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Abstract:
This report is intended to clarify the structure, views and techniques that the company uses or intends to maintain its financial stability in the Covid -19 situation. Used models by PESTEL and Porter’s 5 Forces analyses the external factors affecting business and especially retailers. The analysis of internal factors includes the theories Marketing mix and SWOT analysis. In conclusion, this will give us an answer to where the company's strengths are and the recommendations will indicate what to focus on as investments and strategies for future development and stability.
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     1.Introduction
(McIntyre, 2016) Lifecycle of any company is going through the different stages and marketing challenges. When it comes to business development, market penetration, business, and maintaining market share the business will require a various marketing strategy. There will be a change in priorities and operations when a business is in mature stage. For your company to meet its goals, you need to be able to anticipate which marketing tactics you will use.
Planning for a long period of the company's desired business outcomes is a marketing strategy. To attain these goals, it is critical to carefully select precise measures that will help to strengthen product and service reputations while also increasing market sales. Successful positioning of the company depends on finding the right market and building a strong relationship between the organization and customers.
To be achieved the right positioning among customers, it is critical to be identified how you want to position the product or service in the market. Is a process for creating sales possibilities, as well as communicating and positioning a product or service, and translating operational lines so that a target market can be reached through appropriate strategies.
From 31December 2019 when a COVID-19 appearance everything is changed. The habits and behaviours of clients and partners requires greater flexibility in the application of familiar methods, practices and theories. 
The main idea of this report is to present to the readers how John Lewis Partnership going through the economic environment, trying keeping their employee and customer safe, satisfied and how to find new niches for successful business. 
 The report will use appropriate academic theory for internal and external analysis, showing the strengths and weaknesses of the company and the impact of COVID 19 on to the retailor business.
(MacDonald, 2021)John Lewis Partnership is also faced that challenge of maintaining his market position, applying the new rules adequately and beat the competition.
John Lewis Partnership is employee -owned company which is formed from John Lewis chain of department stores and grocery stablemate Waitrose.
In 1846 the first shop is open on Oxford Street for drapery. The controlling stake of famous Sloane Square store, Peter Jones, operates even today was bought from Lewis in 1906.
John Spedan Lewis became chairman of Peter Jones in 1914, creating the basis for today's John Lewis business. He created the "never knowingly undersold" pledge, and he made early moves towards establishing the partnership model.  Based on that model the staff payment depends on the turnover of the company.
During the 1930s, John Lewis bought businesses like Jessop & Son and Tyrrell & Green, but it wasn't until the early 2000s that it re-branded them all as John Lewis so it would be a brand with national recognition.
The profits have been dropped since the turn of the millennium, and the bonus for the partnership was scrapped in 2020 for the first time since 1953.






 2. External Environment of John Lewis Partnership

2.1. PESTEL ANALYSIS
  (E. Shatskaya1, 2016) The market changes every day. Many new things come into being and the scenario changes within seconds. Sometimes we can control the process, but sometimes not. Due to this, businesses must determine, monitor, and analyse the operational environment. Keeping identify and checking all external factors is important because have an impact on the operations.
PESTEL Analysis is one very popular way to identify those factors – Political, Economic, Social, Technological, Legal, and Environmental.
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Figure 1. Pestel Analysis(Business to you, 2016)

2.1.1 Political Factors
As a one of the leading retail stores out of United Kingdom, John Lewis is operating in over 55 countries over the World. A major role for a business operation is the government’s policies. For company's business different country regulations and rules-import and export have a huge impact. The foreign trades were changed as COVID - 19 pandemic so the company has to be very flexible in its action to save strong position in the market. John Lewis outlets and stores deals directly with customers, so the right government regulations and the political stability of the country are key factors. 
2.1.2 Economic Factors
The profitability of the company was influenced from the taxes and duties, inflation and recession. The customers changed their spending habits. During the lockdown, most of the stores was operated at reduced capacity or were completely closed. That is why in the current improved situation the company takes measures to win customers with various promotional strategies and marketing approaches. The stabilization of the macroeconomic situation leads to greater customer purchasing power, as well as more sales and profits for the company.
2.1.3 Social Factors
Nowadays, consumer behaviours and social habits are important for how long a brand will last on the market. Understanding the needs of consumers, the company focuses on making the right segmentation, targeting and market positioning, with quality, hygiene and safety as always to be their top priority. in the fight against growing competition, the brand uses the idea of creating its own brands and lines suitable for a wider range of consumers.
2.1.4 Technological factors
With the changes that occur as a result of KOVID-19, investment in technological innovation is crucial for a company to be competitive. In 2011, Paul Cody, a former CIO of British Airways, joined the ranks of John Lewis and made a complete overhaul of technology-related channels - mobile, online, call centres and ordinary ones. The connection between the physical and digital, as well as online and offline has been improved, as has the Epos system (Pigeon, 2021).
The well-developed Omnichannel strategy allowed the company to adequately handle the growing number of online orders without any problems.


2.1.5 Environmental Factors
(John Lewis Partnership, 2021)The environment is really important for John Lewis Partnership. The brand has reduced its waste from plastic hangers and use of packaging made up of 70% recycled material. They are committed to using raw materials ethically and sustainably by supporting small producers and protecting our ecosystem. Animal welfare and gentle farming practices are part of the company's long-term plans. The partnership also takes steps to preserve the oceans and aquatic biodiversity through sensible fishing.
2.1.6 Legal Factors 
In the retail industry, John Lewis must constantly ensure that all laws protecting the rights of citizens and their property are properly observed. The main laws that the company complies with are those on the confidentiality of information and personal data, discrimination issues, patent laws and health and safety laws. The obligatory wearing of masks and the distance of 2 meters is one of the laws that the government imposed in a pandemic.
     2.2 PORTERS 5 FORCES ANALYSIS

One of the most valuable tools for business strategy is the model of Professor Michael Porters, published in 1979. It allows companies to analyse their competition, as well as study all the factors affecting the business.

[image: ]
Figure 2. Porter’s Five Forces Model (BBA, 2018).

2.2.1 Rivalry in the Industry
As a representative of the retail sector, John Lewis has to contend with constant competition on a daily basis. Due to its extensive portfolio of sales of clothing, beverages, food, appliances and household goods, the brand meets major competitors such as Tesco, Sainsbury’s, Mark and Spencer. Differentiation is the main strategy of the company. However, the premium pricing strategy needs to be replaced because there is a lot of competition in the market. The probable risk of this step may be damaged business image of the brand, as well as psychological withdrawal from customers (Barakaat Consulting, 2019).
2.2.2 Power of Suppliers
Their suppliers' bargaining strength is weak. As one of the largest retailers in the UK, John Lewis is a desirable partner for suppliers. With its good turnover and sales, the company has a strong position over suppliers wishing to market their products. John Lewis also has a special relationship with retailers who supply it with raw materials. Thus, the production of own brand for curtains, upholstered furniture and textiles, for example, is more competitive on the market with its lower prices.
2.2.3 Power of consumers
The large number of retail companies also determines the high bargaining power of customers in the sector. Regardless of the quality and good prices of services and products that John Lewis offers, the buyer finds lower and lower prices and is attracted by competitors in the market. Their aggressive policies of supremacy, Brexit and the limited opportunity for international trade, the slow economy of the United Kingdom, and Covid-19 are factors that further increase this power of the consumer.
2.2.4 Threats of New Entrants
The opening of new and large department stores in the UK is unlikely due to the fact that it requires significant investment and the fact that customers are quite loyal to their favourite and established stores. The threat of entry is not great. The biggest threat is in the food sector. The competition for Waitrose, part of the John Lewis family, is the food chains Liddle and Aldi, which keep prices as low as possible. In this sector with high potential, there are still attempts by various investors to break into the market, but this can be done by attracting customers with innovations, new products and services.
2.2.5 Threats of Substitutes Goods
The threat of substitutes in the retail sector is not so high. The purchasing power and preferences of consumers depend on the economic condition of the country. The customers with reduced solvency, turn to discount stores, supermarkets and specialty stores that offer products and substitutes for products at a much lower price. Flexible pricing strategies and the creation of own lines must be a priority for the company to remain stable in the market.

3. Internal Environment of John Lewis Partnership
3.1. Marketing Mix 
In 1960, J. McCarthy proposed a model in which we consider 4 main elements as leading factors for the business - product, price, place, promotion, the so-called 4Ps. Later, 3 more elements are added - People, process, and physical evidence 7Ps. Also known as Marketing mix, this model gives clarity to manufacturers and retailers as to what the consumer wants, whether the products and services provided meet their needs, as well as to assess their position in relation to the competition.
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Figure 3. 7P’s Marketing Mix (Skills you Need).




3.1.1. Product
John Lewis is one of the leaders in retail. The range of products and services that the company offers is innumerable. In their stores, the buyer can find products from sectors such as electronics, home and interior design, cosmetics and perfumery, fashion for all ages and preferences, sports and leisure, gardening, gifts and decorations for events, as well as food products. The services provided by the company are also unsurpassed - from cooking tips, through furniture, personal style, installation of appliances, their maintenance, and even financing and insurance. In addition to well-known and quality brands, John Lewis also offers its own products such as curtains, blinds, sofas, duvets and pillows, manufactured in Lancashire by Herbert Parkinson, the retailer's personal factory.
3.1.2 Pricing Strategy
John Lewis' leading strategy is always to deliver quality products at a good price. Their long-standing promise of a competitive price "Never Knowingly Undersold" is still valid today. A special team makes daily analysis and comparison of products, quality and value with those of the competition.
  If a competitor sells the same product at a lower price under the same terms, then the buyer can request a match and get back the difference in price.
Unfortunately, the reduced purchasing power of customers in a pandemic and the lack of financial stability have been critical for both retailers and John Lewis. The need to narrow the budget for households leads to demand at the lowest price on the market, and hence to the aggressive pricing policy of the competition. 
(Moore, 2021)Taking into account and adjusting its input price parameters, Sharon White, chairman of John Lewis, assessed the pricing and said that there will be a reduction in prices in certain sectors.
3.1.3 Place Strategy
In addition to its exclusive 33 outlets, the brand also has a store at Heathrow Airport and 332 Waitrose grocery stores.
John Lewis emphasizes his multi-channel communication strategy due to the fact that Covid 19 changed the way of shopping.
  (Skeldon, 2021) Online orders rose from 40% before the crisis to 73%.
 For the convenience and security of customers as well
to be closer to them, the company is also pursuing an aggressive advertising policy on the social networks Twitter, YouTube and Facebook. A smartphone app has also been created, through which customers can get information about events and promotions, as well as practical and interesting tips.
3.1.4 Promotion Strategy
The way John Lewis promotes his ideas, products and views is to present them to the general public as festivals or even to sponsor various events. A successful move was the sponsorship of the London 2012 Olympic Games. An expected event in recent years is the presentation of John Lewis' Christmas commercial. The emotional approach to the consumer is a basic strategy. In these times of isolation and financial instability, the emotion of sharing is what can make us feel a little happier, more meaningful and calmer. The huge viewership on You Tube and the creation of recognizable advertising images and products is another clever advertising trick.
3.1.5 People Strategy
Known for his quality of service, John Lewis pays great attention to the human factor. We cannot ignore the fact that each of the workers owns a share of the ownership of the retail outlets. As co-owners, it is clear that each of them contributes to the maximum satisfaction of the buyer and the positive financial result.
Employee incentives are important. In order to make the staff feel valued and appreciated, the company gives reductions in the prices of its products by 25% and 12% of those of electrical goods, as well as 20% of the products of Waitrose.
(Skills you Need, no data)Professionalism and quality of service are important in both physical and online communication. Every new employee in the company goes through a special training course, which explains how to serve the customer so that he can return as a loyal customer.
Especially now in the conditions of Covid 19, when so many people are active in social networks and the number of online orders is even more than in real stores, adequate training and the way of the new model of communication is essential.
3.1.6 Processes
John Lewis has a well-established business process structure. This starts with the delivery of the products by the manufacturer and the manufacturing plants, through the warehouses and then to the shops or to the buyer's door. Their multi-channel system for communication and tracking of orders allows each process to be timely and seamlessly executed. Customer feedback and accurate information are absolutely mandatory in a pandemic. User sensitivity is much more acute in this situation, therefore the way of communicating by phone or email should also always be up to date.
3.1.7 Physical Evidence
There is a lot of physical evidence for John Lewis, but one of the main ones is their shops, which are distinguished by atmosphere, comfort and remarkable appearance.
Loyalty cards, branded shopping bags and the company's website also contribute to the brand's physical presence. The long-awaited Christmas adverts are another physical proof of which there is room for comment even in news blogs.
3.2 SWOT Analysis of John Lewis Partnership
SWOT analysis is a very adequate and useful approach for building a business strategy, and to assess our strengths and weaknesses among the competition.
3.2.1 Strengths
(John Lewis Partnership Plc , 2021)One of the great advantages of John Lewis in the battle with the competition is her many years of experience. The company started in 1864 on Oxford Street in London more than 150 years ago. Among some of the most popular retailers, the company has a very good sales base of 34 stores, one retailer and 331 Waitrose stores. along with two channels for online orders johnlewis.com and waitrose.com. business is that it is built on its reputation for high quality goods backed by excellent customer service. Since the 1920s, the company has been known for its relaxed shopping atmosphere for slightly higher demographic users. The structure of the business is a partnership, which means that the company's profits are distributed equally to each of the employees. The company's ethical image is supported by the fact that double-decker trucks are used for transportation in order to reduce harmful carbon emissions. A very well-developed multi-channel management and tracking system allows for business expansion in this area during Covid -19 and beyond.
3.2.2 Weaknesses
One of the weaknesses of John Lewis is the lack of an international market. This will be a difficult step due to Brexit and the new import and export rules and agreements. Another possible weakness may be the launch of a new lower-budget clothing line for everyday life. What John Lewis is doing is to some extent circumventing their basic law of differentiation, that is, providing goods of very high quality.
The structure of the partnership may also be a weakness due to the lack of clear leadership in decision-making.
3.2.3 Opportunities
John Lewis has the opportunity to expand its markets by focusing on personal financing and insurance. Here the company has a lot of competition even in the face of companies like Asda and Tesco. Another new idea is the construction of rental housing built on land owned by the company.
A winning strategy may also be the desire of the retailer to build smaller but large numbers of shops stocked with the best of the brand's items.
In addition, John Lewis could expand its budget food products in its Waitrose stores, as well as introduce new organic products and brands.
3.2.4 Threats
A key threat to John Lewis comes from the competition itself in the sector, due to the fact that they offer similar items and services. In the conditions of Covid -19 the main threat is the inability of the consumer to visit the shops, due to the real threat of infection and the fact of reduced purchasing power. The economy is also a threat to business. With the changes introduced by Brexit and the constant fluctuation of import prices, trade is becoming increasingly risky.







4. Conclusion
The main topic of this report was the way in which John Lewis Partnership retains its long-standing name and way of serving by introducing technologies, investing in new projects and industries. The relationship with partners and clients is also essential. Caring for and protecting the environment is a good platform on which the company builds its image. The analyses prove the aggressiveness between competition and the importance of eliminating it through the various economic approaches mentioned in the report. The resulting pandemic situation hinders the development of trade, but an in-depth analysis of market demand will help companies find the right path to successful realization.

5.Recomendation
Covid-19 imposed completely new rules on the market. To be part of the business, John Lewis faces large-scale challenges that he has never taken. One way for a customer to remain loyal is when their views and aspirations overlap with those of the company. Needs are another important strategic point for a retailer to consider. Because of this:
· The company needs to offer new lines to a wider audience of customers.
· Pay attention to new services in the financial sector, such as mediation in the provision of financing to clients accommodated in their newly built homes or insurance of any type of property.
· An idea that John Lewis could use was to build nursery centres and controversial complexes near their residential buildings, thus benefiting his tenants.
· Increasing the range of organic products and food to attract those who strive for an environmentally friendly lifestyle.
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