
Marketing fundamentals
Assessment 1
Blogging to Communicate
Student Name: Milko Marinov
ID: 2028014
Module Coordinator/ Lecturer: Tushara Balendran
University of Wales Trinity Saint David




[image: ]


1 | Page

John Lewis & Partners is one of the top ten high-end brand retailers in the UK. It runs department stores throughout Great Britain, Ireland, and Australia.
John Lewis & Partners
The story began in 1864 with one flagship store. John Spedan Lewis assumed that the clothing business will be profitable as Englishmen craves style and fashion (Vrtaňa, 2019). 
[image: John Lewis cuts losses to £29m but warns of Christmas uncertainty | John  Lewis | The Guardian]
After that over the years, John Lewis and his son bought so many department stores and Grocery companies and included them in the John Lewis group of partnership.
Gradually all brands rebranded as John Lewis and in 2004 they first open a store in Northern Ireland. As of 2018, the partnership has 52 stores throughout Greta Britain. Now the business has transmuted into a giant gamut and follows a unique business model where employees are the shareholders. 
The mission of John Lewis
As a world-famous brand, John Lewis is committed to inspiring and delighting customers by providing quality products, great quality foods, and extraordinary services. Their motto is “because, for us, it’s personal.” The employees are the 
[image: About Us]
Partners of the company so they go above and beyond to provide the best products and services to the customers.
Values of John Lewis
As all employees are the co-owners of the company they have created a set of values that guide their commitments.   
· DO RIGHT
· ALL OR NOTHING
· GIVE MORE THAN YOU TAKE
· BE YOURSELF ALWAYS
· WE NOT ME
 The flagship of Shopping
Among the 52 stores, that located in oxford street is the largest (Doherty, 2017). It has a food hall from Waitrose in the basement. The partnership has 35 traditional department stores and 12 at-home stores. They had an airside store at London Heathrow airport which was closed down due to the Covid-19 lockdown situation. In 2016 they entered the Irish market with home furnishings and in 2017, they opened five shops in Australia focusing on homewares. 

Logo of John Lewis
The logo represents the brand and creates an impact on people’s minds. John Lewis's logo is given below.
[image: John Lewis &amp; Partners Logo [ Download - Logo - icon ] png svg]
Products and Services
John Lewis is a brand with premium retail stores that sells a very large range of products of great quality. They have many types of products available under different categories. 
Curzio,  (2018) stated that they offer fashion products for men and women, child and baby care, beauty products, electronic and technology products, furniture and lights, home and garden appliances, sports and leisure products, etc.    

[image: Waitrose to trial new store format with John Lewis products | News | The  Grocer]
Also, they offer many services in-store and virtually so that people can take advice from experts whenever they need it and however they choose. They provide advice for taking care of newborn babies, free fashion advice for personal styling, guidelines for beauty products and self-care, home styling suggestions from home design stylists, free consultation on a kitchen renovation and fitted bathroom, and many more. So customers of John Lewis can experience various facilities in their stores and multiple category products in one place.
Pricing   
John Lewis & Partners applies specific pre-planned strategies to set prices for every product. They believe that their fair pricing policy is the heart of their business though they have very strong competitors like Tesco, Asda, and M&S, etc. they always emphasize product quality and brand value and follow a competitive pricing strategy. The company regularly follow the upmarket and benchmark their products against competitors. They aim to capture the market with very competitive pricing.
[image: John Lewis to allow fashion brands to sell products directly on its website  | Retail Bulletin]John Lewis appointed price-monitoring teams in the company who are responsible for checking the prices of the other brand competitors regularly both online and offline. If they get to know that any company is selling the same product or services at lower prices they instantly meet that price in their stores. So customers don’t have to search for lower prices elsewhere and trust John Lewis highly. This company’s annual revenue is more than 3 billion dollars (Storey, & Salaman, 2017). 
[image: Confident buying decisions through data - IF]
Place and distribution
John Lewis is a giant company with a wide range of products so they use multi-channel strategy and diverse distribution channels to serve their customers. Throughout Britain, this brand has numerous exclusive outlets of retail stores also they have a strong presence in the virtual world too. They actively participate in YouTube, Facebook. Twitter etc. and use them as the e-commerce platform. Their website is always ready to take orders and now they have smartphone applications too that adds more convenience to the customers. In England, they have fifty stores along with stores in Ireland and Australia. Where big departmental stores are absent outside urban areas they are placed at home stores in those locations. They had stores in London airport too but closed due to lockdown (Sammour, 2020). 
Promotion and Advertising
John Lewis is always fond of innovative promotional tactics and they focus on special events and festivals like Christmas to attract more customers through advertisements. John Lewis is popular for making creative advertisements every year Christmas
[image: Your chance to live in a John Lewis store...sort of - BBC News]
[image: Modern Architecture of a Town Centre John Lewis Department Store with  People and Shoppers Outside Editorial Photo - Image of brexit, lifestyle:  217885151]

Time. People long for advertisements that exploit emotive appeal. In past years, people already shower them with huge responses in several campaigns like the journey, the Bear and the Hare, the Long Wait, Buster the Boxer, and Monty the Penguin (Groenendijk, 2017). These promotional events at Christmas deliver great commercial performance and make a place in people’s minds and cultures. With this popularity, they generate millions of views on social media, several times won the polls about the most favorite ads of the UK.
[image: John Lewis Christmas Advert 2021 ALTERNATIVE - I Wanna Grow Old With You -  YouTube]
Even their “the Long Wait” campaign is added to the primary schools teaching curriculum. John Lewis had association with Olympic Games too where they used that platform to reach out to more consumers. They also successfully sponsored the Commonwealth games. The modern promotional tools like joint promotion with other companies is also done by John Lewis to stay in the line. 
[image: Watch: John Lewis reveals new Buster the Boxer Christmas advert |  HeraldScotland]
People
According to Thabit, & Raewf, (2018) more than 30,000 employees work in this company and they work relentlessly for the customer satisfaction. They are well trained and careful about meeting the customer demands. These competent human resources are behind the world popularity of John Lewis. John Lewis put much importance in their employees too so they are the partners of the company. 
[image: When staff run the show: the true benefits of employee ownership |  Corporate governance | The Guardian]
Process
John Lewis has several business processes to handle their supply chain and smooth operation. Processes involve the transportation of goods from manufacturing plants to warehouses. And then retail outlets to sell to customers. Supply chain management and logistic support of this company require close supervision of related personnel.



Physical evidence
The physical places of John Lewis are established with exclusive and distinct looks that give pleasure to the eyes of customers who feel comfortable shopping here. Discount coupons, loyalty cards, shopping bags, etc. also create physical evidence of the brand.
John Lewis & partners segmenting, targeting, and positioning 
Along with brick-and-mortar stores, John Lewis websites also offer a wide variety of products to consumers. The site can access different categories of retail departments. So every day they get a lot of orders, sometimes more than 9,000 over the night. 
The target market of a company is concentrated on the chosen customer base whose demands and needs match with the company's offered products or services. John Lewis doesn’t have a separate target market because they offer various levels of products and each comes at a different size, shape, and price. They can meet the demand of various types of people. And fulfill their requirements. Every person has different choices and they can find the products of their taste among the large product ranges. They sell within the UK and other countries. Demographics include both men and women with good income levels like 40,000 per year (Aliyev, 2015). 
[image: John Lewis Christmas ad boosts sales | Furniture News Magazine]
Though John Lewis has many options to attract a big customer base like they have sales and offer the facility. In a time of sales in the year-end, they offer huge discounts on every category products so that low-income people can also buy from them. Their competitive pricing already helps middle-class people. For gifting purposes, they have different segments like a gift under 20, under 50, gift for his or her, couples or babies, teen age’s, etc. gift hamper of foods and drinks, gift sets of beauty products, etc. Advertising campaigns and social media plays a significant role in targeting customers for John Lewis. A large number of audiences get attracted to the services and products of John Lewis that are advertised through social platforms. Thus all these options open doors for various segments of people like high and low-income customers, men and women, young and old generation, etc. 
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‘When you're part of it, you put your heart into it

At John Lewis & Partners, we’re more than employees -
we’re owners. That’s why we're all called Partners. And
that’s why we all go above and beyond to offer quality
products and outstanding service to the people who
matter most - you, our customers.

Because for us, it's personal.
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