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In the UK businesses, the companies try to obtain a better market position for which they create an outcome-oriented marketing strategy. While establishing and evaluating the marketing strategy, companies try to create communication opportunities and develop strategic marketing goals that further provide them with growth capabilities. In terms of implementing successful market-oriented theory, the internal stakeholders establish a link between the strategy makers, along with external stakeholder targets. It can be said that the perception regarding the strategic initiative can be taken by the internal stakeholders such as employees and managers in terms of developing a successful marketing strategy in the market. 
The thesis statement further discusses that the interest of stakeholders impacts the company decisions regarding implementing market strategies and try to achieve success in the market while fulfilling market-oriented objectives and trying to gain competitive advantage within the market through knowledge acquisition. In the essay, the focus has been given to the way the UK company Morrisons tries to process the stags of marketing while understanding the role of the marketing environment, marketing research and the marketing mix and identifying the stakeholders who impact the marketing activities. 
[bookmark: _Toc58945840]Analysis
Wm Morrison Supermarkets plc. is the fourth largest supermarket chain within the UK, and the company was established in 1899 by William Morrison (Morrisons, 2020). The company mainly operates within the UK and holds a 10.4% market share within the UK (Coppola, 2020). Headquarter of the company is established in Bradford, England, in the UK, and the company has gained GB£17,536 million in revenue (Morrisons, 2020). The company concentrates in generating business capabilities and resources so that they can create market capabilities and effectively establish market strategies to maintain its position within the competitive UK market.  
[bookmark: _Toc58945841]Processes and stages of marketing including the role of the marketing mix 
Morrisons understand that fact that in terms of gaining market advantages, the company requires to establish their products in a way which further can effectively increase the market demands and can address the changing needs of the consumers (Killick and Griffiths, 2020). The company wants to be more competitive and serve consumers in the best possible way. They have also offered their customers one-stop-shop solutions and created a culture that is cost-conscious and more responsive to consumers (Morrisons, 2020). All the efforts they have put forward to increase the market position and market share within the UK market. That is why marketing plays an essential role in term of implementing improvement within the service and bringing changes based on the requirements of the customers. Also, direct as well as indirect marketing is essential for the target market to gain a competitive advantage and establish a better corporate image for sales maximisation and risk minimisation within the UK (Agyemang et al. 2017). 
[bookmark: _Toc58945842]Market environment
It cannot be denied that the external market truly impacts the way the companies implement the marketing strategy, which is why it is essential to understand the external environment within the UK market. Therefore, the external environment of the UK truly affects the way Morrisons establish their marketing strategy within the market. 
In terms of Political factor, the UK is a politically stable country. However, Due to Brexit, the uncertainty within the market has been implemented that has further affected the market strategy within UK businesses. It is expected that in 2020, the total retail is going to be down by 0.2% and will reach £487.30 billion (Coppola, 2020). However, despite that, it can be said that since the companies that are UK-based, Brexit is not going to hamper their growth prospects as they are not leaving the UK. Therefore, the impact of political factors in the retail industry is positive.
In term of Economic factor, the UK has generated 2280.00 USD billion by the end of 2020, which has further increased by 1.1% (Ons.gov.uk, 2020). The FDI of the country is USD 59 billion and UK corporate tax is 19% (Ons.gov.uk, 2020). Moreover, it is expected that retail sales are going to increase by +2.1% in 2020. Therefore, it can be said that the impact of the economic factor is positive. 
As far as the Social factor is concerned, the country has a population of 67,886,011 people, and the employment rate of the UK is around 75.3% in September 2020 which is 0.8 points lower than the previous quarter (Ons.gov.uk, 2020). Moreover, the literacy rate in the UK is around 99%. It shows that the retail industry can enhance the workforce, which is around 4.8% in 2020. Therefore, the impact of the social factor is positive. 
In respect of Technological factor, it can be seen that the UK is one of the most technologically advanced countries and a lot of investment occurs within the sector. It can be seen that in terms of FDI, the country has attracted around £28bn in technology and around £4 billion has been generated to increase the technological adaptation for the start-up companies (Ons.gov.uk, 2020). In the business prospect, 57% of the business leaders invested in the AI and Machine Learning technology to gain a better understanding of the market share and improve the sales and marketing within the business (Daws, 2020). Therefore, it can be said that the impact of the technological factor is positive within the market. 
The Environmental factor shows that economic activities impact the environment and UK has brought significant improvement in managing the negative impacts of the environment. The CO2 emission rate has fallen by 29% in 2020, and the country has implemented a nine-point plan to gain net-zero carbon emissions within 2050 (Gov.uk, 2020). Therefore, the impact of the environmental factor is positive. 
The Legal factors show that the country is determined to promote fir competition within the market which is why they have implemented the Competition Law and in terms of saving consumer rights, the country has implemented the Consumer Protection 2020 (ICGL, 2020). Apart from that, the country has implemented The Employment Act 1996 and the Equality Act 2010 to protect employee rights and maintain equality among the workplaces (ICGL, 2020). This specifies that the impact of legal factors is positive within the UK market.
[bookmark: _Toc58945843]Marketing process 
While analysing the external market factors, it can be said that the company Morrisons can achieve a better market position within the UK market and they need to implement the marketing process so that they can maximise the positive impacts of the external markets and gain competitive advantages within the market. In terms of gaining a better market position and fulfilling the demands of the customers, the company has implemented a five-point marketing process to create value and improve the service range while offering the best services within low cost (Haleem and Jehangir, 2017). In the first stage, they have created a brand message that is based on “value without compromise”. The company has concentrated on providing the best consumer service while implementing a communication plan with the customers and promised to deliver focused as well as consistent service throughout the year so that better consumer relation can be established that is based upon mutual trust (Scott et al. 2018). In the second stage, the company is going to focus on its pricing so that they can provide consumers with discounts on the products while maintaining quality and service (Lewis, 2016). The third stage includes providing consumers with improved in-store experiences while improving staff behaviour and offering a wide variety of fresh products so that the customers can have the best experience while shopping and that way the company can implement the expert solutions for the customers and build a strong impression among the company image (Cao et al. 2019). Morrissons is also creating a strong loyalty program which is based upon a scheme that is unique to a market where they want to know consumers while understanding their preferences and serve them well so that loyalty and satisfaction can be maintained and the best results in terms of gaining better market position can be achieved (Critchlow et al. 2019). Moreover, the company is planning to establish more impactful promotions in the future so that they can gain a better market position in the UK market and serve the consumers in the best possible way while offering them discounts that are valuable and cost-effective (Mamoon and Legese, 2018).    
While analysing the marketing process, it can be said that that the company Morrisons have implemented the Market Orientation Theory to establish a successful business. The company has successfully determined the needs as well as requirements of consumers and trying to satisfy them so that they can achieve better competitive advantages within the market (Desai, 2019). The company has successfully determined the consumers’ needs and try to concentrate on designing as well as selling goods that further can bring consumer satisfaction and also help the company to maximise the profit (Bamford et al. 2018). The company Morrisons has established product orientation and stock-up the goods that sales well, which further helped them in gaining better market position and establish a strong market base within the UK market.
The company has also established the theory of planned behaviour in terms of implementing the marketing strategy so that the company can influence the change for the target audiences. The theory is based upon the three factors, which are attitude, norm and control that further influence the intention and behaviour within the business market. The attitude of the consumers helps the company in understanding their needs and requirements, and it also helps them to perceive whether the trends and norms, for example, the in-store atmosphere or technological advancement can impact their choice of company or not. The company is confident in bringing change, for example, implementing a communication plan through social media can help them in bringing control over the perceived changes which further influence their intention in bringing better promotional activities as well as a loyalty program to impact the consumer behaviour within the market. 
[bookmark: _Toc58945844]STP for Morrisons
The company has implemented Segmentation, Targeting and Positioning strategy in terms of gaining a better market position in the UK retail market. The creation of Morrisons Marketing Strategy needs identifying segmentation based upon the understanding of the specific buying customer behaviour. The requirements, expectations as well as buying behaviour of consumers are heterogeneous, and it relies on multifaceted factors which are based on demographics such as age, gender, income, lifestyle as well as values (McKay et al. 2018). The employees have to be within the age group of 20 to 55, and their income needs to be within £5000 to £25000. They also chose behavioural segmentation based on which they observe the buying pattern of consumers and try to stock up those products whose sales are maximum and that way they able to gain better market share in the UK market. In terms of psychological segmentation, they have created their premium brand, which includes “Best and M Signature” that further matches the requirements of consumers.   
In terms of their targeting strategy, the company has divided the large diversified consumer markets into smaller groups who possess homogeneous characteristic, for example, regular consumers, high-end consumers and middle-class consumers and try to create differentiation among them based on their requirements while implementing resources, capabilities as well as growth objectives (Kochova and Drakulevski, 2018). For example, the company mainly targets consumers who are employed and aged 20 to 55 as they can afford to buy products from the company and they mainly belong to the middle class to high-class society as they are able to purchase products on a daily basis. In terms of positioning strategy, the company has established itself as one of the lowest-priced retailers so that they can achieve a better market position in the UK. While implementing the strategy, Morrisons is planning to gain better competitive advantages within the market while relying on service and reliability (Senadzo, 2019). Since in the UK market, it has seemed that Lidl and Aldi are going to go for gaining better market position while offering the consumers more value for the products for which Morrisons has established the strategy where they are going to offer high-quality products at a lower price. 
[bookmark: _Toc58945845]Marketing Mix
In terms of its product strategy, Morrisons is considered as a value-led grocer and focuses on delivering fresh food. High quality, as well as fresh food, is the main point for the success of Morrisons. The company provides different brands such as M Kitchen, Morrisons Cellar, NuMe, M Signature and Just for Kids (Morrisons, 2020). The organisation further pays attention to maintaining quality, features along with the appearance as well as the packaging for the food products. 
Morrisons also concentrate on the food price, which is why they invested in the pricing strategy. Morrisons tries to improve its customer offering while reducing their prices and providing better quality products as well as services. They also ensure that the price remains in control and not to become the reason for customers to shop from other retailers. Morrisons applies premium pricing, promotional pricing along with product-bundle pricing. That way, they try to attract consumers that further can bring them better sales and marketing opportunities and help them to establish the market which they want to gain (Thabit and Raewf, 2018). 
In terms of their placing strategy, Morrisons operates across the UK and have a physical presence in the form of more than 660 stores, of which approximately 150 stores are convenience stores where around 117,000 employees work to serve the consumers in a better way (Morrisons, 2020). The geographic presence for Morrisons is wide, which they utilise to serve the consumers and make market presence prominent in the UK retail market. The company is the second-largest fresh food manufacturer within the UK which further work as a USP for the business (Morrisons, 2020). The company operates as well as controls a great portion of the fresh food supply chain, which are sold online along with, in retail shops. 
In regards to their promotional strategy, Morrisons also markets their business through online and offline medium and tries to create a better communication plan so that they can increase their sales and profit in the market. Morrisons works along with its suppliers through the “Morrison farming program” so that local British farming remains competitive as well as sustainable. The company also offers lower prices permanently while improving the quality as well as the range of products to its consumers (Dadzie et al. 2017). The company also deliberately tries to make their stores pleasant to shop, while rewarding customers with loyalty scheme through the match & more cards. The company has also established a “More for Less” marketing campaign for online to create an effective impact on the minds of the consumers while implementing communication through Instagram and Facebook.  
[bookmark: _Toc58945846]Stakeholder engagement and their impact on the marketing activities of an organisation
[bookmark: _Toc58945847]Internal and external stakeholder and communication plan 
The stakeholders can be described as a group of people who possess interest within the company and directly or indirectly affects the action within the market (Cohen et al. 2018). The stakeholders for Morrisons are divided into two parts which are internal and external stakeholders. The internal stakeholders include Management, employees, investors and CEO of the company, whereas the external stakeholders include customers, community, suppliers, and government.    
Among the internal stakeholders, investors and shareholders possess an essential part in the growth of the business as they invest money and want to gain profit from the business. Therefore, managing them and serving them better while providing better profit and managing transparency in the business procedure can be an effective way of delivering better results and satisfying them completely (Di Maddaloni and Davis, 2018). Therefore, they need to be updated and while implementing every 3-months meeting through online or face-to-face can be an effective communication plan as that way; they can get to know the situation of the company. The next internal stakeholder is employees and to engage them; it is essential to provide them with feedback and training session and implement face-to-face, and online communication can be a better way of managing the business. Moreover, providing them with intrinsic and extrinsic motivation is also effective in terms of improving performance and Morrisons does that while implementing bonus, health schemes and better work-life balance (Connor et al. 2018). Likewise, the management also needs to be motivated and to establish communication with them the best way is to create online and offline meetings that further can help the management up-to-date regarding the norms and decisions and help them to be engaged with the business. 
In terms of external stakeholders, consumers are an essential part of the business and therefore, fulfilling their needs and requirements are the essential factor and to understand that it is essential to establish communication. The best way to communicate with them is through online sites such as Facebook and Instagram, which Morrisons did apart from implementing loyalty programs (Gegg and Wells, 2019). Simultaneously, suppliers are also important and establishing regular communication with them is required to maintain an understanding of the raw materials. Therefore, Morrisons has established Suppliers Portal and implemented Morrisons Supplier Database to maintain communication with them (Morrisons, 2020). Apart from that, Morrisons also invested in community services such as Morrisons Foundation, Young Lives vs Cancer and Food Programs so that they can establish communication with them (Morrisons, 2020). Also, Morrisons complies with laws and regulations in the market of the UK, which further helps them to maintain good communication with the government.   
Moreover, Morrisons has implemented the Stakeholder Theory to create better communication among the stakeholders and gain maximum benefits in the UK market. They fully understand that stakeholders can impact the business and that is why engaging them and satisfying them is essential to maintain the continuous growth opportunities. While implementing the theory, the company has managed to achieve better productivity which further fulfils the consumer demands and help the company to earn consumer loyalty. Moreover, it has helped the company to increase the investment and successfully established CSR, which further helped the company in gaining ethical benefits and implementing sustainability and transparency in business activities. 
[bookmark: _Toc58945848]Impact of internal and external stakeholders in marketing 
The marketing activities taken into consideration by Morrisons are mainly to meet the demands of stakeholders and fulfil their requirements to make them happy. One of the major targets of marketing is consumers who belong to the external stakeholders, and Morrisons established their marketing strategy so that they can serve them better in the competitive atmosphere and gain better market position (Forde et al. 2019). That is why they have implemented the concept of stakeholder marketing which further involves the design, implementation as well as evaluation of marketing initiatives so that maximum benefits can be achieved for the consumers, employees along with shareholders and investors. Understanding their needs has helped the company in establishing the array of inputs in concert with stakeholders while creating value for the business. For example, Morrisons have created a CSR initiative in which they have mentioned reducing food waste where they have created an on-pack message to help customers reduce the food waste at home (Mrrisons, 2020). Also, to ensure the food safety, quality and providence, the company has invested in ‘at source’ technical team who works closely with the growers and help them to maintain the quality of the fresh products. Moreover, in terms of maintaining better relations with the customers, they have implemented fairtrade schemes where they introduced ethically produced food and service such as ice cream and fresh food range. Moreover, in terms of managing the employee engagement, they have established equality, diversity and looking after the employees within the business so that they can give their best and increase productivity. This further helps in establishing positive marketing which helped the company in gaining maximum market share in the UK and gain a competitive advantage in the market. 
[bookmark: _Toc58945849]Conclusion
While concluding the essay, it can be said that Morrisons has successfully established its presence in the UK market while focusing on delivering the best products at a lower price so that they can attract the maximum number of consumers and ensures that the loyal consumers never leave them due to high price. That is why they have implemented the marketing mix in which they ensure that they provide their service throughout the UK and help the business to grow in the UK market. They are also committed to bringing stakeholder satisfaction for which they have implemented a communication plan and established CSR so that they can help the company in delivering the best results in terms of gaining better market position. They understand that they need to attract more consumers which is why they have invested in loyalty schemes so that the best results can be delivered and the marketing efforts can be fruitful. 
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