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Introduction:

This paper was written with the purpose of highlighting the processes and stages of marketing, also including the role of marketing mix, in the well-known fashion company, Next. Also, the macro environment will be discussed, using Porters 5 Forces model and Swat analysis.

[bookmark: _Toc69251773]Brief history of NEXT company.

Next plc has its headquarters in Enderby, England and is a multinational British clothing, accessories, and home goods company. They have over 700 outlets, 500 in the UK and about 200 in Europe, Asia and the Middle East. Joseph Hepworth formed this corporation in 1864. Hepworth expanded the company rapidly on its own and became a pioneer in the UK's chain stores expansion. By 1884, 100 sites were in the business. Now, as seen in the financial accounts, NEXT is one of the UK's leading clothes stores with net revenues of £4.362 million, at the end of 2020.

[bookmark: _Toc69251774]The process and stages of marketing in NEXT plc company

As Kotler and Armstrong (2010) state, marketing is the social mechanism that enables individuals and organisations to achieve what they want and what they want by obtaining and exchanging value with others and it is also a mechanism by which firms create value for their clients and build deep customer relationships in order to gain value in return.
In order to increase the benefits of the selling process, the various business prospects are evaluated. It aims towards the identification of target markets, development of an intelligent marketing strategy and then lead to the management of marketing activities, also examines the various commercial opportunities on the market, and also produces advertisement materials so that the desired consumer can be targeted. These marketing phases are a mission statement, an assessment of the situation, goals, policy, execution and management of an organisation.
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Figure 2. The stages of marketing process. Source: https://www.smartsheet.com/strategic-marketing-processes-and-planning 
The mission statement of NEXT plc company is “to offer exciting, beautifully designed, excellent quality clothing and homeware products that are well made, functional and safe, sourced responsibly and provide outstanding value to meet or exceed our customers’ expectations”. (https://www.nextplc.co.uk/corporate-responsibility )
As for a situation analysis NEXT is operated by five divisions: the NEXT retail business operates highways through almost 500 UK-Ireland stores; the NEXT Directory is the mail order business that also contains an e-Commerce platform; NEXT Overseas is operated through franchise agreements with retail outlets in Asia, USA, Middle East, and Europe; Ventura operates the financial services divisions. NEXT Others include software services and maintenance of telecommunications property.
The marketing strategy of NEXT company is described by the three main channels: Next Retail has around 500 outlets in the UK and Ireland, Next Directory has 4.5 million engaged customers in the country and abroad, and Next International Retail has over 200 franchised shops (Nextplc.co.uk, 2021). Furthermore, the Next Directory gives consumers access to a payment facility for payments known as “nextpay”. Next's directory provides luxury labels to its customers through other brands.




[bookmark: _Toc69251775]The PASTLE factors of NEXT plc company

Political factors
The political environment is favourable, even if Britain does not always agree with all of the EU's policies, especially after the BREXIT, the government is strong and reliable. There are currently no EU directives that would have a significant impact on the UK clothing retail sector in the immediate future.
Economic factors
From an economical point of view as the financial data is showing, the net income of the company is rising every year, having increase from 2019 to 2020 with 3.5 million pounds, but at the same time the company closed 9 shops across U.K in this same period, so the economic factors are favourable for the company.
Social factors
In terms of the socio-cultural future, it should be noted that people are retiring early and working fewer hours these days. For the past 20 years, the average number of working hours a week has declined. As a result, more people are finding themselves with more free time. This gives them time to compare prices on the High Street as well as the selection of products and services offered by retailers. As a result, they spend more time shopping. Due to these facts, the social factors can be unfavourable for NEXT, because costumers have time to compare NEXT’s prices with other retailer company and they can decide to buy the product from elsewhere.
Technological factors
The effect of technology is another issue that has an effect on the industry. This is not relative to the Online retail sector that is rapidly expanding but is significant. The invention of new materials such as lycra, supplex, or other synthetic materials can be achieved with new technology. Components already available can be produced faster and cheaper. The adoption of such technologies determines whether or not an organisation is ahead of its competitors.

Legal and environmental factors 
Due to the relationship between U.K and E.U there are strict legal and environmental legislations, and this may have a direct or indirect effect on NEXT or his suppliers.

[bookmark: _Toc69251776]Porter's Five Forces Model of NEXT plc 

Bargaining power of suppliers of NEXT is limited because there are many service providers in this industry. If a supplier asked for a price rise or improved terms, his client could easily replace him in a short period of time. As a result, reciprocal cooperation is classified low.

The Bargaining power of customers is very important in this analysis, that because the customer is the one who buys the goods and spends his money. There would probably be marginal effects from one individual customer buying on a branch seeking price savings. Although if the situation is intensified by thousands of valuable customers struggling to afford the bill, management is forced to lower costs to avert a decrease in incomes. Since clothing is not so unique for example, a sweater is a sweater, whether it is bought in a NEXT shop or Marks and Spencer.
Threat of new entries
New competitors entering the industry pose a challenge to NEXT. Perhaps not the tiny ones because it takes a lot of money to compete with NEXT. The competition comes mainly from major brands, convenience stores, or chain retailers outside of the UK. Companies like Calvin Klein and Donna Karan, for example, have the resources, experience, and strength to reach the clothing market quickly.
Threat of substitution
This is not a big issue in terms of the apparel retail industry. A jumper or pant can be used instead of a jack skirted pullover, but the impact of a substitution is minimal, given that NEXT already has these two items. The threat in this industry is that NEXT will find these trends difficult to recognise. If its products were not fashionable, interesting, or popular enough to attract its buyers, or if the timeframe was wrong, customers might substitute NEXT with another trendy company.
Competitive rivalry
A wide range of clothes stores are present in the UK. This indicates that rivals have a high intensity of competition. Concurrence is still priced and therefore aggressive in this phase of the market cycle, where there is little to no growth. Creating customer trust by price cutting strategies is very difficult if not impossible. In other words, consumers are looking for the best price, service, and quality deal. If NEXT wants to increase its market share, it must capture its competition income. In order to sell their products, companies are also obliged to lower their prices.

The marketing mix of NEXT plc company

The marketing mix consists in “4 P’s”, product, price, place, and promotion. As product NEXT is predominantly common fashion goods for the middle classes of both sexes between the ages of 25-45. The aim is to ensure good quality and trendy designs for the consumer according to the mission statement (Next PLC, 2020). This also extends to the other divisions, and their emphasis on consistency was a key factor in their branding and their recent performance in competitive growth and development.
The company's pricing policy has a huge effect on the entire strategy as a whole. In order to be consistent with costumers’ preferences, and product understanding, as well as with the company's desired goals and branding, pricing must also be carefully considered. The company’s pricing approach occupies an intermediate stage, which is neither market sifting nor penetration prices. Instead, it covers a neutral zone which shows the picture of product and design for the target market at an appropriate price. As a middle market retailer, this new neutral price approach provides consistency and comfort, as they know what to expect, and contributes to a customer's brand experience. It also provides versatility in the price of promotion and seasonal purposes, allowing the stores in all its distribution channels to stay competitive. 
The place strategy is characterised as a broad multi-channel distribution strategy, implemented by NEXT, with multiple channels to find and purchase products for consumers. With many retailers around the world, the potential for clothes and apparel shopping would not only enhance "their net," but also improve customer comfort and promote the key element of clothing shopping. Via sales consultants, customer support and the overall buying experience, shops bring a human aspect to the business. An unfamiliar shopper will become a faithful customer with a good shopping experience. The directories, consumer catalogues, which permit to sell merchandise and keep up with the buyer, and also with the internet portals, which allow NEXT to sell and receive items on a postal basis. These channels provide more choices to customers and make NEXT to a wider target market more successful. For shoppers and customers with busy lives, catalogues or on-line orders offer the customer more options with quick return from order to delivery.
NEXT marketing seems to move to an online orientation with the official website of the organisation, connectivity, publicity, and unique opportunities, are now possible. Their online strategy is not entirely focused on their website, though, and the increasing use of social media sites like Facebook and Twitter has stimulated the retail community's interest. NEXT has fully explored the possibilities social media has to deliver through regular postings on Facebook, Twitter, YouTube, and photo sharing sites including Instagram. NEXT has greatly expanded its sales, profit and development by advertising discounts and sales of its marks to millions of followers on their pages and also with the help of celebrities using their merchandise.
Two major aspects characterise the implementation and control of NEXT marketing: technique and technology. As a retailer, NEXT is well-versed in adapting to technological trends, having been the first to introduce internet shopping in 1999. As a result, advancements in in-store technology and the integration of new media will complement NEXT's corporate strategy while simultaneously enhancing the shopping experience. Despite being a well-established brand with a deep awareness of their target demographic, the retailer must accept the direction customers' shopping tastes are changing, as well as the market transition from multi-channel retailing to omni-channel, which consumers are now seeking from brands. As a result, NEXT has introduced three elements: virtual reality mirrors on the shop floor for trying on clothes, intelligent dressing rooms that enable customers to fully personalise their changing room experience, order various sizes, and get styling tips, and digital signs on the shop floor to impact shoppers and direct buying decisions. This may imply that conventional predictive analysis approaches would be supplanted by ‘prescriptive' analysis, implying that customer judgments based on experience and sentiment would decrease in favour of decisions based on data proof.



[bookmark: _Toc69251777]Conclusion

NEXT is an illustration of how a boat should be navigated around winds and tides. Although most of its rivals are suffering from a shrinking industry, NEXT has increased its market share over the last six years. Due to strong profits, they were able to raise their dividends, which benefited shareholders and owners.
The business has a strong presence in the UK market and is quick to respond to customer requests. They created a simple and convenient option for consumers who choose to buy over the internet in a short amount of time and money.
As recommendations, looking on the financial statement of the company from the past years, and of their business and marketing strategies and model, I can say that that the best recommendation is that the company need to focus also on the sport clothing not just the casual and elegant one. This is the main thing that is missing in this company. 
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