



SUMMARY
This report is about how Morrisons is competing in a retail environment that is moving so fast. It analyses how the company has been managing change and suggests a vision for how change management should be handled moving forward. The three main change management models the report discusses are: Kotter’s 8-Step Change Model: An orderly framework for big changes. Lewin’s Change Management System: Plan, carry out and bolster in order to have a smooth transition. McKinsey’s 7S Framework: Enables all the organizational aspects to align to drive change. According to the report, a mix is suggested of Kotter’s leadership model and McKinsey’s system for organisational alignment across the board.
In addition, the report covers leadership methods for successful change. Innovation and customer centricity require change-makers to lead them. Situational leadership allows for a wide range of situations and employee requirements.
An important point of the report is about organisational culture and how it impacts change management. The right and favourable culture can be a driver of change, the wrong and hostile culture is a hindrance. 
The report ends by suggesting a specific change management plan, which has change plan, financial plan, communication plan and evaluation plan sections. Incorporating these initiatives into the current transformation programme will ensure employees are engaged and that Morrisons’ journey of change is a success.
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1. [bookmark: _Toc182772721]INTRODUCTION
The UK retail sector faces greater challenges than ever with an external landscape that is rapidly changing. Economic volatility, digital disruption, evolving consumer tastes and rising competition made change management at retail chains such as Morrisons vitally important. This report uses key models and theories of change to evaluate how Morrisons has dealt with change in the past and offers a vision for how change can be successfully executed in the future.
2. [bookmark: _Toc182772722]CURRENT STATE OF MORRISONS
Morrisons is one of the "Big Four" grocery chains in the UK, with more than 500 stores and over 110,000 staff. It is known for its focus on fresh produce, vertical-integrated supply chain and its control over a majority of its own food manufacturing and distribution systems. This form of organisation gives Morrisons the advantage when it comes to controlling quality and cost, but it requires a significant capital investment and efficiency (MarketLine, 2024)
In recent years, Morrisons has gone through various strategic shifts under the influence of mounting market competition. Principal rivals like Tesco, Sainsbury's, Aldi, and Lidl have also grown, especially in the discount sector. The rise of e-commerce, especially Amazon and Ocado, has compelled competition in the online grocery industry. Morrisons is also hurt by changing consumer trends in the months and years following the COVID-19 pandemic, consumers are more inclined to shop online and click-and-collect (Butt, 2021). 
Morrisons has also experienced internal transformation in the form of new CEOs, brought in over the past 10 years and having a profound effect on strategy. The company has also experienced disruption to its supply chain and increased prices due to inflation and Brexit regulations. While Morrisons has remained resilient, it must continue adapting to ensure long-term sustainability (Butt, 2021).
3. [bookmark: _Toc182772723]ANALYSIS OF RECENT HISTORY AND EXTERNAL ENVIRONMENTAL CHANGES
[bookmark: _Toc182772724]3.1 Recent History of Morrisons
Most important in Morrisons’ recent past is its inability to keep up with the evolution of digital retail. Competitors such as Tesco and Sainsbury’s jumped on board first, but Morrisons came later. Only in 2014 did it enter the e-grocery space with an agreement with Ocado, a tech-powered grocery delivery platform. This proved decisive for Morrisons but, to be sure, it was still far behind its digital rivals.
In 2021, Morrisons was purchased by the private equity firm Clayton, Dubilier & Rice (CD&R) in a fierce acquisition. This was a major ownership change for the business and led to discussions on Morrisons’ long-term plans – its debt burden, its growth, and efficiency objectives. Under CD&R, Morrisons has invested heavily in promoting itself digitally, coordination, and price strategy to maintain the competitive edge, as pressures have mounted (Morrisons, 2024).
Likewise, leadership changes have occurred more recently in Morrisons. David Potts, the company’s new CEO since 2015, stabilized the company after a period of misfiring. Potts’s management was geared towards cost reduction, customer service, and streamlining the company’s structure. Despite these moves, Morrisons still struggles to catch up with wider industry trends, particularly digital trends, and with changing consumer behaviours (Haleem, & Jehangir, 2017).
[bookmark: _Toc182772725]3.2 External Environment Impact - Digital Disruption 
Retail has been greatly affected by digital disruption, which changed the way consumers shop and how companies do business. The retail giant Morrisons is currently struggling and emerging to the digital storm. Since the COVID-19 pandemic has made online shopping much more likely, more and more people are buying online through home deliveries or click-and-collect. Morrisons' relationship with Ocado and Amazon Prime has helped it overtake itself in an increasingly active online grocery segment, but it has taken its time building its sophisticated e-commerce backend (Green, et.al., 2023).
Data analytics, AI, and automation are becoming more important features of retail operations. Having these technologies in place helps companies accelerate supply chains, inventory, and pricing efforts, giving them a boost. The vertically integrated supply chain at Morrisons has a huge opportunity for leveraging technology to boost business productivity. But it’s still not been able to take full advantage of these developments like its competitors (Nimmagadda, 2021).
Convenience and mobile shopping, another major retail trend, fuelled by mobile devices and consumer demands. Stores are building apps and offering a single-touch shopping experience on the web and offline. Morrisons’ mobile offering is a far less developed proposition than its competitors and has not had any success in winning the hearts of a growing number of tech-savvy consumers (Oosthuizen, et.al., 2021).
Big data and personalization are other pillars of digital disruption, where market leaders leverage customer data to deliver personalized shopping experiences. Morrisons has worked hard on its loyalty program "Morrisons More”, but its data analytics are far from advanced like its peers (Oosthuizen, et.al., 2021).
[bookmark: _Toc182772726]3.3 Economic Uncertainty and Market Volatility
The UK’s ongoing economic instability, aggravated by Brexit and the pandemic, has not been good news for Morrisons either. Price climbs for commodities, especially fresh produce, due to import tariffs and labour shortages have strained the supply chain of the company. However, inflation has impacted disposable incomes and thus increased demand for lower-cost goods and a more intense battle with discount shops such as Aldi and Lidl. These market realities have put pressure on Morrisons to think of ways to save money without losing product quality which is a core brand value. The organisation has also been forced to review its pricing stance and invest selectively where the return is greatest (Sawyer, 2021).
[bookmark: _Toc182772727]3.4 Competitors and Market Capture 
The British grocery sector is highly competitive with retailers such as Tesco, Sainsbury’s, and Asda, along with discount chains, fighting for market position. Besides the local competition, overseas retailers and internet platforms like Amazon have been making further inroads in the UK, thereby splitting market shares. Morrisons’ brick-and-mortar era has failed to catch up as shoppers increasingly shift to online and convenience shopping. Morrisons responded by creating a range of initiatives, such as price-matching schemes and more customer loyalty initiatives. However, its willingness to innovate and endure over the long haul is tied to its readiness for strategic transformation (Souza-Monteiro, & Hooker, 2017),
[bookmark: _Toc182772728]3.5 Technological Advancements and Automation
Automated and artificial intelligence technologies are changing the retail space through automation of supply chains, robotics and decision-making by data. These innovations are bringing savings and efficiency to retailers (Nimmagadda, 2021). Morrisons, which has a vertically integrated supply chain, is late to automation in its warehouses and logistics. Morrisons must also focus on automation in supply chain to keep up with labour demand and manual work. Leading retailers also use AI and data analytics to predict demand, optimise pricing, and tailor the experience of consumers. Growing data sets will enable Morrisons to discover customer habits, maximise inventory and personalise marketing.
4. [bookmark: _Toc182772729]CHANGE MANAGEMENT MODELS AND ANALYSIS
Morrisons needs change management because the retail industry is changing rapidly and under the pressure of digital disruption, economics and changing customer behaviour. In this section, aimed at Morrisons, three popular models – Potter’s 8-Step Change Model, Lewin’s Change Management Model and McKinsey’s 7S Framework – are evaluated to understand how each can inform the company’s process for strategic change, digitalization and cultural fusion.
[bookmark: _Toc182772730]4.1 Kotter’s 8-Step Change Model
John Kotter’s 8-Step Change Model is an organisation change methodology developed to take organisations through change. It breaks the change process into eight steps with a focus on employee engagement and strategic communication – two of the most important considerations when undertaking large-scale transformation in customer-facing sectors such as retail (Kotter, 2010).
Steps and Application to Morrisons
According to Kotter's model, a good place to begin making lasting shifts at Morrisons is by building urgency. For this change to happen, employees need to learn how they can get left behind online. Morrisons can tell consumers that there is more competition with e-commerce and discount chains, and that change in a hurry is the way to stay competitive (Chappell, et al., 2016). To translate this impatience into reality, Kotter recommends gathering an army of thought leaders who can drive the transformation. In Morrisons' case, when operations, customer service, and IT leaders align, they have a cohesive digital transformation team. This alliance creates cross-functional buy-in and helps align key functions, which is critical to the success of the transformation (Gupta, 2011). If department heads make changes for the better, it creates pressure, and employees in different departments feel that they are not alone and can get on board.
After a strong coalition is in place, the only question now is how Morrisons can come up with a vision of how it wants to get there. This vision – that Morrisons is a digital, customer-centric, sustainable company – will empower employees with a common purpose. Defining this vision explicitly will help teams see their daily activities mapped to bigger business goals, which in turn provides purpose (Pollack & Pollack, 2015). Together, they have a common purpose, so when things do not go well, everyone feels that they are headed in the same direction.
This dream needs communication if it is to succeed. Morrisons should be a transparent company, with employees who are informed and have a voice. Morrisons can foster trust and build collective excitement by making sure workers are talking about the change at all times. This is an essential first step in making the workplace one where the change is a part of, not something being created for employees (Baloh, et.al., 2018)
The third element is overcoming the barriers. Morrisons could also solve some of these challenges – slow workflows, digital skills shortages – by training staff and reviewing policies that adapt employees to the new digital technology. By removing these barriers early, Morrisons gives its employees the tools for change they need and then builds the infrastructure for change. These advances set the stage for quicker, more efficient work, setting the stage for even further development (Gupta, 2011).
When change takes hold, small victories are what will keep people going and confirm the change. For Morrisons, small wins – increased online sales, better efficiency, can be proof of concept that the change is happening, increasing teams' level of trust. The value of the transformation is enhanced by knowing that these wins are early on and getting employees engaged with improvements will make them more motivated to keep pushing for them.
And finally, Kotter's model focuses on setting the culture change in motion. For Morrisons, this is to make digital adoption and efficiency workplace values (Kotter, 2010). As Morrisons creates a culture of innovation and change, employees are not just going to be happy about changes – they are going to embrace them. That culture sets Morrisons up for future success and will equip them to face any future retail disruption (Chappell, et al., 2016).
Advantages
Kotter’s model provide a detailed roadmap, making it easy to take the big changes in a systematic way and take them in small steps. Focusing on urgency, communication and coalitions among the leaders Kotter’s approach helps to create an unfiltered support of the employees which is essential for a successful customer facing company such as Morrisons (Chappell, et al., 2016).
Limitations
The model is linear, and a lot can go wrong if Morrisons encounters unforeseen changes such as a new technology or customer requirements. Also, it can take a long time, which is perhaps not a good thing for Morrisons who sell in a fast-moving retail industry, where you need to move quickly (Gupta, 2011).
[bookmark: _Toc182772731]4.2 Lewin’s Change Management Model
Kurt Lewin’s three-step Change Management Model — A 3-part process of getting an organisation ready for change, then bringing the change to life and rebuilding the organisation once it’s been done. It’s called the Unfreeze-Change-Refreeze model, which promotes preparation and reinforcement to provide an orderly climate for change (Levasseur, 2001).
Stages and Application to Morrisons
During the first stage - Unfreeze, Morrisons would prepare for the new revolution by easing them of past conventions and rules that might be restricting them. This stage consists of training workers to realize that they simply cannot continue using the same way in a world going digital fast. With the simple statement of why the digital revolution is happening, Morrisons will lay the basis for trust and anticipation. Workers would be told how much new technology, and processes would add value, and the old methods of work would be easily abandoned, and they’d be open to new ways of working (Akinyemi, 2022).
After the level of readiness has been reached, it will then go on to the phase of Change, where Morrisons would put new systems, tools and procedures in place. Here real action happens: the business could invest in a cutting edge supply chain management platform, for instance, to automate. All employees would be trained up, so they are familiar with the new tools and how these tools streamline their daily tasks. This action phase is key to translating strategic intentions into actionable changes for business and employees (Levasseur, 2001).
And then finally, the Refreeze stage, where Morrisons would attempt to entrench these improvements in permanent culture within the organisation. That means embedding the new digital processes and tools in the everyday to avoid reverting to the old habits. Feedback loops would be set up whereby Morrisons could monitor the ongoing success of the new systems and regular support, and training would continue to reinforce the value of the transformation. Incorporating these practices into the business culture will allow Morrisons to ensure that their staff have the support to continue making the digital transition a success (Hussain, et.al., 2018).
Advantages
The model is simple, and therefore very accessible for companies such as Morrisons where employees might not all be experienced with complicated change. With the "refreeze" phase, Lewin’s framework ensures that the changes are not only implemented but absorbed in the company for customer service consistency and efficiency (Hussain, et.al., 2018).
Limitations
Lewin’s system posits an end-state that could be unrealistic for a retail environment that needs to be constantly evolving. With technology and customer tastes shifting so often at Morrisons, a fixed "refreeze" stage could slow down innovation. The model is less focused on employee engagement than Kotter’s model, so it could face resistance if Morrisons’ staff aren’t sufficiently ready for it (Hussain, et.al., 2018).
[bookmark: _Toc182772732]4.3 McKinsey’s 7S Framework
[bookmark: _Hlk181888294]Organisational change can be viewed in the context of the McKinsey 7S Framework, which looks at seven factors that play into organisational change: Strategy, Structure, Systems, Shared Values, Style, People, and Skills. It emphasises that these things need to be aligned in order to work, so it is a useful model for large-scale transformations.
Stages and Application to Morrisons
Morrisons’ organisational transformation can be effectively managed with the McKinsey 7S Model – seven related variables – Strategy, Structure, Systems, Shared Values, Style, People and Skills. Each of these factors is separate but connected and their coordination is the key to a successful change. When Morrisons digitises and businesses, all of this help to anchor each phase (Colin, 2022).
In the first, Strategy is the anchor that defines Morrisons digital and business optimisation priorities. When strategy is consistent in every project, it is always continuity and focus which drives everything else in the change. Structure has to be adjusted to realize this plan. Morrisons may also have to build out a digital transformation team or transfer work, so that the internal structure is directly aligned with the strategic plan and able to support new technology initiatives successfully (Baishya, 2015).
And then systems enter, the everyday operations that power Morrisons. The company needs to update IT, data analytics and automation of the supply chain to be more efficient and responsive. The more robust these systems, the better Morrisons becomes, making it a more data-driven company that can adapt to industry trends (Singh, 2013).
Underwriting the technical sides of change are Morrisons’ Shared Values, which guide the shift in the business’s ethos. Values such as price transparency, unparalleled customer service, and sourcing locally are all still essential and they inform employees and customers that the mission is still in place. By prioritising these principles, Morrisons not only keeps its own identity intact, but it also enables workers to see the change as part of the organisation’s mission (Singh, 2013).

Last but not least Skills are the basis for the transformation to continue. Digitally literate workers, able to leverage the technology are essential. Learning and rewarding skill-learning will allow Morrisons to train its workforce to be a digital winner, so they’re ready for the future (Subiyanto, & Hatammimi, 2023).
In sum, the McKinsey 7S Framework offers a framework for organized change with every part of the organization in balance with the others. In this way, Morrisons will be able to build a cohesive transformation with all elements supporting the company’s digital and business optimisation strategy (Subiyanto, & Hatammimi, 2023).
Advantages
The 7S Framework by McKinsey incorporates a broad set of organisational considerations, so that changes across the organisation do not disperse. Because the model stresses synchrony with everything, improvements have better chance of working over the long term (Subiyanto, & Hatammimi, 2023).
Limitations
It’s not an easy thing to implement the 7S Framework in its entirety, as it will need to be analysed and coordinated across multiple departments. What is different about one thing can be different from another, and this can be difficult for a giant company such as Morrisons that needs to win a quick deal in one or the other without doing the whole system (Subiyanto, & Hatammimi, 2023).
[bookmark: _Toc182772733]4.4 Comparison of Models and Suggestions for Morrisons
All models are suited to Morrisons’ requirements in change management: Kotter’s 8-Step Model is a systematic, step-by-step process that can be used to transform Morrisons as an organisation-wide transformation. But it’s sequential and could hinder Morrisons’ agility in adapting to a changing retail landscape. Lewin’s Model is simple and encourages post-change stability, which is the perfect model for certain operational optimizations. But that static aspect might not be as potent in a world where change is always happening.
It’s also important to take a holistic view and align strategic and operational dimensions of Morrisons digital and structural change with McKinsey’s 7S Framework. But it’s time consuming and expensive because it’s complex (Pulido & Taherdoost, 2023).
[bookmark: _Toc182772734]4.5 Suggested a Hybrid Approach for Morrisons
A mix of Kotter’s 8-Step Model and McKinsey’s 7S Framework would be best for Morrisons. Kotter’s 8-Step Model can be used to organise and lead the change, shepherding leaders and teams through phases such as making things urgent, empower people, and securing culture change. In McKinsey’s 7S Framework, every aspect of Morrisons operations (structure, systems, human resources, etc) can be connected to the strategic vision.
Through integration of these models, Morrisons can address the mechanism as well as the alignment that are required for change to stick. This fusion, underpinned by transformational leadership and communication focused, will be a healthy foundation for Morrisons’ continued change in a retailing-heavy marketplace (Pulido & Taherdoost, 2023).
5. [bookmark: _Toc182772735]LEADERSHIP STYLE AND THEIR IMPACTS ON CHANGE
Leading is the key to change especially when working in a highly competitive field such as retail. For Morrisons, there are two leadership philosophies in order to lead and achieve successful transformation – Transformational Leadership and Situational Leadership. These patterns allow the company to be creative, changeable and resilient as customers evolve, digital transformations take hold, and economic risks arise (Idris & Mohd Ali, 2008).
[bookmark: _Toc182772736]5.1 Transformational Leadership: Driving Innovation at Morrisons
Transformational leadership is defined as influencing and motivating people to do more than what they themselves expect and contribute to the vision of the company. Vision, values, and innovation are the foundations for transformational leaders – which are especially important in today’s retail landscape, where need to be on top of technology and consumer changes all the time (Tichy, & Devanna, 1986). Transformational leadership at Morrisons has played a central role across a number of strategic areas, informing the organisation on how to adapt and remain competitive. Morrisons’ transformation leaders have shared an ambition of innovation, digital transformation and customer journey. Leaders at Morrisons are conscious that they need to modernise in the face of changing customer behaviour and e-commerce. Transformational leadership has defined a strategy where technology, efficiency and customer satisfaction integrate together, generating employee adoption at all levels (Bass, 2006).
For retail it is very important to innovate quickly. Under the guidance of some radical managers at Morrisons, they have created a culture where you are allowed to play and learn. For example, by making digital moves like opening up online deliveries Morrisons has opened up to a larger audience of customers in line with customers’ need for convenience and adaptability. The CEOs have advocated an attitude that encourages employees to bring in ideas and carry them out whether it’s digital technologies, supply chain optimization or customer service initiatives (Anderson, 2010).
Transformational leaders make employees feel like they matter by relating their own work to the company’s bigger vision. At Morrisons, this has been all the more critical in a time of moving towards digital solutions and data-led decision making. Leaders want their employees to view these changes as not a threat, but as a way to make both the customer experience and employee development better. Through transparency and appreciation for employees’ efforts, transformational leaders inspire trust and encourage staff to be involved in the change process (Krishnan, 2001).
Collaboration and de-silos are another hallmark of transformational leadership. Morrisons’ CEOs have worked to form cross-functional teams bringing teams of IT, operations and customer service experts together to solve problems. For instance, when building and launching e-commerce solutions, departments coordinate to deliver the smoothest customer experience. This collegial environment not only supports innovation but allows Morrisons to react faster to changes in the marketplace (Leithwood, & Jantzi, 2005).
In a customer-centric industry, change leadership at Morrisons is also about the customer in all innovations. Managers ask their team members to think about the customer impact of anything they do — whether it is changing the store layout, adding self-checkout or offering new delivery. This leadership mindset also means that Morrisons’ innovations are in-line with customers’ expectations, reinforcing the company’s market position (Bass, 2006).
[bookmark: _Toc182772737]5.1.1 Impact of Transformational Leadership on Morrisons
Transformational leadership is a good influence for Morrisons, this can be seen through its continued digital transformation and innovation. This managerial style has allowed the company to embrace and adopt new customer-first technologies such as online shopping, supply chain management systems. Promote continuous improvement where employees are encouraged to learn new skills and adopt digital solutions. Develop a tough team that is dedicated to the business’ mission and capable of adapting with confidence. In all, transformational leadership has helped Morrisons maintain market share in a tough retail environment through innovation that brings the customer first and reduces the costs (Givens, 2008).
[bookmark: _Toc182772738]5.2 Situational Leadership: Flexibility for a Diverse Workforce and Dynamic Environment
Situational leadership is also the key for organisations such as Morrisons who have to balance multiple functions, different ranks of staff and shifting external demands. This kind of leadership can be modified depending on team, job or situation and thus it is necessary to meet employees’ varying needs (Nicholls, 1985).
Morrisons can be the boss for all employees and understand their skills and then leadership style accordingly. It means Morrisons can pivot its leadership in response to external factors, including online retailer competition or customer shopping behaviour. For example, in high volume seasons or rapid evolution Morrisons managers can be more dominating and focus on productivity and consistency, whereas at other times they can delegate more, and employees can play more outside the box (Farmer, 2005).
Situational managers at Morrisons can make for a more empowered workforce by providing just the right balance of supervision and independence based on an individual’s capacity and willingness to work. They can make all employees more at home and at work. Situational leadership is also more flexible and adaptive, which enables Morrisons to be on the move in a market and evaluate the ability of the team in real time and change course when something unexpected happens. It’s this adaptability that allows Morrisons to move quickly without disrupting service or compromising on quality (Brown, & Barker, 2001).
[bookmark: _Toc182772739]5.2.1 Impact of Situational Leadership on Morrisons
Situational leadership makes a real difference at Morrisons because it helps the organisation meet the needs of its varied workforce and gives all employees the sense that they are supported and enabled to play a part in organisational success. It’s a way for leaders to provide support to different experiences and task needs of the team, so everyone can thrive (Farmer, 2005).
Further, situational leadership also gives Morrisons the freedom to adapt to external circumstances, changing leadership depending on what’s facing them. Situational leadership allows Morrisons to react quickly and remain consistent in terms of service and performance whether it’s a digital transformation or change in customer needs. And lastly, by creating leaders with flexible perspectives, situational leadership contributes to Morrisons’ flexibility more generally. Informed, adaptive leaders foster a climate in which change is not just tolerated but actually used to accelerate growth, innovation, and ongoing success. This flexibility is what Morrisons needs to stay agile and in the game in a changing retail landscape (Brown & Barker, 2001).
6. [bookmark: _Toc182772740]IMPACT OF ORGANISATIONAL CULTURE ON CHANGE MANAGEMENT
A company’s culture (values, beliefs and norms) is essential to the success of any change effort. At Morrisons, a healthy, supportive culture can be a useful tool in a change management, innovation and market change situation. But when culture does not match the objectives of the change, it can cause major roadblocks, leading to employee’s resistance, slow adoption, and sometimes even the end of the change process (Sai Manohar & Pandit, 2014).
Customer service, local supply and affordability make Morrisons culture very well connected with its customers. This customer-centric approach is an asset when need to driving change that is geared towards improving the customer experience — for example, digital transformation or efficiencies in stores. Employers who share Morrisons’ values will also favour changes that reflect those values (Odomirok. 2016).
Collaboration is open to adaptation in Morrisons, and when people have had experiences with working in cross-functional teams and being supported by leaders they become more comfortable with the introduction of processes and systems. The more the change is understood to be a team effort, instead of a leadership mandate, the more employee buy-in is engendered and people become involved in the transformation (Bishop, 1999).
Yet there are things about Morrisons’ culture that may be intractable to alter, especially when faced with big change, such as digitalisation or reorganisation. For instance, a company that heavily values classic customer service could cause some workers to have reservations about technology changes because it appears impersonal or a threat to customer relations. Furthermore, Morrisons’ stability and tradition could put off employees who do not necessarily like change and also leave a gap between what the company is trying to achieve and how it does so in real life. Morrisons would have to think long and hard about its culture and try to mould it to new aims in order to make change work. Awareness and knowledge creation, education-based culture, activation of key cultural players and rewarding flexibility are the main tactics. When employees can be recognised and rewarded for being flexible and change-friendly, Morrisons can slowly transform the culture from one of tradition and security to one of innovation (Fernández-Macías, 2018).
7. [bookmark: _Toc182772741]PROPOSED CHANGE MANAGEMENT PLAN FOR MORRISONS
It is important to have a solid change management plan that will guide Morrisons through the process and allow the company to adjust to change both internally and externally. The change management programme will support Morrisons’ business objectives such as driving operational efficiency, digital transformation and customer experience. It will be divided into 4 sections, change plan, financial plan, communication plan, and evaluation plan. These are all going to be developed to align with Morrisons’ ongoing transformation programme and support employees to be connected, educated and prepared for change (Cameron, 2020).
A. [bookmark: _Toc182772742]Proposed Changed
Morrisons need to focus on digital transformation and customer experiences, focuses on improving Morrisons’ competitiveness in the rapidly changing retail landscape through a focus on efficiency as well as customer experience. By focusing on digital transformation programmes appropriate to changing consumer demands, Morrisons aims to optimise internal processes while developing relationships with customers for the long-term development of loyalty and satisfaction (AlManei, et.al., 2018).
One of the main changes is moving to an omnichannel retail solution enabling Morrisons offers an integrated and adaptable shopping experience, spanning both the online and in-store channels. This is what today’s customers expect — to easily switch from online to offline modes. On mobile-friendly e-commerce site customers can have a customised, efficient, convenient and personalised shopping experience as per their choice and convenience. What is more, this new e-commerce will be complemented by a brand new logistics network for faster and accurate delivery which improves efficiency and customer satisfaction (Schrotenboer, et.al., 2022). The other digital transformation is applying data analytics and AI to personalise online and offline. By looking at what customers have bought, liked and searched for, Morrisons can recommend products and marketing to make shopping extremely personalised. Artificial intelligence devices will also help improve inventory keeping so that the most popular items are well stocked, and wastes are kept to a minimum — not just for the sake of customer satisfaction but also for the sake of sustainability (Simone & Sabbadin, 2018).
To keep customers loyal Morrisons can continue to build its digital payments systems and introduce better loyalty schemes. This will streamline the transaction and encourage repeat purchase resulting directly in the retention of Morrisons customers through frictionless, positive shopping. Morrisons can try to invest in digital enhancements, it will also be working on the in-store experience to preserve the human element at the heart of the brand. This can be done with advanced in-store technology, like self-checkout machines, smart shelves and digital kiosks to help customers shop easily, eliminate lines, and increase the level of customer service. This is an in-store technology investment that supports the brand’s goal to deliver an optimal customer experience (Hajdukiewicz, 2016).
Morrisons, responding to consumer demand for convenience, can will increase click-and-collect and delivery options, catering to those who appreciate online shopping but with local store pick up or home delivery. This service addition appeals to customers with shorter store trips or who want Morrisons’ product range accessible from the comfort of their own home for greater reach and ease of access (Gielens, et.al., 2021).
In line with these technological advancements, Morrisons can invest in customer-centred employee training, giving staff the digital and technical skills. With the training and resources employees need to solve problems, and the digital tools to do it, Morrisons keeps the human element at the centre of its customer experience even in a technologically advanced business.  With these linked programmes, Morrisons will be able to respond to the challenges of digital change with the high-touch service its customers love. With this whole-of-business change management, Morrisons will not only exceed expectations for consumers in the present but also be flexible and adaptable in the future when markets change (Kulkarni, et.al., 2022).
B. [bookmark: _Toc182772743]Financial plan
The Morrisons Financial Plan is designed to make it sustainable and achievable change with a defined financial model. Morrison can try to allocate £50m in technology and infrastructure investments, £10m in training and development and £5 million in marketing and communication. These investments can be made to build an omnichannel platform, buy in-store equipment, and modernise logistics. Morrisons can also spend £5 million on marketing to help champion digital shifts and inform customers about new services (Kulkarni, et.al., 2022).
Spend will be split into an IT team for the digital transformation, customer experience teams for the enhancement of in-store service, training program enhancement, and customer satisfaction. A project management office (PMO) will be built to lead change projects and make sure that they are on-time and on-budget (Hobbs, et.al., 2008). 
C. [bookmark: _Toc182772744]Communication plan
The communication is the most important thing for everyone, from employees to customers, to be able to be up to speed, involved, and on board with the change. Morrisons need to have a well-developed communication plan in place that will help make the changes transparent, avoid resistance and get everyone at the top of the organisation on board (Kulkarni, et.al., 2022).
In the internal communication, board members and upper management can try beginning the change initiative with an explanation of why the company needs to change, where it is headed, and what will be gained. It will use frequent feedback loops like surveys, focus groups to know what employees want and dislike. Individual employees will be sent relevant information about the changes based on their job function such as hands-on training, digital resources, and FAQs. A change management team will be implemented the whole process (Argyris, 200).
In the external communication, Morrisons can try to be reaching customers in multiple ways with the new change — through email newsletters, social media, ads and store signage. A training campaign will be developed to educate customers about the new omnichannel services like how to access the new digital portal, loyalty programmes and delivery services. With demonstrations in stores, video tutorials, and support teams to make sure that customers will have no doubt when applying new technologies. Morrisons will be making public statements and do press interviews to ensure the public is aware of the digital transformation’s success and regain their reputation as a retailer innovation leader (Argyris, 2000).
D. [bookmark: _Toc182772745]Evaluation plan 
Morrisons can conduct a full audit process of how the change management plan is working. That will include measuring success quantitatively and qualitatively. Customer satisfaction and loyalty, employee engagement and adoption, and financial performance will all be tracked through KPIs. Surveys of customer satisfaction, Net Promoter Scores, online reviews will be taken to track retention, digital services consumption and loyalty program subscriptions. Morrison can measure employee adoption through employee surveys, training rates, and feedback loops, and the results will show in productivity gains, decreased turnover and positive internal communications (Carreno, 2024).
This proposed change management programme for Morrisons is a comprehensive and strategically aligned strategy to addressing the challenges of digital transformation and customer experience improvements. In alignment with the business goals, the change plan, financial plan, communication and results measurement, Morrisons is well placed to continue thriving in the changing retail environment.
The combination of an omnichannel retail experience, AI-enabled personalisation and next generation in-store technologies is Morrisons’ way of responding to shifting customer demands without compromising the brand’s humanity. As well as further investments in customer-focused employee training, technology is accompanied by the highest level of service that reinforces Morrisons’ standing as a retailer you can trust. With this balanced approach, Morrisons solves immediate issues but also creates an accessible basis for future innovation, delivering long-term performance and resilience in an evolving market (Kulkarni, et.al., 2022).
8. [bookmark: _Toc182772746]CONCLUSION
This report has looked at how Morrisons could successfully transition into the new retail environment with the help of change management. Taken together with Kotter’s 8-Step Change Model, Lewin’s Change Management Model and McKinsey’s 7S Framework, there is a whole new paradigm of transforming behaviour. Kotter’s framework gives Morrisons a well-structured guide for executing large-scale transformations that creates urgency, inspires employees and stays on track. In the meantime, Lewin’s emphasis on preparing for change, making it work, and stabilising the new condition creates a controlled transition. These models are complemented by McKinsey’s 7S Framework which aligns organizational variables — strategy, structure, and skills — so that all business units work together toward common purpose (Akinyemi, 2022).
The proposed hybrid solution uses Kotter’s model to plan and communicate, but McKinsey’s model to focus on organizational alignment. This fusion allows Morrisons to make planned changes without the business, from leadership to systems, being outside of alignment with their mission. The report likewise points out the centrality of leadership to the effect of successful transformation. Change management promotes a mindset of innovation and drives employees to use new technologies and customer-focused approach (Cameron, 2020). Situational leadership, meanwhile, ensures flexibility, allowing managers to meet the varied demands of Morrisons’ people and respond effectively to changing circumstances landscape (Brown & Barker, 2001). Morrisons, by utilising a hybrid change management methodology and developing the right leadership, is set up to disrupt the industry, capitalise on digital transformation and position itself for continued growth.
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