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Segmentation in today’s world
The process of segmentation of marketing is mainly known by a division of Huge Homogeneous Market type into many smaller parts. This process of segmentation is extremely important because it helps to create a lot of opportunities and also helps in the overall growth process of the industry. A particular market is mainly segmented according to certain criteria. These criteria can be physiographic for geography in nature. There can also be behaviour or demographic criteria. The primary criteria for a company like Marks and Spencer for marketing segmentation are mainly the value of the products it sells. This particular company for the process of marketing segmentation openly uses different Advisors for testing the products it sells (Camilleri, 2018). It then makes the segmentation according to the different values of different products and its sales in the Global market. The leadership group of this particular company is well aware that for growth and development of the company marketing segmentation is highly required. It shall also create better career opportunities for its employees to go into higher positions. This particular company M&S makes a lot of profit in the different stages of marketing segmentation. M&S is also involved in the segmentation of the target customers which it has. Through various types of segmentation of the target customers that has increased its sales to a very huge extent. Segmentation of the customers in the marketing aspect is very essential for a proper and organised marketing campaign.

Targeting through innovation
The primary targeting strategy of this company M&S Mainly consists of a particular segment's attractiveness. The particular segment that is targeted by this particular brand is based on 1 the management believes will bring the maximum profit or the maximum value for the brand. One of the most important aspects of targeting by the reputed company M&S is to identify a customer base that of a particular brand like M&S. Differentiated marketing is one of the most essential aspects of target marketing. It is one of the most innovative strategies of target marketing.
Position strategies for M&S is of very good value (Kalam, 2020). The customer base must be effective and the company should gain a lot of profit through this customer base that they have created over the years. The consumer base or the customer base is the most primary thing for the success of any particular brand including the brand of Marks and Spencer. It is also the most important factor for the longevity of the company in any particular region which is present across the entire world. Differentiated marketing is also one of the key aspects of target marketing. This company M&S is also involved in differentiated marketing of their different products that they sell across the entire world. Differentiated marketing is one of the most easy or common aspects which is present in the target Marketing concept. The primary or the most important target of differentiated marketing is to find the maximum value of the brand. It also helps in finding out the potential value
The marketing position of the company M&S is mainly the talent of the management of the company to influence the perception of the clients of a particular product of their company. they must influence the clients in such a way that their products must have an edge Over the products of their competitor (Tan,and Tochaiwat, 2019). For doing successful position marketing an imaginary or a perception map in the arena of position marketing must be plotted out. Creating an efficient and effective position strategy for marketing is very essential for the company M&S. proper positioning in marketing is very essential for the overall profit of a particular company. In the case of a company of M&S also this is no exception. Good level of Market Positioning involves getting an edge over the competitors in a particular market or sitting the own company apart from the other companies in The Global market. This is one of the most important aspects of Market Positioning and it is also the ultimate goal of Market Positioning. The turnover of a company like M&S can only be increased to a huge extent if it can get it a good age over its competitors in the entire global market. For this to happen the products of this particular company M&S must have a good or better quality among the other brands that are present in the market. Their products must set a separate position for themselves in the market if they want more profit. This is one of the key aspects of Market Positioning in the current times.
Importance of Marketing Mix in M&S’ growth strategies 
Marketing mix in the company M&S mainly comprises four different segments. The four different segments of the marketing mix are mainly the product, price, place and promotion.
The product- it is mainly the services or goods of the company M&S that are offered to the different clients in the Global market (Al Amin and Islam, 2017). The quality of the products must be maintained properly by the company. The product should be maintained in such a manner that the customers must be fully satisfied with the quality of the product. The quality of the product is one of the most important aspects of the marketing mix concept. The strategy of marketing mix will fully fail if the quality of the product is not maintained in a proper manner. Hence, it is the responsibility of the Company marks and Spencers to maintain the proper quality of the various products if they want to to strategize properly in the marketing mix. 
Price- The price policies of the different types of products of the company M&S have to be carefully assessed. During the buying and selling process the price is the most important aspect. The price should be set in such a way that it does not become very difficult for the target customers to purchase a particular product (Wowiling, Tumbuan and Wenas, 2017). M&S always ensure that the price of the products are within and affordable range of their target customers.
Place- The place mainly decides the different activities that make the products available to the clients.
Promotion- It is primarily the persuasion of the customers to buy certain products.
Marketing communication through Public relations
Marketing communication in the field of public relations is a very important form of communication in the marketing sector. It involves the Awareness of the different brands among the clients across the world. The company Marks and Spencer pays a lot of attention towards the different Public Relations events so that there is more awareness about their products towards the different customers in the entire global market (Nadube and Didia, 2018). This company has a separate Department for the public relations whose main job is to spread more awareness about their various products to the target customers across the entire world. The communication skills of the public relations manager are very essential for the right amount of marketing of the products. A Public Relations manager is involved in the marketing of the various products of the company. Many different types of responsibilities of the company are there on the public relations manager (Jamira, 2017). They are involved in many types of promotional campaigns and they also themselves organised many types of promotional campaigns for the marketing of the different products of their company. The public relations manager of the company M&S is also a very efficient one and it is because of that person the products of this particular company have become extremely famous.

How is direct marketing used today?
Direct marketing communication can help in offering a very important value to the various clients through the experiences in the Global market. The direct marketing communication must fall in sync with the needs or demands of the different clients across the entire world in the Global market. Personal selling is a very important component of direct marketing communication (Rudiana and Komarlina, 2018).It is mainly person to person communication for the process of marketing. M&S also uses the different modern techniques of direct marketing communication to increase the sales of their products in a tremendous way. Mainly such communication is conducted by the various sales representatives of the company M&S. The communication is generally done in a direct fashion through the various representatives of this particular brand or company. Effective level of this type of communication can be extremely helpful in selling a wide range of products and ultimately increasing the annual turnover of the company. However, there are certain disadvantages of direct marketing communication. In times of the pandemic this direct marketing communication is on a decline. The prices of the various products are also very easily conveyed in a very clear manner through the process of direct marketing communication. This is a very good advantage of direct marketing communication or in-person communication in the field of marketing.
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