Monitoring, Reviewing, and Communicating the Decision

John Lewis Partnership announced a loss of over half a Billion Pounds during 2020 due to the pandemic and its effect on their business. This tremendous financial loss led the retail to state that they will continue closing more stores around the country, which will lead to a more negative impact on their current financial situation. Additionally, Brexit is considered one of the factors which led to this economic drop in profits.
The primary problem which led to all these consequences is the reduction in profits. Therefore, the retailer needs to find methods to overcome this before considering reopening the closed stores. 
Increasing the profits can not be achieved without a plan that considers the SWOT analysis to evaluate the current situation and the external factors(PESTLE) that might impact the sales and mitigate or build upon them.
The gigantic retailer has only a few stores outside the UK. However, expanding Onlineshop, building factories in other countries to reduce the prices of the final products enables John Lewis Partnership to open branches internationally. This might be one of the critical factors that assist overcome the decline in sales by targeting new markets while keeping the quality of the products. 
After running a decision-making matrix, the decision is to consider two solutions:
· Reopening and accepting international orders.
· Founding new branches in different countries.
	Decision implemented:

	Monitoring the decision:

	Resources:
· Brand name( allow to get partnerships with local store chains).
· John Lewis still has the financial means to invest 50 to 100 million pounds over 3 to 5 years.
· Relay on Dependent analytical centers ( reports about the supply chains).
· IT support and offices in targeted countries( languages, culture, currency )
· Hire and train new employees, project managers, logistics suppliers.






	Key Indicators:

· Footfall and online orders in new branches.
· Expand online shop and shipping to different countries.
· The percentage of market share, customers, reordering.




	Targets:
· To build new branches in five continents within three years.
· Increase overall sales by 20 % outside the UK in the first three years, then 30% of all John Lewis sales.
· Increase international online sales by 20% in  18 months.



	Data Sources:

· Marketing data analysis ( from countries where new branches will be open).
· Targeted markets countries Demographic analysis and socio-economic analysis.
· IT department, different searching engines, for example, google analytic platform, online shop sales.
· Internal reports.



	Reviewing the decision:

	
· Availability of the funds.

· The possibility of reaching agreements with different countries where the new branches will be established.

· Online sales.

· Be aware that cannibalization may occur.






	Communicating the Decision:

	Internal Stakeholders

· Major shareholders:  Every three months via emails and every six months board meeting
.
· Project managers: weekly email and monthly meetings.

· Employees:   every six months, by putting updates on the workstation board.
















	External Stakeholders

· Suppliers: every six months by email.

· General Public:   when a new branch opens using different platforms.
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