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INTRODUCTION 
The report has included an in-depth analysis of the significance of marketing and the strategies employed by Next Plc to gain a competitive advantage in the highly competitive UK retail industry. In order to identify and analyse their marketing strategies, the micro and macro environmental factors have been discussed from existing literature and relevant articles. It has been found that Next Plc focuses on online marketing channels for digital communication. It uses Facebook, Twitter, Instagram and Pinterest for its products. It targeted kids to adults of all age groups for its product sales, however, mostly focused on the young generation.
Following the discussion of the above task, by analysing the value chain analysis it has been found that the overall infrastructure of the company is based on technological advancement, automation as well as IT services. In addition, the company also gives employment to a wide volume of people to get the overall operations done. The technology used by Next Plc to perform its operations are online sales, chatbots, IT outsourcing, and evolved media solutions and the operations of the company include a promotion, marketing, production and others. 
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[bookmark: _Toc116328703]1. Task 1: Critical evaluation of the various marketing activities of the organisation 
[bookmark: _Toc116328704]1.1 Concept and importance of marketing activities based on resource analysis 
Marketing activities of the company help to empower the customers and make a good relationship with targeted audiences. With the help of marketing activities, the organisation maintains effective communication that influences marketers and increases the rate of customer retention (Li, Larimo and Leonidou, 2020). The marketing strategy of Next Plc defines that it focuses on long-term sustainable returns. It also maintains effective communication challenges with its shareholders with the help of a combination of growth in the Earnings Per Share (EPS) and payment of cash dividends. The company increases its sales by developing product ranges to reach the target of success and improve sales performance. Next Plc maintains its gross and net margins with the help of efficient product sourcing, management of stock and cost control. It develops a secure financial structure and focuses on customer satisfaction and provides better experiences to its targeted consumers (Next Plc, 2022).

[bookmark: _Toc116328705]1.2 Micro Analysis for Next Plc: Value Chain 
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Figure 1: Value Chain Analysis 
[bookmark: _Toc116328706]1.3 Macro Analysis: Porters and PESTLE
[bookmark: _Toc116328707]1.3.1 Porter’s Five forces analysis 
The threat of new entrants: Low
The threat of new entrants is comparatively low, as the homeware, clothing and beauty industry is a thriving industry in the UK. There are already established, global organisations who are leading the market along with Next Plc like Marks and Spencer, H&M, Arcadia Group Limited and various others. 
Bargaining power of suppliers
As identified by Webb (2018), most large-scale multinational businesses have multiple suppliers which reduce the bargaining powers of the suppliers. The major players in the retail industry of the UK have several suppliers of their own as well, which indicated that Next Plc is getting their supplies from multiple suppliers as well.
Bargaining power of buyers
The bargaining power of the buyers is high, as it has been identified earlier that there are several competitors of Next Plc who are successfully operating in the market providing their customers with the same quality and prices of the products.
Threat of substitutes
The threat of substitute products is also high in the retail market of the UK because there are already numerous companies who are creating similar products and offering the customer home decor items, beauty products and clothing as well. 
Rivalry among existing competitors
The rivalry among existing competitors is also intense and high, considering that there are companies like H&M, Marks and Spencer and other global companies. As a result of this, there is a chance that the prices must be kept at affordable ranges while also affecting the profitability of the company often. While the prices of both H&M and Marks and Spencer vary between affordable and high prices based on the quality of the product, to gain competitive advantages Next Plc have to lower their price range without compromising the quality of the product to attract more customers
[bookmark: _Toc116328708]1.3.2 PESTLE 
	Factors 
	Details of factors 
	Impact 

	Political 
	· The 19% prevailing corporate tax in the UK, which is a comparatively low rate than other G7 countries, can be a beneficial factor for Next Plc to increase its profitability (Government of the UK, 2022b).
· However, there is a chance that this will grow in the future for further economic development once the country has recovered from the financial loss during the pandemic.
	Positive

	Economic 
	· As identified by the Government of the UK (2022a) that the GDP of the UK has increased by 0.2% which can prove to be an opportunity.
· However, it has been identified that the operations and business in the health, wholesale and retail industry is still weak and slow leaving a negative impact.
	Negative

	Social 
	· The rise of online shopping has changed customers' behaviour and is responsible for creating a huge business opportunity (L'Estrange and Allen, 2021).
· This shift in online shopping has led to an increase in sales and profitability in several industries.
· Since this shift, the marketing strategies of companies have also been amended with social media marketing, the use of VI for online marketing and others. 
· Therefore, on this basis, there is an opportunity for Next Plc.
	Positive

	Technological 
	· Digital transformation of the retail industry is an outcome of the pandemic (McKinsey & Company, 2022).
· The industry currently uses modern tools and techniques like Artificial Intelligence, Data mining, and Virtual Reality to understand the behaviour of their customers and increase sales.
· The implementation of advanced technology has enhanced the marketing strategies as well which has grabbed the attention of numerous customers.
	Positive

	Legal 
	· The minimum wage for workers in the UK has already increased to £9.50 and there is a further demand for its increase to £15 by 2030 (Rayner, 2022).
· This poses a challenge, with numerous low-paid employees in the retail sector, next will have to increase the pay of their workers which may affect their revenue.
· The Data Protection Act 2018, plays a more important role in the increase of online shopping which means Next Plc have to strengthen its data security and protection policies.
	Negative

	Environmental 
	· The UK has emphasised and improved its environmental sustainability policies due to the growing number of natural disasters and to mitigate carbon emissions.
· Next Plc already has a strong CSR policy which does not put the company at much risk and is a significant marketing factor that draws more customers
	Positive



Table 1: PESTLE Analysis 
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[bookmark: _Toc116328710]1.4.1 Marketing mix
	4 Ps of marketing
	Description

	Product
	· Next Plc has focused on providing beautifully designed and quality clothing and homemade products (Next Plc, 2022b).
· In addition, the company has also given footwear, accessories and beauty products. 

	Price 
	· Next Plc has been able to provide products at an average price rate.
· Moreover, the company has been able to increase its sales by 3.7 due to reasonable product prices (Russell, 2019).

	Place
	· Next Plc has operated around 500 stores in the UK and Eire (Reuters, 2022).
· In addition, Next Plchas 199 stores operated in the other 35 countries (Reuters, 2022).
· In addition, the company also sold their products through online mode.  

	Promotion
	· Next Plc has utilised its websites in terms of promoting its products.   
· Next Plc has also used social media platforms such as Facebook, Instagram and Twitter in terms of creating awareness about the products (Next Plc, 2022c). 


Table 2: Marketing Mix

[bookmark: _Toc116328711]1.4.2 STP analysis 
	Segmentation


	Targeting 
	Positioning


	· Next Plc focused on men, and women, both young to middle-aged customers across the world because it offers dresses along with home accessories.  
· Online and offline both stores are available for customers.
· The company follows a Responsible Sourcing strategy to reduce environmental impact.
	· The company targeted kids to adults for its products. 
· Customers who show interest in sustainable and recycled products also become targets of Next Plc.
	· The brand continuously increases its sales through online platforms in the retail market of the UK.



Table 3: STP Analysis 
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Figure 2: Positioning map

[bookmark: _Toc116328713]1.5 Discussion on the marketing communication strategy of the organisation 
Marketing communication is a very important factor in mitigating the challenges of new media marketing strategy. It also helps to measure shifting media patterns and the attention of different customers along with their behaviour. An understanding of the customer journey enhances the process of communication and improves the efficiency and effectiveness of marketing communication (Batra and Keller, 2016). Next Plc is very well-known among its customers and grows full-price sales to improve its sales by 3.7% and its market price increase by 4.3% in full-price, non-discounted sales. The main strength of its success is its closer relationship with customers and identified demand of customers. Moreover, the company focuses on an online marketing communication strategy for making stronger bonds with its customers. The sales of online stores have increased by 13% whereas offline in-store sales have fallen by 5% which reflects the change in the behaviour of customers. Next has the potential to build brand loyalty for meeting evolving needs of customers (Russell, 2019). Next uses social media platforms like Facebook, Twitter, Pinterest and Instagram for representing its products and making communication with customers globally.
Next Online has more than 5 million active customers across the world and its websites serve around 70 countries. Next also increased its sales with the help of more than 500 third-party brands by LABEL online. Next Plc also launched a "Collect Today" service for certain items ordered by customers through online channels. Next also offers its customers a credit facility for UK NEXT Online customers that is next pay (Next Plc, 2022a). Moreover, it has been found that Next Plc uses its Facebook platform for making online communication with its customers. The Official Facebook page of Next has around 3,211,908 followers and approximately 3,202,104 people like the page (Facebook, 2022). Next regularly posted different videos, and pictures of their products to reach out to customers (Facebook, 2022). 
As reported by BBC News (2021), Next reveals that its online sales have been boosted by its old and young customers. It has been found that its group sales dropped by 17% in 2021 whereas its social media marketing helped to boost that figure of sales. In January, Next made around 1 million online customers in the age group of below 20 and that number has increased by 40% in the year 2022. Moreover, its digital shoppers have risen by 49% and improved its sales and productivity through digital marketing. Next also increased its investment by £121m on the upgradation of its warehouse system and met the demand of customer shifting behaviour (BBC News, 2021). Therefore, it can be stated that Next increases its sales volume and customer engagement with the help of implementing social media marketing.
[bookmark: _Toc116328714]1.6 Effectiveness of campaigning for monitoring the success of Next Plc 
In terms of improving social media marketing campaigns play an important role because it helps to reach the target customers and also positively recognize the targeted audiences. Moreover, it has been found that social media campaigns help to keep updating with the help of various types of product-related constants. The company can post web links with the product campaign, so the customers can easily enter into the link and can explore the websites and increase customer engagement. Facebook-like social media platforms allow people to give more opportunities for exploring various products through campaigning (Chawla and Chodak, 2021). The company next switched to the online marketing and social media marketing strategy for improving its business growth and market share. Marketing strategy makes effective campaigning with the help of creating good advertisements. Next Plc mostly prefers campaign pictures to represent their unique design of clothes and other products as reflected in figure (2). It can be stated that Next Plc upload pictures of its unique design with the help of a model, so the customers can get a proper look at their products (Next Plc, 2022d).
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Figure 3: Campaign picture of Next Plc
(Source: Next Plc, 2022d)
[bookmark: _Toc116328715]1.7 Contribution of marketing activities to measure organisational performances
Marketing activities like business plans, marketing strategies, campaigning and many others have an important role in terms of improving sales and performance of the organisation. Moreover, it has been found that organisational learning and internal marketing work as key drivers for maintaining organisational innovation. With the help of organisational innovation, a company can improve its business model and marketing strategy and make an understanding of customer change behaviour. With the help of marketing activities, organisations satisfy their customers and employees and also empower and motivate workers for enhancing the engagement of active stakeholders (Imani et al., 2020). High-quality employees can maximise the chances of improving organisational performances through their innovative and unique marketing ideas. Next Plc can reach its customers through campaigning and advertising its products on the social media platform. Next Plc incorporated Corporate Social Responsibility (CSR) strategy in the business model for trading ethically and can meet the expectations of customers through beautiful design, excellent quality of clothes, homeware, accessories and others.


[bookmark: _Toc116328716]2. Task 2: Provision of a conclusion on addressing the shortcomings of Next Plc's marketing strategy
Based on the above discussion, it has been observed that Next Plc has focused on providing long-term and sustainable products. The company Next Plc has always tried to meet the needs and requirements of the targeted consumers in terms of enhancing the ranges of their products and also improving sales performances. Outbound logistics includes the warehousing and storing of raw materials, and procurement includes the acquisition of raw materials from suppliers. Inbound logistics includes the utilisation of raw materials in production and the sales and marketing done through social media marketing. Moreover, the service is centred towards the customers for enhancing their loyalty towards the company. 
It has been observed that based on PORTER's Five Forces, it has been identified that the company's threat of new entrants of the company is low, as the company has been considered to be a reputed and established company in the UK. In addition, Next Plc has a large number of suppliers and the company has a large number of substitute products. Hence, it can be identified that Next Plc has several competitors such as H&M, Marks and Spencer and others. 
The Political factor of the company is positive which can further help the company in gaining financial growth. Economic factor expresses that the retail business after the pandemic is still weak and considered negative. The social factor of Next Plc is positive because it helps the company in reaching more people through social media. The technological factor is positive as it helps the company in getting enhancement in production, whereas the legal factor is negative because it provides the employees with low wages. The environmental factor of the company is positive because it maintains sustainability and CSR policy. 
Based on the above analysis of the earlier task, as per the marketing mix and marketing communication strategy, it has also been identified that the company has provided several varieties of products such as clothing, homemade products, accessories, footwear and many more. Moreover, marketing communication also helps to make a good relation with traditional and new media like social media platforms, mobile, and others for interacting with consumers for developing affecting decisions. In addition, NEXT Plc has sold its products through physical stores and online modes and operates in the UK along with many other countries. However, to create brand awareness and promote its products the company utilised social media channels such as Facebook, Instagram, Twitter and others along with their websites.
As per the discussion of the STP analysis, it has been found that the company has specifically targeted young women, men, and middle-aged adults including kids for their products. In addition, to the consumers who have more inclination for sustainable products, the company has also targeted those kinds of consumers. Apart from that, it has been found that the company has focused on digital advertisements to create awareness of the products. However, the company needs to give more focus on improving the business models and bringing innovation in understanding the behaviour of the consumers. The company has also started to bring innovation in terms of understanding the needs and requirements of the consumers. Apart from that, the product campaigns of the Next Plc have not been up to the mark, therefore importance needs to be given in terms of posting the link to redesign their websites. 
In addition, it has also been observed that Next Plc has used social media platforms such as Facebook, to communicate with its consumers. Moreover, the company has a large number of followers and based on the likes and comments of the users, the company can be utilised for further improvement. With the help of this channel, next can monitor its likes and can review the comments of the customers as valuable feedback and make changes according to their demand. The feedback from the consumers may be helpful for the company to understand the needs and requirements of the consumers and to make necessary changes by it. Next Plc makes digital advertisements for managing business and achieving business objectives. With the help of campaigning, it engages current customers by improving brand loyalty and also captures business revenue successfully. Outstanding customer experiences visited websites and use mobile apps for better experiences of online shopping. Apart from that, the company has faced problems in terms of engaging consumers and due to this reason, the company needs to motivate the consumers and employers. Hence, in that manner, the company has faced certain issues while connecting with the consumers.  



[bookmark: _Toc116328717]3. Task 3: Recommendations based on the conclusion of task 2 
Following the discussion of the above task, it has been found that there are numerous competitors of Next Plc; therefore, the company needs to be focused towards the customers for engaging them towards the company as well as its products and services. First of all, the company is effectively required to manufacture customer-oriented products and services for enhancing customer satisfaction level. In addition, the company is also required to organise online surveys to gather the appropriate knowledge regarding the preferences of the customers, which can result in making a stronger bond between the customers and the company (Schmidt et al., 2015). In addition, it can also help Next Plc in enhancing customer loyalty through the process of enhancing their experiences and satisfaction level by providing them with preferred products and services. 
Moreover, it is also recommended to society perform regular market trends analysis to get advanced knowledge and updated information regarding the current ongoing trends of the fashion market. That can also help the company in producing clothes, footwear and accessories as per the current market trends and demands which can further also result in improving the customer experiences as well as the overall business model of the company (Rajagopal, 2015). In addition, the information about the newly introduced products and services can be effectively reached customers through the social media platforms like Facebook and Instagram by making public posts in the form of photos and videos. In addition, the process of posting photos and videos on social media platforms through providing advanced information regarding products and services can also assist the company in enhancing its interaction with the customers and putting trust in them (Kapoor et al., 2017). 
The company is also recommended to recruit highly skilled marketing officials that can effectively help the company in terms of identifying innovative ideas and ways to make the products reach a wider volume of people. In addition, it can also help the company in gaining a competitive advantage over others within the market (Pefanis Schlee and Harich, 2010). Moreover, it can also help the company in identifying attractive ideas and measures for creating an interest among the customers regarding the products and services of the company. Moreover, the selection of skilled marketing professionals can also make the company aware of the significance of sales and marketing for acquiring overall growth. 
Following the above discussion, it is also suggested to the company utilise sustainable raw materials and renewable energy resources like sunlight. As stated by Jeswani, Chilvers and Azapagic (2020), the utilisation of sustainable raw materials, as well as biofuels like sunlight within the operational activities within the firm, effectively helps in generating electricity and fulfilment of energy requirements. In addition, it also poses a positive impact on the natural environment that helps in engaging more customers towards the company as well as its products and services. This is because it does not have any negative effects on human resources as well as the environment. However, utilisation of these mentioned strategies can effectively help Next Plc. in maintaining its CSR policy to promote environmental sustainability and enhancement the brand value of the company. In addition, it can also help the company in the process of preserving non-renewable energy sources. 
Based on the above discussion, it has been identified that the company needs to focus on monitoring and analysing the feedback, which has been given by customers on social media platforms. Moreover, many companies have developed similar types of products. However, the company has specifically focused on creating innovative and beautiful designs by maintaining the good quality of the products. Moreover, the company has given the products to consumers at an average price rate. In terms of creating more innovation and designs in products, companies need to monitor feedback to contribute to customer-centric service. Feedbacks from stakeholders and customers, needs to be considered in terms of making valuable changes for the growth and development of the company. As per the report of Gnepp et al. (2020), feedback has been useful in terms of identifying the weak areas and the situations where improvement has been needed. Apart from that, valuable feedback is also significant in terms of bringing about innovative changes in marketing strategies. In that manner, feedback analysis may be very much helpful for the organisation to make effective changes for the proper growth and development of the organisation. 
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