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[bookmark: _17ph1mzdlyv8][bookmark: _Toc136387044]Executive summary
The report provides an in-depth analysis of "The Tales and the Unexpected," a UK-based vintage fashion brand's potential foray into the East Asian market. It delves into brand positioning techniques while emphasizing socio-cultural nuances. With a focus on sustainability, the document identifies product offerings and key manufacturers in East Asia. The blueprint for a revamped business model is charted, ensuring seamless integration into the East Asian market landscape, covering distribution, logistics, and sales strategies. Furthermore, innovative marketing strategies are presented, pinpointing pivotal marketing partners essential for a successful East Asian expansion.

Table of Contents
Executive summary	2
Introduction	4
Overview of the business	4
Fashion Market Analysis of UK	5
Market research of East Asian fashion industry	6
Pest Analysis	7
Porter’s 5 forces analysis	10
Brand positioning and intellectual property	11
7Cs of Brand Positioning	12
Intellectual property (IP) protection	14
Buying	14
Product and product range	14
Manufacturers	15
Consideration of key buying metrics	15
Sustainability of post-consumer use of the product	16
Business Model	16
Logistics and Sales	16
Marketing strategy and marketing channels	17
Marketing Partners	17
Campaign	17
Conclusion	18
References	19



[bookmark: _Toc136387045]Introduction
[bookmark: _huhucl4dt714][bookmark: _Toc136387046]This report delves into the ambitious plans of "Tales and the Unexpected," a quintessential British menswear brand known for its vintage designs, as it eyes the East Asian market for expansion, particularly in China. Born from a lineage of family expertise in the fashion realm, the brand has firmly rooted itself in the sartorial landscape of the UK. The company's ethos revolves around marrying fashion with ethics, and as such, it seeks sustainable and ethically-aligned manufacturing partners in its Eastern venture. To truly comprehend the potential of this move, this report will provide an in-depth analysis of the brand's current market standing, its unique selling propositions, and the viability of its Eastward expansion. Additionally, we will undertake a comprehensive market research focused on the dynamic fashion sector of East Asia, aiming to discern the evolving consumer preferences and detect emergent market trends.
Overview of the business
[bookmark: _vjr7gwyrt7f5][bookmark: _Toc136387047]Established in 1979 by Mark Williams, Tales and the Unexpected began its journey as a purveyor of vintage attire. Originally, the company showcased its unique offerings at Jacob’s antiques centre in Cardiff (Tails and the Unexpected, 2023). Over time, it transitioned its primary base to the picturesque Welsh coastal town of Penarth. While a significant portion of its transactions now occurs online, the physical store continues to attract patrons from South Wales and the West of England. Within the bustling UK fashion landscape, the brand carved out its niche, notably within the distinctive men's wear segment (Tails and the Unexpected, 2023).Embracing its quintessential British identity, the company prides itself on celebrating the artistry in traditional clothing. Its products, revered as high-end in the UK fashion spectrum, align with an “order to make” approach. This means customers commission their desired pieces first, limiting the brand's inventory of ready-to-wear items. Functioning as a family enterprise, Tales and the Unexpected boasts an annual turnover of £175.9K, translating to a revenue just shy of £76.7K (Tails and the Unexpected, 2023). Led by two active directors and supported by an active secretary director, this flourishing SME employs a compact team of 10.
Fashion Market Analysis of UK
Within the United Kingdom, the fashion industry stands as one of the foremost contributors to the nation's revenue stream. With the apparel segment alone amassing a substantial £55 billion, its significance cannot be understated (Zhang et al., 2021). Anticipated to ascend further, projections suggest the UK's fashion market will burgeon to an impressive £65 billion by the close of 2026. The landscape comprises a rich tapestry of over 11,330 specialized clothing stores, each playing a distinct role in the industry's vibrancy. Moreover, the presence of 205 wholesalers generating £10 million or more underscores the market's robust ecosystem (Zhang et al., 2021). Charting its trajectory, the UK's fashion sector has navigated significant growth since 2014, witnessing an upward surge in fortunes. While the pandemic posed formidable challenges, the industry demonstrated resilience, poised to rebound by an estimated 22% from 2015 figures (Slater and Demangeot, 2021). This dynamic journey underscores the industry's adaptability and enduring influence on the nation's economic fabric.
[image: ]
Figure 1: Expected Rise of UK’s Fashion Industry
(Source: Apparel market in the UK, 2022)
[bookmark: _om1bn3t7eriu][bookmark: _Toc136387048]The UK fashion market can be broadly segmented into luxury fashion and mainstream attire. Within this bifurcation, the luxury domain—where 'Deals and the Unexpected' operates—is projected to experience a 10% growth in 2023, in stark contrast to the mainstream sector's modest 2% forecasted uptick. A burgeoning trend in the UK's fashion conscious consumers is an inclination towards sustainable and recycled products, with a staggering 60% showcasing this preference (Robert, 2023). Brands in the UK are confronted with a pressing need to reposition themselves, given the discerning customers' declining interest in non-recycled products. Emblematic of this shift is Patagonia, a direct rival to 'Tales and their Expectation', which has garnered significant advantage by aligning with brands offering entirely recycled products (Goworek et al., 2020). Amplifying this dynamic is the pervasive reach of social media. A compelling 74% of UK customers identify brands based on their consistent visibility on digital platforms. However, UK fashion entrepreneurs grapple with formidable challenges. The industry is under the dual pressure of addressing the climate crisis and navigating the socio-economic aftershocks of the pandemic, not to mention the complexities introduced by Brexit's trade regulations (Nash, 2019). Such conundrums have spurred brands, like Tails and the Unexpected, to contemplate expansion into East Asia, where the fashion milieu is experiencing a renaissance.

Market research of East Asian fashion industry
[bookmark: _lk0ki5vc24w8][bookmark: _Toc136387049]In 2023, the East Asian fashion industry generated £453.9bn, with a projected annual growth of 3.6% until 2027. While men's wear has diverse sales channels, women’s apparel comprises 46% of the revenue, totalling £244.10bn. Globally, East Asia's fashion market is second to the US with a per-person revenue of £272.9. China dominates with 28% of global luxury fashion consumption. Eastern Asia's e-commerce heavily influences marketing, with the industry expecting a volume growth of 39.15 billion pieces by 2027, a 0.3% increase from 2024. The average consumer buys 23.30 fashion items annually in 2023, but 96% of sales are non-luxury, posing challenges for luxury brands entering the market.
Pest Analysis
	Factors
	Analysis

	Political
	Political dynamics in East Asia, particularly under China's socialist government, are known for their sudden shifts in trade policies. Such unpredictability can deter foreign businesses from establishing themselves in the region. The Communist Party's dominant role, coupled with various international policies from other East Asian nations, complicates expansion efforts (Li et al. 2020). Furthermore, China's participation in the WTO has tightened trade barriers, and with Western provinces primarily influenced by domestic investments, it becomes challenging for international companies to penetrate the market (Jung et al. 2020).

	Economical
	Anticipated GDP growth in East Asian nations is projected to hit 11% by 2025, though the internal demand for fashion apparel is predicted to stay consistent. Notably, China's corporate tax rate stands at 25%, higher than other countries in the East Asian zone, creating hurdles for targeted investments in certain sectors and regions (Zhao and Lin, 2020).[image: ]
Entering the western region of China is challenging due to the inverse relationship between wage growth and consumption (Normuminovich et al. 2021).

	Social
	International brands find a receptive demographic in the East Asian fashion sector. The region's population growth rate is pegged at 0.655%, with an average lifespan of roughly 73.18 years. Youth contribute notably to the fashion domain, accounting for over 19%. However, the lion's share of contribution comes from those aged 15 to 54, making up 72% (Lang et al. 2019). It's worth noting, though, that certain areas in East Asia enforce child policies which can restrict specific fashion brand categories.[image: ]
With a 90% literacy rate in East Asian nations, digital marketing becomes increasingly vital for international brands. The sway of communist parties in the region not only shapes urbanization trends but also influences societal attitudes and receptiveness towards foreign brands (Li et al. 2019).

	Technological
	In East Asian countries, technology propels the fashion sector, underscored by the presence of over 650 million internet users. Yet, the region grapples with unstable online payment systems, evidenced by frequent credit card payment issues in the fashion domain (Mainolfi, 2020). Automation is well-received here, and the push for recyclable product production aligns with the sustainability expectations of consumers.


Table 1: PEST analysis of East Asian Territory
(Source: Self-Created)



	Factors
	Level of Threat/Power
	Description
	Citation

	Threat of new entrance
	High
	New entrance in the textile industry of the East Asian market is driven by innovation. It requires huge R&D investments and building economic scale to lower the unit price.
	Majumdar et al. 2020

	Bargaining power of suppliers
	Medium
	The power is limited due to the presence of many suppliers. Building relationships for raw materials will be challenging.
	Zhao and Lin, 2019

	Bargaining power of customers
	High
	Buyers seek cheap products that offer value and discounts, resulting in over 30% reduction in market price. Rapid innovation has empowered them.
	McMaster et al. 2020

	Threat of substitute products
	High
	High threat due to numerous apparel companies and customers. New players find it tough to establish a stable position.
	Sen et al. 2020

	Rivalry among existing customers
	Medium
	The rivalry is at a neutral level with many apparel companies offering different products. Sustainability is a major aspect of rivalry, with prominent brands offering a variety of products.
	Haseeb et al. 2020


[bookmark: _7x4xznl9bk9s]
Table 2: Porter’s 5 Forces Analysis 

[bookmark: _gj7j69mu78d][bookmark: _Toc136387051]Brand positioning and intellectual property
[bookmark: _az2o0sb6tlep][bookmark: _Toc136387052]The successful expansion of "Deals And The Unexpected" into the East Asian market hinges significantly on brand positioning. How the brand and its associated products are introduced can make or break their success trajectory. Using the 7Cs Compass model is a proven strategy for newcomers looking to position their brand effectively in global markets.

7Cs of Brand Positioning
	Commodity
	Cost

	The firm offers genuine vintage British attire, which stands out due to its distinctiveness. Such authentic British wear isn't widespread or well-known in East Asia. By showcasing the services they provide, the company has the opportunity to effectively market its products to prospective clients (Hardy and Hauge, 2019).
	To attract customers, it's vital that the product's cost is disclosed upfront. While the company typically promotes luxury and bespoke items, an initial shift to selling pre-made products could allow customers to experience and try them before purchasing (Melović et al. 2020). The pricing should align with average luxury apparel brands, with initial costs ranging from £150-£250.

	Consumer
	Communication

	Upon engaging with "Tales and the Unexpected", consumers can gain substantial insights into authentic British apparel. The company can share details about their offerings, including warranties. Highlighting their commitment to sustainability and ethical manufacturing can enhance brand perception (Khare, 2023). If the brand also tailors features and offers discounts based on customer preferences, it may further entice potential buyers.
	Establishing effective communication channels is crucial for "Tales and the Unexpected" to resonate with the Eastern market audience. Embracing digital strategies is key. Active presence on social platforms like Instagram, Facebook, and community forums like Reddit is essential. Promptly addressing inquiries or concerns from potential buyers not only establishes trust but also builds the brand's reputation. This proactive approach can position the brand favourably among new consumers in the region.

	Channel
	Circumstances

	The primary sales channel for "Tales and the Unexpected" will be brick-and-mortar stores situated across key regions of the Eastern territory, especially in metropolitan areas. Shopping malls and expansive retail complexes are ideal locations for their outlets (Heinberg et al. 2020). Additionally, the company should convey that customers can schedule appointments to discuss specific product requirements and desired designs, offering a personalized shopping experience.
	It's imperative to factor in external elements, such as tailoring product offerings to suit specific climatic conditions (Akbari et al. 2021). Additionally, the unique socio-cultural norms of the East Asian region play a pivotal role; not all products will resonate with local tastes and values. The broader international landscape, including political shifts and trade dynamics, also warrants careful attention. Collaborating with renowned local suppliers can further pave the way for "Tales and the Unexpected" to establish a foothold in East Asia's competitive apparel market.


Table 3: 7Cs of Brand Positioning
(Source: Self-Created)
[bookmark: _kxqesutfs1bz][bookmark: _Toc136387053]Intellectual property (IP) protection
[bookmark: _ndcrmq8italg][bookmark: _Toc136387054]Protecting intellectual property (IP) is essential for "Tales and the Unexpected," especially when navigating the intricacies of trademarks, copyrights, and trade secrets. Historically, East Asian nations have posed challenges with their legal landscapes for international entities. To safeguard its distinctive vintage apparel and innovative marketing strategies in the crowded East Asian April market, the company should leverage the "Patent Law of China" and the "Copyright Law of China, 2019". Furthermore, adherence to Japan's "Unfair Competition Prevention Act, 2015" is imperative (Hao et al., 2021).
Buying
[bookmark: _a55bqtkpfv4j][bookmark: _Toc136387055]Product and product range
The company's offerings are organized into four distinct segments: men's clothing, hats, shoes, and accessories. Their unique selling proposition in the East Asian markets hinges on the refined elegance of their apparel combined with an aristocratic flair, highly sought after by a vast customer base. This remarkable fusion of unique and avant-garde fashion elements positions the company favorably for dominance in the East Asian markets (Su et al., 2019).

[image: ]
Figure2: Clothing segments of Tails and the Unexpected
(Source: Tailsandtheunexpected, 2023)
[bookmark: _r2cq7t642iro][bookmark: _Toc136387056]Manufacturers
The company primarily collaborates with local garment manufacturers, though they often prefer in-house production. They are convinced that by overseeing their own manufacturing, they can better ensure quality and uphold their high standards without third-party involvement.


Figure 2: Factors effecting Buying Criteria of Tales and the Unexpected
(Source: Self-Created)
[bookmark: _3ohnt0md8jbp][bookmark: _Toc136387057]Consideration of key buying metrics
The company employs KPIs to monitor customer feedback post-purchase and to gauge growth in key markets. Ensuring consistent organizational standards is pivotal, especially in retaining a loyal customer base. Having carved a niche for itself in quirky menswear, the primary sales strategy of the company revolves around promoting traditional British and European attire, predominantly online, though occasionally through scheduled appointments (Robert, 2023). The underlying philosophy is that men should prioritize their appearance, not merely for fashion's sake but as a holistic approach to self-presentation.
[bookmark: _bigizdawe8h2][bookmark: _Toc136387058]Sustainability of post-consumer use of the product
The company is keen on implementing eco-friendly strategies to appeal to the burgeoning environmental awareness observed in East Asian nations. Embracing sustainable methods, such as utilizing premium fabrics and fibers, efficient waste management, and crafting durable products, are among the measures the company is set to adopt to resonate with the evolving preferences in this region (Li et al., 2020).
Opportunities and Challenges confronted 
When considering the expansion of “Tails and the Unexpected” to East Asia, several opportunities, challenges, and key management aspects emerge. These are:
Opportunities:
1. Expanding Market: East Asia, with countries like China, Japan, and South Korea, has a massive population. This presents a vast market for “Tails and the Unexpected” products.
2. Economic Growth: Many East Asian countries are experiencing robust economic growth, increasing the purchasing power of their citizens.
3. Fashion-forward Communities:Places like Tokyo, Seoul, and Shanghai are known for their fashion-forward communities, potentially making them receptive to new and innovative products.
Challenges:
1. Cultural Sensitivity: East Asian countries have rich and diverse cultures. What works in one country might not necessarily be accepted in another. For example, color symbolism varies; white is associated with mourning in China, while in Western cultures, it’s often seen as pure and innocent.
2. Language Barriers: Doing business in East Asia will necessitate understanding and communicating in various languages.
3. Local Competition:  Local brands in East Asia might offer similar products at a lower price or with a better understanding of the local market.
Management Aspects need to consider for Tales and the Unexpected 
1. Corporate Governance: 
Adhering to Local Laws: Each East Asian country has its regulations, especially concerning foreign businesses. It’s crucial to be compliant to avoid legal complications. For instance, China’s regulations on foreign investments and joint ventures are notoriously intricate.

Ethical Considerations:  Ensuring that the company operates ethically, especially concerning labour practices. Remember the backlash against brands accused of sweatshop labour in Asia.
2. Business Strategy:
Localization: Instead of adopting a one-size-fits-all approach, adapt products and marketing strategies to cater to local tastes and preferences. McDonald’s, for instance, offers rice-based meals and localized flavours in some East Asian markets.
3. Partnering with Local Brands: 
This can help navigate local business landscapes and tap into established distribution channels.
4. Cultural Sensitivity:
· Hire Local Talent: They can provide insights into the local market, culture, and consumer behavior. For example, Samsung, a Korean company, when expanding globally, employs locals in its branches worldwide to better understand and cater to diverse markets.
· Cultural Training: Educate your staff about the cultures of the countries you’re expanding into to avoid cultural faux pas.
For example,Starbucks has successfully expanded into China by adapting its offerings, introducing products like Green Tea Lattes and Mooncakes. Moreover, Shanghai Disneyland includes elements and attractions that are culturally specific to China, ensuring its appeal to local visitors. In conclusion, while East Asia presents significant opportunities for “Tails and the Unexpected”, the company must carefully navigate challenges through informed corporate governance, effective business strategy, and a keen sense of cultural sensitivity. 
Barriers that might confronted by company
“Tails and the Unexpected,” considering an expansion into East Asia, must navigate a myriad of barriers. Cultural nuances, such as the significance of gift-giving in China and the emphasis on respect and honour in Japan, can greatly influence marketing strategies. Regulatory landscapes present challenges too; South Korea has stringent advertising regulations, while China’s ever-changing import rules require businesses to stay constantly updated. Differences in consumer preferences, like Japan’s inclination towards high-quality local products and China’s rapidly changing tastes amidst stiff local competition, are pivotal. Economic fluctuations in emerging economies, like variable exchange rates and inflation, can impact pricing strategies. The digital environment in countries like China, where Western platforms like Google are restricted, demands an adaptation to platforms like WeChat and Baidu. Distribution channels, especially in Japan, are layered and complex, making market entry for newcomers a challenge. Language barriers loom large across East Asia, making localized marketing and communication indispensable. Intellectual property concerns, particularly in China, necessitate proactive protection measures for designs and trademarks. Lastly, building consumer trust is crucial in East Asia; a brand’s reputation is fragile and can be easily tarnished by negative publicity. For a successful venture, “Tails and the Unexpected” must not only conduct comprehensive market research but also understand local dynamics, adapt to cultural norms, and remain flexible in regulatory changes. Collaborating with local experts could be invaluable in this expansion journey.
Recommendations to enable the company to succeed. 
· [bookmark: _qqlglwfgio3e][bookmark: _cqby9j624blc][bookmark: _Toc136387062]Business Model and Expansion Strategy:** 
East Asian consumers are increasingly drawn to home deliveries, prompting businesses to adopt the Direct-to-Consumer (D2C) model. By utilizing direct digital channels, businesses can engage customers without intermediaries, potentially cutting costs and boosting profits (Normuminovich et al. 2021).
· Logistics, Partnerships, and Marketing:
For effective market penetration in the £244bn East Asian market, partnerships with major distributors like Shori Cloth from Rajasthan are essential (Nash, 2019). Collaborating with key players like the Xiamen Wingtas Group Co. and Fuzhou Lemao Apparel Co. will assist in navigating the customs in China's Western province. While China's import duty for apparel stands at 20%, other East Asian nations charge around 10% (Nash, 2019). Adopting an omnichannel marketing strategy and leveraging their current website can effectively cater to the tech-savvy East Asian consumers (Zhao and Lin, 2020).
· Marketing Partners/ Build Strategic Local Partnerships
[bookmark: _a3hc53baa757]To get them to promote its line of products, this fashion brand can form alliances with marketing partners like social media influencers. If Tails and the unexpected products are supported by well-known social media influencers, customers in this new market are more likely to interact with them. In many developing countries, local businesses have a strong grasp of the cultural and regulatory landscape. By forming strategic alliances or partnerships with local businesses, “Tails and the Unexpected” can gain quicker access to the market, benefit from local insights, and build trust with local consumers. In order to implement this one need to identify and collaborate with reputable local businesses, either as distributors or as co-branding partners. For example, partnering with a popular Vietnamese fashion brand could introduce “Tails and the Unexpected” to an established customer base, while sharing insights about Vietnamese consumer preferences and buying behavior.
· [bookmark: _73y78n8j4rib][bookmark: _Toc136387063]Campaign
[bookmark: _oiz5vaavw8e0][bookmark: _Toc136387064]The business will emphasize environmental sustainability through recycling programs, aligning with the increasing eco-consciousness of East Asia's population. Locals value companies with sustainable practices, such as using paper bags and promoting recyclable clothing (Nash, 2019). Implementing sustainability initiatives is crucial for the company's growth in the region. Conclusion
This study analysed the potential expansion of the British apparel SME, Tails and the Unexpected, into East Asia using models like Pestle, Porter's Five Forces, and the Seven C's. The research indicates that while consumer purchasing power in East Asia seems promising, current inflation trends and trade politics may challenge SME growth. Despite these obstacles, ensuring customer value and creating barriers for new product protection are crucial. The findings suggest a favorable outlook for Tails and the Unexpected expansion in East Asia. Tails and the Unexpected" faces multifaceted challenges in its East Asian expansion, particularly in developing nations like Vietnam. Strategic local partnerships and a focused digital marketing approach tailored to regional preferences are pivotal. Embracing local insights and platforms can significantly enhance the brand's market entry and acceptance. Collaborative efforts will be crucial for the brand's sustained success in this diverse and dynamic region.
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Unexpected Clothing

Tails and the Unexpected for idiosyncratically British menswear. Our range vintage inspired clothing, made in the UK and in house.
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