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Introduction 
According to the Chartered Institute of Marketing (CIM, 2019), marketing can be defined as the managerial procedure that entails the identification, anticipation, and profitable satisfaction of customer needs and desires. Also, marketing is a fundamental component of the management process. Contrarily, as per the American Marketing Association (AMA), marketing can be defined as the comprehensive range of activities, establishments, and procedures involved in the generation, distribution, provision, and interchange of offerings that possess value for customers, clients, partners, and society as a whole (AMA, 2020). However, the  definition can be found within the American Medical Association's publication for the year 2020. Both perspectives emphasise the importance of meeting the needs of customers in order to optimise profits. The American Marketing Association, though, refers to a concept known as the "Marketing Mix," which serves as a concise representation of how companies develop their marketing strategy.
Understanding consumer preferences and creating a marketing strategy that includes the marketing mix commonly referred to as the 4Ps that McCarthy proposed in 1960 are essential components of the marketing process. The 7Ps model, which was formulated by Booms and Bitner in 1981, introduced an expansion of the marketing mix to encompass people, processes, and physical evidence in addition to the traditional 4Ps. Also, the subsequent phase in achieving profitability entails engaging in value exchange with clients through the provision of valuable products or services in return for financial gains. The Global Business Environment encompasses the phenomena of globalisation and internalisation of business practises.
 Scholte (2005) defines globalisation as the phenomenon in which enterprises and various organisations expand their influence globally or engage in operations on an international level. On the contrary, internalisation is a strategic approach employed by corporations that entails the modification of goods or services to align with the specific demands of global markets (Welch and Luostarinen, 1988). Both phenomena arise from the imperative imposed on companies by the growing interconnectedness of global economies to expand their operations beyond their domestic markets. Both local and global issues can have an impact on the environment in which businesses operate. Porter (1985) suggests that micro factors pertain to internal aspects of a company, encompassing its resources and capabilities. Conversely, macro variables encompass external influences on the company, including political, economic, social, and technological factors. Businesses conduct a situational analysis at the outset of the marketing process to enhance their comprehension of the business landscape in each country where they operate.
In this particular context, Freeman (1984) provides a definition of stakeholders as individuals, groups, or entities that are affected by or use influence over the operations of an organisation. Recognising the significant role that stakeholders play in the global business environment is imperative, despite the fact that the specific impact they apply on the environment will be examined in a subsequent section. However, it is imperative to possess a comprehensive understanding of the consumer base in every country to effectively deliver value and generate economic gains. Based on the findings of Hollensen and the research conducted in 2020, it is evident that individual markets expose unique consumer behaviours, competitive landscapes, and macro-level factors. Consequently, it becomes imperative to adopt a adapted marketing strategy that accounts for these specific characteristics.
Morrisons,  known as Wm Morrison Supermarkets plc, is the fourth-largest UK supermarket chain and is headquartered in Bradford. Established in 1899, the company offers a variety of goods and services, including food items, in-store bakeries, butcher shops, fish counters, petrol, home and leisure goods, apparel, and financial services (Morrisons, 2021). Also, Morrisons has made significant progress in the digital realm, introducing online grocery delivery services and partnering with Amazon for same-day delivery in certain regions. Therefore, the company's vertically integrated business strategy, supply chain control, and focus on fresh, high-quality food at affordable prices set it apart from competitors. With 497 locations and over 110,000 employees, Morrisons' marketing strategy focuses on making quality food affordable for everyone (Morrisons, 2020). Furthermore, the company's commitment to local sourcing and environmental sustainability further differentiates it from competitors. Post-Covid-19, Morrisons faced challenges and trends, adjusting its marketing strategies to address these challenges. The essay will explore the major stakeholders' influence on the organisation's marketing operations.
Main Body
The marketing function of Morrisons is primarily focused on four key details: customer relationship management, brand management, client preference research, and promotional efforts. Therefore, Morrisons prioritises the objective of ensuring accessibility to high-quality food for all individuals through the implementation of a comprehensive business strategy that encompasses considerations of pricing, product offerings, marketing initiatives, and site selection. However, the company's commitment to its customers is evident through the implementation of an integrated marketing mix, encompassing various strategies such as in-store promotions and digital marketing initiatives (Morrison, 2021).
The outbreak of the COVID-19 pandemic resulted in a significant disruption to Morrisons business operations. So, three notable challenges emerged during the course of the study: the imperative to maintain supply chain continuity, the need to adapt to evolving consumer behaviour, and the crucial task of monitoring employee safety.
The supply chain experienced significant strain at the onset of the pandemic as a result of unforeseen and unparalleled demand, coupled with panic-driven consumer purchasing behaviour (Kumar, 2020). Also, the efficacy of Morrisons' vertically integrated business strategy was initially subjected to scrutiny. Another challenge is that  evolving behaviours of customers. Besides, the implementation of the lockout expedited the shift of consumers towards conducting their shopping activities through online platforms. To cope with the unanticipated surge in customer demand, Morrisons had to expedite the enhancement of its digital and delivery capabilities (KPMG, 2021). A significant challenge is worker safety. However, the company placed significant emphasis on safeguarding the well-being and security of its employees and customers, necessitating the implementation of stringent safety protocols (Morrison, 2020).
As a result of these challenges, Morrisons was compelled to implement significant modifications to its operational procedures. Increasing production at their own manufacturing facilities and collaborating closely with the suppliers allowed them to tackle the supply chain issue (Morrison, 2021). In response to evolving consumer patterns, Morrisons implemented strategic measures such as expanding its home delivery service, introducing click-and-collect options, and establishing a partnership with Deliveroo to facilitate prompt deliveries (Morrison, 2021). Other preventive measures used by the company for both its personnel and customers included screens, sanitization, and social distancing tactics.
Following the conjecture of the pandemic, a series of significant and enduring megatrends have emerged, exerting a continued impact on Morrisons. Furthermore, the COVID-19 pandemic has facilitated the accelerated development of electronic commerce, resulting in a significant increase in the desire for online retail and the delivery of goods to consumers' residences (Nielsen, 2020). In addition, the demand for improved food options and transparent food supply networks has experienced a notable increase (Ipsos MORI, 2021). This phenomenon can be attributed to the growing consciousness surrounding health and well-being. Moreover, the growing concerns regarding the condition of the environment have led to a rise in demand for practises and programmes that prioritise environmental sustainability (Accenture, 2020).
Morrisons' issues are not unique; rather, they are a typical occurrence all throughout the globe. Based on McKinsey's 2020 research, companies worldwide are currently confronted with global challenges such as the impact of the pandemic, rapid digitalization, evolving customer expectations, and the imperative for sustainability. These issues transcend industry and national boundaries, affecting organisations across diverse sectors and countries.
The perceived benefit that a customer feels they obtain from a product or service is what Kotler et al. (2019) define as the idea of value in marketing. Morrison's value statement centres around the provision of fresh, high-quality food to consumers at affordable prices while concurrently striving to make a positive societal impact (Morrison, 2021). Understanding customer needs and putting out a compelling offer are two ways Morrisons defines producing value. Utilising the STP (segmentation, targeting, and positioning) framework, they ascertain the needs of their clients in order to correctly tailor their marketing mix.
Morrison's steadfast commitment to upholding superior standards of products and services remains unwavering, with the ultimate aim of ensuring utmost customer satisfaction (Morrison, 2021). Also, Morrisons demonstrated a keen understanding of the imperative to engage in online commerce amidst the global health crisis, prompting substantial investments in digital infrastructure. As a result, the company experienced a notable upturn in its financial performance (Kumar, 2020).
Morrisons monitors the value exchange through sales data and customer feedback and adjusts its business strategies based on customer responses to these approaches. Therefore, a comprehensive grasp of the company's objectives and vision, along with a thorough understanding of the various elements comprising the marketing mix, is imperative for the development and implementation of an effective strategic plan. The approach employed by Morrisons places a significant emphasis on the fulfilment of consumer needs, sourcing products from local enterprises, and mitigating the company's environmental impact. 
 Direct competition arises from the competition between supermarkets, whereas indirect competition stems from local convenience stores and online retailers (Lancaster and Withey, 2006). One of the retail segments with the fiercest competition is food retail. Morrisons strategically navigates the competitive landscape by leveraging Porter's Five Forces model, which entails a focus on competitive pricing, product differentiation, and superior service. They use two of Porter's competitive strategies, namely the differentiation strategy by placing a focus on fresh, locally sourced commodities and the cost leadership strategy by delivering quality goods at prices that consumers can afford. Both of these tactics are outlined in Porter's model of the competitive landscape. Furthermore, the STP framework is implemented by the organisation in order to deliver customer-centric service.
According to Cavusgil et al. (2014), the term "global business" refers to commercial activities that take place on a global scale and combine the business activities of corporations operating in a variety of geographical marketplaces. A domestic firm, on the other hand, is one that is restricted to operating only inside the confines of the nation in which it was founded. The degree of difficulty and variety of tasks involved in each operation are the primary differentiators between the two. However, when doing business on a global scale, companies must contend with a variety of extra challenges, including the cultural, political, and economic conditions present in each country. The internal factors that fall under the direct control of a company encompass elements such as product selection, pricing strategies, promotional activities, and distribution methods. Uncontrollable factors refer to the elements within an organisation's external environment that are beyond its sphere of influence. Therefore, the aforementioned elements encompass a range of factors, such as economic conditions, societal transformations, technological progress, and political regulations.
According to Gupta (2013), the PESTLE framework analyses the many macroenvironmental elements that have an effect on an organisation. Morrisons' day-to-day business and long-term strategy choices are impacted whether there are changes in government regulations, tax rates, or the repercussions of Brexit.
Economic: The state of the economy, including factors like inflation rates and household earnings, may have an impact on consumer spending, which in turn can have an effect on the pricing and sales techniques used by Morrisons (Babatunde and Adebisi, 2012).
Sociocultural: Altering customer tastes, such as rising demand for vegan, organic, or locally derived items, impact Morrisons' product offers (Kumar, 2020). For example, the company may decide to provide more locally produced products.
Technological: Morrisons was forced to extend its e-commerce capabilities as a result of the growing popularity of buying groceries online, particularly after the pandemic (Kumar, 2020).
Legal issues have an effect on Morrisons' company operations and marketing strategies (Grunert et al., 2014). These issues include regulations concerning food safety, packaging, and environmentally responsible business practises.
Environmental: Increased customer awareness surrounding sustainability encourages Morrisons to embrace ecologically beneficial practises, such as lowering the amount of plastic that is used (Morrison, 2021).
According to Helms and Nixon (2010), the SWOT analysis contributes to a better understanding of both internal and external issues. A powerful brand and an emphasis on both high quality and competitive prices are two of Morrisons' greatest advantages. One of our weaknesses is that our web presence is not as strong as that of our rivals. Opportunities include more growth online and improvements to sustainable practises; dangers include strong competition and shifting rules.
The involvement of stakeholders is of paramount importance in the advancement of an organisation's marketing operations. Various stakeholders, including customers, employees, suppliers, shareholders, local communities, and governmental entities, exert influence over Morrisons' business operations and the selection of marketing strategies.
Customers: Morrisons' marketing strategies are greatly impacted by customers, who are the most crucial component of any business. In light of evolving client preferences and requirements, the corporation will be required to adjust its product offerings and marketing communications. During the COVID-19 pandemic, a significant shift in consumer behaviour was observed with regards to the online purchase of groceries. As a reaction, Morrisons implemented measures to enhance its e-commerce operations, encompassing the augmentation of home delivery slots and the introduction of novel services such as "Morrisons on Amazon" (Kumar, 2020). These measures were implemented to meet the increasing demand. The employees of Morrisons play a significant role in determining the quality of service provided to customers, which subsequently impacts customer satisfaction and loyalty. Internal marketing activities are deemed necessary due to their potential to enhance employee engagement and satisfaction, thereby potentially leading to an improvement in the overall quality of service rendered to customers (George, 2011).
Suppliers are responsible for determining a product's availability and pricing. Carter and Rogers (2008) assert that Morrisons has the capacity to exert control over its pricing strategies and overall product offerings through the effective procurement of high-quality goods and the efficient management of relationships with its numerous suppliers.
Shareholders possess the capacity to exert influence on strategic decisions, including marketing initiatives, by virtue of their role as investors in the company. According to the findings of a study by Cornett et al. (2014), businesses may feel pressured to create marketing plans that increase profitability as a result of the influence of customer expectations for financial gains.
Relationships with Local Communities: Relationships with local communities may have a significant influence on the reputation of Morrisons' brand. Du et al. (2010) suggests that engagement in community initiatives and corporate social responsibility endeavours can potentially bolster a company's reputation and positively impact marketing outcomes.
Governmental laws and regulations have a significant impact on the legal framework within which Morrisons operates. Grunert et al. (2014) argue that in response to updates in legislation pertaining to food safety, packaging, and environmental practises, corporations must correspondingly adapt their marketing techniques.
Stakeholders encompass individuals, collectives, or entities that possess a vested interest in the actions and decisions undertaken by an organisation. Stakeholders can be defined as individuals, collectives, or entities. Freeman et al. (2010) posit that the stakeholders involved in a business may encompass both internal and external entities. Internal stakeholders typically consist of employees and shareholders, while external stakeholders comprise consumers, suppliers, government entities, local communities, and competitors. During the process of conducting a comprehensive examination of the business environment, stakeholders frequently represent the entities that underlie the various aspects considered, such as in the case of a PESTLE or SWOT analysis.
In the business domain, stakeholders can be classified into two distinct categories: the microenvironment and the macroenvironment. The microenvironment comprises factors that are specific to the firm and exert a direct impact on its operations and ability to cater to consumers. In this context, stakeholder groups encompass employees, consumers, suppliers, and rivals. In opposition, the macro-environment encompasses the broader societal factors that exert influence on both the industry and the market in a comprehensive manner. Kotler et al. (2018) establish that the stakeholders encompass governmental and regulatory entities, local communities, and social trends.
 Stakeholders exert influence on multiple facets of the marketing process, including the analysis of the present circumstances, the formulation of objectives, and the creation of a strategic framework.
Analysis of the Situation: During all phases of data collection and GDPR implementation, stakeholders are crucial. Also, consumers play a crucial role in supplying data for market research purposes. However, the General Data Protection Regulation (GDPR) imposes limitations on the methods of obtaining, storing, and utilising this data (Moriarty et al., 2014).
The consideration of an organisation's competitors is a crucial factor in the pursuit of establishing goals, with objectivity playing a significant role in this process. But the rationale behind this is that, in order to attain a competitive edge, an organisation must differentiate itself and its products from those of its competitors. Porter (1980) formulated that possessing knowledge about the strategies and offerings of competitors can aid in the development of realistic and advantageous objectives. Therefore, the implementation of PESTLE variables occurs during the strategy stage, which involves a variety of stakeholders. Mintzberg et al. (2003) suggest that political factors emanate from governmental entities and regulatory bodies; economic factors stem from market conditions and financial institutions; social factors arise from societal trends and local communities; technological factors derive from technology providers and trends; legal factors originate from regulatory bodies; and environmental factors stem from local communities and environmental bodies.
However, stakeholders play a significant role in shaping a company's marketing strategy, highlighting the importance of understanding and effectively managing stakeholder relationships.
The subsequent recommendations are proposed based on the challenges that have been identified.
Enhancing the Digital Footprint Given the accelerated shift towards online shopping prompted by the COVID-19 pandemic, Morrisons has the potential to augment its digital footprint, optimise its digital user interface, and allocate resources towards bolstering its delivery infrastructure. However, this strategic approach would enable the company to offer expedited and reliable services (Sigala, 2020).
Given the increasing significance attributed by society to the conservation of the natural environment, it is imperative for Morrisons to enhance its efforts in promoting its environmentally sustainable initiatives and integrating them into the company's core value proposition. Therefore, this may involve the adoption of packaging materials that are more ecologically sustainable and the implementation of strategies to reduce carbon emissions. Additionally, fostering greater community engagement in environmental initiatives could be pursued (Monge, 2018).
The field of data analytics involves the examination and interpretation of large sets of data to uncover patterns, trends, and insights that can inform. The utilisation of advanced data analytics has the potential to assist Morrisons in gaining a deeper comprehension of evolving consumer behaviours and preferences. This, in turn, can facilitate the improvement of product offerings and the customization of marketing activities, ultimately leading to increased customer engagement and loyalty (Vargo and Lusch, 2016). One potential approach to achieving this objective involves enhancing Morrisons' capacity to leverage sophisticated data analytics techniques.
Conclusion 
The significance of marketing in the creation of consumer value is highly crucial, particularly within the challenging business landscape that has arisen following the onset of the COVID-19 pandemic. Stakeholders play a pivotal role in exerting influence on marketing activities and plans. Morrisons, being a multinational corporation, has encountered various substantial global trends and challenges, necessitating its adaptation. Some of the prevailing trends and concerns in contemporary society encompass the process of digitalization, apprehensions regarding sustainability, and the evolving behaviours of customers. However, adaptations of this nature pose challenges, yet they also offer opportunities to enhance consumer value propositions, foster competitiveness, and engage stakeholders. Nevertheless, it is crucial to bear in mind that the efficacy of these strategies relies on effectively managing the competing interests of diverse stakeholders, optimising the utilisation of technology, and adapting to the dynamic and evolving business landscape. Therefore, companies such as Morrisons have the potential to enhance their competitive edge, enhance stakeholder relationships, and enhance market performance through a comprehensive comprehension of the underlying dynamics and effective strategic planning of their marketing endeavours. However, the dynamic nature of the business environment requires continuous monitoring, evaluation, and adaptation of business plans. The ability to address these challenges and leverage these opportunities plays a pivotal role in the business's achievement of its objectives and vision, meeting the expectations of its stakeholders, and ultimately ensuring profitable and sustainable growth.
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