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The report aims at understanding the stages and processes of marketing. “Marketing fundamental analysis” helps to understand the environment of marketing and situational analysis models. The title “Marketing fundamental analysis” is the process to determine a stock or fair value for the market.  The following report will discuss a SWOT analysis of the company's strengths, weaknesses, opportunities and threats followed by the company's PESTEL analysis which include factors like political, economic, social, technological, environmental and legal. The report will also discuss the Marketing strategy for Morrison which includes segmentation, STP marketing, targeting, and positioning followed by the 4 p's of marketing which are product, price, promotion, and place. Morrison sells a healthy food product and have developed a name for themselves. The report will also provide recommendations for Morrison marketing. 
1. Situational Analysis: This is the initial stage of the marketing process where a company analyses its internal and external environment. In addition to determining the company's SWOT (strengths, weaknesses, opportunities, and threats), the analysis also considers the market environment, including rivalry, consumer trends, and legislative changes.

2. Objectives: After doing a situational analysis, the next step in the marketing process is to set clear, quantifiable goals. Expanding product lines, generating sales revenue, and enhancing brand recognition are a few examples of objectives.

3. Strategy: A corporation creates a marketing plan at this stage to accomplish its goals. The marketing strategy describes how the business will identify its target market, set itself apart from competitors, and take a place in the market. The plan may include devising a price strategy, coming up with a communication strategy, and picking the best methods to reach clients.

4. Implementation: This phase sees the marketing plan put into practise. This might entail running advertising campaigns, producing marketing collateral, introducing new goods or services, and dispersing them to customers.

5. Control: The last step in the marketing process is to monitor and assess the marketing strategy's effectiveness. This entails comparing the outcomes to the set goals and making necessary adjustments. Customers' opinions may be gathered, sales data may be examined, and marketing measures like return on investment (ROI) and customer acquisition cost (CAC) may be examined.
SWOT analysis 
SWOT analysis is the process of identifying an organisation's internal strengths or weaknesses and external threats or opportunities which helps to develop a strategy to reach the goal of the organisation (Teoli et al., 2019). The key factors making up the word SWOT are strength, weakness, opportunity, and threat. 
	Strengths
	weaknesses

	· Morrison has an effective supply channel.
· Distribution channel of Morrison is strong.
· Morrison owns about 500 supermarkets in the UK.   
	· Geographical reach of Morrison is weak and limited. 
· Online presence of the company Morrison is weak.
· The company was announced as the worst supermarket in 2022.



	Opportunities 
	Threats

	· Morrison can focus on growing the market for organic items. 
· Partnership with small business helps the company business to grow. 
· Morrison can focus on expanding its markets in online platforms. 
	·  The constant increase in the retail industry can be a great threat for Morrison.
· Increase in tax and change in government policy raise the threat for the company.
· The company's billboard and offline promotion was not able to reach out to the customers due to quarantine. 





Table 1: SWOT analysis of Morrisons
Source: (created by learner)


Strength
The company Morrisons focuses on the strong factor of the company which provides competitive advantages to the company. The factors which are important for Morrison include the financial position of the company, skilled workers, uniqueness of the company’s product, and brand value of the product (Rashid, 2020). The company Morrison has an effective supply channel and networking of distributions is strong. The company supplies great product services to its consumers like food, music, quality clothing, beverage, and many more. Morrison currently has over 15% market shares present in the U.K. and is one of the fourth largest competitors in the UK (Forde et al., 20220. The company owns big supermarkets in the UK with over 500 stores and workers strength of about 130,000 and more. The company has even been listed on the “London stock exchange”. The development of online marketing has impacted the company by increasing sales thus increasing the business. 
Weakness
The weaknesses are certain factors of the organisation or business where they can focus on increasing the position of the organisation. The weakness can be introduced as factors or places in which the business lacks or the competitions are better compared to another organisation. In comparison with other big companies, the geographical reach of Morrison is small and limited (Jalil et al., 2021). Due to Covid-19, the company faced issues regarding employment and a lack of skilled workers. The past issues of the company regarding farmers have impacted the company affecting its brand image (Rizi et al., 2021). The online presence of company Morrison is weak and the organisation mostly exists in the UK thus the international exportation of the company is weak. The company lacks customer satisfaction and was also announced as the worst supermarket store in 2022. 
Opportunity
The opportunity for any organisation focuses on improvement on the part in which the company lacks to increase the company business. The company’s opportunities focus on geographical expansion of the company, improvement of the company’s product, better communication, and many more (Villanova et al., 2021). Morrison can focus on growing the market for organic items. Morrison must focus on expanding its markets internationally. The company can raise the demand for its private labels which can lead to an increase in the company’s sales by reaching out to many consumers. Formulating the strategy to partner with small businesses can help the business of the company grow (Pantano et al., 2021). Morrison can focus on expanding its markets in online platforms like Facebook, Instagram, Twitter, YouTube, and more with which the company can reach out to many customers internationally. 
Threat
Threats are the factors that harm the company or business. Some factors like changes in the policy of a government, an increase in competitors, and others can be a threat to the business. The constant increase in the retail industry can be a great threat to Morrison, so the company must maintain its position (Reynolds, 20200. An increase in tax and change in government policy raises the threat to the company. During Covid-19 the government imposed various laws among which one was quarantining (Soegoto, 20210. Quarantine arose to be a threat for company Morrison as the company’s billboard and offline promotion were not able to reach out to the customers. 
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PESTEL analysis is the study of external factors that affect the organisation or business. The key factors making up the word PESTEL are political, economic, social, technological, environmental, and legal factors. 
Political Factor
Political factors are the framework that impacts the business. Some examples of political factors include taxation and laws imposed by the government. Political factors strongly influence the profitability and sustainability of the company Morrison (Wu, 2020). During the political chaos in the UK, the company’s investors are discouraged and stakeholders' trust is harmed in the economy and affects the company’s performance. Morrison needs to study the present country’s political scenario as the change in government policy may affect the government's priorities regarding different industries. The current political factors globally are rapidly changing and can be considered unfavourable in global context.

Economical factor
Economic factors directly affect the company's capacity to achieve its economic goal. Morrison needs to pick a country with high financial efficiency with which the company can easily gather human and financial revenue. Due to covid-19 interruption the GDP rate of the United Kingdom fell by a percentage of 19.4 between April till June 2020(Mair, 2020). The pandemic has brought various challenges for the company resulting in a disruption in the supply chain and shortages of drivers. The company faced a fall in sales thus resulting in an impact on the company's revenue. The global markets are currently recovering from the damage caused by covid and can be considered as relatively favourable. 
Social Factor
Social factors are the factors that point out the customs, characteristics and social values of the society where the organisation is located. Higher the salary of the consumers the growth rate of sales increases as consumers are more willing to spend money on products and services to bring luxury to their lifestyle (Sanchez et al., 2020). Morrison can be affected by ethnocentrism, as with higher ethnocentrism the company's business environment faces more challenges while exporting into international markets. The company can be favoured by a growing population. The social conditions are currently favourable for businesses. 
Technological Factor
Morrison needs to study the developing technologies and future technologies activities for the survival of a business. Morrison needs to focus on marketing in countries with developed technologies, as the infrastructure of technologies makes the performance of business easier resulting in cost reduction, value for creation, innovation, and more (Upadhyay et al., 20210. With the help of technology Morrison study’s new product development rates. Shifting the business to e-commerce will greatly impact the company’s results in rising the company’s sales thus benefiting the company (Pantano et al., 2021). Morrison needs to focus on promoting its markets through social media and from social platforms like Facebook, Youtube, Instagram, Wikipedia, and more where people are greatly active thus helping the business to reach more customers. The growing technology factors and development are contributing favourably towards the success of businesses. 
Environmental Factors  
The company needs to understand the environmental factors to avoid reputational harm and lawsuits in the business. Many countries implement laws for businesses to reduce harm to the environment (Nash, 2019). To this response, Morrison needs to be responsible in following and forming practices, encouraging its customers to follow environmental laws, improving the brand image in the field of sustainability, and more. The company must introduce the use of renewable technologies to follow environmental laws (Zhang et al., 2021). The company must practise waste management, minimum use of resources, and recycling process. Morrison following this practice can benefit by achieving economic goals in the form of a reduction in production cost. Currently environmental concerns are increasing for global businesses and given prime importance especially in global context. 

Legal Factors
Legal factors provide detailed information related to various regulations and laws which include safety laws, employment laws, customers laws, and more. Morrison must ensure the safety of the work environment before entering new countries (Li et al., 2020). Many countries make laws to protect the privacy of customers, with this Morrison must strictly look up to protecting the data of its customers to avoid lawsuits. Morrison needs to follow every law imposed by different countries where the company’s market is situated. The company needs to focus on giving equal opportunity to every employee working in the company. The current global legal system is favourable towards international business and equal market opportunities. 
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Figure No.1: “Marketing strategy”
Source: (Ferrell et al., 2021)
STP Marketing 
STP or “segmentation, targeting and positioning” is basically a marketing model which allows an organisation to properly devise a marketing strategy. The model allows an organisation to segment the market in quite a few divisions, then target one or few of the divisions and then position themselves as per that segment's needs. 
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Figure No.2: STP marketing model
Source: (McDougal et al., 2021)
Segmentation
This is the first step of the marketing model and it allows the organisation to break the customer base into different smaller groups. This allows the organisation to develop a very specific marketing strategy for the market. There are different forms of segmentation which an organisation can use to create divisions among the market. The forms of segmentation include but are not limited to “geographic segmentation”, “demographic segmentation”, “behavioural segmentation”, and “psychographic segmentation” (Thomas and George, 2021). Depending on the needs of the organisation, they can select from one or more segmentation types of the classification of the market. With the new generation like Generation Z becoming more prevalent and also the digital marketing has become a better marketing strategy, the use of “demographic segmentation” would be good. The use of demographic segmentation allows the organisation to classify the market in several parts on the basis of age, gender, occupation and the list goes on. The term “demographic segmentation” can be referred to as the precise form of customer identification based on data points such as age, gender, family size and various other aspects. 
Morrisons which is one of the biggest retail organisations in the UK suffered from the pandemic as the traditional marketing took a hit. They could use demographic segmentation so that they can classify markets on the basis of age. They need to target the Generation Z of the market with the help of digital marketing. The use of market surveys would be useful and would allow the organisation to divide the market and identify different segments based on age (Romppanen, 2021). The customers who are born between the middle 1990s and middle 2010s are the one known as the Gen Z. The generation Z are more attracted towards social media usage and internet platforms. Through the use of digital marketing, Gen Z could be made attracted towards Morrisons. With the decline of millennials, it is essential that the company targets the Gen Z. 
Targeting 
This is the second step of the STP model and in this model, the organisation has to target one or more of the segments from the market. Once the organisation successfully classifies the market into different parts, it reaches the second stage and, in this stage, the organisation determines, which of the following segments it would target. Through the use of the demographic segmentation, Morrisons would be able to identify the millennials, Gen Z, Boomers and the list goes on. After the segmentation it is the role of the organisation to determine which of the segments would be able to generate the most desired outcomes. An organisation’s main aim before selecting a target should be that it is actively growing in size and has high profitability along with good reachability (Hanlon, 2022). For the market target, Morrisons would be targeting the Generation Z. Morrisons is more popular for its healthy affordable healthy food and they provide the customers with low prices and try to sell plenty of fruit and vegetables. The Gen Z would be targeted for the sales of the healthy foods sold by the organisation. With the rise of organic food and healthy food markets it is essential that Morrisons also starts to target a new market base. They have already formed a good customer base in millennials and it is time for them to expand their marketing base from millennials to Gen Z.
Positioning 
This is the final stage of the STP marketing and helps an organisation to position themselves in the market in accordance with the chosen market segment (Reavey, 2020). There are different organisations in the retail industry where Morrisons lies and everyone tries to position themselves uniquely in accordance to the needs of the market. Morrisons would be using the same positioning as it had in the past. The organisation would provide the customers with the best and high-quality healthy food along with an affordable price tag on it (Morrisons PLC, 2022). Its competitors such as Tesco and Sainsbury's have been selling low-cost food which are not healthy and hence Morrisons would capture the healthy market with the help of the affordable rates. Basically, the organisation would be able to capture the market on the basis of affordable rates and healthier food. The purpose of the organisation since the beginning has been that they would make healthy food for the customers and would try to sell it to the customers at the most affordable rate possible in the market. 
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Figure No.3: Perceptual Mapping
Source: (Created by the learner)
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4P’s of Marketing 
Product: Morrisons is one of the biggest retail organisations in the UK and has been so for years now. They are mostly popular or have developed a name for themselves through the sales of healthy food products. Most of the retail organisations in the UK sell food products which are not healthy. The organisation has been selling healthy food since the beginning of the organisation. Back in 2016, they extended their free from range products to over 400 different products (Morrisons PLC, 2022). The organisation not only sells different food products which are healthy and organised but a wide range of household products. There are over 1000 different types of products which includes raw meat, poultry, seafood, frozen food, drinks and the list goes on (Morrisons PLC, 2022). The wide range of products allows the organisation to attract a wider base of customers, however, their main objective has been selling healthier foods to the customers. The variety of organic and healthier food products are the most unique products sold by the organisation. There was a market gap in the retail industry as most of the organisations such as Tesco, Asda and others were mostly focused on fast food manufacturing. 
Price: There are different forms of pricing strategy in the market and the organisation uses one of them based on their needs and aims. Morrisons has been using the competitive pricing strategy and has been successful using it. The competitive pricing strategy refers to the process of strategically selecting a pricing point which would be used to sell the goods and the prices would be set as per the prices of competition around them (Gupta et al., 2021). Morrisons has been selling products depending on the price point which are set in accordance to the prices set by the competitions such as Tesco, Asda, and others. The competitive pricing allows the organisation to produce the market with high quality food products at a price which is almost the same as the competitions, so that the customers cannot complain. 
Promotion: For the promotional strategy, the organisation would be using the digital marketing strategy. To be more specific the organisation would use social media, along with SEO and other features for the promotion. As per data available the penetration rate of social media is more than 90 percent in the UK (Statista, 2022). This makes the whole social media promotional strategy quite useful and better than most other traditional ways of advertising. As the organisation would be targeting Gen Z, it would be better to focus their marketing strategy on digital marketing. Furthermore, the organisation also has to improve the SEO so that when the customers search for any product related to healthy foods their website comes up first. The organisation would basically be focused on the use of digital marketing for their promotion. There would be use of traditional marketing such as billboards, newspapers and others. However, the use of digital marketing would be far more successful and better. 
Place: There are over 490 Morrisons grocery stores in the UK and they are all conveniently located all over the nation (Statista, 2022). Furthermore, they have expanded in the online market and have their own websites for the customers. The organisation has to be focused more on the online sales and it would be much better for the revenue. With over 92% of the internet penetration rate in the UK, the sales that take place through the online platforms are excellent choices (Statista, 2022). The expansion of the organisation in the online sales would be extremely useful as the organisation could reach places where offline stores could not reach. Furthermore, the organisation is trying to ensure that they can capture the market of the Gen Z with the help of affordable healthy foods. The use of social media can be extremely helpful for the organisation and the website could be directly linked with the social media advertisements which could be extremely useful for the organisation. The combination of the online stores and offline stores, it would be possible for them to gather customers from all over the UK. 
Recommendations for marketing
There are many ways by which Morrison can expand its market. Digital marketing helps promote brands of Morrisons connecting with interested customers via the internet and by using other digital platforms. Introducing the Morrison market to digital platforms helps find new markets and can trade globally with less investment resulting in a rise in sales and profitability of the business (Chaffey and Ellis-Chadwick, 2019). Through marketing digitally Morrison can directly interact with their customers thus making an improvement in customer experience. To conduct digital marketing, Morrison management needs to hire skilled employers having a degree in the field of digital marketing or can operate practice training for their employees as digital marketing is not an easy task to perform by all employees (Mogaji et al., 2020). Morrison's management needs to understand its employees' capabilities and where they lack. Training needs to be practised to fill the gaps of the employees by providing them with the right tools to succeed. Lastly, the company needs to provide good instructions and targets. Worldwide reach of digital marketing helps the company trade internationally. Digital marketing helps establish a sales funnel in order to track the behaviour of customers and helps to enable individual customers for its consumers' experience. Morrison owning a own website helps customers find the market location easily and are only a little click away in purchasing the product. The reach of Morrison increases locally and internationally due to digital marketing. The introduction of the digital market and promotion of brands digitally is useful as the markets can reach out to customers where offline stores could not reach (Vollrath and Villegas, 2021). The company can gain consumers' loyalty and can gain a reputation for being easy to deal with. The company can directly greet the consumers with the offers provided as the consumers data will be linked with the company’s website. Morrison needs to plan out its marketing statistics which will help boost the company's profitability and reach its goal. Posting images in the media will help increase the brand value of Morrison and can directly serve their interested customers by providing them with ads.  


[bookmark: _Toc126688324]Conclusion 
The title “Marketing fundamental analysis and Evolution” helps to understand the environment of marketing and models of situational analysis. The following report has discussed a SWOT analysis of the company which includes the company's strengths, weaknesses, opportunities, and threats. The above report has also discussed the external factors affecting the company which is PESTEL analysis including factors like political, economic, social, technological, environmental, and legal. The report will also discuss the Marketing strategy for Morrison which includes segmentation, STP marketing, targeting, and positioning. The company’s marketing mix includes factors like promotion, place, product, and price has been discussed in the above report followed by the recommendation provided for marketing.
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