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Over 100 years ago our Founder, John Spedan Lewis, began an experiment into a better way of doing business by including staff in decision making on how the business would be run.  
He set out the principles for how the Company should operate and produced a written Constitution to help Partners understand their rights and responsibilities as co-owners.
Spedan Lewis wanted to create a way of doing business that was both commercial, allowing it to move quickly and stay ahead in a highly-competitive industry, and democratic, giving every Partner a voice in the business they co-own. This combination, so ahead of its time, continues to make us what we are today.
The John Lewis Partnership is the UK’s largest employee owned business. We started as an experiment in industrial democracy by our Founder John Spedan Lewis, who believed there was a better way of doing business. Because of this we’re more than employees, we’re owners. 
That’s why we’re called Partners.

John Lewis Marketing Strategy & Marketing Mix

Marketing Strategy of John Lewis analyses the brand with the marketing mix framework which covers the 4Ps (Product, Price, Place, Promotion). There are several marketing strategies like product innovation, pricing approach, promotion planning etc. These business strategies, based on John Lewis marketing mix, help the brand succeed.
John Lewis marketing strategy helps the brand/company to position itself competitively in the market and achieve its business goals & objectives.
Let us start the John Lewis Marketing Strategy & Mix to understand its product, pricing, advertising & distribution strategies:

John Lewis Product Strategy:


The product strategy and mix in John Lewis marketing strategy can be explained as follows:
John Lewis is one of the leading premium retail stores based out of UK. John Lewis provides an unparalleled range of services from personal styling and nursery advice to appliance installation and technical support. The retail stores provide several services as a part of their marketing mix. John Lewis provide products belonging to various sectors like Home and Design, Electrical and Technology, Gifts and Celebrations, Fashion and Beauty and Baby and Child. In the home furnishings assortment, they have their own brand’s duvets, pillows and furnishing fabrics made in their Lancashire mill in Herbert Parkinson. The mill also provides they’re Made to Measure seven day curtain, roller blinds and voile services. They also have an on-site weaving operation that creates exclusive fabric designs.

John Lewis Price/Pricing Strategy: It adopts a competitive pricing strategy for all its products keeping the quality and value in mind. The company regularly benchmarks its products against others in the market. Its policy ensures to capture the market with very competitive pricing amongst all players. John Lewis have a price-monitoring team that proactively keeps a check on the prices of branded products of their competitors every day including online and during sales. If they find that some competitor is selling the same product with the same service conditions, but at a lower cost, they immediately meet that price at their online as well as offline stores. This strategy is a benefit to all the customers as they will not find a lower price elsewhere and if they do they can easily make a price match request. The annual revenue of the company is in excess of $3 billion.

John Lewis Place & Distribution Strategy:

Following is the distribution strategy in the John Lewis marketing mix:
John Lewis uses the multi-channel strategy and uses different distribution channels to cater to its customers. Not only does the brand have several exclusive retail outlets in Britain, they have also aggressively spread their wings in the E-commerce including tapping of YouTube, Facebook and Twitter. They have also released smartphone applications to add to the convenience of the customers. John Lewis has fifty stores in the whole of England. It also has a placed store in the Heathrow Airport. It also opened its first concession store in New south Wales, Australia.
due to the 2020 pandemic, some of the stores could not perform due to loss of customers.
John Lewis Promotion & Advertising Strategy

The promotional and advertising strategy in the John Lewis marketing strategy is as follows:
John Lewis adopts innovative promotional strategies for its products and has creatively used the occasions of festivals for developing special advertisements during the year end seasons. Since past almost ten years, every year consumers long for the creative advertisements that the company makes every year during Christmas and exploit the emotional approach to appeal. Some of their well-known campaigns are Buster the Boxer, The Journey, The Bear and the Hare, Monty the Penguin and The Long Wait. These Christmas campaigns all help deliver market-leading commercial performance and achieve a place in popular culture. They have generated millions of views of YouTube, won numerous polls at the UK’s favourite ads and ‘The Long Wait’ campaign has even become an official subject on the primary schools’ teaching curriculum. John Lewis has also stayed in line with the new age promotional tools such as “joint promotion with other product/services” example they entice customers to buy more products/services covered under the program and thereby attain a loyalty status which allows them for certain amount of free purchase. John Lewis was also associated with the Olympic Games and used that platform to increase the awareness of the brand. After successfully sponsoring the London Olympics, it also sponsored the Commonwealth Games.
Since this is a service marketing brand, here are the other three Ps to 
make it the 7Ps marketing mix of John Lewis.

People

Being a service brand, John Lewis focuses a lot on its customers and even its workforce. They ensure that the customers have a good shopping experience whenever they come to the John Lewis store. More than 30,000 employees are a part of the organisation. The staff is well trained and store managers ensure that all customer requests are looked into. However, in 2020 due to loss in business, a few stores had to be closed leading to a few layoffs.

Process
John Lewis has got several business processes in place which help ensure the smooth operations of the retail brand. Processes involve dispatch of products & goods from manufacturing plants to warehouses of the company. Once at the warehouses, the products are sent to the retail stores for the customers to buy. The John Lewis website also allows customers to browse & shop online.

Physical Evidence

John Lewis’ stores is the biggest physical evidence of the retail brand. The stores has a distinct look and feel and ambience, the store is customer friendly and makes it comfortable for the customer to shop. Loyalty cards, shopping bags, in house brands etc. also add to the physical presence of the brand. Hence this concludes the marketing strategy and marketing mix of John Lewis.

About John Lewis

Way back more than a century ago a dynamic Britisher named John Spedan Lewis predicted that clothing business will have great business potential considering the style and the fashion craving of the Englishmen. It gave birth to the idea of branded clothing. Presently, John Lewis represents premium department store outlets having high reputation in the United Kingdom. Over the years, this business has transformed into a bigger gamut with Waitrose becoming a part of it. It has a unique business model in which the employees are the share holders. Today this business comprises of exclusive John Lewis stores (around forty) and more than four hundred Waitrose marts. The products are also available on the website of John Lewis.
It represents the price promise that John Lewis gives to its customers as a brand which is that the company is committed to never consciously charging higher prices for the same goods as competitors. Their strategy is based on three independent objectives which are Partners, Customers and Profit.
Browse marketing strategy and 4Ps analysis of more brands similar to John Lewis. The Marketing Strategy & Mix section covers 4Ps and 7Ps of more than 800 brands in 2 categories.
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John Lewis SWOT Analysis, Competitors & USP

SWOT analysis of John Lewis analyses the brand by its strengths, weaknesses, opportunities & threats. In John Lewis SWOT Analysis, the strengths and weaknesses are the internal factors whereas opportunities and threats are the external factors.
SWOT Analysis is a proven management framework which enables a brand like John Lewis to benchmark its business & performance as compared to the competitors. 
John Lewis is one of the leading brands in the lifestyle and retail sector. The table below lists the John Lewis SWOT 
(Strengths, Weaknesses, Opportunities, Threats), top John Lewis competitors and includes its target market, segmentation, positioning & Unique Selling Proposition.
	Parent Company
	John Lewis & Partners

	Category
	Department Store

	Sector
	Lifestyle and Retail

	USP
	Department store with online shopping which includes fashion, homeware, sports and electrical items

	Segment
	People who have irregular working hours or work shifts

	Target Group
	Working class professionals who are fashion conscious and build a brand for themselves

	Positioning
	The 'at home' stores are located within pre-existing shopping regions, and focus on Electrical, Home and Technology products

	John Lewis Strengths
	Below are the Strengths in the SWOT Analysis of John Lewis:
1. John Lewis is one of the most posh and upmarket retail stores in the UK
2. John Lewis offers a wide range of fashion brands to choose from and also their own brands
3. The brand also offers option to shop online along with international delivery
4. The company has over 30,000 employees in its workforce
5. John Lewis company is known for its policy of "Never Knowingly Undersold"
6. The brand has international presence in a few other countries like Ireland and Australia
7. The annual revenue of the company is more than $3 billion
8. John Lewis offers products like clothing, footwear, home decor, furniture, beauty products etc.

	John Lewis Weaknesses
	Here are the weaknesses in the John Lewis SWOT Analysis:
1. Limited awareness of the brand outside of UK, as compared to some of its international competitors
2. The prices of items are higher than supermarkets and grocery stores which might limit the target group

	John Lewis Opportunities
	Following are the Opportunities in John Lewis SWOT Analysis:
1. More young professionals living away from home and are brand and image conscious. Hence their target group is increasing fast
2. Increasing purchasing power parity leading to improved lifestyles
3. Expand network, product selection and reach to people by opening up more flagship stores along the lines of their growth strategy currently being pursued

	John Lewis Threats
	The threats in the SWOT Analysis of John Lewis are as mentioned:
1. Economic recession and financial instability in a country can impact the purchasing power of the people
2. Intense competition from corner stores, supermarkets, grocery stores and host of other convenience stores
3. Competition laws an lack of large scale development space leading to merger of many convenience stores

	John Lewis Competitors
	Below are the top 6 competitors of John Lewis:
1. Tesco
2. Marks and Spencer
3. Amazon
4. Debenhams
5. Asda
6. Morrisons
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Business Strategy and Sustainable Development – John Lewis Partnership

Similar analysis has also been done for the competitors of the company belonging to the same category, sector or industry. Browse marketing analysis of more brands and companies similar to John Lewis. This section covers SWOT Analysis, Competitors, Segmentation, Target Market, Positioning & USP of more than 2500 brands from over 20 industry sectors. John Lewis Partnership is considered one of UK’s major retail businesses that have over twenty seven departmental stores and a hundred and six Waitrose stores. The enterprise is owned and operated as a partnership entity and the first store was set up in 1864 with Waitrose chains coming up in 1904. The first trust settlement was established in 1929 when the business gained a legal entity and profits became available for distribution to all partners; employees. The owner, Spedan Lewis sacrificed his personal business to fulfil his vision of establishing a business owned and run by employees as part of promoting ‘industrial democracy’ in the business.

                            John Lewis & Partners


In 2012, the John Lewis division operated 30 full-line department stores, one John Lewis click and commute at St Pancras railway station, one John Lewis convenience store at Heathrow Airport and 10 John Lewis at Home Stores and a web store.[15]The stores are in a mixture of city centre and out-of-town shopping centre locations. The flagship Oxford Street store in London remains the largest John Lewis outlet in the UK 
Newer John Lewis at home stores are opening to cater for areas which have no large John Lewis department store near them. They are around a third the size of a normal department store. The first store opened in Poole in October 2009. Croydon followed in August 2010 with Tunbridge Wells and Swindon opening later that year. In Autumn 2011, Tamworth and Chester were opened, followed by Chichester, Newbury and Ipswich in 2012. This type of store contains both Home and Electrical departments with services such as a cafe and 'Click and Collect' also available. A new 'flexible format' store was trialled in Exeter 2012, with a full line of stock in a smaller physical store, relying heavily on 'click and collect'/next day delivery both in-store and out.[30]
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