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[bookmark: _Toc89526969]Introduction 
This assessment has prepared to discuss the marketing activities of John Lewis & Partners to understand the impact of COVID 19 on the business operations. Due to the global pandemic and lockdown situation across the globe, the external business environments of Lewis & Partners have been affected greatly along with other businesses. The impact of COVID 19 has fallen on internal capability, external forces, competition, consumer behaviours, sales, promotional strategies, supplier management, etc. This assessment has traced the changes in the marketing activities of Lewis & Partners. The PESTEL and Porter’s Five Forces Model have been applied to analyse the micro and macro environment of Lewis & Partners. The marketing mix and the STP have also been analysed to know how these strategies have been changed or modified due to the COVID 19. John Lewis & Partners is a high-end brand of departmental stores that sells general merchandise including home appliances, clothing, menswear, womenswear, furniture, electronic items, beauty items. It was founded in 1864 by John Lewis in London. It is currently operating 53 outlets in Great Britain. Approximately 38,100 employees are working under John Lewis. In 2020, the company earned £243 million as its operating income.
[bookmark: _Toc89526970]Marketing defined 
According to Diploma in Marketing, “Marketing is the managerial process that is responsible for the identification, anticipation, customer satisfaction through profitable actions. Marketing is both a social and managerial process of creating and offering value to meet the needs of society, individuals or groups. Kotler and Armstrong (2013) added that managing profitable customer relationships can be defined as marketing. Marketing involves the planning of the distribution, pricing, and promotion of ideas, goods, service to a group of people or individuals for creating value.


[bookmark: _Toc89526971]Marketing process 
According to Palmatier and Crecelius (2019), the marketing process involves several phases that involve setting the business mission, conducting situational analysis, formulation of the marketing strategies, developing a marketing mix based on the marketing strategies, and controlling the marketing actions. John Lewis’ business mission is to become the leading brand for providing high-quality home appliances, clothing and other necessary products to the customer segments at a reasonable price. After setting the mission statement, John Lewis tends to conduct the situational analysis through PESTEL analysis, SWOT analysis, VRIN analysis, etc. so that the company can be informed of its internal and external forces and their impacts. After conducting the situational analysis, John Lewis tends to set some SMART objectives considering the situations or the opportunities found in the environmental analysis. 
[image: Here&#39;s How the Marketing Process Works | Smartsheet]
[bookmark: _heading=h.3znysh7]Figure 1 Marketing Process
Source: Deepak and Jeyakumar (2019)

To attain those objectives, John Lewis developed various strategic and tactical strategies such as market segmentation, targeting, positioning, growth strategies. Kotabe and Helsen (2020) stated that based on the marketing strategies, the marketing mix elements such as product, place, price and promotions are designed accordingly. In the last phase of the marketing process, the company tend to monitor the results and compare them with the standards. If it is found differences, the company tends to take corrective actions.
[bookmark: _Toc89526972]Micro and macro environmental analysis 
According to Hutt and Speh (2021), the microenvironmental analysis is conducted to assess the strengths, weaknesses, threats, opportunities, resource capabilities of the company, competitive pressures, consumer behaviour. On the other hand, macroenvironmental analysis is conducted to determine the impact of the external forces such as the effect from the political situation, national economy, social system, technological elements, legal restriction and ecological responsibilities. The SWOT analysis is widely conducted to determine the company’s internal situation. The major advantage of SWOT analysis is that company can be informed of its strengths and weakness in terms of the external business opportunities and threats cost-effectively. Adams et al (2019) stated that the disadvantage of SWOT analysis is that it highly prioritizes on historical data such as initial capital, brand image etc. On the other hand, PESTEL analysis is conducted to define the external situation of the business environment. The major advantage of this model is that it can address the impact of the external forces separately but the major disadvantage of PESTEL analysis is that some of the external situations of the traced through the assumptions.







[bookmark: _Toc89526973]PESTEL analysis 
Political factors 
The political stability index in the UK is .60 which is quite favourable. The political relationship of the UK has been improved with numerous countries due to the supply of vaccines of COVID 19. During the pandemic hour, the political situation was further favourable as no parties continued any form of the political movement. According to Rust (2020), the favourable political situation facilitated John Lewis and other companies to continue their businesses through online delivery. However, the exact impact of COVID 19 on Lewis cannot be traced exactly because the long-awaited Brexit was executed just before the pandemic situation. However, the overall political situation of the UK is favourable for doing business even after the execution of Brexit, the US presidential election and the COVID 19 pandemic effect.
Economic factors 
The UK economy was badly affected by the COVID 19 pandemic and lockdown situation because the GDP was decreased by 3.10% which has never been experienced in the last 50 years. Economic depression has been noticed during the lockdown period because almost 97% of the businesses had to stop their business activities along with John Lewis as stated by Park (2020). After the post-pandemic period, the disposable income and the average spending capability of the UK people have been decreased significantly as the sales of the high-end product have been dropped by 30%. The national interest rate of the UK has been reduced to support business organisations. Due to the lower interest rates, the supply of money in the country has been increased which has caused 4.2% increase in the inflation rate.






Social factors 
According to He and Harris (2020) In the UK, the number of millennial groups represents 41% of which more than 96% of the people tend to have social media accounts and internet activity. People have started to spend more time on social media and have become aware of using brand items. The COVID 19 situation has significantly changed consumer behaviour because people become more aware of social distancing and cleanliness. The clothing and the other product selling companies have now to make arrangements for health safety and cleanliness through disinfection and sanitisation system which has raised the business cost. However, accessories and apparel selling companies have a new business opportunity to produce various functional and stylish masks and protective equipment.
Technological factors 
The innovation diffusion rate is higher in the UK due to having high priority on the innovation. Both the manufacturing and retail industries rely heavily on technology and innovation. Due to the COVID 19 pandemic, the use of artificial intelligence has been increased in all sectors to reinforce social distancing. The drone delivery has been started experimentally by the biggest online retailer Amazon which will be followed by other companies very soon. Hole et al (2018) stated that high use of social media facilitates the interchanging of data which improves the innovation capability. More than 70% of the UK based companies including John Lewis tend to use the EDI system to create integration among their entire supply chain.
Ecological factors 
According to Fill and Turnbull (2019) geographically the UK is located in a coastal area for which the country has a relatively high risk of facing natural calamities such as floods, cyclones etc. which negatively affects the business environment. The UK government has reinforced both the national and international companies to use local materials and contents in their production system.  The increased sustainability awareness among the UK people has reduced the consumption of non-renewable energies and increased the adoption of the eco-friendly production system which has increased the business cost especially for the clothing and other forms of manufacturing companies. After the COVID 19 situation, people become more sensitive regarding environmental protection and healthcare issue.
Legal factors 
The business legislation in the UK has become stricter for EU companies after the Brexit execution. The local companies of the UK are being protected through new regulations and laws. The consumer right act and the employment act have become more active after the COVID 19 pandemic because so many issues have been identified during the lockdown situation. Hoekstra and Leeflang (2020) depicted that the equality act has been reinforced regarding the compensation policies because thousands of employees have complaints against companies that they were terminated forcefully. The legislation and the regulations of the trade union for the large companies have also been revised which caused the business to spend greater on employee management.













[bookmark: _Toc89526974]Porters 5 forces analysis 
According to Sayyida et al (2021) Porters Five Forces model is a framework or analytical tool for the business through which marketers can detect the industry attractiveness of a selected industry. Through this model, the threats from the competition, customer, suppliers, substitute product and the new entrants are analysed for a particular industry. 
Threats of new entrants 
In the high-end retail industry of the UK, the threats of new entrants are relatively low because no new players can enter this market with minimal capital formation. The high-end retail sector of the UK has become more competitive than ever due to the information power for which currently the retailers are following the oligopoly market structure. Byrne et al (2020) depicted that the new entrants cannot survive without acquiring the economies of scale for which companies need to invest high capital and to go for large production which is risky for a new entrant. After COVID 19, the supply of money has been reduced in the market for which the companies are not moving for the business expansion or investing in a new business in the retail industry.  
Threats of rivalry
The threats from the competition are very high in the retailing industry in the UK because the market players are following the oligopolistic market structure. The major competitors of John Lewis in the UK are Debenhams, Mark & Spencer, Asda, who are selling similar types of products at competitive prices. Mark & Spencer hold 17% market share and Asda holds 13.5% market share whereas John Lewis has only 11.2% market share in the UK region as stated by Kim (2020). The company’s strategies and movements are highly influenced by the competing brands’ actions. The local fashion retailers are becoming stronger after the Brexit execution as the EU companies are withdrawing their activities. After the COVID 19 situation, the competition in the retail industry has increased due to having less demand in the market.



Threats of a substitute product 
The threat of substitute products for John Lewis is always high because various companies are selling similar products at lower prices. Consumers are now getting home delivery services from various local entrepreneurs. Some of the companies import similar quality products at a lesser price. After the COVID 19 situation, the customers' behaviour has been shifted as they now tend to shop online other than offline purchasing. According to Sharma and Jhamb (2020), while browsing for John Lewis’s product online, people often are driven by the other substitute product due to having clutter promotion and advertisements. The social distancing habit formed due to the COVID 19 have changed the consumer perception and purchase behaviour as the selling funnel has now become longer and the consumers tend to take time in deciding for the purchase. 
Bargaining power of suppliers 
The threat from the bargaining power of supplier was less for John Lewis before COVID 19 pandemic because the company tend to have a large supplier base. The company tend to have the power to set the product price, quality, and quantity. After the global pandemic, the governmental ban has restricted many of the global suppliers of John Lewis to shipping the product. According to Roggeveen and Sethuraman, (2020) now, John Lewis has to gather the ingredients and raw materials from a limited number of importers and local suppliers for which the bargaining power of the existing suppliers has increased. They tend to decide the pricing of the products and they determine the product quality in many cases. 
Bargaining power consumers 
The consumer power of bargaining of John Lewis is always high across the high because due to the high competition the switching frequency of the customer has increased significantly. The customers have now high information power and social media power for which the companies have to remain very proactive and careful about the product quality and service. Ceylan et al (2020) stated that there are no switching barriers for the customer of John Lewis for which they tend to change the brand if they are getting a better offer or better price. After the COVID 19 pandemic, the customers of John Lewis have become savvier because their spending capacity has been reduced for which they are pressuring the company to reduce the price without compromising the quality. 
[bookmark: _Toc89526975]Segmentation, targeting and positioning 
Segmentation 
According to Liu and Rabinowitz, (2021) market segmentation is parting or dividing the large market into small achievable units so that the marketers can better address the consumers’ needs. The segments are defined based on the common characteristic, needs and consumption behaviour. John Lewis follows all the four segmentation variables; demographic, psychographic, geographic and behavioural. During the pandemic situation, John Lewis had limited the market segment number especially it tends to target fewer geographic segments. Other than attending the offline customer segments, the company had focused only on the online customer during the COVID 19 period. Hutt and Speh (2021) stated that the demographic segmentation variables have also been limited during the pandemic hour. The behavioural segmentation of John Lewis has been increased because the people seeking eco-friendly products have been targeted more broadly during the pandemic situation. To minimise the business cost during the pandemic situation, the childrenswear and the gift item segments were closed. The psychographic segments such as the consumer groups with different personalities, perceptions and values have not been considered while selling products online during the pandemic situation. However, there were not many changes in the major demographic segments such as the customer groups based on age, gender, but there have been changes in the social class groups because other than following only the high-end groups, John Lewis tends to sell its product to the middle and upper-middle class during the pandemic hour.
Targeting 
Rust (2020) opined that market targeting is the selection of one or more profitable segments from a large number of customer groups because the marketers of a particular company cannot target and satisfy the needs of all the customers. In the targeting strategy, John Lewis made no such changes during the COVID 19 because they followed a differentiation targeted strategy for attracting different segments as it used earlier. The target market of John Lewis was narrower during the pandemic hour because the greater number of customers cannot be attended with the limited online delivery services during the lockdown. The people that were located near the outlets of Lewis were targeted and served that time.
Positioning 
According to Park (2020), market positioning is occupying a distinct image in the mind of the target consumer groups based on different attributes, features, characterises compared to the competing brands. John Lewis has positioned itself as the high-end brand with premium pricing so that the consumer can perceive that John Lewis provides a high-quality product at a high price. However, during the pandemic hour, the company tried to imply in all its communication channels that the company provides greater support to the consumers and care for the customers' health for which the company gave the home delivery services during the lockdown period. 
[bookmark: _Toc89526976]Marketing mix strategy 
Product 
He and Harris (2020) stated that the product can be defined as anything of value that has the ability to meet the demand of individuals or groups. The company usually sells a wide product line including home appliances, clothing, menswear, womenswear, furniture, electronic items, beauty items. During the COVID 19 pandemic hour, its product line has been limited as the childrenswear, gift items and some accessories products were not available. During the pandemic, the company focused more on the service and the quality of the product. The company gives 24-hour support through chatbots and company websites. The brand label, product design and features of the product were the same and no changes have been made. The brand positioning has been changed as the company implied its position as a supporting brand during the pandemic.
Price 
Hoekstra and Leeflang (2020) depicted that pricing is the amount of money charged by the company or marketers in exchange for value. There have been significant changes in the pricing strategy of John Lewis during the pandemic hour because due to the fall in the demand, the company followed discount pricing. Although the company charges a premium price, during the lockdown it lowered its price almost for all products for which the middle-income group people could also afford the product. In the case of home delivery during the pandemic, the company tend to give free home delivery service but after the lockdown, the company adds delivery charges to the list price of the product. 
Place 
According to Sayyida et al (2021) Place refers to the distribution of where and how the product will be made available. John Lewis usually distributes its product in the UK, Australia and some selected European countries through 53 outlets. The company had to stop all the stores during the lockdown in the UK and started to sell limited products through online stores. Currently, the company is following the exclusive distribution strategy because the stores of John Lewis are located to only in the hotspots of the major cities across the UK, Australia and other developed countries. The company always follows the market pull strategy because it never pushes its customer to purchase its product rather its tries to create demand for the high-quality luxury product so that the consumer themselves order for John Lewis’ product.
Promotion 
Byrne et al (2020) stated that promotion is the marketing activity through which the company communicate with its target market. There has been noticed a huge change in the promotional strategies of John Lewis because the company had reduced giving the corporate ads during the pandemic hour. The company used television, social media, the internet, radio for giving awareness creating messages regarding COVID 19. Immediate after the lockdown, Lewis tends to give informative ads to inform its consumer that the stores of John Lewis have been reopened. During the lockdown, the promotional spending of John Lewis was dropped by 70% which helped the company to reduce the extent of the loss. At that time more than 90% of advertisements were given through digital platforms and social media including Facebook, YouTube etc. 





[bookmark: _Toc89526977]Conclusion and recommendations
John Lewis had to change its several marketing strategies due to the changing environment caused by COVID 19 pandemic. It has been found that the UK political situation is favourable for the business of John Lewis. Due to the down economy, the sales of John Lewis were greatly affected during the pandemic. The number of social media users and the millennial group has increased. The UK is technologically very sound and production-based organisations rely heavily on innovation and technology. The laws regarding environmental protection, employment act and the consumer rights act have become stricter in the UK. To adapt to the changing marketing environment, the company has changed its several marketing strategies including pricing strategies, distribution strategies, promotional strategies etc. 
Recommendations 
Adopting omnichannel strategy 
John Lewis should introduce the omnichannel distribution system so that the target customer can see and purchase using both online and offline channels. The omnichannel will allow the consumers to see the product through one channel and to buy from the other channel of the same company.
Utilising integrated marketing communication (IMC)
John Lewis must integrate all of its promotional tools, media, channels and messages so that the target consumers can get the same information about the brand. The media should be arranged in a manner so that it can ensure the maximum reach to the selected targets.
Ensuring safety issues in the offline stores 
To reinforce the social distancing issue, John Lewis should provide hand sanitiser and mask at the time of the entrance of the customers. The company should rearrange it ails in a manner so that the customers can maintain distance from one another.  
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