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[bookmark: _Toc8231476]1.0 Executive Summary
This project aims:
· Current Marketing Strategy of FreshAsia Food –butter understand FreshAsia Company by SWOT

· [bookmark: _GoBack]Understand the marketing environment of the frozen dumpling industry in Swansea—through Porter’s five forces, PEST and product life-cycle theory.

· Understand customer needs—through questionnaires and understand what they want.

· Proposing solutions to increase sales of dumplings—Help FreshAsia Food increase sales
FreshAsia Food sold dumplings in various Chinese supermarkets in UK. But these days, I found the selling amount is decreasing. 
Thirty questionnaires were conducted, and the actual valid questionnaires were 28 because of two invalid questionnaires (They do not know FreshAsia Food). At the same time, the shop manager in ShunFa—a Chinese supermarket in Swansea was interviewed, which had a particular understanding of the sales of FreshAsia food’s dumpling in her store. It was also interviewed the employees who were Sales Promoter and learned about their promotion.
After that, we use SWOT, Porter’s five forces, PEST and product life-cycle theory to analyse FreshAsia food in detail. Then, give the conclusion.
Besides, I give some suggestions that FreshAsia Food can improve through price, product, promotion and place.



[bookmark: _Toc8231477]2.0 Introduction 
 FreshAsia Food Co Ltd, founded in 2004 is located in London. It is a food production enterprise integrating scientific research, processing and sales (FreshAsia Food, 2019). Frozen dumplings are one of FreshAsia Food's main products, and the dumplings are sold in various Chinese supermarkets in the UK.
As a promoter in the Swansea area, I collected the number of FreshAsia Food sales in Swansea. From Figure 2‑1 Selling Amount, we can observe: 
First, the overall sales volume of 127 days has a downward trend. 
Second, the high points in the picture: 21, 22; 49, 50; 98, 99; 126, 127 represents the time of promotion of FreshAsia Food on four different weekends. The number of sales for promotion also has a downward trend. 
Third, the low peaks of 78, 79 these two days happened to be another frozen dumpling brand on the first day of ShunFa sales for promotion. 
Forth, after another product started to sell, the sales volume decreased significantly.

[bookmark: _Ref7908712]Figure 2‑1 Selling Amount 
[bookmark: _Toc8231478]2.1 Aims and Objectives
The project aims to promote the sales volume and market share of FreshAsia food’s dumplings through the analysis of consumer demand for dumplings. In order to achieve this goal, it is necessary to understand the marketing strategy and marketing environment of FreshAsia Food, find out the problems that are not conducive to the sales volume of FreshAsia Food, and propose solutions to these problems. Specifically, the objectives of the project are as follows:

· Current Marketing Strategy of FreshAsia Food –butter understand FreshAsia Company by SWOT

· Understand the marketing environment of frozen dumpling industry in Swansea—through Porter’s five forces, PEST and product life-cycle theory.

· Understand customer needs—through questionnaires and understand what they want.

· Proposing solutions to increase sales of dumplings—Help FreshAsia Food increase sales
[bookmark: _Toc8231479]2.2 Research Methodology
Use primary and secondary research at the same time
· Primary Research
How I conducted
After confirming my questionnaire, I distributed the questionnaire when I was promoting dumplings. The questionnaire is mainly distributed to Chinese people who are buying in Chinese supermarkets. Negotiate with the person who got a promotion with me in advance. When the promotion was not busy, she cooked the dumplings and I separated the questionnaire. The questionnaire was conducted with the consent of the consumer.
Because I am familiar with ShunFa's store managers and promoters, I mainly used informal interviews to understand the promotion. Interviews are not one-off, but multiple, intermittent contacts. When I have questions, I will go directly to them or ask them by WeChat.
· Questionnaires are used to discover and analyse customer needs  and preference; 
· Interviews are used to interview shop manager and promoters in Swansea to learn about market sales and promotions;
Ten different questions were asked to consumers, including the level of understanding with the product, tastes and so on. An appendix with meaning and report-related forms is selected.
Interviews about store managers and promoters are mainly asking them about the market, promotions, and suggestions.
· Secondary research
When looking for industry information, I found some information about the frozen food industry on Marketline. Although some of the data is from 2015, it is somewhat far from 2019, and it still has specific reference significance. Moreover, I used the Marketline (2019) about the UK to understand the macro-environment better.


[bookmark: _Toc8231480]3.0 Findings & Critical Analysis
Thirty questionnaires were conducted, and the actual valid surveys were 28 because of two invalid questionnaires (They do not know FreshAsia Food, see Questionnaire Results 1 Know the company). At the same time, the shop manager in ShunFa—a Chinese supermarket in Swansea was interviewed, which had a certain understanding of the sales of FreshAsia food’s dumpling in her store. It also questioned the employees who were Sales Promoter and learned about their promotion. Appendix 1 shows the questionnaires filled out by everyone; Appendix 2 divides into two parts, which introduces the interview situation of shop manager in ShunFa and promoters. The results of the questionnaire are drawn through the analysis of the model, and the conclusions of the interview are refined into the attached table.
Through the above survey and some materials from Marketline, the data analysed under the theoretical framework, the FreshAsia Food's marketing environment and marketing strategy in Swansea. To better highlight the results of the analysis, the appendix 3.0, appendix 4.0 and appendix 5.0 summarize these analyses.
[bookmark: _Toc8231481]3.1 Marketing Strategy – SWOT Analysis
SWOT analysis is used to find out both the internal factors: strengths and weakness, and outside factors of the company: opportunities as well as threats (Biggs, 2014). The internal factors are the financial performance, human resources, and organisational communication; External factors are the market, economic conditions, technology, and government regulations (Ferrell & Hartline, 2014).
Strengths 
· The products have a large number of varieties and creamy flavours. FreshAsia Food's dumplings have 18 types: meats including pork, chicken, fish, shrimp, lamb, beef dumplings; vegetables including tofu and mushroom dumplings. Compared with other frozen dumpling brands sold in Chinese Supermarket, fish and vegetarian dumplings are unique to FreshAsia Food. In particular, the vegetarian dumplings are very friendly to non-Chinese consumers such as vegetarians and Muslims, expanding the Chinese consumer market that is inherent in the UK.

· Product quality is guaranteed. For a frozen dumpling, fluctuating freezing temperatures and storage conditions directly affect the quality of the dumplings (Xiong & Kong, 2014). FreshAsia Food has mastered the excellent storage temperature technology of dumplings to ensure product quality. Moreover, the transportation process is the most likely factor in the quality of the product during production and sale. FreshAsia Food has established an excellent transportation channel with Swansea China Supermarket to ensure that it can be delivered to the shop through a specific frozen food transport channel within less than five days after production and keep 0° and 2°temperature during transportation, reducing the quality of the product due to traffic (Jiang, 2019).

· Great tasty and stay tasty for a long time. When referring to FreshAsia Food's dumplings, 89% of consumers from China think it is delicious (Questionnaire Results 3 Taste). During the promotion of FreshAsia Food, promoters found that FreshAsia Food's meat dumplings cooked for a long time within one hour, can still achieve the unbroken skin, still have some flexibility, even the second cooking of meat dumplings will not affect the quality after cooling. However, vegetable dumplings will break after cooking for more than 15 minutes, resulting in a decrease in taste.

· Strong brand. 28 in 30 people know FreshAsia food dumplings.

Weaknesses
· Dumplings might be salty. 75% of consumers said that the dumplings are salty, but sometimes they don't (Questionnaire Results 4 Salty). In response to this situation, it was found that the dumplings produced by FreshAsia Food are in the case of consumers who cook water without adding seasonings, but most consumers may add Spicy source according to their own eating habits, which may lead to salty dumplings.

· Dumplings are overpriced. 72% of the students think that dumplings are expensive (Questionnaire Results 5 Price). For students, a bag of £3.95 to £4.79 can only eat one or two meals, and the price is out of range. FreshAsia Food's target market is mainly Chinese (Mainland Chinese, HongKong and Taiwan) who work and study in the UK. However, in the survey, only 11% of people are working (Questionnaire Results 2 People). The working Chinese are generally older, and they choose to make dumplings at home instead of buying frozen dumplings. Therefore, FreshAsia Food is mainly for students who come to study in Swansea. Their consumption power is not uniform, but most students do not have enough money to buy expensive dumplings. FreshAsia Food's meat dumplings range from £3.95 to £4.79. A bag of dumplings can only eat one or two meals, with an average cost of £2.5-£4, far exceeding the cost of a student's own cooking meal of £1.2-£1.5. In the survey, 20 international students said that the price of a bag of dumplings is too high. Unless you especially want to eat dumplings or don't have time to cook for yourself, you may choose frozen dumplings.

· The promotion is not strong enough. Only 14% of consumer said they would choose to buy after seeing the promotion, and the vast majority of 72% thought the promotion was not attractive enough (Questionnaire Results 7 The promotion attraction). FreshAsia Food has promotions every month or every week from November last year to March this year. Promotions are mainly in the form of 'buy three get one free' or 'buy two get one free'. Usually ‘1 free’ products are mushroom dumplings or other products of FreshAsia Food, much cheaper than the value 4 pounds of meat dumpling. Compared to the promotion of FreshAsia Food in 2017, consumers were bought three packs of meat dumplings and then got one free meat dumplings, the promotion this year are not attractive to consumers.

· Lack of sales promoters. To reduce marketing costs, FreshAsia Food uses Chinese students from Swansea as part-time staff. However, because international students have their coursework, they cannot guarantee that they have time every weekend. Therefore, they often busy in the paper deadline and the holiday period, and when there is a need for promotion, there are no part-time employees to take the job.
Opportunities
· Chinese students are flocking to United Kingdom universities at record levels as British education institutions increase their overseas marketing efforts to secure funding amid Brexit worries (Liu, 2018).  The number of international students from Swansea University and UWTSD in the mainland China, Hong Kong, and Taiwan in 2014-2017 is shown in Figure 3-1  As seen from the figure, the number of international students at Swansea University has increased significantly from 2014 to 2017(HESA, 2018).. 

Figure 3‑2 Number of Chinese students enrolled each year (HESA, 2018)
· The convenience and speed of frozen foods attract consumers' purchases, and the sales volume in the frozen industry is increasing (Marketline, 2015). As a frozen food, people will consider when people are too busy to cook. 73.3% of consumer said they want to buy dumplings because it is convenient (Questionnaire Results 9 Why buy frozen dumplings).

Threats
· Product advantages have narrowed. Competitors increase product categories through research and development.

· The price of raw material may rise. UK imports currently about 30% of its food from the EU. Because of Brexit, Meat could rise in price by 5.8% and vegetables by 4% on average (Schraer, 2019). The rise in raw materials may cause changes in the price of dumplings, which in turn affects consumers’ desire to buy.

[bookmark: _Toc8231482]3.2 Frozen Dumpling Industry –Porter’s five forces
Porter’s five forces is about industries analysis and give a understanding of the industry context in which a company operates, and may help suggest how to develop an edge over rivals (Wickman& Wilcock, 2012).
· New entrants
The entrance barrier is medium.
Making dumplings doesn't require a lot of money like airlines, but frozen dumplings rely on economies of scale to lower prices. In Swansea , Chinese supermarkets only sell FreshAsia Food and KongFu Food dumpling, indicating that there are certain industry barriers that are not conducive to new entrants entering the market.

· Suppliers
The overall threat from suppliers is small. 
In the process of making dumplings, the supplier of flour is fixed and the threat is small. Moreover, FreshAsia Food has long established a relationship with a fixed farm to provide quality meat (Jiang, 2019), which has reduced the pressure on the company's suppliers to a certain extent.

· Buyers
The bargaining power of buyers is high.
In the frozen market, consumers are very independent of products. No one eat dumplings everyday. 71% of consumers choose to eat dumplings once a month or at a lower frequency (Questionnaire Results 8 How often do you eat). And they can change products at any time unless they really like the dumplings in FreshAsia Food (Markeline, 2015).

· Substitutes
The power of the substitute is very high.
As a kind of pasta, consumers can choose dumplings, yuanxiao, etc. instead of dumplings, or they can make dumplings by themselves instead of buying frozen dumplings.

· Competitors
The threat of competitors is huge.
Although FreshAsia Food's dumplings have a lot of flavours, competitor KongFu Food has increased its R&D investment in the past year, and has produced better dumplings in qualities and flavours.
[bookmark: _Toc8231483]3.3 Marketing Environment – PEST
A PEST analysis is a strategic business tool to discover, evaluate, organize, and track macro-economic factors which can impact on their business now and in the future (GroupMap, 2019).
· Political
The greatest risk is a no deal Brexit but the UK is still one of the most prosperous and influential nations in the world (MARKETLINE, 2019). Although about Chinese food selling in Swansea, in the context of Brexit, the link between China and the United Kingdom has intensified (MARKETLINE, 2019), which is good for FreshAsia food to sell dumplings in UK.
· Economic
The economy further slowed down to an average of 1.57% during 2017-2018 due to high level of inflation and lower economic activity amid uncertainty over Brexit (MARKETLINE, 2019).
· Socio-cultural
Residents in the UK enjoy a high standard of living (MARKETLINE, 2019), and most of the Chinese students in UK are not rich (The Conversation, 2018). Moreover, dumplings are a traditional food that more and more appeals to Chinese students on special festivals (Zhang, 2017).
· Technological
The technology for producing and storing dumplings is mature, such as they control the temperature between 0° and 2° during transportation. Though the degree of mechanization is deepening, hand-made dumplings are still a highlight of FreshAsia Food (Jiang, 2019).
[bookmark: _Toc8231484]3.4 Product -product life-cycle theory
Products, like people, have life cycles. Product life-cycle is used as a factor in deciding when it is appropriate to increase advertising, reduce prices, expand to new markets, or redesign packaging. The stage of a product's life cycle also impacts the way in which it is marketed to consumers (Kopp, 2019).
[image: https://upload.wikimedia.org/wikipedia/commons/d/d5/Product_life-cycle_curve.jpg]
Figure 3‑3 Product life-cycle
FreshAsia Food has been developing and producing dumplings since 2004 and is now in a stable and mature stage. The specific performance is: the product type is fixed, 18 types of dumplings have been confirmed in 2014, and there is no increase in the type of dumplings in the past 5 years; the market for selling Chinese is saturated, but it is still possible to consider expanding the local market in the UK. The sales of Chinese supermarket channels have been improved; the taste of consumers is fixed.
However, for competitors, their dumpling products are still in the development stage due to the incomplete taste of the products and the imperfect channel establishment. Therefore, they will adopt research and development to increase the flavour and variety of their products. Moreover, they will take strong promotions to promote their products and increase product awareness.
[bookmark: _Toc8231485]3.5 Overview
Through the above analysis, we find out the specific reasons for the decline in sales:
· The challenges and threats brought by competitors. From the informal communication with ShunFa's Shop Manager, it was clear that competitors realized they were weakness: the type and quality of dumplings were not enough, so their type and quantity of dumplings were increased through research and development. The consumer is not very loyal. After discovering the advantages of the other dumplings in the promotion of competitors, the brand is quickly transferred for consumption.
· The promotion is not enough. As competitors are in the development stage, they will increase sales promotion and development channels to broaden the market. For FreshAsia food, they actually have more money. After knowing the actions from competitors, although FreshAsia food gave promotions, it is not enough. Not taking stronger promotions to keep market share is a mistake of FreshAsia food.
· Product quality still needs to be strengthened. Although good quality of FreshAsia Food is mentioned above, 75% of consumers think that sometimes dumplings will be salty, and 11% of consumers think it tastes not so good (Questionnaire Results 4 Salty).
· Product pricing is too high. Off the 25 students who filled the questionnaire, 60% thought that the price of dumplings was too high (Questionnaire Results 5 Price). It is not cost-effective as a daily ingredient, so they are more willing to buy on special holidays (such as the Spring Festival) or on the date of promotion - after all, the number of promotions has also been quite good (Questionnaire Results 10 When).
· Through further informal talks with consumers, they believed due to the independent pricing power of Chinese supermarkets, the prices of dumplings in some Chinese supermarkets are different. After comparing the Chinese supermarkets from the four Swansea areas, we only found the price difference.
	
	 Pork Dumpling

	TianTian Store
	3.55

	ShunFa
	3.99



· Seasonal changed. When the weather is cold and the papers are being rushed, the frozen dumplings are convenient and fast, and 79% are willing to buy dumplings (Questionnaire Results 9 Why buy frozen dumplings). Although everyone will choose to eat dumplings during the Spring Festival, only 7% want to buy frozen dumplings in the festival and most people choose to make dumplings by themselves and their roommates. ‘This makes more sense’—one student who filled out the questionnaire said. However, as the weather temperature rises, by the time of March and April, if you are not a special need, you will not choose to eat dumplings.


[bookmark: _Toc8231486]4.0 Implement
The above has analysed the sales status and environment of FreshAsia food dumplings in the Swansea market, and found the lack of marketing and opportunities and advantages of FreshAsia Food. In this section, the author will combine the results of the previous analysis with the actual FreshAsia Food marketing practice data, and use this as a background to give the corresponding marketing improvement strategy through price, product, promotion and place.
[bookmark: _Toc8231487]4.1 Price
Both market research and The Conversation (2018) have found that consumers may not be able to adapt to the current price of dumplings. In addition, different dealers sell different prices. In the case of consumers with multiple choices, it is important to establish a uniform and advantageous price.
FreshAsia food can make price through consumer engagement pricing. Especially in the current situation of developed networks, online voting is used to allow consumers to choose their own acceptable prices (Erdinc & Catalão, 2015). On the one hand, they can establish their own price advantage, and on the other hand, they can promote their products faster.
[bookmark: _Toc8231488]4.2 Product
18 types of dumplings have been confirmed since 2014, and there is no increase in the type of dumplings in the past 5 years. FreshAsia Food can increase R&D to increase product variety and product taste.
The current 18 kinds of dumplings are only classified according to the different fillings. Compared with the dumplings in the Chinese market, FreshAsia Food can taste from the dumplings (salty, light), the way of making dumplings (fried, boiled, hot pot), vegetable preference to develop more kinds of dumplings.
[bookmark: _Toc8231489]4.3 Promotion
The previous research found that FreshAsia Food's promotion is not loved by consumers, which can be improved.
For promoters, it is feasible to reduce the cost of hiring part-time staff, but it is not wise to hire all students. FreshAsia Food can hire local people who love Chinese dumplings and non-student to promote.
For the promotion method, using ‘buy 3 get 1 free’ ways cannot last long. FreshAsia Food needs to increase sales methods, such as: price cuts, changing product portfolios.
[bookmark: _Toc8231490]4.4 Place
FreshAsia Food sells dumplings through Chinese supermarkets in Swansea, but previous surveys have found that vegetarian dumplings have opened up the Muslim or vegetarian market. FreshAsia Food can expand its sales channels and sell dumplings to Muslim stores and local vegetarian markets to increase its marketing market.





[bookmark: _Toc8231491]5.0 Conclusions
After collecting 30 consumer surveys, conducting informal interviews with ShunFa store managers, and promoters, we used SWOT to know current Marketing Strategy of FreshAsia Food and Porter’s five forces, PEST and product life-cycle theory to analyse the marketing environment of frozen dumpling industry in Swansea and UK.
· 	The challenges and threats brought by competitors. From the informal communication with ShunFa's Shop Manager, it was clear that competitors realized they were weakness: the type and quality of dumplings were not enough, so their type and quantity of dumplings were increased through research and development. The consumer is not very loyal. After discovering the advantages of the other dumplings in the promotion of competitors, the brand is quickly transferred for consumption.
· 	The promotion is not enough. As competitors are in the development stage, they will increase sales promotion and development channels to broaden the market. For FreshAsia food, they actually have more money. After knowing the actions from competitors, although FreshAsia food gave promotions, it is not enough. Not taking stronger promotions to keep market share is a mistake of FreshAsia food.
· 	Product quality still needs to be strengthened. Although good quality of FreshAsia Food is mentioned above, 75% of consumers think that sometimes dumplings will be salty, and 11% of consumers think it tastes not so good.
· 	Product pricing is too high. Off the 25 students who filled the questionnaire, 60% thought that the price of dumplings was too high. It is not cost-effective as a daily ingredient, so they are more willing to buy on special holidays (such as the Spring Festival) or on the date of promotion - after all, the number of promotions has also been quite good.
Through above study,  FreshAsia food needs to change:
· FreshAsia food can be repriced through consumer engagement pricing 
· Increase R&D to increase product variety and product taste.
· Hire local people and increase marketing methods.
· Develop local market with vegetarian dumplings


[bookmark: _Toc8231492]7.0 Recommendations
Although the implementation of new marketing programs requires more costs, the current decline in market share is more serious than the reduction in profits, so company managers should not pay too much attention to current profits and ignore the current crisis.
One free vegetarian dumpling cannot really play a role in promotion. It is better to get one free bag of meat dumplings directly or low down the price.
Although the product is mature, do not neglect to develop new varieties of dumplings.
Consider developing other market but not just Chinese supermarkets.
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[bookmark: _Toc8231496]Appendix 2.0 -- Interviews
In order to better understand the market situation, informal interviews were conducted with ShunFa's store manager and two sales staff.
Appendix 2.1 Management Interview
I asked the store manager about the current FreshAsia Food dumpling sales and what she thought could be improved. She made the following points:
· The dumplings sold very well in the past few years, benefiting from different flavours. However, since the competitor developed new flavours and bought two get one free, the sales volume of dumplings has dropped significantly.
· FreshAsia Food dumplings are easy to get, and you can get dumplings in less than five days after contact with Nina.
· Generally in winter sales will increase, because the Spring Festival and students are willing to buy dumplings, boiled dumplings to eat in winter.
· ‘Buy 3 get1 free’ promotion in FrshAsia Food is less attracted than competitors' activities. In the same two-day promotion, competitors sell more products.
Appendix 2.2 Promoter Interview
The promoters mainly asked about their promotion and the areas that can be improved, and made the following points:
· As a part-time promoter, salary is very satisfactory. But there is no time to work before the deadline and holidays.
· It was fun at the beginning of the work, but it was boring after a long time.
· There are many foreign Muslims and vegetarians who try and buy vegetarian dumplings.
· There are many types of dumplings, the most Chinese supermarkets have 12 different types of dumplings.
· Every time they hear that one free product is a bag of vegetarian dumplings or a bag of other products, most consumers will not continue to buy. And students all feel a little expensive than expects.
· Foreigners try to eat more, but mainly Chinese students buy.


[bookmark: _Toc8231497]Appendix 3.0 --SWOT





[bookmark: _Toc8231498]Appendix 4.0 --Porter’s five forces
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Strength


Varieties


Good quality


Weakness


Salty


Overpriced


Opportunity


Increasing Chinese students


Threaten


Product advantages has  been shrinked


Lack of sales


Convenient


Row marterial's pricing may increase.


Great tasty and stay tasty for a long time

















New entrants


Making dumplings doesn't require a lot of money like airlines, but frozen dumplings rely on economies of scale to lower prices. In  Swansea , Chinese supermarkets only sell FreshAsia Food and KongFu Food dumplingd, indicating that there are certain industry barriers that are not conducive to new entrants entering the market.


Suppliers


The overall threat from suppliers is small. 


In the process of making dumplings, the supplier of flour is fixed and the threat is small. Moreover, FreshAsia Food has long established a relationship with a fixed farm to provide quality meat (Jiang, 2019), which has reduced the pressure on the company's suppliers to a certain extent.


Buyers


The bargaining power of buyers is high.


In the frozen market, consumers are very dependent on products, and they can change products at any time unless they really like the dumplings


Although FreshAsia Food's dumplings have a lot of flavours, competitor KongFu Food has increased its R&D investment in the past year, and has produced better dumplings in qualities and flavours.


Substitutes


The power of the substitute is very high.


 As a kind of pasta, consumers can choose dumplings, yuanxiao, etc. instead of dumplings, or they can make dumplings by themselves instead of buying frozen dumplings.


Competitors


The threat of competitors is huge.


The entrance barrier is medium.














Political


Economic


The economy further slowed down to an average of 1.57% during 2017-2018 due to high level of inflation and lower economic activity amid uncertainty over Brexit (MARKETLINE, 2019).


Technological


Socio-cultural


Residents in the UK enjoy a high standard of living (MARKETLINE, 2019), and most of the Chinese students in UK are not rich (The Conversation, 2018). Moreover, dumplings are a traditional food that more and more appeals to Chinese students on special festivals (Zhang, 2017).


The technology for producing and storing dumplings is mature, such as they control the temperature between 0° and 2° during transportation. Though the degree of mechanization is deepening, hand-made dumplings are still a highlight of FreshAsia Food (Jiang, 2019).


The greatest risk is a no deal Brexit but the UK is still one of the most prosperous and influential nations in the world (MARKETLINE, 2019). Although about Chinese food selling in Swansea, in the context of Brexit, the link between China and the United Kingdom has intensified (MARKETLINE, 2019), which is good for FreshAsia food to sell dumplings in UK.
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