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Executive Summary
The retail company named John Lewis and pertners, situated in UK have been chosen for this specific report. This departmental store mainly provides different types of products including Homeware, fashion products along with electronic equipment. There are different places, where this company situated its location like London, Australia and so on. Hence, this company is chosen for this specific report. For the marketing purpose, this company prefers to use different effective strategies and this report will discuss about it. Not only that, but also different strategies like PESTLE or Porter’s five forces etc will also be discussed in this report. 
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[bookmark: _Toc113275648]Introduction:
The term marketing can be defined or explained as the process that includes some other techniques for increasing organisational sell. Along with that, this process can also be useful for product promotional purpose or letting people aware about the products of the organisation. In the case of this report, 7ps Marketing mix for the specific organisation will be presented here. Along with that, PESTLE, SWOT analysis based on the company will also be discussed in this report. These theories will be helpful for the company to analysis both the internal as well as external environment of the organisation. Not only that, but also a STP analysis will also be conducted in this report to understand the market or target consumers of the organisation. 


[bookmark: _Toc113275649]7Ps of the marketing mix for John Lewis & Partners
7Ps of marketing mix is very useful for any organisation. With the help of this strategy this organisation will be able to understand different perspective of the business that will helpful for understand the situation of organisational market. Market for an organisation is very important factor as this can rapidly change with the need of customers, situation of customers and so on. Hence 7Ps of marketing mix for this specific organisation are mentioned below:
Product:
This is the first P and this stands for Product. As this organisation is a well-known retail company so the list of products of it is also very lengthy. The prime products of this organisation are Electrical goods, Homewares, Crocs, Tents and so on. Hence, based on the list of products it can be said that the product strategy that this organisation prefers to use is product variation strategy. Through using this strategy, the organisation becomes able to offer various products for the organisation. 
Price:
Along with product, another important strategy under this technology is pricing strategy. It is an obvious fact for an organisation to set right price for a product to get profit and also for holding the market. In the case of Lewis and Partners, this company prefers to conduct research on market to understand the customer’s mentality. Along with that, through accomplishing the market research, the organisation also got to know the pricing status of the competitors. Hence, it can be said that, this company prefers to use competitive marketing strategy for the development of the organisation (Kotler, and Keller, (2008). 



Place:
This organisation mainly deals with retails products or services. In that case, this organisation prefers to choose comparatively crowdy places for this organisation. In that case, places near railway station, metros, market and so on can be chosen by the organisation under their placing strategy. 
Promotion:
Organisational development purpose, promotion plays a very critical and important role. This includes the process of communication with customers so that the organisation can be able to make people aware about their new products or to increase the interest of people regarding the new or existing products. Hence, currently the organisation is using online promotional strategy. With the use of this promotional strategy, the organisation started to use online process like their own websites. Along with that, they are also taking the help of social media where they are promoting their new products or trying to attract more customers. 
People:
The people strategy of this organisation is not that effective. In addition, the impact of the Covid- 19 affected this highly. Due to the pandemic of Covid- 19 the organisation had to forcefully close many of their stores. As the result, near abut 1200 employees of the organisation were in high risk (Sukma, Lubis, and Utami, (2019). 
Processes:
Development of an organisation mainly depends on smoothness of providing services to their customers. Due to this for the organisational development purpose can be considered as one of the critical factors under the marketing mix. In that perspective, it can be said that this organisation mainly pays more attention on their production process. Not only that, but also their customer service processes are also very effective and positively impactful for the organisational development purpose. 
Physical evidence:
Physical evidence is about their existence through online or offline. In that perspective, it can be said that this organisation prefers to maintain their physical existence through opening different stores in different places. Hence, due to the pandemic of covid unlike other organisation, this company also prefers to maintain their existence in online. As the result, they started to provide online facilities. They opened their own websites where people can order for the products online. Hence, it can be said that under the physical evidence strategy the organisation prefers to maintain online business strategy. 
[bookmark: _Toc113275650]PESTLE analysis
The PESTLE analysis is a well-known process that this organisation prefers to follow for understanding external situation for the organisational development purpose. Hence those factors for the organisation will be discussed in this specific part of the report.
Political:
Political factor under the PESTLE analysis can be considered as one of the most critical factors that plays a huge role for the retail industry development purpose. Under this factor there are several things like tax and regulations, different global laws regarding trade can be impactful for the entire retail industry along with the specified company as well. In the duration of Pandemic, the effects of this factor were quite strong. In that perspective, it can be said that to stop the effect of this virus, different government took the decision of closing their borders and that was impactful for this specific industry and the company. In this situation those companies who were doing their business under the limited borders did not face any kind of issues. Therefore, as this organisation does international trade, so the effect of this political factor in these days due to pandemic was negatively impactful.
Economical:
In the situation of pandemic, the government of UK imposed lockdown to control the effect of coronavirus. This lockdown creates a strict regulation of keeping people in their home and not to go anywhere to buy anything until it is very necessary. Government of UK started to force people to use online process in every manner. In the case of Lewis and partners, as this organisation is not an online organisation, so it was hard for them to maintain their sell, production as well as profit. Along with that, this pandemic increased the level of un-employment rate so high that the spine bone of financial stability of people was broken. Along with that the GDP rate of the country was also affected (Wuryandani, Ismoyowati, and Nugrahini, (2018).
Social:
Apart from this, it is very natural that the entire social way of living the life of people in UK was also changed. People started to prefer those companies which provide all kind of online facility. Due to the lacking in this case, the organisation has to face a huge loss of their customer base. Along with that, it was also hard for the company to maintain good quality of products in low price while the company took the decision of changing their pricing strategy.
Technological:
UK is a technically advanced country and introduction of internet increase this advancement a lot. Advancement of new technologies become helpful for this company to reduce the expenses. Along with that, the uses of advanced technologies were very useful in the time of Pandemic. 
[bookmark: _GoBack]In this situation government maintain all kinds of lockdown in the entire country and people were not allowed to go outside of their home. In this situation, the availability of online service was very useful. In the case of this organisation, advancement of technologies become helpful for the company to provide this facility. Hence, this factor is positively affective for the organisation development purpose. 
Legal:
It is very important for every retail store to maintain all kind of legal rules and regulations. There are some other laws too that are also needed to be followed like employment act, consumer protection act and so on. With the implementation of those acts, the organisation becomes successful to maintain a specific amount for their products and to set the minimum wages for their employees. Through this way, the company becomes successful to maintain their own sales and not paying too much for anything (Christodoulou, and Cullinane, 2019
Li, (2018). 
Environmental:
Along with different laws, UK is also very strict for their environmental laws to protect their environment and keep them clean. This organisation is also very concern about these laws and tries to do everything to maintain these laws. In this situation, due to maintaining all kind of environmental laws, the organisation becomes successful to avoid different types of legal problems (Perera, (2017).


[bookmark: _Toc109341791][bookmark: _Toc113275651]SWOT analysis of the company John Lewis & Partners
SWOT analysis can be helpful for a company to understand their internal environmental status. Hence, the SWOT analysis of the organisation are presented here:
	Strength
	Weakness

	1. Being a well-known organisation, the base of consumers of this organisation is very high. As the result the organisation expanding your business through recommendation from one to another.
2. After the lockdown, the organisation becomes successful to maintain a strong presence in online. That increase the organisational productivity and organisational brand. This can be considered another strength for the organisation (Helms, and Nixon, (2010). 
3. Along with that, this organisation prefers to use product innovation strategy. With the help of this strategy, the organisation becomes successful to offer innovative and new products to their consumers and that can also be considered another strength for the organisation. 

	1. The physical evidence of the organisation is very limited globally. Due to this lack of global presence the chances of high popularity of the company are getting effected. Hence, this can be considered as a weakness for this organisation. 
2. The pricing strategy that this organisation uses is not that effective as the result the productivity of the organisation is getting affected. 
3. The company is not that concern about retaining their consumers. Therefore, the employee retention policy is not that high this leads employees to get trained in this organisation and then serve for others. This less employee retention policy is also another weakness for the company. 

	Opportunities 
	Threats

	1. Changing economic status of UK to upwards is helping the to increase their sell and profitability. This can be considered as the opportunity for this organisation.
2. Lewis and Partners, being a retail company and to increase their base of consumers the organisation provides different types of products under retail. This product variation can be considered as the opportunity for the organisation. 
	1. One of the major threats that every organisation including Lewis and Partnership is facing currently due to the affect of Covid-19. This pandemic is threatening for the growth of the organisation. 
2. Not only that, but also the financial bone marrow of the company was totally broken due to the effect of Covid-19. This broken financial situation of the country is also threatening for the company (Sarsby, (2016). 


[bookmark: _Toc113275652]Porter’s Five forces:
With the help of this strategy, the organisation will be able to understand their current market status. Not only that, but also, with the help of this the organisation will also be able to understand their competitive advantages, the power of both the supplier and consumers and so on. Hence, the Porter’s five forces on this organisation are presented below:
1. Competitor Rivalry:
Competitive rivalry mainly refers to businesses that sell comparable goods to retailers like John Lewis. House of Fraser, Lawsons, Debenhams are just a few of the many stores that John Lewis has to contend with in the UK. Given Debenhams' and House of Fraser's and House of Lewis' lower market shares, John Lewis has an edge in terms of competition. However, all businesses are affected and battling to maintain their sales as a result of the pandemic crisis (Leigh, (2009).
2. Threats of Substitute Products:
In the retail sector, John Lewis faces competition from businesses that market comparable goods. As a result, substitute products continue to pose a challenge to John Lewis in the retail sector. It is always possible for a business to offer the same item that John Lewis does. People might not go to John Lewis to meet their demands if there are alternative businesses selling the same goods for less money. Numerous businesses may launch online delivery services for their products before John Lewis as a result of the Covid situation. This can be negatively impactful for the organisational development purpose (GURL, (2017). 
3. Bargaining powers of Buyers:
The number of customers that a specific company, like John Lewis, has influences the negotiating power of the customers. If John Lewis has more customers, the customers would not benefit by setting a higher price range for a specific product, and vice versa. There are currently proportionally fewer purchasers in the market because the pandemic crisis is harming smaller firms. This will give consumers the power to dictate product prices to businesses like John Lewis (Tseng, and Pilcher, (2021).
4. Bargaining power of Suppliers:
Here, the quantity of suppliers for John Lewis affects the suppliers' bargaining strength as well. If John Lewis has several suppliers, the supplier might not have much negotiating leverage when it comes to product costs. Because of the impact of COVID-19, small firms now have fewer suppliers, giving them the opportunity to raise the price of the goods that John Lewis must purchase (Romppanen, (2021).

5. Threat of New Entrants:
Different new companies are entering the market as a result of the pandemic. The old businesses face a threat to their revenue from these new operations. The pandemic also encouraged people to launch their own businesses where they might sell goods comparable to those sold by John Lewis. The majority of new firms sell their products on social media websites while also considering delivery. In this sense, the new competitors pose a danger to the established businesses (Rathnayake, Senarathna, and Siriwardena, (2021).
[bookmark: _Toc109341793][bookmark: _Toc113275653]STP Analysis of John Lewis
With the application of this specific analysis, this organisation will be able to find out different factors like Segmentation, Targeting and positioning and so on for the organisational business purpose.
Segmentation:
Geographical Segmentation:
A department retailer with its headquarters in London, John Lewis also operates shops in Australia and the Republic of Ireland. Geographically, John Lewis mostly addresses the people in these areas. Companies like John Lewis have limited their regional segmentation to the UK since the pandemic hit the nation and its citizens ()Poniwatie, Noviandari, Kusumo, and Pratama, (2022).
Demographic Segmentation:
John Lewis uses demographic segmentation to focus on specific age and economic groups within their audience. Based on cost, John Lewis primarily appeals to consumers with a moderate to low monthly income. Typically, John Lewis has a competitive price strategy. They also consider the value and quality of their goods while implementing a competitive pricing plan. Additionally, John Lewis markets to UK residents of all ages. 
Due to the fact that they feature a fashion department in addition to other product lines like home goods, they frequently draw and target young people. For their other products, they also want to appeal to those who are slightly older than young people He, Ding, and Liu, (2021).
Behavioural segmentation:
Companies like John Lewis cater to both the public that prefers to shop in physical stores and the group who prefers to stream internet platform stores. In the UK, they operate both physical locations and online outlets. People in the UK are choosing to purchase goods from an online retailer as a result of the current Covid-19 crisis. John Lewis is thus aiming its marketing at customers who prefer to buy their necessities online rather than in physical stores (Catana, and Toma, (2021).
Targeting:
Retailer John Lewis & Partners sells a wide range of goods, including furniture, electronics, home goods, and accessories for the fashion industry. They often aim towards the population with a moderate to low rate of income. For the purpose of luring clients with moderate to low incomes, John Lewis offers a variety of discounts on its products and also has end-of-season deals. Due to their wide selection of products, they typically draw clients of various ages.
The company often markets its goods in a variety of places, including Australia, the Republic of Ireland, and London. In the various areas where John Lewis has its stores, different governmental restrictions are imposed during the lockdown. They must therefore act in accordance with the laws of that particular area (Bakhat, and Marroun, (2022).


Positioning:
In essence, all of their customers now view John Lewis as a brand. They typically stock a wide range of goods at their stores, including household appliances, electrical goods, clothing, and much more. They essentially have something to offer for every demographic. They market their goods to people of various ages. They are an international company because they have stores in different places including London, the Republic of Ireland and Australia (Altay, Okumuş, and Adıgüzel Mercangöz, (2022).


[bookmark: _Toc113275654]Conclusion:
The above study has been created on the topic of marketing fundamentals. Both B2C and B2B marketing need to understand the principles of marketing. This specific mentioned paper also touches on how they employ their techniques in a pandemic event. Along with that, in this article goes into great detail about the marketing stages and procedures that encompass all seven Ps of marketing. The internal analysis, which includes a SWOT analysis with strengths and weaknesses, has been covered above in relation to marketing tactics. In addition, Porter's five forces and the PESTEL analysis of the company John Lewis & Partners were examined in the aforementioned paper. The John Lewis & Partners company's segmentation, targeting, and positioning are all part of the STP study. There has also been extensive discussion of this entire STP analysis. According to the PESTEL analysis, the Covid-19 epidemic has had a significant impact on a variety of variables, including the company's ability to grow.
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