Marketing Fundamentals
INTRODUCTION


Marketing refers to the overall activities of an organisation which are oriented towards promoting the process of either buying or selling of products and services. The process of marketing includes effective advertising, selling along with delivering products to customers. Marking consists of strategies and tactics that brans utilize in order to promote their products and services to customers (Chaudhary., 2019). The fundamentals are comprised of four components of product, price , place along with promotion. In addition to this the fundamentals have a extend aspect as well. For the following report Morrisons has been taken into consideration which is the fourth largest chain of supermarket in UK. The company is headquartered in Bradford, West Yorkshire, UK and was established in the year of 1899 by William Morrison. The following report will highlight chosen organisation market segmentation, targeting along with positioning. Moreover, it will allow in determining the marking mix strategies of the chosen organisation as well.

MAINBODY

Understanding and discussing the process of Segmentation, Targeting and Positioning
Segmentation, Targeting and Positioning:
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The Segmentation, Targeting and Positioning marketing is the core concept of modern-day marking as without it marking campaigns would be deprived of any personality and be generic in nature (Chawdhary., 2019). The STP model consists of three elements that help in examining the product  service of an organisation along with determining an effective way to communicate their benefits to specific customer segments. The STP model allow and organisation to segment its market and determine a target audience through marking campaigns that are aligned with their particular preferences and helps in adjusting organisational positioning according tot their specific needs and expectations. In context to Morrison, there various crucial internal and external environmental factors that play a key role in influencing marking decision of the organisation. The social, technological, environmental, political, economical and legals factors have a major impact on marketing decisions of the company.


The STP analysis allows Morrison to pay emphasis on creating a specific target audience and position itself along with their products and service in a manner that will appeal to their targeted customers audience. In addition to this, it provided support to the organisation by developing effective brand message based on customers needs and expectations. Moreover, STP model provides essential support in developing marketing mix of the organisation along with assistance in marking research.
STP analysis 

It is a three step process used in framing marketing strategy. It stands for segmentation, targeting, and positioning.  This begins with segmenting the market into groups,, targeting a audience in which marketing techniques will be used,  and lastly, by promoting the products into the market place.
Segmentation:

It means dividing the market into distinct groups using segmenting process. In this various groups are formed on the basis of certain traits and criteria. Here, these groups are formed to target a particular market. These characteristics could be age, gender, lifestyle, location and so on. Those who respond similarly are grouped together. It helps company to become more efficient in terms of time, money and other resources. (Park, Lim and Ji, 2018). It helps companies to understand the consumer needs and desires better. In context to Morrison, a chain of supermarkets is segmenting their markets as per the similar tastes of customers. There are different ways to divide target market such as-
Demographic segmentation:

It focuses on dividing the market on the basis of certain characteristics such as age, gender, occupation, income, education and many more. Here, customers will be grouped as per common traits and interests.
Geographic segmentation:

It focuses on the location of the market and will be divided on basis of region, city, country and so on.
Psycho graphic segmentation:

It means dividing the market on basis of lifestyle, attitude, opinions, interest and others. So,  consumers with similar interests will be grouped together.
Behavioural segmentation:

Here, company divide the market after figuring out how the consumers are behaving. For instance, how often they use the products, what all benefits the consumer is expecting from the products and so on. When companies divide the market on the basis of similar traits and characteristics there are more chances to attract more number of customers  in order to generate revenue.
Targeting:

It the second stage in stp process. After identifying the segments Morrison next identify target audience to serve. They use variety of channels to serve the customers in order to generate profits. Moreover, targeting the right audience as per the products and services company offers, will help the business to make more profits. It is a particular group at which advertising and promotional techniques are aimed. This is helpful for the organisations to increase the interaction to wide range of people through advertisements. (Mahmud, 2019) This has numerous benefits for instance, it is easier to conduct the analysis of potential and actual consumers in order to enhance sales opportunities. It is also useful in assessing the specific demand of the consumers and increase sales effectiveness.
Positioning:

It focuses on where the company's product stands in the minds of customers. A good brand image helps the company to create goodwill and generate profits more than its competitors. (Vinuales and et. al., 2019) There are various strategies which a business can use to position its product such as positioning based on product characteristics, price, quality. Competition and so on. It is done with the aim to create unique image of the products in the minds of customers.

All of these strategies helps Morrison  to enhance its performance. Furthermore, it helps the business  to focus on core areas after identifying the segments in order to generate revenue more than their competitors.
Determining the overall marking mic strategies
Marketing mix:

Marketing mix consists of various areas that pay emphasis on a structured and systematic development of marketing plan. The marking mix included aspects such as product, price, place, promotion along with people, process and physical evidence (Cruz. ed., 2020). In context to Morrison, marking mix allows the organisation to evaluate a wider range of areas rather than focusing on a specific marking message. This allows in reaching a broader range of audience and the ability to focus upon necessary marketing tasks. 
Product:


This aspect of the marketing mix model focuses on the overall products offered by an organisation in order to fulfil the needs and expectations of customers and ensure highest level of satisfaction is delivered (Gomes., 2018). In context to Morrison, the organisation is the fourth largest retailer in UK. The company has a wide rand of products that are catered to fulfil expectations of a broad customer base in an effective manner. The products of Morrison included clothing, frozen food, health products etc. the organisation also offers various services such as Morrison Energy Services that work with national energy and public owned organisation in order to repair, refurbish and maintain the country's gas along with electricity and green energy infrastructure.
Price:


This element of the model consist of the strategy behind the overall pricing of organisation products and serves that need to be based on what the customers are prepared to pay along with costs such as retail mark-up along with manufacturing as well (Hollensen, Kotler and Opresnik., 2017). In context to Morrison, the organisation focuses upon provided its products and service at least cost possible with reducing their overall quality. The organisation pays emphasis on its structured channels and economic levels in order to maintain low cost of products and services.  In addition to this, the company focuses of developing new techniques of production and manufacturing through adaptation of advance technology in order to ensure that it is able to provide products and services at least cost possible and gain advantage in the market.
Promotion:


It is crucial to have effective promotion activities in order to develop successful marking strategies across marketing mix. The promotion aspect of the model includes advertisings , direct marketing along with in-store promotion activities. In the modern-era digital marketing has also gained popularity due to its wide reach and cost effectiveness (Paruchuri., 2019). In context to Morrison, the organisation has a well established brand image in the market through its offering of high quality products and service at low cost. In addition to this, the company focuses on utilizing various forms of promotion such as television advertisements, billboards along with charitable events in order to promote their brand to its target audience. Moreover, the organisation has also established itself on social media in order to expand its promotional activities through digital technology.
Place:


This element of marketing mix model allows in understanding where and how the products and services of an organisation should be presented in order to effectively inform customers. This allows an organisation to effectively target their audience at the optimal stage in their buying cycle (Potluri and Muuka., 2021). In context to Morrison, the organisation is well established across UK through more than 500 stores. This allows the organisation tom effectively cater to the needs and wants of customers at a large scale. In addition to this, the organisation is able to reach its customers in an effective manner and offer their products and services. This allows the company to maintain a strong presence in the market which results in increased brand awareness relative to customer perceptions leading to increase in customers as well as sales.
People:


The component of customer service plays a major role in not only converting sales but it also provides assistance to customers relative to referrals. The organisation can effectively acquire these referrals through people who are loyal towards their brand (Pride and Ferrell., 2021). I context to Morrison, the organisation has an effective as well as structured hiring and selection process. This allows the organisation to hire capable along with talented employee's who will provide assistance to the organization in achieving organisational objective. The business has over 110,000 highly skilled employee's who represent the brand image of their organisation in a positive manner in order to market its operations optimally.
Process:


This aspect of marking mix focuses on the overall process of delivering organisation products and services to customers in a structured manners in order to maximize its effectiveness along with reliability. The process should included aspects that are aligned with the brand such as being environmentally sustainable (Sayal., 2019). I context to Morrison, the organisation focuses on provide its product and services in an effective manner through their well structure and systematic formate of delivering services along with displaying products that are most likely to be purchased by customers based on their preference and taste. In addition to this, the company focuses on delivering its products through sustainable practices in order to enhance its brand image In the market which provides support in delivering brand awareness as well.
Physical evidence:


This element of marketing mix focuses on incorporating physics evidence in order to establish the existence of the brand along with the evidence of purchase. It consists of aspects such as organisational logo, labels along with packaging of products. The established stores of the organisation also serve as physical evidence (Yasin., 2021). In context to Morrison, the organisation focuses upon providing physical evidence to its customers by offering environmentally sustainable bags when purchases are made and contain the logo of the organisation. In addition to this, the organisation offers receipts after purchase that consist of organisation logo as well as name in order to enhance their marking. This enable the company to expand its marking reach relative to customers and achieve indirect marketing which allows in enhancing brand awareness of the business.
CONCLUSION


From the above report it can be concluded that, it is crucial for an organisation to effectively understand its market through market segmentation as it allows the organisation to determine its target audience and position its product along with services to better meet the exceptions of their customers. In addition to this the report was able to highlight how marketing mix allows an organisation to better understand its market which is crucial in the development of marking strategies. The reports was able to analyses that the chosen organisation has effective marking operations along with products and services that allow it to have an optimal marketing. Moreover, the aspects such as people of the organisation play a major role in ensuring that the chosen company is able to provide high level of satisfaction to their customers enabling them to boost their marking in an efficient manner.
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