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Company background
History
Morrisons is one of the widely-known supermarket chains in the UK. The brand started its operational journey in the year 1899 when the founder William Morrison started his business as an egg and butter merchant in the Bradford Rawson Market, UK. After that, the company was taken over by Sir Ken Morrison, the son of William Morrison in 1952. Under his leadership, the firm opened its first self-service shopping counter in 1958 and initial supermarket in 1961. During the year 1967, with their continuous expansion and growth plans, the firm has evolved itself as a public limited company. Morrisons has positioned itself as the first retail organisation that won three different sector awards in the year 2008. Those are The Grocer Gold Award, Retail Industry Award along with the Retail Week Award (Morrisons-corporate, 2025).
Products and services offered
Morrisons offers more than 1600 product lines to their customers under their own brand label. From grocery items to later-serving meals, the firm is effectively maintaining its quality and price range to meet the customer needs effectively (Morrisonsdaily, 2025). The firm mainly offers fresh daily grocery needs, sourced beverage items, baked products, baby products and household items to their broader customer base.  For serving their customers regarding their daily needs, the company strongly holds both the offline as well as online market presence in the UK (Morrisonsdaily, 2025).
Present status in the market
Currently, the brand employs 117000 staff in their operational network and keeps a keen focus on serving the best-quality services to their customers. The firm holds a food manufacturing business known as Myton Food Group which serves the customers over 18 areas in the UK. There they prepare fresh fish as well as meat, baked items, farm fresh fruits and vegetables for their customers. The main aim of the firm is to maintain affordability while offering best-quality products. Morrisons presently owns 1600 daily convenience stores across the UK and a strong online delivery service platform (Morrisonsdaily, 2025).
Vision of the firm
The firm hugely depends on seven core areas to uphold their brand identity on the market. Firstly, Morrisons tries to be more competitive by serving their customers with best services and products, so that every penny they are spending serves its worth. Further, the firm also comes up with new and attractive offers to improve their customers’ shopping experiences. The organisation also focuses on serving community needs by offering jobs to local people and by collaborating with the local food producers. Alongside that, the brand also offers a flexible work process for their employees to keep them engaged and gain operational efficiency. Morrisons also maintain strict hygiene throughout their entire operational process and offer smooth digital shopping options for their customers for better convenience. For meeting all these operational strategies, the firm keeps a keen eye on maintaining team work, listening hard to respond promptly, prioritising clients and keeping the affordable pricing (Morrisons-corporate, 2025).
Mission of the firm
The mission statement of Morrisons is Make Good Things Happen which shows the brand’s concern for maintaining an operational balance to keep their customers and staff satisfied. This brand believes that caring about the food quality and maintaining the strategic balance is beneficial for long term growth and through this way good things can be provided to everyone (Morrisons, 2025). he firm mainly targets to offer fresh, quality and affordable foods to maximum number of customers so that more and more people can enjoy the pleasure of eating something good. Accordingly, the firm presently serves more than 97% UK postcodes via their online delivery process (Morrisonsdaily, 2025).
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The concept of STP has been a strategic approach within the retail sector that has strategically segmented the wider market into smaller groups (McDougal et al., 2023). Over the years, this has been a key consideration for marketing among various retailer and gained popularity for their effectiveness in increasing sales rate. This has been helpful for Morrison in better regulating of the process and improving the operation in the future (Kotabe and Helsen, 2022). 
	Segmentation 
	The company has considered several age groups from middle to old age of the population. This has been observed that the firm is a national brand and has brought forward offerings as per the requirements of the customers. Along with that, the organisation has also focused on accessibility while choosing the target customers (Morrisons-corporate, 2025). Various secondary articles have examined that the identification of survey patterns sheds light on the preference for finer and healthier foods. This has been helpful for the development of a specific category that has increased sales. The motivation for lifestyle has been one of the key considerations for the success of the brand. The firm has segmented the buyers as per the economy while meeting the need for low-priced and high-quality products.

	Targeting
	This aspect has been based on having the vision to meet the diverse requirements of grocery within a wide product range. Morrisons has adopted for balance of affordability for high-quality food which has been a key strength of the firm. Across the different parts of the UK, the rise of online shopping has influenced the firm to prioritise convenience and other aspects (Morrisons-corporate, 2025). On the other hand, with the use of Morrisons Daily a network of convenient stores has been established. The organisation has also targeted people who showcased their interest in organic and plant-based vegan options to meet the continuous requirement. 

	Positioning 
	Morrison has positioned themselves as a vertically integrated retailer where the firm has acted as both food maker and shopkeeper. Various secondary article have examined that the firm has valued the concept of introducing the recent platform such as Make good things happen and Pay Less with More Card loyalty scheme. On the other hand, the organisation has collaborated with the local farmers, skilled colleagues and showcased their commitment for sustainability. Since the Pandemic, the requirement of ESG aspect has been a key consideration for all people. The brand has focused on competitive pricing and emphasised the relationship between local stakeholders (Coates et al., 2022).
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	Segment of the BCG matrix
	Analysis 
	Practical Example

	Stars (high market growth/high share)
	Over the years, Morrison has served a range of customers and their famous products such as freshly baked bread doughnuts and others have already been strong performers in the market. The company has invested its online grocery app that has become popular during as well as after the pandemic. 
	The expanded of partnership with Amazon has allowed same day delivery in different citities (Morrisons-corporate, 2025). Investing more in the faster delivery slots followed by improvement in the app quality the company can strengthen their market share. 

	Cash Cow (Low market growth/high market share)
	This sheds light on the different types of products within the slow-growing markets. The own brand of the firm which is Morrison Savers can be considered within the category (Morrisons, 2025). All of the products within this range such as bread, milk, eggs and others, have high customer loyalty due to the aspect of affordability. 
	Within the UK retail sector, there are other firms such as Sainsbury's who has also invested in product categories within the low segment to gain better sales value. Based on that, the company can offer bundle deals such as Five Savers Essentials for £3 which will strategically attract people who are cost-conscious. During any kind of market changes this strategy will give constant growth of revenue (Coates et al., 2022).  

	Question Marks (high market growth/low share)
	Within the category, the products fall are in the growing market but do not have strong share ratio. According to the statistical data, the vegan food market growth rate within the UK is 9.58% due to the rise of obesity among UK residents (Vegconomist, 2023). The data gathered from the Morrison has shed light that 89% of their total protein sales is based on animal-based product followed by only 11% is associated with vegan sources (Morrisons-corporate, 2025). This showcased the gap in the operation which needs to be taken into consideration.  
	The vegan plant revolution range of Morrison can boost the economy due to its high growth as per the requirement of the market. Innovation in this range can significantly attract the buyer's focus on the same vision (Grimsby, 2024). On the other hand, a partnership with the influencer increases the rate of sales as well as revenue. 

	Dogs (Low market growth/ low share)
	The mentioned segment highlights the types of products that have limited growth as well as share within the market. This has been observed that many of their in-store café faces challenges due to the rise of challenges on other organisation such as Starbucks, Costa, and Greggs. 
	The recent has showcased the closing of different cafes, convenience stores by Morrison due to the response to high operating costs and a lack of growth opportunities (Goodley, 2025). The firm can convert their cafes into mini-bakery sections followed by introducing low-cost meal deals. This will be helpful for dealing with financial loss and allocation of resources in the stronger segments. 
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