28/02/2020
28/02/2020




M3X9086
Global Marketing Strategy







YIJUN LIU 1904772








                                                     12/03/2020


1.0 Introduction
World economic activity is undergoing a rapid shift from industrialized Western countries (North America and Europe) to emerging economies (Bortoluzzi, et al., 2014). Most emerging markets are characterized by low-income countries, but the economy has grown rapidly in recent years (Bruton, et al., 2013).  These economies are mainly concentrated in Asia, Africa, Latin America and other places. In view of the rapid development of these emerging markets, the company's international marketing strategy should be changed accordingly. This assignment will discuss the potential market for Holland & Barrett and what market entry options can take, critically evaluate these options, and finally make recommendations.
2.0  Main Findings
2.1 Holland & Barrett
Holland & Barrett is the world's leading health and health retailer and the largest in Europe. It sells goods from multiple brands, including its own. H&B (2020) believed that “to enhance the well-being of our customers around the world by delivering the highest quality, best value nutritional supplements and wellness products, bringing wellness to the world one happy customer at a time”. HB is an all-channel retailer that has invested £30m in technology in recent years to transform online and mobile businesses to provide customers with a more relaxed and seamless shopping experience. At present, H&B has 1,368 stores worldwide, covering 16 countries/regions, mainly in Europe and 715 in the UK alone (Holland&Barrett, 2020).
2.2 Priority country: China
               China's health products industry market size (Chyxx, 2019)
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China's health care industry started in the 1980s, the initial products are mainly tonic, after experiencing Chinese herbal medicine and biological agents, the current products are mainly nutritional supplements and imported brands. According to the report, the health care awareness of the elderly over 56 years old is the strongest, the consumption of health products is the highest, and nearly 10% of the elderly spend at least 1100 pounds a month to buy health products (Chinabaogao, 2019). With the rapid rise of cross-border purchase, health products have become one of the main categories of Chinese consumers' cross-border consumption. Data show that in 2018, the proportion of health products purchased by Chinese users across the border reached 32.9%, ranking seventh in all consumer goods. It can be seen that imported brands of health products have huge market demand in China, which means to H&B that China is a very promising overseas market. Therefore, I suggest that this brand mainly distributed in Europe enters the Chinese market.
2.3 Market entry options
At present, compared with other countries, China's health care product channel sales structure is characterized by "high direct sales & online sales, slow growth in pharmacies, and extremely low sales of supermarkets".
2.3.1 Indirect exporting
Indirect exports are usually the starting point for international participation and the option with the least risk, because the process of indirect marketing is relatively simple and the organization invests less capital (Doole & Lowe, 2012).
(1) Online marketing: based on cross-border e-commerce platform
Online channels started late, but have the fastest growth rate. They are the main competition channels for foreign brands, and price wars are the norm. In 2016, China ’s online sales share of health products exceeded the share of pharmacy channels for the first time, becoming the second largest health product sales channel after direct sales. With the strong development of Chinese e-commerce in recent years, the proportion of online sales of health products has been higher than that of many developed countries.
In China, at present, Tmall International and Taobao-Global Buy are two mature cross-border e-commerce platforms, which facilitates H & B's sales of products to China. It saves costs in the supply chain process, and it becomes possible to provide products with more price advantages. According to the data, in the past six months, the monthly online sales volume of the health care products industry has remained above 10 million units, maintaining a positive growth year-on-year. In November 2019, sales of Ali channel health products were 3.5 billion yuan, a year-on-year increase of 49.4%. In terms of overseas health products, November sales were 1.964 billion yuan, a year-on-year increase of 59.6% and a month-on-month increase of 164%. This shows that online marketing is an effective way for overseas brands to enter the Chinese market.
(2) Domestic purchasing
Domestic purchasing means that someone buy at home base and then take abroad and sell as own (News, 2019). In China, their main sales channels are major social platforms such as WeChat and Weibo. They come to Europe to travel or make special purchases, and transport H & B's health products back to China for sale. This method uses personal influence to sell products. Although the scale is not large, the transportation process is convenient, and consumers can obtain goods in a short time. In addition, passing product information through personal social platforms is conducive to increasing the number of potential customers and increasing brand awareness.
 (3) Agents/distributors
Choosing an agent is an important strategic task for a brand to enter a new market, and it is also the best way for a brand to bring its products to the market (Keegan, 2013). Agency is an important channel to open up the international market, especially in the early days of the enterprise. Because this method requires very little investment and has a great chance of success; the sales network of agents is used to reduce channel construction costs; at the same time, they can maintain close contact with local retailers to keep abreast of changes in consumer demand and Relevant information is continuously fed back to the brand side, and closer to the end consumer. When entering the Chinese market, H & B can hire local agents, use their professional management knowledge, and combine local culture and customs to help brands open the market in the early stages.
2.3.2 Direct exporting
In the long run, direct export is a better choice; this approach is more proactive and can make corresponding commitments to consumers; managers use their expertise to better control the entire activity; and at the same time can be obtained Information feedback to respond to market changes. However, this method has a larger investment, and has a higher cost of personnel, time, and money; it takes a long time from indirect export to direct export (Hollensen, 2013).
Compared with other countries, our direct selling channel share is higher. Compared with the mature health products market in developed countries, the health products market in China is still in the initial stage, and the consumer's cognition of health products is in the enlightenment stage. Compared with the distribution, the sales personnel directly carry on the point-to-point, one-to-one consumer education with the consumer under the direct selling mode, it is easier to cultivate the consumer's trust degree to the product, and the coverage is wide, the influence is big, is advantageous to stimulate the health product fast elimination attribute. The product path is shortened and the cost advantage is obvious. The direct selling mode saves the distribution link, and basically does not invest the advertisement expense in the product and the brand promotion, part of the profit transfers to the direct selling personnel and the consumer, while expanding the product sales, also stabilizes the direct selling staff and the consumer group, thus realizes the faithful customer to the dealer transformation. Worthy of reference is the Herbalife direct selling mode: by passing the traditional wholesalers and retail channels and selling products directly to direct sales personnel (360doc, 2015). In this mode, consumers are direct sales personnel. Direct sales personnel through the door-to-door, one-on-one way to sell products to end users, so as to obtain profits.[image: ]
2.3.3 Foreign direct investment
In essence, establishing a company abroad is where companies are fully committed to globalization (Anon., 2017). But this requires more money and the brand side needs to be fully involved in the process; the success of this approach will generate greater returns, but also means greater risk.
Direct investment in foreign markets is conducive to better understanding of local needs, adapting to local customs and culture, and producing products according to the needs of target customer groups; it is conducive to customer service tariff barriers, and government controls are appropriately relaxed; saving transportation and storage Expenses have shortened the delivery time of products from producers to consumers; brands are entering the market faster, and they can exert greater control and seek the possibility of reducing risks. According to the development order, this method is the third stage for brands to enter new markets.
2.4 Risks
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2.4.1 cultural difference
There are differences between Chinese cultural practices and Western cultural practices. The western health product market has an early origin, mature development, strong health awareness, diverse health care categories, and a wide range of suitable consumers (Zhu, 2014). China's health care product market has a late origin and is in the early stages. Most of its products serve the elderly. Therefore, when entering the Chinese market, H & B may face the risk of slow sales of certain products and the low acceptance of consumer products.
2.4.2 Strict market supervision
Cross-border e-commerce is greatly affected by relevant policies and regulations, such as import tax rates, positive lists, customs clearance forms, “registration + filing” dual-track system, the “E-commerce Law”, etc., have a significant impact on the future direction of cross-border e-commerce. On November 21, 2018, the State Council executive meeting clearly continued and improved the cross-border e-commerce retail import policy and expanded the scope of application (Anon., 2020). If H&B enters the Chinese market through a cross-border e-commerce platform, it may face a lot of institutional and regulatory restrictions in the early stage, and it is necessary to strictly regulate the sales behavior, and it needs to invest a lot of manpower and costs.
2.4.3 Intense industry competition
H&B entered the Chinese market late as a foreign brand, and its popularity is low. At present, China's health care product market is fiercely competitive, and domestic brands are in an advantageous position. Among them, the leading players include Tomson Biokin and Nutrilite. Due to the rapid development of cross-border e-commerce in recent years, many foreign brands of health products have entered the Chinese market, such as Australian health products giants Blackmores and Swisse (BMYG, 2018). This has intensified competition in the industry and brought risks and challenges for H&B to enter the Chinese market.
3.0  Conclusions
The future development of China's health care product market has broad prospects and should be the focus of H & B's development of overseas markets. There are many ways for a brand to enter the overseas market. One is indirect export. Cross-border e-commerce platforms, purchasing agents, agents, etc. can be used with low investment and low risk. This is the strategy that can be adopted in the initial stage. Model, indirectly to the transition period that takes a long time directly; the third is overseas direct investment, this method has a good control of the market, can get feedback in time, but at the same time the risk is the highest. At the same time, H & B faces various risks when entering the Chinese market, such as cultural differences, strict market supervision, and fierce industry competition.
4.0  Recommendations
The results of research and analysis show that indirect export is the most suitable strategy for H & B to explore the Chinese market. Tmall International and Taobao-Global Buy (part of Alibaba Group) are currently the most comprehensive cross-border e-commerce platforms in China. H & B can build its own brand flagship stores on these platforms, and publish product information and pictures on the platform. Utilizing convenient international logistics, the products are finally delivered to consumers, which not only saves costs but also improves profits.
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