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Introduction
Marketing is one of the major parts in an organisation where the organisations gain their revenue. This report is focused on the marketing of an organisation. In this report, the total organisational context of “Next Plc” will be analysed through different analyses. First of all, the macro environment of the company will be analysed through PESTLE analysis. Then, the competitive position will be analysed through SWOT and Porter’s five forces where the proper competitive position will be analysed in the market. Then, the company’s marketing position will be analysed through segmenting, targeting, and positioning with that the 7Ps of the marketing mix will be elaborated properly (Van Hoorn, et al, 2016). 

An Overview of “Next Plc”
One of the most popular retailing companies is “Next Plc” which is a British multinational public limited company. The company is established in 1864 in Leeds, the United Kingdom by JP Hepworth. The company is headquartered in Enderby, England. The company retails home products, footwear, and clothing. The company has more than 500 stores where more than 44,200 people are employed. The company has made a net profit of £286.7 million (Graesch, et al, 2021).


Figure: “Next Plc” logo (Van Hoorn, et al, 2016)
Mission
To ensure the best retailing experience for the customers all over the world
Vision
To bring up the best shares and values in the global market as a retailer 

Marketing and Marketing Process
Marketing is a vital business function that focuses on the promotion and sales of the product or services through market research and advertisements that the organisation manufactures or retails for earning revenue. This function mainly focuses on attracting the customers for sales of a product or the services of an organisation like “Next Plc” (Agarwal, et al, 2018).


Figure: Marketing Process (Author)
The marketing process is a series of steps for identifying the customer needs and analysing the market opportunities to create proper resources and tract customers. Here are the steps in the marketing process presented below:
Situational Analysis: This is the first step where the market situation is analysed to recognise the market trend and customer demand. “Next Plc” always analyses the situation properly to bring up the best recognition of the customers and market situation (Graesch, et al, 2021).
Objectives: Then, the companies must set the objectives based on the company needs and sales needs. “Next Plc” creates sales objectives based on their target on earning a profit on the productions (Rutz, et al, 2019).
Strategy: The Company must create such a strategy based on the needs and the market situation so that the customers can be attracted and competitive advantages can be made. “Next Plc” always creates such plans that match the objectives and the customer needs where a good competitive advantage is made (Van Hoorn, et al, 2016).
Implementation: Then the strategic plan must be implemented in the market so that the marketing can be used properly to earn revenue. “Next plc” always focuses on efficiency in the implementation of the strategic plans so that the best outcomes can be driven for better growth (Rutz, et al, 2019).
Control: Proper monitoring and control is the last step where the whole marketing is controlled based on the situation and monitored for continuous improvement on the mistakes. “Next Plc” always monitor precisely to bring up the best outcomes with fewer drawbacks (Graesch, et al, 2021). However, the primary dangers have caused a concern since the company's misstep in the Covid-19 might produce a major difficulty because to the purchasers' considerable negotiating power. Due to the lack of stability and disruption in distribution networks, the firm will face a significant risk of new entrants (Graesch, et al, 2021).


 

PESTLE Analysis
PESTLE is one of the vital tools for analysing the macro-environment which brings integrated recognition of the factors that are affecting the business externally and are not controllable. Here it is presented below in the context of “Next Plc”:


Figure: PESTLE analysis (Rutz, et al, 2019)
Political: The political state is becoming more stable after a long time after the BREXIT in 2020 but the changing business policy in the UK and other phases are making the business more complex. More protests in different countries and the bureaucracy in some places are making the business operation harder. “Next Plc” must be very strategic to defend the problems and the company must be very adaptive to the frequent change (Van Hoorn, et al, 2016).
Economic: The economic condition is in problem due to the inflation rate fluctuation where the lower interest rate in the UK and globally is causing a great advantage. The labour market is bringing more skilled workers but the wage rate is rising with time. “Next Plc” is also getting a boost in the financial market where the share price is rising. The company is getting a good boost in the economy (Sadeghi, et al, 2019).
Social: The social condition of the retailing industry is boosting with time as the people in the society are more embracing the industry globally. The growing racial and ethnic inequality in some countries is creating a great problem in a business where some of the products are not being sold easily. “Next Plc” always try to respect the culture and create good coordination with the culture for better results in the market (Agarwal, et al, 2018).
Technological: More online and social media marketing is approaching with time where “Next Plc” getting a huge sales to boost. The research methods and information technology are getting more advanced with innovation and inventions where the company is getting an integrated warehouse, market research, and accounting facility (Graesch, et al, 2021).
Legal: The employee protection and customer protection lawsuits are being stricter where “Next Plc” is being very careful because of the fines. Intellectual property law is a very active legal system where the company is getting very good support from the legal system (Rutz, et al, 2019).
Environmental: The environment is getting more devastated with the industrial revolution where the retailers are strictly directed to recycle and to reduce the usage of plastic. “Next Plc” always focused on recycling and lessening the usage of plastics. The company is also approaching more eco-friendly products because of the more environmental consciousness among the customers globally (Shakouhi, et al, 2021). 

Porters 5 Forces Model
Here is Porter’s five forces model presented below in the context of “Next Plc”:


Figure: Porter’s five forces model (Agarwal, et al, 2018)
The threat of New Entrants: There is a high threat of new entrants due to the easy position for entering the retail market where “Next Plc” is at high risk. The company must be very strategic as the new companies come with more innovative market strategies (Rutz, et al, 2019)
Power of Buyers: There is high power of buyers as there are a lot of options to choose from in the retail market. Customers can easily switch brands based on their interests because the switching cost is very low. “Next Plc” must be very careful about the quality and price (Sadeghi, et al, 2019)
Power of Suppliers: The power of the suppliers is comparatively low as there is a vast range of suppliers to bargain with. “Next Plc” is very good at bargaining with the suppliers for ensuring the best pricing system with low cost based on customer demands (Van Hoorn, et al, 2016).
The threat of Substitutes: There is no substitute at all for the retail industry where the threat is very low. Direct sales of companies are very rare now as a substitute. “Next Plc” doesn’t need to give much attention to this (Shakouhi, et al, 2021)
Industrial Rivalry: There is a high industrial rivalry because of the hugely competitive market with a range of competitors including “Arcadia Plc”, “Marks and Spencer”, and others. They come with various innovative strategies with proper analysis of the competitors and customers where “next Plc” must be very careful about the strategic plans (Graesch, et al, 2021). 

SWOT Analysis
SWOT analysis is one of the best tools to understand the microenvironment of a business-like “Next Plc”. Here it is presented below in the context of the organisation:


Figure: SWOT analysis (Rutz, et al, 2019)
	SWOT Analysis of “Next Plc”

	Strengths
“Next Plc” has a great aggregation of the assets just at one place where the company also have a great customer base. Goof pricing and proper quality is one of the prior choices of the customer which the company always ensures with very well-established credit purchase and distribution channels (Shakouhi, et al, 2021).


	Weaknesses
The company has a core weakness in the organisational structure and managing the employees. “Next Plc” also has a core problem with the controversies about the bad employee and staff management (Van Hoorn, et al, 2016). The shortcomings may also cause difficulties for the firm, such as a lack of competitiveness, strong industrial rivalry, and a significant danger of new entrants, which will cause a major problem with goodwill.

	Opportunities
There is a huge opportunity for expansion with proper partnership and licensing worldwide or international market. Enough social media customer development is another growth opportunity with enough efficiency in marketing. Retailer brands are getting more personalised by customers (Agarwal, et al, 2018).
	Threats
The customer expectations of the value and quality are not met often where other organisations or competitors are showing more consistency in the quality. There is a huge disruption in managing the distribution channels and the warehouse properly whereas the Covid-19 has created a huge disruption also (Graesch, et al, 2021).


 

Interrelation between SWOT and Porters 5 Forces Model
There can be a core relation devised among the SWOT and Porter’s five forces of “Next Plc”. The strength of the company can easily tackle the high industrial rivalry and the high bargaining power of the buyers. With enough aggregation of the assets and proper customer loyalty, the company can devise great customer service with the proper strategic plan through the best distribution channels. But here the core threats have created a problem because the pitfall of the company in the Covid-19 can bring up a great problem with the high bargaining power of the buyers. The company will also be in a problem with the high threat of new entrants due to the less consistency and disruption in distribution channels (Graesch, et al, 2021). 
The weaknesses can also create problems with the same issue for the company where the company can lack in the competition and high industrial rivalry and high threat of the new entrants will create a great problem with goodwill. The low bargaining power of the suppliers and the low threat of the subtitles can create a good advantage in improving. These will also help to eliminate the threats. The minimal negotiating strength of the suppliers, combined with the low danger of infringement, may provide a significant competitive advantage. These will also aid in the removal of the hazards.
The opportunities can be harder due to the high threat of new entrants but the low bargaining power of the suppliers can boost the opportunities to be turned into strengths. Because suppliers' power is limited and the firm's consistency in offering improved quality is poor, the company must concentrate more on suitable quality items (Van Hoorn, et al, 2016). The low bargaining power of the suppliers can also bring up the best results through the boost in the strengths where all weaknesses can be covered. The company must more focus on the proper quality products as the power of suppliers are low where the company has a low consistency in providing better quality (Van Hoorn, et al, 2016). 

Segmentation, Targeting and Positioning
Here are the STP of “Next Plc” presented below:


Figure: STP (Agarwal, et al, 2018)
Segmentation 
“Next Plc” has segmented the customers mainly on the small details like demographics and geographic position. The company also segments the customers through their wants, needs, and habits based on buying behaviour. The company has recently created a deep focus on the psychology and the lifestyle of the customers so that proper market segmentation can be done where the household income is another major factor (Graesch, et al, 2021).
Targeting
“Next Plc” has a lot of target customers based on the market customers where the main target customers are the people in a household who need the household products. Young people are the main target customers for clothing and footwear where most of the advertisements and sales are made for the product. The company overall targets all the people regarding age, sex, ethnic groups, disability, and other factors with the segmentation over the marketplace (Van Hoorn, et al, 2016).



Positioning
“Next Plc” has precisely positioned all their shops and points based on the target and segmentation where the company can get the maximum customer engagement with easy access for the customers. The company has placed most of the low-cost products for the household areas so that people can buy those easily for daily use with people of every socio-economic class. The company has also placed the stores in different supermarkets so that expensive products can be sold where the company focuses all kinds of products on the social media and online shop position with easy access and huge customer engagement for better sales and promotion (Agarwal, et al, 2018). 

Marketing Mix (7Ps)
The marketing mix is one of the most vital tools that is combined with a set of factors based on the products or services of an organisation on the buying or preference of the customers. Here are the 7Ps of marketing mix presented below:


Figure: 7Ps of the marketing mix (Van Hoorn, et al, 2016)
Product: There is a huge variety of products in “Next Plc” based on the customer needs. The company also offers products with various categories. The products are highly diversified and the products are very qualified (Rutz, et al, 2019).
Price: The Company always focuses on low prices so that all people with different household incomes can get the best products. The company also prices the products with various pricing strategies like even pricing, odd pricing, mark-up pricing, and others. This is making “Next Plc” a more cost-efficient option for the customers (Graesch, et al, 2021).
Place: “Next Plc” has a good nature in placing all the shops both online and offline where the online shop is more attractive with proper engagement and direct customer reach. The physical shops are placed very close to the household areas so that the customer can easily access all the services and the shops are also placed in supermarkets for the customer demand (Sadeghi, et al, 2019).
Promotion: “Next Plc” is very careful about promoting the products where the company always analyses the customer demands properly and copes up with the market trend. This makes the company more effective where offline door-to-door advertisement and discount is great in the promotion. The company also creates various promotional offers online with the best content development (Shakouhi, et al, 2021).
People: “Next Plc” is very careful in selecting and managing people where all the people are well motivated and very efficient and productive in their jobs. This makes all the tasks easier and efficient for the company. The company makes all the people get placed in the right jobs where more than 44,200 employees are included (Agarwal, et al, 2018).
Process: “Next Plc” has a great process in the supply chain and the warehouse management where the company always ensures proper supply based on the situation in the market and customer psychology. The company always performs great market researches with advanced tools and technologies where the company also has a great delivery process (Van Hoorn, et al, 2016).
Physical Evidence: The Company always uses unique packaging and environmentally sustainable office and shops with eco-friendly packaging. “Next Plc” also has a good set of shelves and smart technology o gather data where the company provides a smart location system in the shop to find desired products. The company also have a great app service and online website for the best customer experience (Graesch, et al, 2021).

 

Recommendation 
To resist the challenges, "Next Plc" must be highly strategic, and the firm must be very adaptable to the constant change (Van Hoorn, et al, 2016). The economy is suffering as a result of fluctuating inflation rates, with the lower interest rate in the UK and worldwide providing a significant benefit. More demonstrations in several nations, as well as bureaucracy in certain regions, are making commercial operations more difficult.  Although the labour market is bringing in more competent employees, the pay rate is growing. The stock of "Next Plc" is also gaining traction in the financial market, with its share price growing. In this economy, the firm is doing well (Sadeghi, et al, 2019).
The threat of new entrants: Due to the easy position for new entrants to join the retail industry, where "Next Plc" is at danger, there is a significant threat of new entrants. Because emerging firms have more inventive market tactics, the corporation must be highly strategic (Rutz, et al, 2019). "Next Plc" has a fantastic aggregation of assets in one location, as well as a strong client base. One of the customer's top priorities is correct price and quality, which the corporation always achieves via well-established credit buy and distribution methods (Shakouhi, et al, 2021). 

Conclusion
After all the discussion, it can be concluded that “Next Plc” has great market recognition all over the world that is making the company more preferred to the customers. The company is also being very effective in managing the process of the company where more cost-efficient actions are made but the company is not consistent about the quality. The company must be more consistent about the quality where the company should bargain more with the suppliers because the customers have more options along with the company where those are supplying better quality products. Overall, the company can great a great opportunity for growth based on the resources and the properness in the operations (Van Hoorn, et al, 2016). 
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