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Introduction
Marketing refers to a process of management being in charge of anticipating including identifying customers and satisfying them in order for making profits (cim.co.uk, 2020). This study will be critically analysing the processes of marketing as well as stages involves in promotion.  The roles of the mix of marketing will analysed critically. Further, the study will be using theories associated with marketing in order for supporting the discussion including examples from the industry of retail.
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Processes and stages of marketing including the role of the marketing mix
Marketing Processes
The process of marketing involves deliberate steps in series for helping businesses identify their goals and reach them. Setting objectives with goals as well as analysing the internal and external factors of business including planning of product along with progress tracking are involved in the process of marketing.
Mission
The very first step in the process of marketing involves identifying and understanding the mission of the company. The statement of the businesses explains about the existence of the business including the benefits it can offer to the consumers. As for example, the mission of retailer Sainsbury is to help consumers live in a better way by spending less (about.sainsburys.co.uk, 2020). However, in reality the statement of mission can be unrealistic as well as overly optimistic. Nevertheless, it still can act as the tool for communication.
Situational Analysis
The second step in the process of marketing involves evaluating the external and internal factors affecting the business, providing clearer and objective views concerning the business health.
Political factor like COVID-19 can negatively impact business revenue because of changes in the customer behaviour and chains of supply due to restrictions related with locking down city to control virus spread. As for example, retailerMarks and Spencer reported decline of revenue by 13.2% due to COVID-19 (moneycontrol.com, 2020).
Economical factor of increased rate of inflation by 1.1% in the UK negatively impacts businesses in the country due to increased rate of raw materials (ons.gov.uk, 2020). This results in increased price being offered by retailer Tesco which decreased consumer demand due to inflation (bbc.co.uk, 2019).
Social factor of changing habits of the consumers positively impact businesses it increases their focus over innovation. As for example, retailer Tesco partners with six different brand for bring innovation so that changing consumer habits can be satisfied (tescoplc.com, 2019).
Technological factor of advancement in technology positively impacts businesses by making it easier for them to carry out their tasks. As for example, retailer ALDI introduced light traffic technology for controlling the numbers of people leaving and entering their shop in order for maintaining limiting shoppers due to COVID-19 (essentialretail.com, 2020).
Analysis of PEST allows businesses in understanding wider environment of the business however, factors keep changing and it cannot be better always. Nevertheless, it makes the business aware about threats.
Plan for marketing
This step helps in defining the target audiences as well as sets goals which can be measured including identifying and setting the budget of marketing. This allows businesses to be proactive aligning their goals and vision with the plan. Chances are that the plan of marketing can lead towards faulty decisions if data analysis is not done properly.  Nevertheless, having plan for marketing means progress can be measured.
Developing the decisions for Marketing Mix
This step involves looking into the P’s of marketing so that product value can be conveyed to present and potential consumers. It even involves positioning the product including displaying the competitive advantages. This involves products with their features and packaging including branding and quality as well as warranties. Price involves discounts and value perceived with commissions and periods of payment. Promoting revolves around public relation and channels of advertisement including sales. Place involves channels of distribution including transportation and storage. This allows businesses to make decisions regarding marketing considered profitable making them become highly competitive as well as adaptable (teneric.co.uk, 2020). However, it does not consider the behaviours of clients. Nevertheless, it helps in providing guidance considered valuable for allocation of resources.
Implementation with control
Businesses at this stage ned to plan their actions with identification of ways and time. This step involves reaching consumers for informing them as well as persuading them regarding business offerings. Resources are required for marketing with organising people and responsibilities with creating a calendar for keeping track of their work and managing every goal details. This can help businesses in increasing their consumer base, resulting in increased revenue. However, chances are that business might be heavily dependent on workers and member’s loyalty and integrity. Nevertheless, it will help in simplifying the consumer shopping experience.
Stages of Marketing
Orientation of Production focuses over increasing productivity with control cost and making profits by increasing sales. This can help in lowering costs to consumers including economic of scales with efficiency. However, it disregards the needs of consumers the costs involved during set-up. Nevertheless, it has great focus over quality, embracing innovation and development of skills which can be beneficial to retailers.
Orientation of product has their focus over great product quality can have the ability of selling themselves. Businesses are inclined towards controlling and improving quality. This can lead towards increased profits due to higher sales of products with good quality. However, the approach results in low sales in the initial stages. Nevertheless, once the business becomes established, it can have solid based of consumers which can be beneficial to retailers.
Orientation of sales emphasises over clearance of stock including aggressive promotion and sales with greater focus over selling quickly in higher volumes for making profits. This can help businesses in retailing achieve immediate sales in short-term. However, the approach can risk the confidence of consumers and is not sustainable always. Nevertheless, the image of the brand can be enhanced and can appeal towards markets considered upcoming.
Orientation of Marketing involves planning as well as decision-making revolving around the wants and needs of consumers. This approach required everyone in the organisation to incline towards consumers. This can help retailers in increasing their sales as well as income including increases share in the market with enhanced consumer satisfaction. However, it is important to understand that this approach is highly focus over reacting towards the trends in the market instead of creating inclination towards the business offerings (publications.aston.ac.uk, 2020). Nevertheless, this approach can lead retailers towards innovation if they keep an eye on the needs of their consumers, resulting in continuous improvements concerning effectiveness and efficiency.
Ansoff Matrix Model allows business in enhancing their revenue through product development or by tapping in newer markets.Penetration in the market focuses over increasing sale of the products considered existing to present market of the organisation. Development of product focuses over reaching existing markets with newer products. Strategy of development of market focuses over reaching newer markets with present products in brand portfolio. Diversification focuses over reaching newer market with developed products and a business can stay in markets they are familiar with or can move into other markets. As for example, retailer Tesco started with groceries and moves into clothing and banking as well as mobile and magazine (tesco.com, 2020). The model can help the businesses move in specific direction
Communication Model of Weaver and Shannon states that sender starts communicating by sending a message orally or writing and can be body languages. Encoder coverts ideas to signals a can be computers or phone. Channel get the message from a sender including transmitter to decoder. Noise can interrupt the message understanding and they can be external and internal. Further, decoder helps in transmitting the message for the person receiving the message. Finally, receiver receives the messages and look forward for proving feedback. As for example, retailer Tesco plans their campaign for communication to persuade and inform including building relations with targeted consumers and key stakeholders to make them understand their objective and progress (tescoplc.com, 2020).
Marketing Mix Roles
The role of Marketing Mix is to identify customer requirements including understanding them, helping in learning how and when products or services can be promoted to consumers.
Products helps in meeting the requirements of targeted market including solving consumer problems. Businesses need to have clearer understanding about product details and the features including packaging and branding. As for example, retailer Tesco provides consumers with organic foods resolving the issues related with inorganic products (tescoplc.com, 2020).
Price refers to money paid by consumers for making a purchase and businesses offer various discounts and price list to consumers. Businesses need to consider their cost including over condition of the market and competitions for determining price. As for example, retailer Tesco improves their price of organic products, making it affordable for consumers, offering them healthy choice economically(tescoplc.com, 2020).
Place can be considered distribution centres and supermarkets including websites, offering consumers products for making their process of buying easy. As for example, retailer Tesco offers their consumers with online facility of shopping through e-shop which is convenient and quick including free home delivery and e-coupons (eshop.tesco.com, 2020).
Promotion is ways businesses interact with targeted audiences about benefits and values of products, educating and teaching them about benefits. This can include marketing directly including social platforms with paid searches as well as public relation and promotions of sales. As for example, retailer Tesco have offers considered special from buy one and get another free to fifty percent discount and save one-third, attracting consumers (tesco.com, 2020).
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Process of marketing is important for understanding the wants and needs including consumer demand. This helps businesses in approaching consumers in better manner and providing services considered suitable, helping in creating consumer satisfaction and building longer relationship. The stages of marketing need to be understood for having greater knowledge of how promotion works. Considering Ansoff Metrics and Communication Model of Weaver and Shannon helps in understand the philosophy behind marketing and connections. Further the mix of marketing helps in becoming highly competitive as well as adaptable to the market, helping in gaining competitive edge, fulfilling business objective.
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