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carefully in Waitrose across all of our 
formats to ensure that we have the 
right balance, including making sure 
that our spans of control do not 
exceed a ratio of one to 30. We also 
retain the opportunity for fl exibility 
through the use of BM and HoRO 
judgement about where a change in 
the number of managers may make 
the operation more eff ective and 
improve Partner and customer 
experience. 
Rob Collins, Retail Director, Waitrose

recrUitment
Now that changes have been 

made to the recruitment process and 
it requires so much time and energy, 
I suggest that the system should save 
the results for the test we complete. 
Applicants should have the choice to 
change them but I feel it will save a lot 
of time if previous answers were saved 
on the system! It will also mean 
people will be less reluctant to apply.

I also suggest that on the vacancy 
homepage search screen, there should 
be an option to search for temporary/
secondments and that way candidates 
can narrow their search.
UNSIGNED

Th ank you for your letter which also 
gives me the opportunity to give a bit 
of background on our application 
process. We have introduced the 
online tests so that we can eff ectively 
and effi  ciently sift  candidates in a fair 
and timely manner to provide a good 
quality shortlist for hiring managers. 
All the tests were created specifi cally 
for the Partnership and have been 
designed bespoke for each role using 
job analysis, based on interviews with 
Partners and their line managers 
about the role, its demands and 
typical situations they face, so the tests 
have a high degree of relevance to the 
role being applied for. As part of our 
review we are looking at when it 
would be appropriate for internal 
candidates to go through these tests.

Where it is appropriate for Partners 
to undertake a test, eg, when applying 
for a promotion, we have recognised 
that to have to re-do tests that have 
previously been passed is not a good 
Partner recruitment experience and 
I am pleased to tell you that we have 
registered a change request with IT 

to adjust the system so that it does 
retain scores for any tests taken within 
the last six months. I am unable to 
confi rm at this point when this will go 
live. To ensure we adopt an approach 
which refl ects bests practice, we will 
aim to retain test scores for a period of 
six months, the time period for which 
the British Psychological Society 
recommends scores remain valid.

With regard to your point on the 
search screen on the vacancy 
homepage that is a good idea and we 
will look at whether this could be 
updated to include this alongside 
other website amendments we are 
making.
David Williams, Resourcing Account 
Manager (Branches)

sports cLothing
I am a Waitrose Partner and 

a very loyal and proud shopper at 
John Lewis. Myself and my husband 
visited the Cheadle store at the 
weekend for a new wardrobe for my 
husband. My husband loves outdoor 
brands of clothing and noticed that, 
although he too loves John Lewis, we 
seem to be a little dated with outdoor 
activity clothing. We only stock a 
limited amount of these clothes, eg, 
Adidas, Nike and a few others. Our 
question is why don’t we branch out 
to UK brands such as Bear Grylls 
and Gill sailing gear? We think there 
is a huge market for this type of 
clothing and think we as a company 
might be missing out here! Also it is 
nice to support other UK businesses.
NICHOlA MITCHEll
PS: We still bought lots of lovely 
purchases though!

Th ank you for shopping at the 
Cheadle branch. Th e Men’s outerwear 
range is an important part of our off er 
across both fashion and sports areas. 
Given the nature of the market and 
seasonality, we tend to have a much 
broader selection in the autumn/
winter season rather than the spring. 
While we don’t stock the brands you 
mention, such as Bear Grylls and Gill, 
we do stock a number of specialist 
outerwear brands within the sports 
department such as Th e North Face, 
Helly Hansen, Berghaus, Patagonia 
and we’re fi nalising negotiations on 
some new brand acquisitions for 

AW15 currently. From more of a 
fashion perspective brands like 
Barbour, Belstaff , Rains and Penfi eld 
are continually investing in 
lightweight innovation and technical 
fabrications on outerwear. If you don’t 
see a broad enough selection in your 
local branches please have a browse 
online where you’ll fi nd the full off er 
readily available every season.
Nick Keyte, Head of Buying, 
Menswear and Sports, JL

cricket shirts
Could you please explain to me 

why John Lewis does not sell the 
England cricket shirts?

I recently took my grandson on a 
tour of Lord’s Cricket Ground which 
fi nished with a visit to their shop. 
Being cricket mad he was keen to have 
a replica England shirt which has a 
large Waitrose logo on it. As I was 
sure they would be sold by John Lewis 
I persuaded him to wait until we got 
to Oxford Street where I would be 
able to buy it for him with the benefi t 
of my Partnership discount.

I was extremely surprised when we 
could not fi nd them in the Sports 
department at Oxford Street and 
asked the Partners working there 
about the kit just in case they were 
out of stock. I was informed by them 
that they were not being sold by John 
Lewis and that they themselves had 
queried the wisdom of this with the 
buying offi  ce and had been told there 
was no demand for them.

As Waitrose is the main sponsor, 
and Waitrose Weekend newspaper is 
continually promoting support of all 
levels of cricket from grassroots to 
internationals and also providing 
funding for the sport, I would have 
thought that the department stores 
would be keen to get behind this 
initiative by selling the clothing 
associated with it.

Each shirt sold and proudly worn 
by a supporter could not only 
improve sales for the Partnership it 
would also be a walking advert for 
the company with the large Waitrose 
logo prominently across it. With the 
increased profi le of cricket at the 
moment, and with an Ashes series 
this year, it would seem to me that a 
great opportunity is being missed for 
ensuring extra free advertising by 

selling the shirts, helping the 
Partnership achieve maximum 
potential on the £20m sponsorship 
deal it has made with the England 
Cricket Board.
JEANETTE GERRARD
Retired Partner

Th e decision to sell replica shirts for 
sporting events and/or teams is always 
a diffi  cult one as we have to balance the 
sales vs profi t opportunity, particularly 
as the majority of these items end up 
on permanent price promotion in the 
market and our ‘Never Knowingly 
Undersold’ policy means we’re 
committed to price matching despite a 
detrimental eff ect on our margins.

While the Sports department 
represents one of the cornerstones of 
our strategy around Health and 
Wellbeing, the incremental sales and 
profi t opportunity going forward 
will come from the more dominant 
sports categories such as running, 
training, equipment and technology. 
Unfortunately, cricket as a category 
will not drive the signifi cant 
incremental growth opportunity we’re 
looking for, mainly because it is more 
seasonal and more specialist.

With the current season and home 
Ashes series in mind I have passed 
on your feedback to the buying team 
who will review again the commercial 
viability of stocking these shirts either 
online or in branches.
Nick Keyte, Head of Buying, 
Menswear and Sports, JL

 acknowLedgements
Letters have been received from Zoe 
Garside, Stephen Grant, Cash Is 
King, A Voice of Reason, Th e Seeker 
of Truth, Bonus Means Bonus, 
Anonymous, My Wallet Is Bulging 
With Plastic, Anonymous Partner, 
Anonyms, Disappointed Eater and 
fi ve unsigned. Th e following letters 
have been transferred: Take My Lunch 
Elsewhere Now (to JL Norwich 
Chronicle); an anonymous letter on 
internal post (to JL Oxford Street 
Chronicle); Frustrated But Still 
Creative and Loyal Partner and Only 
Because I Care (to the JL Chronicles). 
A letter from PartnerVoice Member is 
over 500 words; we invite the writer to 
edit and resubmit. Th ree letters are 
published late this week. 
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T
he ‘on air’ light is glowing and Natalie Methu is 
talking live on camera to an audience of 
potentially thousands. Th e producer’s voice in 

her ear tells her to stall while behind-the-scenes 
they frantically fi x the technical issues preventing 
them cutting to adverts. She’s making it up as she 
goes along. 

“I just had to stay calm and go with the fl ow,” 
she says, recalling the more nerve-wracking 
elements of her role as a presenter on ‘Th at’s 

Music’, a programme on local TV channel 
‘Th at’s Solent’. 

She landed the role – which she juggles with 
university and working part time at Knight & Lee, 
John Lewis’s department store in Southsea – aft er 
meeting the channel’s producer at a workshop.

But it’s not her fi rst taste of life on camera. “I’ve 
presented shows for university broadcasts,” she 
says. However,  ‘Th at’s Music’ has a bigger reach 
around the Solent and Southampton Water. 

Is it daunting? “I was terrifi ed at fi rst,” Natalie 
admits, but thanks to acting at school 
(‘Improvisation was the main thing I learned’), 
including four years at a theatre school in London, 
she found her voice. “I always wanted to be in 
entertainment and this is a great starting point: 
I like the adrenaline of being on a live show.”

What do her fellow Partners make of it? “Some 
have spotted me on TV – I’ve become a minor 
celebrity in the branch!” she beams. 

Presenting Natalie Methu – who does a bit of presenting herself on the small screen for a local TV channel. 
Dalia Dawood talks to her about the terrors and triumphs of live television

Natalie Methu, Selling Assistant
She may be on regional TV, but 

Natalie is host to an entirely diff erent 
audience (aka her customers) in 

Knight & Lee. She used to work in 
Waitrose East Sheen and little 

Waitrose Wimbledon before she 
moved south to be closer to 

Portsmouth University, where she’s 
studying English Language.
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