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[bookmark: _Toc129970179]Introduction 
The significance of marketing to a company's bottom line is difficult to exaggerate. The role of the marketing department is to inform customers about the goods and services offered by the company (Kotler et al., 2017). Product management, advertising, economics, and distribution are just few of the many responsibilities placed on the shoulders of marketers. When a product or service is marketed, it is done so with the intention of fulfilling the needs and wants of the target market (Kotler et al., 2010). 
This report will be prepared focusing on different aspects of marketing. Firstly, marketing process stages will be discussed and demonstrated. Secondly, different macro environment analysis such as PESTEL, Porter Five Forces Model will be applied to assess the selected company. Two different strategies will be chosen and applied on the selected company using Ansoff Matrix. In this report, the author has selected John Lewis & Partners to accomplish the report perfectly.


[bookmark: _Toc129970180]Definition of Marketing 
There are various famous definition of marketing available. Some of these are provided here.  According to the definition provided by the American Marketing Association, "marketing is the activity, collection of institutions, and procedures for generating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large". Again, the definition of marketing is that it is the "science and art of discovering, developing, and delivering value to meet the needs of a defined market at a net profit (Kotler, 2016). Besides, as defined by the American Marketing Association, "marketing is the process of recognizing, anticipating, and meeting customer requirements and wants through the development, promotion, and distribution of goods and services". Moreover, "Marketing is the science and art of persuading customers to accept your point of view and, if they already do, to solidify that view" (Godin). Furthermore, "What marketing is not is the practice of coming up with ingenious ways to get rid of a product. It's the science of providing real worth to your customers (Kotler, 2012)”.


[bookmark: _Toc129970181]Definition Marketing Processes 
The marketing process is the series of steps a company takes to introduce, improve, and ultimately sell its goods and services. It's a methodical procedure that begins with determining what people want and ends with a sale of the advertised goods.
What follows is a breakdown of each part of the marketing procedure:
[image: Marketing Process: 5 Steps of Marketing Process]
Market Research
Market Research Knowing what kinds of goods and services will appeal to a specific demographic requires studying the buying habits of that group.
Product Development
Making sure a product is well-suited to its intended market requires investigation, design, and sometimes even testing (Aguilar, 2019).
Promotion
One want to get the word out to your target audience by way of various promotional activities. In order to do this, marketers may use many methods, such as traditional and online advertising, PR, direct marketing, and sales promotions.
Sales
The final phase of the sales process involves closing the deal with a buyer. Concluding the sale may require direct contact with the customer, the use of the Internet, or some combination of these methods (Aguilar, 2019).
Customer Retention 
The final phase focuses on keeping clients happy with the product or service they have purchased. Supporting and servicing consumers after a purchase is made are two examples of this type of activity.
Research, development, promotion, sales, and client retention are all interconnected parts of a never-ending marketing cycle. Doing this step is crucial for any company in today's market (Aguilar, 2019).  ​
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Situational Analysis
An in-depth analysis of the current market, the industry, the targeted audience, and the competition is the first step in the implementation of any marketing strategy that is designed to be effective. It makes it easier to identify possible openings and closings in the market, which in turn makes it easier for owners and managers of businesses to devise a plan that will be successful (Chaffey and Chadwick, 2016).
Objectives
The marketing strategy of a corporation is developed in order to accomplish a predetermined list of goals. These goals, which serve as a guide for marketing initiatives and are congruent with those of the company as a whole, constitute our overall objective. A few examples of goals include sales goals, goals for brand recognition, goals for market expansion, goals for customer retention, and goals for the introduction of new products.
Strategy Defining
Establishing a firm's marketing strategy is the first step towards achieving the company's marketing objectives. The following description provides an overview of the marketing mix, which is comprised of the product(s), pricing, distribution channels, and advertising techniques selected by the firm. The marketing mix consists of various components, each of which should be accounted for in the strategy. These components include advertising campaigns, content marketing, public relations, events, and social media (Balaji, 2014).
Applying the Marketing Plan
Execution of the marketing strategy is what this stage is all about. The process includes things like making the product, pricing it, marketing it, and selling it to customers. In this phase, you put into action the aspects of your marketing mix that you determined on in the previous phase, planning.
Monitoring and Control
The strategy's success in achieving its objectives can only be gauged through constant monitoring after it has been put into action. To do this, key performance indicators (KPIs) need to be established and monitored on a regular basis. Sales volume, market share, customer satisfaction, and repeat business are all examples of measurable KPIs. Remedial actions must be taken if any of the key performance indicators are not progressing as expected (Christopher and Peck. 2012).
Assessing Performance
Here, we take a look at the data collected during the monitoring and control phase to see if our marketing strategy is successful so far. If so, the current course of action can be maintained. If it is not, changes should be made to make the plan more conducive to achieving the goals.
Making Adjustments
The marketing strategy should be revised in light of the results analysis. This may necessitate a shift in the distribution channels, pricing, and/or marketing strategy. Information gathered during the monitoring and control phase should inform the subsequent adjustments (Dib, 2018).
While formulating a successful marketing strategy, it is essential to take into account a variety of factors, including the company's advantages and disadvantages, the state of the market, an examination of the competition, and the behaviours of customers. The strategy must be adaptable enough to handle changes in the market as well as variations in the preferences of individual customers. The continuous viability of the marketing strategy in accomplishing its goals is dependent on the performance of the plan being consistently assessed.


[bookmark: _Toc129970183]Relating the Macro Environment or PESTLE Factors John Lewis and Partners 
A PESTEL study is something that may be done in order to get a better understanding of the potential affects that the outside world could have on the operations of a firm. The acronym PESTEL refers to the following categories: political, economic, social, technological, and environmental law. In this scenario, we are going to use the PESTEL model to John Lewis & Partners in order to investigate the external factors that might have an impact on the marketing strategy that the company employs.
Political Considerations
The employment policy of the government, the regulations governing international trade, and the taxes that are in place all have the potential to influence John Lewis & Partners. Because they determine both the availability of trained individuals and the cost of labour, the employment laws imposed by the government have the potential to impact the marketing strategy implemented by the company (Dunne and Rowlye, 2019). Also, governmental regulations on commerce and taxation have the potential to impact the company's marketing strategy by having an impact on the prices of items and the ease with which business can be conducted.
Economic Factors 
Growth in the overall economy, inflation, fluctuations in exchange values, and interest rates are some of the economic factors that could have an impact on John Lewis & Partners. Growth in the economy can have an impact on a company's pricing strategy as well as its marketing strategy by deciding the amount that consumers are able to spend, whereas growth in the economy can determine how much consumers are able to spend. Because changes in currency rates can affect the prices of imported and exported goods, they can also have an impact on a company's marketing strategy (vartana, 2019) . The interest rate environment can have an effect on customer behaviour, which in turn can hurt a company's revenues.
Social Factors 
The shifting demographics, lifestyle trends, and cultural customs are some of the socioeconomic influences that have the potential to influence John Lewis & Partners. There is a possibility that demographic considerations, such as an ageing population, will have an effect on the marketing strategy of the organisation by determining the target market. The company's product offerings are susceptible to change as a direct result of lifestyle shifts, such as a heightened focus on health and wellbeing. The tastes and purchasing patterns of customers can be impacted by cultural norms, which in turn can have an effect on the company's marketing strategy.
Technological Factors 
Breakthroughs in technology, increased use of automation, and engagement on social media are some examples of the technical factors that might influence John Lewis & Partners. The company's marketing strategy can be influenced by technological advancements because these advancements provide new opportunities for product creation, promotion, and distribution. Because it can affect both the production process and the cost structure, automation can also have an impact on the marketing approach that a firm employs. The use of social media can also have an effect on the marketing strategy that a company employs because it opens up new doors for the company to penetrate the market and increase its visibility among consumers.
Environmental Factors
Climate change, sustainability, and environmental laws are a few examples of the environmental variables that could have an impact on John Lewis & Partners. The effects of climate change on customer behaviour and the subsequent demand for environmentally friendly goods may have an impact on the business's marketing strategy. The production method and the price of the goods can both be influenced by sustainability, which in turn can have an effect on the marketing strategy of the company. Environmental regulations have the potential to modify a company's operations and supply chain, both of which can have an effect on the company's marketing strategy.
Legal Factors
Consumer protection laws, intellectual property rights, and data protection regulations are examples of the legal considerations that could have an impact on John Lewis & Partners. Regulations aimed at protecting consumers have the potential to impact the marketing strategy of a firm by having an impact on the advertising and promotional activities of the company. The company's ability to defend its products and brand can be affected by its intellectual property rights, which can in turn have a negative effect on the company's marketing strategy. Restrictions placed on the collection and utilisation of consumer data by an organisation as a result of data protection regulations can also have an effect on the company's marketing strategy.
In conclusion, the marketing strategy of John Lewis & Partners may be influenced by a number of factors external to the company, such as political factors, economic factors, social factors, technological factors, environmental factors, and legal considerations. As a result, it is essential for the company to perform regular reviews of these characteristics and adapt its marketing plan as a result of those reviews.
[bookmark: _Toc129970184]Relating the Porters 5 Forces model to John Lewis and Partners and stating whether each force is high, medium or low and why
The concept of Porter's Five Forces is an effective instrument for understanding the competitive environment in which a company operates. Applying this technique to John Lewis & Partners yields the following:
Threat of new entrants: Low
John Lewis and Partners is known for having a solid brand reputation, an enduring relationship with its customer base, and an established foothold in the industry. In addition, there are considerable hurdles to entry in the retail industry because of the requirement for huge initial inputs of cash, economies of scale, and established distribution networks. As a result, there is a relatively modest risk posed by new competitors (Storey and Salaman., 2017)
Bargaining power of suppliers: Medium
John Lewis and Partners works with a diverse group of vendors, ranging from those who make garments to those who provide technology goods. Although it varies from industry to industry, the bargaining power of suppliers is typically considered to be of a medium level. Despite the fact that John Lewis and Partners can use its purchasing power to negotiate lower rates and terms, the company is still reliant on its suppliers to produce high-quality goods (Kotler et al., 2019).
Bargaining power of customers: High
Retail is a highly competitive market, and as a result, customers have a wide variety of options from which to select. As a result, consumers hold a significant amount of bargaining power. In order to keep existing consumers and win over new ones, John Lewis and Partners needs to consistently provide appealing pricing options, ongoing promotions, and excellent service.
Threat of substitutes: Medium
The fact that John Lewis and Partners sells such a diverse selection of goods makes it more difficult for competitors to find suitable replacements for their offerings. On the other hand, the proliferation of e-commerce and online marketplaces has led to an increase in the availability of substitute goods and services, which in turn has led to a medium-level increase in the danger posed by substitutes (Storey and Salaman, 2017).
Rivalry among existing competitors: High 
The retail sector is one of the most competitive industries because there are a lot of different players competing for market share. Because of this, the level of intense competitive competition is very high. The traditional brick-and-mortar merchants as well as the online retailers present John Lewis & Partners with a challenge when it comes to competition. Because of the tremendous competition, the corporation is under pressure to continually innovate, to provide superior service to its customers, and to differentiate their product offerings.
Generally, the climate in which John Lewis and Partners operates is one that is extremely cutthroat, characterized by fierce competitive competition and the great bargaining power of clients. Yet, as a result of the industry's strong barriers to entry, the threat posed by new entrants is relatively low. On the other hand, the negotiating power of suppliers and the threat posed by substitutes are both at a medium level.
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The PESTEL model is a framework that may be used to analyze the macro-environmental elements that might have an effect on the performance of an organization. The use of the PESTEL model is associated with the following advantages and disadvantages:
The PESTEL model's benefits 
· PESTEL is an acronym that stands for "Political, Economic, Sociocultural, Technological, Environmental, and Legal Factors," and it encompasses a wide variety of macroenvironmental elements, covering all of these categories. As a result, it is a versatile instrument for conducting analysis of the surrounding environment (Storey and Salaman, 2017).
· The PESTEL model is a straightforward and straightforward technique that can be used to any sector or company. It is basic and easy to apply. It offers a systematic technique to studying the external environment, which makes it simple to discover prospective possibilities and risks in that area (Aguilar, 2019).
· The PESTEL model is useful for helping firms make informed decisions by analyzing the external environment in which they operate. It offers significant insights into the elements that are likely to affect the performance of the business, so helping the company to adopt plans that are both more successful and more sustainable.
The PESTEL Model's drawbacks:
· Despite the fact that the PESTEL model takes into account a broad variety of macroenvironmental elements, it may not be exhaustive enough to take into account all of the external factors that might impact the performance of a business. This indicates that enterprises might need to augment the PESTEL model with additional tools and frameworks in order to acquire a more full view of the external environment in which they operate (Storey and Salaman, 2017).
· There is a possibility that the PESTEL model is not suitable to all sectors and types of businesses and organizations. There may be a variety of external factors that are not taken into account by the PESTEL model that affect various businesses and sectors.

The PESTEL model does not prioritize the external elements that are likely to have the biggest influence on the success of the company. This is a significant flaw in the approach. This indicates that businesses could require the usage of additional tools and frameworks in order to rank the many external influences and concentrate their efforts on the most important of them (Storey and Salaman, 2017).
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The Porter Five Forces Model is a framework that is utilized for the purpose of analyzing the competitive forces present in an industry. It takes into account the negotiating strength of suppliers, the bargaining power of buyers, the threat of new entrants, the danger of substitutes, and the level of rivalry among rivals as five major elements that drive competition. Although there are a number of benefits to using this paradigm, there are also some restrictions.
Advantages of Porter's Five Forces Model
· The model delivers an in-depth understanding of the competitive dynamics that are responsible for shaping an industry. Businesses are able to make judgments regarding their strategy that are better informed when they take into account all of the essential aspects.
· The approach assists companies in determining their areas of competitive advantage and disadvantage in compared to other companies in their industry. Companies are able to establish strategies that assist them remain one step ahead of their rivals if they have a thorough awareness of the competitive landscape.
· The Five Forces Model developed by Michael E. Porter is an effective tool for examining the competitive forces that exist at the industry level. It can assist firms in identifying the primary elements that impact competitiveness within their sector and in developing strategies that are suitable for those factors.
· The model is adaptable and may be utilized for research into a variety of business sectors and customer demographics. The model may be tailored by businesses to meet the particular requirements and goals of their operations.
The drawbacks of using Porter's Five Forces Model
· The model has a limited scope since it only considers elements that are external to the company, such as those that drive competitiveness. It does not take into account internal aspects like organizational structure, culture, or resources.
· This model takes a simplistic approach by assuming that competition is only determined by the five forces. It does not take into account other elements that may impact competition, such as innovation, brand awareness, or consumer loyalty.
· The model presents a snapshot of the competitive dynamics at a certain moment in time but does not take into account changes that may have occurred in the industry over the course of time.
· The results of the analysis are dependent on the analyst's interpretation, hence the analysis itself is subjective. There is no objective method available for determining how intensely people are competing with one another.
In conclusion, despite the fact that Porter's Five Forces Model has a few flaws, it is nevertheless a valuable instrument for examining the factors that influence competition in a given market and providing input for strategic decision-making.
Applying two strategies from the Ansoff Matrix could be applied and explained on John Lewis and Partners
Market Development
Expanding the distribution of already-available goods is what market development is all about. John Lewis might employ this tactic to attract new consumers who are unable to shop at their brick-and-mortar locations. They might also think about going global by penetrating markets outside of the UK. Using their already established name and merchandise, they could expand their customer base in this way.
Product Development 
The process of developing and releasing a new product into an established market. In order to attract new consumers and maintain the interest of existing ones, John Lewis might adopt this method by creating and releasing new product lines. They may, for instance, broaden their product catalog to include the growing demand for environmentally friendly and morally sound options. They might potentially expand into related markets, such as smart home gadgets or cutting-edge cooking equipment, that mesh well with their current brand image. John Lewis could adapt to the ever-shifting retail market by constantly releasing new items.
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Leverage social media platforms
John Lewis & Partners should put a lot of effort into expanding their following on sites like Facebook, Twitter, Instagram, and LinkedIn. The brand may then reach out to its demographic, spread relevant information, and advertise its wares. The corporation might expand its reach by forming strategic alliances with influential users and launching paid social media ads.
Focus on personalization
Customers have come to demand individualized service from companies in this "hyper-personalization" era. Using client information and insights, John Lewis and Partners may tailor their advertising to each customer's specific preferences. Some examples of this kind of marketing are focused email campaigns, special offers, and suggestions.
Prioritize sustainability and ethical practices
More and more shoppers are thinking twice about the companies they support because of their potential negative social and environmental effects. John Lewis & Partners should emphasize their attempts to be more sustainable and ethical in their marketing, drawing attention to their use of recycled materials and other eco-friendly components and their advocacy for fair labor conditions in the manufacturing process. Some examples of such activities would include advertising their use of reusable shopping bags and organic cotton bedding and forming strategic alliances with environmental groups to promote sustainability and encourage its adoption as a business practice.


[bookmark: _Toc129970188]Conclusion 
It's tough to overstate marketing's importance to a business' bottom line. The marketing team's job is to get the word out to consumers about the company's wares and services (Kotler et al., 2017). Marketers are tasked with a wide range of activities, including product management, advertising, economics, and distribution. The goal of any marketing effort should be to satisfy the desires and needs of the intended consumer base (Kotler et al., 2010). Currently, John Lewis and Partner’s should prepare all its marketing strategies following the personalization, sustainability and ethical practice, along with utilizing social media platform efficiently. 
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