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The file is on the topic process and stages of marketing which includes the role of marketing mix. Marketing is an evolving strategy in corporate which focuses on defining a customer target segment for the organisation, promoting the product between them through various channels and creating product differentiation and studying market factors which can influence the product sales. The study takes in consideration retail industry and how it goes through various stages in marketing with emphasis on marketing mix.

[bookmark: __RefHeading___Toc69333934]Process and stages of marketing
Marketing involves these five stages in itself:
a) Mission: The sole purpose of existence of the company is defined in the mission. The mission can be to become a pioneer in customer driven retail industry with supplying best quality products and gaining popularity and profitability for itself as well as shareholders. The mission statement has to be aspirational, inspiring and motivating for staff and also inspiring for customers. The mission statement defines the company’s strategy, influence over business and public perception of the organisation. The mission statement has to be one which unifies the team to work together to meet the objectives (Hemonnet‐Goujot, Manceau and Abecassis‐Moedas, 2019).
For instance, Sainsbury, a retail giant in grocery has the brand motto ‘Live well for less’. This reflects the company strategy in product pricing to be less and affordable while company maintains the quality of products. It has also launched its new mission ‘Helping everyone eat better.’ This will be shared with colleagues and customers to signify what this means for them.

b)Situational Analysis
The second step is to evaluate internal as well as external factors which affect the business and market. There are organisational as well as macro-economic factors who can influence the market and the company to bring changes in its strategy. These factors can be assessed by doing a SWOT analysis, using 5 Cs model and a Pestle analysis. A SWOT analysis can be done as follows:
A) Strengths: It relates to the presence of a company in number of stores, how well the brand is received among customers, the number of employees working in the company and the diversification of consumer products in the company. It also relates to the product differentiation which makes a product superior to others in the market (Vassileva, 2017).
For e.g.: Sainsbury has a large presence in UK of retail and grocery stores. It has done product diversification in personal care as well as household products. Its employee presence is one of the largest in UK. Its low price strategy for the products has worked well and has made a customer segment of its own.
B) Weaknesses: The weakness of the organisation can be its underperforming in some of the product segment , the company has to analyse the same and find out ways to remove the weakness. Sainsbury is facing rise in prices of logistics and thus it has to find a way which can shorten the length of distribution channel and save costs to maintain its strategy of low pricing.
C) Opportunities: These are the markets where company can enter as a new brand, company can expand its branches and also do a product or business diversification as per the need and success chances of the same. Company can also enter in collaboration with other brands to grow the business by the strategy (Hemonnet‐Goujot, Manceau and Abecassis‐Moedas, 2019).
Sainsbury has opportunities to enter into rural markets, where people have now started purchasing branded products with a rise in income and thus expand its business in a new market.
D) Threats: These are the problems coming in company’s way of business like competitor’s strategy, changing regulations in the market, threat of low priced substitutes etc. which can cause market share to fall.
Sainsbury faces competition from other retail companies and has to innovate and give better services to customers to wade off this threat. Also, it has to be aware of entry of new entrants in the market. These measures are to be taken to maintain market share.

5 C Analysis
	
	Company: The product lines have to be checked on how successful they are. The company’s image in the market place has to be analysed. The effectiveness in achieving the goals has to be measured. It is analysed how the company’s culture affects performance and how it can be measured.
Customers: The audience and the market size has to be found out. It has to checked how the customer base is growing. The motivation for the customers to buy the product or service is analysed. The sales trends are seen overall and the change in buying process is judged.

Competitors: The competitors have to be found out whether they are direct, indirect or future ones. Their product ranges and market shares have to be found out. It has to be analysed how the competitors are positioned in the market. The strengths and weaknesses of the competitors have to be found out. Their product differentiation techniques have to be found out and studied.

Collaborators: It has to be known who the suppliers are in the company, who are the distributors, and the partners. The stability of the business and how the business has been affected also has to be seen (Vassileva, 2017).

Climate: The rules and regulations of the government which affects the market has to be analysed. The economic factors which are influential are to be judged. The trends which influence the customers are to be studied. The impact of technology on the demand for product and advantage over competitors is seen.

PESTLE Analysis
Political
The political factors can be the changing governments or the stability factor in the government rule over the country. The factors like tax rates , government’s decision over commodities and fuel rates all have an impact on the corporate decision-making. Corporate form their short term as well as long term policies based on governments (Keegan and Rowley, 2017).
Sainsbury can be affected by the change in governments at UK. It has to keep a watch over change in tax slabs to check on the revenue and the government’s policies towards the retail business.


Economic
The economic factors like stability in the economy, interest rates, inflation etc. have an impact on the company’s business. Interest rates being high will lead to a lessening up of loans and will reduce money in the market while an opposite policy will help in more circulation and business expansion. If inflation of raw materials is high, it can affect the final goods’ price and thus the company strategy also. The stability in the economy can also affect the business of the company.
The retail industry was affected by the economic downturn in UK.

Social
The demographic factors prevalent in the country like the age of the customer segment, income and the buying habits all are social factors which influence as the macro economic factors (Keegan and Rowley, 2017).
	Sainsbury has carefully monitored the social factors like there is a buying spree in bulk one the customer sets out for shopping. Sainsbury sensing this has diversified in household and other personal care products apart from food products which has earned revenues for the company. The retail sector has seen this diversification happening in other brands too.

Technological
The technology in retail has seen companies going online in their business with increase in online shopping by customers. Also, there has been a feedback section launched to take care of customer grievances and compliments on the website.
	Retail industry has seen a growth in e-commerce. Some companies like Sainsbury have registered growth in online sales double than before.

Legal factors
The laws governing the country’s retail sector influence the company’s working such as labour laws, weekly wages to be given, law on purchase and sale of commodities etc. all influence the organisation.



Environmental factors
The factors such as the carbon emissions given out by the organisation, its social responsibility towards environment, the sustainability image count here. The organisation has to cut down on carbon emissions through alternative methods implementation of energy (Babayev, 2018).
	Many retail organisations have vowed to cut down on carbon emissions and go for renewable sources of energy.

c)Marketing Plan
The marketing plan has to be made after doing the segmentation, targeting and positioning analysis. The segment of customers with regards to the geographical , demographic factor, psychological and behavioural factors studied help know them better. Company can then target over a segment which can be the main buyer for company products. The step of positioning will be differentiating the product and the store in a way which customer finds unique and appreciable over other brands. The budget is to be then set for the marketing plan with reasonable goals to achieve over a period of time. Also, it has to be seen how the competitors can respond to the plan for instance, launching organic food products for healthy eating customers to increase revenue by 20%.

d)Marketing Mix
It consists of 4 Ps to be focused on:

Product: It talks about the company’s offering to the customer over which the business is built. A diversification in the same can generate revenues for the company while reducing risk (Thabit and Raewf,  2018). 
	Retail stores keep a diversification in products as the general norm nowadays.

Price: The pricing tells which customer segment company caters to. A reasonable price range  will gather more customers, there is also a premium range of products for customers who can afford to pay more for better quality. 
	Sainsbury keeps a low pricing as its customer segment is middle class.

 Place: This is the place where company sells the products. A company having a strategic location will gather more customers and ambience and customer service is what defines the factor place. 
	Retail organisations have a good layout in terms of ambience which influences customer and a good sales service.

Promotion: The product is promoted in different ways through online and offline mode. The advertisements are based on the customer segment as target market (Thabit and Raewf, 2018).

e)  Implementation and control
This factor checks out through key performance indicators how well the marketing plan is implemented and what are the returns being received on it. The plan is monitored as to whether it is performing under budget constraints and meeting up to the budget constraints or not.


[bookmark: __RefHeading___Toc69333935]CONCLUSION
It can be said that process of marketing is a detailed process which helps a company realise its target segment and its potential to come up realising its internal and external strengths and weaknesses and make decision making based on these with successful monitoring to realise the goals.
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