TICU ROSTAS	1907848	SME’S

STRATEGIC MANAGEMENT FOR SME’S
BMSW6104




[bookmark: _Toc133583734]Executive Summary
The strategy recommendations in this study are provided for Morrisons, a well-known UK retailer, to develop and apply in the future. This report's goal is to support Morrisons in achieving long-term growth and maintaining its position of strength in the fiercely competitive and extremely dynamic retail sector. The study begins by describing the steps involved in developing a strategy, which include conducting internal, external, and industry-specific analyses. To create a plan that builds on strengths and solves shortcomings, internal study identifies Morrisons' advantages and disadvantages. Models like PESTEL and Porter's Five Forces are used for external analysis to find potential external influences on Morrisons' business operations. To discover major trends and opportunities in the retail market, industry analysis must first examine the competitive landscape.
The study discusses possibilities for strategic expansion, including performing stakeholder analysis, conducting stakeholder analysis, and applying the SFA framework to assess the suitability, feasibility, and acceptability of strategic options. The SFA framework assesses the choices to make sure that only feasible and appropriate ones are pursued. The strategic option analysis identifies several strategic options that Morrisons can consider. Morrisons' plans are in line with stakeholder expectations because of the stakeholder analysis, which analyses stakeholder requirements and expectations. The potential outcomes of not adopting the suggested strategic directions are summarised in the report's conclusion. Reduced stakeholder satisfaction, decreased revenues, ineffective operations, missed opportunities, and diminished competitiveness are a few of these. Overall, Morrisons stands to gain much from the suggested strategic trajectories, which can assist the business in achieving sustainable growth and satisfying stakeholder expectations. Morrisons can position itself for long-term success in the fiercely competitive and dynamic retail sector by adhering to the report's suggestions.
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[bookmark: _Toc133583735]Introduction
Strategic development and implementation are crucial for the success of SMEs. It entails determining the long-term objectives of the company, assessing the market and the competitors, and creating a strategy to attain those objectives according to Agwu (2018). Establishing a schedule, determining the resources required, assigning tasks to team members, and tracking progress are all part of the implementation process. Successful implementation involves strong teamwork and communication, the ability to adapt to shifting conditions, and the willingness to make necessary adjustments. Working with professionals in strategic planning and execution may help SMEs create and carry out a successful plan that supports their expansion and sustainability (French et al., 2004).
The main purpose of this report is to offer the organisation important strategic recommendations for future developments and implementation while considering the difficulties SMEs have in carrying out strategic direction. This report has several sections including introduction, the main body which contain strategic development process which covers conduct internal analysis, external analysis and industry analysis. It also has strategic growth choices which entails conducting strategic option analysis, applying SFA framework to check the suitability, feasibility and acceptability of the strategic direction/option and conducting stakeholder analysis. It also covers conclusions and recommendations. It will use the case study of Morrisons. This business enterprise will benefit from this report since it will get more information on the challenges and be able to use important strategic recommendations for future developments.  Various models will be covered in this report including VRIN model, PESTEL model, Porter’s Five Forces Model, BCG Matrix, SFA framework and Mandelow’s Stakeholder Matrix.

[bookmark: _Toc133583736]Strategic Development Process 
The Strategic Development Process is a structured approach that organizations use to identify and analyse their current situation, set strategic goals and objectives, and develop action plans to achieve those goals (Payne and Frow, 2005).
[bookmark: _Toc133583737]Strategic Analysis 
This findings in this section of the report will be summarised into SWOT based on internal and external analysis. SWOT analysis is a technique for strategic planning that is used to assess the advantages, disadvantages, opportunities, and risks faced by a company or organisation. It entails determining the internal and external factors that have an impact on the performance of the organisation and assists in the development of strategies to address these factors (Omer, 2018). 
[bookmark: _Toc133583738]Internal analysis 
This section entails using VRIN model to conduct internal analysis of Morrisons, which entails identifying company’s internal strength and weaknesses in terms of capabilities and resources. The VRIN model is a framework for assessing a company's resources and competencies, which is utilised in strategic management. VRIN is an acronym for Valuable, Rare, Inimitable, and Non-substitutable according to (HKT Consultant, 2020). To acquire a competitive edge over rivals in the market, The Morrisons commonly uses the VRIN analysis to design competitive approaches on the company's fundamental capabilities and resources. 
Value
The resources and abilities of Morrisons are essential because they give the business the ability to gain a competitive edge and add value for its clients. Morrisons enjoys a solid reputation for providing high-quality goods at affordable costs, which is backed up by the variety of products sold under its own name and a commitment to purchasing locally produced food.
Rare 
Resources and competencies unique to Morrisons are difficult for rivals to match. Morrisons' emphasis on obtaining produce that is grown locally and its selection of products under its own name give it a distinct advantage over rivals. Furthermore, the investment of the business in supply chain management as well as technology has produced a highly effective and efficient operational model that is challenging for rivals to imitate (Skjott-Larsen et al., 2007).
Inimitable
Because Morrisons' resources and talents are based on a variety of intractable elements, it is challenging to recreate them. For instance, Morrisons' popularity for providing high-quality goods at reasonable rates is built on both its own-brand product line and its procurement and supply chain expertise (Jehangir et al., 2017). Competitors find it challenging to reproduce these tools without making substantial investments because they have been developed over time. Morrisons has invested in supply chain management and technology which has also produced a very effective model of operation that is challenging for rivals to replicate.
Non-substitutable
The capabilities and resources of Morrisons cannot be replaced because no substitutes exist that can deliver the same advantages. Morrisons' emphasis on obtaining produce grown within the region and its selection of products under its own name give it a distinct advantage over rivals. Furthermore, the investment of the business in supply chain management and technology has produced a very efficient model operation that is challenging for rivals to imitate without considerable expenditure (Jehangir et al., 2017).
[bookmark: _Toc133583739]External analysis
This section involves using the PESTEL model to identify opportunities and challenges/threats for Morrisons in the market. In strategic analysis, To evaluate the factors of the external macroenvironment that affect an organisation, the PESTEL framework is utilised (Peterdy, 2023). Organisations can design strategies to reduce risks and take advantage of possibilities by analysing these external elements to better comprehend market opportunities and threats. Since SMEs frequently have limited resources and must manage a complicated and dynamic external environment, the PESTEL model can be especially helpful to them (PESTLE Analysis, 2016). To evaluate the commercial potential and establish new firm activities in a particular area, Morrisons may find it advantageous to do a pestle study.   

Political Factors
Political influences affects all society norms and commercial practises. The company's rising popularity and output may be impacted by political legislation (Haufler, 2013). All active firms must consider political considerations when developing their business strategy because the retail sector must deal with a number of political issues, including interest rates, taxes, legislation, and consumer protection. Numerous political and legal issues have a direct impact on the companies that compete in the supermarket industry.  

Economic factors
This includes the UK economy's current situation and any prospective effects on consumer purchasing patterns. The retail industry's general market trends, interest rates, foreign currency rates, and inflation rates are possible additional considerations. These economic variables may have an impact on Morrisons' sales, profitability, and overarching business plan (Fall Diallo et al., 2013).  
Social factors
Demographic changes, shifting customer lifestyles and attitudes, and cultural trends might all be considered social determinants in this analysis for Morrisons. For instance, an ageing population may raise interest in locally produced and environmentally friendly items, while the advent of ethical and sustainable consumption may decrease it. To be competitive and satisfy the shifting demands and preferences of its customers, Morrisons may need to adjust to these social changes (Donovan and Henley, 2010).  
Technological factors
The adoption of supply chain management software, internet purchasing, process automation, and the use of data analytics to enhance customer experience are examples of technological elements. Morrisons' capacity to remain competitive in the market will depend on how well it can keep up with these technical advancements and developments (Orel and Kara, 2014).   
Environmental Factors 
The supply and demand of some items, as well as the price of transportation and logistics, can all be impacted by changes in weather patterns and natural disasters. Environmental rules, such as fees on carbon emissions or limitations on packaging materials, can also raise expenses for enterprises. Additionally, the business must adhere to waste disposal laws and consumer demands for more environmentally friendly waste management techniques (Doole and Lowe, 2012). 
Legal Factors

Protecting the products of a company from modification and smuggling requires a legal component (Chacón, 2010). It is crucial that every retail industry abide by the relevant regulatory standards. The regulatory and legal systems in various nations are insufficient to protect an organisation's property rights (Schepel, 2005). Morrison's particular actions, including getting the local council's approval to build the shop, working with regional government organisations to create job opportunities, upholding medical and environmental regulations, and other things, have the biggest influence.
[bookmark: _Toc133583740]Industry Analysis
When conducting an industry analysis, Porter's Five Forces Model can be used to assess how competitive and appealing a particular industry is to businesses (Grundy, 2006). The Porter's Five Forces model could be used to assess how appealing the Morrisons industry is in terms of its intrinsic earning potential. In order to inform their strategic decisions, Morrisons' strategic planners might use the model and the information analysis.

[bookmark: _Toc133583741]Threat of New Entrants

It is difficult for Morrisons to achieve their economies of scale in the market where they compete. For those that generate high capacity, this makes cost savings possible. Additionally, it increases the cost of manufacturing the goods for fresh rivals. As a result, the threats presented by new rivals are less severe. Businesses in the sector sell unique items rather than generic ones, highlighting how significant product differentiation exists there. Customers look for distinctive products. Additionally, marketing and customer service are given a lot of attention. Prospective competitors find it difficult to begin businesses since large costs must be paid due to the industry's high capital requirements (Thompson, 2014). Research and development are costly because they incur large costs that go along with capital investments. Newcomers can easily develop their distribution channels and break into the market since they have easy access to the distribution networks.  

Because fewer retail stores sell this kind of product, it is simple for every new competitor to get its goods on the shelves. These factors make the threat of new rivals a significant driver in this industry. For the corporation to be permitted to sell its products, government laws in the industry demand very tight licence application and compliance with the law. This makes it tough for the new competitors to enter the market. Morrisons may leverage the economies of scale that exist across the entire sector to its advantage and drive away rivals with cheaper prices. Morrisons may focus on technology and innovation to differentiate its products from those of emerging rivals. It might make marketing investments to develop a stronger brand identity. It will be able to retain its clientele this way as opposed to losing them to rival businesses.

[bookmark: _Toc133583742]Bargaining Power of Suppliers
The industry in which Morrisons operates has a large number of suppliers in relation to the number of consumers. This suggests that the manufacturers of the goods have less control over the costs, which hurts their negotiation position. These suppliers provide relatively homogenous, less distinctive, and easily switchable products. Customers like Morrisons can therefore transfer suppliers more easily. As a result, the suppliers' negotiating position is weakened. The suppliers do not compete with other products in this market. This shows that there are no other options to the products other those provided by the sellers. Suppliers now have more influence in industry talks as a result.
The necessary raw ingredients can be purchased by Morrisons from its suppliers on a budget. Due to the cheap switching costs, Morrisons has the option to switch suppliers if the pricing or products are not satisfactory for the retailer (Watson, 2005). There may be multiple vendors in its supply chain. For instance, depending on the area in which it operates, Morrisons may utilise a variety of suppliers. It can ensure the efficiency of its supply chain by doing this.

[bookmark: _Toc133583743]Bargaining Power of Buyers

There are a lot more suppliers than manufacturers in the industry in which Morrisons operates. Because of this, buyers have few options for companies and minimal control over pricing (Wagner et al., 2005). As a result, the buyers' negotiating position inside the market is weakened. The business has a high degree of product distinctiveness, so customers cannot find other companies that are producing a particular product. Due to their difficulty switching, the buyers' negotiation power inside the industry decreases. There are far more suppliers than manufacturers of the goods in the industry. The purchasers have few options for companies and little control over pricing as a result.
 As a result, the buyers' negotiating position inside the market is weakened. Customers cannot find other businesses that are producing a certain product because there is a high level of product distinctiveness within the industry (Zhao et al., 2017). Due to their difficulty switching, the buyers' negotiation power inside the industry decreases. 
 
The purchasers' incomes are minimal within the industry. This suggests that consumers are being pushed to buy items at low prices, which raises their price sensitivity. The buying power of consumers thus has a smaller impact on the market. Consumers who shop regularly are individuals who place a high priority on product quality. This suggests that price sensitivity among sector consumers is minimal (Kagan, 2020). As a result, the buyers' negotiating position inside the market is weakened. Integration backwards does not pose any significant risk to the consumers. This makes it harder for the sector to react to buyers' negotiation threat. Morrisons should focus on innovation and differentiation to attract more customers. Morrisons may succeed in attracting a sizable customer base by emphasising differentiation and product quality, which are essential to industry buyers.

[bookmark: _Toc133583744]Threat of Substitute Products or Services
Few goods can be utilised in place of those produced by the company Morrisons works for. The few available alternatives are also produced by underdeveloped profit-making sectors. This suggests that there is no upper bound on the maximum profit that companies operating in the same industry as Morrisons may make. The incredibly few options are of excellent quality but cost a lot more money. Businesses in the industry where Morrisons operates, in comparison, create products that are marketed for less than alternatives while keeping an adequate degree of quality. Customers are hence less likely to switch to competitor products. This shows that alternative products do not pose a significant threat to the industry. Morrisons might focus on providing products of higher calibre. Because they provide superior quality at lower prices, customers would choose their products over those that do so while charging more (D'souza et al., 2006).


[bookmark: _Toc133583745]Rivalry Among Existing Firms

In the industry where Morrisons operates, there are hardly any competitors. This suggests that organisations operating in the industry cannot act without being seen. Because of this, industrial competition between well-established enterprises has less of an impact (Saeed, 2016). The small number of competitors control a substantial percentage of the market. This suggests that they will engage in fierce competition to become the market leaders. As a result, the sector's competition from already-existing companies gains strength.
 Morrisons works in a field where products are produced that are quite distinctive. It is difficult for the rival businesses to compete for clients because each of their items is unique. Because of this, industrial competition between well-established businesses is a less potent force. Morrisons must focus on differentiating its products to lessen the effect of competitors' actions on the customers who seek out its distinctive offerings.


[bookmark: _Toc133583746]SWOT Analysis
	Strengths 
	Weaknesses

	i. Morrisons has a productive distribution and supply network.
ii. It offers a wide variety of products to its clients, such as food, beverages, music, apparel, and other things. 
iii. One of the largest grocery chains in the UK is Morrisons. 
iv. Morrisons has built its reputation through notable purchases in the past.
v. Online selling and shopping have enhanced the revenue of the company.

	i. Comparing Morrisons to several other major brands, it has a less geographic reach.
ii. The company's reputation has been harmed by alleged historical concerns involving farmer rights.


	Opportunities
	Threats

	i. The company can benefit from the growing demand for organic products.
ii. The business can take advantage of the expanding market for organic goods.
iii. Morrisons store could expand internationally, which would help the company's bottom line.
iv. The company can supply the growing need for private brands.
v. Strategic alliances and the acquisition of smaller firms can aid in business expansion.

	i. Morrison's profitability may suffer if rivals gain market share.
ii. Increasing taxes and altering government regulations
iii. Physical retail locations may experience a decline in sales as e-commerce businesses expand.




[bookmark: _Toc133583747]Strategic growth choices
Strategic growth choices refer to the numerous strategies a business can use to expand and grow.
[bookmark: _Toc133583748]Conducting strategic option analysis 
This component of the report involves doing a strategic option analysis using the BCG Matrix to pinpoint various strategic options or directions for Morrisons. The BCG Matrix is a framework for strategic management that is used to assess a company's offering of goods and services (Hayes, 2022). The BCG Matrix divides a company's products into four groups: Stars, Cash Cows, Question Marks, and Dogs. SMEs can decide which items to invest in, sell off, or keep in their product portfolio by utilising the BCG Matrix to analyse their product portfolio. The BCG matrix will be used by Morrisons to carry out the business-level strategy for each of its business units. The first step in the investigation will involve locating the strategic business divisions of Morrisons inside the BCG matrix of the organisation.

Stars
It exists in a market segment with encouraging growth potential. This SBU makes a sizable financial contribution to Morrisons. Morrisons must vertically integrate by acquiring more supply chain businesses. This will help the strategic business unit make more money because of its potential. This industry has several opportunities because there is a high demand from customers for this and related products. Morrisons must carry out a strategy that includes product development for this SBU. This will increase traffic to the store and increase revenue, which will benefit Morrisons. Morrisons should join the market with its existing products. By extending the distribution network to untapped areas, this could be achieved (Saeed, 2016).
 
Cash Cows

Morrisons holds a substantial market share, but due to companies controlling their suppliers inside rather than externally, the industry is shrinking. Since this business is profitable, Morrisons should stop making new investments in it and keep running this important division.
In recent years, the cash cow category has been diminishing slowly. Morrisons also can shape consumer behaviour within the market. Morrisons should invest more resources in research and development. Morrisons sales would rise, which would be advantageous overall. Within the category, this business unit commands a 30% share of the market, but consumers are becoming less interested in eating foreign cuisine. The growth rate of the market has slowed because of this shift in trends. Making the necessary investments to keep this important business unit running is the recommended course of action for this corporation. If this important business division loses money and becomes unprofitable, Morrisons should sell it off (Saeed, 2016).

Question Marks
The BCG matrix for Morrisons contains a question mark as a strategic business unit. Consumers are paying more attention to regional delicacies, according to recent trends in the market. Consequently, this marketplace is growing rapidly. Morrisons only has a small portion of this market. In this instance, Morrisons should invest in research and development to produce unique features. This method of product creation will make sure that this important business unit turns into a cash cow and continues to bring in money for the company in the future.
The business unit in this BCG matrix for Morrisons is indicated with a question mark. Recent market trends indicate that consumers are becoming more interested in regional specialties. As a result, this market is expanding quickly. However, Morrisons only controls a small portion of this market. The greatest advice and remedy for this is for Morrisons to spend money on research and development to produce innovative features. This method of product creation will make sure that this important business unit turns into a cash cow and continues to bring in money for the company (Saeed, 2016).

Dogs
This strategic business unit has lost money for the last five years. Additionally, due to rising environmental concerns, the market in which it operates is contracting. Morrisons should aim to minimise its losses by selling off this significant area of its business. This business operates in a market segment that has experienced decline over the past five years. The business is expected to grow in the upcoming years, nonetheless, given the continuous environmental changes (Saeed, 2016). The advised plan of action for Morrisons is to invest enough money in the business to turn it into a cash cow. Morrisons will prosper financially because of the market's expansion. The synthetic fibre strategic business unit is represented by a dog in the matrix. The declining market for such goods has caused Morrisons to lose money over the past three years. Additionally, it holds less than 5% of the market. The recommended course of action recommends that Morrisons sell off this important business division to stop any more losses. The strategic business unit for products with artificial flavours is represented by a dog in the BCG matrix for Morrisons. These goods have only recently been released, and they are based on the belief that this market will grow. But as people have become more conscious of their health, they are now avoiding flavour additives (Saeed, 2016). Morrisons doesn't possess a big chunk of the market, which is shrinking. Morrisons should propose returning this item to the supplier.

SFA framework
This framework can be used to evaluate the appropriateness, viability, and acceptability of the business's strategic direction. The SFA framework has a variety of tools and technologies that can be used to automate numerous sales-related operations, including lead management, opportunity management, and customer relationship management (Sunkari, 2022). Morrisons and other SMEs may increase the accuracy and speed of their sales activities while streamlining their sales processes and reducing human labour by putting the SFA framework into practise. The framework can also aid in enhancing the effectiveness of the sales team's productivity and team members' ability to collaborate and communicate more effectively.
[bookmark: _Toc133583749]Internal Analysis

 Strengths
i. Strong brand recognition for providing premium products at affordable rates. 
ii. Collaborations with regional fresh supply suppliers and a wide choice of house brands.
iii. Supply chain management and technology investments are made to increase operational effectiveness and improve the customer experience. 
iv. Stable profitability and strong financial position.

Weaknesses
i. Comparatively little market share for online food purchasing compared to larger rivals.
ii. Limited global footprint in comparison to major rivals like Tesco and Sainsbury's.
iii. Reliance on potential for income and growth in the UK market.
 
[bookmark: _Toc133583750]External Analysis
 Opportunities
i. Market growth potential for convenience stores, especially in metropolitan regions. 
ii. Growing consumer preference for fresh, regionally farmed produce that is both organic and locally sourced. 
iii. Potential for growth in the online grocery business with sustained investment in delivery infrastructure and technology.
Threats
i. There is fierce competition in the UK food sector from long-standing rivals like Tesco and Sainsbury's as well as from budget shops like Aldi and Lidl. 
ii. Potentially disruptive developing technologies include the advent of new supermarket shopping patterns or the usage of drones for home delivery. 
iii. Uncertainty in politics and the economy, such as the effects of COVID-19 and Brexit on consumer behaviour and the retail sector.
This SFA framework implies that Morrisons' internal assets, including its strengths and weaknesses, serve as a solid foundation for the company's competitive advantage, particularly given its emphasis on efficiency, value, and quality. For Morrisons to maintain its competitive position and adapt to shifting market conditions, the analysis also identifies external dangers and opportunities. To maintain competition with sizable rivals like Tesco and Sainsbury's, Morrisons may need to make additional investments in its online grocery shopping platform. Morrisons may also need to think about entering foreign markets to diversify its sources of income and lessen its reliance on the UK market.  
[bookmark: _Toc133583751]Stakeholder analysis 
This section involves applying Mandelow's stakeholder matrix to conduct a stakeholder analysis. In stakeholder analysis, Mandelow's Stakeholder Matrix is a framework used to assess the influence and interests of stakeholders inside an organisation (Dutta and Das, 2020). Using the framework, stakeholders are divided into four groups based on their influence and level of interest: high power/high interest, high power/low interest, low power/high interest, and low power/low interest. Morrisons can determine which of its stakeholders are most crucial and may then modify its communication and engagement methods as necessary utilising the Mandelow's Stakeholder Matrix. For instance, Morrisons could need to give consumers and workers, who have a lot of influence and investment in the company's success, priority when it comes to engagement. 
[bookmark: _Toc133583752]High power, high interest
These stakeholders are the most significant to the firm since they are highly influential and highly interested in how the business is run (Hammann et al., 2009). Morrisons' customers, staff, and suppliers may be considered among its high-power, high-interest stakeholders. These parties are deeply committed in Morrisons' success and can have a major impact on the company's operations.
[bookmark: _Toc133583753]High power, low interest
These stakeholders are very influential but have little personal investment in the business's success. Regulating organisations and governmental organisations may be among Morrisons' high-power, low-interest stakeholders. Although they have the authority to control Morrisons' operations, these stakeholders might not be as vested in the business's success (Dutta and Das, 2020). 
[bookmark: _Toc133583754]Low power, high interest 
These stakeholders are highly interested in the business' operations despite having little influence over it. Stakeholders with little influence but great interest in Morrisons may include neighbourhood associations, environmental advocacy groups, and locals. The community and environment are very important to these stakeholders, even if they may not have the ability to have a big impact on Morrisons' operations (Dutta and Das, 2020).
[bookmark: _Toc133583755]Low power, low interest 
These stakeholders are not very influential and don't care very much about how the business is doing. The public and other companies may be among Morrisons' low-power, low-interest stakeholders. Even though these parties may be somewhat interested in Morrisons' business, they lack the influence or capital to have a big impact on the organisation (Dutta and Das, 2020).

[bookmark: _Toc133583756]Conclusions and Recommendations 
The significance of strategic planning and execution for the success of small and medium-sized businesses (SMEs) has been emphasised in this paper. It has explored the numerous difficulties that SMEs encounter in implementing strategic direction and provided tactical suggestions for upcoming advancements and implementation. The Morrisons case study has been used to demonstrate how the strategic formulation process, which includes internal analysis, external analysis, and industry analysis, can be applied in practise. The research has also discussed options for strategic growth, including stakeholder analysis, strategic option analysis, and the SFA framework.
Evidently, strong teamwork, effective communication, and flexibility in response to changing circumstances are necessary for the successful implementation of strategic plans. To secure the survival and growth of their firm, SMEs may benefit from engaging with experts in strategic planning and execution. The numerous models discussed in this paper, including VRIN, PESTEL, Porter's Five Forces, BCG Matrix, SFA framework, and Mandelow's Stakeholder Matrix, can be helpful resources for SMEs as they implement their strategic objectives. To stay competitive in their industries, SMEs must give strategic development and implementation top priority. For SMEs to overcome their current obstacles and accomplish their long-term goals, this paper offers crucial strategic recommendations.
The suggested strategic course presented in this study can be quite advantageous for Morrisons, as it can assist the business in achieving sustainable growth and maintaining its competitiveness in the fiercely competitive retail sector. A strategy that builds on Morrisons' strengths and overcomes its limitations can be created by using internal analysis to help the company identify its strengths and weaknesses. For instance, Morrisons can improve its market position while eliminating operational inefficiencies that might be impeding growth by using its strong brand reputation and customer loyalty.
Morrisons can identify external issues that could affect company operations and establish plans to reduce any negative impact by doing an external analysis using models like PESTEL and Porter's Five Forces. Creating strategies to adjust to shifting consumer trends, technical developments, and changes in the competitive landscape are a few examples of this. The SFA framework can assist Morrisons in identifying and assessing various strategic options, ensuring that only workable and appropriate solutions are pursued. This can increase the likelihood of success while reducing the risks connected to the implementation of a strategy. Stakeholder analysis can assist Morrisons in identifying the requirements and expectations of many parties, including clients, staff members, suppliers, and shareholders. This can assist the business in creating plans that meet stakeholder expectations, hence increasing stakeholder satisfaction and loyalty.
Morrisons may experience several potential repercussions if the suggested strategic orientations presented in this study are not adopted by the business. These implications could have a negative influence on the business' growth, profitability, and sustainability. Morrisons might find it difficult to stay competitive in the highly dynamic and quickly evolving retail sector without a defined strategic direction. A loss of market share, declining sales, and decreasing profitability can occur because of failing to foresee and respond to changes in consumer patterns, technical improvements, and movements in the competitive landscape.
Morrisons may fail to recognise its advantages, disadvantages, opportunities, and dangers without undertaking a thorough examination of both its internal and external environments. This may cause the business to pursue less-than-ideal strategies that do not take advantage of its advantages or solve its disadvantages, which may result in ineffective operations, lost opportunities, and declining performance. Additionally, Morrisons can adopt strategies that are not in line with its core strengths, resources, and capabilities if it doesn't thoroughly analyse strategic options and assess their applicability, practicality, and acceptability. This may lead to a lack of attention, resource waste, and tactical failure.
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