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Abstract
Marketing strategies are adopted by several companies to promote their products on a global platform. This report focuses on Morrison and its marketing strategies that assist in attracting customers from diverse segments. Various models such as marketing mix and STP model are used to analyses the strategy of this firm. This report aims to state current market forces of the United Kingdom. Such forces drive the food industry towards a sustainable form of business.
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Introduction      
Marketing strategies of a company aim to enhance brand awareness over global platforms. This report aims to evaluate the marketing cities of Morrison. The products of Morrison’s are positioned effectively so that their profit margin can be enhanced efficiently and customers can be satisfied. The strategies of positioning are analysed along with a detailed analysis of Morrison's competitive environment and customer’s behaviour. Also, Morrison uses a number of innovative styles to induce uniqueness in their marketing techniques. 
[bookmark: _Toc90392567]Description of Morrison      
Morrison is a chain of supermarkets, located in the United Kingdom. Starting with a sale of egg and butter, today Morrison sells a diversity of products including packaged meat, soft drinks, breakfast items and dairy products (Morrisons, 2021). The firm has tried to innovate its traditional approach of marketing into digital form so as to attract its customers. 
[bookmark: _Toc90392568]Marketing concept          
[bookmark: _Toc90392569]Nature of marketing
Nature of marketing done by Morrison’s is goal-oriented. It aims to enhance its profit margins by managing customer goals. Morrison’s is a firm that aims to innovate new strategies of marketing so that customers’ demands and requirements can be fulfilled in their stores. 
[bookmark: _Toc90392570]Key components of marketing
There are four key concepts of marketing including target market, profitability, customer needs and integrated marketing. This company focuses on customer needs and profitability. The enhancement of sales margin is achieved by fulfilling the needs and demands of customers .
[bookmark: _Toc90392571]Applications of marketing
Morrison’s' marketing concept is based on five major plans that which describe their marketing goals. Morisons aims to improve their in-store experience so that customers can be given an efficient customer journey (Vizard, 2016). They also doit their value-based services and their attitude of not compromising with their business ethics principles in order to gain higher profits. Morrison’s has aimed to launch a Morrison card through which customers can register themselves. The advantage gained by this card is that executives of Morrison shall be able to know their customers well enough and provide them customized services. The fifth strategy aims to do impactful promotion which means they will be particular about the product that they sell at discounts. It shall ensure an improvement in their product quality (Vizard, 2016).
[bookmark: _Toc90392572]Scanning of the marketing environment using Pestle analysis 
Political
· Brexit was one of the major changes that were faced by Morrison due to changes in political regulations and stability. 
· There was a scarcity of products on the supermarket shelves of Morrison. Cross-border trade was limited by Brexit and changes in import and export of product was adversely impacted, which directly impacted sales margins of Morrisons (O’Carroll, 2021). 
Economic
· Inflationary pressures were caused by Brexit which led to severe stress on profit margins of Morrison. 
· Revenue earned by Morrison is almost £17.6bn in 2020-2021. Overall, economic conditions of Morrison’s are improving and it has risen by over 8% as compared to the previous financial year (Morrisons (2021). 
Social
· Citizens of the United Kingdom are prone to mobile websites and social media platforms. Therefore, Morrison’s has adopted a strategy to promote their products through their official websites and Facebook applications. 
· Tv campaigns and advertisements are done effectively so as to attract customers from different cultures and backgrounds.
Technology
· Technical development in the United Kingdom reflects the enhanced use of internet technologies and social media applications.
· Morrison has also deployed significant changes in technical aspects where it uses data analytics to store customer data.
· Artificial intelligence is used by this firm to enhance sales and automatically assess the stock of products (Internet of business, 2021).
Legal
· As per Food.gov.uk (2021), the UK's Food Safety Act 1999 aims to penalize any food-based company that sells harmful or toxic edible substances.
· Morrison has aimed to follow all legal implications and also maintains integrity and ethical accountability to maintain an optimistic relationship with stakeholders.
Environment
· UK government has started various campaigns that support sustainable business to reduce carbon emissions.
· Morrison’s has also maintained a suitable strategy in its grocery stores where use of plastics has been reduced. Plastic reduction in vegetable and fruits packaging has aimed to reduce carbon footprints.
[bookmark: _Toc90392573]Establishment of MKIS
Marketing information system is a system established by companies to integrate environmental information with customer demands. Establishment of MKIS can be done by Morrison after gathering necessary information so as to develop new promotional ideas to attract customers. 
[bookmark: _Toc90392574]Nature of buying behaviour      
Morrison’s marketing strategy is aimed at an analysis of buyers’ behaviour so as to uplift their in-store experience, the new MKIS attempt can further assist Morrison to analyses buying behaviour of consumers. Buyer behaviour of the United Kingdom keeps on changing and flexibility in consumer demands. Morrison has tried to innovate new products and modify their items so as to keep with changing demands of the market. For example, consumers are becoming health conscious and they are not buying unhealthy food items such as packaged meat products, canned juice and flour bread (Morrisons, 2021). Changing behaviour of customers is also managed by giving discounts and offers on special occasions such as Christmas and new year.
[bookmark: _Toc90392575]STP marketing 
Market segmentation
	Types of segmentation
	Segmentation criteria
	Morisons target segment

	Demographic 
	Age 
	25-60

	
	Income 
	High and middle range

	Behavioural 
	Status of user
	Individuals who want to eat fresh and healthy

	Geographic 
	Region 
	Morrison’s has targeted different regions of United Kingdom and have divided the geography into four main domains to customize their services

	
	Culture 
	Customers from all cultures are targeted and customization of products is done in Morrison as an example, the geographic one that consists mostly of Asian people has a larger diversity of Asian spices and vegetables. 


Table 1:Market segmentation


Target marketing 
The targeted segments of Morrison’s include people from different cultures, ethnicities and backgrounds. The segments of societies are so targeted that diversity can be maintained. Innovation of strategies and customization of products help Morison to provide attractive offers and services to their targeted segment.
Positioning 
Morrison’s has positioned its products as per high quality-high price strategy. However, new products are priced as per high quality-low price strategy as well, to attract customers initially (Sukma et al. 2019). These two segments are used by Morrison’s to position their products in the market. In human mind, Morrison positions its products as natural and fresh substitutes. Its vegan section is positioned as a substitute for unhealthy animal meats.
[image: ]
Figure 1: Positioning map of Morrison’s new product
(Source: Sukma et al. 2019).
[bookmark: _Toc90392576]Use of STP in developing marketing strategies and marketing plans 
Morrison has developed their marketing strategy to satisfy stakeholders and customers for every segment of society. Marketing strategy that provides offers and customized services has attracted customers from different cultures and localities. Their strategy aims to innovate and learn new ways of serving customers (Morrisons corporate.com, 2021). Their marketing strategies promote the use of artificial intelligence to build a suitable planning system that can satisfy future and pregnant stakeholders. They do not compromise with their quality. 
[bookmark: _Toc90392577]Marketing mix concept 
Product
This company keeps a huge diversity of products to satisfy the different segments of target customers. Their products are of sufficient quality and their diversity attracts people of all age groups to try their products.They also sell vegan products and organic vegetables for individuals who want to eat fresh and healthy (Morrisons, 2021). They brand their products under the names of Morrisons Cellar, Just for Kids, M Kitchen, NuMe and M Signature. 
Price
Morrison's pricing strategy aims to keep its prices high to maintain its uniqueness. However, discounts and offers are also given on special occasions to support the segment that has an average source of income. As influenced by Haleem and Jehangir (2017), promotional pricing strategy is used by Morrisons at times of launching new products. 
Place 
Morisons aims to conduct its business over the United Kingdom. It has more than 600 stores Out of which there are almost 150 convenience stores. They distribute their supplies all over the country and also conduct their business online. 
Promotion
Morisons aims to promote their products by giving large discounts and offers to customers. They also provide specialized cards to customers that allow customers to avail offers on special occasions such as Christmas. They advertise through social media ,promotion is also done by branding .
[image: ]
Figure 2: Marketing Mix
(Source: Haleem and Jehangir, 2017)
[bookmark: _Toc90392578]Relation of marketing mix to segmentation 
The pricing strategy of Morrisons helps it to differentiate its customer into two segments-one who can buy costly products and the other who relies on discounts. Similarly, the promotional strategy of social media attracts the young generation and new customers. Products are mixed in such a manner that they can attract people from different age groups and cultural backgrounds. 
[bookmark: _Toc90392579]Internal organizational marketing 
Internal organizational marketing aims to clearly communicate with employees so that they are well aware of the organizational goals and objectives (Sadchenko et al. 2020). Morrison’s aims to communicate with their employees in weekly meetings and training sessions. They are also motivated to innovate new products and ideas to enhance Morrison sale margins.
[bookmark: _Toc90392580]Marketing of corporate brand 
Marketing of Morrison is done so as to enhance its brand image in the international market.  Morrisons uses its brand name while marketing its products. It helps in gaining competitive advantages and helps maintain its uniqueness in front of stakeholders. Innovations include use of data analytics and automatic techies to keep a track of sales records. Moreover, corporate branding strategies of Morrisons include rebuilding and growth in sustainable marketing plans (Balmer and Podnar, 2021). 
[bookmark: _Toc90392581]Product and service quality audit 
Morison is very particular about its product quality. Moreover, it has postponed its product in such a manner so as not to compromise on quality products and services, even if the prices go high. The audit of products and services is done in Morrison with the help of innovative tools that use automatic technology to manage quality and freshness of products. They have quality management system that checks the quality of products before putting them on grocery store shelves for sale. ISO 9001 quality system standard is maintained in the grocery, their audit team conducts regular monitoring of food quality so as to ensure that they meet international food standards. 
[bookmark: _Toc90392582]Brand building techniques 
Determination of brand’s target audience
Brand building techniques require innovation to target the specific segments of society. The major strategy adopted by Morrison’s is to target its audience and customize its strategies to attract that specific segment. Segmentation is done on the basis of behaviour and culture. 
Defining a clear brand goal
Setting a clear goal is necessary so that Morrison’s can define its unique set of marketing strategies. Setting a unique goal helps Morrison to customize its marketing strategies and fulfil the organizational objectives and goals. Morrisons set unique and inactive goals to track customers during the covid-19 pandemic. Their goal was to feed the nation (Spargo, 2020). This strategy has helped them build brand awareness and has also assisted them in regaining their customers in post-covid era. 
Development of logo and tagline that tells brand story
Innovation is shown by Morrison in designing its logo. Designing a creative logo enhances brand building and raises brand awareness among customers. This logo represents the idea of Morrison to provide fresh fruits and vegetables, along with organic products to customers. The creativity builds its brand reputation on an international platform. 
[bookmark: _Toc90392583]Use of communication channels to raise brand awareness 
Advertisement
Advertisement is one of the traditional methods of communicating with customers. Brand addresses can be raised by connecting with customers and giving them necessary information about product features, this is possible by promoting the new and old products through television advertisements, advertisements can also be given in newspapers and radio. Morrison also uses this mode to meet stakeholders' demands and requirements (Shareef et al. 2019). Expectations of stakeholders are matched with product customization 
Digital marketing
Digital marketing is a modern approach that is grabbed by Morrisons to promote their old and new products. Morrisons has used various modes of digital marketing to attract a number of customers for the new generation. The mode of communication can be done through social media platforms such as Facebook and Instagram (Vieira et al. 2019). The major advantage of digital marketing is the easy access to millions of customers from different cultures and backgrounds.  Facebook messenger can be used to communicate with customers and Facebook pages are created to post attractive images of new products. Such posts raise brand awareness and enhance sales margins for Morrisons. 
[bookmark: _Toc90392584]Brand management 
Creative advertisement helps Morrison to position its brands effectively in the UK market. As an example, in a tv campaign, Morrison’s upped the innovation of visualizing food through the eyes of children. It was an attractive way of managing its brands where future and present stakeholders were attracted to invest in the firm. Another brand position aimed at forming an innovative tagline, "make good things happen" (Hargrave, 2021). These tv advertisements aimed at enhancing the sale of fresh fruits and vegetables and served natural food on plates. Morrison’s sales aim to market local brands by enlarging customers to buy local products and fruits farmed by local farmers. It enhances a suitable mode of brand promotion and raises their brand image as well. They manage their brands by collaborating with like-minded companies only. 
[bookmark: _Toc90392585]Market Analysis 
[bookmark: _Toc90392586]Market forces and failure
Market forces are encouraging companies to adopt a sustainable mode of business. This aims toward a successful force. However, failure was induced when Brexit put limitations on import and export of food products in United Kingdom (Lang and McKee, 2018). Morisons faced huge losses and their shelves were getting empty as market forces encouraged a withdrawal of the UK from the European Union. In recent financial year of 2020-21, the market forces prevented grocery shops from conducting business as lockdown was imposed doing covid-19. 
[bookmark: _Toc90392587]Government intervention and failure
Government intervention in the United Kingdom's food industry is affected by encouragement of Brexit. As a result, labour issues are faced by grocery stores like Morrison (Garnett et al. 2020). It led to severe failure when rules and regulations of covid-19 led to complete breakdown of import and export in the food industry. Though the government had set ever standards that monitor food safety and encouraged the food industry of the UK, however, the policies made using Brexit and covid-19 led to increases in loss margins and enhancement of customer dissatisfaction. 
[bookmark: _Toc90392588]Market competition
Market competition is quite high in the United Kingdom and Morrison’s faces a number of competitors in the same industry. The competitors include Sainsbury's, Brookshire, Ocado and Migros Ticaret (Craft.co, 2021). The firm faces competition in retail stores and online sales as well. Innovation and employment of modern technologies are necessary to prevent the market competition from reducing sales margins of Morrisons. 
[bookmark: _Toc90392589]Market cooperation and competitive paradigms
Amidst the high competition, the UK food industry is ready to cooperate with each other so that they can innovate new technologies and marketing strategies. Competitive paradigm includes rivalry among companies in the same industry. There are a number of grocery stores  as they sell similar products and have efficient innovation in marketing products through online mediums. Such a competitive paradigm is also enhanced by competitive pricing strategies of grocery stores such as Sainsbury. 
[bookmark: _Toc90392590]Consumer behaviour in a digital environment
Consumer behaviour in the digital environment aims to analyses promotional posts on social media platforms and other sources of interest. Today consumers have a number of options, from which they can directly communicate with business organizations (Volkovitckaia et al. 2020). Alternatives include business or government, government to consumer, consumer to government, consumer to consumer and consumer to business. Also digital environment allowed customers to check quality products, clear their queries and order products through soil media. Moreover, Morrison’s’ digital marketing has provided consumers with a number of discounts and offer prices as well. Communication of Morrison’s’ business with customers is done through customized messages and email marketing. 
[bookmark: _Toc90392591]Current issues in marketing
Morrison has tried to stay innovative through its marketing strategies. However, it faces issues as most of its products are wrapped in plastic and it does not support a sustainable form of business. Moreover, in the context of cyber marketing, the website contents are too old and are not creative at all. On ethical grounds, Morrison’s does not face any such issues as it has an ethical audit to mitigate the challenges of laborers. 
[bookmark: _Toc90392592]Future developments in marketing 
Ethics
Morrison’s has developed an ethics audit that controls the ethical responsibilities of company. Their ethical trade policy aims to provide safety standards and proper wages are also paid to them. Rights of workers are ethically maintained, no form of discrimination is faced by customers, stakeholders and employees (Morrisons corporate.com, 2021). In future, the company aims to deploy ethical code of conduct in supply chain as well. Morrison’s aims to prevent buying supplies for firms that do not maintain sustainable standards while manufacturing and spiking products. 
Green marketing
 Sustainability of Morisons is maintained by reducing plastic packaging and they have recently filled their stores with vegan alternatives of meat. Such an approach towards vegan products enhances their approach towards a business where animals and environment are not harmed. Green marketing, in future, shall be enhanced in Morrison by supporting the sale of vegan milk as well.  Morrison’s has aligned its goals with UN sustainable development goals to maintain an ethical and responsible form of business (Morrisons corporate.com, 2021).
Cyber marketing
Social media is used by Morrisons to digitally market its products. However, to mitigate cyber issues, Morrisons has aimed to encrypt its information and allow access to authorized users only.  This shall mitigate the issues of old and repetitive content in websites. Similarly, one more change that shall be done in recent times is the ordering of grocery items through mobile-friendly websites.
[bookmark: _Toc90392593]Conclusion      
This report concludes by stating that the current UK government aims to build up a sustainable form of business. It ensures that environment is not harmed in order to gain higher profits. Morrison’s should also adopt innovative marketing strategies where natural and organic food products must be promoted. The use of plastic must be replaced by jute packaging. Overall, cyber issues can also be resolved by use of protective policies. Morrison’s needs to promote digital marketing and renovate their pricing strategy so that customers of lower-income can also afford products from their stores. This can help them to survive after Brexit and in post-covid era.
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