Executive Summary
To help Morrisons become a global company, it is paramount to analyse where it currently sits in the british retail industry, leverage their capabilities and modify their strategic vision from local to global.
Price is critical in consumer’s choice of product (Fernie, 1997). Yet, Burt, and Sparks (2003, p.237) argue that other factors such as quality, convenience, location and services also influence consumer’s choice of retailer. 
Online grocery represents a challenge for retailers. The market share of Morrisons is 10.0%.
PESTLE, Porter’s five forces and SWOT analysis were conducted to assess the british market. 
When undergoing internationalisation, Morrisons must observe which strategies companies such as Walmart and Tesco utilised.






[bookmark: _Hlk92312439]Introduction:
Morrisons began operating in Bradford in 1899 and was founded by William Morrisons. Nowadays, the company has 497 supermarkets, 118,000 employees, and several online delivery channels in the UK. The company is the 4th largest grocery retailer and the second largest food manufacturer in the UK (Morrisons, 2020).
This report presents a critical assessment of the environmental conditions in which the organisation, Morrisons, operates and their impact in the company at a macroeconomic and microeconomic level. Macroeconomy analyses national economies and microeconomy analyses economies at an individual and business level (Morrison, 2020, p.117).
Furthermore, the grocery retail industry in the UK is analysed. Also, the competitive factors that play a role in the microeconomic decisions of the company are highlighted. Also, an evaluation based on the UK retail industry through Porter’s five forces is described. 
Moreover, an examination of other retailers and their success strategies is presented, and next steps are recommended for Morrisons based on those results. 
A SWOT analysis was developed to help determine which are the main sources of competitive advantage for Morrisons. Afterwards, a proposal of recommendations that include the leverage of their key advantages, steps to address the opportunities and proposed actions to nullify the threads with the ultimate objective of internationalising the company.

The global economic environment comprises globalisation and diversity in national economies, and it involves the activities performed by people, companies and government in a national territory (Morrison, 2020, p.117). 
Śmigielska and Oczkowska (2017, p.175) highlight that retail trade needs to develop global strategies to sustain competitive advantage.
To help Morrisons become a global company, it is paramount to analyse where it currently sits in the british retail industry and what strengths, weaknesses, opportunities and threads it has to leverage their capabilities and modify their strategic vision from local to global.

[bookmark: _Hlk92312450]UK retail industry
The retail sector incorporates the business activities involved in the transaction of goods that customers use for their personal use. The retail industry tends to exhibit lower valuation problems than other industries such as manufacturing or service industries. Also, there is higher comparability between firms (Abdou, et al., 2012, p.151).
There are challenges in the industry such as customers without time to shop, low profit margins and high expectations by customers (Vaja, 2015, p.22). 
Price is a critical factor in consumer’s choice of product (Fernie, 1997). Yet, Burt, and Sparks (2003, p.237) argue that whilst price is important, other factors such as quality, convenience, location and services also influence consumer’s choice of retailer. 
Retail output was £97.0 billion in 2020. Retail sales decreased significantly due to lockdown restrictions. Sales recovered in April 2021 after the non-essential stores reopened (Hutton, 2021).
According to ONS (2021a), retail sales increased 7.2% in November 2021 in comparison to pre-coronavirus levels in february 2020. However, grocery retail sales declined 0.2%. Also, retail sales online decreased to 26.9% in November 2021. This has kept a declining trend from its highest point in february 2020 when these accounted for 36.8% of the total sales.
Despite being the lowest online spending since march 2020, it is still higher than pre pandemic figures which were 19.7% in february 2020.
One can argue that the pandemic has accelerated the online grocery market. However, as the lockdown eases, then customers return to supermarkets and decrease their online spending.
E-commerce:
Morrisons’ online grocery service grew. However, before the pandemic, online buys were only 5% of total groceries sales as customers did not prefer to pay for delivery, the slots were difficult to accommodate, and they had no control over the quality of the fresh products. In addition, the supermarkets had the added charges of picking, packing, delivering food, and the temperature whilst delivering. Also, it takes several years to generate a profit, an example is that Ocado only became profitable after 15 years of operation (Johnson, et al, 2019, p.361).
Some of the challenges that e-grocery retailers have are logistics efficiency, the treatment of the perishable products, the volume of the shopping basket, the product offerings, the market reach, and the leverage of both online and offline channel (Mkansi, Mand Nsakanda, 2021, p.1). 
Fernie, Sparks, and McKinnon (2010, p. 908-910) add that other challenges could be efficiency, flexibility and sustainability. Efficiency as the cost of fuel and the value of the pound have increased prices which directly affects demand. 
Flexibility: Fernie, Sparks, and McKinnon (2010, p. 908-910) argue that a heightened focus on efficiency could lead to a lack of flexibility that might impede companies to adapt to current trends. Therefore, it is crucial to allow high levels of flexibility throughout a supply chain. The UK grocery sector was strained due to panic buying and stockpiling of customers amid the pandemic (Nicola et al, 2020). It led Morrisons to shortages in products and all retailers had to quickly adapt to the expansion of online food delivery due to excessive demand. It also forced the company to hire new staff to develop this. One could then state that Morrisons has been flexible and has adapted quickly to market trends.
- Sustainability: Government policies to decrease pollution have been a constant since the late 90’s (Fernie, 1997). Retailers have more pressure than ever to address climate change and environmental matters in their operations. Ruiz-Real, et al. (2019, p.1) affirm that sustainability is key and that it has developed into being a source of competitive advantage for retailers.
One could outline that it is important that Morrisons focuses on being efficient, flexible and sustainable to increase their competitive advantage.  

[bookmark: _Hlk92312482]Grocery industry competitiveness
The UK retail grocery industry is oligopolistic (Burt, and Sparks, 2003, p.237). The industry has shifted their advantage towards them to the detriment of the consumers and the suppliers (Burt, and Sparks, 2003, p.237). 
According to Kantar (2021) as of november 2021 the market share in the UK grocery industry is Tesco with 27.7%, Sainsbury’s with 15.4%, Asda with 14%, Morrisons with 10.0%, Aldi with 7.9%, Coop with 6.1%, Lidl with 6.4%, Waitrose with 4.9% and 4 others with 7.6%. Aldi has been increasing market share in the last 10 years with their low-price strategy and copycat copies of retail products (Kotler et al, 2019, p.556).

The competition in the UK grocery industry has shifted as there is strong importance on competition that is not solely based on price and imitation of offers of similar products (Burt,Sparks, and Teller, 2010, p.14). Moreover, it is crucial for retailers to direct their marketing activities towards acknowledging the value of the brand of the company. Therefore, Morrisons needs to utilise strong branding as the retailers sell similar products, and build trust through innovation.
Brand trust needs to be sought through innovation and packaging of products. Morrisons has known how to take advantage of this feature as they link their history and their fresh food offer with their brand strategy using the market street which means that the stores resemble a small-town english market (Guo, and Wang, 2019).

[bookmark: _Hlk92312490]Pestle analysis
The pestle analysis is a tool that permits the evaluation of the environment that involves politics, economic, socio-cultural, technological, and legal aspects (Morrison, 2020, p.22).
[bookmark: _Hlk92312505]Political: The political aspects include political stability, form of government, level of freedom, incentives to foreign investors, corruption and transparency in politics (Morrison, 2020, p.23).
The UK is one of the oldest democracies (Jones, 2014, p.6). Boris Johnson is the prime minister who preceded Theresa May in 2019 (European Comission, 2021).   
 There is currently political steadiness and a long-term plan that is focused on economic stability and the adoption of policies to mitigate the impact of covid-19 in the economy (European Comission, 2021). Among those projects the UK government adopted are the coronavirus job retention scheme, self-employment income support, the £20 to universal credit users and a strong vaccination program for the population (OECD, 2021, p.217).
The UK is not systemically corrupt, and it has increased in rankings in the corruption perception index to 8th in the world. Moreover, it has launched a global fight against corruption (Pasculli, 2019, p.3). 
The government intervention in the retailing environment has been with the purpose of pursuing a free-market economy and to regulate the power of the large retailers in the market (Burt,Sparks, and Teller, 2010, p.2). For example, the competition commission intervened to allow Morrisons acquire Safeway in 2004 (Thanassoulis, 2019, p.23).
[bookmark: _Hlk92312510]Economic: According to OECD (2021, p.215) the economy in the UK is recuperating and it is likely to achieve pre-pandemic levels at the start of 2022. In addition, the growth is projected to increase by 4.7% in 2022 and 2.1% in 2023. 
[bookmark: _Hlk92312524]Gross Domestic Product: it reflects the amount of total economic activity generated by a country. (Morrison, 2020, p.119). Although it is the most important indicator to reflect economic growth, it does not provide concrete evidence of population’s well-being. The GDP in the UK increased by 0.9% in august-october. Nevertheless, the GDP stayed 0.5% under the levels found in february 2020. Total GDP was £2,156b in 2020 (House of Commons, 2021a).
[bookmark: _Hlk92312531]Economic growth: it includes the national income of a country that reveals increment in the production of products (Morrison, 2020, p.120). The economic growth in the UK will be supported by consumption, but it is anticipated to reduce due to inflation (OECD, 2021, p.217). The trade relationship with the EU is a factor to observe as it has economic impact on the economy (OECD, 2021, p.218). Brexit is also expected to affect the UK grocery market in terms of price volatility and product availability. Nevertheless, Morrisons is in a stronger position than competitors due to producing most of their fresh foods in their own manufacturing facilities because they are vertically integrated (Rogers, 2020).
[bookmark: _Hlk92312538]Inequality: it is the disparity in wealth between the highest income and the lowest income in a country (Morrison, 2020, p.122). Inequality has remained similar since the 1,990’s with it being steady. Income varies depending on the region and ethnic condition of the household. Families up on the north have lower incomes than households on the south and Pakistani groups were the ethnic group with lowest incomes in the UK (House of Commons, 2021c).  Also, they further outline that the UK has the highest income inequality in the EU. Yet, it is lower than in the United States. Morrisons stores are concentrated on the north of the UK (Haleem and Jehangir, 2017, p.6). Morrisons needs to expand to the south to be available to customers with higher acquisition power.
[bookmark: _Hlk92312545]Unemployment: it represents the individuals that want to work but are not employed (Morrison, 2020, p.125). Unemployment is due to decline for 2022 (OECD, 2021, p.215). The labour industry has reached a high of 1.2million vacancies in September 2021. The main causes of the rise in employment are Brexit and the pandemic. This is because sectors that have been the most affected by the pandemic and others that have heavily relied on EU migrants to cover (OECD, 2021, p.217). The chief of Morrisons David Potts affirmed that labour shortages are producing setbacks in store openings, further investments in automation and food production (The times, 2021). Also, The Grocer (2021) stated that the shortage of HGV drivers, that occurred due to Brexit and lack of EU workers are creating price hikes in the company. 
[bookmark: _Hlk92312551]Inflation: It outlines rise in general prices of goods and services (Morrison, 2020, p.128). This is expected to increase to 4.9% in 2022 because of higher energy prices, increase in commodity prices and goods shortages (OECD, 2021, p.215). However, it is also highlighted that it is projected to decline to 2% by the end of 2023 which is the government’s target. Barro (1996) describes that high inflation is linked to reduced growth and business investment. 
Customers utilise and build their expectations about high inflation with the prices changes in grocery as this is the most important source of information for them (D’Acunto et al, 2021, p.1615) (D’Acunto, et al, 2019, p.1). The government should adopt monetary policies to regulate and mitigate the effect of inflation in the economy as price stability is a desired objective. Furthermore, according to The Grocer (2021) Morrisons is already feeling the pressure of inflation as they had to rise their prices to help mitigate this industry issue. This might mean that although the UK’s economy is expected to grow, the inflation will make this growth negligible as the acquisition power of customers will decrease. Consequently, affecting Morrisons profits.
[bookmark: _Hlk92312561]Balance of payments: it involves the debit and credit transactions between countries (Morrison, 2020, p.129). The UK’s exports were £601 billion, and imports were £597 billion with the EU representing 42% of exports and 50% of total imports. It is common for the UK to import more than what is exported indicating that there is usually a trade deficit. In this year there was an overall surplus of £4.3 billion in 2020 (House of Commons, 2021b). The effect regarding Brexit and how it will affect the exports and imports in the economy to grocery retailers is still uncertain. Morrisons had recently a controversial add where they were advertising non-EU salt and pepper. Customers perceived this as a racist Brexit campaign (The New European, 2021).
[bookmark: _Hlk92312570]Socio-cultural:
Britannica (2021b) highlights that Great Britain or United Kingdom include England, Scotland, Wales and Northern Ireland with population of 67.4m and London as capital. The population comprises english, scots, irish, welsh, and the main immigrants come from India, Pakistan and Africa. The official languages are english, welsh and gaelic. The religions are christianity, islam, and hinduism. The currency is the pound. 
According to Britannica (2021a) in the 21st century in Britain there is economic inequality between the west and the east that resembles the one found between the south and the north of England. The gap between both parts has widened. The economic centre of Britain has remained in London. In sum, Although Britain has increased in prosperity in this century, it has remained a disproportionate and separated society.
By the 2000’s a fall in birth rate through contraception has become widely accepted, divorce rates, one parent families and unmarried cohabitation have increased and with these factors the woman’s role in society evolved. With the surge of feminism and the growth of women’s employment then the “new man” surged in the 1990’s where there was a division of labour within the household and the breadwinner and housewife stereotypical roles changed. Due to the high immigration into Britain from ethnic minorities then it has now become a multicultural society.
In 2020, the age breakdown in the UK is 17.8% of under 15, 18.3% 15-29, 19.4% 30-44, 20% 45-59, 15.8% 60-74 and 8.7% 75 and over. In comparison to 1980’s these numbers reflect decline in fertility and death rates and rise in longevity (Britannica, 2021a).  There is an opportunity for Morrisons to be the supermarket of choice for those minorities as the society becomes multicultural. This niche market has not been fully studied by other retailers. Also, women represent the 60% of Morrison’s workforce and there are LGBT and BAME programs to enhance the employees experience (Morrisons, 2021). This means that their inclusive programs have been effective. However, there is room for improvement for minorities.
[bookmark: _Hlk92312578]Technological:
According to Tech Nation (2021) report UK tech investment is third in the world with £15bn worth in 2020 just behind the US and China. In addition, it rose by 17% in this year which is the highest growth with London being the 4th largest city in the world for tech investment.
Tech Nation (2021) states that the UK has strong tech, R&D and innovation. UK R&D expenditure was £33bn in 2020. ONS (2021b) highlights that UK research and development in 2019 represented 0.6% of gross domestic product and that the government intends to increase that to 2.4% by 2027. In contrast, british patent laws have been critiqued for being costly and slow (Nicholas, 2012, p.8).
Tech Nation (2021) report also describes that the demand for technology roles is greater than the supply and with the pandemic the cybersecurity jobs in the UK have increased to 40% in the past two years. Rigby (2021) highlights that Morrisons is the latest supermarket to trial till-free stores in Bradford. This technology has already been trialled by Sainsbury’s, Tesco and pioneered by Amazon in their Amazon fresh stores in London. Morrisons needs to increase their technology acquisition and become pioneer. Although the company is highly flexible and adaptable to the market, it is usually last to incorporate technology driven solutions in their operations between the main supermarkets.
[bookmark: _Hlk92312585]Legal: 
Ras (2021) describes several general facts about the legal environment in the UK. Firstly, the UK has three distinct legal systems with an unwritten constitution due to the inexistence of a single document to follow. However, the UK constitution comes from sources statutes and constitutional conventions. Secondly, the parliament is the law-making authority with the queen Elizabeth II as the head of state with a ceremonial role. 
Thirdly, as part of the European Union the UK applied the EU law until Brexit day. And lastly, the UK has signed international conventions on human rights. This signifies that the UK has recognition of international law and adherence of human rights law. Morrisons has had recent altercations with the law. According to Retail Gazelle (2021) 2,300 female retail staff were demanding equal pay as male workers in Morrisons’ warehouses and won. Also, an employee assaulted a customer, and he then sued the company. Furthermore, another employee published data of the earnings of nearly 100,000 employees (Billins & Goodman 2020). Morrisons is liable for data breach policies which are international laws.
[bookmark: _Hlk92312594]Environmental:
According to the ONS (2021c), the travel restrictions applied by the government in 2020 due to covid-19 caused a fall in environmental taxes income. Also, the government spent £14.4b in 2019 for environmental protection which accounted to 1.6% of the total government expenses. With solid waste management as 81% of this total.
Filimonau, and Gherbin (2017, p.1184) outline that UK grocery retailers produce high volumes of food waste even when the general population associate this practise unfavourably. In addition, they argue that although the major companies consider this is an issue, it is not believed to be a critical problem. Melikoglu, Lin, and Webb (2013, p.157) pinpoint that when food is wasted 95% of it ends up in landfill sites and that its impact to climate change is rather disastrous. One could state that food waste is an important factor that grocery retailers must address to decrease its negative impact on climate change. 
Smith (2019) outlines environmental policies that the main supermarkets have been adhering to in the UK. Among these are mentioned that Tesco is focused on decreasing excessive packages and sourcing products sustainably. Asda is working towards selling 100% sustainable fish, eliminate palm oil from their products and perform recycling packaging. Sainsbury’s has the goal of reducing carbon, water and waste by 20% in 10 years and they currently have the lowest carbon emissions in the market. Morrisons has reduced plastic waste and use 81% of recyclable plastic. Aldi utilises 100% of the energy from renewable sources with the use of 80% sustainable fish. Although grocery retailers are improving their environmental policies, they are all focusing on different aspects instead of implementing a transformative plan to address all the issues. 
Retailers will need to prove not only that they have done everything they can to decrease environmental damage, but also that they have implemented strategies to improve recycling and other environmentally friendly practises (Fernie, Sparks, and McKinnon, 2010, p. 910). Campbell (2007) specifies that corporate social responsibility efforts usually bring added costs to a company and if the firm’s objective is to maximise profit, then being environmentally friendly does not contribute to that purpose. Nevertheless, institutions and the government might make companies accountable to these practises.


[bookmark: _Hlk92312601]Successful internationalisation of other retailers.
A successful case of internationalisation within the UK grocery industry is that conducted by Tesco. An example of this is that Tesco’s floor space outside of the UK exceeds that one inside of the UK and their store number expansion is focused on the international market (Burt, Sparks, and Teller, 2010, p.12). The main factors that incited into Tesco’s internationalisation were an emphasis on expansion and the establishment of a successful loyalty card that helped the company tailor their offering to clients (Thanassoulis, 2009, p.1-2)
Śmigielska and Oczkowska (2017, p.193) suggest that internal factors that could lead to successful strategy implementation could be the development of the capabilities and competencies in the company, the improvement in technology, sufficient resources to align an efficient supply chain, marketing management to create a strong branding image and be flexible enough to adapt to the competitive environment the company is trying to expand to.  
Śmigielska and Oczkowska (2017, p.175 outline that to conduct a successful internationalisation strategy in the grocery industry then Morrisons should create a PESTEL analysis of the country they wish to establish in to understand all the external factors that would affect the company and then follow the steps provided by Incandela et al (1999) which are find sites, create distribution systems, manage the inherent difficulties of local regulations, tariffs and quotas and control labour. Incandela et al (1999) specify that these strategies where successfully conducted by Carrefour and Walmart in their expansion efforts.
Most of the internal factors that are necessary to leverage have been covered by Morrisons. An effective supply chain, the development of their workers capabilities, technology investments and a strong brand image are at a good level. Nevertheless, internationalisation requires that the company focuses on increasing their number of stores in more affluent zones and establish a loyalty card scheme that is effective.

[bookmark: _Hlk92312609]Porter’s Five Forces:
To sustain profit then companies need to react strategically to competitors. The five forces help to analyse what is impacting profitability in an industry and to detect trends in the market (Porter, 2008, p. 24). Now the UK grocery market will be analysed.
· Threat of entry: There are low entry barriers and although it is easy to enter the market, it is paramount to invest large financial resources to compete against the main retailers which then make this factor as medium. Moreover, Thanassoulis (2009, p.1) affirms that in the last 30 years profit margins of supermarkets have been 5% without significant growth. This signifies that it is not a highly profitable market as significant time might be needed to reach profit.
· [bookmark: _Hlk92312626]Threat of substitute:  This would be high. Chakraborty (2018) describes that the similarities in prices and offerings of the supermarkets are greater than their differences. It could be argued that one can find the same product in different supermarkets. Therefore, supermarkets are relatively easy to replace.
· [bookmark: _Hlk92312632]Supplier power: This factor is low. Thanassoulis (2009, p.2) claims that supermarkets utilise their size to push prices down. Also, the margins from suppliers have declined in the last 30 years. 
· [bookmark: _Hlk92312638]Rivalry among existing competitors: It is high. In this industry the companies are bluntly competitive. Examples of this are seen with aggressive comparative adds done by Tesco, Sainsbury’s, Asda and Morrisons. Tesco and Aldi ads show comparison of their prices between themselves (Kotler et al, 2019, p.385).
· [bookmark: _Hlk92312619]Bargaining power of buyers: It is relatively easy for customers to decide to acquire their groceries in other supermarkets due to similarity in the overall offerings. Therefore, one could state that there is a medium bargaining power of buyers.
In sum, the fact that there is high similarity in the products of the supermarkets and threat of substitute and rivalry, then this industry is not highly profitable.
[bookmark: _Hlk92312647]SWOT analysis
SWOT is a recognised method that helps to describe the internal and the external factors of a company with the purpose of assisting in the creation of strategy (Lynch, 2018, p.267), (Dyson, 2004, p.631).
[bookmark: _Hlk92312652]Strengths:
· Morrisons is one of the main grocery retailers in the UK with 10% of the market share (Kantar, 2021)
· Morrisons utilises market street concept which is an imitation of a traditional english street layout. Also, on their website one could meet a and read the stories of the fishmongers, butchers and the green grocers. This practise provides feelings of localness, tradition, and relationship (Richards, Lawrence, and Burch, 2011, p.40).
· Morrisons is Britain’s second largest food manufacturer (Bowman, et al, 2013)
· Morrisons is vertically integrated with their own manufacturing facilities which allows them to have control over their quality whilst having low costs (Bowman, et al, 2013) (Johnson et al, 2019, p.246).
· Morrisons has an integrated supply chain (Bowman, et al, 2013).
· Morrisons started negotiations with Amazon for the frozen and fresh foods for their customers (Johnson, et al, 2019, p.362). 
· The company has career development programs for their employees with a program called “from shop floor to top floor” which encourages sustainable progression of their colleagues (Devins, Stewart, and Iles, 2010)
· Morrison have trained and experienced colleagues in their fresh food departments (Haleem, and Jehangir, 2017, p.4). Śmigielska and Oczkowska (2017, p.175) argue that to succeed in the global retail industry then companies need to develop new capabilities.
· Effective inclusive programs.
[bookmark: _Hlk92312660]
Weaknesses:
· Morrisons has shortcomings as most of the stores are in the north of England with their headquarters in Bradford (Haleem and Jehangir, 2017, p.6).
· As of december 2021 and without including the discounters Aldi and Lidl, Morrisons was the third cheapest supermarket with Asda and Tesco in 1st and 2nd position respectively (Lincolnshirelive, 2021).
· Technology is not a strong feature in Morrisons.
· Several lawsuits in the last couple of years. Perhaps the company should create specific programs to decrease these.

[bookmark: _Hlk92312665]Opportunities:
· To have the strongest online presence in the industry. Despite Morrisons making redundant 1,400 employees that were part of their home delivery service as their online demand decreased (Mirror, 2021).
· To grow to international markets 
· To become stronger at servicing minorities in the UK
· Increase market share
· To acquire technology driven solutions from the partnership with Amazon
· Leverage each of their manufacturing facilities and even offer their products as a manufacturer to other supermarkets.
· Create manufacturing facilities abroad to decrease the overall cost of production.

[bookmark: _Hlk92312670]Threads:
· The discounter Aldi surpassing Morrisons’ in market share as it currently has 1.9% less than Morrisons.
· Another possible thread and disruptor in the market is Amazon which launched Amazon pantry, a service for Amazon prime members that delivered services by box (Johnson, et al, 2019, p.362). Although it was a positive strategy to partner up with the e-commerce giant, Morrisons should still seek to leverage its own resources as Amazon had previously partnered up with Toys are us and after this agreement, Amazon started selling products from other competitors on their platform affecting Toys are us sells rapidly which ultimately was a contributing factor in their bankruptcy (Morgan, and Nasir, 2021. p.12).

[bookmark: _Hlk92312677]Recommendations based on the SWOT analysis:                                                                        
Morrison’s position in the UK grocery market as part of the big four and as the 4th biggest retailer in the UK denote that there is great opportunity for expansion for the company. Nevertheless, before embarking in the international market, it is advisable to expand their market share in Britain as this will enable the company to create the capabilities that will serve as base to embark into a successful international expansion. Their key competitive advantage which is vertical integration that brings high quality and supply chain control require high upfront costs as it is necessary to establish their own manufacturing sites abroad. Nevertheless, it could benefit from having lower costs in their fresh food produce. The uncertainty brought by the pandemic and Brexit might make this effort futile. Therefore, it is advisable to wait until the company has increased penetration on the south area of the UK and the market share increases to embark into international expansion. 
Although the company is vertically integrated it is still not the one that provides the highest value in terms of costs to the customers. It is important to thoroughly investigate what factors enable other competitors to provide better value to customers and assess which manufacturing facilities are providing the benefit necessary to achieve organisational goals.
When undergoing the internationalisation process, it is critical to observe which strategies companies such as Walmart and Tesco utilised to implement it successfully.
Morrisons needs to be prepared in case Amazon decides to terminate the partnership. The opening of their new Amazon Fresh store implies that the company is intending to penetrate the grocery market. It is crucial for Morrisons to leverage this partnership by utilising some of the technology and capabilities that Amazon utilises to benefit from the alliance.
Based on the thread that Aldi represents, it is important to create and promote Morrisons own low-cost brand to educate customers and attract those price-driven clients. To prove that Morrisons can be the number one choice in terms of price, convenience and quality as there would be products to satisfy each client.








[bookmark: _Hlk92312689]Conclusion: 
After the industry analysis one can then state that it is highly competitive, it has low profit margins, and it was highly impacted by Brexit and the pandemic. 
For Morrisons to increase the value of their products and expand, they would need to create greater growth in the UK and build the capabilities that will be the base to internationalise their services strongly. The strategic focus must be restructured to allow expansion to occur. 
It is advisable for Morrisons to analyse Tesco’s case as they internationalised successfully and are the current market leader with 27.7% of the market. 
Morrisons strengths are difficult to replicate due to the large financial commitment that would be required as the company would need to purchase supermarkets and create their own manufacturing sites to recreate their UK competitive advantage in other markets.
The recommended steps should ensure that Morrisons builds the necessary competencies that would allow them to increase market share, to have the strongest online presence in the industry, to expand to international markets and to leverage their manufacturing facilities.

