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INTRODUCTION 


Marketing refers to the activity of a business that is concerned with effective distribution and sale of the commodities or services of an organisation in the market through various promotions. The marketing function allows an organisation to attract customers and enhance their brand awareness among them to raise interest and persuade them to buy its products or services. For the following report, Morrisons which is  a retail chain supermarket, headquartered at the Bradford, UK, and established in the year 1899. The report will include an discussion and understanding of marketing processes and stages that are done by an organisation to market its products or services effectively. Moreover, the report will include the role of marketing environment along with the utilisation of other situational analysis models. Further, the report highlights an evaluation based on the SWOT of the organisation and its target market with the help of STP analysis to position the products in the market.

MAIN BODY

Processes and Stages of Marketing


Marketing is a very important function that is pervasive throughout all the organisations. It is important for them in order to promote and enhance their ability to raise prospects and buyers interests to purchase and utilise their commodities or services (Sastry, 2020). With the help of marketing an organisation could retain customers, enhance their loyalty and induce new prospects. In relation to the Morrisons, marketing management is vitality as it allows it to promote its products as well as services within a marketplace. The marketing process of the company allows it to cover larger market area and place it products where more and more customers are likely to purchase them. This will allow the business to gain productivity and performance in its marketing operation. The marketing process of the Morrisons is elaborated below: 
Marketing Process:

Marketing is a social process by which individuals and groups obtain what they need and want through creating, offering and exchanging the products or services of costs with others (Butow, and et. al., 2020). Marketing is a phase of activities in a business by which the company tries to fulfil human wants by exchange of goods and services. In addition to this, it allows the organisation to enhance their customers reach higher levels of satisfaction by availing their specific products or services. 

The process of marketing is as follows:
· Identification of customer's needs and wants: This step in the marketing process consists of evaluation of customer needs and identification of market demands in order to create best products for the customers (Gkillas, and et. al., 2021). In context to Morrisons, it allows the marketeers of the organisation to produce and market specific products, commodities or services that are required by the customers. It also helps the organisation to ensure that their customers are having what they desire and gets maximum satisfaction from their products. This marketing process involves: 

· systematic fact gathering and information analysis.

· Examining the business strengths, weaknesses, opportunities and threats.

· Identify the customer needs, desires, determine their purchasing power, etc.

· use of primary and secondary data for researches.
· Gathering and Analysing Market Information: This step of marketing process is focused on developing and raising a marketing plan that is effective to attract more customers and maintain the existing customers (Hartanto, 2020). It allows Morrisons to select a specific target market and understand the overall behaviour of customers. The company and its management is able to identify the customers and their behavioural tendencies and produce and market their products and services accordingly. The company's marketeers are able to understand their target customers and make suitable strategies to garner their needs to reach higher satisfaction levels.
· Preparation of Marketing Plan: This step of marketing plan involves the needs and wants of customers along with the necessary strategies  to develop marketing plan that will be aligned to the organisational values and objectives. Morrisons can develop effective plans to be proactive in the market to encounter with the external environmental factors and cover the customers easily. Optimum marketing plan allows organisation to make its policies and marketing operations highly productive and efficient to cover the market. The marketing planning involves:

· Create marketing objectives and frame plans accordingly

· Specific actions to achieve these goals
· Standardisation and Grading: This step of the marketing function refers to the production of goods and services that meets the predetermined requirements, specifications  and helps to maintain uniformity and consistency of their products and services. This could be helpful to Morrisons to produce products which are of same quantity, size, identity and quality.

· Analysing the product dimensions

· production according to the specific product dimensions (Kotler, Pfoertsch and Sponholz, 2021).
· Profitable Relations and Customer Support : This process of marketing focuses on the creation of positive relationships with their employees and maintain its better relations with customers to provide better products and services to its customers. The Morrisons could get the advantages of better production and services to the customers if it is able to maintain good relations to its employees. The products will be of high quality and customers will be satisfied when the production will be done on the basis to create better relations with them and the employees (Bradshaw, 2021).
· Evaluating Customer Feedbacks: This step of marketing process consists of evaluating the feedback of customers and accordingly making the changes in products or services. It allows an organisation to ensure their ability to produce goods that are best for the customers. The Morrisons could use customer feedbacks to adjust according to the needs, trends, demands, tastes and preferences of customers according to their dynamic requirements. This is important for the company to understand and make changes in its marketing strategies according to the changing times such as COVID duration. This marketing process involves:

· Customer services and solving queries of customers

· Solving customer complaints and answering their problems

· provide maintenance, technical support and information related to after sales services

Concepts of Marketing

The concepts of marketing is diversified and it contains many formats that are required to be explored in order to construct and frame optimum marketing strategies for certain products or services. The structural framework of marketing helps an organisation to keep its marketing operations productive and enable the development of better marketing plans and strategies that are most beneficial (Aryasri, 2020). In relation to Morrisons, the marketing stages or steps are important as they enables it to conduct research on specific products and services based on customer demands. This allows and organisation to attain valuable data that is essential to develop products or services according to the requirements in the markets. Stages of marketing are elaborated below:
· Production orientation: This concept of marketing focuses over rising the production of the commodities or services in order to gain the advantages of economies of scale and cover the whole market. This is helpful to reduce costs and emphasises on increasing the profitability by selling and distributing the products or services of the company to the huge market areas.
· Product orientation: This concept of marketing plays emphasis on developing high quality products and services in order to enhance as well as maintain a specific amount of quality for their products and services. This allows an organisation to rise profitability and produce less products with higher prices which will be for their quality that they will have (Müller, Päuser and Kurzrock, 2020). 
· Sales orientation: This concept of marketing focuses over stock clearing by the use of aggressive sales and promotion activities. The sales orientation focus on the sales of products with the help of better and effective marketing techniques that attracts lots of customers to buy companies products. This concept could be used by Morrisons to market their products effectively, gain customers, retain the loyalty of existing customers or introduce new products or services in the market.
· Marketing orientation: The concept of marketing orientation emphasises on deciding the needs of customers and plan their products accordingly. This concept allows the customer exploration and their needs' satisfaction through set of coordinative activities. This helps an organisation to satisfy customer needs and achieve higher profits for their products and services.
· Social Marketing Concept: This form of marketing is done to enhance social welfare and increase the value of firm and its products in the eyes of customers. Morrisons could adapt this societal concept mainly at the time of COVID 19 to enhance company's reputation, profits and consumer satisfaction and their societal interests (Salomone, 2019). 

Understanding the Roles of Marketing Environment and Other situational Analysis


The marketing environment is related to the external environment of an organisation which has crucial impacts on the activities of a business (Konuk, 2018). The external factors during the COVID 19 has affected the businesses in many ways along with the strategies by which the company could market its products. In relation to Morrisons, its understanding of external market environment could allow the organisation to enhance its marketing functions. In order to understand the marketing environment of the organisation the PESTLE analysis of the company is given and to determine the marketing potential of the business SWOT of Morrisons is also presented below.

PESTLE ANALYIS

PESTLE stands for Political, Economical, Social, Technological, Legal and Environmental factors. It is a strategic tool used by an organisation to analyse macro picture of an industry environment in order to operate smoothly (Heath, 2018). In context to Morrisons, the company uses this framework to examine the external factors that can impact its working, which allows the company to function better and work in a dynamic environment. Pestle analysis of Morrisons is discussed below:
· Political Factors: It relates to the role of government in an economy that affects the working of an organisation like tax policies, trade restrictions, Bureaucracy etc. In context with Morrisons, the company is operated in UK and due to the COVID 19 pandemic the government regulations are affecting the growth and performance of the company. For example, the organisation's employees has retrenched and the operational activities has significantly declined due to restrictions imposed by the government. 
· Economical Factors: These includes factors like economic growth, exchange rates, inflation rates, and interest rates etc. In reference with Morrisons, its functioning is closely correlated with the growth of United Kingdom's economy which is disrupting abruptly due to the absolute shutdown during pandemic times. The rise in inflation rate of the economy is affecting the pricing policies of company which results in decreasing purchasing power of consumers and affect demand\supply models. 
· Social Factors: These are the factors which deals with the demographic and cultural aspects of a society like health consciousness, population growth rate, age distribution, career attitudes etc. In context to Morrisons, the company ensures that during the tough times in pandemic, it pays attention on social criteria affecting mental state of the audience due to the disturbance caused by the COVID 19 (Kang, 2018).
· Technological Factors: These consists of the factors including aspects like research and development, automation, technical incentives, rate of change in technology etc. In context to Morrisons, technological factors has changed during the course of pandemic. The pace of advancements has slightly slowed down due to the temporary discontinuation of activities in every department. However, the company has maintained the production level and ensures fulfilment of demand by attempting timely supplies. 
· Legal Factors: These are the factors which pertain to any legal forces that defines the regulatory structure that a company should follow to avoid getting into some serious trouble. In context to Morrisons, it follows ethical and moral obligations to comply with the legal environment in order to ensure its smooth functioning (Chandra, 2017). During tough times in pandemic, the company ensures that it complies with consumer protection laws in order to protect customers against fraudulent activities. 
· Environmental Factor: It includes ecological and environmental aspects like weather, climate change, global warming etc. which may impact the working of a business. In context to Morrisons, the company abide by norms in order to protect the environment that gets heavily affected by production of different products. The adoption of efficient waste management practices by the company during the pandemic is beneficial for its image as it gains appreciation for protecting the environment.

SWOT Analysis of the organisation


The swot analysis basically involves the strategic management and planning in order to help the individual and organisation in identify the strengths and weakness of the organisation in order to achieve organisational objectives. The strengths and weakness are considered to be the internal factors that can affect the company whereas opportunities and threats are the external factors that can affect the working of the organisation (Shin and Park, 2019). The Swot Analysis of Morrisons involves examination of the strengths and weakness of the organisation and in addition to that it also examines the threats and opportunities that are faced by the company. 
· Strengths: The organisation being the 4th largest supermarket in the UK enjoys  more than 10 % market share of the UK's grocery industry. The organisation is also known for offering good quality products at cheap prices. The organisation being the market specialist in food industry provides various food items that involves a competitive advantage for its competitors. The company has around 500 stores and also serves large number of customers across the country. The company also has its own online delivery service with around million customers that constantly visits the company's online and offline stores. In addition to this, the organisation buys various products from fisherman and farmers which makes them stand out as compare to its customers (Chen and Yao, 2018). The organisation also has a well-defined supply chain and also involves skilled specialists that are involved in preparation of fresh food in various parts of UK. 
· Weakness: It involves those things who do not perform well in the organisation. It  basically involves characteristics  of the organisation which prevent the company in order to achieve organisational objectives and aims. In context to Morrisons, the major issue that requires attention is their weakness. The main weakness of organisation involves its ineffective online presence. The organisation faces various technical issues on its website and involves problems such crashing and asking customers to wait.  Another weakness of the organisation is its lack of consistency when it comes to customer satisfaction (Harper Ho, 2018). The company faces various issues from the part of customer satisfaction and there is always one or the other issue from the customer side. At the time of COVID the company faced various difficulties which resulted in dissatisfaction among customers.
· Opportunities : It involves all the favourable factors that helps an organisation to gain competitive advantage in the market.  The company being a popular store in the organisation already enjoys a high level of customer trust. In the COVID scenario, the organisation can enhance its online store through more advanced features which could help the company to gain more and  more customers (Price and Sun, 2017). The organisation also have a great opportunity to expand further in various parts of UK. Also it has high chances to expand its operations in international markets which could turn to be a great opportunity.
· Threat: It involves factors that could negatively affect the business that involves various external factors such as shortage of recruits, supply chain problems and shifts in the market requirements.  The organisation needs to majorly address its threats in order to remove barriers in the achievement of the targets. The organisation has tough competition with Asda, Tesco and Sainsbury's. The organisation lacks in its operations when it comes to compete with its competitors. The company also faced severe issues in the UK due to hygiene factors and also involved in the activity of sending inappropriate emails to its customers. In context to deal with the COVID scenario, the company had to face various challenges. As after COVID people became more particular about hygiene and safety and the organisation need to offer products keeping in mind the safety and hygiene factor. 

STP Analysis of the Company


It involves three terms segmentation, targeting and positioning. This process helps the organisation to strengthen its marketing strategy and develop effective action plans in order to achieve organisational objectives. The main objective of STP analysis is to segment target audience and target each group of customers according to habits and needs in order to adjust marketing strategies for fulfilling the needs and preferences of the customers. In context to Morrisons, the STP analysis helps the company to identify well-defined buyers who differ in habits and needs. The STP analysis works as an effective tool as it helps in breaking down broader markets into small parts. It also helps in developing easy approaches in order to engage and reach potential customers rather than using a generic marketing strategy that might not be that effective. 

The three marketing strategies which are used by the organisation during the time of COVID involves the following:
· Segmentation: It basically involves division of huge market into identifiable groups. It also helps in developing more related and engaging marketing campaigns. In context to Morrisons, it helps the organisation in evaluating difference among the customer groups in order to develop strategies according to demographic, behavioural and geographic. During the time of COVID, the market segmentation allows the organisation to focus on marketing dollars in the most effective and efficient way in order to achieve specific targets. In the COVID scenario, the market segment for the organisation involves the customers who look into prices, freshness and convenience. The process of segmentation is all about identification of common and distinctive traits among people in the market that allows to develop more engaging and relevant marketing campaigns. There are various variables on the basis of which the market is segmented that involves behaviour, geography, demographics, psycho graphics, values, life stages and other variables. 
· Targeting: It is basically a process that involves identification of the most attractive segments. It involves identification of potential consumers to whom the organisation needs to sell its services or products which involves segmentation of the market, choosing appropriate market and determining products which needs to be offered. In context to Morrisons, the organisation need to offer good quality services and products to its targeted customers in order to maintain company's reputation. Due to COVID scenario, the organisation need to focus on maintaining quality of its products and services keeping in mind all the hygiene and safety factors in order to attract more and more customers. In pandemic situation,the organisation targeted households in order to increase its sales. It also involves analysing opportunity from a financial perspective. The next step in targeting involves looking at whether the market segment will be accessible to the company. In the end, the targeting stage is all about identification of the best opportunities in order to use consumer insights and data to gain during the segmentation stage. 
· Positioning : It is basically the final stage which involves focusing on the consumer's ultimate view regarding the company's products and service as compare to its competitors which plays an important role in gaining a competitive advantage in the organisation. The perception of customers plays an important role when it comes to positioning of brand in the market (Tarkowski, 2019). The positioning is the final stage in the STP analysis and its main objective is to focus on consumer's perception towards the company products and services. In context to Morrison, it is really important to revamp and maintain product positioning in order to create a strong impact on the targeted audience.


 In context to organisation, the company is focusing on having a food offering with broad appeal from Aldi to Waitrose. In context to Morrisons, considering positioning opportunities helps in responding to the desire and unmet need. With the use of customer segmentation  models, it can help in completely revamping the positioning of product and centring the campaign around the most problematic problem that the customer is facing. Through a specific and segmented targeted audience the impact of product positioning is much stronger which helps the organisation to stand out in the marketplace among its competitors.
CONCLUSION


From the above report it can be concluded that, marketing plays a very important role in the business activities and it is basically concerned with effective distribution and sale of the services or commodities of an organisation in the market through various promotions. In addition to that it also describes how the marketing function allows the organisation to attract more and more customers and enhance their brand image among customers in order to build  their trust and  persuade them to buy its services or products.  The report also helps in briefly describing and understanding the marketing stages and processes that are performed by the organisation in order to promote its services and products effectively and  efficiently. Also, it helps in understanding the role of marketing environment along with the use of other situational analysis models. Moreover, it involves a detailed evaluation based upon the strength, weakness, opportunity and  threats of the organisation. In addition to that, the report highlights evaluation based on the SWOT of the organisation and its target market with the help of STP analysis in order to position the products in the marketplace.
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