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[bookmark: _Toc91499340]Introduction 
The marketing fundamentals refer to the core aspects of the marketing that includes product, price, promotion and place. The different aspects of marketing change with the variation in the business trends. But overall, the marketing functions revolve around the four major principles. The paper will highlight the three-step marketing framework that includes segmentation, targeting and positioning of the products and services of the organisation.  Further, it will determine the marketing mix strategies applicable to the chosen organisation. 
John Lewis is the chosen organisation for the case study. The organisation was founded back in 1864 (JOHN LEWIS & PARTNERS. 2021c). The company has become a renowned retailer chain offering customers a variety of products. The revenue generated was calculated to be around £3.72 billion in the year 2021.  The company is recognised to be one of the largest employee-owned businesses with nearly more than 80,000 employees (Statista, 2021b; Statista, 2021c).

  



[bookmark: _Toc91499341]Task
[bookmark: _Toc91499342]Understand the process of segmentation, targeting and positioning 
In the business market, there are a set of micro and macro environmental factors influencing the marketing strategies of an organisation. The external factors that affect the business operations include political, economic, cultural and social along with technological and legal factors. Similarly, the organisation structure, objectives of the organisation refer to the internal factors affecting the organisation. Products being offered by John Lewis cannot be preferred by all the customers as there are different needs of different people. Therefore, they need to get indulged in the segmentation of the market with the main objective to offer the customers quality products.  Market segmentation refers to the process of dividing the population into groups as per the needs and requirements of the customers (Camilleri, 2018).
The segmentation of the market can be carried out based on geographic, psychographic, demographic and behavioural. The STP tool that is segmentation, targeting and positioning can apply to John Lewis and its products.  The customers can be segmented based on the region or density.  The stores of John Lewis have been growing to around 50 in the UK (Statista, 2021a). The customers are also grouped based on age, gender, income, occupation, education, family size and social status. The products of John Lewis are available for all age categories, for men, women as well as the child. The products being offered by John Lewis targets regular, easy-going customers, active users, also the customers can be single, individuals reflecting the working class or middle class. In addition to this, the purchasing behaviour of the customers is responsible to put a direct impact on the application of the marketing activities. 
Besides determining the practices to carry out segmentation of the customers and targeting them as per their needs and requirements, positioning of the product is very crucial for the organisation (Camilleri, 2018).  This is because it helps the organisation to reach out to the customers with the products determining their requirements and satisfying their needs. Positioning refers to the practice of dealing with the needs of the individuals concerning the elements of the marketing mix. The main objective is to attract the target customers. Different forms are positioning of the products that are namely functional, symbolic, price, experiential and multi-segment. Functional positioning refers to the practices associated with the enhanced quality and range of functionalities of eh services and the products.  For an instance, the products sold by John Lewis focus on the needs of their customers providing them with quality products. 
The functioning positioning is applicable in John Lewis, to attract their main target highlighting their features of the products satisfying their needs. The next positioning aspects of the products are based on the symbolic positioning that includes the practices that concern the values, aspirations and aims.  The use of the respective positioning helps the organisation to focus on the narrow customer segment by emphasising their perceptions and emotional values (Lutz and Newlands, 2018). Price positioning and experiential positioning also proves to be effective for the company to attract their customers based on their needs.  The multi-segment positioning of the product refers to the practices that are mainly performed focusing by targeting several segments of the population at the same time. The STP tool is used by the organisation to effectively segment the customers, target their potential customers and position the products as per the needs of the customers.  
[bookmark: _Toc91499343]To determine the marketing mix strategies of a chosen organisation 
For every successful business venture, marketing plays an important role and based on the services delivered by the organisation marketing mix are set. The marketing mix includes the multiple areas of focus that includes in the marketing plan of an organisation (Thabit and Raewf, 2018). It is very effective for a business as it helps to decide the best channels for offering products to the customers. In general, there are four elements included in a marketing mix, which are product, price, place and promotion. These four elements are further extended to three more key elements, which are people, process and physical evidence. The chosen case company John Lewis deals in fashion retailing products and widely perform their business throughout the UK. A marketing mix would help to understand the present situation of John Lewis. 
John Lewis Product Strategy
John Lewis is one of the popular and leading retail stores from the UK dealing in all types of fashion and electrical products. Their products include a wide range of home and designing items including electrical, fashion and beauty products. They have a wide range of women's clothing that includes designing dresses, coats, jackets, shirts, knitwear and many more. For men's, they have a wide range of jeans, shirts, coats and many more. For home decors, they have decorative items for bedrooms including tableware accessories and bedding products (JOHN LEWIS & PARTNERS, 2021a). In electrical sections, they have televisions, soundbars, headphones, laptops and other desktop products. Home appliances like washing machines, cookers, microwaves, coffee machines, kettles and many more similar items are present. The presence of furniture items is also evident in the company where they offer attractive offers on the products. Thus, it can be said that they have a diverse product line that tends to meet the demands of all types of customers. 
John Lewis Pricing Strategy 
John Lewis always believes in fair pricing that helps them to flourish their business over these years (JOHN LEWIS & PARTNERS, 2021b). There is huge competition in the UK retail market due to which, they had adopted a competitive pricing strategy for all their products and services. With the use of this pricing strategy, they can capture the market because of the competitive price that took them ahead of their competitors. At the same, they have a price monitoring team that checks on the prices of their competitors during their online and offline sales. These strategies have helped them in their course of doing business. 
John Lewis Place Strategy
John Lewis follows the multi-channel strategy to distribute their products all over the UK and has different distribution channels. According to the latest statistical report, it is found that John Lewis has more than 50 stores at different locations in the UK (Statista, 2021). At the same time, they own some of the Waitrose shops that make them successful in these years. Apart from offline sales from stores, they also carry their business activities through online sales channels. 
John Lewis promotional Strategy 
Since the organisation focuses on the needs of the people concerning their emotional value, they effectively focus on the promotional activities marketing their products. The company has been facing extensive competition in the business market as the competition has been increasing with the changes in the market trends.  The company has been increasing their creativity concerning the advertisements of eth products and services. The best applicable promotional strategy for John Lewis is namely personal selling, and public relations and direct marketing. Effective promotional activities enhance the sales count of the products and services. Since they provide products and services to all age group of customers, effective practices to promote the features of the products proves to be effective in attracting customers. This ensures the productivity of the organisation.   
People
Being associated with the retail industry and serving the people as the service brand focuses on their target customers as well as their workforce serving the organisation. They focus on the determination of the employees so that a better service can be delivered to their customers. The delivery of quality services allows the customers to develop their trust in the brand adding value to their productivity (Yuliantine et al.,2018). With the main objective to ensure the satisfaction of the customers, they make sure that the employees are provided with the training. The management looks into the practices of the employees concerning the services executed by them by providing their effective training and engaging them in employee’s engagement programs. The effective and countable performance of the employees adds value to the brand of the company.  
Process
In addition to the practices to focus on the marketing activities, the company also looks into the businesses processes so that smooth operations can be practised ensuring effective performance of the organisation. The businesses processes involve practices including the dispatch of the products and goods from the manufacturing units to the warehouses of the company (Kalogiannidis, and Mavratzas, 2020). From the warehouses, the products are transferred to the retailer stores and then to customers. The customers are also allowed to look for the products, through an online platform and satisfy their needs. The target customers are allowed to surf their websites and shop the products as per their requirements. Since the organisation includes different products for all age groups of the people making it more preferable for the customers.  
Physical evidence
[bookmark: _GoBack]The biggest physical evidence for the retailer chains is their physical stores. The products and services that are offered by the organisations to the customers through the physical stores tend to prove to be the most effective evidence for the customers (Othman et al., 2019). In addition to this, the organisation also provides information to the customers through their websites also proves to be effective in adding value to their physical pieces of evidence. The quality and the effective availability of the pieces of evidence ensure the trust of the customers. The physical evidence such as stores, leaflets, online websites helps to retain their potential customers and attract new customers increasing their customers’ base.
[bookmark: _Toc91499344]Conclusion 
It has been concluded that for an organisation, it is very important for the organisation to effectively perform their marketing activities. The most crucial activity concerning the marketing of the products includes the segmentation of the target customers. The segmenting of the customers based on their needs enables the organisation to look for the requirements of the customers more precisely. This increases the efficacy of the organisation to target its potential customers. Along with the determination of the needs of the customers, positioning of the products is also very important. The STP tool proves to be effective for an organisation provided it is followed by the practices to implement the marketing mix.  The marketing mix strategy enables the organisation to properly set the strategies so that customers can be satisfied with the products adding value to the brand value. 
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