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[bookmark: _Hlk124082527]Introduction
Morrisons, originally Wm Morrison Supermarket, is one of the largest supermarket chains operating in the United Kingdom. The organisation is ranked fifth in the UK grocery industry.  The company was founded by William Morrison in 1899 and was later taken over by his son, Ken Morrison, who scaled up the company to its current position. Initially, the startup began as a butter and egg stall in Rawson Market, Bradford, England, which is also the current headquarter of the company. It is a privately owned supermarket by Clayton, Dubilier and Rice. The current CEO of the company is David Potts. The supermarket deals with the products such as items of clothing, food and drinks, books, magazines, petrol, homeware and florist with a brand named McColl’s Safeway. Morrisons operates in numerous locations with 954 stores and employs 210,000 workers. The retail industry, Morrison, primarily focused its expansion in the northern part of England; however, after the takeover of Safeway in 2004, the presence of the company grew significantly in Scotland, Wales and South of England. As of now, the company has managed to capture market shares that sum up to more than 15 per cent in the overall UK grocery market. 
[bookmark: _Toc122714244]Marketing strategies of Morrisons 
A marketing strategy refers to the overall plans and tactics of the business that allows the company or organisation to focus on the best outcome and opportunities with the use of minimum resources in order to increase sales profit and achieve a competitive advantage in the market. A marketing strategy includes the value proposition of the company, data on its targeted audience, branding message and other high-level aspects of the business (Katsikeas et al., 2019). It is technically categorised into seven different types, namely, 7Ps. The marketing strategy of Morrisons, which is also a 7ps marketing mix, is as follows:
Product - Morrisons offer highly differentiated products which allow customers many options to select from. They focus on the freshness of the fruits and offer quality-oriented products at budget-friendly prices. The main goal of the supermarket is to offer products that provide functional benefits and psychological fulfilment to their customers. The company also uses different stock-keeping units to strengthen their market penetration (Vasiljevic et al., 2018).
Place - it has several outlets and operates all over the UK with more than 800 stores. This significant distribution channel of the company allows vast coverage and easy access to their customers. They also operate on online platforms, as digital platforms and social media portals are important sources of channels that ensure mass outreach. Along with such coverage physically and virtually, they also have a strong supplier network with a good placement structure.  
Price - Morrisons uses various pricing strategies that are based on the trends and demand in the market environment. They emphasise using cost-leadership strategies and use product bundle pricing strategy for bulk amounts of products at lower prices and premium pricing strategies for high-budget customers. They also offer various seasonal discounts and coupons, which is a characteristic of the promotional pricing strategy (Zhang et al., 2018).
Promotion - the company uses various marketing promotional tools such as the internet, rewarding schemes,  personal selling and sales promotions to boost its sales volume. They are also active on social media platforms in order to increase brand value and brand awareness.  
Physical evidence - Morrisons believes in making quality-oriented packaging that is attractive to ensure their better product offerings' visibility. They also have a user-friendly online website with high-quality images of the product that enables customers to evaluate product packaging from various angles highlighting the emphasis on visibility (Vasiljevic et al., 2018).  
People - Morrison is a company that focuses on the welfare of its employees and customer satisfaction as its utmost priority. They hire skilled workers that respect the company culture and value their customers, along with the ability to manage various tasks throughout the company’s operations (Asche et al., 2021). The consumer executives are well trained by the company and are capable of handling any customer or client's quarries. Their volume of sales is also high since they give significant importance to their sales team. 
Process - they conduct frequent market research processes along with improvements in the logistic process and supply chain. They have advanced technological gadgets that make the process of online delivery easy and reliable. This gives them the advantage of providing excellent delivery services (Asche et al., 2021).  
[bookmark: _Toc122714245]The ways in which the company has gained brand awareness with its marketing strategies
Morrisons has an eminent presence in the market of the United Kingdom, and they continue to promote brand awareness as it gives them a competitive advantage by conserving the trust of existing customers and attracting new customers. The company has maintained its brand value and brand awareness through various methods of marketing strategies (Poturak and Softic, 2019). This marketing strategy includes collaborations with trustworthy high-level companies, influencer marketing and content marketing by cultivating social activism on digital platforms. 
Big brands that have achieved renowned reputations and goodwill are potential partners that emit strong trust signals. Collaboration with such big names benefits the company as customers start to associate qualities of accountability and trustworthiness in regards to the big companies (Li et al., 2021). Here, Morrisons’ collaboration with companies like Amazon and Ocado Solutions is proof of its marketing strategy to promote its brand awareness. The company also participates in influential marketing that allows the company to connect with the customer, especially those who are socially active. It also uses content marketing as its promotional tool for promoting brand awareness. The current market environment thrives on the internet, and the outbreak of the pandemic has increased the value of digitalisation in every aspect (Ebrahim, 2020). Adapting to the trend, Morrisons has also started investing more in social media that provide information about the company’s existence along with the goods and services they offer. One of the main reasons that social media is a great platform to promote brands is because of the mass it covers, and it allows brands to target customers by their interests, behaviour and demographics. All these marketing strategies help Morrisons as it leverages the best efforts of the brands by showcasing what the company offers and the qualities that make it unique. It also creates superior brand messaging for its customers as well as brand awareness at the global level (Ebrahim, 2020).      
[bookmark: _Toc122714246]Innovation by Morrisons
An innovation represents a new idea or an object. The theory of innovation suggests the rate of diffusion is affected by the relative advantage of an innovation, compatibility, complexity, observability and trial-ability. Innovation in Business refers to the ability to rethink and seek new ways that minimise the cost and maximise the output of the company without compromising the existing aspects of the business (Dearing and Cox, 2018). Morrisons, one of the UK’s largest supermarket chains, has opted for an innovative strategy by using artificial intelligence  (AI) in its ordering system to automate ordering decisions. The AI operates by automation of 13 million ordering decisions per day, which has benefited the company by reducing the shelf gap to 30 per cent. The company has partnered with Blue Yonder, which is responsible for providing AI and machine learning applications for retail in order to optimise recovery and automate ordering of large numbers of ambients and long-life product stock-keeping units in all of its stores. This new technology has helped Morrisons to improve product availability and simplify the ordering system. It has also reduced the manual work of employees, saving both time and energy (Kerzel, 2021). Employees do not need to waste time manually ordering the goods. Instead, they can utilise that free time for other tasks, such as attending customers’ quarries resulting in the betterment of in-store customer service. The installed artificial intelligence analyses data from Morrisons and combines it with external data that can influence the sales, such as holidays and weather. Along with systematic ordering, AI can also predict the level of demand in store locations for individual products. This innovative step by Morrisons has helped the company save time for workers and provide better offers to its customers and also by reducing cost and stock levels (Kerzel, 2021).
[bookmark: _Toc122714247]Challenges faced by Morrisons with external key factors affected their marketing strategies
The external key factors affecting the marketing strategies of Morrisons and the challenges faced by the company are as follows:
Globalisation has broadened the horizons of business-to-business marketing by breaking down the borders between countries and extending the reach to foreign clients. This has allowed several multinational companies like Walmart to enter the United Kingdom market. Free entry and exit in the market increases competition and other issues like an increase in income inequalities and substandard working conditions in the UK that buys goods and services from economically stronger countries like the United States. New foreign firms also put barriers to the growth of local businesses (Power et al., 2020). Morrisons faces tough competition from its competitors like Walmart, which is a foreign firm.
The current instability in the economy of the UK, where the fall in the retail sales volume has been recorded by 0.4 per cent in November 2022. Due to the crisis in Ukraine, the mounting inflation has affected the profit of private equity-owned Morrisons. With the rapid advancement of technologies and enhancement of tech gadgets introduced by the competitors of Morrisons has attracted its existing customers. Leading companies like ASDA and Tesco have launched innovative reverse vending machines which focus on rising environmental issues (Samiee and Chirapanda, 2019). It allows people to insert plastic waste and rewards them in exchange for the plastics they offer. This creative machine has successfully intrigued the interest of the customers in the market. This poses a threat of losing Morrisons’ exciting customers against its competitors (Elmagrhi et al., 2019). 
The transformation rate of digital technologies has skyrocketed and to cope up with the digital integration of MNCs like Walmart is quite tough for companies like Morrisons.  The Covid-19 pandemic has caused a severe downfall in the sales and revenue of the company. Along with the decrease in face-to-face service, a change of business model was needed, which made online services more proficient. Although the demand was there, the supply chain was disrupted, and Morrisons was unable to fulfil all the demands that focused on basic health and hygiene kits instead of food items (Cruz-Cárdenas et al., 2021). This decrease in the sales of products other than basic utilities caused a major loss. The decrease in the number of the workforce was also seen, and due to this lack of adequate workforce, there was a delay in the delivery, causing poor customer service.  
Consumers' attitudes and behaviour completely changed post-pandemic. This change in consumer trends which depicted compulsive purchasing behaviour that focused more on healthcare products, has made Morrisons reconsider its supply of other products like frozen foods and pre-packed foods (Cruz-Cárdenas et al., 2021). The rise in awareness of the need for a sustainable environment has influenced consumers to avoid plastic packagings which, as a supermarket, Morrisons is filled with. Digital platforms like televisions, where numerous advertisements exist, encourage competition. Some in-store grocery TV displays are of great content, but at times also yield negative effects. Display of adult content and religious content can cause controversy, which in turn can ruin the reputation of the company (Power et al., 2020). 
[bookmark: _Toc122714248]Impact of marketing strategies on customers’ end to end journey
To improve customer experience, the organisations focus on a few specific points. In contrast, they were observing the previous transactions of the customers and the organisations. Always try to understand what went wrong. In order to solve this, they revert the customers through their customer service, sales and marketing teams. Although these services are counted as business operations, these do not mean that the customer's journey is completed. As a result, when these businesses houses go through the entire customer journey, they analyse the customers' experiences hence making the important end-to-end customer service to bring into notice the factors that have a major impact on the customers (Chakraborty, 2018.). Organisations should be well aware of the fact that the customers look at their experiences with the organisation, not individually but rather cumulatively. This changes their entire perspective, thereby leading to a great loss for the organisations. In order to overcome this situation, it is required that organisations should establish their relationship with the customer holistically. Therefore it is required that organisations provide maximum satisfaction to customers with the help of data-driven methods. 
[bookmark: _Toc122714249]Recommend innovative marketing strategies for Morrisons to deal with the challenges identified
Morrison has been facing many challenges in their retailing business. However, they can deal with the challenges with some innovative marketing strategies which have been used by t most successful retail companies. The strategy of cart promotion has been found as an effective strategy for retail companies (Martinez et al., 2018). They have to create cart discounts for the customers to always grab their attention for the products as the customers love to purchase products with a good discount or coupon options. If Morrison wants to shift their business to digital platforms, then they have the responsibility to create hype among the customers by creating many creative contests through which they can collect free gifts, coupons and many more things. In order to maintain employee retention in the workplace, they have to provide proper training to the workers before joining the main work. Through training and counselling, the company Morrison can get the best workers who have the skills in marketing and who can value their products. Moreover, they can create a reward system for the employees to grab their attention in the company. 
The company Morrison can launch a referral program for the customers with a reward system like getting a gift with the following order or a flat 50% off with the following order. In this way, they can add more customers to their company and create hype among them. To make the combat cost-effective, the company Morrison can build a robust supply chain by which they can get easy access to the suppliers and distributors. Moreover, adopting modern technologies like live updates of the product and many more will help the company improve its supply chain management system (Mohamed and Ali, 2022). 
[bookmark: _Toc122714250]Strategies that can be taken by Morrisons through marketing methods to raise brand awareness
Brand awareness mainly deals with the fact that how many customers can recognise that brand while making their choices to purchase a product\ or service. This helps the organisation to get an estimated knowledge of their target customers.  Brand voice is the best tone that can be set for MORRISONS. This means that the organisation should be able to reach out to its customers with the help of emotionally resonant messaging. This marketing style is different on different platforms, such as social media platforms (Tien et al., 2019). Brand aesthetics should also be considered by Morrisons. This means that different brands owned by the same company should target to coordinate the different demography with such social factors that could be brought in harmony be well explained by the fact as to what is the mission of the organisation in synchronously. Another predominant strategy that Morrisons can follow is the brand values in connection to its vision. How are that vision and purpose embodied in the company’s interaction? With customers, employees and other stakeholders. The pointer that needs to be well taken care of by Morrisons is that its brand value must be aligned with its targeted customers (Omar and Jusoh, 2020). The logo and tagline might seem to be a party of brand value and aesthetics. However, the logos and the taglines could be used by MORRISONS to make their brand instantly recognisable. One of the most important marketing strategies for brand awareness is to have a brand story which can be4 in either form suitable to the entrepreneurs and the large business groups depending on their business scales.
[bookmark: _Toc122714251]Strategies that can be taken by Morrisons through marketing methods to manage customers’ journeys across various communication channels
Managing the customers’ journey has been considered one of the most important parts of any company. The company Morrisson has also used many marketing strategies to improve the customer's journey in their company. They have followed the IMC (Integrated Marketing Communication) theory in order to improve the customer’s journey and their satisfaction with the company (Muhammedrisaevna et al., 2020). The IMC helps the compass to provide a stable brand experience for the customers. It generally focuses on the promotion and advertising of the company and its brand to the customer and also builds good communication with the customers, which generally brings the satisfaction of the customers. The company Morrison have used the strategy of promoting its brand through online platforms (Hoekstra and Leeflang, 2020). The IMC has helped them to create a digital channel through which they can promote their products to customers. Through their websites, they can create content or message for the customers, and the content or message must be based on realistic data analysis. In order to provide the right content to the customers and get their attention in the company, they have to build a good research team who will identify targeted customers by the access of internal data of the customers based on their needs and interest.
The company Morrison can take the strategy of sponsoring their products with the influencers. In this way, the customers who can follow the influencers can get influenced by the products, and value will be added to the product.  Today’s generation is the digital generation. Many customers want to purchase from online websites without going to the physical market. IMC theory has offered strategies for improving the online customer care service of the company Morrisons. With the strategy of adopting modern technology, they can improve their customer care service. They can build a digital marketing team who will be available for any kind of issues from the customers all the time, and also, they can set up chatbots on their website, which will also be available from the service of the customer (Cancel and Gerhardt, 2019). In this way, the satisfaction of the customers will increase. They can also provide a feedback system from the customers so that the issues they have registered on their sites will be solved for the time being. The Company Morrison has also adopted the of improving the outsourcing system so that the products can be reached the customers, and if they have come in the offline stores, all their needed products will be available with the help of IMC. 
[bookmark: _Toc122714252]The ways in which these marketing recommendations can help the company to reach the fulfilment of the expectations of the stakeholders in future
The positive customer experiences associated with the product of an organisation are when recommended in a wide variety of ways, then which helps in building a large customer base. However, this n also expands up to the other stakeholders of the company as well. The employees, the local communities, shareholders, and suppliers are all benefited from this. As the company gets to share its positive brand image with the experience of the customer's ratings,  the intangible revenue is earned in the form of goodwill in the market.  The reputation of the business is important (Li and Leonidou,2021). So, indulging in online marketing, advertisements in social media, transparency, personal communication with the customers and a few other ways can help in managing reputation. If a company lacks trust signals, it can never be able to make sales. The customers might get driven to the website of company through brand awareness, but if the organisation comes up with certain material which is not suitable to their expectations,  then they might leave, and this will create havoc for the company by ruining its reputation and image (Cheung, Pires and Rosenberger III, 2019). 
When the company is able to access the parameters of its advertisements, then theory clearly gets the idea as to what to do and what not to do. The best way to go through this pathway is through email marketing. Marketing also helps to increase the national income of the country by investing in industrial units, especially those which have a greater demand in the market. As production increases, so does the jobs increase, and with increased employment increase, the salary of the people. This increased salary increases demand. Economic conditions need to be stabilised. In the post-pandemic scenario, their economy has lost its stability (Dilham, Sofiyah, and Muda,  2018).
[bookmark: _Toc122714253]Conclusion
Morrison's group is a highly rated company as it offers highly differentiated products in grocery stores across 800 stores in the UK. It is through their best marketing management that they have been able to create a large customer base. Moreover, their interpersonal marketing skills have helped them win over many challenges. As a result to which, Morrisons has its core foundation in the consumer market even after the presence of its competitors. Through various states of marketing Morrisons has been able to understand the market in depth. Hence, they are well aware of their target consumers, their tastes and preferences, and manage the price policy. Their cost leadership strategy and utilisation of product bundle pricing strategy help them to reach out to just their premium consumers along with the low-segmented ones. Employee welfare has earned them the image in CSR. Moreover, a satisfied staff produces more quality-oriented products. Thereby increasing Morrisons' sales and revenue. Presently, in the covid post period, their consistent innovation in forms of AI  has gained much customer popularity along with the feelings of safety. 
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