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Introductions 
The study of this project is based on the marketing strategies that needed by the organisation to successfully run the business. any organisation must have a good marketing strategy since these tactics are the foundation of successful businesses. Gaining company profile circumstances and recognizing internal competence and capacity for handling change are essential. The global market, one of the most helpful tools for competitor strategy, brings together diverse organisational components as it competes on a worldwide scale (Becker and Jaakkola, 2020). Value proposition frameworks are built on assessments of things like the costs and benefits of particular potential customers in a particular customer registration. Based on variables including the amount of information accessible and a user's engagement, a provider may construct a modelling framework for a specific client or for a product category utilising data acquired from a number of customers in that sector. Value proposition models are difficult to develop. However, the lessons discovered from vendors that successfully built and implemented they point to a number of standards that, in our judgement, will be useful to Next PLC as it works to produce and measure value for its clients. 
The assessment of this project is the Next PLC marketing techniques. Next Plc (Next) is indeed a retail company that functions self-sufficiently owned and retail locations to marketplace and shift goods in the attires, shoes, accessorize, cosmetics, and home furnishing groupings. The occupational offers webpages, advertisements, manufacturing, logistics providers, and customer support, amid other filling station. As well, it manages assets besides asset contracts intended for its customers and bargains credit accommodations connecting to nextpay transactions. These goods are marketed and offered for sale under the NEXT, Labels, and Lipsy brand names. Businesses and organisations must adapt to the shifting trends in order to survive and succeed in the global marketing industry (Bugler and et. al., 2021). To attract a company's ideal client, however, there is a continuing need to connect businesses with their distinctive inherent value. Value advertising can be used in this situation. In developing, continuing to develop, and marketing clothing, household goods, and accessory products, Next plc also supplies around 330 Next retail stores and the sector's Next Classifieds special order purchasing catalogues. The bulk of Next's retail outlets are in Scotland and Great Britain. Following the closure of the company's seven corporate shops overseas in 1999, as well as its retail networks' sites in the US, a brief phase of overseas operations came to an end, and Next shifted the focus of its internationalisation strategy to the creation of new brands through licencing. Next operates franchising in about 20 international regions, mostly in the Middle East and Far East Asia. The tough market conditions with in Asian countries in recent 1990s have, nevertheless, constrained the Next company expansion after it had leased 43 locations by 1998. The UK is a well-known commercial hub besides a educated population, appealing taxation rates & advantages, in addition to affordable labour and administrative costs, which will be welcomed by international companies looking to operate there. Nevertheless, establishing a business in a strange location has its own difficulties. While ensuring that their staffs are working effectively and economically, foreign enterprises must abide with labour, taxation, payment, and business regulations. 
Main body
Competitive business environment
Next plc is an organisation that is having a specialised retailer and has sell clothing, footwear, beauty, accessories and home ware products and merchandise of franchised and self-owned stores (Deepak and Jeyakumar, 2019). The organisation provide relevant services through marketing, website, distribution network, warehousing and contact centre and along with this provide credit facility to customers which is based on nextpay purchase to its customers and manage property leases and other properties. In addition, Next plc sells its respective goods and services through many e-commerce portals as like nextgiftlist.co.uk, housesigns.next.co.uk, www.next.co.uk, and nextflowers.co.uk. Moreover, company also operates its distribution and warehouse hubs in all across Middle East, Europe, Asia and many other regions. The competitive business environment assist the organisation to process working while following standardised system and thus business is able  to make adequate compete with many marketing channel, pricing method and promotional strategies, unique value proposition and many others as well. 

Pestle analysis: It is also known as macro environmental factor that induce direct and indirect impact over working variable of organisation and it is a strategic tool that is used by an organisation to build better understanding about factors that affect productivity and profitability of Next plc and it is as briefly summarised follows as:

Political: It is a factor that induces significant impact over determination of different variable and factors of organisation and affects profitability in many of country or respective marketplace (Jobber and Ellis-Chadwick, 2019). Next plc basically operates in retail market and have work in more than dozens of countries and expose different political system risk and political environment (Next Plc PESTEL & Environment Analysis, 2022). In order to achieve respective success dynamic retail industry is diversify with systematic risk based on political environment and thus management assure to make close analysis of same as before investing and entering in respective marketplace. The political stability in UK is more importing of retail sector and play essential role in economy of country and thus it tailored trading partnership. 
Economic: It is a factor that is associated with different factors such as saving rate, inflation rate, foreign exchange rate, interest rate and economic cycle which are also used to determine aggregate demand and investment within an economy. It is an environmental factor that is associated with competition norms and induces direct impact over competitive advantage of an organisation (Mitchell and Clark, 2019). Next plc make use of suitable analysis about inflation, growth rate and industrial economic factors as like consumer spending, retail industrial growth rate and with this growth trajectory get forecast. The economic downturn due to pandemic affects living and organisational standards but organisation is capable of to advance overall change in market with relevance. 
Social: It is a factor that relates with way of doing the business and also induces vital impact over organisation and its working environment as well. The organisation assure to make shared attitude and belief which plays essential role in marketers at Next plc and build better understanding about customers in respective market and thus adequate marketing message is design for retail industry consumers. In addition, management also assure to target attitude of society and provide respective services that is likely needed and required by respective marketplace. 
Technological: It is considered as fast disrupting variable in respective board and with this Next plc is able enhance working standards by preferring certain ease to customers. It is also involved with inducing technological development for product offering, impact over cost structure, rate of technological diffusion and thus impact over value chain structure also get developed with prominence.  
Legal: There are numerous of legal framework that is followed by Next plc while robust working culture and often protect intellectual property and right of organisation on direct basis (Rahman, 2019). The organisation is able to make careful analysis about  market and thus tends to enhance overall competitive benefits by considering data protection, employment law, health and safety law, discrimination law and many others as well.
Environmental:  It is a factor through which organisation is able to pay concern about different market and different environmental norms that directly resulted to affect profitability of business on direct basis (Zhang and et. al., 2021). There are different environment law and regulations are followed by Next plc and with this they are able to operate its working in standardised manner. In addition, Next plc is having specific goal to reduce carbon emission and also responsible to address shortage of water management. 
SWOT analysis: It is an analysis that is also known as micro environmental aspect through which organisation is able to enhance working strength by targeting respective range of opportunity in competitive marketplace. It is a strategic planning tool through which manager of Next plc is able to process situational analysis and thus current working standards in complex surround get developed in better way. 
	Strength
	The organisation is having an aggregation of all the different assets at single platform and thus customer find it easy to get connect with organisation (Hollebeek and Macky, 2019). The well established credit purchase option and distribution channel build a reliable condition for Next plc and in this working potential and its effectiveness both get developed with relevance. 

	Weakness
	The organisation is having a history of treatment of staff and factories workers that somehow induce negative impact over working preference of an organisation. In addition, inventory cost of Next plc is quite higher as per compared to other competitors as Marks and Spencer, Tesco, ASDA and many others as well.

	Opportunities
	The core competencies of organisation resulted to create better development of working standards and thus market development and possibility of sales credibility get increases with relevance (Nti, Adekoya and Weyori, 2020). The organisation is capable of to understand new market trends and behaviour of customers so that revenue streams get developed in categorised manner. 

	Threat
	The technological development is considered as threat as it relate with market disruptor and there is a shortage of skilled workers at global level thus growth get steady. 


Porter’s five forces: It is a model that is used by an organisation so as to shape strategy and induce significant impact over profitability of an organisation and it is as briefly summarised follows as:
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	Threat of New Entrants
	The new entrant in retail sector bring lot of innovation and different new way of working that put pressure of Next plc so as to lower pricing strategy, cost, reduction and create new value proposition to customers (Landau and et. al., 2020). Thus Next plc assures to manage different challenges by building effective barrier to safeguard competitive edge. 

	Bargaining Power of Suppliers
	The retail industry basically buy their raw material as from many of suppliers and these suppliers are at dominant position and it resulted to reduce profit margin of Next plc that is earn in respective marketplace. The powerful suppliers make negotiating power to extract higher power and it resulted to lower down profitability of organisation. 

	Bargaining Power of Buyers
	The buyers of retail market is more demanding and they always want something new and the market offering also available to pay minimum price as much as possible. It resulted to put more pressure over Next plc and thus customer base also get affected as they have higher ability to seek offer and discount. 

	Threat from Substitute Products
	The need goods and services able to meet need and demand of customers in new way and with this industry get suffers a lot. In this Next plc assure to be service-oriented rather than product-oriented and build better understanding about core value of customers. 

	Rivalry among the existing players.
	The retail industry is having maximised rivalry and thus competition is also much intense that slow down the price with certain decrease in profitability of an organisation (Camboni and et. al., 2019). Thus Next plc assure to be more competitive thus able to balance long term profitability and productivity with relevance. 


Impact of globalisation 
Globalisation is resulted to make effective involvement with interdependence and integration of global economy and it also resulted to enhance rise in trading and also resulted to enhance the movement of capital and labour. It also resulted to process range of benefits such as lower price, economy of scale and great competition. Globalisation resulted to enhance trade and with this UK firms are able to take range of benefit as having specialisation in good and be comparative advantage (Hollebeek, Srivastava and Chen, 2019). The choice of import get increases and it induce significant impact over choice of consumer, enhance competition with this domestic monopolies faces more international competition, lower cost to firm and thus it is easy to outsource respective process of production.  
Ansoff matrix: It is a strategic tool that is used by an organisation to make suitable development about guidance of business and facilitate decision making of business and assists to pertaining growth and development. Next plc is successful in terms of global operations and also based on attainment of strategic growth choice and decisions that is varied with different region, different time and at different stage that is based on both internal and external factors. 
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 Market penetration: It is a strategy that is basically used to seek adequate growth of products and services in respective market and thus brand existence is also considered as operational. It resulted to increase production capacity of business and thus Next plc is able to reach out to more customers in respective market and enhance productive capacity by attaining lead with effectiveness and efficiently. 
Market development: It is a strategy through which business is able to enhance its growth by introducing new goods and services at new market and in this possible strategy are used by Next plc. The research and development is used to make adequate investment to identify new market and segment of consumer for respective product. Regional expansion is also considered by Next plc thus cultural difference get accommodate with concern of expansion process. 

Product development: It is a strategy that seeks by Next plc and with this business growth gets increases with new product (Brigham and Houston, 2021). The strategy is used by Next plc to modify existing products, launch new product, research and development and strategic partnership thus active engagement is processed with relevance.  
Diversification: It is a strategy with this Next plc is able to advance growth and development of business by making active engagement with new product development in new marketplace. In concern of this strategy, Next plc is able to remain innovative, competent and competitive with this consumer market and its possibility both get developed with effectiveness. 
7Ps of marketing: The marketing mix is considered as marketing tool and characteristics through which organisation is able to enhance its market penetration and attain target in respective marketplace. 
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Figure 1https://bow-now.com/media/column/7Ps_of_the_marketing_mix

	Product
	It is one of the major component with this Next plc is able to enhance quality, make ease of use, portfolio broadness and attain benefit in product consumption. The broad portfolio of organisation assists to seek certain improvisation in product accessibility. 

	Place
	The company-operated stores of Next plc make higher control over investment and in this design and layout of store get improvised (Pedersen, 2019). The ecommerce assists the business to make certain development at operational website for order tracking and online order placement. 

	Promotion
	Next plc promote its goods and services with usage of tactics and different strategies such as digital marketing is used to increase presence as directly and make suitable engagement with consumers. Reward program and conventional marketing is used to achieve strong brand image. 

	Price
	The organisation makes use of premium pricing and with this organisation is able to take certain encouragement about product and brand perception in target market. The geographical pricing is used to enhance market optimisation and it allows the business to make consistent value and alter local currency value. 

	People
	Next plc provide suitable training to its employee and thus regular training session s processed for skill enhancement and development, organisational ownership is used to strengthen commitment of business with employee and thus their loyalty also get increases (Merritt and Zhao, 2020).

	Process
	The operational practice of Next plc is used to make clear defined of communication and thus well trained and knowledgeable change are evolved by attaining direct focus towards higher quality level. 

	Physical evidence
	The store atmosphere of Next plc is more balance and thus management is able to make creative and exciting changes so that customer feels more comfortable and relaxed. 


How organisation positions itself in global business environment 
. Porter generic strategy: It is a framework that is used by an organisation to pursue certain competitive advantage and with this right and appropriate strategies are used at right period of time. The framework also attained direct concern and focuses towards major strategies such as differentiation, cost leadership and focus (Picasso and et. al., 2019). The organisation is able to avail certain competitive advantage and thus it lower the cost or differentiation by offering form competitors along with valued dimensions and make premium price. Next plc is able to attain direct focus towards niche market, broad focus strategy and thus maximum market segment is offered and thus type and scope of competitive advantage get developed in beneficial frame.
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Figure 2https://www.business-to-you.com/porter-generic-strategies-differentiation-cost-leadership-focus/

Cost leadership: It is a strategy through which organisation is able to involve and gain specific competitive advantage and with this cost get lowered in systematic manner. It is a measure generic strategy and primary objective is to preserve market leadership position and with this value chain management also get enhances in beneficial manner. In concern of this strategy, Next plc is able to expand and allow market share by target largest proportion with consumer market mix in many of nations. Next plc also attain focus towards accessibility and affordability and it lead with brand awareness and higher sales growth. 

Differentiation strategy: It is a strategy which is commonly used to build defective competitive advantage and thus Next plc make suitable usage of differentiation as in combination of cost leadership and assist to achieve respective business objective. The adoption of strategy is used by business to expand customer base and induce direct emphasis over unique product features, objective of business is embedded with innovation and thus health concern are measured in better way (Kartajaya, Setiawan, and Kotler, 2021). In concern of this strategy, Next plc is able to enhance product offering and thus stand out different as from other alternatives. The extensive experience is oldest brand and has strong presence in all across the world. 
Focus strategy: It is a strategy in generic competitive strategy so that business is able to encourage its working and attain direct different concentrate to different resources and expand its working by targeted segmented. It is a strategy through which Next plc able to serve adequate market segment and thus competitive advantage get increases in niche market. Next plc adopt lower cost and offer best value products and services and bring continuous changes in packaging and product designing. In this Next plc also able to induce direct emphasis over size, design and taste with this need and preference of customers get managed with regularity, 
Next plc offer variety of goods and services to the customers and with this assure to build unique match of taste and need of customers and along with this innovation is used by business to enhance differentiated augmented services and thus they may be more delight to customers and enhance working preference with respect of other competitors. 
 Conclusion

In order to reach and service international markets, it is necessary to successfully manage international expansion, according to the study indicated above. It also helps with regulating and enhancing the sources utilised to support operations across several nations and applications. The respectable company has been managing generalisations opportunities and risks while fortifying its standing to prevail in a fiercely competitive, export business. However, major income streams are required to regulate both taxes and regulation of the trades in the UK. The company must be global with a wide range of approaches, the variety of techniques must be finished, announced that it intends must be provided, the spectrum must be extended into form of business, and the variety of procedures must be supplied. Furthermore, it is important to think about how to expand the company and use more structured techniques while controlling imported and exported goods. In order to ensure that both importing and exporting work on appropriate talks of each's benefits and drawbacks, it is required to obtain favourable outcomes. Inside the marketing promotion environment, additional initiatives are the best course of action. Professionals will create more effective and sincere product offerings the Next PLC target audiences will identify with. Secondly, they provide businesses the chance to inform and assist their customers to make decisions. Consumer advertising entices consumers and supports the upkeep of connections. Customers are more likely to remain interested in and enthusiastic about the products when it demonstrates the value business are supplying. This is the most effective method for businesses to get a market advantage and prosper. As activities are carried out internationally, business growth might achieve greater results. However, the organization's operations may be slightly different and more challenging while functioning in the international market due to unanticipated difficulties including interpersonal and cultural obstacles. To address this, we argue that Next PLC's operational management must determine whether to complete its promotional campaigns for the worldwide market before developing and implementing a proper plan for expanding its company globally. The company must examine its processes and focus on making money if it wants to finish the ranges in a more organised manner. In order to create development with promising prospects and develop lucrative sources, it has been suggested to choose an export - oriented economy that is beneficial for managing factors that contribute to an extended to gain business for foreign markets.
REFERENCES

Books and Journals
Becker, L. and Jaakkola, E., 2020. Customer experience: fundamental premises and implications for research. Journal of the Academy of Marketing Science, 48(4), pp.630-648.

Brigham, E.F. and Houston, J.F., 2021. Fundamentals of financial management. Cengage Learning.

Bugler, N. and et. al., 2021. Reinsurance sidecars: The next stage in the development of the longevity risk transfer market. North American Actuarial Journal, 25(sup1), pp.S25-S39.

Camboni, M. and et. al., 2019. A state of play study of the market for so called" next generation" nanomaterials.

Deepak, R.K.A. and Jeyakumar, S., 2019. Marketing management. Educreation Publishing.

Hollebeek, L.D. and Macky, K., 2019. Digital content marketing's role in fostering consumer engagement, trust, and value: Framework, fundamental propositions, and implications. Journal of interactive marketing, 45, pp.27-41.

Hollebeek, L.D., Srivastava, R.K. and Chen, T., 2019. SD logic–informed customer engagement: integrative framework, revised fundamental propositions, and application to CRM. Journal of the Academy of Marketing Science, 47(1), pp.161-185.

Jobber, D. and Ellis-Chadwick, F., 2019. EBOOK: Principles and Practice of Marketing, 9e. McGraw Hill.

Kartajaya, H., Setiawan, I. and Kotler, P., 2021. Marketing 5.0: Technology for humanity. John Wiley & Sons.

Landau, A. and et. al., 2020. Integrated reporting of environmental, social, and governance and financial data: Does the market value integrated reports?. Business Strategy and the Environment, 29(4), pp.1750-1763.


Merritt, K. and Zhao, S., 2020. An investigation of what factors determine the way in which customer satisfaction is increased through omni-channel marketing in retail. Administrative Sciences, 10(4), p.85.

Mitchell, S.L. and Clark, M., 2019. Reconceptualising product life-cycle theory as stakeholder engagement with non-profit organisations. Journal of Marketing Management, 35(1-2), pp.13-39.

Nti, I.K., Adekoya, A.F. and Weyori, B.A., 2020. A systematic review of fundamental and technical analysis of stock market predictions. Artificial Intelligence Review, 53(4), pp.3007-3057.

Pedersen, L.H., 2019. Efficiently inefficient: how smart money invests and market prices are determined. Princeton University Press.

Picasso, A. and et. al., 2019. Technical analysis and sentiment embeddings for market trend prediction. Expert Systems with Applications, 135, pp.60-70.

Rahman, S., 2019. Discretionary tone, annual earnings and market returns: Evidence from UK Interim Management Statements. International Review of Financial Analysis, 65, p.101384.

Zhang, L. and et. al., 2021. Wield the power of omni-channel retailing strategy: a capability and supply chain resilience perspective. Journal of Strategic Marketing, pp.1-25.
ONLINE

Next Plc: Overview, 2022. [Online] Available through: < https://www.globaldata.com/company-profile/next-plc/>.
Next Plc PESTEL & Environment Analysis, 2022. [Online] Available through: <http://fernfortuniversity.com/term-papers/pestel/nyse4/6847-next-plc.php>.
[image: image5.png]



2

