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Introduction

The topic will analyse and evaluate the processes and stages of marketing including the role of Marketing mix. It will cover an introduction to what is marketing. It will evaluate the role of the marketing environment. It will determine segmentation, targeting positioning and marketing mix strategies of the chosen organisation Morrison’s started from a Bradford market stall to the UK’s 4th largest supermarket chain.
To define marketing is the activity or commerce of advancing and offering items and administrations, counting advertises inquire about and promoting. Promoting is the movement, set of teaching, and forms for making, communicating, conveying, and trading offerings that have esteem for clients, clients, accomplices, and society at expansive. (AMA, 2021)

Processes and stage of marketing

[bookmark: _GoBack]According to Bishop (2014, p16), Marketing process can be realized by the marketing mix. The marketing controlling in most organisation, „strategic planning” is an annual process, typically covering just the year ahead. Every so often, a couple of associations may see at a down-to-earth arrangement that extends three or more a long time ahead. To be most compelling, the plan must be formalized, ordinarily in a composed frame, as a formal „marketing plan.” The substance of the strategy is that it moves from the common to the specific, from the vision to the mission to the destinations to be a corporate objective of the affiliation, at that point down to the individual exercises plans for each parcel of the showcasing program. It in addition intellectuals arranged, so that the draft abdicate of each organize is checked to see what impact it has on the earlier stages.
The key showcasing handle may be a ponder arrangement of steps to assist recognize and reach the objectives. Indeed more, to find what clients need and create items that meet those needs. The steps to a successful strategic marketing process are to have a mission, situation analysis, marketing planning and mix. We should not forget the importance of the strategic implementation and control.
As stated by Kottler (2018, p74) the strategic plan defines the company’s overall mission and objectives. Marketing’s part is overseeing a client – driven showcasing procedure and the promoting blend. Consumers are in the centre. The objective is to allow esteem for clients and builds productive connections. Another comes promoting technique – the showcasing rationale by which the company trusts to make clients value and accomplish these productive connections. The company decides which customers it will serve (segmentation and targeting) and how (differentiation and positioning). It identifies the total markets and divides them into smaller segments, select the most promising segments, and focuses on serving and satisfying the customers in these segments. (See Appendices, Figure 1).


[bookmark: _Hlk70259226]Role of the marketing environment and other situation analysis models

A few powers over which it has small, or no control influence a company's promoting exercises. Taken together, they make up its outside promoting environment, which incorporates administrative and political action, financial conditions, competitive powers, changes in innovation, and social and social influences. 
As said by Kottler (2018, p92) the promoting environment is made of a microenvironment and a macroenvironment. The microenvironment comprises of the components close to the company that impact its capacity to serve its clients – the company, suppliers, advancing center individuals, client markets, competitors, and publics. The macroenvironment involves the larger societal forces that affect the microenvironment – demographic, economic, natural, technological, political, and cultural forces. 
Marketing management’s job is to build relationships with customer value and satisfaction. However, marketing managers cannot do this alone (See Appendices, Figure 2). Promoting victory requires building connections with other company offices, providers, showcasing mediators, competitors, different publics, and clients, which combine to create up the company’s esteem conveyance organize.
The macroenvironment consists of the larger societal forces that affect the microenvironment – demographic, economic, natural, technological, political, and cultural forces. We look first at the company’s microenvironment. (See Appendices, Figure 3)
Morrisons and all the other actions operate in a larger macroenvironment of forces that shape opportunities and pose treats to the company. Indeed, the foremost overwhelming companies can be powerless to the regularly turbulent and changes strengths within the showcasing environment. A few of these powers are unforeseeable and wild. Others can be anticipated and dealt with through skilful administration. Companies that get it and adjust well to their situations can flourish. Those that do not, can confront troublesome times.
On the words of Kottler (2018, p96) customers are the most important actors in the company’s microenvironment. The point of the whole esteem conveyance organize is to lock in target clients. Buyer markets comprises of people and families that purchase merchandise and administrations for individual utilization. Commerce markets purchase products and administrations for individual utilization. Universal markets comprise of these buyers in other nations, counting buyers, makers, affiliates, and governments. Each advertise sort has extraordinary characteristics that call for cautious think about by the vender.
Consistent with Bishops (2014) SWOT analysis is a strategic planning method used to evaluate the strengths, weakness, opportunities, and Threats involved in a project or in a business venture. It includes indicating the objective of the commerce wander or extend and recognizing the internal and external variables that are great and troublesome to attain that objective. A SWOT investigation must begin with characterizing a wanted conclusion state or objective. A SWOT Analyse may be incorporated into the strategic planning model. 
The strengths of Morrisons are that they are the fourth UK largest supermarket chain. It is well-known for its good quality products at low prices, being a food specialist and having its own freshly made food items. It has over 100 years of history.
Some of the weaknesses on Morrisons Supermarkets PLC are gaps in the product range sold by the company. They are not very good at product demand forecasting leading to higher rate of missed opportunities compare to its competitors.
Example of opportunities are the new trends in the consumer behaviour can open new market for the Morrison Supermarkets Plc. It provides a great opportunity for the organization to build new revenue streams and diversify into new product categories. Over the past few years, the company has invested into the online platform.
Some threats to the company’s profitability is operating in numerous countries - it is uncovered to cash variances particularly given the unstable political climate in number of markets over the world. New environment regulations could be a threat to certain existing product categories.




Segmentation, targeting positioning and marketing mix strategies of Morrisons PLC

We aim to determine segmentation, targeting positioning and marketing mix strategies of the chosen company Morrisons. The advantage of the segmentation is that it can allocate resources more effectively. Desires and needs of clients can be effectively recognized if clients are in littler, comparable bunches. The company may make a more precise promoting blend procedure. They point to position the item or benefit to offer to the focused-on fragments. Consistent with Kottler (2018, p74), Morrisons uses a Customer Value – driven marketing strategy. To succeed in today’s competitive marketplace, companies must be customer centred. They must win customers from competitors such as Sainsbury’s, Tesco, Asda, and then engage and grow by delivering greater value. But before it can satisfy customers, a company must first understand customers’ needs and wants. Thus, sound marketing requires careful customer analysis. 
Companies know that they cannot profitably serve all consumers in each market – at least not all consumers in the same way. There are as well numerous sorts of shoppers with as well numerous sorts of needs. Most companies can serve a few fragments way better than others. In this way, each company must isolate up the entire advertise, select the finest fragments, and plan methodologies for beneficially serving chosen sections. This handle includes showcase division, showcase focusing on, separation, and situating.
In Accordance with Kottler (2018) the company must develop an integrated marketing mix. After determining its overall marketing strategy, Morrisons is ready to begin planning to detail of the marketing mix, one of the major concepts in modern marketing. The promoting blend is the set of strategic promoting devices to reaction to the target showcase. The promoting blend comprises everything the firm can do to lock in buyers and provide client esteem. The Marketing Mix Elements are Product, Price, Place, Promotion, People, Process, Physical Evidence.
According to Kottler (2018) the cultural environment consists of institution and other forces that affect a society’s basic values, perceptions, preferences, and behaviours. Individuals develop up in a specific society that shapes their essential convictions and values. The social characteristic can influence promoting choice making. The cause-related showcasing is to work out their social obligation and construct more positive pictures, numerous companies are presently connecting themselves to beneficial causes. These days, each item appears to be tied to a few causes. Morrisons for example are taking part in socially responsible programs to combat huger, spread positivity in the pandemic lockdown and ethical trade.











Conclusions and Recommendations

In conclusion the purpose of a marketing plan is to ensure that marketing activities are relevant and timely to achieve an organization's objectives The marketing analysis have limitations due to the current pandemic and regulations. It could be an arrangement characterizing a sustainable competitive position and the resources necessary to realize it. Showcasing plays a vital part in making esteem for clients. Clients have valued an item, its quality, its properties through promoting. They draw consumers' consideration to a specialty advertise. The more an item is publicized, the more it is sold. The notice coordinates them to the items that are way better for them. Therefore, the value of customers increases.
The division includes the distinguishing proof of potential buyers. The division includes the fundamental of a shared of closeness, such as require, a characteristic or comparative buy conduct or utilize. Fragments are most frequently recognized by combining a few factors, for case by sectioning concurring to the topographical area, age, sexual orientation, and way of life. Focusing on includes an appraisal of the openings for development displayed by each portion, coupled with an investigation of potential competitive dangers. The pandemic is modifying the overall structure and organizations must be open to change. Adapting to the Covid-19 crisis is crucial to all companies’ future.
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Appendices

1. Figure 1. Marketing Strategies, Kottler (2018, p74)
[image: C:\Users\Galina\Desktop\fig.2.4 Management Marketing strategies and Marketing Mix..png]
   
2. Figure 2 Microenvironment (Kottler, 2018, p96.)      
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3. Figure 3 Macroenvironment (Kottler, 2018, p96.)      
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4. Figure 4 SWOT Analysis           
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® FIGURE | 3.1
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