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Introduction
Marketing is the management process encompassing identification, anticipation and satisfaction of consumer needs with profitability. It is an integral function of any business entity. With the present globalised marketplace and numerous competitors, marketing complexity has increased. As such for an organisation to survive, following the best possible marketing process is paramount. The marketing process is inclusive of marketing strategies, market segmentation, and selection of an ideal target market, positioning and selection of the best marketing mix. This promotes customer retention and loyalty consequently increasing sales volume and profitability. The essay highlights the marketing process and the marketing of Marks & Spencer, a company in the industry of retail of garments in the UK.
Processes and stages of marketing including the role of the marketing mix.
Marketing concept: is the theory that holds that organisations must understand needs of their customers and come up with strategies to meet them better than competitors. It encompasses goals and objectives setting, internal and external business factors analysis and product panning among others (Kotler, 2019). 
The marketing process is a wide concept pivotal for any organisational success. There are various activities involved in the marketing process inclusive of; product designing, prices fixing, strategies formulation, advertising and promotional activities (Scott and Walker, 2017). It is mandatory for all these activities to be combined in the right way and effectively conducted for achievement of a best marketing process and business success. All the activities combined form the four key elements of the marketing process (Armstrong, et al 2018).
Research: entails analysis of the present market situation and the impact of the market trend on a product before product launch or development. As such it market research is the initial most crucial stage of the marketing process (Philip and Kotler, 2020). Marketing research is inclusive of identification of the exact market needs, preferences of customers, the organisational strengths, weakness, opportunities and threats of both internal and external market situations. Market research equips an organisation with vital information critical for target market selection and product positioning among other important decisions (Armstrong, et al 2020).
Strategy: encompasses identification, planning and framing of the policies and procedures of the conduct of the marketing activities after market analysis through research. Strategic formulation relies on the SWOT analysis of the company and it is aligned with the objectives of the business (Kotler, et al 2016). Strengths and weaknesses are internal factors as such controlled by the company while opportunities and threats are external factors for instance competitors and interest rates in the market. SWOT analysis is vital as it helps an organisation reveal opportunities to venture into besides being aware of threats in advance and addressing them thus remaining competitive. The primary roles of strategies are gaining of competitive advantage, customer base increment and increased market share (Kotler, et al 2017).
Planning: is another essential element which aids in organisational goals identification. Planning entails a wide scope of activities inclusive of sales forecasting, financial requirements, communication strategies, personnel requirements among others necessary for future organisational achievement (Armstrong, et al 2018). 
Tactics: these are short term plans employed by an organisation with an aim of attracting more customers and increasing the market share consequently increasing the profit margin (Philip and Kotler, 2020).  The tactics are guided by short term objectives set by the organisations. For instance aspects such as seasonal prices reduction, discounts and offers are promotional tactics aimed at maximising sales thus increasing profitability.
In the present day the relevance of the marketing orientation approach is gaining its visibility as opposed to the product approach as it was the case for decades. Identification of customer needs and preferences is the primary motive in the market oriented approach (Kotler, et al 2017). Prior identification of customer needs and preferences ensures products and services delivered will fulfil the needs of the customers. Customer requirements and preferences determines strategic formulation, market planning, product launch and implementation. 
For any organisation to be customer focused, it must first identify and research the customer needs and wants. Followed by studying of the research output to pin point areas that need improvements in the current market process. The third aspect is ensuring of customer satisfaction through product launch (Scott and Walker, 2017). These results to customer satisfaction leading to improved sales volume and profit margin. On the downside extensive market research is costly besides it is impossible to meet all customer needs. Lack of predictability due to variations in customer needs over time is another obstacle (Blythe and Martin, 2019).
Both the micro and macro environment have a major impact on the marketing process decisions. The micro environment consists of the internal factors which an organisation has direct control over them (Baines, 2018). They influence marketing decisions and marketing strategies. For instance employee work efficiency and motivation determines the successful conduct of the marketing process. The macro environment on the other hand comprises of external factors as such an organisation has no control over them. They fluctuate frequently hence an organisation has to do a PESTEL analysis to determine their impact on the business (Jordan, et al 2019). Political factor analysis enables an organisation understand the state laws and regulations and their impact on business functioning. The economic factors for instance the current financial crisis due to the Corona pandemic effects business operations of an organisation. The social factors inclusive of demographic and cultural changes affect business choices and marketing activities. Technological factors for instance the latest changes in technology impact the marketing activities (Clow and Baack, 2017).
Market segmentation is a crucial marketing process whose choice by an organisation depends on the type of product, business objectives, market forces and type of industry among other factors (Kotler, et al 2016). Market segmentation entails the grouping of markets to enable an organisation select the best segment and attract customers in the market segment. 
There are various classifications for market segments geographic, demographic, behavioural and psychologic (Blythe and Martin, 2019). Demographic segmentation is based on factors such as age, gender, occupation and family size among others. The customer reaction to the product is based on the demographic variables as such it is the most used segmentation by organisations. Geographic segmentation the market is divided into different geographical units. Behavioural segmentation is based on the response of the customers towards a product. Psychologic segmentation on the other hand is based on values and interests along with the peculiar personality traits of customers (Baines, et al 2017). Selection of an appropriate market segment is crucial for marketing strategies success.
Selection of the target market by an organisation is based on several marketing strategies. There are three major targeting strategies suitable for various companies in increasing customer base. With undifferentiated targeting an organisation chose the entire market as one and there are no individual segmentations (Armstrong, et al 2020). The product is launched on a large scale as such it is ideal for companies with less competition. Differentiated targeting an organisation chose various target markets and apply the marketing techniques based on the market research and consumer preferences of that particular market (Baines, 2018). The concentrated targeting on the other hand which is the most ideal for a midsized company like Marks & Spencer, the company chose a particular niche market and concentrate its marketing efforts solely in the market segment. Better understanding of customer needs leads to increase sales and profit margin.
Positioning is the measures of a product that makes a place in the customer minds. A better product will be positioned in a better way in the minds of the customers. A product with a strong position attracts customers enhancing customer retention and loyalty (Clow and Baack, 2016). Identification of competitive edges in the selected target market is crucial as it enable the company to know how and when to position the product in the selected target market. After selecting the target market and positioning of products Marks & Spencer Ltd has to utilise effective communication and distribution tools to position the products effectively in the market Baker and Saren, 2016). Positioning of products is based on the target market selected. Employment of various marketing tactics and promotional activities by Marks & Spencer will ensure its products are deeply in customer minds. This ensures increase in brand image and customer loyalty (Blythe and Martin, 2019). 
Consumer behaviour is another vital aspect of the marketing process. It keeps changing under different market conditions and number of competitors (Kotler, 2019). The increase in number of competitors offers customers variety of choice thus, making it difficult for customers’ loyalty to a particular company’s products. As such studying of buying behaviour of target market is paramount for the success of Marks & Spencer Ltd.
Target customer identification is an important element of the marketing process. It makes marketing focus more effective and increase the effectiveness of marketing policies. The marketing mix forms the base for the product presentation to the public (Adams, et al 2019). The marketing mix consists of four P’s Product, which entails the actual product offered by an organisation. Price, in which an organisation determines the appropriate pricing for the product. Place, which entails ensuring availability of a product in the market. Promotion, which encompasses efforts made by an organisation to ensure a superior product position among the customers.  
Product development is a challenging aspect in the complex and competitive globalised marketplace, with numerous competitors and diverse consumer needs and preferences. Consumer needs and wants have drastically changed due to improvements in technology. As such companies for instance Marks and Spencer Ltd must develop products that ensure sustainability in the competitive world (Jordan, et al 2019). Companies with a competitive advantage enjoy the superior revenues and more sales. Marks & Spencer Ltd has focused on product development to attract customers to gain a competitive advantage for a longer span. The product development strategy entails either development of a new product or addition of some new features to an already existing product to increase attractiveness for new customers. Before product development the idea must be well researched and evaluated to ensure it contributes to sustaining the company’s competitive advantage (Clow and Baack, 2017).
Effective distribution of the products in the market is the most important element of marketing. The distribution of the product must be efficient so as to reach customers on time. Marks & Spencer Ltd focuses on the positioning and pricing of garments besides having stores at prominent locations for easy accessibility of products by customers (Adams, et al 2019). Products distribution depends on the demand levels of the products at different geographical locations. To avoid unavailability Marks & Spencer Ltd ensures the products are at the stores before promotion or advertising. 
The pricing policies of a particular company are based on the objectives of an organisation. The value of the product and the cost of manufacture determines the pricing of a product. Promotional activities costs are also inclusive of the pricing of a product. There are various types of pricing policies Baker and Saren, 2016). Marks & Spencer Ltd for instance adopts the penetration pricing policy where by it offers its products at a lesser price than its competitors. The target customers, expected profits and cost of production are some of the factors that are considered in the pricing strategy. The pricing policies reflect the organisational objectives and market conditions.
The promotional activities encompass the efforts by a company to communicate with its customers for product introduction and influencing sales of the products. There are numerous promotional activities used to promote products and the company brand (Clow and Baack, 2016). Advertisement is one such activity which can be done through online or print media or TV commercials. Marks & Spencer Ltd uses point of display strategy which entails placement of the products in the showrooms for display by the company. 
Conclusion.
The essay has elaborated that marketing process is essential for any organisational success through selling and marketing its products. The essay highlighted the concept of marketing and its crucial elements such as research, strategy, planning and tactics vital for increased customer base and sales. Analysis of business environment is paramount for market segmentation, targeting and positioning strategies to be appropriate in different situations. Marketing mix encompassing Product, Place, Promotion and Price is pivotal in the marketing strategic formulation. 
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