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[bookmark: _Toc100861680]Blog 1: Heights achieved by Next Plc through its market segments
Next plc, the UK based company dealing in footwear, clothing and other products related to homeware was founded in the year 1864 by joseph Hepworth. The company presently has an annual revenue of about more than 325 crores with more than 40000 employees working in its 700 stores across the UK and others in the Asian, European and middle east countries. Described below is how the company uses the strategy of segmentation to capture its market.
Geographical segmentation: next plc was founded in the UK and operates its business through its 500 stores across the UK. It operates through its three main streams which are next retail, the directory where it is having a website and catalogue that provides samples and views of home products and has more than 3 million active users and finally the international stores with more than 170 stores (Jones and Comfort, 2019). The company has other businesses also where it sells products of its brand. Lipsy is a major feature of the company where the company sells its own women’s products that are branded and are generally used by younger women. The company has a better understanding and knowledge about the choice of the people of the Uk and is thus doing great in the market. The company earns huge profits from the international websites but will suffer huge losses as it is trying to terminate its operations in Russia and Ukraine.
Behavioural segmentation: The company has used the strategy of behavioural segmentation in capturing the market. the company mainly focused on the choices of women and children and produced products accordingly so that people can buy quality products at a minimum range (Wiedemann et al., 2020). The company keeps track of the shopping behaviour of its customer through its website and provide exciting offers accordingly. Recently it has been seen that the company launched its new store that combines various categories into a single store which is highly appreciated by its customers. 
[bookmark: _Toc100861681]Blog 2: Target section of Next plc
The company has targeted women especially younger women for its business. The company is committed to providing excellent quality products to its customers at affordable prices to meet their expectations of the customers. The company take full responsibility for sourcing its raw materials for its customers and uses raw material from different types of natural resources worldwide. The company mainly targets the middle age group from 20–to the 40s providing high-quality products that are contemporary and can be afforded by the middle-income people (Next Plc, 2022). This technique has made the company the second-largest retailer in clothing having high sales according to a report in the year 2020. The company gave priority to holding its customers by providing them with good quality products at affordable prices and hence tried to focus mainly on the buyers of any household that is the females (Casadei and Lee, 2020). The primary decision in any family is taken by the earning member of the family and hence the company keeps its prices affordable so that the earning member also chooses the same brand for the essential products for the family. Next plc kept a track of the demographic parameters such as gender, age, family income, and financial status through their website and other market sources it tried to provide its products accordingly so that it suits the choice of the customers and has successfully obtained the current position.
Positioning refers to the hold of any company in the market and retaining its customers. It also includes marketing and maintaining the reputation of its brand. The company aims to provide beautiful and quality products to its customers at reasonable prices. The company also aims to be the only choice for the customers especially men and women who has the expectations of style quality and some special identity and distinction from regular products at affordable prices. The company has also developed its website and eCommerce corner to make its products available online for its customers where they can do shopping remaining in the comfort zone of their homes which was extremely successful during the pandemic when people were not comfortable visiting stores for shopping. The company is also opting for better positioning in the market by doing partnerships with other companies such as GAP Inc. and so on.
[bookmark: _Toc100861682]Blog 3: Product policies 
Product is considered to be one of the most important components of the marketing mix. The special characteristic of the products of next plc has been described as follows:
Quality
· The company maintains a high quality of its products. It assures that all its products are made from natural sources.
· Its quality is maintained by adding extra value during the various levels of its value chain.
· The company takes its raw materials from trusted sources and providers with high-quality check procedures.
· The company also provides high-quality delivery of its products to its customers.
Broad portfolio
· The company has a huge portfolio and it helps in reaching the company to its different segments of target groups  (Koul et al., 2020).
· It also adds extra value to its products and adds more financial strength to its products.
Easy to use
· The products of the company are very easy to use and come with a user manual for its products The company also provides a helpline that allows its users to have 24 hours assistance in case of any problem.
· The representatives in the stores also assist the customers with how to use the products and every other necessary detail.
Other benefits
· The company provides huge benefits to its customers in the form of discounts during festive seasons which helps in savings of the customers and they prefer to shop from next plc to avail of the offers (Gupta et al., 2019).
· The company build a relationship of trust with its customers by providing quality products to its customers and it thus also acts as an emotional binding and support for the customers.
· The emotional need is thus supported by the psychological needs and thus the company also supports the psychological needs of the customers such as during weddings or any other event the customers tend to buy from next plc with a belief that it will be best for the event where the emotional and psychological needs of the customers are satisfied as well.
[bookmark: _Toc100861683]Blog 4: Superior placements of products
The marketing mix is a tactic in a business development process to reach out to customers and increase sales. A well-planned marketing mix strategy allows a business to reach its target customers and a particular market for the sale of its products. A marketing mix helps to develop the brand image which draws customers towards it.
The place is playing a vital role when it is to marketing. After finalizing the products the business owner must decide from where she/he can reach out to the specific customers for its products and deliver them in a short time (Thabit and Raewf, 2018). It can be online selling or offline selling. Online and offline selling strategies are different. In offline selling, the owner can interact with their customers directly and get feedback or suggestions about the products. The proper placement is important for product selling. The number of buyers is also important. In that case, Next Plc needs to calculate from which place the products attract a huge number of buyers. That calculation can help the owner to make more products for that particular store. The location for products selling is important because it builds up the connection between the community and gets identified by local vendors as well. 
Placement of the right products in the right store is an important thing to consider for a brand. The main target to increase customers is how a business owner places the products to attract an audience. The product should be placed by thinking of what type of customer will get attracted to it. The products can be sold in exhibitions to get connected with more buyers. The product should be placed price-wise (Nikbin et al., 2021). Too many products in one segment can be confusing for a customer. In that case, the customer is unable to finalize the products he /she is going to buy. Columbia University has proved this theory by experiment. In some cases, if the products are elevated then it can be helpful for customers to get a better view of the product. This technique of placement of products helps to increase customers. 
[bookmark: _Toc100861684]Blog 5: Excellent pricing strategy
Pricing in this industry is the key point. Attractive prices may draw the attention of a huge number of customers. Offer can be a point of attraction also. Sometimes affordable prices can be profitable for business owners. The owner gets access to reach out to more buyers with these affordable prices (Andika and Susanti, 2018). Side by side the quality of the product should be maintained otherwise it can affect the brand value. Making budget-friendly products with good quality will be an added advantage for the business. 
These strategies can help to get more buyers online and even offline. Price skimming is one of the strategies. Setting a high margin while launching the projects and eventually lowering the price by the time. This kind of business is perfect for outgoing markets. Pricing in the pervasive market is the opposite of price skimming. By starting a business with high or low pricing the owner can take over the market by cutting the competitors. At one time when the brand forms a customer base easily, it can raise its price. On the other hand, premium pricing is also part of this strategy (Al Badi, 2018). In that case, product quality can not be compromised. In the case of economy pricing, the product price is marked by the thinking of customers who want to save money while buying. 
[bookmark: _Toc100861685]Blog 6: The strategy of promotion
Making arrangements for products and placing them in the right store than doing marketing about that product is a very important point for a progressive business. The more a brand can reach its customer the more it grows. Advertisement of products works better. The promotion of a particular product reaches the customer closely (Dost et al., 2019). Customers get a chance to see or use the product personally. Fruitful promotion requires extreme market research. 
Online promotion is also effective. The products can be promoted on social media platforms also. In that case, digital marketing can be an effective way to promote and sell the products. The engagement of customers through digital marketing and social media can boost the business's transformation rate. Promotion on television is one of the best mediums to attract customers and make a higher margin of sales. Next Plc should choose the prime time for promoting their products while advertising on television. The reaction of customers is equally important while watching the products on television, how they react after seeing the brand and how much they are showing interest to buy the product are both important points to be noticed. The goal of promotion is to increase the customer base, awareness of products, generate interest in buying the same and make a relationship with customers. For offline promotion, handbills can help to reach out to customers. The company can make posters of their brand and promote it in the local area. 
On the other side, companies can directly send texts to customers or they can send promotional emails to make direct connections with buyers. Companies choose few employees to do these promotions. In many cases, companies show a demo of their products to block some customers. In shopping malls or exhibitions, promotional offers are going on to increase sales. This is also a strategy for getting a good number of customers. Companies need to talk about their business to grow their business. The purpose of promotion is to give knowledge to your customer about the products. It can be possible that the product has launched into the market and customers don't have any idea of it. In that case, this idea can help to inform the customer about the product and its uses of it and benefits of the products. The owner of the product can sponsor any show or game where the product can be featured onboard or get promoted on television. For increasing the sale as well profit promotion is the most important part of marketing. Without that, it will be tough for a brand to increase its value of it. 
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