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Morrison’s is the fourth largest supermarket chains in the United Kingdom. Initially, the company was focused on the north of England, but the company now has 425 stores across the UK. The success of the company depends on the strong marketing department of the company. In this report, the importance of the marketing department in Morrison’s will be highlighted. The report will also analyse the marketing department's strategies, which helps in the growth of the company and its success in the market. 
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SWOT analysis of Morrison’s
Strengths
One of Morrison’s' major strengths is that with strategic planning and a strong marketing team, the company has entered new markets and succeeded in them (RASHID, 2020). The expansion has helped the company gain more revenue and diversify the risks it faces in the market. The company also has a strong inflow of cash due to various products that the company brings to the market. The introduction of new products strengthens the company's brand portfolio, and the quality of the products ensures the trust of the customers on the company. The strong distribution network of Morrison’s provides the company with an extra edge in the market (Gherbin, 2017).
Weaknesses
There are some areas which Morrison’s can improve one of them being the efficiency of financial planning. The organisation structure of the company prevents its expansion in the other product segment line. The lack of effective online presence is another significant weakness of the company (Lowe, 2017). Online retailing is highly efficient for the growth of the company in the present day. Morrison’s however, lacks both a strong information technology department and the market share for online retailing. Lack of consistency in customer awareness and satisfaction is also a weakness that the company can improve on.
Opportunities
According to IGD (2018), the UK food and grocery market is expected to grow by 14.8% by 2023, which will provide a wide range of opportunities for growth to Morrison’s (Wang, 2020). The company can expand in the UK and consider expansion into external markets with proper planning, marketing and distributing strategies. As Morrison’s has always focused on food production, the company can also expand its business to other markets and increase its variety. The company can produce innovative products based on consumers' behaviour trends. This will enable the company to build new revenue streams.
Threats
The competitive companies like ASDS and Sainsbury pose great competition to the company. The UK government has introduced new rules for food safety laws and regulation. Morrison’s produces mostly packing products which are against the environmental protection rules (Ward, 2020). The increasing tread of isolation in the American government can lead to a similar reaction from other governments, affecting the company's international business.
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	Factors
	Valuable
	Rare
	Imitable
	Organisation
	Competitive advantage

	Talented employees
	Yes
	No
	Yes
	Yes
	Competitive Parity

	Financial Resource
	Yes
	No
	Yes
	No
	Temporary competitive advantage.

	Research and development
	No
	Yes
	Yes
	Yes
	Unused competitive advantage.

	Local suppliers for food products
	Yes
	No
	Yes
	No
	Temporary competitive advantage.

	Distribution Network
	Yes
	Yes
	No
	Yes
	Competitive parity.


Table 1: VRIO analysis
(Source: Created by author)
As Morrison is a retailing brand in the UK, it must need a strong financial resource to support the cost structure. The company mainly sells food, grocery and beverages; for this, the manufacturing cost structure should be high. It stands as a competitive advantage. The R&D section of Morrison is famous, but it is not valuable and can easily be replaced. Hence, it is an unused competitive advantage (Groceries.Morrison’s.com, 2020). For providing the best products to the consumers, Morrison has a local supply chain, and it is also valuable. However, it can easily be replaced by some other supply chain policy. So, it is a temporary competitive advantage. Morrison has several branches all over the UK, and the distribution network from the manufacturing unit is valuable, and it cannot be imitable easily (Groceries.Morrison’s.com, 2020). Hence, it helps Morrison to earn a competitive advantage. 
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PESTEL analysis of Morrison’s
Political factors
The UK government has announced environmental protection rules that can affect Morrison’s' functioning as the company produced packed food(Zahra, 2016). Britain's decision to leave the European Union has caused a lot of economic and financial instability, affecting Morissons business a lot. Brexit also gave rise to a change in consumer behaviour. Furthermore, the government's rise in taxes on supermarkets to support independent retailers has hurt the revenue of Morrison’s.
Economic factors 
Morrison’s being a part of the British food industry, hardly has any influence of seasonal prevalence, leading to low growth of the company. The USA's unstable economy because of Brexit has reduced the sales of the company for the past three years. The weak economy of other countries and Europe make it very hard for the company to attain upward growth in sales(Zahra, 2016).
Social factors
The social factors that affect Morrison’s are the customers' changing choices related to the food they consume. The UK is experiencing a change in trend among the people towards healthier food choices, which is having a significant impact on the company's production(Caraher, 2019). The ageing population of the country also influences the company. The company has to change its production and marketing strategies to include environmental friendly activities.
Technological factors
In the present-day condition, when the world is going digital for everything, Morrison’s has to adopt the recent technologies to keep up with its competitors. Electronic commerce has become the primary mode of marketing and distribution. Morrison’s need a strong IT and marketing department to adopt these changes(Trivedi, 2016).
Ecological factors
Environmental friendliness and ethical issues have a significant impact on businesses today. The customers are becoming conscious of ethical buying. Greenness, eco-friendliness and environmental friendliness are factors that can affect Morrison’s(Maniatis, 2016). The growing conscious of health among consumers also affects the activities of the company.
Legal factors
Local political and legal factors have a significant impact on Morrison’s' marketing (Trivedi, 2016). Legal implications which the company has to face include getting legal permission from local councils before opening a store and working with local government agencies to find employees.
Porter’s five force analysis
Industry competitors
In the retailing industry, the primary competition that the company faces are from companies like Tesco, ASDA and Sainsbury(Jehangir, 2017). The size and cost-effective methods of production and marketing make them a threat to Morrison’s. The companies also pose a tough competition to Morrison’s in financial potentials and providing customer services.
Threat of Substitutes
Smaller franchised store chains are becoming very popular lately and can pose a threat to Morrison’s. Substitutes like individual groceries and special outlets have become very popular and be seen as a threat by the company. The local stores know the customers' needs better and can provide the customers with better services(Jehangir, 2017).
Bargaining power of the buyer
 The customers of Morrison’s hold a lot of power over the company. This is because the customers or buyers have many alternatives available to them(Jehangir, 2017). If the customers are not satisfied with the company's services and well provided, they will switch their options and prefer other cheaper companies. 
Bargaining power of suppliers
As of now, Morrison’s has not been affected by the suppliers because of its in-house production of the main proportion of products. But when it comes to international market expansion, the company needs suppliers, and the demands of the suppliers can be unpredictable at times(Jehangir, 2017). 
New entrants in the industry
The threats posed by new entrants pose a weaker threat to Morrison’s. This is because the economic scale on which Morrison’s operates is difficult to achieve by new entrants. The cost of production for new entrants can also be higher (Jehangir, 2017). The industry's capital requirements are high; hence, it is difficult for the new entrants to set up their business. 
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The marketing department has an essential role in promoting a business. By marketing its products, Morrison’s reaches out to the customers and creates an image that shows the company positively (Poole, 2020). For Morrison’s, marketing plays an important role in establishing relationships with the customers and drawing them towards the company. Its marketing strategies target many factors which affect the company negatively. Like the condition of economic crisis is solved by the company by fixing the prices of the products within a range which is pocket friendly. The company has also expanded itself in the developing countries which have a friendly political connection with the UK(Zahra, 2016). Marketing its product in such countries will further increase trade bonds among the countries. The strong distribution network Morrison’s further provides convenience in marketing the products. 
Morrison’s has its distribution channel, which it uses to deliver products to the customers. To have a positive impact on the customers' psychology, the company is adopting greenways for the production of goods(Poole, 2020). This helps the company attach with customers and follow the rules set by the government. The company also works with the local stores to understand the customers' needs and provide them with the best services. This also reduces the threat of new companies. The company keeps in mind the customers' choices and produces goods that can be consumed by the company's health-conscious customers. The production and marketing of organic products also increase the profits of the company. 
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In order to improve marketing strategies, Morrison’s need to know the changing requirements of the customers and produce goods that will attract the customers to the company(Zhang, 2016). The company should also target the audience it wants to sell its products to design campaigns around the customers' interests. To reach out to the audience and connect with them, Morrison’s needs to advertise its products on televisions and social media. The advertisements should be designed to show the customers the advantages of the products(Zhang, 2016). Further, the marketing strategies can also include Morrison’s getting involved in community events to attract new customers towards itself. Morrison’s can also offer free trials of their products to the customers. This will pique the interest of the customers for the products and further influence their decision of purchasing the goods. 
Morrison’s needs to be open to new technologies which are being used in the market. This will help the company stay ahead of its competitors. The company can also train its employees to use these technologies effectively to provide the best services to the customers. Having a strong and trained workforce will help the company grow. The company can create a website which will provide the customers with knowledge about the company and the goods sold by them(Trivedi, 2016). The provision of easy access and user-friendly websites will increase the company's popularity among the buyers. To further increase its popularity among the buyers, the company can advertise itself on social media and be consistent with bringing in new products in the market. 
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Hence from this report, it can be concluded that Morrison’s can further improve its market position by marketing strategies. The report talks about the various internal and external factors which affect the marketing strategies of Morrison’s. The ways in which the marketing department affects the company is also discussed in the paper. The paper also highlights certain recommendations which the company can use for its further growth and improvement in the retail industry. 
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