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Executive Summary
Globalisation, as well as other forces, can create so many challenges, but also offer some opportunities for companies for further growth and development. 
Matalan fully understood the need to take advantage of this to expand and further increase its international profile, helping it to create and gain greater brand recognition throughout the world (Joseph 2011). However, entering the international scene brings some risks for the organisation, therefore, Matalan needs to be prepared for that change by developing different tools, strategies and to use all its resources to gain competitive advantage (Barney 1991). 
Although, we have gained the experience by expanding overseas before, however, every overseas expansion is unique in its own way, yet there are obvious considerations relevant for all companies expanding overseas. 
Choosing a new market like Australia to expand into can be challenging for Matalan. However, it can also offer lots of opportunities. Therefore, this foreign market entry plan is put together to present all the steps that Matalan must take in order to succeed in the new market.
The Plan will describe Matalan’s global vision, goals and how Australia can prove to be the ideal market to achieve them at this particular time. In addition, to developing its organizational structure and adapting it to suit this new market. The plan will also include an analysis and risk assessment of the Australian market using various analytical tools and models to assess the external conditions which prompt the need to expand into the Australian marketplace such as PESTEL, SWOT and Porter’s 5 Forces. 
Another important aspect of the plan will be to discuss the best market entry strategy and the scale of expansion into Australia explaining our strategies, methods and how it will impact us and the new market. 
A detailed international marketing plan will also be presented using the 7Ps of marketing mix whereby Matalan can find the right balance between standardization and customization of its marketing mix strategies across all dimensions of the business to suit the new market.
Finally, recommendations will be given to support in decision-making and to explain why expanding into the fast-growing market of Australia, could prove to be successful, safe and extremely rewarding opportunity (Khoury 2018).

Corporate Global Vision and Goals:
Matalan’s global vision will focus on strengthening its presence in the international markets it already operates in, with plans for entry into new countries for 2019 and beyond (Matalan 2018). 
Matalan’s unique offering of great quality fashion for the entire family and home at amazing prices appeals to many markets around the globe. According to Porter (1990), “low cost and differentiation are two basic strategies for creating value and attaining a competitive advantage in an industry”. It is through these two core strategies that we will be able to achieve our mission: targeting new international markets and creating and gaining greater brand recognition throughout the world (Joseph 2011). Consequently they thus have a positive impact at the domestic level, since an enhanced international presence will gain us more respect and appreciation from consumers and potential stakeholders in the local market.
Furthermore, if we are successful in implementing our growth strategy and continue to expand, then it will be key to continue improving our operational capabilities and capacity by growing, training, and managing our employee base (Cheese et al 2008). We will also need to regularly evaluate the accuracy of our data, control systems and procedures linked to financial reporting. However, if we change the existing systems or implement new ones, this could present challenges and therefore, negatively impact us (Matalan 2018). To avoid such impacts we must have a clear strategy for growth right from the start, in keeping with our standards of offering customers a wide range of value products without compromising on design, quality or customer experience. The growth strategy is planned to take advantage of our existing strengths and to develop our capabilities so we can adapt to any changes in the marketplace and consumer behaviour trends (Meyer & Bernier 2010). This will also help us to provide a stable and sustainable level of revenue growth, which will result in improvements in cash generation and profitability (Reeves & Deimler 2011). 
To accomplish these goals, our international strategy needs to be designed around the following main pillars (Matalan 2018): 
• Implement a compelling and relevant product offer that always gives a reason to visit; 
• Build a seamless Omni-channel experience, a true differentiator; 
• Nurture an engaging, trusted and rewarding customer relationship; and 
• Create passionate and high performing teams who optimize business performance.

However, the firm cannot attain its goals without the support and actions that managers take which will define its strategy (Hill 2014). Therefore, Matalan can only achieve its objectives with managerial support and guidance. In this regard, Matalan’s International Director, Damian Hopkins, has developed the International growth strategy and built an experienced team to enhance the firm’s international performance.

“Matalan’s great product offer, harnessed with our outstanding value for the family and home, give us a unique proposition which often isn’t very well catered for in many countries. As a result, our international stores are performing very well, and we are delighted to be bringing this outstanding quality and value to modern families across the globe”
Damian Hopkins, Matalan’s International Director

(Wightman-Stone 2018)







Organisation Structure:
For Matalan to achieve its international expansion vision, goals and mission, it needs to update its organizational structure and adapt it to suit the new market as the structure of the organisation has to suit the organisational goals. Doty (1993), argued that when the firm organizational structure is best suited to its organizational needs, then the firm will function most effectively.
One way we can accommodate our overseas operations without disrupting the firm’s domestic market structure is to create an international division, within which all international activities can be grouped (Hill 2014). This structure is suited and most effective for Matalan at this stage of growth, since the firm can be free to maintain the focus on its domestic market while leaving the international division free to adapt to the foreign markets where the firm is operating (Markgraf 2017). According to a Harvard study 60% of all organisations that have expanded overseas have adopted it this structure initially (Hill 2011), Matalan can mobilize the international division structure when expanding to the Australian market. This structure, which has a united approach to international operations is created to handle all overseas activities by a division formed for better coordination to the whole division which will get the attention of top management (Markgraf 2017). However, it is also important to note the comparative disadvantages of such a structure. It could, for example, separate domestic managers from their international counterparts and also make it difficult for the management to act strategically in allocating resources globally (Hill 2014). Therefore, Matalan needs to review its structure at each stage of its international expansion to make sure its operations are running without any problems in coordination between the domestic and foreign activities, where all international countries will be represented to headquarters by the head of the international division (Hill 2011).
Therefore, Matalan’s organizational structure needs also to involve geographic divisions, where we can include the geographic regions and connected corporate goals to the international division structure (Hill 2014). For example, Matalan can use this structure to make it easier to manage its overseas operations based on each region economic conditions (Meyer 2017). The tactical objective of having this characteristic of the organizational structure is to allow the firm to address any concerns or issues related to each geographic region, taking into consideration regional markets differences (Hill 2011). Matalan can have a simple approach by adding Australia as one geographic region to its original international division structure (Please see below).
Figure 1:                     Matalan Organisational Structure
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Foreign Market Research:
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(Khoury, 2018)




Risk Assessment:
1. External Analysis PESTEL:
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(Khoury, 2018)

2. Porter's Five Forces Analysis:
The Retail market in Australia:
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(Khoury, 2018)




3. Internal Analysis (SWOT):
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(Khoury, 2018)



International Business Strategy:
Part of Matalan strategy is to expand into new markets (Matalan 2018). However, we need to identify the right market, the right timing and the scale of entry, so we can successfully penetrate the new market and explore its international expansion opportunities (Hill 2014).
We identified Australia as a potential market and after assessing the external and internal environments, evaluating the long-term profit potential of the country and highlighting any possible risks. We found that Australia is an attractive location for Matalan to expand to, due to its thriving economy, stable government, trusted legal system and highly skilled workforce (Technavio 2016). In addition, Australia’s retail market is seeing positive growth and has developed to be one of the key competitive markets in the world (Mordor 2017). Factors such as the highly developed infrastructure and high spending power have made Australia one of the major target markets for a number of worldwide retailers especially for UK brands given that they are highly recognizable and well regarded in Australia.
While Australia is thus an attractive market to expand into, we need to make sure we are choosing the right time for entry (Hill 2014). First, given that Australia is part of the UK’s post-Brexit top free trade agreement wish list (Dreyer 2017), this provides Matalan - as a UK company - the advantage to benefit from this partnership (Dower 2017). Despite this, Matalan will not benefit from the early entry or first mover advantage as other UK retailers have already expanded to this market such as Debenhams, Top shop and John Lewis. However, Matalan can still take advantage and learn from early entrants by observing how they proceeded in the market, avoiding any costly mistakes, and benefiting from the market potential created by that early entrant’s investments in customer education (Hill 2014).
Another important aspect of internationalization is the scale of entry to the new market, along with defining the best market entry strategy for the business and the country we would like to expand into. Therefore, Matalan should initially look at options at the lower end of the risk scale which requires limited resource commitments. If time and financial investment are reduced then it is easier to exit the market if necessary (Deresky, 2017). It may be appropriate to move to other strategies at a later stage when experience has been gained. 
Deresky (2017) suggests that licensing, franchising, exporting and often e-business are some of the lowest risk approaches.
We initiated our international expansion activities through franchising in 2009, starting in the Middle-East and we have further expanded our international business by adding additional partners, opening a franchise store in Malta and Armenia, taking our total number of franchised stores to 25 (Matalan 2018). We recognise that there is further opportunity to expand our international franchise presence in both existing and new territories such as Australia.
Franchising involves relatively little risk (Dreskey 2017, p.258). Therefore, it can be an ideal strategy for expanding our firm into Australia as it involves lesser investment in our resources, where the franchisee’s resources will be used to expand. However, there are significant difficulties, including finding a suitable partner and collecting payments. Matalan understands that franchising is a team effort. According to Goldberg (n.d.), “A brand's success depends on an ongoing partnership between franchisor and franchisee”. Therefore, Matalan’s international expansion through franchising depends on finding suitable franchise partners and suitable locations for our stores. If Matalan is able to find suitable franchise partner in Australia, this will drive profitable growth and help to access prime retail locations through the partners’ local market expertise, so we can successfully implement our growth strategy. As a result, we do not bear the risk of unsold inventory normally associated with our U.K. stores. The products are shipped at the franchisee’s risk (Matalan 2018). However, franchisee commitment needs to be monitored (Delaney, 2017). 
Although franchising can be a great entry strategy for Matalan’s expansion into Australia, however, we should also consider branching out initially via the online platform. According to Deresky (2017), the Internet is available to anyone and serves to level the playing field. 85% of Australian people have access to the internet (Technavio 2016), ensuring that a large number of customers can be reached easily by e-commerce websites. The online retail market in Australia is worth $22.74bn in 2017 (export.gov 2017). The foundations for a highly accessible and connected customer base via e-commerce are therefore, in place.
This low-cost investment method of online retail, can thus act as a barometer to judge the international demand for our company’s products (Stone 2018). Also, a successful website with a good international sales record would be an excellent selling point if later trying to sell franchises of the store overseas.
 Although this is a comparatively straightforward entry point, it still encounters all the cultural and environmental issues that are faced by other methods of international expansion (Deresky 2017). As such, Matalan needs to deal with any logistical problems by building its own internal logistics network, outsourcing delivery services to third-party providers and contract our partner with existing logistics companies. In addition, making sure that we include consumer protection, intellectual property, and tax laws as this will be an important consideration (Hill 2014). 
In order to achieve effective online expansion into the new market, we will need to use the technology and experience we have gained so far in this field to develop and adapt our online system to suit the Australian market. This will require the experience of our qualified personnel in this field ;ensuring that our distribution centres can accommodate our online platform activities; responding to the greater competition from other local and international retailers as they enter the online business or expand their existing online presence; making sure that we have the suitable selection of products in our stock for online customers and finally, to make sure that we successfully market our website in the new region by using promotional campaigns and advertising methods such as the social media to drive growth in our online business ( Matalan 2018).
In short, we need to adapt our international marketing plan to suit this new market to achieve our strategic fit (Hill & Brown 2007), which refer to the fit between the organisation, its activities and the competition in the new market, where we can evaluate how well the organisation aligns its business and operational strategies with the marketing strategy.

International Marketing Plan:
International marketing is defined as “the process of identifying the goods and services that customers outside the home country want and then providing them at the right price and place” (Rugman & Collinson, 2009; 324). 
Entering the challenging Australian retail market can turn into a competitive advantage, as our firm will force itself to become more effective, efficient and increases its own competitiveness (Porter 1990). Yet, the major challenge for us is to find a balance between being “global or local”, to use the standardization approach, where we have to integrate our strategy across all dimensions of the business, or the customization approach, where we have to respond and adapt to local differences. However, the market in Australia is very similar to the UK, which will therefore, require less customized approach, and more of a standardised process with some small divergent aspects to suit the Australian customer.
Using the below 7Ps marketing mix strategy can help us to achieve our marketing goals for this overseas expansion. 

1- Product
The Australian market and culture are very similar to that of the UK (Gov.uk 2017). Therefore, it will be easier for Matalan to market its products to its Australian customers offering fantastic design and quality at an outstanding value (Matalan 2018).  
Matalan offers a wide range of products all under one roof targeting modern families: such as Ladies Wear, Men’s Wear, Children’s Wear and Homeware. In addition, with the UK brands being highly recognisable and well regarded in Australia, customers can choose from a great variety of in-house brands like Rogers & Rogers, as well as top fashion name including Falmer and Disney (Kids fashion). Therefore, this market does not require a lot of product customization.

2-Place
Matalan flexible set-up from standalone stores, out-of-town retail parks, off-prime city centre locations and city centre locations can provide strong performance as we can find the suitable format to suit the Australian Market (Matalan 2018). 
Online presence in Australia is essential for Matalan as well. According to Technavio (2016), the online market can play a major role in the growth of the Australian retail market with the majority of vendors opting for this retail channel and with 85% of Australian people have access to the internet ensuring that a large number of customers can be reached easily by e-commerce websites. 
Matalan needs to focus on this channel to attract the Australian consumer by improving the technology and customizing the platform to suit the new market. This involves enhancing our customer experience on mobile and desktop, driving cost-effective traffic at high volumes and increasing our trading capability.

3-Price
With Matalan entering into the competitive retail market of Australia, one of the main areas of interest for international and local retailers will be how Matalan will price its product. For example, when Topshop and Zara first opened in Australia, they increased prices from the base UK amount (Smith 2014). Therefore, it is vital for us to assess if we need to use similar tactics to bear the high costs of transportation, shipping and local rent so we can maintain our global pricing, or to use a different strategy to differentiate our firm by keeping transportation and distribution costs low.
To have a competitive advantage over the UK, international and local retailers in Australia, we have to maintain our high value, low-cost product strategy. While transportation costs can be higher than the UK. Matalan can focus on its overseas hubs in key locations including China for its Australian base market, in order to keep its transportation and distribution costs low, ultimately maintaining its value for money policy. Given that Australia has a trade agreement in place with China (Export. Gov 2017), this strategy for cost-efficiency is built on an already solid foundation.  

4-Promotion
If we want to successfully market our business and website in Australia, we need to focus on adaptations of our messages to local context, in order to perform well in the new economy (Meyer & Bernier 2010). First, we need to reduce paper communication in favour of more profitable digital channels such as email, the Matalan Reward Smartphone App and paid social media given that a large percentage of Australians use the online platform to purchase products (Technavio 2016).
For example, we can launch a social media campaign using digital content from Australian celebrities and bloggers, to help promote the brand and key products as well as supporting broader market reach. We also need to increasingly utilise multi-channel media in our targeted campaigns, through which customers are engaged as well as other partners.
Increasingly targeted campaigns will also be key, achieved through adapting our messaging to customers’ local circumstances, such as alerting customers to new ranges. This will continuously enhance our capability to personalize our contacts with the customer through less generic emails and the increasing levels of customer segmentation. We can also focus on creating varied content based on learned behaviour and preferences, such as personalized online visual merchandising (Russell 2017).
A key consideration for our marketing plan will be to recognise our accountability to reduce potential damage to the environment while striving to protect the environment through vigilant consideration of design, selection of materials and operational processes (Matalan 2018). Given that Australian people prefer highly socially responsible organizations, (Technavio 2016) visibly enhancing our corporate social responsibility in the environmental sphere will play a vital role in our success (Porter 2013). 

5-People
Matalan needs to continue its HRM strategy, which is based on attracting, retaining, motivating and training high calibre customer-oriented employees. This is achieved through aligning new strategies with business goals (Armstrong 2017), where we can choose to take a full approach to recruitment that includes assessment, screening, hiring and company branding using technology to support at each step.
Paying competitive salaries within the industry, and evaluating employees for increases in wages on the basis of their performance, must remain a cornerstone of our HRM strategy to attract, retain employees and  help us to gain a valuable competitive advantage in the Australian and global market (Gardner & Nyce 2014). This must be done while adapting business practices to the local market. While the common language and a shared history and culture of the UK and Australia are helpful in this regard (Hofstede, n.d.).The challenge is to increase our understanding of Australia’s accepted corporate practices and local environments. Once this is achieved, HR must then create procedures and practices that are customized for the new market and transfer them throughout the firm and across its supply chain (Khoury 2018). 
Overall, the HR approach should be to balance social and business cultures while supporting diversity. Some cultural characteristics, such as management style and business practices, can be adapted to fit local cultures(divergence), while others, such as human rights policies and ethics, cannot be compromised (convergence) (Rennie and McGee, 2012). The HR challenge here is to recognise these complexities, determining which business culture features can adapt and which are vital to protecting the firm’s ethics and values.
On the legal front, we need also to keep in touch with the latest labour laws that could have an impact on firm’s actions, such as migration laws, the changes in minimum wage and the disability & age discrimination legislation (Currency Fair 2017).

6- Processes
Most of our products are sourced directly from manufacturers, mainly located in Eastern Europe and Asia (Matalan 2018). Matalan can focus on its overseas distribution hubs in key locations including China for its Australian base market as it can keep its transportation and distribution costs low (Export.gov 2017). We also can keep our strategy to buy directly from suppliers to provide us with a high level of oversight on the quality of our products, which is monitored by Matalan employees.
We have also to strengthen our approach to sourcing by using the experience of the highly dedicated costing team and production engineers. These teams can work with our buyers and manufacturers to identify opportunities for improvements in production, product engineering and development (Matalan 2018). 
[bookmark: _GoBack]Finally, we also need to be in compliance with the Australian governmental regulation and the international regulatory authorities concerning trade barriers (quotas); consumer regulations; customer data protection; advertising and marketing practices; working conditions (health & safety) of our employees; the safety of our stores and our competitive and marketplace conduct (Sucu 2017). 

7-Physical evidence
We need to copy the success we have achieved at home and internationally, where families trust us with their valuable budgets, to provide the quality, range and style that enable them to run a happy, modern family home. Therefore, we were awarded recently the Gold Award at the Mumsnet Family Friendly awards for the third year running (Matalan 2018). 
Australia can offer a fruitful international expansion with steady to high profits, where we can operate stores successfully and duplicate our success in the new territory, learning from several multinational retailers such as Zara, H&M, Debenhams and Gap, where they have successfully expanded to this fast-growing market and planning to increase further their expansion in this thriving economy, benefiting from the positive growth in the retail market and paving a gateway for other major brands (The conversation 2011).

Conclusion & Recommendations:
Australia is an attractive location for Matalan to expand into, due to its thriving economy, stable government, trusted legal system and highly skilled workforce. Australia’s retail market is seeing positive growth and has developed to be one of the key competitive markets in the world. However, Matalan needs to make sure that it has the right vision, structure, resources, entry strategy and marketing plan to successfully achieve its internationalization growth objectives.
1) Matalan needs to have a clear strategy for growth, focusing on both capitalizing on our strengths and evolving our abilities in adapting to any changes in the customer behaviour trends and marketplace. Therefore, when expanding to Australia we need to keep our strategy of low cost and differentiation by offering customers a wide range of quality products without compromising on value and design to gain competitive advantage (Porter 1990).
2) For Matalan to achieve its international expansion vision, goals and mission, it needs to update its organizational structure and adapt it to suit this new market. Therefore, Matalan’s international division structure needs to be updated when expanding to the Australian market by including the new geographic division to allow the firm to deal with issues or concerns related to the new market, taking into consideration any differences between regional markets (Hill 2011).
3) Choosing the best market entry strategy for Matalan’s expansion is an important aspect of internalization, therefore, Matalan should initially look at options at the lower end of the risk scale such as Franchising, where it requires a small investment in resources (human & capital) as we can use the resources of franchisees to expand. However, Matalan should also consider to branch out via the online platform. This would provide an opportunity to test the waters to gauge customer interest, and test product ranges designed to appeal to the new market (Stone 2018). In addition, to the strong and growing online market in Australia, which is backed up by the strong economy and high internet penetration which are fueling e-commerce growth (Technavio 2016).
4) Finding the ideal Marketing mix strategy is another important aspect of internationalization, therefore, Matalan’s major challenge is to find the balance between being “global or local”; to “standardize or customize”, to integrate our strategy across all dimensions of the business or to adapt it to suit local differences. However, the market in Australia is very similar to the UK, which will therefore, require less customized approach, and more of a standardised process with some small divergent aspects to suit the Australian customer, where Matalan can adapt its marketing plan to ensure it can meet the varying regulations in its key trading areas.
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(2.4% GDP annual growth)

‘The Ausiralian economy has a low degres of sk as a result of the increasing exchange
tates, fairly high levels of employment, low rate of inflation, strong GDP growth and stable.
interest rates. Penguin Management (2017)

Economic Risks: The corporate tax rate in Australia is 30%

Sociar

Fairy young multicufiural society. Australa has a viell-educated people and a ighly sKiled
worklorce. Australian people prefer highly socially responsible organizations, where
retailers can create a major impact on its customers.

Technological

5% of Ausiralian people have access o the infermet and the numbers are growing al a
rate of 1.7%. Therefore, that ensures that a large number of customers can be reached
easily by e-commerce websites. The online retail market in Ausiralia is worth $22.74bn in
2017. 0% of the Ausiralians use smariphones to buy products oniine (Technavio 2016).

Environmental

Waler shortages resuling ffom the idespread droughi 15 a major problem is Ausiralia
Australians have become used 1o lving with water restrictions, they are also replacing fossil
fuels by renewable powers ike solar and wind

Tegal

"Australia has a transparen, efficient and vl developed Iegal system vh lower corruption
levels than those in the UK, Canada and the US. Ausiralia's business lav is flexble vith a
solid legal framework

Legal Risks: The infroduction of latest laws that could have an impact on firn's actions,
such as the rise in the minimum wage, the disabilly & age discrimination legislation, and
the greater needs for organizations to recycle (Currency fair 2017).
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1-Bargaining Power of
Suppliers

The bargaining power of suppliers is low as Matalan designs, produces and sells the
products itself. Matalan has its overseas hubs in key locations including China and Sri
Lanka. As well as having our quality assurance and control team, which will enable us
toreduce both lead times and failure costs and also allows us the ability to consolidate
elements of inbound supply for more efficient delivery to our store network

2- Bargaining Power of
Buyers

The number of customers is large in the Australian industry. People are brand
conscious and prefer quality which is why the bargaining power of buyers is average:
(Clothing Retailing in Australia, 2012).Matalan can benefit from the recent trend in
Australia where customers are increasingly shopping at stores that offer products at
low prices with new ideas and alternative designs

3-Threat

of Competitors

Australia has a compefitive retail market, where a large numbers of retailers sell very
similar products. Competition from local, UK and intenational retailers such as Target,
Myer, Debenhams, M&S (online), Top shop, John Lewis, H&M and Zara. Therefore,
Matalan needs to maintain its high value, low cost product strategy and lear from
early entrant by observing how they proceeded in the market, avoiding any costly
mistakes, and benefiting from the market potential created by the early entrant's
investments in customer education (Hill 2014).

4- Threat of Substitutes

Ttis likely that, as elsewhere globally, Australian shoppers are increasingly furning to
online markets in lieu of high street stores. Therefore, Matalan needs to focus on its
e-commerce expansion into the Australian Market as 80% of the Australians use
smartphones to buy products online (Technavio 2016)

5- Threat of New Entry

New entry of retail firms is easily achieved. This 1S because the cost of running
business is low; capital cost is also moderate. However, new entries might find unique
ways to popularize their own products and build their brands through marketing
campaigns and clever use of social media. The fashion industry in Australia is ‘high
tisk, high reward for new entrants (Bush 2016).
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Strengths

Weaknesses

A clear strategy for expanding
internationally through franchising (227
shops in the UK and 25 overseas)

We are positioned to offer fantastic
design and quality at outstanding value.

Customer loyalty.
Convenient locations

Driving e-commerce (Matalan App)
(Matalan 2018),

Lack of experience in expanding to bigger
countries with larger economies like
Australia (expanded to small countries in
the Middle East and East Europe only).
Weak brand image versus key competitors
(Matalan 2018),

Opportunities

Threats

The UK has strong and established
cultural ties with Australia

Australia is one of the main countries.
that could potentially have a post-Brexit
free trade agreement with the UK,
according to Dreyer (2017)

UK brands are highly recognizable and
highly regarded in Australia.

Liberal trade policies and low import
quotas.

Matalan can benefit from the recent
trend in Australia where customers are
increasingly shopping at stores that offer
products at low prices with new ideas
and altemative designs

Opportunity to trial a dedicated website
for online expansion

Opportunity to have distribution
warehouses abroad (Technavio| 2016).

Competition from local, UK and
international retailers such as Target, Myer,
Debenhams, M&S (online), Top shop, John
Lewis, H&M and Zara

Logistical Challenges: The time difference
(The UK is 9 hours behind Australia in
summer and 11 hours in winter). Travel
time is around 24 hours by plane.
Australia’s large geographical size.

Corporate tax rate of 30% on taxable
income (Niven 2012)
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About Australia

Why Australia?

The UK & the Australian Market

Australia is a continent and a
country surrounded by the
Pacific and the Indian oceans.

It is the world’s sixth largest
country with population of 24
million.

The largest and most populous
cities are Sydney and
Melbourne.

Capital city: Canberra

Language: English

-Currency :Australian Doller
(AUD)

Best-performing country
economically, with good growth
prospects, avoiding recession for
25 years (OECD 2017).

Australia has been ranked 14th out
of 190 countries for ease of doing
business in 2016 (World Bank
2016).

The UK is one of the biggest
trading partners with Australia, after
China, the US and Japan.

39 out of 250 top international
retailers operate in Australia with
others on their way, driven by the
strong economic environments,
high consumer demand for
international brands, and closeness
to Asia, according to the Global
Powers of Retailing report from
Deloitte (2017).

The Australian market, legal and
regulatory culture is very similar to the
UK (GOV.UK 2017).

The UK and Australia are politically
and economically linked.

The UK is the second largest source
of total foreign investment in Australia
valued at $515.5 billion (ABCC 2018).

There are more than one million
British people living in Australia and
1000 UK companies.

Relatively strong Australian dollar
making UK goods and services more
affordable.

In 2016 the UK and Australia
established a bilateral trade working
group.





