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[bookmark: _Toc88409749]Introduction
Marketing is comprised of many different aspects, and the 1st one is to explain some of the many layers and levels of advertising, as well as some of the various roles that each aspect of the marketing mix might play. In the second segment, it will be discussed how marketing helps create consumer benefits, followed by a discussion of how interested parties' involvement impacts marketing efforts positively.
[bookmark: _Toc88409750]Process and stages of marketing including the role of the marketing mix
The phases and processes of marketing are important for the performance of a firm; for this reason, the firm always needs to increase its marketing efforts.
Definition of marketing
To draw people to the company's offerings, companies may need to concentrate on specific activities for advertising or promoting their goods and services which is known as marketing (Kotler and Armstrong, 2014). Marketing is a strategy employed by companies to remain relevant in their market, gain a competitive advantage in their field, and grow their market share. As an example, Harrods promotes its products at trade shows by setting up stands or using large LCD screens.
Main stages of marketing
As a leading retailer of clothing in the United Kingdom, Harrods gathers resources and then recruits individuals who will work and assist in making the final products that can be sold to clients.
The mission statement of Harrods
Harrods' mission statement provides a vision and mission that describes its long-term goals, just as in those of other companies.
Harrods’ motto is Omnia Omnibus Ubique - All Things for All People, Everywhere. As a world-class retailer of luxurious goods, Harrods is one of the few retailers that can compare to Harrods' commitment to quality and profitability. According to Harrods, its mission is to become the world's largest retailer of luxury items. Through a blend of originality, innovation, and eccentricity, each customer will be exposed to the firm's British culture in an enhanced way. The following is Harrods' mission statement.
Situational analysis
A situational analysis considers consumers, competitors, distributors, legislative issues, and the govt. of the nation, as well as.
Customers: In addition to women's goods, Selfridges recently began carrying men's products, so its clients are constantly looking for new products that will encourage them to purchase from it.
Competitors: As a leading department store in the United Kingdom, Harrods faces strong competition in the apparel segment, which calls for the company to develop and implement adequate strategies. In the luxury clothes market, Harrods is faced with competitors such as Far fetch, Selfridges, and many others (Opresnik, 2014).
Suppliers: As a primary provider of clothing, the corporation assembled the ingredients, textiles, and designers and imported them from numerous boutique organizations or developing nations (Bhardwaj & Fairhurst, 2010).
Legal factors: Harrods, just like other businesses, needs to follow the laws related to employment, contracts, and corporations. Harrods has to comply with the company's rules of conduct when performing commercial activities, especially when preparing financial and operational accounts.
Government: Entrepreneurs, especially small and medium-sized businesses (SMEs), have what they need from the British government to thrive in a supportive environment.
Strategy, implementation, and control
Throughout the execution of this plan, the corporation adheres to three major business challenges. Company management's primary concern is acquiring new customers, which is achieved through a product development plan and a variety of marketing strategies (Neuvonen, 2016). To construct these networks, Harrods must utilize in-store and online techniques. As a firm, this one is an international brand as well as a local one.
[bookmark: _Toc88409751]Macro Environment Analysis
[bookmark: _Toc88409752]PESTEL
PESTEL analysis is often used for this type of investigation, which encompasses a wide range of external environmental factors that have an impact on the character and function of businesses. Here is a detailed look at the external macro-environment:
Political environment: There may be a political force that voices opposition to the management of the business or an innovative rule set forth by the government that affects the overall business climate in the country. In the wake of Boris Johnson's election as British prime minister, the Brexit issue has gained considerable attention both locally and internationally. The local firms will benefit from the efficiencies and increase in the firm's market share, while foreign firms will suffer. This is especially true when the assembly of parts from different countries is concerned.
Economic environment: As of 2016, the United Kingdom's financial position has become unstable as a result of rising consumer prices, which have influenced consumers' purchasing power. Consumers may not be interested in shopping for clothing in retail stores, for example. After that, the Bank of England has implemented significant changes in its fiscal policy that are encouraging businesses to take out loans or develop. As a result, customers are encouraged more to purchase retail fashion products.
Social environment: Migration has been a primary driver of the rapid shifts in population in the United Kingdom. Since a large number of non-Europeans have moved to the UK, implementing efficient marketing tactics has become more difficult for UK companies. Teenage boys and young adults aren't the only ones who are becoming more interested in stylish clothing.
Technological environment: With the introduction of new technologies, each area has become a gold ring; hence firms must make the most of them. For Harrods Company to maximize the effectiveness of its logistics control and supply chain, it is crucial to take advantage of the most current technology (Marques, Bernardo & Presas et al., 2019). By using the technologies from the department store apparel market for design and production, a retail clothing firm may be able to attract consumers who are enthusiastic about purchasing goods or services from the retailer. 
Environmental factors: Despite the efforts to avoid natural disasters, retail apparel firms tend to be particularly hard hit by them. This has an impact on the company dramatically. In this scenario, the government may be required to participate in global warming conferences due to environmental factors that are related to legal issues.
Legal environment: The fashion industry, including Harrods, must comply with a wide range of rules, including employment and contract laws, as well as other company regulations. To avoid being impacted by a variety of legal concerns, which might eventually force the closure of a retail apparel shop, companies are required to adhere to strict legislation and guidelines.

[bookmark: _Toc88409753]Porter’s five forces model
The true state of a corporation and whether it is good for the company can be evaluated based on special characteristics. . In the retail clothing business, this model will be used to identify current situation of different parties of business, as shown in the following example:
Threats of new entrants: The number of new entrants with innovative concepts or insights may make incorporating new marketing techniques tricky for established companies. In the past, rivals have been unable to compete with such concepts because they lack innovation (Potgieter &Doubell, 2020). As a result, new competitors pose a significant risk to Selfridge due to the abundance of innovators, especially recently grads with fresh ideas about goods development.
Bargaining power of suppliers: In the last several years, several apparels businesses have experienced rapid growth due to an increase in aggregate consumption for garment components. These corporations utilize this resource to produce stylish products that may appeal to consumers. In this industry, Mulvihill and Maynard have modest to low negotiating power because Harrods can easily change distributors.
Bargaining power of buyers: A company like Harrods is dedicated to producing high-quality, customer-friendly merchandise. Due to their set pricing plans for their items, companies do not allow customers to bargain, guaranteeing that the item's quality is maintained. Since purchasers' negotiating power in this industry is limited, their leverage in negotiations is limited.
Threats of substitutes: Fashionable clothing is replaced with less fashionable ones in most retail clothing stores. Furthermore, textiles and other retail clothing companies can supply quality materials to others. Because of this, Selfridge faces a modest to low market threat from substitutes.
Rivalry among the competitors: The Corporation has to use a variety of different tactics to compete against the corporation's rivals in the industry. The apparel industry launches new and innovative products constantly to stay abreast of fashion trends.
SWOT analysis
The factors on which include both positive and negative variables, as well as internal and external elements can be called as SWOT analysis. Therefore, the following is an analysis of SWOT:
Strengths:  Employees and creators of Harrods are so creative and hardworking that they strive to offer high-quality items and services. Unique brands that are exclusive to Selfridges enable the company to grow (Lavecchia, 2018). It makes money by having fewer stores around the country and by having its diverse advertise program. The company is well known for its strong brand reputation and long history in the marketplace because of its large online inventory.
Weaknesses: As this firm does not own its apparel factory, its revenue margin is low. This is the main obstacle to moving forward or running a company in the UK, which has a limited number of locations where it cannot be expected to maximize sales and profitability, and its e-commerce capabilities aren't very good.
Opportunities:  Selfridges offers unique stocking companies and apparel. The UK shops operated by this company have superior visual marketing and improved online banking. By offering excellent online payment procedures, a company can both increase its income and efficiency(Cano, 2015). Moreover, it has the potential to open iconic stores in New York, Dubai, Paris, and Hong Kong, while also creating new modern concerns in clothing design.
Threats: Several competitors are entering the market with distinct brands that offer significant promotions and deals. The corporation's competitors are also offering superior services, which can be a threat to the company. For Selfridges to resolve this huge problem as soon as possible, it must do so as soon as possible.
[bookmark: _Toc88409754]Market segmentation, target, and positioning
Market segmentation: As well as the UK, this apparel has also been sold to international customers such as the United Arab Emirates, Canada, and South America, and Australia and New Zealand. UK clients are loyal to their favourite brands and have solid reputations in the marketplace for stylish products. Several capital cities and counties in the United Kingdom display their products at the entrance to their buildings.
Target market and positioning: The target customer for these items is stylish. Young adults in their late teens to early thirties have a good sense of what's popular in the market. Males and females are both sold the goods, with customers always looking for fresh and interesting patterns.
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An effective firm needs to integrate all four elements of the marketing mix. A part of the marketing mix that is expanded is essential for the organization.
Products: Selfridges displays its items in a manner that catches the attention of customers, especially those who are likely to be interested in purchasing stylish clothing at the retail store.
Price: Because the firm sells a wide selection of brands, the items are expensive (Castelli & Brun, 2010). As a result, Harrods has become a highly sought-after and expensive commodity. Its production capability, size, and brand value all play a role in its price.
Place: There is a wide selection of items available at various Selfridges locations. Many United Kingdom stores are located in neighbourhoods or towns, allowing buyers to purchase the best clothing products currently on the market.
Promotion: Marketers must present their goods in front of potential customers to achieve their goals. Off-Season Sales are a way that Selfridges advertises stylish apparel to shoppers via online banners that offer deals like buy two, get one free, or 45 per cent off selected items.
People: It all comes down to people when it comes to running a business. A highly qualified and efficiently-trained workforce is indispensable. While mid-level executives can make decisions on many aspects of the business, workers at lower levels are instructed and guided to help them learn responsibility and trust.
Procedure: In this situation, Selfridges demonstrates both efficient operational management and effective supply chain management to maintain high-quality items.
Physical evidence: Human resources are extremely strict when it comes to selecting candidates for employment at the company.
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There are many tasks associated with marketing that is needed to introduce recent manufacturing or expand the remaining ones (Hartmann, Wiertz& Arnould, 2015). In addition to forming a figure for the company and enhancing the standard of the brand, marketing also enhances profitability then efficiency.
Social marketing: The strategy enables marketers to change consumers' perceptions of their products and services. To market and promote products and services to residents in the community is considered the best method. These notifications can assist consumers in understanding the products' social goals and advantages by providing suitable texts and information about the products.
How Selfridges uses this concept: There are various social media platforms from which the company advertises its products, such as Facebook, Instagram, Twitter, Snapchat, and others, and the controller or IT analyst uses whatever means necessary to promote the manufactured product through online. As well, Harrods’s CSR obligation requires significant financial expenditures (Lavecchia, 2018). Rather than simply neutrally observing the target market, Selfridges establishes major goals for itself and monitors the market and the competition closely. Furthermore, the company receives useful material from them.
Branding: This kind of relationship is considered to be a way to establish standards within customers, which could lead to their loyalty to a product or service. An organization probably Selfridges may be able to maximize its benefit or income to a large extent by optimizing brand icons or value in its goods and services.
It is particularly beneficial when developing customer loyalty without knowing manufactures (Potgieter &Doubell, 2020). The shopping experience will also force consumers to buy from highly branded companies.
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For management of the brands and human elements at Harrods, the company uses concession models in which brands or retailers own their shop-in-shops (Neuvonen, 2016). By incorporating numerous brands into an existing manufacture row or introducing recent manufacturers into current trading, the company employs a multi-brand and manufacturer.
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Having applied Ansoff marketing strategy to their brand, every organization chooses the marketing strategy that is unique to their brands. A corporation's technique of product development allows it to launch recent items into recent trading (Holopainen & Toivonen, 2012). Especially in trading with better brand valued companies, Selfridges introduces new products to the market. Diversification is an important element of a company's overall marketing strategy because new products and brands can enter markets.
Relationship marketing
This type of marketing strategy is aimed at increasing engagement and network building within external stakeholders of the company. Direct marketing, service trading, then database marketing can all contribute to the restorative of business relationships (Belanche, Casaló&Guinalíu, 2013). In this marketing program, Selfridges increases customer knowledge, promptness, shopping, and customer faith by generating long-term connections; its goal is to boost customer engagement and faith through high-quality products.
[bookmark: _Toc88409759]Stakeholder engagement and their influence on the marketing activities of Selfridges
Stakeholder: Among the parties whose actions affect a business are a financier, buyer, spying and suppliers. Concerns have been raised regarding the company's judgment-building process (Erdiaw-Kwasie, Alam& Kabir, 2016). They have enough knowledge and fact, as well as few interiors then external data that they need to collaborate on to make a business-applicable judgment.
[bookmark: _Toc88409760]Internal and external stakeholders of the company
To make internal company decisions, interior stakeholders demand access to interior data. This makes it possible for a decision to be made emerged on the data (Cardwell, Williams & Pyle, 2017). Often, external stakeholders sentiment how decisions are made and how the merchandise operates outside the organization.
Selfridges' workers receive guidance from its director; everyone in the company being an internal stakeholder who makes decisions emerged on interior fact. In addition to exchanges or transfers of fact, they may also receive a message from a third party. Those who are external to the organization influence the judgment-building process on the outside, and need interior data to do so (Marques, Bernardo & Presas et al., 2019). Investors need external facts before investing, such as that available about Selfridges, before they can determine whether investing in the retailer would produce a higher return.
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To ensure efficient contact between the business and the stakeholders, a business with all stakeholders must be scheduled; during this meeting, all stakeholders must reduce the program response then scheme a convention appeal where they can give facts and make applicable business decisions (Fiore, Galati &Gołębiewski et al., 2020). Several methods of contact have been employed by Selfridges to receive facts then maintain an attitude of goodwill towards the company's goal.
External stakeholders influence the monitoring power as well as the operating judgment-building process in networks with high dispersion, helping the networks realize their potential. Taking decisions regarding the firm's actions is entrusted to the business or the owners, as they have the most influence over decisions (Lybecker, McBeth &Stoutenborough, 2016). Therefore, a firm's expansion is dependent upon the firm's owners making decisions regarding its actions. Moreover, as the merchandise grows, it is the investors' responsibility to help in maximizing the merchandise locally than internationally, where the stakeholder’s choice of which marketing plans are fostered and implemented affects the decision of what to advertise.
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This article concludes with the recommendation that trading would be tangible and distinct. In the United Kingdom, Selfridges is an apparel retailer that navel on the improvement then diversification of new products while placing association trading at the forefront of all craft challenges. A variety of periods and stages are viewed, with the example of Selfridges emphasizing the preface that trading plays. Lastly, stakeholders' roles have been examined.
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Since Selfridges is a casual clothes association, it would be excellent for this organization to navel on interior design, remodeling, and then modifications. Also, employees and staff's knowledge of current events, as well as company activities, should be improved. As well as social and cultural factors, technology trends must be considered. The value and reputation of a brand should be maintained by providing high-quality and consistent goods and services.
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