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[bookmark: _Toc57055965]Introduction
This report will highlight and critically analyse the environment of Morrisons and their current competitive strategy. While analysing the current direction, different tools will be used to understand the internal and external factors, such as PESTLE, SWOT and Porter’s five Force etc. The report will conclude with suggestions and recommendations for future improvement. 
[bookmark: _Toc57055966]Company overview:
Morrisons is the fourth largest supermarket in the UK after Tesco, Asda and Sainsbury. It was founded in 1899 by William Morrison and headquartered in Bradford. Initially Morrison was operating in the north of England until 2004, however after taking over Safeway in 2004, it has expanded across England, Wales and Scotland. Currently it has 98,000 staff working in 492 different stores. Every week, approximately 12 million people visit Morrison or shop online. Morrison’s net income for the year 2019/20 was £348 million under the leadership of David Potts (Morrisons Annual report, 2019/20).
Morrisons states that their aim and vision is, “to give our customers more of what matters to them, offering great quality food at low prices” (Morrisons Annual report, 2019/20). Over the course of their history, Morisons has expanded from offering market stall produce, to fresh fruit and veg and even a children’s clothing brand called Nutmeg. Morrison’s strategy will be explained further in section 1 of this report. 
As one of the top supermarkets in the UK, Morrison’s was voted 6th for overall customer satisfaction in a recent survey by professor Nils-Gerrit Wunsch (Statista, 2020).
Morrisons claim that their products are cheap and affordable. However, a study carried out by ‘’Which’’ to compare the price of products of 80 items in July 2020, found that Morrisons prices are more than its competitors such as Tesco and Asda (Elli, S and Paige, I, 2020).
[bookmark: _Toc57055967]Section One: Current Strategy 
[bookmark: _Toc57055968]Morrisons current strategic direction 
Everything Morrisons does is underpinned by their core purpose, which is, 
“To make and provide food we're all proud of where everyone's effort is worthwhile so more and more people can afford to enjoy eating well.” (WM Morrisons Supermarket Plc, 2019/20)
To achieve the core purpose, Morrisons have employed a number of strategies and changes. Morrisons pride themselves in controlling the whole supply chain, ensuring that food is of high quality and available on demand from one of the 7 regional distribution centres, operated and managed by Morrisons. 
Since 2014, Morrisons has had made significant advancements in their technology strategy by opening their online food delivery services, then expanding this to a partnership with Amazon to deliver fresh food faster and reach more customers. The nutmeg clothing brand which went online in February 2020 was also part of their strategy to expand their online reach for customers who prefer to shop from the comfort of their homes. However, compared to their competitors, Morrisons has actually fallen behind in taking advantage of the growing UK online shopping market, this will be discussed further in the section 2 of this report under the SWOT Analysis. 
Morrisons has seven priorities which shape their strategy: 
· To be more competitive
· To serve customers better
·  Find local solutions
·  Develop popular and useful services
· To simplify and speed up the organisation
· To make the core supermarkets strong again
·  To be naturally digital.
More and more customers are demanding British produce as opposed to imported international food (Farmers Weekly, 2019), therefore Morrisons is placing a large emphasis on sourcing and working with local suppliers whilst increasing their own brand of goods, 100% of all Morrisons brand fresh meat, eggs and milk is British sourced working with around 3,400 farmers (Wm Morrisons Annual Report 2019/20).
To ensure Morrisons is delivering their 7 priorities, Morrisons strategy involves recruiting and retaining as well as nurturing talent within their organisation, the Human Resources (HR) department is tasked with this. A recent strategy involves restructuring the managerial roles by replacing 3,000 managerial roles with 7,000 customer facing roles, something which their strategy and planning team are working with operations to do, this will allow a more hands on approach on the shop floor. A 2-million-pound investment is also being made to support young farmers. 
Similar to their competitors, Morrisons has their own loyalty card scheme which is part of their customer strategy to reward shoppers when they purchase, something which is promoted by their communications and marketing team. For every 5,000 points a shopper is granted a £5 voucher, to compare Sainsburys runs a similar scheme called Nectar which awards £2.50 for a mere 500 points (Nectar, 2020). 
[bookmark: _Toc57055969]Section Two: Environment Analysis 
In this section, the environment of the company will be discussed in more details.
[bookmark: _Toc57055970]Environmental Scanning
There are many tools available to analyse the internal and external factors. PESTLE is commonly used to understand the external factors which are beyond the control of the organisation. Porters five forces is also a tool which helps analyse the external environment by determining the survivability and profitability of an organisation. 
Internal environment scanning tools such as SWOT help assess a company’s resources, ability, competencies, and competitive advantages.
Internal and external environment scanning helps organisations keep or develop their competitive edge and long-term sustainability.
[bookmark: _Toc57055971]Internal Environment Scanning: SWOT Analysis
SWOT is a popular environmental scanning tool used for analysing internal strengths and weakness and external opportunities and threats of an organisation (Neil, R, 2013).
SWOT Matrix 
[image: Strategic Thinking: Our Trusty SWOT Tool - ForbesBooks]
Source: Forbesbook.com
[bookmark: _Toc57055972]SWOT Analysis of Morrisons
Strengths:
Morrisons is the fourth largest supermarket in UK with 492 stores and 98,00+ staff. Morrisons has more trained and skilled worker than any other supermarket in the UK. These 9,000 skilled staff work as butchers, bakers and fishmongers.
Morrisons buys its products from British farmers and fisherman and more than half of the fresh foods that Morrison sells are made by its trained staff, priding themselves on retaining and assuring quality under the corporate message, “from farm to fork”. 
In 2019, Morrison was awarded for its sustainable food and farm (Morrisons Corporate Responsibility report, 2019/20).
Weakness:
Weakness are elements which a company is lacking and need an improvement such as limited resources and skills, these can also be used against the organisation where competitors are concerned. (Jurevicius, 2013).
Morrison’s global presence is limited as it only operates in the UK, whereas its rivals Tesco, Asda operates nationally and internationally. One of the strengths of Morrisons is their range of fresh food, which can also be viewed as a weakness of sorts. Food which is sourced locally has a quicker sell by date, which could potentially turn to waste if not bought by customers in time. 
Another noticeable weakness is the slow adoption or incorporation of change. Morrison did not launch their online food delivery until 2014, in comparison competitors such as Asda launched theirs much earlier in 1997 (Asda, 2020). 
Opportunities:
According to The Institute of Grocery Distribution (IGD) (2020) the UK food and grocery market will grow by 10% between 2019 and 2022. This is worth of £211bn. Morrisons can take a big share of this by expanding more in the UK and abroad.
Due to Covid-19 and nationwide lockdown, online shopping became more popular, it is safe and convenient as well as cheap.  IGD predict that online market share will increase to 8.9% in 2022 compared to 6.2% in 2019. This is a good opportunity for Morrisons to invest more to improve their online shopping.
The partnership Morrisons developed with Amazon is a positive sign that Morrisons has already envisioned the possibilities of online shopping, and COVID-19 has only increased online sales. 
Further opportunities are available in clothing, appliances and homewares. More and more supermarkets are presenting themselves as more than just food and drink stores, expanding their offering to affordable clothing and household products. Morrisons has done well to launch their clothing brand, building on that and looking into to other areas will help them attract more customers. 
As we move into a more digital environment, there is an opportunity for Morrisons to either build up an internal IT team, who will be responsible for bringing in innovative technology and discovering ways to sell items, or to consult an IT firm to review the internal and external IT strategy for future growth.  
Threats:
Morrisons needs to closely watch its rivals such as Tesco, Asda and Sainsburys, Aldi and Lidl are also becoming very competitive recently.
Brexit may affect businesses due to business rules and regulations changing from January 2021 (The UK Government, 2020).
Covid-19 is also a threat, measures must be taken to deal with the safety of customers and colleagues, such as extra equipment, temporary workers due to covid affected colleagues.  However, Morrisons has actually seen a rise in sales due to customers panic buying and ordering food online. Overall profit has been lower due to the cost of precautionary measures Morrisons has taken (BBC, 2020).
[bookmark: _Toc57055973]External Environment Tool: PESTLE Analysis
PESTLE is a technique is used to analyse external (Macro) factors which affect the organisation. PESTLE highlights six environmental factors: Political, economic, social, technological, legal and environmental (Johnson, G 2013).
PESTLE Grid 


[image: Pestle Analysis Examples to Unlock Business Growth]
Source: Advergize.com
[bookmark: _Toc57055974]PESTLE analysis of Morrisons
Political:
In the UK, a recent vote was held to leave the EU, called Brexit. The conservative government was in favour of leaving the EU, whilst others such as the Liberal Democrats were in favour of remain. The impact of big political decisions such as leaving the EU can impact organisations such as Morrison’s in various ways, one of these is an increase in the price of goods. In a recent interview, the CEO of Morrison’s warned that imposing tariffs on goods coming from Europe would result in consumers paying more for their shopping (Butler. S, 2020).
Economical:
Several economic factors play a part in the success of a company, these include: unemployment, inflation, interest rates and the cost of living. The UK economy fell into recession, where two successive quarters of Gross Domestic Product (GDP) decline occurred since April 2020, mainly due to the coronavirus pandemic. Brexit has created uncertainty in the UK’s economy moving forward into 2021, a study carried out by the united nations predicts that if the UK does not get a trade deal with Europe, the exports from the UK may drop by 14 percent, which is the equivalent to $32 billion (The London Economic, 2020), an organisation such as Morrisons will undoubtedly be affected by a decline in the UK economy, as there may be higher levels of unemployment, meaning fewer sales.


Technology:
New technology is rapidly changing the way businesses operate. Recent advancements have led to automated payments, understanding customer requirements better using customer data models and targeted marketing using analytical software (Trainor, et al 2010).
If we consider the history of Morrison’s, the organisation started as a simple market stall and then developed into a national supermarket and household name. The online store was launched rather late in 2013, utilising existing technology by Ocado (Morrisons, 2020) In comparison, the other big supermarkets were already exploiting and taking advantage of the growing online customer base (BBC, 2013).
Social:
Society is constantly changing, and new challenges, priorities and cultures are constantly evolving which affect organisations and how they operate. More and more people are now preferring to shop online rather than instore, this may have been exasperated due to the nationwide lockdown, however some big supermarkets such as Waitrose are suggesting that high volumes of online shopping will continue to be the case going forward (Retail Gazette, 2020).
Morrisons is not lacking in understanding the potential of online shopping and customer attitudes to buying online, and they have partnered with Amazon, the world’s largest online retailer. Through the partnership, they are expecting to cater to the growing pool of online customers who want hassle free shopping from their comfort of their homes. (Morrison’s Corporate, 2020).
Legal:
Legal can cover a wide range of topics: for example, labour, environmental and consumer regulation; taxation and reporting requirements; and rules on ownership, competition and corporate governance (Johnson, G et al 2013).
As mentioned earlier, Brexit will bring new legal challenges for many organisations. The chief executive of Morrison’s predicts a rise in food prices should tariffs be imposed on import and export of produce to and from the EU (EuroFresh Distribution, 2020).
Environmental:
Environmental or ecological relates to things such as green energy, climate change, carbon footprint and the impact large organisations have on the environment (Johnson, et al 2013).
Social attitudes to how large organisations respond to the growing concerns around climate change and eco-friendly business models, are driving more and more businesses to adopt strategies which prioritise the environment.
Morrisons has adopted the UN global sustainability development goals (SDG’s) and have laid out their commitments to meet them. One of the primary areas mentioned is reducing plastic waste. Morrison’s aims to make all of their own brand plastics recyclable by 2025 (Morrisons Corporate, 2020).
[bookmark: _Toc57055975] Porter’s Five Force
Porter five force was introduced by professor Michel E Porter in 1979. This technique is useful to understand company’s current competitive strengths and position as well as shaping their future plan. 
The five components are: Threat of new entrant, threat of substitute products, bargaining power of supplier, bargaining power of the buyer and rivalry among existing products.
Five Force’s Matrix 
[image: Porter's five forces template - Free PowerPoint Templates]

Source: YourFreeTemplates.Com
Threat of new entry:
The new entrant threat is low for Morrisons as there is a high entry barrier, because to emerge into the retail sector, a company needs to invest a huge capital, build brand loyalty, adhere to government policies, licencing and legal requirement. A few recent supermarkets have still emerged despite the threat of a new entrant being difficult, an example is Aldi which began trading in the UK in 1990 and then going onto open its 890th store by September 2020 (lovemoney.com, 2020).  
Threat of Substitute product:
Most of Morrison’s food is prepared in store and they are reasonable in terms of price, so it can be said that threat of substitute is low.  
A possible threat could be new products being introduced by supermarkets which morrisons may struggle to keep up with. An example of this could be new ranges of international foods which supermarkets such as Tesco and Lidl are stocking. Tesco launched products which are aimed at the ethnic communities which make up Britain, a special aisle called, “World Foods” was dedicated to areas of higher ethnic proportions (Retail Gazette, 2014).
Bargaining Power of supplier:
Morrisons have many suppliers who supply food, vegetable, fish and meat, most of their suppliers are British. This means that the suppliers have less power over price and so their bargaining power is low. Morrisons also produces their own brand, with half their fresh produce being made by themselves, meaning the suppliers are directly controlled by Morrisons, who can ensure quality and prices remain low for consumers. 
Bargaining Power of Buyer:
Understanding customers buying habits is essential as customers look for quality products quality at low prices, by comparing different companies and products. In retail sector there are many companies offering the same products, therefore customers have many options to choose. The demand for lower priced items has risen due to the UK falling into recession (BBC, 2020), customers will now be looking to save money as difficult times may be looming ahead. Therefore, the bargaining power of the buyer is high.
Rivalry among the existing Competitors:
Rivalry among the existing company becomes high when there are many competitors in the market.
Morrisons has a few rivals such as Tesco, Asda, Sainsbury, Aldi and Lidl and some of these are big in size and have more market share then Morrison. Some products are their own brand but many products are the same, they can cut their price to attract customers. So, the rivalry among the competitors is very high. Morrisons is currently the 4th largest supermarket in the UK, with Tesco being the biggest (KantarWorldPanel, 2020).
[bookmark: _Toc57055976]Section Three: Stakeholders 
Stakeholder Analysis: 
Stakeholder has many definitions.  a person or group that has an investment, share, or interest in something, as a business or industry. (Business Dictonary,2020). According to Ed Freeman (1984), stakeholder is ‘’any group or individual who can affect or affected by the achievements of the organisation’s objectives’’.  
The stakeholders can be internal such as people who work in the organisation or external such as customers, suppliers, government and other agencies who have an interest in the organisation. 
To prioritise the stakeholders, a power interest Grid is useful as this will give an idea of their influence and power. The people who have high power and high influence would be closely managed, whereas low power and low influence people would just be informed.

[bookmark: _Toc57055977]Stakeholders of Morrisons and their Influence: 
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The above grid indicates the key stakeholders of Morrisons and how to engage with them. different departments have higher levels of engagement with different stakeholders, for example the customer service division will deal more closely with customers, whilst the finance department would work to satisfy the investors and shareholders.  
High power and High interest 
As a retailer, Morrisons needs to ensure the customers are happy if they want sales. Because there are other options available to the customers, if Morrisons fails to meet the needs of the customers, then they may lose these customers to their competitors such as Asda. 
Employees can also be counted as a high power, high interest stakeholder, as they essentially create, deliver the products which the customers consume. Morrisons employs specialists in areas such as bakery, butchery, fish etc. ensuring employees are happy is important, if they lost or antagonise their employees, then customer service and even quality of produce may suffer, resulting in losing customers. 
Shareholders own the company, if they are not closely managed then they may decide to sell their shares. The Chief Executive Officer (CEO) and the board can be replaced if the company is not doing so well, however shareholders often have large investments in the company, so losing one shareholder can be very disruptive to the business. 
High power and lower interest 
The government is a high-power stakeholder who may not necessarily be interested in the day to day operation of Morrisons. The Government expect Morrisons to positively contribute to a number of their environmental and societal agendas, engage with formal enquiries and adhere to legislation (Wm Morrisons Plc, 2019/20).
Low power and high interest 
Suppliers have a high interest but may not hold high power. Morrisons works closely with their supply chain to ensure fresh produce is available for their customers. Another distinguishing feature that Morrisons has is that they control the supply chain in many of their fresh produce and all of their meat, this allows them to maintain a high level of quality and deliver some items cheaper that their competitors. However, it should be noted that suppliers can be replaced or financial penalties administered to them if they underperform or fail to deliver. 
As Morrisons is one of the biggest supermarket chains in the UK, NGO’s are also invested in the work that Morrisons does. An example of an NGO is WRAP, who work with organisations to advise and support initiatives such as food redistribution. Morrisons have been recognised by WRAP for running a food redistribution scheme at 100 of their stores, this helped lower food waste, which is a core goal for WRAP (WRAP, 2020).
As there are other supermarket chains in the UK who sell the same type of products as Morrisons, they can be classed as high interest, but low power. Competitors such as Asda, Tesco, Sainsburys will compete with Morrisons to gain more customers, therefore Morrisons should ensure they have a robust strategy in place for pleasing customers over their competitors. 
Low power and low interest 
The stakeholders with low power and low interest are the communities in which the stores are present. The main concern of the community is for Morrisons to be a good neighbour, act responsibly and listen to their needs (Wm Morrisons, 2019//20). 
Sometimes the media may become interested in Morrisons for various reasons. During the coronavirus period, the media closely monitored the policies supermarkets put in place. It is important for supermarkets to monitor the activities of the media, so that customers see the organisation in a better light and to avoid reputational issues.
[bookmark: _Toc57055978]Section Four: Strategy Evaluation and Recommendation
[bookmark: _Toc57055979]4.1 SAFe Analysis (also SAF)
The Suitability, Feasibility and Acceptability is a good way to evaluate a company’s strategy. (Johnson, G., and Scholes, K. (1997). Below is an analysis of 3 strategies: 
	Strategy
	SAFe Analysis

	A: Introduce a product line which sets Morrisons apart from their competitors. An example would be a fully carbon neutral, organic range of food
	Suitability: Morrisons roots lie in market trade, and they are proud ambassadors of fresh produce which is locally sourced. They also have commitments to become plastic free across many of their products, as well as lower their carbon footprint as part of the UN SDG’s. 
Feasibility: will be tough to Implement, given that organic produce is generally difficult to grow. However, Morrisons has a good relationship with their supply chain, so it may be possible to convert some of their farms for producing the organic, carbon neutral range of food. 
Acceptability: may be questionable, as Morrisons not only intends to sell fresh, quality produce, but also to offer them at a low price. If there is enough customer demand for such a product, then the acceptability of introducing such a range may rise.  

	B: Disruptive technological innovation – the introduction of Robots to deliver and pack items for customers 
	Suitability: Introducing robots into the workforce may boost productivity in Morrisons. More and more organisations are exploring the power of Artificial Intelligence, there is massive potential for robots to carry out laborious jobs which would be difficult for people to do for long periods of time.
Feasibility: Robots and AI are still fairly new, the cost of such highly advanced robots will be very high. Some of the roles may require specialist knowledge, which a robot may not be able to carry out. 
Acceptability: introducing robots is a moral dilemma as well as a corporate move away from Morrisons core offering, which is skilled people who are food makers. There is a potential to boost productivity, but this will result in job losses, which would mean losing experience and the general sentiment of employees.  

	C: Creating a data driven culture, which focuses heavily on customer requirements
	Suitability: Organisations are learning about the power of data, the data driven decision making model is unfolding new possibilities in how data is collected, analysed, processed and how decisions are made. 
Feasibility: Morrisons can invest in procuring a data analytic software which can process and discover trends which may not be visible with their current strategy. There are options for such analyses to be carried out by third party companies, such as PWC. However, it is worth noting that the acceptability can be dependant on General Data Protection Regulations (GDPR).



[bookmark: _Toc57055980]4.2 Kurt Lewin’s Change management model 
Based off the SAF analysis, if strategy B is to be implemented, it is important to understand the obstacles and support the strategy may receive. Kurt Lewin’s change management model has 3 stages: Unfreeze, Change, Refreeze. There are also factors such as driving forces, restraining forces and equilibrium, which is the present state before change occurs (Kaminski, 2011).
Introducing robots and AI to speed up productivity in Morrisons is likely to receive a negative reaction from the workforce, there could be a perception that job losses will ensue. Workers right groups will also oppose the idea of employing fewer staff, and NGO’s may argue that robots will require more energy and power, increasing carbon footprint, these will become the restraining forces, and a lot of effort and planning will need to go towards shifting (unfreezing) the culture and mindset of workers.  
During the change, management at Morrisons will need to heavily sell the benefits and convince shareholders, customers. New processes, ways of working will need to be considered due to reduced expectations of employees, some of these will become driving forces, as shareholders may see the value of having robots in the workforce. One equilibrium has been reached, Morrisons will have to roll out training, guidance for staff on how to operate going forward. 
Given that robots are still novel and Morrisons employs many skilled workers, with their beginnings based as a market stall, it is likely that the restraining forces will be greater than the driving forces to employ robots, therefore, this strategy is highly unlikely to succeed in the current climate. 
[bookmark: _Toc57055981]4.2 Ansoff Matrix 
The Ansoff matrix is a tool which explores 4 different options for an organisation, and the risk involved with each option. Each time a strategy moves into a new quadrant, the risk increases (Mindtools.com, ND).

[image: ]Image 1 Source: Mindtools.com


Market Penetration
By building on the strengths discussed in section 2 of this report, Morrisons can continue to offer fresh produce which is locally sourced in the UK. This option is the safest of the 4 quadrants, as Morrisons is already established as a strong producer and retailer of fresh groceries. 
Product development
This is slightly riskier for Morrisons, as they will need to explore new products. Their nutmeg clothing is an example of product development, this did not land very well, with only 2.7% of UK clothing shoppers buying. In comparison the other supermarkets performed a lot better with their clothing ranges (Global Data Retail, 2019). 
Market development 
Morrisons may decide to expand into new markets, such as the European Union or other markets. This would open up vast opportunities for them. Aldi and Tesco have already ventured into other markets and increased the size and operation of their respective organisation. 
Diversification
Introducing a totally new product into a new market would prove to be the riskiest option for Morrisons. The clothing range is already underperforming in the UK market, introducing it to a new market may incur huge losses. 
[bookmark: _Toc57055982]4.3 Further Strategy Analysis and Recommendations 
Certain aspects of the Morrisons strategy is agreeable and likely to perform well into the future. The focus on sourcing fresh, local produce is a good choice, given that more customers are choosing to shop, “made in Britain produce”. 
Morrisons is also prioritising technology going forward. They have been slow adopters of growing trends such as the power of online shopping, but they have now added this as their 7th strategy under, “Naturally digital”. The partnership with big organisations such as Ocado and Amazon, will prove to be useful in the long term, allowing them to capitalise on the growth of both organisations. Amazon alone is now worth $1.4 trillion, with explosive growth during the coronavirus pandemic (Forbes, 2020). If Morrison’s continues to foster good relations with Amazon, they may be able to share in unprecedented online grocery sales in the UK in future. As we move more into a technological world, there are further opportunities for Morrisons to really capitalise on new innovative software, tools and services. Some companies are looking into the use of drones, Artificial intelligence, data driven decision making, advances in social media and customer insight management tools. Morrisons should also consider how they can take advantage of the digital revolution. Tools which help retailers understand their customers better, and provide them with a better experience will become more necessary as the competition becomes very demanding (PWC, 2018).
As part of Morrisons strategy, they are increasingly stocking more of their own branded goods, which are mainly produced in the UK. Because they control the whole supply chain for their own branded goods, they can retain quality and lower prices as much as possible. However, competitors such as Aldi and Lidl are still cheaper than Morrisons. This is an area that Morrisons should really look into, if the economy crashes post Brexit, more and more shoppers will search for the lowest prices, and this may lose Morrisons customers to stores such as Aldi. One way that Morrisons can bring down their prices is by adopting more private label products and cutting down on branded goods. By analysing Aldi’s business model, there are a number of other strategies Morrisons can adopt, such as: Using energy efficient lighting, reducing shop opening hours, reducing decoration and smart shelving. These changes, can see savings being made, which would result in overall costs of produce going down (Taste of Home, 2020).
Morrisons is also focusing on the UN’s Sustainable Development Goals (SDG’s). This is a good choice, as this will prove popular with people who are advocates of things such as climate change, lowering food waste and human rights. Making commitments to lower plastic waste and introducing electric charging points will raise the general profile of Morrisons and resonate with Shoppers who have these causes close to their heart. One particular strategy which may work very well is the, “too good to go” scheme where any items nearing the expiry date is offered at a discounted rate. Not only is the scheme offering lower prices, it is also helping Morrisons lower their food waste (Wm Morrisons Supermarkets Plc, 2019/20).
Customer benefits and promotions is an area which Morrisons should review in more depth. The Morrisons More card has not landed very well, the point-based customer loyalty card was not very popular with shoppers due to the miserly benefits gained. By formulating a better loyalty scheme, Morrisons may retain customers for longer.  A suggested approach would be to provide weekly discounts on popular products, these could be made available to customers who have reached a certain milestone in their points. For example, if a customer reaches 5,000 points, they would receive a few weekly offers, and if someone has reached 20,000 points their weekly offers would be better. Another idea could be to have a cashback system, so shoppers receive a percentage back from their shopping every time they shop at Morrsions. 
Morrsions is investing in developing their staff, they have promised £2 million pound in funding for farming apprenticeships, reducing the managerial roles and increasing customer facing roles and allowing more and more staff to complete apprenticeships in specialist crafts such as, butchery, bakery and fish mongering. One of the key areas and also tied to the origins is the Market street food they offer. Employing specialists in these areas is a priority for Morrsions going into the future. There are also local partnerships with schools, which resulted in Morrisons being voted the top retail employer for school leavers in 2019 (Wm Morrison Supermarkets PLC, 2019/20).  
[bookmark: _Toc57055983]Conclusion
Morrisons is aware of the growing trends and priorities which matter to their stakeholder and have implemented a number of strategies for the continued growth of the organisation. Their humble origins lie in their market produce, they have continued to stay true their beginnings by continuously improving their produce, skilled food producers, working with local suppliers. 
The analysis carried out in section 2 as well as exploring the requirements of the stakeholders showed that Morrisons is well aware of growing market trends and has a somewhat robust strategy in place. As retail is a very competitive market, it is becoming more difficult to attract customers. Factors such as Brexit, the COVID-19 pandemic, Climate change and digitalisation are pushing Morrisons to leave their comfort zone, and identify ways to engage with their customers and communities.
Stakeholder power, interest and requirements were reviewed in section 3 of this report. The customer was identified as one of the strongest stakeholders, as they are the one purchasing goods. Another stakeholder who held high power and interest were the workers. 3 proposed strategies were reviewed using SAF, and one was analysed further using Lewin’s change management model, it was discovered that the strategy to incorporate robots into the workforce would not be favourable for workers. 
The current strategy was critically analysed and evaluated. following this, proposed strategies were drawn out, which emphasise on continuing certain actions and considering new courses of action.
By using a mixture of the strategies analysed in section 4.1 and the recommendations in section 4.3, Morrisons may flourish further. Key things to consider include; investing more heavily in the digital strategy by considering Artificial Intelligence and advanced customer requirements gathering tools, continuing with the endeavours to become a more eco organisation by following the UN’s SDG’s, continue growing their range of British sourced foods whilst also exploring international foods for the ethnic customers, and  introducing more of their own branded products to drive down costs. 
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