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[bookmark: _Toc28905445]
[bookmark: _Toc28909317]Introduction:
[bookmark: _Hlk28912513] The report will explore the process of change that occurred throughout the merger of Morrisons      supermarket which is now the fourth largest of the UK and Safeway which was the 4th largest grocer in the UK.  Morrison was concentrated in the North of the United Kingdom not until 2004 when it acquisitioned with Safeway. Morrison, the smallest of the big UK supermarket saw more stores opened in the south after taking over its rival Safeway for 3 Billion pounds. (BBC 2004)
Safeway and Morrison were operating as two separate businesses for more than a decade until 2002 when the problem emerged of how to distinguish Safeway from Tesco and Sainsbury and how to minimise its disadvantages of not being able to negotiate lower prices with their suppliers, this led Safeway to starting losing its profits and was accused of underperformance and sold its retail arms to Morrison. I intend to use the result of their PESTLE and Porters’ FIVE to analyse the results which will give me a clear picture of the external market and then flowered by the SWORT analysis and the Morrisons Marketing Mix (4Ps) Strategy analysis.
[bookmark: _Toc28905446][bookmark: _Toc28909318]1.Background:
  William Morrison who was an egg and butter merchant created an organization (Morrisons) by starting its first own small-town centre shop in 1899. (Belisle, 2011).   Despite its regional focus and comparatively small size, Morrison PCL supermarket holds its own battle for the British supermarket group behind the national giants (Sainsbury, Tesco, Walmart-Asda and Safeway). During this time, Morrisons’ concentration remained on its traditional northern England.
In 1960s’, Morrison development the willingness was at the forefront and opened its first store “Victoria” in Bradford West Yorkshire. In 1967, Morrisons was more than 174 times over- subscribed as it become a public company and over 80,000 investors tried to purchase share. Then in 1971, Morrisons opened its new head office in Bradford including the warehouse and a complex factory. Morrison made its first acquit ion with Whelan stores in 1978 and it was the first time for them to operate in Lancashire.
 In 1988, Morrisons opened its first distribution centre in Cheshire Gad brook park followed by another store opened in October 1998 in Erith and this was the first store in the south of England Greater London. It went on by opening another store in Wales at Rhyl in 2000. In April 2001, Morrison Joined the 100 FTSE.  
According to the Telegraph (2003) the sale of safe way emerged which was highly desirable acquisitions for its rivals.  With planning permission rules limiting the expansion of supermarkets, many big rivals were involved such as Tesco, Asda, Sainsbury and one of the richest man Philips Green. But in the end, all rivals were asked to be honest and produce the relevant document that allows them to bid but they did not coalify for the bid and they were blocked from biding Safeway. According to Mark Tran the of the guardian (2004), Sir Kenneth Morrison described the completion of the deal as “an exciting beginning for our new company one of the most intense takeover battles in the UK in recent years” More Impotently, Sir Kenneth Morrison said! Daily mail (2004) “merging with Safeway will allow Morrisons to accelerate the roll-out of its successful retail franchise across the UK providing consumers with distinctive offering and unlocking the benefits of scale for our combined shareholders”.   
The deal and the presence of Safeway in Scotland and the south combined Morrisons strength in the midland and the north of England made it to a total of 552 stores. In the same year (2004), Morrison made more than 1300 price cuts in Safeway stores.
In addition, Morrison acquired a fresh produce pack house and distribution centre at Theakston Northamptonshire to serve the enlarged company. In 2005 Morrison acquired Tariff-based abattoir, Kuparuk Buchan and three bakery factories from Rathbones. In the same year (2005) Morrison completed the conversion process of converting Safeway to Morrisons format which was the big exercise ever in the UK. It was this same year when Richard Pennycook joined Morrisons board of finance as a finance director.
In 2006 Morrison had started on its business of petrol fore courts and in the same year (2006) September, Morrison was awarded a professional service award of in store fish mongers seafood retailer of the year and having the high quality of seafood available all year.
Historically, Morrison is well known for preparing a wide range of fresh food on every day to day within the store than any other of which Morrison launched a new advertising and branding campaign that reflects the fact of their fresh products.  In the north of Yorkshire, Morrison introduced 35 stores locally to produce fresh food which overtime Morrison has provided blueprints for future expansion because of its full range of fresh food on market streets. Also, it opened their first store at Erskine in Scotland in 2007.
Since 2007, Morrison is well known nationwide as the supermarket that is dedicated for selling 100% British lamb throughout the year and the meat was started in 2008.  
Currently, Morrison is operating all over UK welcoming around 11million shoppers within the store and 11 million household shopping online with several employees 39,581. (City wire 2019)
[bookmark: _Toc28905447][bookmark: _Toc28909319]What makes Morrisons different from its major competitors is that they all have non-food significant offers well as Morrison are farmers who own a unique manufacturing and packing facilities themselves.  Morrisons employ fish mongers, bakers and butchers within their stores than its rivals.  But also, they have suppliers outside the UK which includes China, Hongkong and many others from the far East Asia with their head office in Hongkong.
2.Mission and Objectives
According to Grant (2005), “Value, Mission, and Vision” are the three fundamental notions closely related and useful in helping an organisation to identify their purpose and elements of their strategy. “core value must be complimented by a core purpose the organization’s most fundamental reason for being” states Collins and Porras (1996).  For example, Walt Disney’s core purpose is making people satisfied
A Mission statement defines the area of business in which it competes, and its purpose is a more statement of corporation. Grant 2005).  Moreover, Johnson et al, (2008) states that mission statement preferably lines with the values and expectation of the shareholders which is a general overall purpose of the organization expression concerning the scope and limitation of organisation.
According to Morrisons (2013b) Morrisons vision is to be the food specialist for everyone and the vision is reinforced by brand value its strategic objectives.  Following their vision of food specialist, Morrisons employs craft skilled people in their store and make and pack their food within their factories. They have made a considerable strategy of progress and positioned themselves as food specialist for everyone in the UK.
A mission for the company briefly outlines and analyse percussively the values that lie behind the board of directions it should follow (Lynch 2012). In the United Kingdom groceries market, Morrison’s strategic objectives are unique and built on its historical forte and marketplace of the business.
Great selling and service to customers,” vertical integration in the supply”, great value across ranges and ensure fresh right products are always available in store preparation. (Morrisons2013 c)   Initially, Morrisons prices are of a great value across the ranges as well as it offers fresh quality and freshness at lower price. Shoppers get a free voucher for every £30 they spend, and the price are great value across the ranges as they save money from petrol as well.
According to (Morrisons 2013 d), Morrisons objectives that have been vertically integrated in its strategy order “better control freshness and quality product” is being more efficient, offering outstanding services and making great food.  Having its own “manufacturing facilities and distribution network”, enables it to deliver fresh food to its stores quicker. 
Morrisons recognised an opening development and acquainted with Safeway so that more household within the UK are in15 minutes’ drive to one of Morrisons stores which has made Morrisons to fulfil its dream of being one of the 4 big giant in the United Kingdom moving from National to Nationwide which has made Morrisons  stores accessible to more people.
The space growth started in (2009) with the purchase of thirty-eight supplies from Cooperative /Summerfield which added 480,00sq feet of space.  Also, it acquired 49 Blockbuster stores, six stores from the music retailers HMV and 7 stores from the former Jessops shops across the UK to be able to catch up with its competitors. These are: Tesco, Sainsbury and Asda.  Morrisons plan expanded rapidly within the Morrisons M local supplies set-up which per now operate as ease suppliers Just-Food (2013). In the past, Morrisons offered its employees 500 GBP finder fee to find subsequently opened convenience properties, with the aim of getting their handy store formats as quick as possible into the market. 
 The meaning of “Vertically Integrated Supply Chain” is to get food in store quickly and be supplied to consumers, to increase choice and availability and meet the customers’ needs.
According to Johnson et al, (2008) strategy is a direction and scope of an organization to achieve advantages in a changing environment through its pattern of resources of competence with the intention of fulfilling Stakeholders expectations over a long term.  Morrisons strategy as per official website of Morrisons, it states that “our strategy is to deliver sustainable long-term growth, building on our unique vertical traditional strengths of fresh food quality, value and service, backed by our unique vertical Integration capability.  Whilst reflecting our customers’ needs and changes that stays true to the things that makes us Morrison”.
Figure 1. (Morrisons Brand Value objectives and vision)
                             [image: ]
Source: Annual report and financial statements (2010)   

 Morrison defines its strategic priorities as “expansion through new space and new channel” it also states that “our strategy is working for us” Morrisons is still pursuing to become a nation-wide retail grocery by improving it operating margin while shaping for growth.  Before, Morrisons had areas where people could not access the store easily.  But since the online shopping was launched with technology in (January 2014) with Ocado from a national rollout in the Midlands, this has enabled Morrison to grow more as people can order a variety of food and groceries that can be delivered at home through their Website (www.groceries.morrisos.com) . Now, it is recognised as national brand as they have acquisitions with Amazon.  Currently Morrisons is assessing its technology online offers and efficiency to adapt and implemented innovation to the rise of discount by the three other major UK supermarkets. MacDonald.G. (2019)
[bookmark: _Toc28905448][bookmark: _Toc28909320]3.0 PESTLE analysis:
According to Johnson et al. (2008), “PESTLE analysis is a complete classified list of six frameworks of environmental influences on possible success or failure of a strategies”.  These are as follows: Political, Economic, Social, Technology Environment and Legal factors.
Despite its relying on the past events and experiences, PESTLE analysis’ is a framework that can be used as upcoming prediction.  (Lynch 2004). Leisher et al. (2003). The firm consists of all the external influence that affects its decision and performance in its business environment (Grant 2005). These are governed by UK and the EU which have a great impact on UK food retailers.
[bookmark: _Toc28905449][bookmark: _Toc28909321]3.1. Political factors:
The legislation which have a great impact on the food retailers are governed by the UK and the EU.   These are based on Planning, Licensing, Pricing, Competition and Customer protection.
According to Competition Commission (2013), Competition Commission regulations are created to maintain healthy competition between supermarkets to investigate issues such as unfair rivalry relationship between suppliers and retailers. 
According to the Food standards  agency (2013)Food hygiene is why the Food Standards Act 1991 was established for food retailers in the industry to the Food Standard Agency to protect the public Health in relation to food production is monitored by the Environmental Health Department which is the main issue in the supply chain.   In the UK, 90% of companies involved in the industry are represented by the British Retail Consortium (BRC) which is the main trade body for the food retail Industry. (BRC 2013). However, National Farmers Union has established better relationship with British farmers. Government registrations only provides advantages for existing supermarkets well as on the other hand, its aim is to limit out of town developments which can make it difficult for supermarkets to obtain planning permeation for new out of town stores.
[bookmark: _Toc28905450][bookmark: _Toc28909322]3.2. Economic factors:
These are one of the main elements in the PESTLE Analysis that keep on changing and are difficult to predict but depends on the nature.  According to (Lynch 2012), the recession that went globally and the UK recession, had a huge impact which affected all businesses such as supermarkets and their supply chains; Cutting Profit margins; Food companies’ raw material; Raising of Energy Costs and transport costs
Here is a table below of economic forecast table
 Figure. 2.
[image: ]
[bookmark: _Hlk26564696]Source: Tutor2u (2018)
[bookmark: _Toc28905451][bookmark: _Toc28909323]3.3. GDP growth is difficult to forecast
They are reasons why GDP is difficult to forecast.  First, the economist must accept the responsibility forecast error that may happen when they make about the future path for an economy forecast.
 Secondly, in business confidence levels are uncertain, well as in exchange rate there are fluctuations.  Thirdly, volatile oil and gas prices are examples of external events of reaction to macro policy changes which are uncertain and this, makes it hard for the business to create jobs. 

Index of the real GDP for the UK economy (2007=100) see Appendix A and for more graphs 
Figure 3. and 4 is the Quarter on quarter growth in Real GDP for the UK
[bookmark: _Toc28905452][bookmark: _Toc28909324]3.4. Social- cultural factors
According to Scanlon (1995), Lifestyle of nowadays is quite busy and “consumer modern” of which consumers buying patterns have changed due to the increase of working women. Working women have less time for shopping and cooking.  The eating habits have changed.  People find it difficult to cook from scratch and prefer to go for ready made meals.  Also, thing have gone up in price, yet wages are still law.  Whereby people have decided to go for what they can afford to survive.  On the other hand, people are now health conscious; they watch each and everything that has go on their plate such as organic food, less fat, less sugar or sugar free, less salt and some have gone vegetarian depending on everyone’s choice. Some are on weight watch; they can decide to have one meal a day.    
[bookmark: _Toc28905453][bookmark: _Toc28909325]3.5. Technology
Now days, technology is dynamic and must be continuously monitored as it is a continuous change of which organizations must be prepared to adopt the way how they approach to markets. (McDonald 2004)
Below are the explained factors by the other.
a, Self-Scanning:  This allows customers to scan their purchases in a bestowed checkout and make payments which saves personnel employed time and queuing.
b, Direct Marketing in Store:  Basing on the customer’s behaviour, its promotion and offers’ will be printed with shopping receipt.
c, Loyalty Cards: as segmentation and branding are quite important, supermarkets base on the royalty cards to predict customers’ behaviour and change their stock accordingly.
d, Internet: - Online sales and doorstep distributions or chosen convenient stores, it has been observed that sales via online channels of groceries. The digital has doubled since 2007 (Boyland and Whalen, 2015). Social media such as Face book, Tweeter have a great impact to support supermarkets brand.  However, most of the time supermarkets are encouraging consumers give feedback about their services industry and produce which have affected customers buying behaviour as consumers also have blogs.
But morrisons use a “Drive Time Planning System and Electronic Point of Sale System” (EPOS) to safeguard its supplies are effectively on time.  Morrison Implemented an HR and Pay roll System with a website which is used to communicate and pass information about services, offers and products among others.
 According to Simon Neville of the Independent ( April 2015) states that  Morrison had also implemented self-service machines in the (1990’s) but were scrapped in (2015) when found out that “96% of their customers prefer staffed check out to” have someone to chat to” said David Potts.   Morrisons opened 1000 till checkouts for its customers and preferred more staff on the floor than in the management sector.
[bookmark: _Toc28905454][bookmark: _Toc28909326]3.6. Environmental Factors
As a result, Morrisons have close warehouses located to main shops which makes a big effect of Co2 emission, carbon footprints and less tour on their products (Morrisons 2013B).
Legal factors
Like wise other businesses, Morrisons also is affected by Legislations such as: “The law about acquisition and mergers, Health and safety Laws, Employment laws”. (lynch, 2012).  Despite the minimum wage, employees’ have contractual rights which provides better cover.  Also, there are additional rights gained by employees’ in the main through negotiations between the union and the employers. So, it is a role for “Equality and Human Right” commission to look after the issues that may be raised regarding working hours, working conditions and gender equality and a role for Trade Unions and Employers to protect the employees.  (Gregory and Milner 2009)
However, Morrisons has its own scheme which offers arrange of extrinsic and intrinsic reward to support the motivation of their work force.  See diagram below:
Figure 5. For HUMAN RESOURCES: This shows a range of offers of extrinsic and intrinsic rewards that supports the motivation of their workforce.   See Appendix 2
[bookmark: _Toc28905455][bookmark: _Toc28909327] 4.0. The Porter Five Analysis Framework.
According to Grant (2005), Porter’s Five forces of an Industry of competition framework determined by five sources, views the profitability as of competitive pressure. The Five Forces analysis was structured and presented by Michael Porter. For Morrisons, see the diagram below:
[image: ] Figure 6.
Source: LinkedIn Corporation © (2019)
[bookmark: _Toc28905456][bookmark: _Toc28909328]4.1. External analysis of Morrison
Lynch (2006) states that the external analysis is important in developing sustainable competitive advantage.  Well as environmental analysis is everything inside and outside of the organisation such as: patrons, contestants, contractors, management and social organisation.
  To understand the organization external analysis, we must start with its definition and size of the market development and market share.  In that case, states Levitt (1960) “businesses will do better in the end if they concentrate on meeting customers’ needs rather than on selling products”
Large stores may be more appealing than Small stores says (Lynch 2012) But theatrically, markets are defined in terms of yearly sales.  It is also important to estimate the Market growth and how it has grown up from the previous year.
See figure below. Figure 7.
	 
	2017 value
(£bn)
	2022 value
 (£bn)
	Change in value
%
2017-22

	Hypermarkets
	16.2
	16.3
	+1.0

	Supermarkets
	86.0
	91.1
	+5.9

	Convenience
	40.0
	47.1
	+17.7

	Discounters*
	20.1
	30.1
	+49.8

	Online
	10.4
	16.0
	+53.8

	Other retailers**
	11.8
	12.2
	+3.6

	Total
	184.5
	212.9
	+15.4


Source.  IGD Services (2019.)
Figure 8. The UK marketing share. See Appendix B
In the diagram at the Appendix 1. of market share shows that Morrisons has 11% market share and is the fourth biggest supermarket.
  Financial Analysis of Morrisons
With Morrisons, there is still more improvement of growing to come from the existing store base - as the current management team has done a very good job of stabilising the ship by stopping the rot and getting it moving forward again.
Recently, Morrisons evasion plan was to open lots of new stores to grow its sales and profit by an extra £75m to £125m   which required a lot of money to be spent on building and fitting new stores (Oakley P 2018).  Despite the failed doomed strategy in the UK where there are too many supermarkets chasing few shoppers, Morrison has paid down debt to reduce its interest bill by using its food processing expertise to become a significant wholesaler which has already delivered £ 42million as well as growing its online business.	
  According to Oakley P. (2018) Morrison signed a deal to supply with Morrisons-branded food to McColl’s, Sandpipe in the Channel of Island and Amazon, targeting £700m of sales by the end of the 2018.  
The strategy below is showing promising signs of progress of cash flow. This should see Morrisons improve its capital turnover and ROCE whilst ROCE continue to produce lots of free cash flow, this shows how Morrison has improved its capital turn over.
Figure 9.
[image: ]
[bookmark: _Hlk26524498]Source: www.sharepad.co.uk (2019) Ionic Information Ltd

In recent years said Philp Oakley (2018), Morrison has managed to generate its cash flow higher and improved its working capital.  But this mainly came from taking longer to pay their suppliers which is not maintainable.
In table below, the forecasts are based on the same analysts which Morrisons are expecting to use the bulk of the free cash flow to pay down the company’s debts, this will help to reduce the company’s interest bill. 
Figure 10.
[image: ]
Source: www.sharepad.co.uk (2019) Ionic Information Ltd
In May, the company paid 4p special bonus and the outlook of bonus growth was good.  Currently, based on the 2019 forecasts Morrisons’ share is offering a free cash flow yield of 5.4% which is expected to rise 7.3% in 2021.  In the same way on the current share price of 248p of the dividend e yield the forecast is to be 2.6% in 2019 raising to 3.7% in 2021 the possible special dividends are excluded.
The combination of further debt reduction, Morrisons shares may not be a strong dividend growth could still generate free cash rolling PE of 18.4 times, but its income Investors’ portfolios see its warrant a place in defensive.
[bookmark: _Toc28905457][bookmark: _Toc28909329]4.2. SWOT Analysis
Strengths and Weaknesses present internally analysis in the company, well as the Threats and the Opportunities are externally faced by the company. (Lynch2006)
               Figure 11.                                   SWOT ANALYSIS OF MORRISONS    [image: ]
            Source: Prezi 2019 
[bookmark: _Toc28905458][bookmark: _Toc28909330]5.0. Generic Strategies
Fleisher and Bensoussan, (2003) states that “Value chain analysis” (VCA) is how the firm’s internal core capabilities can be combined with the external viable background. The method is used to recognise direct possible bases of financial benefits by signifying optimal resource allocations.  Then professor M. Porter in his book of 1985 states that the value chain concept popularized the Conceptive Advantage value chain Analysis (VCA).  However, value chain activities are classified into primary support activities. (Porter 2001)
[bookmark: _Toc28905459][bookmark: _Toc28909331]5.1. Primary Activities:
 The vertical integrated Inbound Logistics supply chain are owned by Morrisons. It has 18 food manufacturing sites and 495 stores which includes sea food, meat, bakery, fruit and vegetable, flowers and chilled processed product.
[bookmark: _Toc28905460][bookmark: _Toc28909332]5.2. Operations: 
 Morrison’s craft skills in store allows food preparation in house to increase quick response to customers requirement efficiency.  So, this supports British farmers only to produce what customer’s want and products that are always 100% fresh such as: Chicken, Lamb and beef which are British products in its own slaughterhouse and flesh milk from local farmers around the stores of Morrisons.
[bookmark: _Toc28905461][bookmark: _Toc28909333]5.3. Out Bound Logistics
Morrisons has six states of art distribution at the heart of their operations which is first delivery from grower to shops and from warehouse to shops. They also have 25 (RDC’s) Regional distribution centres where other services are provided.   These are within England, Wales, Ireland and Scotland.
[bookmark: _Toc28905462][bookmark: _Toc28909334]5.4. Marketing and Sales:
Morrison has good PR and promotes social responsibilities through Market Street and most viewers could recall when Morrisons first took to television screens (Morrisons 2013g) which highlighted a unique high-profile advertising campaign of sponsoring local schools, and charities through “Let Grow Programme”.
[bookmark: _Toc28905463][bookmark: _Toc28909335]5.5. Services:
Having well trained staff in dealing with quarries, Morrison has Active JIT service which deals and determine to customers’ needs and respond accordingly.
[bookmark: _Toc28905464][bookmark: _Toc28909336]5.6. Value Chain
 Value Chain was developed by Michel E Porter.  It is used to describe the activities within and around an organization, which together creates a product a service (Johnson at el, 2008.  p.110).  It is very helpful to identify ways in which the performance of individual activities and the linkages between them can be improved (David at el, 2003. p.45). Application of the model would help identify core competencies of Morrisons by ﬁnding out where it was performing better.
 Inbound Logistics: IN the Inbound Logistics, Morrison had leading availability of supply and had no issues with supply management. It also had a good food distribution centre and stores throughout the UK (Presentation, 2006). 
[bookmark: _Toc28905465][bookmark: _Toc28909337]. Human Resource Management: 
[bookmark: _Toc28905466][bookmark: _Toc28909338].
Figure 12.
                           [image: ]
Source: Tutor2u (2018)

[bookmark: _Toc28905467][bookmark: _Toc28909339]6.0 Recommendation:
[bookmark: _Toc28905468][bookmark: _Toc28909340]6.1 Marketing Strategies- Corporate objective is straight linked to marketing objectives which is designed by marketing department of the company. Marketing objective should go hand in hand with corporate objective which helps to achieve corporate goals ultimately. (Chaffey, 2009.)
Type of advertising activities, on marketing expenditure all should be linked back to corporate activities, Marketing Strategies and tactics-Strategies.  This helps the company to be successful.
Marketing activities and strategies should be ultimate goals focused on achievement either to maximize profit or to be a brand popular in the line of the company.  Both can achieve together with marketing activities by Morrisons. (Kumar, 2010)
[bookmark: _Toc28905469][bookmark: _Toc28909341]6.2 Elements of the marketing process
There is different element in the marketing’s 4Ps also known as marketing mix which includes: product, place, promotion and price. (Grönroos, 1994) These can be rightly analysed to bring profit to the organizations.
 Product- Basing through acquisition of more customers is important to Morrisons. Expanding its sales can be done through improving its existing product and introducing more products for new demands from its customers. (Kaplan and Norton, 2005)
 Price-. Morrisons has always been ahead in giving discounts, coupons and best reduced prices for the products that has substitute in the market, offering goods at cheaper price than its competitors. Customers would always like to pay negotiable price. (Levitt, 1980)
 Promotion- Nationally and Internationally numerous promotion techniques of promoting the brand, need to be adopted to promote the product. Promotional activities like direct and indirect marketing and advertising needs to be carried out by Morrisons intensively. (Morrison and Wilhelm, 2008.)
 Place- Internationally, finding the right agent franchisee has become a challenge for Morrisons.  As a result, Morrisons must carry out research on market segmentation to understand the right market and distribution channels for its products to the right customers.
[bookmark: _Toc28905470][bookmark: _Toc28909342]Morrisons focusing on 4ps will help it to find right price and new market from its right customers. (Goldsmith, 1999)
6.3 Marketing mix and segmentation. 
  Also, segmentation and marketing mix are recommended because; “Marketing Mix services is an effective competitive strategy for putting up right products at the right place and at the price in the market.  Well as, Market segment is another tool that helps to put the product and services to the right targeted customers by segmenting them basing on their taste, style and needs”. (Haley, 1968). 
Both tools are effective and significant in marketing, due to segmentation and positioning. Through communication and advertising, these two strategies help to put products in the right market at the right time. According to Morrison (2013), So far Morrisons segmentation strategy has been performing well with its sales, expansion and diversification. So, its diversification and its new market products are essentially important. (Hitt.et al 1997).
[bookmark: _Toc28905473][bookmark: _Toc28909343]6.4 Morrisons evaluation of benefits of segmenting markets.
a. Competitive- Segmenting processes can help the company to derive competitive advantage, to position and identify possible clients to its manufactured products which can be exactly done politely through unintended marketing and advertising because of its position and segmentation. (Jaffe & Nebenzahl, 2006)
 b. Growth Opportunities - Growth is possible only if segmentation is right.  This is through retaining older customers and attracting new ones (Kim et al 2006) which is the main objective of the business. 
c.  Proper Allocation of Resources- It is Vital the company to utilize its investment resources in a proper location which will ultimately give good returns on investment.  Market segmentation are beneficial and potential in achieving business objectives and goals. (Hedley, 1977) 
[bookmark: _Toc28905474][bookmark: _Toc28909344]Conclusion
Morrison is a strong brand but in competitive market, all companies and competitors concentrate on strategies and marketing activities to reach consumers and bring awareness about their brand So, it is important Morrisons to keep its customers and focus on attracting new ones through their marketing strategy. They should develop a new method for researching different market for new range of product and new range of ready meals.
 First, Primary technique is a method that will collect data with new research and surveys whereas secondary data is already tested and approved with results. Morrisons should find both Primary and secondary Data as they are the techniques and methods to find new markets for ready meals
Secondly, staff of acquired company should be retained as they are more experienced in the acquired company.  This will help Morrison to combine their skills and the skills of the acquired company to come up with innovation and retain customers.
 Finally, through analysis, the internal and external environment of newly formed company should devise strategies and position itself using proved multiple strategic models and market intelligence.
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Strategic Analysis:

Michael Porter’s Five Forces Model

Threats of Substitution (Low)

+  Asmore supermarkets move to the
convenience sector, this threat
diminishes

+ Grow your own fruitand veg?

+  Development of drink/tablet

replacements for food?
Supplier Power (Low) Rivalry of Industry Competitors + Customer Power (High)
Numerous, diluted suppliers (Medium/High) + Easy!to switch, especially

High threat of vertical integration
Limited volume, purchasing power,

Reasonably easy for
supermarkets to switch suppliers

Some protection from authorities
and pressure groups

+ Some characteristics of an oligopoly

AN+ Some product and branding
differences, but many products are
the same

+  Steady industry growth

+_ Medium/High exit barriers

S
Eg=

without a loyalty card

Many products are very similar
in different supermarkets
Sensitive to price changes at
the volume end, always looking
for value

Threat of New Entrants (Medium/Low)
Dueto the high economies of scale, strong learning
curve effect and large capital requirements, it is hard to
enter. Carrefour (world's second largest retailer) could
enter. Primark could move from clothes to food
(discounter)
Organisations such as the Post Office or milk
companies could offer a grocery home delivery service
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Strengths    

Weaknesses  

Opportunities  

Threats  

   The brand have to be aware of ba d press as this can ruin its brand image .      They  must   monitor competition   especially Aldi, that could take   their 4 th   place market position .      

   Morrisons shoul d look for new tech nologies and work out how to  inco rpora te   them into the business   to keep their digital presence strong  against   competitors .      The growing   likeliness   of organic   and local   produce provides an  opportunity   for Morrisons to accentuate their localness.  

   M orrisons have sufficiently less follower s   likes on social than its rivals .      Where  the new   logo has been   update d, there are still a few examples   where the   logo has not been updat ed possibly r u i ning synergy .      Their website may   not   seem   as   digitally   a ttra ctive  compared to  competitors  .      Their  Christmas   campaigns   were better than   ye ars before but not as  good as the competitors.  

   M orrison have invested  Heavily   in   digital over the last few years      They are   present o n many different cha nnels of social media such   as :  Facebook, Tweeter, Instagram and  Y ou T ube .      They reply to  customer   queries quickly and personally on social media .      Syne r gy is created o n line   by keeping all the posts on the   different social  media  channels   smiler   thus creating a stronger brand   identity .      They are  currently   the fou rt h   place in sup ermarket   market.  
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HUMAN RESOURCES:
Morrisons integrates its core values
within its HR strategy and culture

Strategy
+ 131,000 people are employed in the UK which makes it a significant employer. The HR
stategy is:
" People are our most valuable asset and our success relies on our people delivering great service
10 our customers oach and ovory day.
~ To atiract, motivato and dovelop skiled peopio to ensuro that Morrisons bocomes the food
spociaistfor overyono.
Values
= Values define what Morrisons expects from employees and what customers can expect as
well. These include a can do approach, great shopkeeping, one team, bringing the best
out of people, great selling and service and fresh thinking.
- There is a company wide education programme for all employees in the form of interactive
Vision and Values workshops (o integrate core values into every day behaviours at
Morrisons.

Loadorship
Leadership development initiatives, such as the ‘Leading the Morrisons Way’ programme.
arein place to ensure that leaders of the future have a good chance to succeed within the
unique culture of Morrisons.

+ Wherever possible Morrisons Iooks to develop people from within the business to meet
the growing demands of supermarket retailing i
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HUMAN RESOURCES:
Morrisons offers a range of extrinsic and intrinsic rewards
to support the motivation of their workforce

Extinsic
Competitve rates of pay
« 10% staff iscount
+  FreeLife Assurance
* Staff Profitshare and Management Bonus Plan®
* 29 days paid holiday
+ Seniceaward®
- Syearsa£125
- 10years - £250
- 15years=£375
- 20years = £500
«  Subsidised stalf canteen
« Opportunity to join stakeholder pension scheme.
« Opportunity to join the Share Save scheme

Health car cash plans.
Premium payments for working on Sundays

- Discounts with APH, Thomas Cook, RAC, Kwik Fit etc:

* after qualifying period (in order to generate employee loyalty)

Morrisons’ staff have been recognised for their achievements with prestigious
industry awards including Retail Week's ‘Retailer of the Year' for the last two
years and The Grocer's Service and Availability awards.
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