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EXECUTIVE SUMMARY 
This report is a marketing account of John Lewis and Partners, a retail solid brand recognition for luxury and high-quality products and services that has been established in the United Kingdom for over a century. The paper introduces the company with a brief history of its market presence and discusses marketing theories that have contributed to its success stories.
The report discusses the external and internal factors that have been put in place to improve the consumer experience, as well as the challenges that have arisen over time. COVID-19 has been an unprecedented pandemic that has impacted many organisations worldwide and has displaced many firms into administration. Only a few strong towers are still battling for the best way to reclaim customer dominance in the retail market. 
The paper discusses some of the systems that John Lewis implemented to guide the company through the pandemic and afterwards to provide a new level of customer experience. The report concludes with suggestions for the firm's improvement.
















1.0 INTRODUCTION
1.1 BACKGROUND / HISTORY
John Lewis and Partnership (formerly known as John Lewis) began as a drapery shop on Oxford Street in 1864 by John Lewis Senior as a general merchandise shop (JohnLewisPartnership, 2022d). Through a better way of doing business engagement by John Spedan Lewis in 1929, the firm revitalised its operational culture over time. In his experimental business mindset, he untrusted the ownership of the business to all company staff, effectively making every company staff a partner of the business with a loyalty written act binding equal rights and effective coordination amongst all trustees.
Since its inception, the partnership has grown significantly from a London-based family business to a renowned Partnership business in the United Kingdom, amassing several companies in its portfolio. Waitrose, Herbert Parkinson, John Lewis Broadband, and John Lewis Insurance services were among the partnerships that saw the partnership services in approximately 322 Waitrose branches in the UK and 41 in the John Lewis brand in 2015. (Salaman and Storey, 2016, p22). Despite the partnership's phantom presence on the London Stock Exchange, it culminates in a significant presence in some European cities and Middle Eastern suburbs. Salaman and Storey (2016, p22) note that the partnership has seen a few partnership shops in South Korea, Singapore, and the Philippines, adding to its internationalisation strategy.
John Spedan Lewis embraced a collaborative employee-partner culture as a springboard to better decision-making to acknowledge customer’s perspectives and address any identified problems. According to JLP (2022d), the partnership has experienced a forefront customer offering over the past 20 years, including quality organic foods, excellent customer services like Waitrose Delivery, John Lewis Delivery, Quick Check, and significant leap in e-commerce in recent years.





















Fig. 1. A chart showing the history of John Lewis Partnership (Source: Author, 2022)












2.0 MAIN BODY
2.1 Marketing Mix
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Fig. 2. A figure showing the seven principles in marketing Mix (Source: Hanlon, 2021) 
Marketing Mix of John Lewis
John Lewis and Partners has established the brand as a household name in the retail industry for high-quality groceries, fabrics, housewares, electronics, and furniture. The company has maintained a loyal brand with a strong focus on the upper and middle classes in the United Kingdom throughout its history. It recently announced plans to expand into other market segments, giving it a formidable reach and broader coverage. According to Johnson et al. (2017, p7), companies with solid marketing strategies have a significant impact on gaining a larger market share amid the environmental crisis. In its pursuit of loyal customers, John Lewis (2022) emphasises that the company maintains and improves on broader opportunities that are currently available. The strategic platforms encompass the financial sector via credit card retailing, e-commerce, physical presence across the more comprehensive lucrative locations in the UK, and tailored market segmentation. According to Kotler (1999, p6), marketing mix refers to the seven critical enablers for influencing a consumer behaviour and experience that allow firms to gain or maintain target positions. Among the 7 Ps in marketing principles for customer delivery and expertise, the company leverages its strengths across all principles for improved delivery and value proposition.
Product            Through years of experience, John Lewis has willingly succumbed to the retail market by employing variable service and product differentiation for competitive advantage. The company operates as a department store with partners such as Waitrose; the company has devised an appealing product price guarantee against quality, ensuring that all products leaving the stores are of premium quality and worth the price tag. Outside of department stores, the organisation has differentiated into several retailing branches, including financial retailing, which offers credit cards, health and fitness wellness with hospitality hotels and spas, and the waste and recycling sector. According to (JLP, 2022), the strategy intends to foreshadow other firms in front of the public about environmental sustainability. John Lewis has fabric mills in the north of England that produce refined fabrics and textures to complement its personalised fashion styling in its high street stores. John Lewis and partners have begun establishing a presence in the horticulture, fisheries, and aquaculture industries to generate a significant profit from a £180.5 million investment for its shareholders and partners.
Price              Across all products and services, the company has a strong foothold in fairness as an emblem of customer experience. Over time, the company has imprinted a lifetime warranty on all of its products and guaranteed its customers a full refund on faulty items purchased from the company. To soldier this premium customer experience strategy, John Lewis has established a price-monitoring team across all commercial platforms, including e-commerce, to establish the best price match across its industry rivals, such as Tesco, Aldi, and Sainsbury's. The tactics aim to improve quality sourcing from its supply chain and service quality from its partners while restoring customer loyalty and setting higher standards for its competitors in the market (John Lewis, 2022). The firm's pricing principles have resulted in a significant increase in revenue profits, according to the 2021 fiscal year report (JLP, 2022), despite losing many of its stores to bolster its future intent.   
Promotion        Understandably, the promotion appears to be one of the marketing principles by which John Lewis has considerably improved the number of new customers with higher expectations. Thus, the firms' and partnership's massive investments in commercials and advertisements across digital platforms such as YouTube, Instagram, websites, and traditional mass media such as radio and television have paid off handsomely. According to Bowler (2021), the public voted John Lewis' Christmas commercials as the best in terms of message and story and the most viewed across all marketing tabs in the UK in 2021. In collaboration with other marketing firms like Adam&EveDDB, the company has dominated retail market commercials, particularly during the holiday season. Consequently, they offer a wide range of items to entice customers to buy their products, such as family-matching pyjamas, Christmas decorations, lighting, electronics, gift sets and ideas, and bodily products such as perfume, jewellery, and aftershaves. Part of John Lewis's strong foot in this marketing principle is fulfilling its ethical roles and responsibilities by sponsoring charitable and organised programmes with societal benefits. According to John Lewis (2015), the company has partnered with several events and games, such as the London Olympic Games and the Commonwealth Games, as a grateful give-back to society while embracing its corporate social responsibility to the community.
Place                 Because of its market versatility, and the company has thrived across marketing platforms such as the high street and shopping malls, Waitrose delivery, John Lewis delivery, and e-commerce. Surprisingly, the shop has closed many stores as part of a restructuring strategy to strengthen its market position. It now plans to open many smart hubs with the ability for online customers to collect and return purchased items. It intends to reach as many customers as possible through extensive plans to reach out to the younger and lower-to-middle-class working classes through individualised market segmentation. John Lewis and Partners (2022) agrees that the tactic's goal is to position Waitrose and John Lewis in a better position to compete with Tesco Express and Aldi in the UK.
People            John Lewis and Partners is one of the first companies to place a premium on its employees, recognising them as the driving force behind its success. The firm currently employs approximately 53000 partners and has a turnover of about £1.1 billion. Through adequate training and regular support to its partners, the company has structured free and fair policies to harness mental health, wellness, diversity, and inclusion. Topping (2021) believes that the company has a great, supportive system to assist employees with 6-month maternity and paternity leave, scholarships, internships, apprenticeship programmes, and other programmes to empower employees for the future. According to Sillars (2021), despite the organisation's fulfilling structures, the COVID-19 impact on the business forced the company to dispense with thousands of partners across the supply chain and other partnerships.
Process           John Lewis takes advantage of modern society's digitalisation and gamification opportunities. The company has successfully engaged customers through a series of online requests for trends and patterns, allowing the company to make pertinent recommendations and promotions for each product's targeted market. The principle enables customers to view desired items as they move through the supply chain pipeline.
Physical evidence Companies, according to the principle, can improve their customer experiences by improving the physical representation of the shop, such as brand loyalty, legal cleanliness, ethical consideration, loyalty cards, and shopping bags. John Lewis and Waitrose typically have a distinctive architecture with refined designs and special fittings and decorations to captivate the customer experience. Concerning its industry competitors, Francis (2021) emphasises the additional value John Lewis and partners add to their brand by paying close attention to fine details such as customer service, cleanliness, and stock rotation.





















3.1 PESTEL Analysis
The power of analysis from varied angles in marketing stands to give companies favourable positions within industries and ultimately increase market shares. The Pestel analysis spans political, economic, social, technological, environmental, and legal factors within a country and externally affect the behaviour of businesses. Although some external factors are robust enough to impact business behaviour significantly, interactions with flexible modes of adaptive strategies keenly survive with positive responses. The Pestel analysis includes:

Political Factors
 John Lewis Partnership appear to be one of the old retail merchants in the United Kingdom with a series of other business acquisitions owing to its robust strategies in dealing with policies related to each of its operating countries. COVID-19 and Brexit have indeed stiffened many business potentials forcing diverse lenses into strategies to deal with newer regulations regarding importation and exportation of goods. Surprisingly, as many businesses were forced out of operations, John Lewis and partnership has reinforced tactics such as opening newer small-scaled shops in several communities with Waitrose to be closer to more customers. The tactics have also seen bigger departmental stores closed to counterbalance the effects of business closure and loss of employees instead of liquidation. It is worth mentioning that although a politically stable country invites sound business, John Lewis has built a business fortress over the years to withstand the effects of politics over its operations amongst its partners.

Economic Factors 
Financial stability plays a crucial factor in the prowess of every organisation, including the power of taxation, inflation, and pricing. Price strategy has also been a critical part of every business, citing John Lewis as an example of a company with goals to reach the high-end society with quality merchandise and food quality. Despite the barriers that COVID-19 has imposed on all businesses. However, the partnership suffered from the flow of operations amounting to lockdowns across the globe. Over the last couple of years, the company has thrived by producing impressive tactics with its market segmentation and pragmatic approach to Waitrose delivery and John Lewis deliveries. The tactics encourage customers to place their orders while delivery is guaranteed with other schematic embossments of price guarantees to match its competitors like Tesco and Aldi within the market. Essentially the company has also reached out to the broader public with other service differentiation such as low priced foods and merchandise to stay in competition at all levels within the industry.

Social Factors 
Another crucial factor in Pestel's analysis is society's behavioural trends and patterns, playing a challenging mode for businesses. COVID-19 has forced many firms to adopt innovative plans to meet customer demands despite the odds of success against rival competitors. Amazon jumped triple profits in the pandemic's peak, arching almost all business within the retail delivery industry with its Prime services (New York Times, 2021). John Lewis partnership has galvanised its operations by satisfying customers with loyalty discounts and quality guarantees for almost all products with 100 per cent returns and improved warehouse automation to meet surging demands, especially in London. The service also employs partners with other 3rd party logistics for last-mile deliveries and demands overflow, including Wincanton logistics. In terms of trends of society, meeting the pathway has been pivotal to company success, and it has been ubiquitous to the pattern of the John Lewis Partnership.

Technological Factors 
John Lewis Partnership exists as a departmental store with several stakes in most retailing and services and improving at all platforms appears critical. In eCommerce, digital marketing, and big data management, technological factors currently exist. In the wake of the partnership expansion, it has invested more in digital marketing to guide its operations to a bespoken platform to meet customer expectations. The strategy involves tailored customer service and reliable experience with adequate supply to meet customer demands at a relatively fair price to establish a competitive advantage over its rivals in the market. Due to the restrictions of COVID-19 and its complementary regulations, companies with a secure digital presence have extensively amassed huge followings and customers through acute eCommerce, a massive boost to the partnership (John Lewis Press, 2021b). However, its hospitality partners with direct customer service experienced a significant impact.


Environment Factors 
Sustainability has been at the forefront of society recently, calling all companies and stakeholders to enact adequate processes to deliver the best to the environment. In exchange for profits without damages to hamper the future generation through appropriate recycling policies, carbon footprint reduction, waste management and greenhouse gas emissions. The partnership boasts strategic plans to meet customer demands through rigid packaging materials and other initiatives to control wastage while maintaining all stakes to meet carbon neutrality by 2030 (White, 2022). The initiative aims to reduce carbon footprints and greenhouse emissions and invites investment in renewable energy sources, electric vehicles for logistical transportation and waste management.  

Legal Factors 
A crucial pointer in corporate success is widely rooted in legal lines, primarily when companies operate within their confines of legalities without compromising the piracy of other companies or individuals. Corporations save significant battles in court from health and safety infringements, piracy laws, copyright and patent wars, discrimination and misconduct breaches, ultimately offering better brand positioning for firms. It has progressively widened its employee empowerment through diversity and inclusion engagement and positive ethical considerations adding to its portfolio.
	









3.2 SWOT Analysis
Through SWOT analysis, firms can overcome their weaknesses by determining how robust a company is and its ability to withstand external factors. The strengths of companies not only significantly surmount valuable positioning rather a continuous process in a long term (Groucutt et al., 2004, p198). Other external factors include industrial competitions, trade wars, union regulations that allow new entrants, and foreign policies like Brexit. It is fair to say that by identifying a company's strengths to mask its weaknesses for market share, a company can seize opportunities to develop strategic plans against unforeseen threats. In a business report, Deloitte (2020) contends that companies with a robust digital foothold at the start of digitalisation had a competitive advantage over others, especially during the covid-19 pandemic and the aftermath.
John Lewis and Partners has achieved success over the last 150 years with several other businesses to demonstrate its dominance in the retail market. The organisation has achieved success in various fields, including harnessing and attracting loyal consumers to the brand via multiple platforms currently available in the economic market. The following is John Lewis and Partners' SWOT analysis.

Strengths

Strong Brand Recognition: John Lewis Partnership (2022a) identifies John Lewis as a company with a strong brand recognition among many organisations in the United Kingdom, with premium quality attached to its products and services. The company has had many successes with various products and services, backed with a lifetime warranty to prove its premium quality. Essentially, the company attracts other businesses and consumers to do business with it because of its quality standards and credentials.

Comprehensive Geographical coverage: Since its inception, the company has established over 330 Waitrose stores and 80 department stores throughout the UK's malls and high streets. Although its range is less extensive than that of other retail behemoths, such as Tesco and Sainsbury's, it has maintained a reasonable market share within the industry.
Diverse Revenue Model: Initially founded as a department store with core tactics in managing various sections, the company has leveraged the business model to enhance its business concepts in various fields, including agriculture, horticulture, aquaculture, fisheries, fitness, and wellness.

Market Leadership Position: The company recognises its market leadership and routinely shares information about newer ways and methods to improve the customer experience while maintaining a positive business relationship with its supply chain. The company has high standards for employee empowerment and value creation, providing viable grounds for adequate training, welfare support, diversity and inclusion, and policies to discourage modern slavery.

Weaknesses

High Turnover: As the company strives for dominance in the high-end society through luxury offerings in products and services, it must invest in expertise to deliver such premium services to the target market segment. The plan exposes the company to higher turnover in employment and expert training, and high operating margins.

Weaker Business Model: While John Lewis has an advantage over many retailers, the market's influx of other big players and new mergers makes the business model easier to replicate. Tesco and FF, ASDA and George, Sainsbury's, and Tu are examples of the weaker business models that John Lewis has long-established over a century. The future of retailing appears to be very uncertain due to new entrants such as ASOS and BOOHOO, whose consumer target has enabled their revenues to acquire large struggling firms such as House of Fraser and Debenhams.

Declining Market Share: Although the pandemic forced many businesses to close their doors, John Lewis was not immune to its effects. According to Butler (2021), the company is experiencing a drop in share prices relative to pre-pandemic levels due to partners being ejected as part of a strategic recovery plan for buoyancy.

Weaker Market Target: Understandably, JLP's target segment for both products and services is the middle-class and upper-end of society between 40 and 60. Because of new entrants like ASOS and BOOHOO, whose business target is the younger population with an appetite for trendy consumption in food, wellness, and clothing, the future of retailing appears to be very uncertain. The target has enabled companies with significant revenues and profits to expand by acquiring large struggling firms such as House of Fraser and Debenhams.

Opportunities

Trends: New fashion companies, such as ASOS and BOOHOO, have seized the market opportunity to segment their target to amass sufficient wealth to expand into other sectors in the shortest possible time. In their plans to open small shops across the UK, John Lewis can use this opportunity to gain a competitive advantage with younger age groups and lower to middle-class society.

Local collaboration: John Lewis can benefit from local businesses for strategic presence in the form of 'click and collect hubs and Waitrose express as a tactic to broaden their presence within convenient local shops and fuel stations. Amazon has crafted the partnership to their advantage within local communities instead of only existing in more prominent shopping malls with comparatively shorter opening hours and greater distances from most homes.

Technology advancements and advancements: According to Levitt (2020), firms with a dominant presence in advanced technology, such as the Internet of Things, 5G, and robotics, have experienced a significant polar positioning in industries compared to others in the last decade. In his assertion, advanced innovation enables organisations to pattern consumer feedback into tailored expectations, ultimately improving their supply chain's sourcing, production operations, and sales team's pitching the right message to the target group for increased sales. John Lewis Partnership (2022b) emphasises that innovative technological steps can assist John Lewis in stepping up in the new digital presence and e-commerce.

Opportunities in the online world: Many organisations were forced to innovate in the digital space due to the pandemic. Many third-party logistics companies have sprung up to cover last-mile deliveries for the benefit of many businesses at the convenience of customer reach. Companies like UberEATS, Bolt, and Deliveroo have proliferated through collaboration. The opportunity can bolster enhanced demand surge for John Lewis Delivery and Waitrose Delivery to attain market excellence. 

Threats

Saturation in the urban market: Retail company saturation limits expansion and risks introducing a newer business model, which may face copying and dilution.

Shortage of skilled human resources: Understandably, the company faces a tidal wave of staffing capacity to accommodate its new strategy; however, while cost-cutting tactics in labour costs are possible, the threat of prolonging the sustainable plan is very likely.

Increasing technological knowledge: In e-commerce, there is a risk of cyberbullying, cybersecurity, and security breaches (Bisson, 2022), resulting in severe legal battles if personal public information is exposed, as was the case with British Airways in 2016.

Border Wars:  Trade wars and political tensions within countries and supply chains threaten expected business flow. Examples include the China/America trade wars and the ongoing battle between Russia and Ukraine, showcasing their effects on all companies in the Western region.










4.0 Supportive Systems
Across the length of the United Kingdom and the Channel Island, John Lewis has significantly made a significant ground-breaking success over the years of existing, employing over 80,000 employees as partners to the operational core of the business. Over the years, John Lewis has proven its value in deep root belief in an employee-owned organisation and is the largest employee-owned business in the country. Despite the accolades in the public domain, threats to businesses have forced the company to put some drastic but painful measures to navigate the organisation's future through a series of tactics against the Covid-19 pandemic. Cole and Kelly (2015, p465) demonstrate that in finding a balance ahead of an organisational end, adequate but careful consideration needs to be pointed toward the human component due to its versatile operational role in diverse management. It is applaudable that the cardinals that John Lewis and its partners have planted have enduring prospects to fetch the company a more considerable revenue to recover from the massive losses recorded through the pandemic, which forced several workers out of operation and store closures. While maintaining a robust and highly assessed risk, the company serves to reach its customers through prioritised engagement at all considerations involved in its marketing mix principles, Swot and Pestel analysis. 

1. Job Creation: Although the company lost many partners through the challenging dark days of the pandemic, it has strived to acquire a 10 million square foot distribution land in partnership with Tesco lease to consolidate a central distribution centre in the heart of Milton Keynes. According to John Lewis (2021a), the centre is estimated to employ 500 partners to see to the regular running of the edifice, from management to delivery. The pandemic unearthed a new trend in the retailing community, inviting many consumers to digital marketing, which saw John Lewis's regular demands of 40% in 2020 soar to 60%. Thus, the increment will demand extra labour capacity to thwart the excess through the supply chain, handling, and delivery to the final customer. The company strives to expand its power while maintaining the 42 John lewis shops and 331 Waitrose shops, including convenience and welcome break centres.

2. Physical Presence: One of the principles of Marketing that John Lewis has tactfully employed is the beautification and image enhancement of some of their partners' locations across the country. In 2021, the firm announced the multimillion refurbishment of one of its great shops in the heart of St. James regeneration centre in Edinburgh (Calnan, 2021). The investment aims to strategically draw customers to its luxury centric core value while showcasing the organisation's products, services, and estates within several locations across the nation. A luxury ensemble of grand estate styles in the edifice is sourced from their products, beauty salon, nursery department, and NEOM counter to charm customers with a refined organic candle department. IXIA flower shop, departmental household stores stuffed with electronics and furniture, and clothing departments for men and women wear are part of the building.

3. Supply chain expansion: One of the strengths identified in John Lewis as part of the SWOT Analysis is the recognition attached to the brand across the UK. Johnson et al. (2017, p10) demonstrate that the power of an organisation's brand dictates the level of quality and loyalty consumers attach to it. John Lewis, in its strategy, openly announce to expand its partnership to 100 more brands in its supply chain portfolio. Although the firm has been criticised for the significant profits in commission charges with its suppliers, it reassures its stand as a recovery process of opening businesses to other unknown brands while reaching out to diverse retail market segments (Calnan, 2021). The partnership mirrors similar attractions in all of its 331 Waitrose shops. 

4. Income Generation Opportunities: Part of the opportunities highlighted during the SWOT Analysis were the opportunities in different fields that John Lewis and Partners can tap for profit gains. Strategically, the company has enormously invested in other areas such as garden centres, hospitality span and wellness centres, and financial and ethical retailing of credit cards to customers. According to John Lewis (2021b), part of the investment encourages customers to buy assets from them from as little as £100 for junior ISA AND £500 for a general investment account, tied with NUTMEG's wealth management firm. White (2022) announced in the financial report that John Lewis was pressed to create harmonious homes for the public through a rent system by developing over 10,000 homes across vantage estates of the company with options to furnish the accommodation with John Lewis' products for customers preferences.
























5.0 RECOMMENDATIONS
Although the company has made significant strides in harnessing the proper pointers for the company's benefit through carefully implemented tactics, it is recommended that it address market segmentation concerns through product differentiation. Surprisingly, the company caters to the upper crust. Nonetheless, as it seeks to attract customers from various locations through various engagements, it must consider product and price differentiation to appeal to all socioeconomic groups, similar to Tesco and Aldi's strategies.
It is also suggested that the price matching guarantee be extended to all shopping platforms rather than just physical stores, which undermines the strategy of opening up to online customers. Even with strong teams on both platforms, the system appears bold and ambitious to monitor; however, adequate measures must be put in place to foster the tactic to realisation.














6.0 CONCLUSION
In conclusion, the marketing principles that underpin John Lewis operations among its partners have weathered prosperous times. Nonetheless, as society deals with the aftermath of a pandemic, with trends defined by younger consumers via social media and e-commerce, additional lenses must be employed to position the firm on valuable poles for market leadership and fair market share.
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