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Marketing is one of the critical aspects that is required for development within a company. The marketing team within a company is involved in ensuring that company development strategies are taken under consideration. The marketing team ensures that every aspect concerning the advertisement of products and providing necessary details concerning the consumers' requirements. In this report, a detailed study will be done concerning marketing management and the critical aspects concerning consumer journey management. 
[bookmark: _Toc59907987]Marketing strategies and the Customer journey 
There are few stages for a customer journey map, and any company can upgrade the service in each stage for a better marketing approach. Being a retailing brand in the UK, Morrison has to take care of a customer's journey map stages to better market and gain competitive advantage. The stages for defining customer journey map are needs, awareness, Consideration, purchase, retention and loyalty. Morrison has to make the customer's journey smooth to drive them from the need for loyalty quickly. To improve the experience, Morrison also has to identify its goal and purpose and align it through the journeys.
Need is the first stage of customers journey on a product or a brand. First of all, the customer has to identify the need for a regular lifestyle of the individual. If the Maslow’shierarchical Model is analyzed, the first need is a physiological need that means food, cloth and shelter. As Morrison is a retailing brand and grocery and food product are the net grossing item, the first stage is fulfilled by Morrison's products (Morrison. PLC, 2020). The brand also makes health care and hygiene products. According to the second stage of the theory, sound health is one of the customers' needs, and they can also find health care products. When it comes to the fourth stage of need, the customers want self-esteem so that they want to look good. Morrison also sells beauty and skill care products, and these are known for making a better self-image. Whenever the need is identified, the company's customer persona model works (Micheaux and Bosio, 2019). According to the Model, Morrison evaluates the customer’s personas on some factors like demographic, social and cultural background, lifestyle, working environment and many more. This customer persona is also a place for generating the need. Morrison also performs market segmentation according to the need of the customers. According to the different information of customers, Morrison's products also help to identify the needs of the customer. The first stage of a customer's journey map is critical as this helps any brand launch any product according to the gap. 
Awareness is the next stage for the customer’s journey map. After recognizing the need, the customers have to be aware of whether the product is available in the market or not. The awareness can be generated from various touchpoints (Rosenbaum, Otalora and Ramírez, 2017). In this awareness stage, the customer can also get to know about different brand and products. Morrison is one of the famous retailing brands in the UK. When customers identify their food and beverage need, they can find many brands from a different channel. To attract customers on the attraction stage, Morrison has to take care of themarketing and advertisement of different products.
The customer's touchpoint for awareness is of two types online, and another one is offline. Morrison's public relation team works hard to fetch the products to different layers of society (Morrison. PLC, 2020). Customers can see visual advertisements in print media, television or social media platforms. Even the customer aware of the brand or the products from another customer also. The recommendation also helps the brand to create awareness among the customer. For example, if someone's need is cake mixing products at the time of Christmas, the individual will start research work on the different brands sell those products and the viewpoint of other customers about the product. Once the particular individual becomesaware of the brands and products, decision-making is a major stage for purchasing. The awareness stage pushes the customers to the next stage. 
At the time of decision making, Consideration is a vital part of the customer experience journey. After getting aware, customer likes to do thorough research work on those products or brands. If the brand approach to customers, by personalized e-mails or messages, the customer can feel empowered and valued. In most cases, customers prefer brands with a brand image or strong social presence. In order to make a greater presence, Morrisons has launched its app for ordering food and grocery and finding many other facilities for the customers. Once the customers install their app, they can see the multiple benefits of the app. The Morrisons app provides discounts and coupon codes on every purchase, and on the next purchase, people can redeem the point (Morrison. PLC, 2020). Even they can find recipes and wallet option and even cashless payment method on the stores. People can also access helpful information in the app like climate forecast or the fuel price (Morrison. PLC, 2020). This feature helps Morrison to get Consideration from the customers. Customers decide to purchase a product from the brand. This stage helps in the decision making of the customers. 
Purchasing is considered as the vital stage of customer’ journey map. It means the customer is choosing a brand over others. After recognizing the need, building awareness, and considering a brand, the customer puts the money on a brand or a product at the purchase stage. In order to make a very simple yet strategic way of purchasing, Morrison has created a simple supply chain policy in all over the UK. The relationship between the customer and the brand also have mutual respect at the time of purchasing. Customers purchase the product as per their convenience. If they want to buy from an online store, Morrison's website is active enough and has a very compact user interface (Morrison. PLC, 2020). Even for easy access, customers can buy the product from the mobile application. The physical retailing stores are also present in all over the UK. As the customer can get different purchasing options, the customer experience journey becomes smoother concerning other brands.
The payment option is also very flexible at the time of purchase, making the customer experience better. The app has a wallet and cashless payment option available for physical stores also. The physical stores also have a self-payment kiosk. It makes the payment procedure more flexible and convenient also. If the customer feels valued and respected at the time of purchase, they tend to stick to the brand and can-do advocacy for the brand (West et al., 2020). The pricing policy of Morrison's products is affordable for the customers yet gives a profitable growth to the company. The features at the time of purchase give a competitive advantage to Morrison. The brand needs to maintain honesty and integrity for pricing policy which can make the purchasing stage smoother. 
Retention comes after purchasing the product from a brand. Customer Satisfaction theory is the strategy which helps in employee retention. As per the theory, Morrison also has to focus on the service of the products. Product satisfaction is an imperial part of the customer retention stage. As per the theory, after purchasing, the products should also stand upon the customers' expectations. Morrison has to give importance to the servicing factor also. If the products have "predictive fulfilment," it helps retain customers (Laverie, Humphrey and Bolton, 2018). The brand image of Morrison also is a part of customer satisfaction theory. After satisfying the customers by just one product, Morrison has to focus on other products' service quality. The representative customer executive should be active on the chat or toll-free number (Morrison. PLC, 2020). It helps to solve any kind of query after purchasing the product. Even Morrison can also survey the customers who frequently purchase products. It gives the customers feeling empowerment, and they are also able to update their feedback about the service and the product. The survey can also know the expected value from the use of the products. The customers can also let Morrison know if there is any type of dissatisfaction at the time of purchasing. If the retention stage is performed well by a company, Morrison can drive the customer to the end of the journey. 
Loyalty is the final part of this journey. Customers Loyalty theory can work as a strategy for Morrison to find a better marketing and customer journey experience. As per this theory, the loyalty program of any company comes with a frequency flier. Morrison can plan shopper’s reward card; it can help the customers for cost savings, and as a brand, Morrison can get brand recognition. The customer loyalty program has few factors such as membership program, gifts, points, cashback. If the customer is a repetitive buyer of Morrison's products, then the loyalty program makes the customer journey smoother and full of exciting offers. It is a trait of any customers that if they get discounts or gifts on each purchase, they tend to come back to the company (Berman, 2020). This can be an influencing factor for Morrison, and they can also get consumer information from the membership cards. Morrison gets to know individual purchasing pattern, and they give offer as per that pattern only. Hence, the customer keeps coming back to the brand. There is also some drawback of the loyalty program. If the customer has not remained a frequent buyer or the Morrison is unable to put innovation in the product, then this can fail easily. If the loyalty program is a success, then the cycle of customer experience journey continues and gives Morrison a scope of growth.
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Branding plays a significant role in company growth and company development. The critical purpose of branding is to ensure that the company idea is maintained and thereby, the company's position in the market is not lost. In Morrison’s case, the competition in the market is very high, and therefore the need for effective branding is critical. However, branding is not that easy as the company needs to have proper branding channels to reach out to the current consumers; they also need to be able to reach out to future stakeholders. The company needs to be able to ensure that the communication channel is sustainable enough and the branding that is done by the company.
The first significant branding channel that can be used by the company is through the usage of SEO. SEO is also known as Search Engine Optimisation is a strategy that is done through Google. In this, the company partners with Google to bring their company on top of the list whenever a consumer is searching for the desired aspect. For instance, if the consumers are searching for retail then through SEO, the Google will highlight Morrison's as the primary retail in the United Kingdom for a specific day (Kritzinger and Weideman, 2017). This way, the company will able to come to the attention of the consumers very quickly. However, the problem with SEO is that the brand image of the company plays a significant role and if Morrison's brand image is affected by some reason, then the consumers will just ignore the name and move to something lower on the list. Therefore, the brand image plays a significant role in this case. 
The second central branding channel that can be used by the company is through pay per click strategy. The PPC strategy is something where Google earns money, every time the name of the company comes up, and the consumers click on it. Therefore, the search engines will always look to sell put the company over others in order to earn more money (Kapoor, Dwivedi and Piercy, 2016). This could be quite a decent strategy for Morrison’s. This is because, whatever the case, the consumers will click on the company name in order to check out the prices and the deals that are offered by the company. Therefore, the more money the company pays to the search engine, the more the name of the company will be highlighted. However, it is essential to understand that in pay per click, the company has to spend a lot of money in order to keep highlighting their name ahead of other companies. 
The third central communication channel is through social media. The company can use websites like Facebook and Twitter in more than one way to reach out to consumers. This is because, through social media, the company can post their deals, showcase products, advertise products and contact directly with the consumers (Voorveld et al., 2018). It goes without saying that social media advertising requires a few social media handlers, and it is not that costly either. Social media communication is one of the most effective methods of communication, and it is by far, one of the most sustainable practices as well. Morrison's can definitely use this method as it helps to communicate with the consumers much more comfortable and at the same time, it allows to understand the demands and complaints of the consumers. 
The fourth-biggest communication channel that can be considered is content marketing. Content marketing is one of the critical communication ideologies that focus on specific marketing areas that the company specialises towards. It is essential to understand that through this method the company focuses its brand towards one particular product or maybe a group of products which make them better than everyone else in the market (Du Plessis, 2017). Morrison's has some of the best herbal products in the market. Therefore, they can communicate with the consumers as someone who is known for their brilliant herbal products and known for their environment-friendly products. It is essential to understand that communicating through content can prove to be quite beneficial as the company will have a stronghold over the market, and it will put them ahead of everyone else in the market. 
The fifth biggest communication channel that can be considered by the company is PR. PR also known as public relations, is something that involves advertising through shows and concerts or through promotion in order to reach the consumers. The company can sponsor an event, and on the big stage of that event, they can promote themselves about their products and about their current company status. It becomes relatively easy to reach a large number of consumers through this method (Moss et al., 2017). In the case of Morrison's, they can conduct some kind of an event and then they can communicate with the consumers through that event. The problem with this strategy is that the event needs to be very strong and needs to have a powerful message. If that message does not exist, then the consumers will not care about the company at all, and they will not care about the products sold by the company (Moss et al., 2017). An event such as the promotion of renewable energy through a play can be a powerful message, or an event promoting the usage of masks and gloves at the time of Covid-19 can also prove to be quite a beneficial event that can help to develop quite a healthy communication with the company. 
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Figure 1: Consumer Journey Map 
(Source: Created by Author)

From the above map, it is clear that there are some critical aspects that the company needs to cover. Amongst them, the first touchpoint is in relation to communicating through social media to spread the information in regards to the product. As it is clear from the model by Maslow, that consumers are looking to buy food, clothes and other necessary items. If those items are not safe to use, then consumers will not accept them, and therefore safety needs to be maintained. 
The second touchpoint focuses on providing physical evidence to the consumers as it is clear from the previous discussion that this touchpoint is in relation to marketing and advertisement (Peltier, Visalli and Thomas, 2019). The consumers need proper proof of the product, and that can only be done through physical evidence, through consumer reviews, videos and public relations and planning. 
The third touchpoint is in relation to consideration. This one deals with the choice of the consumer with regard to the store they want to visit. The consumers have specific needs, and they want to see the store that provides those needs. In the case of Morrison's, as it is provided in the previous discussion, through the usage of mobile applications, the consumers can know the products they sell. However, the company needs to perform market research to ensure that the required products are present in the stores. 
The fourth touchpoint is in relation to purchasing. It is clear from the earlier discussion that the company consumers look for the quality and the price of the products (Lie, Sudirman and Efendi, 2019). Therefore, this proves the touchpoint and the process as well as Morrison’s need to ensure that the price of the product is proper and that the quality of the product is maintained at the best possible levels. 
The fifth touchpoint is in relation to retention. As it is clear based on the consumer satisfaction theory that consumers will revisit the store, if they feel that the company met the critical needs, then they will revisit the store (Paul, Sankaranarayanan and Mekoth, 2016). In order to do this, as it is clear from the process, the company needs to provide the best possible services to the consumers. 
The final touchpoint is in relation to loyalty. As it is clear from the previous discussion that consumers will be loyal if the company manages to keep up with the quality and this is clear from the process mentioned in the consumer journey map as well (Goutam and Gopalakrishna, 2018). Consumers will look for the continued support from the company, and thereby they will start recommending the company to others as well. 
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Therefore, now it is essential to provide Morrison's with some recommendations which will be valuable towards ensuring consumer retention and consumer engagement. The following suggestions will help the company to establish itself better in the market. 
1. Focus on social media: Social media is the investment of the next era. Social media marketing is probably going to take over in the next few years and therefore, it is essential the Morrison's as a company takes over the social media market beforehand (Alves, Fernandes and Raposo, 2016). If they manage to do this, the company will be at a significant advantage over their competitors and will be able to develop a monopoly on the social media market. 
2. Develop innovative consumer engagement strategies: One of the aspects that the company needs to consider in developing new consumer engagement strategies. This can be done either through advertisements or developing new and innovative products (Hollebeek and Macky, 2019). It is essential to understand that consumers will remain interested only when consumers are engaged. The company needs to focus more on consumer engagement and innovate new ideas. 
3. Focus on product quality: One key aspect of consumer retention and consumer engagement is product quality. Stores often do not maintain the quality, and this is what makes the consumers angry (Lie, Sudirman and Efendi, 2019). If Morrison’s want to hold onto their consumers over the long-term durations, then the company needs to ensure that the product qualities are always maintained and thereby they need to ensure that products are up to the demand of the consumers. 
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Therefore, it can be concluded that marketing plays a significant role in enhancing the overall position of a company. In this report, a detailed strategy has been provided on various steps that can be taken by Morrison's in order to enhance consumer retention and consumer engagement. A series of approaches have been provided to communicate with the consumers more efficiently, and along with that, a consumer journey map has been provided to analyse the thought process of the consumers. Based on that journey map, a series of strategies and techniques have been provided that the company needs to undertake to take hold of the consumers. 
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