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[bookmark: _gjdgxs]Introduction 
In the business industry, it is vital to understand the current trends and develop many competitive strategies to strengthen the position of a business organisation. A business organisation must comply with many strategies to perform better in the industry (Aguirre Plasencia, 2019). To understand the strategy, an organisation should analyse the segmentation, targeting, and Positioning to achieve a beneficial business environment. Morrison is the biggest retailer and chain of supermarkets in the UK. It operates more than 450 stores in the UK and is also a part of the stock exchange of the FTSE 100 index. For this company, marketing is all about providing good quality and service that can maximize the company's profit. For this purpose, the company also adopted a marketing mix to flourish its business. This company uses the 4Ps marketing mix to gain a competitive strategy in the business industry. The report aims to describe the STP analysis of Morrison and the marketing mix in its strategy. 
[bookmark: _30j0zll]Discussion 
[bookmark: _1fob9te]Usage of STP Analysis to achieve Competitive Advantage
Segmentation: The segmentation of Morrison includes psychographic, behavioural, and demographic segmentation. 
Demographic segmentation is focused on the location and the distribution of markets in different geographical regions. Morrison is one of the strong Supermarket holders in the UK market.  However, it captured a great share in the UK market. In this regard, it can be said that the company focuses more on establishing their shops in new places or regions to reach more people.
By opening new ventures, Morrison will be able to maximize its value through its high-quality product and service. 
	Age
	Family Size
	Education
	Occupation
	Income

	20-50 years old.
	3-6 people.
	High School to Graduates.
	White Collar Jobs.
	20,000 Pounds- 50,000 Pounds.


Behavioural segmentation focuses on the behaviour and attitude of the consumers toward the brand.  It can also explore the nature of the customers. The company identified the nature of the customers based on the information collected from the database and the survey. The company also addresses that the majority of the customers prefer fine, healthy, and traditional foods. By understanding the needs of the customers, Morrison was able to formulate new varieties of products according to their feedback. 
In psychological segmentation, the company focuses on the primary psychological needs of the customers. It depends on the lifestyle of the customers. As the company can satisfy the customer requirement, so it also increases its revenue. It makes the consumers of Morrison more associated with the brand. The strategy of Morrison is a cheaper price, and best service is the main matter that makes the consumer retainable with the company. The company is always aware of the product served that matches the lifestyle of its consumers. In this way, Morrison is also able to satisfy the motives of their customers. In this way, it represents success in psychological segmentation. However, the company also systematically establishes its market to focus on different Geographic areas. This strategy will help Morrison to become a strong leader in the UK market.
Targeting: The target customers of Morrison are households. Initially, its main target audience of Morrison is health-conscious consumers.  The company always maintains the quality of the product that helps to maximize their customer. By understanding the customer's needs, Morrison maintains the value of the variety of choices. The company also adopted many marketing strategies to make their consumers retainable with their company. Focusing on the price prevents the customers from shopping in other supermarkets. Morrison also adopts many strategic ways that help them build a good relationship with their consumers and fulfil all the needs of the consumers. 
Positioning: Positioning of a product involves different indicators of the marketing mix. Fresh and quality products is a positioning strategy of Morrison to attract the target audience. Morrison always tries to maintain a low price and provide a quality product. This is the main aim of the company, which helps to attract potential customers (Bozic, Siebert, and Martin, 2019). For this purpose, functional positioning, symbolic positioning, price positioning, and multi-segment position are discussed to understand the positioning strategy of Morrison.  Morrison always maintains a new position in strategy to represent the supermarket as a low-price retailer. For this purpose, the company also uses a new statement, “ I am your new cheaper Morrison''. The company also delivers quality products for the selected segment of the audience. It is more precisely able to attract the attention of customers. By the functional positioning, Morrison can provide a high-quality and fresh product at an affordable cost. In the price positioning strategy, Morrison employs a permanently low price strategy that is a competitive advantage for the company. It helps the customer to continue their shopping from Morrison instead of some other supermarkets. as Morrison is the 4th largest Supermarket chain in the UK, it also uses a multi-segment positioning strategy.  It can help the company target a different group of customers to maximize their sales and profit. 
[bookmark: _3znysh7]Role of Marketing Mix in Morrison’s Strategies 
The marketing strategy of Morrison covers the 4Ps marketing mix framework. There are many strategies used by Morrison, like innovation and promotion planning approaches (Aguirre Plasencia, 2019). The marketing strategy of Morrison helps to strengthen its position.
Product Strategy: Morrison has a large chain of supermarkets that include high-quality and fresh foods. Maintaining the quality of food is the main success for this company. There are several brands of Morrison, including M Signature, just for kids, and many more. As discussed earlier, the company aims to distribute high-quality and fresh food, so it is one of the strategies of the company (Mesić et al., 2021). In this regard, Morrison has manufacturing production facilities that help to ensure the quality of the product. The company is also aware of the features, appearance, and packaging of the food products. The shops of Morrison are also able to distribute fresh quality products.
Pricing Strategy: This is one of the main strategies maintained by many companies. By following a good pricing strategy, a business organisation can maximize its profit and gain a sustainable position in the market. Morrison continuously worked on their product quality so that it could be affordable for its customers (Motson, 2021). The company tries to maintain a low price and better product quality. The company also ensures that prices should not be present to their customers from shopping. The company also uses a premium pricing and promotional pricing strategy. In this way, the company can handle the product quality as well as the pricing. As the biggest largest Supermarket chain in the UK, Morrison also uses a price comparison tool that has a beneficial impact on the company (Chakraborty, 2018).
Moreover, the company also focuses on the range, quality, and service provided to their customers that influence them to choose Morrison and the service.
Place Strategy: As earlier said, Morrison is the fourth largest chain of supermarkets in the United Kingdom. The company has many stores across the UK. The company already had 497 supermarkets across England, Wales, and Scotland. Also, the physical presence of stores is more than 660 in number. Morrison has more than 150 convenience stores with 110000 employees (Lefebvre et al., 2019).
The wide Geographic presence of this company is one of the strategies for its success. According to a report, the company also holds the second position as the fresh food manufacturing company in the UK. Morrison controls a large chain of Fresh Food suppliers through online as well as retail stores. The company has 545 tractors and 1606 trailers that can also help to increase the efficiency of the company. 
Promotion Strategy: Working with the suppliers through the Morrison farming program helps to make a competitive advantage and increase the sustainability of the company. Offering lower prices with good quality food attracts many consumers to the company. The permanent process improvement in the quality and the range of the product increases the involvement of consumers in the company (Jones and Comfort, 2018). The overall activity ultimately boosted revenue of Morrison. The company also offers math and more card schemes to make their shops more pleasant. Offering cheap and good quality products help to make the customers sustainable with this company. It can also promote the brand by engaging a large audience in the company. Morrison also promotes their brand through TV Advertisements and social platforms. A good mix of social media and print advertising help to attract consumers to this company. Also, they are conducting many campaigns and use beautiful images, logos, and different fonts to increase the focus of the consumers (Dattaraju, 2020). Making the customers focus on price rather than quality is one of the beneficial strategies adopted by Morrison. 
[bookmark: _2et92p0]Conclusion 
Therefore, it can be concluded that Morrison adopted several marketing strategies for the further development of this company. This company aims to make a unique and better product or service for consumers. By the application of the 4Ps marketing strategy, Morrison can maximise its revenue and generate more profit. Some external factors influence the position of the company. The company also complied with many marketing strategies to extend its geographical edge. The company targets households to reach the maximum audience. This company also uses some business strategies to make the brand succeed in the competitive markets. By analysing the strategy, Morrison was able to understand the marketing, positioning, and segmentation that are the main pillars of their success. The report also discusses the marketing used by Morrison to develop a competitive strategy in the business industry.
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