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1978, James Dyson founded Dyson Limited, a British technology business. Vacuum cleaners, hand dryers, air purifiers, bladeless fans, hairdryers, heaters, and lighting are among the products it creates and produces. Dyson employed about 12,000 people globally as of February 2018 (Dyson UK | Official Site, 2021). Dyson officially confirmed in January 2019 that it would relocate its head office to Singapore to rapidly increase production for its electric vehicle (EV). The move happened after declaring that Asia commerce would be their primary focus, even though the firm was dissatisfied with EU/UK governmental restrictions; moreover, the EV system ended on October 10, 2019. James Dyson acquired a Hoover Junior vacuum cleaner in 1974, but it lost suction after a while. Dyson was frustrated, so he evacuated the waste bag to attempt to re-establish suction, but it didn't work (Anon 2018). He saw a coating of dirt within the bag when he opened it to inspect, obstructing the tiny material mesh. Afterwards, Dyson worked on his ball barrow at a firm he had started (but no longer carried wholly), "To inspire a new generation of engineers" is Dyson's mission statement. It gives young people equipment, money, in addition, mentoring so they may work on issues first-hand as well as understand how to fix them.

[image: ]Product strategy
A product strategy is a comprehensive plan outlining what a company aims to achieve through its product and how it intends to achieve it. Whoever the product would represent (personas), the question is how this will help those personas, and the firm's objectives for the product's life should all be addressed in the strategy (Dyson UK | Official Site 2021). Dyson Ltd. now offers a broad array of products, including vacuum cleaners regarding innovation and hand dryers that are fast, energy-efficient and NSF global-certified hygienic. Furthermore, the advanced technology behind the new products is safe and straightforward to clean air or control noise levels such as fans without blades or grills that make no uncomfortable noises (Juska, 2017). Dyson’s vacuum cleaners stand apart because of a wide variety of intriguing features added to the main product. 
The ball technology, respective the Root cyclone, gives more fantastic flexibility and provides greater effectiveness on all floor types. The cleaner is qualified Asthma pleasant by the Foundation of British Allergy, making it suitable for Asthma and allergy sufferers; the cleaner has a lifelong HEPA filter and bagless innovation, which means no added expenses over the machine’s life. Special vacuum cleaner attachments, such as an allergy kit, up top tool, groom tool, obstinate dirt brush, mattress tool, and so on, add to the product's value (Kotler and Armstrong, 2016).
 Dyson’s vacuum cleaners provide fascinating features and come with 5-year parts plus a labour warranty on upright and cylinder vacuum cleaners and a 2-year warranty on portable vacuum cleaners. Customer support service is within reach seven days a week, then the whole line of vacuum replacements and accessories includes a 12-month warranty.

[image: ]The customers review the product positively, and they mention the product's packaging interestedly. An online platform is a new technology that allows users to talk to Dyson specialists about their problems. Furthermore, the unique and practical placement of the customer service number on the equipment instead of user instructions demonstrates the firm's strong customer focus. The firm's Ball Technology helps the devices to move quickly around the home's furnishings and areas. The ball spins in every direction with only a tiny wrist motion. It has a reduced centre of gravity, which maintains the vacuum upright regardless of how much it is pushed or dragged (Leo, 2017). Dyson redesigned the products to eliminate the need for a bag. He allegedly moulded hundreds of prototypes before developing his cyclone-suction, bag-free system. Through a mix of translucent and bright-coloured plastic, he based upon the engineering idea evident to the user.

Price strategy 
Price is the monetary worth assigned to a good or service, so it is the consequence of a complicated combination of statistics, research, or comprehension and the williess to take risks. Segments, market circumstances, capacity to pay, input costs, trade margins, and competitor activities are just some of the factors that go into establishing a pricing strategy. It is aimed at a particular set of clients and competes with them. Dyson's vacuum cleaners have a 'product line' pricing structure, which means that various machines in the vast product range with distinct characteristics are priced differently (Dyson UK | Official Site, 2021).
[image: ]Vacuum cleaners of Dyson are often expensive, ranging from £99 to £340. The price of the Hairdryer of Dyson is £299.99, and the Corrale straightener of Dyson is £399.99; also, Airwrap styler Complete of Dyson is £449.99 (Matthew Beedham, 2020). 
James Dyson had been brilliant, aiming to make his innovations very distinctive. He outspokenly styles his vacuum cleaner by emphasising the imperfections of his peers by using partial vacuum of the pouch, upright vacuum, which comes with a somewhat hefty price tag. It helped him be distinguished, and his brands remain out from others; due to the price tag, users still accept his brand as good enough to justify e despite his straightforward tactics.

[image: ]He persuaded clients to purchase a high-quality, cutting-edge product (Kotler and Armstrong, 2016). His tactics were straightforward: he convinced clients to acquire a more effective, advanced product. Regarding the market concerns and opportunities, the vacuum cleaner of Dyson is an example of technical progress. Customers incorrectly consider Dyson as one of the most excellent vacuum cleaners on the market today while choosing the most appropriate vacuum cleaner which will last longer.
Place strategy
A service's or product's place strategy is critical to its marketing mix. To acquire market share and brand purchases, a firm's location strategy describes where and how its commodities can occur. Pick a location that is both handy and near to the target market. Whenever businesses pick a place to deliver their products to clients, the commodity must locate near the target market (Matthew Naylor, 2019). The inventor of Dyson carried out comprehensive research and a study about the market; also, after making a few tweaks to his design, Dyson was ready to distribute his goods. However, after trying to sell his initial product in the UK market, he turned to the only available sales channel for Kleeneze, a mail-order catalogue (Dyson 4Ps of Marketing to Transform Product Disruption to Domination – Olayemi Odigie: Human Resources Management, 2021).
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Dyson demo store
The Kleeneze Rotork Cyclon might be considered the first Dyson vacuum to be marketed publicly, with only roughly 500 units sold. The Dyson brand hosts events to allow consumers to experience new items before ordering. This marketing tool enables the organisation to fully use its unique selling qualities rather than depending on marketing efforts to do the talking. Therefore, Dyson Air Multiplier has a restricted distribution, accessible only via the firm website by clicking retailers, to retain the product's premium status. Not deterred by manufacturers' rejection of his idea, Dyson successfully established distribution channels in Japan for his new model, the G-Force. He seemed to be successful primarily due to his ability to grab the industry is growing rapidly with his well-thought-out designs. Dyson quickly dominated the industry upon his arrival to the UK and eventually controlled America (AG, 2021).
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Dyson's vacuum cleaner is sold in over 65 countries, giving him a fierce rival in the market. The vacuum cleaner of Dyson is currently available worldwide through various distribution channels. Dyson began his marketing methods by concentrating on a market segment that did not exist, converting non-users to users by giving options to other small users. He launched new complex products to compete with his rivals, delivering a unique cyclonic vacuum cleaner. Whenever consumers buy online, the shipping price is waived (Yang, 2020). This expansion has been fuelled by new goods, a worldwide footprint that spans more than 50 nations in which Dyson sells its products. Dyson developed a symbolic value and steadily acquired market share by outpacing other manufacturers and establishing himself as a prominent branded version in the US market.

Promotion strategy
The approach and techniques businesses use in their marketing plan to generate demand for their product or service are part of the promotion strategy. This tactic is an essential part of the marketing mix, and it includes marketing communication to educate target consumers about the relative qualities of goods, products, businesses, or problems. By arranging events, the company enables consumers to test new items before purchasing, allowing the organisation to use the unique selling qualities of each product in their range, rather than depending on marketing efforts to speak for itself (Wang, Hu, and Liu, 2017).
[image: ]They systematically distribute their stories via the press, internet media, and internal communications, working directly with top stakeholders to create their reputation. Their high perceived aids in their company’s growth determined indirectly marketing new technology and positioning Dyson as a desirable place to work. Most products of Dyson marketing were mostly television commercials in which he can be seen modelling his items; for him, this is an outlet for proudly presenting his creations, which he says is what distinguishes the business from others. The firm's target market share earmark people who appreciate technologically sophisticated items that meet or surpass quality standards, as the firm is a highly inventive corporation. 

[image: ]Compared to promoting simply in magazines and other avenues that may be easily overlooked, Dyson displays what his goods can achieve by trial running the device on television to inquisitive possible consumers (Kotler and Keller, 2016). Dyson is rising in sales growth nowadays, so he invests in employee training to endorse the firm's ethical approach. He established the Dyson School of Design Engineering to encourage younger inventors, run by the James Dyson Foundation for charitable purposes. While Dyson is no longer the one modelling his items as he once did, the public may still witness his creation via different forms of advertising. He then established a supply network, including new manufacturing facilities in the UK. And his first clear containers vacuum cleaner was such a hit that it was imitated by other producers and became the best-selling vacuum cleaner in Britain within 18 months (Yang, 2020). Therefore, the firm's success can be attributed to his efforts to promote the quality and design of his product lines. Moreover, he focused on consumers' needs and resolving issues that other manufacturers have overlooked or failed to recognise, as he (James Dyson) puts it: "As engineers, we do anything about the goods that don't work correctly."
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