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INTRODUCTION 

 The marketing process is a systematic framework that can help every stage of marketing to run effectively. Marketing is the way an organization will manage and guide its business (Baker and Hart, 2016) It is vital communication and publicity provide in a mix of structures, such as public relations and advertising. Marketing is the process of creation, communication, promoting, selling, and delivering a product. A marketing department is essential for an organization as it runs sales and business products. Besides, a marketing department helps an organization to increase the market share, promote the business, and create a clear plan for the company`s marketing strategy. Morrisons is the most famous multinational supermarket chain based in the UK. The organization is founded in 1899 in Bradford, England, which was a small market in the beginning. Today Morrisons is the UK`s 4th largest supermarket chain. The main purpose of the essay is to discuss the marketing process and explain all the stages of marketing (Behera and et. al., 2020). Moreover, this essay will cover the marketing mix of this organization, discusses the STP model, and analyze the marketing environment. 

MAIN BODY 

Marketing Process 

An organization is mainly concerned about the marketing process that helps managers follow all the marketing plans and procedures steps by step to recognize customer problems and market opportunities (Busse and Siebert, 2018). There are various steps, involved in the marketing process which are essential to follow. With the help of the marketing process, the marketing managers of the Morrisons can effectively manage their staff members and also promote their business operation to ensure that organization can get more profit advantages. This section will describe the strategic marketing process related to Morrisons. 
 SHAPE 



•
Mission – This is the first step of the marketing process that can help an organization to make a clear understanding of its goals and targets. It is necessary to set a marketing mission in order to understand the terms and conditions of the business as well as the plan of the business to achieve its objectives. Morrisons is a famous organization that deals with the retail industry. The marketing manager of the organization is responsible to set an effective mission that can increase revenue and support sales (Berman and Thelen, 2018). The mission of Morrison is to be able to offer a one-stop-shop and satisfied customers on their shopping trip (Morrisons, 2021
•
Situational Analysis – After the mission, an organization needs to focus on situational analysis. This is also the most significant part of the marketing process that can help to analyze the current scenario so that organization could easily tackle down all the issues. Situational analysis is a process that can evaluate the internal and external situations that mainly affect the organization. Through situational analysis, an organization can get some specific knowledge that can help the company recognize its current opportunities and challenges (Voramontri and Klieb, 2019). 
· Marketing Strategy – Marketing strategy is considered as the business plan which can assist in understanding the perspective of the clients and users to turn into potential customers. Marketing strategy can help to resolve the issues and challenges that an organization is facing. Morrisons has its effective marketing strategy that helps in improving the performance of the organization and accomplishes day-to-day targets effectively (Dahiya and Gayatri, 2018). One of Morrison's marketing strategies is lowering their prices and ensuring the quality of their products. 
· Marketing Mix- It is considered the 4 P's ( Product, price, place, promotion). There are numerous elements involved in the marketing mix that can help to maintain the status of products and services in an organization. Morrisons mainly use a marketing mix which can help to understand the approach of the customers (Ghotbifar, Marjani and Ramazani,  2017).
· Implementation and Control – In this last stage of the marketing process, the organization implements is about all the planning in a systematic way (Fard and Amiri, 2018). The marketing manager is the one who is responsible to maintain the performance of the organization and also control it with specific practices and strategies. Marketing manager of the Morrison, implement and control all the activities and promote their business effectively. The marketing manager is the one, who puts a plan or system into operation (Morrisons, 2021)
Marketing Mix of Morrisons.
· Product -  This is considered the first P's of the marketing mix that can help to analyze the status of the products and services of the organization. In this factor, product rage, product quality, product line, etc. are considered and that can help to maintain the whole process of the product during the production time. Morrisons mainly focus on their products and how to maintain the product range. The organization conducts market research and analyzes the preferences of the customers. According to this, the organization can modify its products to gain more profit advantages (Huang  Korfiatis and Chang, 2018).
· Price – Also considered the most essential factor of the marketing mix that can help to take the attention of the customers. Most of the organizations follow various pricing strategies like cost-plus strategy and price penetration strategy. In context of Morrisons, the marketing manager adopt a price penetration strategy. The organization set a lower price and provide high quality with special offers and discounts which can help to attract the customers and they will become their potential clients.
· Place – This is the third P's of marketing mix that can identify the target market. Every organization strives to gain market growth and try to expand its business in other locations. Morrisons is a well-known organization that expands its business all around the UK. The main target of the organization is to expand its business in more local areas and convent more customers by offering great products. With the help of market research, the organization can identify the locations for expanding its business. Therefore, the organization could boost its performance and get more profitability as compared to its competitors (Jensen  and Cornwell, 2017).
· Promotions -  This P's is considered the most prominent as it can help to promote and advertise the business. An organization is required to follow some techniques that can promote its business successfully. Morrisons adopted social media platforms to promote their services effectively and reach the target audience. Apart from this, the organization also uses traditional media like newspapers, banners, magazines, television and other print media to promote their business successfully. Promotion can help to enhance the productivity and efficiency of the organization by presenting information to users.
STP Model 

Segmentation  


It involves creating various consumer segments that are based on specific criteria. There are four main types of segmentation that includes:

•
Geographical - It involves driving the attention of customers based on state, region, province, or country. 

•
Psychological- It pays attention to determine who is a potential customer to once business. 

•
Demographic – It includes the customers based on gender, education level, age gender, occupation, etc.

•
Behavioral-  It focuses on how customers interact with your business. 

Targeting  


It determines which of the segments are most likely to generate the desired transform. In reference to Morrisons, the company focuses on middle-class customers to achieve better targets. The ideal segmentation for Morrison is demographical because it is constantly growing and it has a high benefit for the company.

Positioning

            Positioning is the final frame of this model which focuses more on products and services apart from the competition on the targeted audience of an organization. There are three positioning factors: symbolic, functional, and experiential. In context to Morrisons, it focuses mainly on promotional activities in the market field to attain a better position in the mind of its customers (Lee and Kotler, 2019).
[image: image2.png]TP Marketing Model

> >

Divide market into Select most attractive Determine how to
distinct groups of segments to focus position your product
customers. your marketing on. for each target

(segments) segment.




Illustration 2: STP Marketing model, 2021
PESTEL Analysis 

PESTEL Analysis is a tool by which market players analyze the macro-environment factors to determine the external marketing factors of an organization. It analyzes outside factors that affect an organization. The pestle model of Morrisons is discussed below.

Political Factors


These factors refer to the attitude of the political environment and parties in an economy. These factors play a vital role in affecting long-term profitability in the market.  In context to Morrisons, the organization display itself to a variety of political environment and political risk due to operating in different counties. 
Economic Factors


These are the determinates upon which economic performance depends (Sadiku-Dushi, Dana, and Ramadani, 2019).  In context to Morrisons, the company uses economic factors such as interest rate, law, policies, wages, etc. The company faces a negative impact because of government intervention in the related services. 

 Social Factors


These factors play a major role in affecting the culture of an organization in the environment.  Shared believes of the population plays an active role in the determining that how markets understand their customers. There has been a positive role as the company focus on the leisure interest of its consumers to achieve the best of their satisfactory needs.

Technological Factors


These factors determine the practices which mainly relate to innovation that affect the industry operations.  In reference to Morrisons, there has been a positive impact as the company recently developed its technologies that are moving fast in competitive supermarkets chains (Morrisons,2021)
Environmental Factors 


These factors focus on the general environment and corporate social responsibility of an organization.  Strategic management and sustainable development ideas are covered under the range of these factors.  In context to Morrison, there has been a positive impact as the company met the requirements of SECR for greenhouse gas emissions (Morrisons Annual Repor, 2019)
Legal Factors


These factors play role in the legal implications of rules and regulations within the organization's works (Samiee and Chirapanda, 2019). In context to Morrisons, there has been a positive impact as the company focuses on employment law regulations.  
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Illustration 3: PESTEL Analysis, 2020
SWOT Analysis of Morrisons
	                          Strength 

· Morrisons has a strong brand portfolio which aids it in expanding new product categories. 

· The company achieves a high level of customer satisfaction with the help of the relationship management department.

· It has an efficient distribution network of its products.

· E-commerce has increased the business of the company. 

· Morrisons has over 500 stores in the Uk and over 130,000 employee
	                           Weakness 
· Morrisons spend a huge amount on coaching and tutoring its workers comparing to its competitors. 

· It has limited geographical reach. 

· The company needs to focus on more investing in new technologies. 

· Absence of persistence in consumers fulfilment.



	                           Opportunities
· Legislators' free trade agreement and technology standard has provided the company with opportunities to enter into new markets. 

· Strategic partnership management can help the organization to grow at a faster pace. 

· Increase the demand for organic products provides a great opportunity to the company. 


	                                  Threat
· Environment regulation poses a serious threat to the existing product range. 

· Increasing taxes lay down a threat for the company. 

· Raise in the business of e-commerce companies poses threat to physical retail stores of the market. 

· There is a shortage in the regular supply of innovative products. 


CONCLUSION 


The project discusses the Processes and stages of marketing, including the role of the marketing mix in context to Morrisons. It is concluded from the above that the marketing department and manager play an active role in building the growth of the organization. The marketing department also focuses on maximizing profits based on various external and internal factors. (Tian and et. al., 2019). To achieve its objectives company analysis its flaws in the basics of different models that include the marketing process. The overview of the process includes mission, situational analysis, marketing strategies, marketing mix, implementation, and control. The project illustrates the marketing mix model based on the 4 Ps (place, price, promotional, and product). SWOT and PESTEL model is further illustrated to determine the strength and weak areas of the company. 
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