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Executive Summary


This report applies several strategic management tools to assess Morrisons internal and external environments. A combination of SWOT, PESTEL, stakeholder analysis, Porter’s five forces, Porter’s generic strategies, the value chain, the strategy clock, and the Ansoff matrix were performed to the company. 
Morrisons strategic plans post pandemic was analysed and a reshape on the strategic vision was proposed to apply future hyper personalisation strategies to enhance customer experience and retention.
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Introduction:
Morrisons was founded in Bradford in 1899 by William Morrisons (Morrisons, 2020b). Ken Morrison, his son, took over the business in 1952. After 55 years as the CEO, Ken stepped down (Morrisons, 2020b). In 2004, a merge occurred between Morrisons and Safeway, which impacted the market and created a delimited “Big four” main supermarket retailers and made the company the 4th largest grocery retailer in the UK (Chakraborty, 2018, p. 6). 
The aim of this report is to elucidate a new way forward in Morrisons’ strategic direction to deliver personalised customer care whilst ensuring sustainable competitive advantage.
Furthermore, an internal and external strategic analysis will be conducted in order to critically evaluate the options that would ensure optimal customer care in the aftermath of a pandemic. 
This report integrates two parts: a strategic analysis of Morrisons and a future proposal based on innovation trends in the retail market. This paper proposes a change in the current strategic purpose of the company to set the table and respond to customer’s needs in the most personalised way. In the proposal, the use of technology driven solutions are the platform to increase customer care after the pandemic. In addition, the importance of a connection with the client is outlined and it is argued that innovation and technology must adapt to the customer’s needs.
We then propose a hyper personalisation model with the aim of improving customer experience. Afterwards, presenting the impact of the proposals in other departments, recommendations and finally, the conclusion.



Organisation’s strategic direction:
Strategy is the “long term direction of an organisation” (Johnson et al, 2019, p.5). Moreover, Barney and Hesterly (2018, p.27) define strategy as the steps necessary to increase competitive advantage. Strategic management is the recognition of the purpose of a firm and the steps needed to achieve it (Lynch, 2018, p.9). Moreover, Mintzberg (1987, p.15) states that strategy is a mediating force between the organisation and the external environment.
Morrisons strategy is based on 6 priorities which are: “be more competitive, serve customers better, find local solutions, develop popular services, simplify and speed up, and make supermarkets strong” (Morrisons, 2020a).
Morrisons core purpose before the pandemic was “to make and provide food we’re all proud of, where everyone’s effort is worthwhile, so more and more people can afford to enjoy eating well.” (Morrisons, 2019, p.2). After the pandemic, it was changed to “feed the nation” (Hammett, 2020). One can state that the strategy was simplified and generalised. However, it is critical to adapt the purpose and the strategy to address hyper personalization as the 2025 vision that will deliver innovative customer care ensuring sustainable competitive advantage.

Strategic analysis:
External context:
The UK grocery market is considered oligopolistic (Burt and Sparks, 2003, p. 237). An oligopoly is a type of industry where only a few large companies possess control (Johnson, 2019, p. 75). In the supermarket industry the “big 4” dominate two thirds of the market (Chakraborty, 2018, p. 6). According to Kantar (2020), Tesco has 27% of the market share, Sainsbury’s 15.3%, Asda 14.4% and Morrisons has 10.2%.
In the last years, Tesco and Sainsbury’s have increased their convenient stores. However, Aldi and Lidl, low-priced supermarkets, have been consistently increasing market share (Chakraborty, 2018, p. 6). In addition, from 1993 until now, Tesco and Asda have double their market position whereas Morrisons has stayed similar (Chakraborty, 2018, p. 7).

SWOT analysis
SWOT is a type of analysis that describes the internal factors, strengths and weaknesses, and the external factors, opportunities, and threats of a business (Lynch, 2018, p.267).
Strengths:
· Morrisons is the 4th largest grocery retailer in the UK with 10.2% of market share (Kantar, 2020). 
· Guo and Wang (2019, p.327) state that Morrisons is known for their high-quality foods and the use of the “market street concept” in which the supermarket is set to resemble an English small store. They also argue that the main priorities of the business are focused on their fresh food produce. 
· Morrisons has talent programmes for their colleagues (Morrisons, 2020d). Also, the company has skilled workers preparing fresh food in store (Morrisons, 2020b). 
· Morrisons own manufacturing sites (Morrisons, 2020c). This allows the company to have control in the quality of their produce and in its supply chain (Morrisons, 2020b). 
· The company is vertically integrated, which means that it is its own customer (Johnson, 2019, p.246).
· Strong online presence due to partnership with Amazon (Morrisons, 2020e)

Weaknesses:
· Geographical limitations as the stores are mostly on the north of England (Haleem and Jehangir, 2017, p.6)
· The prices are not as competitive as they could potentially be. In an analysis conducted by Which, Morrisons was position 5 in terms of cheapest prices in unbranded items in September 2020 (Kaveh, 2020).

Opportunities:
· To have the strongest online presence in the UK retail industry with Amazon.
· To expand to international markets because their current CEO, David Potts, has experience as a CEO of Tesco Asia (Morrisons, 2020f).
· Increase growth during the pandemic. Although sales rose, profits decreased due to covid-19 related expenses (BBC, 2020). 

Threads:
· Trends seem to suggest that the discounters Aldi and Lidl will increase and overtake Morrisons (Chakraborty, 2018, p. 7). Aldi has 7.8% of the market share (Kantar, 2020), only 3% under Morrisons.

PESTEL analysis:
Johnson (2019, p.36) states that the PESTEL analysis is a macro-environment examination that outlines 6 environmental factors: politics, economy, social, technology, ecology and legal.
· Politics: Morrisons is exposed to political factors in the UK. The pandemic has influenced the government to incur in several local lockdowns that have not been applied in the grocery retail market directly due to being considered an “essential” business (McKevitt, 2020b). Also, Brexit is likely to affect the UK grocery market. However, Morrisons is in strong position because most of their produce are grown in the UK (Rogers, 2020).
· Economy: Gatherhood (2020) outlines that the economy will be in recession due to government-imposed lockdown. Also, it is stated that there will be an economic crisis. Although the grocery market has increased due to the pandemic, the recession will probably affect the acquisition of goods of the UK population and a decrease in the market should be expected. 
· Social: Consumers shopping trends have shifted. Online sales have increased 76% in comparison to last year (McKevitt, 2020b). It is further stated that one in five households are currently ordering their grocery shopping via internet. It reflects that costumers have steadily decided to shop their groceries online due to the risk of the pandemic.
· Technology: Shoes for crews (2020) mentions that certain technology is likely to impact the grocery market. Such as “just walk out” scheme developed by Amazon Go where the shopping card detects the products and at the end of the shopping, the bank account is charged and digital displays where customers interact with the products by using digital screens. Morrisons could explore the feasibility and implementation of these technologies to increase customer experience and become pioneers of these technologies in the UK.
· Ecology: Filimonau and Gherbin (2017, p. 2) specify that UK grocery retailers recognise that food waste is a problem, but it is not catalogued as important. Moreover, food waste recycling and price reduction are crucial, and donations happen under management decisions. Other concerns in ecology are plastic waste, carbon emissions, food waste, and fish resourcing (Smith, 2019). Tesco has reduced unnecessary packaging and food waste; Asda has environmental goals for 2025 that include 100% recyclable packaging and remove plastic from their brands. Sainsbury’s has the lowest carbon emission in the industry and donate 73% of food to charity. Morrisons plastic is 81% recyclable. Aldi has sustainable fishing, and 100% energy comes from renewable sources. One can denote that most supermarkets are making efforts in becoming sustainable. However, there is not a supermarket that has achieved environmental goals by 100%.
· Legal: Supermarkets must adhere to public regulations. The Groceries Code Adjudicator regulates the relationship between supermarkets and suppliers (Allen, 2015, p.2). Also, the Competition and Markets Authority (CMA) oversees competition laws between businesses and consumers (UK Government, 2016). A recent case of their intervention was the merger between Asda and Sainsbury’s. However, it was stopped by CMA because they alleged that a merger would cause unfair competition in the market (Bentham, 2018, p.11).

Porter’s Five Forces:
The profitability of an industry is determined by the strength of competitive forces. Also, the strongest force will become the most important to formulate strategy (Porter, 2008, p. 26)
· Threat of entry: This would need to be low.  A large amount of capital would be required to invest in the grocery market (Porter, 2008, p. 27). Also, Thanassoulis (2009, p.1) states that in the UK, the supermarket profit margins are on average 5%. Which suggests that it is not a highly profitable industry. Therefore, it would take years before the investment becomes profitable.
· Threat of substitute: It might be classed as medium. Morrisons produces its own high quality fresh produce (Morrisons, 2020b). However, other retailers offer discounts and lower prices, such as Aldi and Lidl (Thanassoulis, 2009, p.2).
· Supplier power: The level would be low. Thanassoulis (2009, p.2) argues that suppliers’ margins have decreased and when suppliers face competition then supermarkets force the prices down. 
· Rivalry among existing competitors: In the retail sector, the competition is high. Chakraborty (2018, p. 9) highlights that retailers have direct competition between each other and that they have similar prices.
· Bargaining power of buyers: Since there is high competition in the UK retail industry, consumers can easily buy from competitors. This means that Morrisons needs to find strategies to attract and retain customers.
   

Porter’s Generic strategies

According to Porter, there are three generic strategies to achieve sustainable competitive advantage. 
a) Cost leadership strategy: It is built by attaining operational efficiency (Banker, Mashruwala and Tripathy, 2014, p. 872). 
b) Differentiation strategy: it is achieved when a company provides a unique product (Allen and Helms, 2006, p.2). Moreover, they further outline that it requires personalisation and allows the company to charge premium prices. Banker, Mashruwala and Tripathy (2014, p. 872) state that a differentiation strategy is more financially sustainable than cost leadership. It also provides greater efficiency in comparison to cost leadership.

c) Focus strategy: It is followed when an organisation tailors their services to a segment in the industry (Tanwar, 2013, p. 11). In addition, Kim, Nam, and Stimpert (2004.p. 582) claim that a focus strategy is not as feasible as it has been in conventional business.

Chakraborty (2018, p. 6) outlines that competitiveness in the UK grocery sector has the potential to increase due to online grocery. Kim, Nam, and Stimpert (2004.p. 582) argue that Porter’s generic strategies are still relevant and have applicability to e-business. 
The UK grocery market has examples of the application of these generic strategies. Aldi follows cost focus, whereas Asda follows Walmart’s strategy, which is cost leadership (Gerhard and Hahn, 2005). Morrisons pursues differentiation, because they emphasise quality and freshness instead of low price (Morrisons, 2020b), (Gerhard and Hahn, 2005, p.16). However, the company has developed price cuts to remain competitive (Rogers, 2020). One can then state that the strategy is shifting to cost-differentiation. Another example can be Marks and Spencer’s strategy. They utilise differentiation focus because their services are advertised as premium and they highlight their brand’s quality (Hodgson 2017).
Thompson, Clarke, Clarke, and Stillwell (2012) affirm that the discounters, Aldi and Lidl, have increased their market share to record levels. In addition, the “Big four” seem to be losing market share in the last 5 years (Kantar, 2020). One can then argue that low prices are becoming a key element in the UK grocery industry.

The value chain:
The value chain recognises where the value is included in a firm and it helps to develop competitive advantage (Lynch, 2018, p.123). According to Porter (2001, p.52) the primary activities of a company are:
Operations: This is where production is developed (Lynch, 2018, p.123). Morrisons is the “2nd largest food manufacturer in the UK with 18 operation sites.” (Morrisons, 2020j).
Inbound/Outbound logistics: Inbound logistics describe the activities that involve the products being distributed to the final customers and outbound logistics include the areas where goods are received from suppliers (Lynch, 2018, p.123). Morrisons affirm that their supply chain is “the best in the industry” (Morrisons, 2020g). Also, they have 6 distribution centres and two third party ones. Therefore, they manage most of their logistics (Morrisons, 2020h). This is one of the strongest value points of the company and they reflect the company’s vertically integrated nature. 
Marketing and sales: they analyse the customer’s needs (Lynch, 2018, p.123). Morrisons marketers use multi-channel marketing, such as: social media, tv, and digital marketing (Morrisons, 2020i).
Service: These are the activities that are used to enhance the value of the product. Porter (2001, p.54). Quality and service are paramount for Morrisons. To enhance their worker’s abilities, the company applied for RSPH accreditation for training programmes (Zilnyk, 2011, p.249)

The strategy clock
The strategy clock allows one to explore different generic strategies that give a broader point of view for hybrid strategies (Johnson et al, 2019, p.213). Also, it is further argued that its circular design provides a blended choice other than the abrupt contrast shown between cost leadership and differentiation. 
Johnson et al (2019, p.214) highlights that the strategy clock outlines three zones of viable strategies and one zone that might precede lack of success:
· Differentiation (zone 1): This entails differentiation without premium price.
· Low-price (zone 2): It is the combination of low-cost and acceptable value.
· Hybrid strategy (zone 3) Involve the combination between low-price and differentiation.
· Non-competitive strategies (zone 4): It describes low benefits and high prices.  
In the case of Morrisons, they utilise a hybrid strategy, where differentiation is the focus, with the inclusion of low-price. Porter’s generic strategies do not quite portray Morrisons case, because as it was stated before, the distinction is abrupt and the high levels of competitiveness in the UK grocery market do not allow a true application of the differentiation strategy established by Porter. 

The Ansoff Matrix
Loredana (2017, p.144) describes that The Ansoff Matrix is a strategic tool that connects the marketing strategy with the main strategic plan. It outlines four growth strategies where two dimensions contemplate products and the other two markets.
1- Market Penetration: The growth plan is focused on existing products in existing markets. Morrisons has 10.2% of the market share in the grocery market in the UK (Kantar, 2020).
2- Market Development: The focus is on new markets of existing products. The grocery market in the UK has grown to £31.6bn after the covid-19 pandemic (McKevitt, 2020a). However, it is further stated that it will take time before the market becomes stable. In addition, online shopping has grown to 76% in comparison to last year (McKevitt, 2020b). In Morrisons, it is important to strengthen the customer service online, due to the shift to online groceries. 

3- Product Development: The focal point is new products of existing markets. Due to the pandemic, Morrisons developed food boxes for different segments of the population, and strengthened their online delivery services (Morrisons, 2020k). 

4- Diversification: It focuses on new products and new markets. Morrisons has diversified and expanded on new products on the online market with fast delivery. Examples are: christmas dinner delivery boxes, takeaway services, delivery food for students, vegan pizza, family recipe boxes, lean meat box for fitness fans, fakeaway boxes, among others (Morrisons, 2020k). 

Stakeholders:
Johnson (2019, p.130) defines stakeholders as the individuals that are influenced by an organisation and have their own interests. Stakeholder mapping highlights stakeholder power with the purpose of understanding strategic priorities. The matrix categorises stakeholders according to the power and their level of attention (Johnson et al, 2019, p.133). Morrisons (2018, p. 32) outlines several stakeholders:
A- Key players: These have a high level of attention and high level of power. These must be shareholders, board members, suppliers, investors and customers, because they have a high level of influence in the decisions made by the company and are directly affected by them.
B- Sleeping Giants: They have a high level of power but a low level of attention: This might include the government, as their regulations must be met and the media.
C- Gadflies: These have a high level of attention but low level of power. This might include employees, communities, unions and NGO’S
D- Irrelevants: They have a low level of power and low level of attention. Non-customers can be categorised here.

Morrisons strategic plans post pandemic
Morrisons is intending to capitalise on sales growth during the pandemic with lowering costs, online innovation and strengthening their supply chain. With the market’s trends of lowering prices, the CEO, David Potts, intends to use a combination of differentiation strategy, Morrisons vertical integration, and outstanding customer service to increase market share (Rogers, 2020). 
The company mentioned that they were reducing prices by 23% in september 2020 (Rogers, 2020). A study conducted by Danziger, Hadar, and Morwitz (2014, p.761) argues that customers are more likely to make use of a retailer that provided an everyday low pricing strategy than the retailer that presented less frequent but larger discounts. It can be stated that the overall pricing strategy has an impact on the attraction of customers.
Morrisons online delivery has been a main participant in the recent increase in market share post lockdown. It has improved via their main website morrisons.co.uk, their food boxes, a doorstep delivery service, and associations with Amazon and Deliveroo (Rogers, 2020).
The CEO also outlined that one of the priorities in the upcoming future is to become highly digital and to listen to customers and colleagues to achieve outstanding customer services whilst remaining competitive (Rogers, 2020).
The company has also reduced 3000 managerial jobs and increased customer facing roles to 7,000 (Rogers, 2020). Data affirms that the company has outperformed other competitors in terms of post pandemic growth (McKevitt, 2020a). One can state that factors that have helped the company obtain growth during the pandemic are their online delivery, their price cuts, their agility, and their emphasis on customer service.

Reshape of the strategic direction:
Rodríguez, Paredes, and Yi (2016, p.18) affirm that retail companies have challenges due to intense competition, fast technological change, and management practices. Therefore, it is paramount for retail companies to shift their focus from sales to find methods to attract and retain customers.
Future retailing is focused on engaging with consumers at rational, emotional and sensorial levels (Rodríguez, Paredes, and Yi, 2016, p.19).
Corporate planning requires to define corporate financial goals to set different goals in the businesses of the corporation (Proctor, 1997, p. 143). Morrisons corporate strategy and purpose must be modified to fulfil the hyper personalisation needs of the market.
The proposed goal for Morrisons for 2025 is to find a new way forward for delivering innovative customer care that will ensure sustainable competitive advantage. In addition, the purpose of the company must be aligned to the hyper personalisation efforts. “Feed the nation” does not portray individualism or personalisation, it portrays generalism. Therefore, it must be modified to fit. A new purpose could be “part of you”. It means part of the customer’s life, it insinuates constant presence, individualism, familiarity and it fits the market street concept of Morrisons.
Also, Rodríguez, Paredes, and Yi (2016, p.20) argue that intensive competition in the retail market requires that organisations initiate strategies that promote interactions between the customers and the stores and that many of these require technological resources to be applied.

Customer care is an important feature that allows companies to create long-term relationships with customers (Steichen and Wade, 2010, p.4). Also, it is further argued that the assistance delivered after purchase impacts a consumer’s decision on whether to purchase more products from that company in the future and that customer care has been restricted to a one-size-fits-all model. Moreover, Jain et al (2018, p.321) state that digital transformation is being deployed by companies to ensure a positive association between the services and the company to customers. One can then state that customer care is vital to promote continuous sales and that digital resources can be utilised to improve brand image. 

Salmen, and Muir (2003, p.133) allege that the utilisation of “an electronic customer relationship management system (eCRM system) enables traditional 'physical' customer proximity to be substituted by 'digital' proximity, within the scope of a multi-channel approach.” This exchange could lead to cost reduction, profit increase and enhanced customer loyalty. One could then argue that digital technology can be a cost-effective way to impact customer service and promote digital proximity. 

Hyper personalisation:
Jain et al (2018, p.320) allege that when it comes to hyper personalisation, the challenges for businesses are to comprehend consumer behaviour, to lower costs and to implement sustainable innovation.  These challenges reflect Morrisons need. Rosenbaum et al. (2019, p. 2) suggest that hyper personalisation seems to associate customers and suppliers by utilising customisation and personalisation choices. Dunlap, (2014, p. 108) argue that advances in cyber technology have allowed businesses to achieve hyper personalisation. Therefore one can state that technology should be the main tool to achieve hyper personalisation for customers.

Jain et al (2018, p.322) pinpoint that companies must deliver consistent solutions to customers through all channels, such as return policy, tracking of product delivery, and availability of the products. In addition, it is added that engagement must be promoted throughout the channels from the start to finish in a hyper personalised manner.

Hyper personalisation allows retailers to adapt the need for convenience and speed to customers by providing shopping options based on the customer’s browse history and online activities (Shukla, and Nigam, 2018, p.132).
Chaffey, Hemphill, and Edmundson (2018, p. 421) contend that there are negative aspects when it comes to personalisation. The first one is the cost. Morrisons would need to incur into technology acquisition to ensure hyper personalisation goals. Second, technology could become an obstacle to consumers in case a customer must log in and forgets their password. Nevertheless, this downside can be mitigated with the use of cookies to help the device remember the customer’s details.

Chaffey, Hemphill, and Edmundson (2018, p. 366) point out that a customer relationship management strategy can aid the company increase profits by providing the products that the consumer likes, by providing accurate customer service, by helping the company sale faster, by acquiring new customers and keeping old ones. 

Steps to implement hyper personalisation:
Hyper Group (2019) suggests 8 steps to implement hyper personalisation 
1- Define objectives:
The objectives are to utilise hyper personalisation to improve customer’s interactions with the supermarket, to decrease costs, and to create sustainable innovation.
2- Resource analysis: It is necessary to assess which elements, resources and skillsets are needed to allow the hyper personalisation to happen. It is necessary to create a marketing intelligence department that oversees the data created with the app. Also, the IT department needs to find engineers that work with artificial intelligence and can apply these technologies to the app and the website.
3- A compelling application plan needs to be created and approved by stakeholders.
4- A study of 100 customers per site needs to be carried out. This will set the table for the features that are more valuable to customers to understand their motivations and journeys. 
5- The analysis of the research from the previous step should answer behavioural features, points of friction of the customers, their interaction with Morrisons and their thoughts on the brand. This data should help increase engagement and create experiences that are attractive and satisfactory to the clients.
6- The relevant content or features that the customers find the most valuable should be utilised to create the app or the in-store experience.  Also, the data can help to create any interaction, content, offer that can satisfy individual customers.
7- Implementation of the personalisation plan.
8- Test and optimisation of the plan.

Strategic options:
Once the importance of hyper personalisation has been outlined, to reach the strategic goal of 2025, the proposal of 2 different strategies is presented:
1- The creation of an innovative mobile app for instore innovation: The aim of the app will be to cause a digital disruption that will avoid queues for customers, decrease supermarket staff costs and fasten the shopping process. Shukla, and Nigam (2018, p.131) outline that by becoming digital, apps can help a company to offer personalisation, to comprehend customers, to communicate with them and to target them with relevant products. Moreover, Clatworthy (2011) points out that an effective service design strategy needs a user focused approach that betters points of interaction in the store.
The app should work the following way:
a) The customer downloads the Morrisons app on their phone and then sets up their bank details once.
b) The customer goes to the supermarket, scans the barcodes of the products with the app
c) The customer puts their shopping on a scale at the tilt.
d) After the weight of the items is analysed, also helped by artificial intelligence to scan products and it is consistent with the weight expected of the shopping, then,
e) The customer uses finger recognition that should already be set up on their phone to confirm the payment.

Advantages:
· This method will help the company identify shopping habits of the customers. The knowledge of the characteristics of users is critical for the creation and application of any personalised structure (Steichen and Wade, 2010, p.7).
· It will help Morrisons to send specific offers that are relevant to the segment that the customer belongs to. 

Disadvantages:
· The cost of the app and the technology needed are high.
· The company will need to acquire special tilts with the integration of artificial technology.

Impact on other areas of the organisation: 
The company will need to set up a marketing intelligence team to extract and analyse big data. Also, Morrisons would need to acquire app developers and engineers that oversee the application of this strategy. This strategy can set the table for greater data analysis.

2- Another strategy could be the optimisation of Morrisons website through artificial intelligence (Goyal, 2019). This proposal includes the utilisation of artificial intelligence to not only give customers suggestions of products that they are likely to acquire on their app and the website, but also to suggest which products might have run out from their cupboards based on average utilisation and frequency of acquisition. The tool could also suggest ingredients from recipes that can be quickly added to the shopping lists, it could create a shopping list based on the customer’s interests that the customer can edit and adapt. However, the intention is to be in touch with the consumer’s habits and needs in a way that a shopping list can be done and finished in under 5 minutes. Another important feature could be giving the ability to the website with artificial intelligence to identify, based on the location of the customer, the prices of the delivery slots to reduce the fuel consumption and decrease costs. 
Advantages:
· It will utilise hyper personalisation to deliver an efficient service.
· It will fasten the shopping experience for the customer.
· It could be an important source of big data for the company.

Disadvantages:
· It might decrease impulse buying
· It will require the use of a phone or laptop.

Impact on other areas of the organisation: 
Morrisons would need to upskill the web developers and acquire personnel with the skillset necessary to carry out this investment. The company might need to redeploy their checkout operators to online picking. As Morrisons has recently increased their customer facing roles (Rogers, 2020), it might be necessary to revaluate the optimum staff levels.

Evaluation of the strategic options: 
Due to the pandemic, the customers have increased online delivery to 76% in comparison to last year (McKevitt, 2020b). Therefore, the in-store experience and direct contact with the customer is likely to decrease. However, the knowledge of whether online delivery will decrease once the local lockdowns and the pandemic are over is still unknown. It is for these reasons, that the optimisation of Morrisons website through artificial intelligence is recommended first. Also, it brings more value to customers and the company alike. It increases speed, it becomes a customised helper the customer and it would be a great tool to become “part of our customers”.
Recommendations: 
a) Morrisons should change their core purpose from “feed the nation” to “part of you” 
b) The company should redeploy their workforce from customer facing roles to support the online delivery service.
c) The company should focus on enhancing customer experience across all channels.

Conclusion:
After the thorough internal and external strategic analysis of Morrisons, one can conclude by stating that due to intense competition the organisation needs to focus on hyper personalisation to achieve future competitive advantage in the retail industry. Also, the strategic direction must be reshaped to allow the application of personalised customer care. 
Technology driven solutions are cost effective and are the most efficient at helping with hyper personalisation. The creation of a mobile app that enhances in-store customer experience and the utilisation of artificial intelligence on the website are the main strategies that have the potential to increase hyper personalisation and that were proposed in order to provide future competitive advantage. Nevertheless, due to the increase of the online customers, that have grown caused by the pandemic, the strategy that utilised artificial intelligence on the customer’s delivery was the strategy that was recommended.
In addition, drawbacks from personalisation were outlined. However, these should not deter the company from pursuing this strategic goal.


Appendix:
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