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[bookmark: _Toc215157566]1. Selection of Organisation and Target Market 
[bookmark: _pugiindwhoj1][bookmark: _Toc215157567]1.1 Introduction to organisation and target market
Reiss is a UK based premium fashion retailer, headquartered in the UK. The company was founded in 1971 and is mostly known for its sharp tailoring, contemporary womenswear and menswear, and a lifestyle positioning between high-street and luxury (Reiss, 2024). For this task, the focus is the market entry for Reiss in the Indonesian market. The Indonesian market is known for a large, fast-growing Southeast Asian market with an increasing rising middle class, strong urbanisation trends (Jakarta, Surabaya, Bandung), and expanding digital retail adoption. The target consumer segment is upwardly mobile urban professionals aged between 25 to 45, who always valued contemporary design, quality fabrics, and aspirational branding thus are price-sensitive related to flagship luxury buyers. This also seeks both the in-store experiential retail and omnichannel convenience including online browsing, click-&-collect, social commerce. The young demographic profile of Indonesia, gaining disposable income among all the urban households and a strong appetite for the international fashion brands makes it an attractive market for the Reiss’s positioning and product. 
[bookmark: _m38uykur3bqm][bookmark: _Toc215157568]1.2 Short financial recap of the organisation
Reiss has described a stable financial growth over the recent years instead of challenging the conditions of retail. As per the industry performance reports, Reiss recorded a total sale of nearly £346 million in the financial year ending January 2024 that represents a nearly 8.1 percent year-on-year gain (IBISWorld, 2024). As the company's latest annual report reflects, the revenues increase has stable over the last few years with the help of the international marketplace and the improved operation effectiveness (Reiss, 2024). Along with that, the profitability of the company remained strong with the pre-tax profit at £32.1 million and net profit around £22.9 million that shows signaling efficient cost control as well as a continuous demand for the premium fashion. On the other hand, external revenues estimate place Reiss’s annual revenue at nearly US$681.7 million that reflects its combined retail, wholesale, concession, and online operations (Statista, 2024). Along with that, the digital performance of Reiss continues to grow with the official online channel of the company generating an estimated US$79 million in gross merchandise value (GMV) in 2024 that highlights the gaining significance of e-commerce in its current business model. 
[bookmark: _2hwzalt9u97b][bookmark: _Toc215157569]1.3 Justification for company and target market choice
Reiss makes a good play for Indonesia, with its design DNA suiting aspirational urban consumers trading upwards from fast fashion to premium, enduring items. The brand’s current omnichannel capabilities enable it to tap into Indonesia’s high mobile internet penetration and social-commerce habit. The articles on the industry reveal that Indonesia is among the most rapidly growing apparel markets in Southeast Asia due to an increasing middle class and disposable incomes (MarketLine, 2024). From a strategic point of view, the addition of Indonesia further diversifies Reiss’s geographic mix beyond Europe and North America, serves a highly growth market and should bring scale benefits in sourcing and regional distribution. The regulatory environment in Indonesia is reported to rise to a better position, though foreign retailers are faced with competition from local brands (The Economist, 2024, Forbes, 2024, Financial Times, 2024). Indonesia has a demographic edge that is highlighted during the corporate investor briefings as the reasons why the market should have a higher priority (Reiss, 2024). It makes sense to go after 25-45 urban professionals who have higher disposable incomes and are willing to pay for quality over disposable purchases, while also wanting to shop in-store for service/tailoring and online for convenience which fits snug into Reiss’s experiential retail meets D2C approach. In conclusion, the proposed resource mix will give us the evidence base needed in order to develop financials for market entry, risk analysis and implementation milestones.
[bookmark: _Toc215157570]2. Comprehensive Strategic Analysis 
[bookmark: _Toc215157571]2.1 PESTEL Analysis of the Macro-Environment
	Factor
	Key Elements
	Implications for Reiss

	Political
	Politically stable democratic system with vast pro-business policies. Government incentives for foreign investment through BKPM (Wenger, 2023). Import duties on apparel and textiles can be moderate to high. In addition, strong regulations on the foreign retail ownership and licensing requirements.
	Stability enables predictable long-term planning for market entry. Reiss may benefit from foreign investment incentives but must comply with ownership limits. Import duties will increase product costs, affecting pricing strategy.

	Economic
	Indonesia is one of the fastest-growing economies in Southeast Asia. Rising GDP per capita and expanding middle and upper-middle class. High urbanisation in Jakarta, Surabaya, Bandung, and Bali. Currency volatility (Indonesian Rupiah) affects imported goods.
	Strong consumer spending growth supports demand for premium fashion. Large urban markets provide immediate customer concentration for Reiss stores. Currency risks require hedging strategies and flexible pricing. 

	Social
	Due to its younger population that is characterized by a relatively high median age and interest in fashion. Increased demand in the international luxury fashion brands. Social media and Instagram, Tik Tok, and celebs (Fauziah et al. 2024). Rising spending of working professionals in reality, between the age of 25 and 45 years.
	The urban Indonesian creativities and aspirational brand persona of Reiss are very close to the consumer preferences of the Indonesian population. The trends social media presents good online marketing chances. The orientation towards lifestyles helps justify the demand of more quality clothing.

	Technological
	Good mobile and internet coverage, more than three quarters of the populace is covered. Quick development of online shopping (Tokopedia, Shopee, Lazada). Good usage of digital payments (GoPay, OVO, Dana). Increases in logistics and deliveries on the same day in cities of the first instance.
	Reiss has a chance to access the online path through its omnichannel model prior to massive store proliferation. Local online platforms offer opportunities of partnership to penetrate the market quickly. Issued high-quality products are carried out with the help of advanced logistics.

	Environmental
	There is the need to raise awareness on sustainability among the people and the government. Textile waste regulation, green packaging and emission regulation. Especially urban youth are more willing to use sustainable and ethical brands.
	The sustainability movements and ethical material sourcing activities of Reiss contribute to brand acceptance. Meeting and maintaining the environmental standards will enhance the brand credibility yet push up the costs of operation.

	Legal
	Strict import regulations and customs procedures for apparel. Consumer protection laws around product authenticity and quality. Mandatory business licensing and potential restrictions for foreign retailers. Labour laws governing employment benefits and working conditions (Singh, 2023).
	Reiss must ensure full regulatory compliance to avoid delays and penalties. Labour laws may raise HR and store staffing costs. Licensing challenges may require partnering with local distributors or franchise operators.


Table 1: PESTEL Analysis
(Source: Self-developed)
[bookmark: _Toc215157572]2.2 Porter's Five Forces Analysis of the Competitive Landscape 
Porter’s Five Forces framework delivers a structured overview of various competitive pressures that Resiss could face when entering the Indonesian premium fashion market. In this context, understanding these forces allows access to market attractiveness, major profitability and all strategic challenges which are associated with the market expansion. 
1. Threat of New Entrants
The threat of the new entrants in Indonesia's premium fashion segment is quite average or moderate. Entry limitations exist in the form of the high capital investment needs for premium store locations in some malls including Plaza Indonesia and Pacific Place, import duties on apparel, and brand-building costs required in order to gain consumer trust. Therefore, the high fashion demand as well as steady GDP growth of the Indonesian market continue to attract major global companies, and foreign entry is also facilitated through the franchising and partnership models (Al-Fadhat, 2022). Reiss can find entry easier through collaborating with the reputed local distributions including MAP Group. While high competition, strong brand identity, differentiated design, and omnichannel capability might minimize the major effect of newcomers.
2. Bargaining Power of Suppliers
The bargaining power of the supplier is low to moderate in recent times in the Indonesian market. Reiss resources globally, primarily from Asia and Europe, provides it better flexibility and different supply chain options. In Indonesia, the local textile suppliers are abundant, thus the quality standard of the company necessitates imported fabrics and production from established factories abroad. The supplier power is also minimized as Indonesia is not Reiss’s core production base, providing the company freedom for negotiating globally. Therefore, fluctuations in the global raw materials prices and the supply chain disruptions can slightly gain the supplier power, particularly considering imported apparel deals with currency volatility against the Indonesian Rupiah.
3. Bargaining Power of Buyers
Buyer power in the Indonesian premium fashion market is now moderate to high. Customers, especially urban professionals aged between 25 to 45 that are price-conscious thus quality-based (Hoang et al. 2025). They can switch easily between competing brands including Massimo Dutti, Zara, COS, Ted Baker, or local premium labels providing the same styles. With the online alternatives towards various marketplaces such as Zalora, Shopee and international shipping options, buyers demand a high product quality, service experience, and competitive pricing. To mitigate buyer power, the company should differentiate through design, storytelling and unique in-store and digital experiences. 
4. Threat of Substitutes
The rivalry among the competitors in industry is relatively high. Indonesian style-conscious consumers are often consuming fast-fashion (Zara, H&M) and mid-premium branded items (Mango, Massimo Dutti), while also purchasing local designer wear and bespoke/traditional suiting. Local brands sell culturally appropriate designs often at more affordable prices and fast fashion offers turnover of trendy items quickly. So, Reiss needs to up its game on its products quality, longevity and unique design ingredient if it is going to persuade shoppers to graduate from cheaper alternatives.
5. Industry Rivalry
Rivalry The competition in the premium fashion business line industry is strong, especially in Indonesia. Of the 45 or so international brands that have made their way there, most located in vital mall addresses, some enjoy robust marketing and local alliances. Competitors also include Massimo Dutti, COS, Hugo Boss, Calvin Klein and Ted Baker in the same high-spending urban demographic. Reiss' positioning is high but not in a unique position to other products of same style, quality and price which is likely to make that pressure even higher. Omnichannel experience, excellent customer service and locally focussed marketing will be key to capturing market share and remaining competitive (Gerea et al. 2021).
[bookmark: _Toc215157573]2.3 Porter's Diamond Model: Determining Indonesia’s Attractiveness 
Porter’s Diamond Model delivers a structured assessment of Indonesia’s national competitive advantages as well as helps to evaluate the entire attractiveness of the market for Reiss. The framework determines factor conditions, demand conditions, related and supporting industries, and firm strategy, structure, and rivalry.
1.Factor Conditions
Indonesia provides various favorable factor conditions which support the entry of a premium fashion company (Gahler et al. 2023). The country currently has a large, young labour force skilled in the retail operations, customer services and also merchandising. However, Reiss can continue resourcing production from high-quality global suppliers, the textile manufacturing of Indonesia delivers long-term opportunities for local partnerships or co-manufacturing. High urbanisation as well as increasing retail infrastructure provides premium store locations in large shopping districts, while increasing digital connectivity supports e-commerce expansion. 
2. Demand Conditions
The customers market in Indonesia is currently growing with a proper appetite for the international companies among the increasing upper-middle and growing-middle classes. Fashion-conscious urban professionals aged between 25 to 45 effectively want premium, high quality apparel that makes them a proper demographic for Reiss. Demand is also improved by the social media influences, rising lifestyle expenditure and also gaining choices for contemporary Western fashion. These types of buyers always push companies to manage quality, improve design and also constant innovations that are suitable for Reiss’s premium positioning.
3. Related and Supporting Industries
Indonesia offers an enabling ecosystem to market entry due to its vibrant retail environment comprising of shopping malls and other franchise operators, and digital payment solutions alongside logistics providers. Local distributors MAP Group can have good collaboration opportunities to store franchising or in the form of retail partnership (Caro-Vela et al. 2024). It has existing and well-developed e-commerce infrastructure (Tokopedia, Shopee, Lazada) in the nation offering additional avenues to support penetration.
4. Firm Strategy, Structure, and Rivalry
Intensity of rivalries High with the entry of global brands such as ZARA, MANGO, Massimo Dutti and COS. This competitive stress, pushes innovation, high levels of service, and brand variety. To Reiss, it's that environment where it can go head-to-head with the best when it comes to things like design, curated collections and omnichannel experience.
[bookmark: _Toc215157574]2.4 Critical Evaluation of Analytical Tools 
The use of PESTEL, Porter’s Five Forces, and Porter’s Diamond Model delivers a detailed understanding of the macro-environment, competitive landscape, and national competitiveness of Indonesia. Therefore, every tool has some limitations which should be acknowledged properly. In this context, PESTEL delivers a larger environment overview thus it lacks depth to assess the significance of every factor, and it also represents a static snapshot which may not capture the rigid economic or any political changes in the emerging markets such as Indonesia. In this context, Porter Five Forces is effective in terms of analysing the competition of the industry and it assumes clearly defined industry boundaries as well as can oversimplify the influence of digital disruption and omnichannel retailing for both crucial to modern fashion markets. In addition, Porter’s Diamond Model also highlights the national advantages thus its applicability is effective for production-oriented industries instead of global fashion brands which depend on the internationalized supply chains. However, these tools also guide strategic decision-making, and their findings should be supplemented with the market research, financial analysis, and real-time customer information. 
[bookmark: _Toc215157575]3. Strategy Development and Formulation 
[bookmark: _Toc215157576]3.1 Assessment of the Internal Environment
	Internal Factor	 
	Description
	Relevance to Indonesia Expansion	
	Strategic Implications

	Company Overview
	Reiss is a British premium fashion brand. Its garments are contemporary, uncomplicated and good. Reiss is marketed in most of the countries and is regarded as a luxury brand, but not that costly.
	The good reputation of Reiss coincides with the desires of the higher social classes of young Indonesians who are fond of the premium foreign brands.
	Reiss can leverage its global brand to easily penetrate the high-end market in Indonesia and rise among the cheap retail outlets.


	Business Model
	Reiss is a business that markets expensive men's and women's clothes. It relies on both outlets and online platforms to provide a selection.
	Indonesian customers desire brands that provide good in-store services and no difficulties in internet shopping. Reiss’s mix fits this need.
	Reiss needs to pay attention to its in-store experience and update the online resources according to the Indonesian mobile-first market.

	Sourcing Capabilities, Supply Chain.
	Reiss also purchases in large quantities across many of the countries where it is trying to maintain the quality. It keenly monitors inventory globally.
	Indonesia imports numerous high-quality clothes. An effective supply chain that allows Reiss to maintain quality is present, yet there are still tariffs and delays.
	Reiss might be forced to enhance logistics or obtain certain materials in the country to reduce custom delay and expenditure.

	Financial Strength
	Reiss is financially stable. It is mostly controlled by Next plc that provides it with additional capital and infrastructure.
	To establish a presence in the up-market market of Indonesia, it requires a huge investment in flag-ship stores, local marketing and omnichannel tools.
	Good financial position will enable the company to cater to entry risks, finance growth phases and acquire strategic retail positions in the best of Indonesia malls.

	Technology and Digital Capability.
	Reiss is operating a robust online-offline platform which consists of e-commerce, store inventory summary and customized online services.
	The tech potentials of Reiss are equalized by the digital front of Indonesia social commerce, mobile payments, e-marketplaces.
	Reiss ought to modify its online platforms, as well as collaborate with local payment services and online shopping facilities.


Table 2: Internal environment assessment of Reiss
(Source: Self-created)
[bookmark: _Toc215157577]3.2 VRIO Framework Analysis
A VRIO analysis will be helpful to analyse the internal strengths of Reiss and its opportunity to gain competitiveness in the Indonesian premium fashion market.
Valuable: Reiss also enjoys good brand value due to its reputation of creating contemporary designs and offering a high quality of its products. This is important in Indonesia where consumers with high incomes in the cities desire high quality foreign fashion (Bindi et al., 2023). Its online-offline capabilities, global supply chain and design capabilities are also very valuable because they help in enhancing customer experience and maintaining consistency of products.
Rare: The modern and minimalistic British luxury style promoted by Reiss is not common in Indonesia as opposed to such large brands as Zara or Massimo Dutti (Rachbini et al., 2023). High-end fashion has been on the rise, and not many companies combine European tailoring with low prices on luxury items and that provides Reiss with a good niche.
Inimitable: The history of design and years-old creative cycle is difficult to imitate by competitors. Its unique fashion identity is due to its unique styling, quality work and British fashion story. Besides, Next plc supports Reiss with unique digital resources, supply chain systems, and data analytics that other businesses would regard as too costly and difficult to keep up with.
Arranged to Create Value: Reiss is structured to tap into its valuable and rare resources. Its collaboration with Next increases the efficiency, inventory and international expansion (Bai et al., 2022). The systems reduce the company aid of robust retail execution, decisions based on data, and collaboration across markets which are essential to transition into the diverse and hard-to-logistics market, such as Indonesia.
The combination of the VRIO analysis reveals that Reiss possesses a range of competitive strengths which can make the company achieve long-term success in Indonesia. Thus, Reiss will establish an exclusive presence and achieve long-term value in the Indonesian premium fashion market with valuable skills, rare positioning, and hard-to-copy identity, and solidly supported by its organization.
[bookmark: _Toc215157578]3.3 Application of Other Strategic Frameworks 
	Business Segment / Market
	Market Growth Rate
	Relative Market Share
	BCG Category
	Strategic Implications for Indonesia Expansion

	UK Home Market
	Low growth (1–2%, mature premium apparel sector)
	High (Reiss is well-established with strong brand equity)
	Cash Cow
	Generates stable profits that can finance expansion activities in Indonesia, including flagship stores, digital platform localisation, and marketing campaigns.

	European Operations (Germany, France, Netherlands)
	Moderate growth (3–4%)
	Moderate (competes with COS, Massimo Dutti, Hugo Boss)
	Star / Cash Cow
	Strong European performance provides continued revenue streams (Candio, 2024). Reiss should maintain investment in brand differentiation while allocating surplus resources to emerging markets like Indonesia.

	North American Market
	High growth (5%+ premium retail growth)
	Low–moderate (growing but still limited presence)
	Question Mark
	Requires ongoing investment to build market share. Learnings from the US (omnichannel integration, influencer marketing) can be applied to Indonesia to accelerate early growth.

	Indonesia (Proposed Market)
	Very high growth (>8% premium apparel CAGR)
	None initially (new entrant)
	Question Mark Potential Star
	High growth potential but requires substantial investment in brand development, partnerships, and localization. With successful execution, Indonesia can become a key Asian “Star” market.

	Digital / Omnichannel Division
	Very high (10–12% global growth in online premium fashion)
	Moderate (strong UK online presence but limited Asia footprint)
	Star
	A scalable digital model is crucial for Indonesia (Pradhipta et al. 2025). Localising e-commerce, enabling mobile payments, and using social commerce can accelerate market penetration.


Table 3: Application of BCG matrix
(Source: Self-developed)
Overall Strategic Implications: Based on the BCG matrix Reiss is cash cow in the UK and this strength can be used to enter Indonesian market. Indonesia is a high-growth Question Mark that needs strategic investment in brand building and forming partnership with instead retail group to form omni-channel business. If properly staged, Indonesia could become a Star segment an incrementally profitable growing-profit pool with regional brand perceptions.
[bookmark: _Toc215157579]3.4 Leveraging Strengths for Competitive Advantage 
Reiss also has a range of unique strengths that could be used strategically to create and maintain a competitive edge in the Indonesian premium fashion market. One of the key strengths of the company is that it has a good brand name that is based on modern design, refined tailoring and high quality of fabrics. These product features are very much in accordance with the rising proportion of aspirational and trendy customers in Indonesia that are currently in need of high-end, yet affordable luxury. Reiss has an opportunity of differentiating with competitors in mass market segments; by posing as a high-end lifestyle, Reiss can attract the attention of the modern, urban professional market segment. The other strength lies in the fact that Reiss has an omnichannel retail experience that incorporates both online and offline shopping experiences (Massi et al. 2023). There is high adoption of mobile commerce in Indonesia and as a result, access to digital technology was the path to success in the market. Reiss has an opportunity to utilise its developed e-commerce platform, personalised digital marketing, and smooth click-and-collect offers to capture technological shoppers and provide convenience which most of the competitors still fail to streamline. Collaboration with the most active e-commerce markets like Zalora or Tokopedia can also increase the audience without losing the brand reputation.
The expertise of Reiss on its same system of supply chain across the world also has a strategic advantage. The presence of established relationships with superior manufacturers will guarantee the brand consistency in craftsmanship, which would help to keep products of high quality despite the expansion into a new geography (Tao, 2024). Even though there is local textile production in Indonesia, Reiss can firstly use their global sourcing network to maintain its high-quality standards as it explores local production or distribution efficiencies partnering with local firms, with time. Moreover, the financial stability, and good cash generating home market of Reiss give them the resources that they can use to invest in flagship stores, marketing campaigns and localization strategies of Indonesia. This financial capability reduces the entry risk and enables the company to compete well with the already established world brands that operate in high-end segments. 
[bookmark: _Toc215157580]3.5 Proposed Market Entry Strategy 
In terms of the Indonesia market needs a strategic entry that meets the customer dynamics, regulatory environment and competition in the country. According to the above analyses, a combination of market entry strategy based on a joint venture partnership, gradual expansion, and localization of operations is best suited to the long-term competitiveness and long-term growth of the business. The main and the first important element is the formation of a joint venture (JV) with a well-known local partner (Purwaningsih and Widyawati, 2023). This will be a better approach in balancing the regulatory complexities, cultural aspects and distribution complications in Indonesia than when the firm uses a wholly owned entry approach. Through a JV, access to established networks, expert knowledge of local managerial practices, and legitimacy in the market is achievable without threats to entry and speeds up operational preparedness. These partnerships are especially helpful in the consumer sectors of Indonesia where purchase behaviours are influenced greatly by trust, reputation of the communities and personal ties in the community. The second pillar that is necessary is undertaking a phased market entry and expansion plan. The firm should first target high-potential urban centres like Jakarta, Surabaya and Bandung, where the purchasing powers, the adoption of digital and the demand of the global brands are more favourable than launching the countrywide. 
This incremental approach will help the organisation to test its value proposition, receive real time feedback on the market, and refine it before expanding operations to the secondary cities. There is gradual expansion as it facilitates the allocation of resources in a manner that has unrestrained operational risk as well. Third, the company must seek robust localization of the products and prices and communication in accordance with the Indonesian cultural inclination and economic situations. Customization of product features in accordance to local preferences, optimizing pricing tactics according to price sensitive segments and integration of Bahasa Indonesia in advertising and branding will enhance customer relevancy (Hasanah and Rino, 2025). Localization can also be extended into changes in the supply chain like sourcing of suppliers where possible (Indonesia) which makes the supply chain more cost effective, and it also shows dedication towards the local economy. Moreover, capitalizing on digital-first approaches will come in handy in the burgeoning e-commerce and social media sector in Indonesia. 
[bookmark: _Toc215157581]4. Performance Evaluation Framework 
[bookmark: _Toc215157582]4.1 Selection of the Balanced Scorecard (BSC)
The balanced score card is used to evaluate the performance of Reiss in Indonesia because it not only measures the financial metrics, but the evaluation is done on the basis of four factors which includes “financial, customer satisfaction, internal processes and growth of the employees of the company”. Thus, this holistic approach can be helpful to analyse the business operations of Reiss in Indonesia. The balanced score card can be used to evaluate the day-to-day activities related to the business processes and thus the key performance indicators can be measured at regular intervals of time (Olatubosun et al., 2021). This approach can be beneficial for the achievement of the strategic goals of Reiss in Indonesia. On the other hand, the regular evaluation of the key performance indicators will also enhance the brand positioning and customer engagement in the luxury fashion industry of Indonesia and will thus make the market entry easy for Reiss in the country (Natiqa et al., 2022). As Reiss has a strong focus on both the retail and the digital platforms, the balanced scorecard card helps to evaluate the risk factors and problems associated with the operations in online and offline mode and this is quite helpful for the omnichannel integration. Lastly it can be said that the balanced score card will help the employees and the managers of the company to learn and grow and enhance their performances. 
[bookmark: _Toc215157583]4.2 Designing the Balanced Scorecard for the Indonesia Expansion
The balanced scorecard for the expansion of business of Reiss in Indonesia must be designed in such a way that the strategic objectives are developed according to the market entry goals, and this will help to easily evaluate the performance of the strategies in the long run of the business. It must be noted that each of the objectives aligns with the four factors of the balanced scorecard which will provide a complete evaluation structure of the business operations (Sung et al., 2023). The key performance indicators should be identified according to the context of the Indonesian market and then those must be analysed at regular intervals of time. The targets of Reiss must be clearly included in the balanced score card and the progress of the company must be tracked with the help of efficient tracking and monitoring systems. Thus, it can be easily understood that proper designing of the balanced scorecard will facilitate the progress of business of Reiss in Indonesia. 
	Perspective 
	Strategic Objective 
	Key Performance Indicators (KPIs)

	Financial
	Maximum Profit margins in the Indonesian market
	Sales growth rate, gross profit, turnover rate

	Customer
	Satisfaction and engagement of the customers
	Customer satisfaction index, repeat purchase frequency

	Internal Business Process
	Supply chain optimisation and integration of omnichannel operations
	Logistics cost efficiency, market share, operational costs

	Learning and Growth 
	Develop “skilled workforce”
	Staff retention rate, staff growth rate


Table 4: Balanced Scorecard for Reiss in Indonesia
(Source: Self-created)
[bookmark: _Toc215157584]5. Recommendations and Conclusion 
[bookmark: _Toc215157585]5.1 Recommendations
The recommendations which can be implemented by Reiss for the market expansion in Indonesia are as follows: 
Market entry though joint venture: Reiss must go with strategic partnerships with the local fashion brands of Indonesia. With the help of this approach, the company will be able to easily analyse the demands of the customers and then they can customise the products accordingly. Thus, this factor of joint venture will enhance the satisfaction of the customers and Reiss can get a greater number of potential customers in Indonesia. 
Phased expansion strategy in the urban areas: Reiss must open the initial stores in the major urban cities such as Jakarta, Surabaya and Bandung because the demands and the purchasing capacity of the customers is the maximum in these areas. Thus, it can be said that this phased expansion strategy of Reiss will align with the increase in urbanisation in Indonesia. 
Customisation of the products: It is recommended that Reiss must customise its products according to the fashion needs of the natives of Indonesia and this will enhance the customer satisfaction and engagement. Thus, the increase in the number of satisfied customers will maximise the profit margins of Reiss in Indonesia. 
Digital First Strategies: It is recommended that Reiss must adapt digital marketing strategies to reach out to a greater number of customers and promote the products. The company must also give more importance to the sale of the products on the digital platforms as this can strengthen brand position and gain competitive advantage in the Indonesian market. 
[bookmark: _Toc215157586]5.2 Conclusion 
It can be analysed from the above discussion that there is strong potential for Reiss to expand its business in Indonesia. The increase in the urbanisation, shifts of demands of customers towards luxury fashion brands, growing middle class can be potential factors which will benefit the business of Reiss in the long run. The market entry of the company can be easily done with the implementation of proper business strategies and the evaluation of these strategies along with the operations can be done with the key performance indicators. The company can gain competitive advantage in the market through customisation of the products according to the fashion demands of the local customers of Indonesia and thus enhance satisfaction of the customers. Moreover, Reiss can enter the market with the help of joint ventures to minimise the risks associated with the new business. The measurement of the key performance indicators with the balanced scorecard can be beneficial for the company in the long run. Thus, it can be concluded that the long-term growth of business of Reiss in Indonesia depends on the proper monitoring and tracking and evaluation of the business operations.
[bookmark: _Toc215157587]
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