investment surveys.
Also, the external stakeholders in Next Plc company are:
Customers, who the company is communicating with them through feedback via online messaging, Customer Contact Centres, direct customer contact and market research activities, and Social media.
Suppliers, which the company is communicating with them by making visits and meetings both at NEXT offices and their factories, also through training workshops and conferences.
Government. NEXT is communicating with the Government by doing meetings and dialogue with trade associations.
Community which is in a straight relation with NEXT Plc because the company developed and agree on long-term support with a variety of charities to help them with their ongoing work.
Every stakeholder has an impact on the marketing activities or business per se. Suppliers play an important role in NEXT Plc, making the company to be very transparent and to respect the Code of Practice Standards (COP) based on the Ethical Trading Initiative (ETI), also respecting the workers’ safety and human rights, and also the employment and working conditions, which are the same for the staff.
Because of the costumers NEXT is thinking about their approach as a company, through Product Safety and Legislation Compliance, Customer Engagement and Experience, traceability which means that the uncertainty of supply chains makes traceability difficult, but the company is committed to achieving complete accuracy in order to trace the raw materials that they use back to their origins, and at the same time thinking about the Animal Welfare.
The impact of the staff in the company is visible through the actions of the NEXT as a company. For example, the company is thinking about their staff through Rewards and Benefits, Health, Safety and Employee Wellbeing, Training and Development and Employee Engagement.
The government and the community are always thinking about the environmental impact of a company, as a result NEXT Plc has prioritised some key operations such as: Global Carbon Footprint, Emissions Market Based and Location, Product Life Cycle Management, Measuring the Environmental Impact of the Products they Sell, and also the company come up with a Carbon Reduction Target to 2030.

Conclusion and Recommendations

NEXT Plc has a strong trading presence in a rising and stable sector. Their marketing strategy has been consistent from the start, relying on the same target audience of high-quality, fashionable brands at a reasonable price. Next has long been a social reform pioneer, embracing new delivery platforms and inventions. This has resulted in a solid brand and client base, proving the success of its marketing strategies.
Though their current strategy has served them well, they will profit from any advancement that can make to ensure they remain at the forefront of the fashion industry and ahead of competitors who may threaten their position by more precise marketing strategies.
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