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 The following report is based on the marketing and the financial issues that have been faced by the organisation NEXT Plc due to the outbreak of the Covid-19. Following the issue of the pandemic there have been issues like limited generation of profit as most of the physical stores were closed due to governmental restrictions. The report would evaluate the marketing strategies that have been opted by NEXT Plc along with the stages of marketing and the internal and external analysis of the firm. There would be evaluation of the segmentation, targeting positioning and marketing mix strategies of NEXT plc. 
[bookmark: _Toc91886133]NEXT Plc
 NEXT plc also known as only NEXT is a British multinational company that has established its business with categories like clothing, footwear and home products retailer. The company has its headquarters in England, Enderby. NEXT has nearly 700 stores out of which majority that 500 are located in UK and the rest stores across Europe, Asia and the Middle East. The company is also listed under London Stock Exchange (Moagar-Poladian et al., 2017). 
UK retailer NEXT Plc has been hard hit by the outbreak of the Covid-19 in which it was found that in April 2020 the company mentioned that the full price of the product in terms of slashed was by 41% in April 2020 from January. The company has been also part of a steep fall of price that is 40% in terms of full price sales and for this the inventory of the company was shifted to future seasons as stocks were cancelled (Upadhyay, Kumar and Akter, 2021). 
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As seen in the above data due to coronavirus crisis and the lockdown measures there has been huge implication and effect on the company NEXT plc though the company is NEXT to Marks and Spencer. NEXT plc's full price sales in 2020 was slashed in which for the whole year 35 percent sales drop has been found. In the third quarter there has been a projected slash of sales by 26% as compared to the previous year (May et al., 2021).
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The process of marketing that has been used by NEXT plc in order to deal with the issue and the constraint of Covid-19 includes strategic marketing analysis that has been the internal and the external analysis of the situations followed by the marketing mix. The implementation of the marketing has been essentially structured with the sales funnel. In case of NEXT plc, the process of marketing included understanding the marketplace owing to the outbreak of the pandemic and the issues of changing wants of the customers. in order to curb the issue of dropping sales of the company the steps that were taken included products better positioned than other retailers (Anderson et al., 2020). The company analysed the market in which from the survey the answer received was the interest of customers in to buy at the moment, including childrenswear, loungewear and nightwear, athleisure. Also, there was an increasing demand of the homeware by NEXT and the slump was majorly on the occasion wear as there was restrictions on movement. General products like everyday home wear and home utility products were designed and stocked by the company. This increased the sales in the Q2 by 50%-62%. The NEXT step was customer driven marketing strategy in which online sales was given more emphasis by the company (Naeem, 2020).  
The criticism of the company in terms of customer driven approach of NEXT has ben through loss and sales issues based on the hot clothing ideas that is utilised by NEXT. The generation of the customers has been only based on daily requirements for which the inventory loss of the company has been huge that is a high street’s year-long Covid nightmare. However, online sales for NEXT has increased the prospect of the company during the Covid-19 in which online marketing strategies have been through social media marketing and digital marketing (Upadhyay, Kumar and Akter, 2021). With online sales and online shopping there has been growth of the company ahead of Asos and Boohoo. The company has been able to meet the challenge somewhat with stay-at-home basics for the customers. this has been marketed with online communication like the social media pages and networking through which options were ranging from joggers and slippers to kids’ clothes (Anderson et al., 2020). There were also inclusion of patio sets and cushions during the third lockdown. The surge has helped NEXT with annual profit forecast with pre-Covid levels of around £700m in 2021. Hence the marketing process included constructing integrated marketing with social media marketing, building profitable relationships and finally capturing the value of the customers (May et al., 2021). 
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The following are the theories that would help in identifying the marketing environment of NEXT plc that is SWOT analysis, PESTLE and 5C. this would help in evaluating the internal and external environment of NEXT plc during Covid-19. 
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 Strength – the strength of NEXT plc has been product innovation based on which the regular wear was updated by the company that ensured successful track record during the challenging times. The strong brand portfolio of the company included new product categories that were offered in the homeware sector along with clothing in which everyday need of staying in home was taken into account (Anderson et al., 2020). There has been strong Free Cash Flow in which the financial resources were used by the company for expanding new projects. NEXT has strong reliable suppliers that included raw material that helped the company during pandemic for overcoming any supply chain bottlenecks (Moagar-Poladian et al., 2017). 
Weakness- the weaknesses of the company included lack of strategic plan in case of tough times like the pandemic as the company CEO agreed that had they known about the situation they would have taken the right steps a year before pandemic. the capital investment of the company has been on the lower side based on inventory management (Anderson et al., 2020). NEXT plc has lacked the financial planning that included issue in analysis of the asset ratio and liquid asset ratios based on which the cash was not used efficiently. The company required more investment in new technologies. The scale of expansion of the company has been tied to be integrated with the technology however, presently it has been seen that the vision of the company has been deviated (May et al., 2021). 
Opportunity – better research on the products and product innovation is required by the company. Furthermore, regular market analysis and the needs of the customers is to be analysed. The new taxation policy that can increase the profitability of the company can be utilised perfectly however, the opportunity of doing business has been lost. The lower inflation rate can bring more stability in the market and this should be used by NEXT plc so that the deviated loss and the recent closing of physical stores can be used (Naeem, 2020). the development of the market and its opportunity would be dilution of competitor’s advantage. the competitive spirit of the company should be used at length (Akram et al., 2021). The new trends of the consumer behaviour post Covid-19 should be analysed so that new revenue streams are built and there is diversification of the product. New environmental policies should be used for using the advantage of new technology by NEXT. The online communication and integration should be used further for the company (Upadhyay, Kumar and Akter, 2021). 
Threat – some of the threats that have been faced by NEXT plc included the lack of integration of the technologies based on which the market disruption has been found. There is also the issue of development of the sustainable development in terms of medium to long term future. The laws and its liability have been found in terms of exposure of various lability claims that included the changing policies of the market (Naeem, 2020). During the pandemic the disposable income in the hands of consumers was limited and this caused the issue of less profit as the inventory assessment and forecast was negative for the company. There has been issue of shortage of skilled labour during the Covid-19 period and there has been limitation of no regular update of the innovative products. NEXT plc has been claimed to create products that are already in the market by other competitive companies and this had low swings in the sales number over period of time (May et al., 2021). 
[bookmark: _Toc91886137]PESTLE analysis 
Political – during the pandemic one of the most important and required step that was taken by the company NEXT included closing of the physical stores as there was lockdown and restrictions. However, the Political stability and importance of Retail sector has been one of the greatest supports of the economy of UK (Upadhyay, Kumar and Akter, 2021). hence retail companies have been supported to deliver products through online ordering. The political situation of UK supports ideas like no risk of military invasion and less level of corruption. The companies and the people are to follow a legal framework for contract enforcement. Furthermore, there is intellectual property protection and trade regulations for Consumer Services that are provided (Pantano et al., 2020). 
Economic – in UK the support received by companies during the period of Covid-19 and soon after included government intervention to support the sudden loss of the retail companies. However, with the idea of free market and related Consumer Services there has been support received by companies like NEXT (Drake et al., 2020). The exchange rates the stability of the currency has been brought by the UK economy and government that has helped in survival for companies that were operating online during pandemic. the efficiency of the financial markets has helped NEXT plc to increase the capital in the market with infrastructure supported by the retail company. Also, there has been the importance of business cycle stage that included prosperity, recession, and recovery (Akram et al., 2021). 
Social – in case of NEXT plc it has been found that the empowering the customers and the needs of the customers during the time of pandemic has been challenging. Though there were inventory present yet the company had to incline its products and deliverables based on the need of the customers during the period of Covid (Anna Wasicka et al., 2021). The promotion and the diversity of the products were only channelled by the company with the help of social media marketing. Employment and education support has been important for the company based on the demographic need of the population (Thompson and McLarney, 2017). 
Technological – the digital marketing of the company including categorisation of different products has been beneficial for boosting the sales. There has been also the presence of digital asset management that can handle large numbers of digital asset (Drake et al., 2020). Recent technological developments have been based on the product offering and variation along with cost structure implication of the retail industry. Impact on value chain structure can be utilised by NEXT with the increase rate of technological diffusion (Sayyida et al., 2021). 
Legal – Anti-trust law is one of the areas that has been prevalent in the country along with discrimination law that might be found in the companies against which there can be steps taken. Furthermore, in UK there is support of patents, Intellectual property law and copyright along with consumer protection in the online shopping process (Anna Wasicka et al., 2021). There has been the use of Employment law along with Health and safety law that is to be followed by the company NEXT. There is need of Data Protection with the following of regulatory compliance (Pantano et al., 2020).  
Environmental – NEXT has taken the initiative of reducing the carbon emissions along with responsible water management that would help in analysing the shortage. However, there has been the issue of climatic change based on which NEXT needs to create product that would be sustainable in terms of environment. Recycling can be used by the company along with green or ecological products (Moagar-Poladian et al., 2017). 
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Company, Customers, Competitors, Collaborators, and Climate are the factors that are covered by the 5C analysis. In this evaluation of the most important factors facing the business would be commonly-used situation analysis. In case of NEXT the aspect of company included analysing the research and development aspect during the Covid-19 situation. Based on this, it was found that IT network, product design, marketing and process optimization supports. Product segments have been used in the distribution and promotion strategies (Moagar-Poladian et al., 2017). The NEXT aspect includes customers in which it was found during pandemic NEXT plc included multiple segments have expanded the scope of opportunities to target the high end and low-end market segments. In case of NEXT healthy alternatives and prioritizing the quality over price has been used. competitors included the bargaining power of the buyers with wide number of alternatives during pandemic as the company were offering budget friendly options for daily use products for which psychological switching costs was lowered for the customers (Drake et al., 2020). in terms of the collaborators, it can be found that during pandemic NEXT plc used detailed value chain analysis to explore the collaboration opportunities. This included the value chain flexibility, efficiency, agility, revenue sharing through vertical integration. During Covid-19 with the support and integration of technological and communication through digital means it can be seen that there has been agile and flexible supply chain (Akram et al., 2021). The Climate of the company NEXT during pandemic has been analysed through the support of the government with respect to the geo political risks. There has been rising low-end market segments along with changing demographics carefully (Anna Wasicka et al., 2021). 
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Segmentation and targeting of NEXT plc included the idea and differentiating the types of customers. during the time of pandemic this included the categories based one social cultural aspect and age like the products within budget and also menswear, womenswear and kids wear. This also included the communication of the company through social media, digital platforms and the company website (Thompson and McLarney, 2017). The segmentation of NEXT included grouping consumer in a similar segment based on similar characteristics and marketing actions in a similar way. The NEXT that is targeting of NEXT is with consideration of the segments like demographics, psychographics   and behavioural. The development of the specific marketing strategies is demographic segmentation as male and female who are young professionals (Anna Wasicka et al., 2021). The professional wear that has been offered during the time of pandemic included clothes and sleepwear of any age. the psychographic segmentation of the company has been based on the value for money and the quality that has been offered in which the buying decisions are used. the segmentation of the company has been based through independent purchasers whoa are believers and people who strives (Pantano et al., 2020). 
Positioning of NEXT plc has been based on creating the brand image and retaining the same on the mind set of the customers. hence, the company followed creating different offerings during marketing and the positioning strategy (Akram et al., 2021). The perceptions of the customers have been used for positioning in the present and the company has followed the market analysis and the development of changing needs of the customers for better positioning (Sayyida et al., 2021). 
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Product – the product of the company Next plc has been based on the quality that includes maintaining the high quality of products. The company also invests its idea in adding value during different stages of the company along with procuring the raw materials from reliable sources. The ease of the use of the products included 24/7 helpline to understand the issues of the company. Building trust with the customers has been through the products that ensures and boost, confidence, and security of the customers (Upadhyay, Kumar and Akter, 2021). 
Price – premium pricing is used by the company NEXT so that there is there is encouragement of favourable brand and product perceptions of the customers. this also included favourable quality perception which can be assessed by the customers not only in the shops or the stores of the company but also through the technology that is mobile application which can be understood through laptop, iPads, personal computer, tablet and smart phones of the customers. the company also uses psychological pricing with value addition of the products (Anna Wasicka et al., 2021). 
Place – the company has stores which were closed during the pandemic. however, the stores had fitting rooms however, with the online ordering process there was use of home delivery and this included easy return in case of any issue (Sayyida et al., 2021). During the pandemic the place that was assessable for the customers was operational website for online order placement. This followed the mini shop model and sales were boosted through the digital presence and the website of the company. Virtual fitting has been used by the company for customer understanding (Pantano et al., 2020). 
Promotion - social media websites and portals have been useful for the NEXT plc along with communication with the customers through online means. This helped in integrate communication and the issue were resolved along with easy support for the customers. there has been engagement with the prospective customers (Sayyida et al., 2021). there is presence of reward programmes of the company that includes redeem points and other gifts and point that are generated with each product that is bought. NEXT has community influencers with on-ground promotional efforts (Thompson and McLarney, 2017). 
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Hence from the above analysis it can be seen that the understanding of NEXT current situation has been based on the effects of pandemic and the after effects of the same. The decease of the sales and the huge blow has been the issue with respect to the limited options for the customers and the sudden lockdown. Though the company utilised its strengths like online marketing and digital platforms there has been issue of sustainability based on which it can be seen that increase the market share and sales through innovative product development has been useful. The company used the managerial intelligence in targeting the customers with range of options with conventional marketing strategies like consumer-related interaction. 
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