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[bookmark: _Toc18594123]Executive Summary
This study is underlying international business planning and strategy to attain the internationalisation objectives effectively. With regards to the "Mulberry in China," the discussion has been made. 
Additionally, it is essential to comprehend the environment of business and obtain a variability of information that is required to go for an international scale. Further, due to the developing nature of China it has been analysed in this study that substantial changes have been made in China as compared to previous decades. It is vital to understand the mission, goals, vision, business plans, and marketing strategies for a satisfactory outcome. This report analysed the current situation and discussed the strategy that would be beneficial for Mulberry to go global in China especially in Shenzhen. 
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[bookmark: _Toc18594124]1.0 Introduction
This report aims to investigate the facts for an international organisation to expand. For this report Mulberry is chosen and exploring its opportunities to expand their business in China. 
This report will analyse the International Business of “Mulberry in China” and identify strengths, weakness, opportunities and threats of their strategies mainly through PEST, SWOT and Porter’s 5 forces framework. The assignment will evaluate the issues with their International Business management and their potential corporate level strategic directions. 
[bookmark: _Toc18594125]2.0 Mulberry in China and Opportunities to become better
According to fionda (2009), organisations who deal in different fashion products or services and working on national and international platform are identified with different momentous. This is because different trends have been changed in the past decade regarding the fashion industry (Dinnie, 2009). However, there is an adequate level of growth in China related to fashion sense and fashion industry, as shown in Fig .01. China has also developed and have made a sustainable place in the fashion industry, as shown in Fig.02, and Fig.03 which defines the development of the Chinese fashion industry in the past decade. 
However, summarising the Figures it has been determined that according to International Monetary Fund China is in a developing stage. Numerous opportunities and techniques are present and adopted which are helping the people to develop adequately, such an aspect is also influencing the China fashion industry. As it is defined that the new era development, advancement, and alterations have make substantial impact on people needs, wants, and demands which in result has made a significant modification as compare to previous decades.
[image: ]
Fig .01 China Growth in the Fashion Industry
[image: Related image]
Fig .02 Fashion Industry Graph of China
[image: Image result for fashion industry growth in the world graph]
Fig .03 Fashion growth in the world in the previous decade.


However, China is having a remarkable business opportunity, and Mulberry could gain excellent benefits in China. Further added to this, the probability of expanding Mulberry in China because of the tourist who came to China in a considerable number, and the increased rate of tourism will provide a significant outcome for Mulberry business (Heine, and Gutsatz, 2017). “Mulberry” can develop their current state more effectively by understanding the needs, demands, and wants of the different people. Furthermore, these aspects mentioned above could help to make the current state of "Mulberry" more improved in China.
[bookmark: _Toc18594126]3.0 Corporate Global Vision and Goals
 Mulberry vision and goals assist the higher authorities to compete on the national and international level and explore several new opportunities to become productive (Reinach, 2009). Mulberry vision is associated with the leading facets that are playing a role in strategic planning (Mirvis, et al., 2010). “Mulberry” mission is to provide attractively, accessories and world-class items related to the current fashion needs and wants of their targeted audience (Huynh, 2015). 
However, the organisation needs to endure global growth and cultivate the brand internationally. Moreover, the organisation goal is related to the provision of more job opportunities to peoples and also increase the capacity of production in China. "Mulberry" already has its marks and outlets in China which are effectively working and generating the revenues. In the Guangdong area, Hong Kong, they expand its presence in a year in 2018 not only for the new stores but also for the partnerships with other companies (Camilla, 2018). 
The goal and vision statements help "Mulberry" to expand their business in China in such a way that it clears the approach to target their correct audience or stakeholders. The selection of the targeted audience is essential to expand the business (Provost, 2009). While planning the tactics for expanding the business more effectively in China as compared to the current stats, it is essential and necessary for "Mulberry" to have a keen focus on the product quality as their goal is to provide the world-class fashion products (Kuksov, and Wang, 2013). 
Also, "Mulberry" is the focus and working towards the delivery of high-quality services and brand recognition to the targeted audience, it is very viable for "Mulberry" to express flexibility of the business vision for the international undertaking in China. The international vision of "Mulberry" is to become a front-runner in the provision of the luxurious goods in China, target a noteworthy amount of the clients, gain national and international gratitude for the brand to become productive and effective. 
Benchmarking technique that is used by the organisations to creating effective business plans (Zabel, et al., 2011). This technique helps "Mulberry" to attain a special place in China as China is vast and population and there are various needs and wants of the people who could be varied. The importance of this technique is that it allows Mulberry to focus on the alternative step of achievement hierarchy. In the benchmarking method "Mulberry" could have an emphasis on becoming more innovative and creative (Assavasoth, n.d). 
[bookmark: _Toc18594127]3.1 International Business 
It has been determined that, Mulberry, have their business developed and expand in several countries such as Netherland, Norway, South Korea, Austria, Canada, China etc. Jin (2017), highlights the adequate level of management, and China has a significant amount of population as compared to other countries. China is on the stage of developing and modifying its process and procedures due to numerous innovative developments taking place, and has the main motive in order to provide the ease and high-quality aspects provisions to their people. Specifically, it could be in the form of usability, usefulness, effectiveness, reliable, valid, robust, authentic, high-quality, conformance to the requirements and several others (Cassidy, 2017). 
To gain the industrialisation objectives on the international level and with regards to “Mulberry in China," it is essential for them to focus on Physical distance, different cultures and trends, organisational communication, marketing selection of the appropriate country in terms of the audience, and much more (Lane, 2011). 
[bookmark: _Toc18594128] 3.2 Organisational Structure
Mulberry while expanding their business in China, they have to focus on their corporate structure to minimise such factors that could arise while increasing their business and attaining the internationalisation objectives. It has been analysed that Mulberry follows the organisational structure, which is detailed but with less complexity level. They have defined processes that are followed by all outlets in the global so as in China. Moreover, the relevance of mentioned organisational chart is that there each step is defined which help in effectively organising the organisational activities. This in result helping Mulberry in attaining a substantial place in China in the provision of their products and services. (Casson, 2013). 

Fig .04 “Organisational Structure” (Mulberry.com, 2019)
[bookmark: _Toc18594129]3.3 Issues with International Business
[bookmark: _GoBack]"Mulberry" faces several issues in expanding their business in China, some of them has been mentioned above, while the major is discussed in this section. Firstly, matters related to intellectual property, and according to Chen (2009) 58% of different business representatives believe that is a situation for the international companies in China has either remained unchanged or significantly deteriorated. Moreover, the other aspect is high cost and according to Yeung (2009) Chinese consumers buy a smaller number of luxury brands this is because of the large fragment to the country’s tariffs, are high when it comes to introduced goods. While Mulberry is a luxury brand and it could suffer from such an issue. 
According to Au (2010), the need and demand for experienced workers is a significant issue in China. "Mulberry" requires to put more focus on the hiring time and makes stronger involvement in the training if “Mulberry” want to become a successful pioneer in China as compare to other countries. Therefore, actions that are needed to minimise such issues could be implemented by the organisational structure. Due to such luxurious nature and less number of outlets have made “Mulberry” productivity low in china as shown in Fig .05. 
[image: ]
Fig.05 Mulberry in China (Luxe, 2017)
[bookmark: _Toc18594130]4.0 Foreign Market Penetration
It has been determined from the study of Song (2017) that the number of different models, tools and techniques used for business expansion are useful in analysing the strength, weaknesses, limitations, political influences, environmental impacts and several others. However, the use of PESTLE model provides sufficient measures to the organisation in relation to examine the external elements to design and implement sustainable strategies in terms to have a successful business expansion. Li (2016) defines that the PESTLE analysis covers six different aspects by which the organisation examines its strength and weaknesses, and they can make themselves stable in terms to cope with the new business environment. 
This task aims to analyse the PESTLE factors of China in which Mulberry aims to expand its business. There is a number of significant factors, which is required by Mulberry, which are required to be examined and Mulberry aims to design and induce some significant strategies by which they can cope with the new business environment, and they can provide sustainable measures to Mulberry business after this new expansion. 
[bookmark: _Toc18594131]4.1 PEST Analysis 
Political 
 Political issues such as unemployment rate, wars, and global warnings have an adverse effect on the operation of “Mulberry” in China. Whereas, the unemployment rate in China is 3.8 (Feldstein et al., 2019). This is because China is in the developing stage although it has a substantial impact on development but still there are some consequences which ultimately make an adverse impact on the business. However, this will eventually impact on “Mulberry” in China (Feldstein et al., 2019).
Protesting is ongoing in Hong Kong since June 2019 which affect “Mulberry” business in Hong Kong. If Chinese government taking more control in Hong Kong and global businesses may not set up a business there due to the legal environment is changing (Kin, 2019).
Economical
Such issues are related to the purchasing habits of buyers. These issues are high in risk. For example, in China, the rise of recession and VAT made clients hesitant to spend their money on luxury products such as “Mulberry” which eventually have a significant impact on the low revenue. Therefore, new market penetration strategies will be required by “Mulberry” on a sudden basis to target the customer and cover the loss.
Economic issues happening in Hong Kong since June2019 due to protest activities. Noah and Donny (2019) reported that the Hong Kong government is expecting the growth rate for GDP will hit as lower as 0%-1%, from the original 2%-3%. The rate of visitor arrivals dropped nearly 40 per cent in August compared with 2018, protest activities damaging tourism, retail and hotel businesses (Bloomberg, 2019).
Social
This is related to the requirements of the customers from “Mulberry”. For example, the awareness of customers regarding the surroundings and cultural change along with the rise in ethical fashion will affect the “Mulberry” social responsibility in China. Therefore, “Mulberry” is focused on their productivity aspect, they try their best in China to deliver the products according to the social needs and demands.
Technological
The rapid advancement in technology eventually reflects the organisations to work in an effective way for attaining high-level productivity along with its operations to beat the rivals. “Mulberry” has taken the technological aspect in China in an effective way they do use the “Social networking sites”, creating applications, blogs, interactive web platform, development, using e-marketing they are trying their best to engage Chinese customers with their organisation.
[image: ]
Fig .06 PESTEL Analysis





Conclusion
PEST analysis helps “Mulberry” to analyse the external threats in China. This ultimately helps in developing the ability to deal with certain issues to become productive in China. This also helps in improving Mulberry current sales growth of China as highlighted in Fig .05.
Technological, there is a restriction to access “Facebook”, “Twitter” and “Instagram” in China and the customer not easy to view their updates or products. Hence, Mulberry concentrate on technology (social media) and they build a “WeChat” & “Weibo” account which is the good practice to get close to Chinese customers and let them explore the new products on this social media platform (Kim, 2014).
Political and Economic analysis point out the impacts of the protest activities for “Mulberry” which they should consider to relocate or set up a regional foothold in “Shenzhen” instead.

[bookmark: _Toc18594132]5.0 Risk Assessment
Pan (2017) determines that China welcomes every organisation which aims to expand its business in China, and there is no such organisation present who does not want to expand their business in China. It has been identified that there is a high-risk factor for Mulberry associated with the threat of new entry because a number of other business organisations are also focused on entering China as they are having a massive market, which will provide sustainable benefits for the organisations to earn a competitive advantage.  
Another risk highlighted by Li (2016), China is the second largest populated country, which will significantly increase the demand in future. However, Mulberry requires to have effective measures for their operations in terms to meet the demand of the Chinese people. If Mulberry fails to meet that demand, the negative consequences will be faced by Mulberry after their expansion. 
Moreover, Song (2017) defines that there is a high bargain power is present for the consumers because a number of rivalry organisations are present in China. This requires that Mulberry should have affordable and market competitive prices for their consumers; otherwise, the rivalry organisations can take Mulberry place in their relative market. 
[bookmark: _Toc18594133]6.0 International Business Strategy
Business strategy has significant importance, and if it is based on the international level, such policies are essential to be discussed and follow (Verbeke, 2013). The strategic way of doing the business is adopted in the organisations (Klatt, et al., 2011). Further added to this “Mulberry” could also gain numerous benefits by making an international business plan or strategy that helps to expand their market along with developing the ability to attain the internationalise objectives in China. 
According to (Filieri, 2019) it has been identified that “Mulberry” have e lesser number of outlets in China, the outlets of “Mulberry” in China are located in “Beijing”, “Shanghai”, “Tianjin” and “Xian” as shown in the evidence mentioned in the appendix. It has been observed from the study of (Zhang, and Kim, 2013) that for doing the business related to the fashion industry "Shenzhen", "Wuhan", and "Hong Kong" are also effective. Adhering to "Mulberry" the authorities could have the opportunity to open their stores in the states mentioned above of China. They could provide them with the platform to in attaining their internationalisation objectives.
"Joint Venture" is done for the shorter and extended period. The pros and cons of the organisation will equally be divided among the organisations that are connected to the agreement. Therefore, "Mulberry" has a lesser probability of adopting this strategy. This is because the number of outlets is in lesser amount and could generate the adverse results for the organisation as “joint venture” would be diverting or leading the consideration from the central process of the business (Cartner-Morley, 2011).
Moreover, about the "Joint Venture" is an international business strategy which is an agreement of supportive initiative in which two or more than two occupational entities are incoming for doing the business together. According to Killing, (2017) it is observed that the "Joint Venture" venture is accomplished for the specific business activity purpose to establish a particular project (Raff et al., 2009).
In terms of international business strategy, "Foreign Direct Investment" (FDI) is the speculation that is made by any organisation or individual from one state to another in terms of business interest. FDI is established when an investor locally found it’s corporate in another state, which discusses to the founding of operations based on foreign business and concepts. It is able to attain some foreign assets in business, which includes the ownership or gaining controlling interests in an international company These type of investments is different from the portfolio investments, as, in these type of investments, investor only tends to purchase the dedicated equities of the company, which is functioning in a foreign country (Verner, 2013). 
Relating to the "Mulberry" they have an adequate opportunity to adopt FDI, but it will be not worth it because as this is not just spending in the business interest, the purpose is to expand business globally and make the business profitable. Henceforth, just adopting the FDI could not provide the practical benefits to "Mulberry" in China as the purpose to increase the brand recognition and get more customer attention which will significantly enhance customer loyalty and will help the Mulberry not just to expand, but also be a multinational organisation (Buckley, 2016).
The “franchising business strategy” could be beneficial for the "Mulberry" because it refers to the license by the people who is the “franchisor” to an additional individual who has called the franchise. It permits to perform the activities of the business under the name of the brand. The franchisee receives the necessary and primary training and acquires the enduring sustenance by the “franchisor”, surrounding all the facets which are substantial to the formation of the inexpert individual in the process of business. Adopting franchiser strategy "Mulberry" could attain numerous benefits in China it will help to increase the industry by allowing a local Chinese with the “franchise”, so they can easily sell their fashion goods such as bags, small leather goods, accessories etc. to the targeted audience (Chen, 2018). 
[bookmark: _Toc18594134] 7.0 International Marketing Plan and Analysis
[bookmark: _Toc18594135]7.1 7 P’s in Marketing 
Product
Mulberry offers numerous products such as Bags, Small Leather Goods, Shoes, Accessories, Travel, Women’s wear etc. from which their key product is “leather bags” for men and women’s. People in China have a focus on Attires, along with “footwear”, “luggage”, and “small gifts” and “goods made of leather” (BBC, 2014). “Mulberry” should have to focus on attires in detail as Chinese people do prefer the clothing having quality and most exquisite details (Goi, 2009).

Price
"Mulberry" is the luxurious brand and have a focus on high-level audience. The products they developed are of high quality and premium in nature. "Mulberry" should offer the products is affordable range so numerous people apart from the upper level can easily buy their products in China. This could lead to attaining a sufficient revenue more rapidly as they have the opportunity in increasing the amount of their targeted audience. This could be possible when they have different price ranges in their services and goods (Musungwini, et al., 2014) 
Promotion
"Mulberry" does use the season based campaigns to promote their products such as they use the magazines for development because of the upper level targeted audience (Grossberg, 2013). “Mulberry” most noteworthy marketing component is with regards to the young actresses in the country for the promotion of the brand (Milligan, 2014).  The promotion of Mulberry takes place through the use of social media platforms, which is one of the best approaches in China in the current era to promote the products. Such includes the promotion through “WeChat” & “Weibo”, and “Blogs”. In China, the “Mulberry” can also take part in shows in which fashion is the core aspect this helps to improve their showcase their collection and brand recognition (The World Bank, 2018). Fig .07 shows the significance of social media marketing in China that could be beneficial for the “Mulberry”.
[image: Image result for what is the best way to promote product in China]
Fig .07 Social Media in China

Place
According to Ghauri and Kirpalani, (2015) it has been analysed that in China Mulberry have some of its outlets in popular cities as mentioned in appendix, but in order to gain more productivity they should focus on new places for the improvement such as “Hong Kong”, “Ningbo”, “Foshan”, “Wuhan” and “Shenzhen”. In 2018, “Shenzhen” hit 2.4 GDP (Trillion yuan) follow by Beijing as the third-highest GDP city in China. This is because these cities are popular in China the tourist and the population is in a massive amount. Such a place in China eventually helps in attaining the quality outcomes in terms of productivity. This helps “Mulberry” to make their presence more prominent among the Chinese population (Casson, 2013).
[image: ]
Fig .08 Biggest Cities By GDP in 2018 (Gao, 2019)


People
As per the research of Waltner et al., (2018) It has been identified that “Mulberry” could attain a massive amount of workforce that will support them in China, although there are some legal aspects that have to be adhered, however in the mentioned places of China Mulberry could have the opportunity to target substantial amount of customers along with the workforce.
According to the report from Rolando (2019), “Shenzhen” is one of the largest city in China by metro population, with more than 12 million people.
Process
It is defined that “Mulberry” provide high quality to their customers. The process of providing the products to their customers through web platforms is an effective approach in China. It has been analysed earlier that in China the use of technology is an insignificant amount which ultimately helps in the process of advertisement and marketing of their products in new places. “Mulberry” constantly explore a new platform to attract the customer and draw their attention which is “WeChat” (Kim, 2014)
Physical Evidence
As per the research of Wang, et al., (2012) and the evidence mentioned in appendix it has been analysed that in China Mulberry have opened their stores in several popular cities and the universal impact of Mulberry is supporting in making Mulberry physical evident. If Mulberry opened new outlets in several new places of China it will beneficial in attaining the revenues more effectively. Being physical evident support Mulberry to make their presence prominent among their targeted customers, people know about their presence on their country which ultimately helps them in attaining several benefits.


Conclusion
While researching the facets related to 7p’s it has been identified that “Mulberry” has its marks in the countries as well as in China, but the number of outlets is not in good numbers. The product should have to be more developed in such a way that people of china love apparels which are in finest quality, thus if “Mulberry” could have their focus on the attires approach in China it could lead them a significant place and prominence among the Chinese people.
[image: Image result for 7 ps]
Fig .09 7P’s
[bookmark: _Toc18594136]7.2 Market Segmentation
Market segmentation is one of the essential facets that is required in the marketing plan. Adhering to "Mulberry" the authorities should have to focus on the income, location, and 7p's. This help to analyse the markets in several sections which assist the authorities to have a profound analysis of the surrounding and targeted audience. In the process of segmentation, it seems that “Mulberry” can also an emphasis on the “lower income families”, to make their target market improved (Milligan, 2014). Furthermore, using market segmentation approach “Mulberry could have the opportunity to analyse the feasibility and flexibility of the targeted environ.
Conclusion
Segmentation in the market is essential for targeting customers. “Mulberry” already exists in China and the Fig mentioned in the appendix is showing the strong evidence of such facet. Therefore, the number of outlets not in huge quantity as compare to other countries, thus by making an effective marketing strategy help “Mulberry” to a target number of customers along with the understanding of the targeted customers’ needs and demands.

[bookmark: _Toc18594137]7.3 PDCA Business Model Analysis 
“Mulberry” could use the “P-D-C-A cycle (Plan, Do, Check, Act)” to identify their target market. This could help “Mulberry” to successfully achieve their internationalisation objectives by planning and implementing it on a small scale. After performing if the authorities think that they have attained effective outcomes they can go for the big scale implementation and if not they can plan again and execute the loop until "Mulberry" achieve the desired output. This helps "Mulberry" to overcome the risk factors on a small scale rather than going for a big range which could harm the brand image (Matsuo, 2013; Jin et al., 2012). For example, as it is discussed in this study if Mulberry is focused on the attires the units of the organisational chart from higher level to lower level should have to plan in order to attain a high-quality outcome. This could be done by analysing the Chinese market through PEST, Porter five and other models effectively. After planning Mulberry should go for the implementation, for this P-D-C-A cycle allows to implement the change on a small scale. After planning and implementing Mulberry should check the outcomes either it is productive or not. If they are productive Mulberry should implement the change on other outlets located in China if not the management must plan and analyse the opportunity effectively.

[image: Image result for PDCA]
Fig .10 PDCA
Conclusion
PDCA cycle help “Mulberry” while making the strategies for targeting the customer along with opening more stores in China in such a way that it helps in the provision of planning, implementing, checking, and making appropriate action that could help “Mulberry” in understanding the needs, wants, and requirements of the end-user. This help “Mulberry” in china to manufacture such product which is popular and usable for the people in China such as Apparels. 
[bookmark: _Toc18594138]7.4 SWOT Analysis
Strength 
“Mulberry” have strength in terms of their high-quality materials, their unique trademarks and style along with trained and experienced employees. Their marketing channels are strong for promotion activities. Therefore, such strengths can be beneficial for them to operate their business effectively in China. 
Weaknesses 
As identified, the weaknesses that must be overcome by “Mulberry” is related to their limited products which are considered as one of the primary weaknesses in China. There is a significant amount of males in China, and “Mulberry” have a low number of products related to men’s. Furthermore, they have a shortage of stores in “China”.
Opportunities
China is the place were a number of tourists came which could be considered as one of opportunity for “Mulberry”. They can expand their business in other countries as well by understanding the needs of people. Chinese people do love the attires which are in finest quality could be considered as one of opportunity for “Mulberry”.
Followed by “Shanghai” and “Beijing”, Shenzhen and Guangzhou are the highest economic cities potential spots to enhance the business and physical stores.
Threats
Different brands in China such as “Lenox”, “Royal Albert” considered as the competitors which are also at a low price as compare to “Mulberry”. They are universal retailers therefore policies and procedures could be one of the threats. Apart from this their lesser number of outlets in China is one of the key threat for “Mulberry” in targeting the people.
In the UK if the Brexit is happening, there are few external threats for the “Mulberry” such as tax issues, exchange rate and higher cost for transportation, import and export. Moreover, that may be less opportunities between the UK and China. According to John (2019) "The more Britain leaves the EU the weaker it will become economically, but the more it will become hostile to China."
[image: Image result for SWOT analysis]
Fig .11 SWOT
Conclusion
Adhering to SWOT analysis that helps in analysing the different aspects of “Mulberry” in China. It is also helping in analysing the opportunities, threats, limitations, and strengths of “Mulberry” in China. An appropriate business model such as PDCA help the authorities of “Mulberry” to make their products more evident in China by reducing the errors and taking appropriate actions on them.
[bookmark: _Toc18594139]7.5 Porter Five Model
Threats of New Entrants 
Products which are lower in price, having a focus on attires, and are in high quality in China manufactured by the new companies could be considered as one the major threat. They can deal with such aspect by creating new services and products, and by building the “Economies of Scale” so that they can lower their fixed price in China.


Bargaining Power of Suppliers
Suppliers have a significant role in the retailing business, “Mulberry” could make their process effective in terms of the supply chain with multiple suppliers so they have the variety of choice to purchase the material which could help them to lower their price in China for gaining effective profits by targeting a number of people. However, Mulberry has significant suppliers which are ultimately reflecting on their performance and productivity.
Moreover, “Mulberry” their policy to request the supplier and manufacturer maximise the purpose of leather and recycle as much as raw materials to reduce the waste to enhance the profits (Mulberry.com, 2019)
Bargaining power of Buyers 
The needs and demands of buyers are varied according to the current trends. They try their best to buy the products and service at low prices. Although “Mulberry” is a luxurious brand but they should have to focus on the middle level audience in China to gain profits. The bargaining power of buyers could lead to discount and special offers which can be an effective opportunity for “Mulberry” to create a large base of customers. However, this could help Mulberry to make significant place in which ultimately help in improving Mulberry sales in China.
Threats of Substitute Services and Products 
It is the main facet that “Mulberry” should have to focus, due to their lesser number of stores and their limited products with high quality could have created an adverse impact in China. This could be considered as the threat for “Mulberry” in terms of substitution. However, by overcoming these threats Mulberry could have a significant opportunity in China to make sufficient impact low in price and have a wide range of variety. 
Rivalry among Existing Competitors 
“Mulberry” in China, has a rivalry with “Burberry”, “GUCCI” and others which has the most popular consumer goods in China. People in China are addicted towards such brand because it provides a number of goods in the moderate range of price, thus “Procter and Gamble” have a significant amount of the customers as compare to “Mulberry” in China.

Conclusion
Porter five model help in analysing five main aspects of “Mulberry” in China that could help authorities of “Mulberry” to take appropriate actions in China for making their presence more evident. This also helps in mitigating the risk factor and taking corrective actions to make their presence and prominence better that could also help them in becoming more productive in China as compared to the current stats.
[image: ]
Fig .12 Porter Five
[bookmark: _Toc18594140]8.0 Appropriate Recommendation
After analysing and discussing the facts related to the "Mulberry" in China, the researcher has observed that "Mulberry" as an adequate position in the international and national market. Its global impact highlights the significance of the brand. Although "Mulberry" has the focus on the upper-level audience, but with regards to China, they should have to produce their products and services in affordable range as compared to the other countries. China is on the developing stage. Therefore, all the people are not rich and can afford the products. The researcher is recommending that "Mulberry" should have to open their outlets not only in some cities of China but they should go for various cities this could help them to make their presence more prominent among the people. "Mulberry" should concentrate more on Guangdong area especially in Shenzhen due to the third-highest GDP city and the population, also considering the protest activates in Hong Kong which causing the political and economic problem. Moreover, in the Guangdong - Pearl River Delta, there is no physical store apart from Hong Kong. Hence, that is a good opportunity in teams of a future business development plan and marketing plan.
Furthermore, the recommendation is that before implementing the business to other towns "Mulberry" should have to use (P-D-C-A) cycle, which could help them in in-depth analysis. Therefore, these recommendations help ‘Mulberry” to attain their internationalisation objectives effectively in China. Henceforth, "Mulberry" should go for the apparels in China as Chinese people have more focus on the finest and creative attire.
[bookmark: _Toc18594141]9.0 Conclusion
In this study, the main aim was to underline the significance of attaining the internationalisation objectives of the business on an international scale. The discussion was done with regards to the "Mulberry in China". Although "Mulberry" have a significant prominence on the national and international level, but due to some of the facets, their productivity level is lesser in China as compared to the other outlets. It is identified that China is a more prominent place for doing the business and organisations have the opportunity to gain a substantial amount of revenue. Also, it is a little bit difficult for foreign business to make it marks in China as they have very different taste as compare to other countries.  Henceforth, in this discussion marketing plan, business strategies have been discussed for the effective productivity of “Mulberry” in 
China especially in Shenzhen.
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