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It is the basic foundation model for business. This particular concept is mainly based on the promotion price and also a particular place of business. In the case of the company Harrods The concept of marketing mix is extremely important for them for framing different types of company policies (Groysberg et al, 2018). It is a very important marketing theory that emerged in the early 21st century. For different types of multinational companies such a Theory has proven to be very useful and also very beneficial. The primary different segments of the marketing mix concept are to develop various types of strengths and try to avoid the different weaknesses for any particular firm. It tries to strengthen the company and increase its competitiveness and also helps them to become more adaptable in the Global competition. It also always ensures that the different departments of the company Work together in a closed manner for the overall productivity of the company.
There are 4 P's of marketing mix
Product- It mainly refers to the items that are involved in the satisfaction of the consumer. It primarily refers to the products that help in satisfying the needs of the consumer. This type of products can be either intangible or tangible in nature.
Price- It mainly points out to the amount which a particular customer gives for buying a particular product (Ruck, Welchand Menara, 2017). It can also refer to the sacrifices which a particular client can make for acquiring a particular service or a definite product within a frame of time. The segment of price is the only part in the entire marketing mix concept that mentions the value of the company. In case of a multinational brand like the Harrods the value of the price or the value of the farm is extremely high. Price can also include various types of considerations of the client values that are perceived from time to time.
 Place- It mainly refers to providing various kinds of access to different types of clients. It also considers giving suitable convenience for various clients. Different types of location decisions and also various types of marketing coverage are explained through the price concept (Li et al, 2020). In the case of a multinational company like the Harrods the importance of the place is extremely high. This is because the concepts related to assortments and warehousing and various types of logistics are also covered using the place concept within the marketing mix concept. The segment of place is the only part in the entire marketing mix concept that mentions the value of the place of the company. In case of a multinational brand like the Harrods the value of the place or the value of the farm is extremely high. Place can also include various types of considerations of the client values that are perceived from time to time.
 Promotion- This particular concept mainly mentions the various types of communications that happen in the field of marketing. It can include different kinds of sales promotion, PR and advertising. Different types of media strategy and the goal of reaching the ultimate target audience is covered through this particular concept that falls within the marketing mix strategy (Gillis and Krull, 2020). It also includes different types of promotions that are related to the sales and also different types of promotions that are related to direct selling of the product or the service.
 The idea of extending this particular marketing mix concept started many years back in the early 1980s and it was based on different kinds of theoretical works. However there are certain limitations of this marketing mix concept. For a multinational company of the stature of Harrods the concept of marketing mix is extremely important and highly helpful since it is used by the company management to frame various types of policies. These various types of policies have later proved to be extremely beneficial for the company in increasing the number of target customers.
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 This particular process of marketing segmentation it's mainly about dividing a big client or a major trade market rich in potential or existing customers into smaller groups of clients based on different types of characteristics which are shared in nature (Gillis and Krull, 2020). There are many different benefits of the marketing segmentation process. The multinational company like Harrod has used the marketing segmentation process to the best of its effect for generating a lot of profit in the entire global market. In segmenting the different types of markets the leadership group of big companies like Harrods often search for similar characteristics like similar lifestyles or common needs or even same type of profiles which are in terms of demographics. The ultimate objective of the entire marketing segmentation process is to point out very big segments which can prove to be extremely profitable in nature. These segments can also prove to be extremely useful in terms of potential growth and can generate huge amounts of profits for the company. It mainly assumes various types of marketing divisions that require various types of different marketing programmes (Pomering, 2017). These types of different marketing programmes can be based on distribution, promotion, offers, prices and also various other types of marketing variables that can vary from time to time. Though, marketing segmentation is mainly designed two point out the best and the most suitable profitable divisions but sometimes they are also developed to point out the primary segments in order to comprehend the purchase motivations and the various types of needs of the customers. However there are certain limitations of this marketing segment concept. For a multinational company of the stature of Harrods the concept of marketing segment is extremely important and highly helpful since it is used by the company management to frame various types of policies. These various types of policies have later proved to be extremely beneficial for the company in increasing the number of target customers.
[bookmark: _Toc89880500] Targeting in modern business
 A definite type of target market is mainly about a cluster of individuals who share certain common characteristics that of particular brand who were identified as potential clients for their different kinds of services and their different kinds of products. A market that has been set up on the basis of targeting is popularly segmented by income, location, range, age, demographics and also lifestyle. Indefinite kind of market that has been set up in terms of targeting can also be used to inform the various types of customers about the packaging, specifications and distribution of a particular product or any type of particular service.  The company Harrods also practises target marketing in various kinds of ways (Ramdhani, Ramdhani and Ainissyifa, 2017). This particular strategy or this particular practise has proved to be extremely beneficial for them for generating more target customers which in turn increases their overall turnover for the year. Increasing the overall number of customers or the overall number of interested customers who can be the regular or future customers for a particular brand is the ultimate target in the strategy of target marketing.
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It mainly refers to a particular brand that occupies the minds of various clients. It does so by distinguishing itself among the various competitors through the sale of different types of products and also through various types of brand awareness programmes (Yan, Li, and Cheng, 2020). Its main emphasis is on the innovative features of the particular brand to create a good image of that brand. The positioning in marketing is generally followed by the marketing mix concept. If a particular brand has already achieved a very good position then it is extremely difficult to remove that brand from that particular position especially in the global market. Hence, the importance of positioning is extremely high. In case of the brand Harrods the importance of positioning in the market especially in the global market is very high and very important. It has always tried to position itself properly in the global market to get ahead of their competitors in different markets across the world. The leadership group or the management group of this particular brand understands the importance of positioning itself in the global market very well and so they are spending a considerable amount of investment in trying to position itself in the top places in the global market. This particular strategy or this particular practise has proved to be extremely beneficial for them for generating more target customers which in turn increases their overall turnover for the year. Currently for them positioning has become a very normal or regular feature of their marketing strategy or their marketing activity (Thabit and Raewf, 2018). It is mainly about improving the ranking among the various types of competitors in the market in terms of services and also in terms of various types of products that they sell to the various customers in the entire global market. Boot Barn and Farfetch are other different multinational companies who are the competitors of Harrods. Harrods is trying to get ahead of them in global competition.
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 It mainly refers to different kinds of communications that are used for various types of marketing channels. It is mainly a type of business communication and a particular message for the required market or a particular market in general. It includes various types of sales blending, promotions and also different types of advertisements which can be also in the online forum. Promotion in the online platform of a particular product or any particular service also falls under marketing communication (Gautama et al, 2017). The marketing communication of the brand Harrods is extremely efficient and also very much effective. Marketing communication in an effective manner is an integral part of the strategy of this particular brand. This particular brand Good goes ahead so much because of proper levels of marketing communication which has been highly effective in nature. Marketing Communication is mainly implied by various types of business communication. It is mainly conducted to increase the overall sales of the products of a particular brand or a particular company. For effective Marketing Communication the different strategies of communication must be followed in an effective manner (Ruck, Welchand Menara, 2017). If the different strategies of communication are not followed in an effective manner then the marketing communication can never fulfil the ultimate target or the ultimate goal of increasing the sales of products in a particular company. This particular concept mainly mentions the various types of communications that happen in the field of marketing. It can include different kinds of sales promotion, PR and advertising. Different types of media strategy and the goal of reaching the ultimate target audience covered through this particular concept that falls within the marketing strategy. It also includes different types of promotions that are related to the sales and also different types of promotions that are related to direct selling of the product or the service.
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Marketing communication is a very strong tool using which the sales of products of any particular company or brand can be increased to a very huge extent (Graham et al, 2017). This tool is often used by various types of companies for increasing their overall turnover or their yearly turnover. There are many different types of marketing communication processes and any particular brand or any particular company always strategizes on which particular marketing communication process is best suitable for their own company. The best possible marketing strategy is used along with the best possible marketing communication process for overall increase in the turnover of a particular company full stop in case of a company like the Harrods It is no exception. It is mainly conducted to increase the overall sales of the products of a particular brand or a particular company. For effective Marketing Communication the different strategies of communication must be followed in an effective manner. If the different strategies of communication are not followed in an effective manner then the marketing communication can never fulfil the ultimate target or the ultimate goal of increasing the sales of products in a particular company.  Before selecting any definite kind of marketing communication the leadership group must be very clear about which particular process can be used to increase the sales of the company. Any communication in the digital platform is a very important part of the online campaigns regarding sales.
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