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[bookmark: _Toc40376930][bookmark: _Toc40697785]Executive Summary

This report aims to design an international marketing mix for HeyTea to enter the UK market.  7Ps which include product, price, place, promotion, participants, process and physical evidence are used. The report also takes Hofstede’s Cultural Dimensions into account and identifies there are big differences between the UK and China in Individualism, Power Distance and Indulgence. The differences are turned into adaptions in the design of the marketing mix.

HeyTea is one of the leading new-style tea drink brands in China with over 400 stores in mainland China. 2018 saw its first attempt on overseas expansion in Singapore and there are three stores at present. The previous report identified potential overseas markets as big cities in the UK, targeting young generations ageing from 18 to 34. It also proposed franchising as the market entry mode, which is low-risk and low-cost and can help HeyTea expand quickly in the UK.

After conducting the 7Ps decisions, several recommendations are developed. The whole rule is to be ‘glocal’. Specifically, product lines need to be adjusted to suit the local customs, for example, to add vegan-friendly products, and new products need to be developed with customers to improve their engagement as well as the satisfaction. Besides, omnichannel strategy and social media marketing must be thought highly of, with an emphasize on TikTok.
2

[bookmark: _Toc40376931][bookmark: _Toc40697786]1.0 Introduction
[bookmark: _Toc40376932][bookmark: _Toc40697787]1.1 Report remit
In order to establish a stronger and more resilient presence in a foreign market, this report is to develop a marketing mix based on the franchising market entry mode that previous report has proposed. The cultural forces are considered with an introduction to Hofstede's Cultural Dimensions, and competitors forces are also analysed in each marketing mix.

[bookmark: _Toc40376933][bookmark: _Toc40697788]1.2 Introduction to the organisation / previous report
HeyTea is one of the leading new-style tea drink brands in China with over 400 stores in mainland China (HeyTea, 2020). In 2018, it opened its first overseas store in Singapore and now owns three (Chen, 2018). Cheese tea is the shop's speciality, which features freshly brewed tea with a salty layer of cheese foam. Other products cover from fresh fruit tea, boba tea, pure tea to even cheese coffee. “Inspiration of Tea” is the position of HeyTea, which can be seen from its constant innovation of products, simple but fashionable design and interesting marketing programmes. Currently, the tea can be ordered both offline and online. For online method, except takeaway by delivery, HeyTea also develops an app called "HEYTEA Go" to allow customers to order on the app and take the goods in the store without queueing.

The previous report identified potential overseas markets as big cities in the UK, targeting young generations ageing from 18 to 34. And it also proposed franchising as the market entry mode.

[bookmark: _Toc40376934][bookmark: _Toc40697789]1.3 Introduction to key concepts
[bookmark: _Toc40376935][bookmark: _Toc40697790]1.3.1 Marketing Mix
The marketing mix is a toolkit to design marketing programmes. The traditional '4P' marketing mix developed by Jerome McCarthy (1960) which includes the product, price, place and promotion is still an important tool for many practitioners. However, some criticise that the 4Ps cannot reflect service characteristics clearly, so it has been extended to 7Ps by Booms and Bitner’s (1981) where participants (people), physical evidence and process are added. The 7Ps will be discussed in the second part thoroughly.

In the global marketing mix, one factor needs to be highly considered – degrees of standardisation, which reflect the extent to which marketing programmes are carried out according to the home country (Hollensen, 2014). It will be integrated into the 7Ps strategies. 

[bookmark: _Toc40376936][bookmark: _Toc40697791]1.3.2 Hofstede’s Cultural Dimensions
"The first, large-scale study of cross-cultural differences in the workplace was conducted by Geert Hofstede using data from IBM from the late 1960s and early 1970s" (Lo, Waters and Christensen, 2017). Hofstede first identified four dimensions as Individualism, Power Distance, Masculinity, Uncertainty avoidance in his book Culture’s Consequences in 1980. Later Hofstede and other scholars together found two more dimensions: Long-term Orientation and Indulgence. Although there exists some criticism about Hofstede’s Cultural Dimensions, it “remains the dominant cultural theory applied in management research” (Lo, Waters and Christensen, 2017).

Geert Hofstede (2020) gives each dimension an explicit explanation:
Individualism is opposed to collectivism, where the former stands for a state of independence and the latter represents a more interdependent relationship.
Power distance is about the unequal distribution of power. The bigger the power distance is, the more unequal the distribution of power between the superiors and the inferiors.
Masculinity is about how much masculine features a society carries with. A masculine society tends to adore large quantity and success where people are tough, while in a feminine society competition is undermined and “genders are emotionally closer”.
Uncertainty avoidance is about how much people accept uncertainty or ambiguity.
Long-term Orientation is opposed to Short-term Orientation. The former assumes that the world is under continuous change and people should be prepared for the future, while the latter thinks people should adhere to past experiences. 
Indulgence is opposed to restraint. In an indulgent society, people pursue freedom and are driven by their initial impulse. In a restraint society, however, life is hard and duty is the main concern of people.

According to the dimension maps of the world (Hofstede, 2020), it can be found that the UK and China differ largely on Individualism, Power Distance and Indulgence. In the Individualism and Indulgence dimensions, the UK gets three more times of points than China does, indicating British people are more self-centred and freedom pursuing; while in the Power Distance dimension, China has twice more points than the UK does, showing power distribution is more unequal in China.


[bookmark: _Toc40376937][bookmark: _Toc40697792]2.0 Marketing Mix
[bookmark: _Toc40376938][bookmark: _Toc40697793]2.1 Product
· “Inspiration of Tea” is still HeyTea’s product position in the UK.
HeyTea is a new style tea drink, which refers to the beverage that chooses high-quality tea leaves or extracted liquids from raw materials, often mixed with fresh milk, whipped cheese or seasonal fruits, and sold instantly in a retail shop (Wang, 2019). As one segment of the new style tea drink, bubble tea is becoming more mainstream in the UK (Quinic Events, 2019). Bubbleology and Chatime are two main representatives of bubble tea brands, with the former having 17 stores across the UK (Bubbleology, 2020) and the latter operating 22 (Chatime, 2020). Other new style tea drink brands such as CoCo, T4 and Happy Lemon are all exits in the UK for several years. Thus, the product life cycle (PLC) for new style tea drink is between Growth and Maturity, which means HeyTea faces rather fierce competition and needs to offer product differentiation.
“Inspiration of Tea” tells the core of the brand, which never stops innovation and is passionate about fashionable designs and trends. It is in line with British indulgent feature, who are full of creative ideas and eager to express freely.

· Let customers take part in the product decision via the internet.
The food market is quite different between the UK and China. For example, the vegan movements are growing and 2019 has been titled “The year of the vegan” by The Economist (Chiorando, 2018). However, in China, it is still the preference of a small group. Words like "suitable for vegans" are hard to find in Chinese markets. Therefore, it is one of the adaptations HeyTea will make when entering the UK market – to create some new drinks which are vegan friendly. 
There must be other differences and it is recommended that HeyTea could develop new products with customers in the UK. Since the power distance in the UK is smaller than that in China, it is likely that more British customers will participate in the activities and more ideas generated. The company could create online forums and chatrooms to collect ideas and use online customer surveys to test product concepts as well as to quantify customer preferences.

[bookmark: _Toc40376939][bookmark: _Toc40697794]2.2 Price
· Keep a medium price position in line with the home country.
In China, one cup of HeyTea is between ¥19 and ¥33, which is similar than the price of Nayuki, but a little expensive than that in competitors like CoCo. In the UK, HeyTea will keep the medium price position for the following reasons: First, the position of the brand is catering to young generations who enjoy lives with a rather high aesthetic taste. It can be reflected in the brand’s high-quality ingredients, fashionable designs, etc which add values for the customers. Second, the stores will open in big cities in the UK, where customers’ purchase power is rather high, and they have already had some good perceptions about new style tea drink. Third, competition is fierce in the UK. According to Red Scarf (2019), Chinese students have voted ten most popular milk tea stores in the UK including Coco, T4, Happy Lemon, Yi Fang, Chatime, Woo Tea, Machi Machi, Fantastea, ALSGONGCHA and XingFu Tang, let alone native new style tea drink brands like Bubbleology. According to the taxonomy of international pricing practices (theintactone, 2019), HeyTea falls into the global price follower, where the company needs to offer market-oriented and standard prices.

[bookmark: figure1][image: ]
Figure 1 A taxonomy of international pricing practices
(Source: https://theintactone.com/2019/07/23/im-u4-topic-4-international-pricing-strategies/)

[bookmark: _Toc40376940][bookmark: _Toc40697795]2.3 Place
· Use the franchising mode to build selective coverage of physical stores.
As a newcomer of the UK market, HeyTea will open physical stores within selective coverage. London and Manchester are the selected cities since London is the capital of the UK and the two cities have got a large population and are very modernised. Three to four physical stores will be developed in one year in London and Manchester, and the number will grow with more physical stores opened in cities like Glasgow and Birmingham. As the previous report identified, the company will adopt the franchising mode, so it will search for local franchisees to help run the stores.
Currently, there are four types of HeyTea stores in China: HeyTea LAB store, HeyTea SPACE store, regular HeyTea store and HeyTea GO store. The former two are large stores with plenty of space to rest and entertain while the latter two are smaller with no areas to sit in HeyTea GO store. As London and Manchester are crowded with stores and the rent is expensive, it is recommended that regular HeyTea store and HeyTea GO store enter the markets first.
[bookmark: figure2][image: ]
Figure 2 Types of HeyTea stores in China
(Source: https://zhuanlan.zhihu.com/p/74797346)

· Develop online and mobile stores to provide a holistic shopping experience.
Online sales accounted for 22.3%, a record high of all retailing in March 2020 in the UK (Office for National Statistics, 2020). As more and more people turn to online shopping especially during the pandemic, it is vital for HeyTea to develop online and mobile sales. First of all, HeyTea needs to develop an official British website, where customers can get information from and order. Next, the company needs to enter delivery and travel platforms such as Deliveroo and Tripadvisor to expose itself to potential customers and lead them to purchase online. It is also essential for the company to integrate the information across all channels, for example, the opening time, new products, price adjustments, etc. to give customers seamless shopping experience. 

[bookmark: _Toc40376941][bookmark: _Toc40697796]2.4 Promotion
· Use social media marketing to engage fully with customers.
[bookmark: _Hlk40277536][bookmark: _Hlk40286763][bookmark: _Hlk40284348]In China, one target group – Generation Zers are willing to queue for up to two hours to experience the hottest new craze, and during the process, they like to post their selfies and thoughts on WeChat (a Chinses social platform) (Sun Branding Solutions, 2018). Similarly, 71% of Instagram users are Millennials or Generation Z, with 27% of internet users on Instagram share food content (Taher, 2019). Currently, HeyTea has three accounts on Instagram (@heytea @heyteahk @heyteasg) with @heytea not updating news. When the company enters the UK market, it needs to open a local account and some promotions can be established. Besides, TikTok is another platform that HeyTea needs to take into account. It is a short video mobile app which has over one billion users worldwide and is the fastest-growing application around (BBC, 2019). It is recommended to start with hashtag challenges and then to cooperate with influencers to get the ball rolling (Liffreing, 2020). 

[bookmark: _Toc40376942][bookmark: _Toc40697797]2.5 Participants
Participants are any people coming into contact with customers and they are mainly divided into two parts: employees and other customers. For employees, it is the responsibility of the company to provide training to them as a franchisor. Since the UK is individualism-oriented, it is crucial for managers to listen to every employee's voices and make decisions with them. Other customers are an important source for the customer to make a purchase decision, so it is required that any feedback or queries from customers need to be tackled immediately both online and offline.

[bookmark: _Toc40376943][bookmark: _Toc40697798]2.6 Process
Queuing and delivery conditions in the UK may be very different from China, so managers need to monitor the situations carefully to ensure the times are acceptable to customers. The process of acquiring HeyTea products needs to be clearly shown in the physical store as well as in online and mobile channels.

[bookmark: _Toc40376944][bookmark: _Toc40697799]2.7 Physical evidence
To highlight the brand image, the designs of the logo, product packaging and the store will remain the same with those in the home country. However, when meeting local holidays like Halloween, some elements like ghost and pumpkin can be added in the designs.

All the 7Ps are based on the franchising entry mode, which belongs to the intermediate entry modes, and has a rather high control with the host market. It is low-risk and low-cost and can help expand quickly in the international market.


[bookmark: _Toc40376945][bookmark: _Toc40697800]3.0 Conclusion
This report takes a further look at the international marketing mix of HeyTea based on the previous report which identified franchising as the entry mode of the company. It takes account of Hofstede’s Cultural Dimensions, which show that the UK and China differ largely on Individualism, Power Distance and Indulgence. The differences are integrated into the adaptions of the marketing mix, where 7Ps decisions are conducted. The report recommends adjustment in product development and adoption of omnichannel strategy as well as social media marketing.



[bookmark: _Toc40376946][bookmark: _Toc40697801]4.0 Recommendation
1. The overall recommendation is to be ‘glocal’. The brand position remains the same, but some adaptions need to be implemented to be local friendly.

2. The product line should consider the vegan trend in the UK, and customers can be invited to the launch of new products.

3. Adopt an omnichannel strategy to integrate physical, online and mobile channels.

4. Make good use of social media especially Instagram, Facebook and TikTok.
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