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[bookmark: _Toc124455812]Introduction 
International marketing and business play a use role in the productivity and efficiency of a business organisation significantly. It further helps a business organisation  to gain Global recognition which significantly attracts a huge amount of potential customers for the organisation.  along with that,  international marketing helps business organisation to attain many financial opportunities in different countries in order to enhance the operational activities of the organisation. Moreover, this factor further increases the revenue generation and profit margin of the company. In this assignment, the importance of international marketing is going to be discussed with the help of a renowned multinational company,  Marks and Spencer.
[bookmark: _Toc124455813]Background of the Company 

Marks and Spencer is a British retail chain providing food, apparels and home appliances. The retail giant operates on two segments, that are, the United Kingdom (UK) and the International Geographical segment. The brand’s UK segments include franchise based operations and retail business while its international segment has established a range of businesses covering Asia and Europe while expanding its international franchise operations. As of 2022, the number of outlets of this company in the UK is 1035 while it has increased its international outlets to 452 (statista, 2022). The organisation with its headquarter in London has enjoyed an enhanced revenue of £‎10.89 billion in 2022 indicating that its customer base mainly consists of the consumers in the UK. As of 2021, Mark and Spencer has an exclusive share of 3.2% of the grocery market of the United Kingdom (statista, 2022). 
[bookmark: _Toc124455814]PESTLE analysis of UK and China 
Political factors
For Marks and Spencer, the free trade policies of UK have been politically beneficial for the company and its various stores as it has reduced its sourcing cost. However, post Brexit the British government has increased taxes and prices of the products of the company has therefore increased which is having a negative impact on its sales (Casadei and Iammarino, 2021). Thus, the political factors are unfavorable for the company and act as a threat. On the other hand, consistency in government policies despite changes and transitions in the government has been favorable for M&S. The regulatory practices in China have eased the company’s business operations and therefore is an opportunity for M&S.
Economic Factors
The impact of Brexit on UK currency has been detrimental for M&S in UK as there are conflicts among small retailers due to this and budget stores which have become common in the country has also become a threat for M&S in UK. Therefore, the economic conditions of the country are also not favourable for M&S. on the other hand, as the consumer disposable income in China has increased it has become an opportunity for M&S to expand its target customer base and further the easing of the financial policy has increased liquidity of funds in the country which has also become favourable for the company (Ho et al. 2019).
Sociocultural Fcators
M&S is a traditional retail chain in UK and provides quality products to its customers in the market. In the ready meal sector, the company is seeing increase in sales as customers’ culture of consuming ready meals has increased over the years (CHO, 2021). This is an opportunity for the company and a favourable factor. On the other hand, Chinese culture has been much different compared to British culture and as such they do not trust overseas food much. This is an unfavorable factor for M&S in China.
Economic Factors
Marks and Spencer have been benefited by Technology Transformation Program that has enabled the company to become digital first business in UK. These technological programs are opportunities for companies’ growth the technology factor is in favour of the company (internetretailing.net, 2022). The e-commerce infrastructure in China is also favorable for the company and transparency in digital drive act as opportunity for the company.
Legal Factors
Over the years, M&S has been involved in several legal disputes in UK and these disputes have negatively impacted the company’s brand image thereby acting as a threat for the company. For China as well restricted trade practice laws and employment laws are threats for the company and not much in their favour.
Environmental Factors
Marks and Spencer promote themselves as a sustainable retail company and global climate change has been causing an impact on the customers clothing preference in UK. Therefore, the environmental factors are in favor of the company. In China, the recycle policies are very stringent and as such act as a threat for M&S to operate their sustainable practices effectively in the company (Chen et al. 2021).
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Figure 1: PESTLE Analysis
(Source: springworks, 2021)
[bookmark: _Toc124455815]Similarities and differences in the macro analysis 
Similarities  It has been observed through the PESTLE analysis of the UK and China that both countries are experiencing political instability due to certain reasons. The UK’s exit from the European Union and China’s emerging collision with the US are causing political instability in UK and China respectively (Zhao and Dou, 2019). Both the UK and China have significantly larger populations which help Marks and Spencers in attracting a larger base of consumers. On the other hand, as there are people from different social classes in both countries, this helps Marks & Spencers in advertising its wide range of products. It must be considered that both the UK and China are significantly advanced technologically and also boost constant innovation in technology. 
Differences Inflation has caused lower purchasing power of the UK people in recent times, while the purchasing power of Chinese people is sufficiently higher than the UK people, due to China’s strong economic stability (Debnath et al. 2021). While discussing the environmental factors of the countries, it has been observed that the UK has a comparatively lower level of pollution, while the pollution level of China is significantly higher. The UK has certain laws and legislation which help companies as well as employees in boosting their performance. While the regulatory system of China is extremely tough as well as problematic. 
[bookmark: _Toc124455816]Analysis of industry attractiveness for a company in two countries
The retail Industry of the United Kingdom is emerging on a significant level which as a result is attracting various companies to penetrate the market. Marks & Spencer’s is one of the famous companies in the UK market which has been able to attain its position by enhancing its customer experience (Sukumar et al. 2020). Moreover, as the UK has a multicultural society as well as people from diverse social classes, it helps the company in targeting a wide range of customers through its products. 
China is regarded as one of the countries which have the fastest growth in the economy. The extensive market size and growth of the Chinese market attract companies to invest in the respective market. Along with that, the labour cost, as well as employee cost, is extremely lower in China which helps the companies in lowering their operational costs significantly. Additionally, an increased rate of income for Chinese households helps the companies in attracting a larger consumer base even in its premium range of products. 
[bookmark: _Toc124455817]SWOT Analysis 
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Figure 2: SWOT Analysis
(Source: medium.com, 2023)
From SWOT analysis of the two international business markets (the UK and China) can enable M&S to better understand its competencies and suitability to oprtate the business in the markets. From the analysis, the strengths, weaknesses, opportunities and threat that the organisatuiion can face in the UK and China market are depicted in this section.
Strengths
The UK is undoubtedly one of the most developed nations which has a high rate of GDP of ＄2.744 trillion as per thre statistical report of 2022. This can provide a strong trading opportunity to M&S (data.worldbank.org, 2023).  China record a GDP of ＄14,340.35 billion in 2022 which is lower than that of the UK. Thus, the trading opportunity of M&S is graeter in the UK than in China (statista.com, 2023).
Weaknesses
China is quite capable of making cheap products in a bulk amount which can pose severe issues for other organisations like M&S to sustain in the highly competitive business environment. Thus, Chinese market may not be suitable for the organisation to run its bsuinbess successfully.
Opportunities
The UK can also offer a highly skilled as well as educated workforce to the organisation which can help it to run its business functions effectively throughout the nation. 
China on the other hand, are able to offer cheapest and skilled labour at 4% lower costing than in the UK which makes it more attractive for  M&S to operate its business successfully (money.cnn.com, 2023).
Threats
The political system in China is authoritarian in nature which can impose sudden and unlawful acts on M&S for fulfilling its own objectives. This can hamper the business performance oif the organisation. This, China may not be suitable for the organisation to run its bsuinbess successfully.
[bookmark: _Toc124455818]Similarities and differences in SWOT for company in two countries markets
Similarities
The GDP rate of both the UK and China are quite high which in turn can help the organisation to enhance the trading opportunity in respective business market. Thus, the company if follows proper business plan can get the chance to improve its business. Both the countries also have highly skille workforce which can provide the opportunity to the company to perform different business functions effectively (Ausloos, 2020). This is due to the reason that the success of an organisation is highly dependent on the abilities of the workforce. Thus, the workforce is considered as one of the most valuable assest for the orgsanisation.
Differences
China is capable of producing inexpensive goods in large quantities, which might cause serious problems for other companies like M&S to survive in the fiercely competitive business market. As a result, the products of the organisation can easily be replaced by local products available in Chinese market. On the other hand, the UK market can offer better survival chance of the organisation as it is its home country. Since the authoritarian nature of Chinese politics, M&S may be forced to take unplanned and illegal actions in order to promote its own goals (Armengou Bendala, 2022). The organization's business performance may suffer as a result. But in the UK democratic political culture prevails which can never impose any unethical taxes or laws on the organisation. Thus, it can perform its business better in the UK.
[bookmark: _heading=h.rbp5cv793qy][bookmark: _Toc124455819]Company marketing mix elements and market segmentation strategies
STP  
The analysis related to STP plays an important role to evaluate the behavior of the company in different nations. With the guidance of the targeting, marketing as well positioning, the scenario of the business related to Mark & Spencer can be understood. This approach is highly useful for explaining the pattern followed by the organization while operating the business in the United Kingdom as well as China (Shail, 2022). It will guide in measuring the overall revenue which will be beneficial in terms of understanding the condition of the brand in the two above-mentioned nations. 
Strategy and Segmentation: it has been observed that the company has categorized the market into various segments which have assisted the company to maintain sustainability related to the business followed by the generation of favourable possibilities. The company classified the consumers based on age, location, and income as well as location. This approach has helped the company in earning a huge amount of the overall profit that has created a favourable impact on the profitability of the brand. It has assisted the company in achieving the relevant target followed by the generation of good probabilities. In addition to the particular context, the company has been benefitted in evaluating the perception of the buyers about the product which has proven to beneficial for the organization. This approach has helped the brand in improvising the satisfaction level of the buyers related to China as well as the United Kingdom which had created lucrative for the company in the two nations. In other words, the organization has earned a huge amount of revenue in China which has made it better off.
Targets: The organization has been successful in providing services of superficial qualities. This approach has guided the company in expanding its shares to the platform of the global market. The company has been proficient in capturing the huge segment which has made it much more reputed. The capability of generating a higher amount of revenue has guided the company to reach the apex of success followed by the generation of favourable possibilities. This factor has helped the organization in outperforming in both UK and China.M &S is highly proactive in setting profound targets in China which are easily accessible (Holmes and Hall, 2021). The organization has faced a few issues in the case of operating its business activities in the United Kingdom such as political barriers like Brexit. In China, the organization has been proactive in earning a huge amount of revenue which has helped the brand to enhance its value profoundly in China without any kind of complications, unlike the United Kingdom. This approach has made the business of M&S better off followed by the creation of the good possibilities
The company has been active in computing the favourable strategies that have helped it in running the business successfully. China has suitable norms that do not tend to create any kinds of complications which can sabotage the overall growth of Marks and Spencer, unlike the UK. Apart from this, there are plenty of skilled labourers who have proven to be advantageous for the organization in terms of achieving a higher amount of success. Moreover, these facilities have been quite proficient in China which has guided them to run the business flexibly followed by lucrative approaches (Narasimhan, 2020).
The company has been active in computing the fair strategies that have helped it in running the business successfully. China has profound norms that do not tend to create any kinds of complications which can sabotage the overall growth of Marks and Spencer, unlike the UK. Apart from this, there are plenty of skilled labourers who have proven to be advantageous for the organization in terms of achieving a higher amount of success. Moreover, these facilities have been quite proficient in China which has guided them to run the business flexibly followed by favourable approaches (Asche et al. 2021). These are the notable reasons that have helped the organization in meeting the relevant targets in China.
Positioning:  Mark & Spencer is active in computing superficial strategies which have helped it in becoming one of the strongest competitors. This approach has guided the brand in enlarging its market size which has created favorable influences for the company in terms of acquiring a higher position in remarkable nations like the UK and China which has guided the company in becoming one of the reputed brands at UK and China (Joshi et al.  2022). The remarkable problem related to the United Kingdom is the unfavourable political situation which has created obstacles for the company in terms of creating a remarkable position that is not suitable to earn a huge amount of profit.
[image: ]
Figure 2: STP Model
[Source: Yieldfy, 2020]
[bookmark: _Toc124455820]Marketing Mix 7P’s 
Using the 4Ps of marketing, this section compares and contrasts the marketing strategies employed by Marks & Spencer's management in the United Kingdom and China.
Product: In the British retail sector, Marks & Spencer is a widely recognised and well-known brand. They offer a wide range of products to customers of all ages, including women, men, and children. M&S's Culinary and Wine section, and Home and Furniture division offer a variety of options. Marks & Spencer also offers a variety of gift items in addition to flowers and other plants. As opposed to selling products from global firms, M&S largely sells its own brands. On the other hand, while M&S has taken efforts to make significant progress in China, this has caused challenges due to the absence of brand awareness in the nation; as a result, the business needs to build a favourable brand image and do market research in order to sell its product (Ausloos, 2020). 
Numerous products that are commonly available in the UK have yet to make their way across the border to the Chinese market. Despite the fact that the brand's products are interchangeable in both of the countries it operates, market variations in China and the United Kingdom have hampered the brand's operations in both countries. The company's main challenge in China was Marks & Spencer's lack of experience in the Chinese market. The Chinese translation of English product names was erroneous. Furthermore, most garment sizes were British or European, with no indication of small, medium, or large in Chinese. As a result, Marks & Spencer has mostly lagged behind in providing clothes that are proportionate to the size of the Chinese population (Shail, 2022). Therefore, sales in the UK are easier due to the availability of appropriate-sized merchandise and linguistic similarities.
Price: Marks & Spencer has a competitive pricing strategy across their whole product line as part of their marketing mix. As per Asiamah and Ghulam (2019), these in-house brands of M&S are priced between the medium and premium categories due to their exceptional quality. M&S maintains a competitive price policy in the United Kingdom, a market with more options for consumers due to greater competition. Marks & Spencer confronts competition from significant internet retailers and other major retailers in both the United Kingdom and China. In the United Kingdom, the corporation also employs a dynamic pricing strategy. To attract more customers, the corporation, for example, offers higher discounts on its items throughout the holiday season. Furthermore, older merchandise is typically offered at a lower price than newly delivered material. However, as stated by Zhang et al. (2021), M&S's pricing approach in China has not been as constant as it is in the United Kingdom. The inactivity of market research resulted in the deployment of a wide range of approaches. The product costs are confusing and not set according to the preferences of the consumer, making it hard for M&S to obtain a positive response.
Place: Marks & Spencer has around 850 outlets in the United Kingdom, its most important market. It is extremely convenient for the general populace to visit the firms since there are so many enterprises positioned throughout the country. The establishments are carefully established in areas that are centrally located and easily accessible to all of the country's citizens. Additionally, there are roughly 15 M&S outlets throughout China, each of which carries a variety of products. However, M&S  has strategically positioned its retail stores in the most expensive sections of the nation, making it more difficult for its customers to shop there. Customers want affordable costs and locations that don't give off the sense of being affluent (Marksandspencer.com, 2022). Due to its inability to build a prospective relationship with the brand, its capacity to prosper in the Chinese market has been severely constrained. 
Promotion: Marks & Spencer selects its promotional strategies with care in order to integrate its internet marketing,  advertising campaign, and in-store strategy. As per Jin et al. (2018), M&S prioritises the delivery of a consistent message across all communication platforms. Marks & Spencer promote their products through a range of channels, including television commercials, print ads, and other social media-related activities. Women's, men's, and children's branded garments and accessories can be purchased online through the company's United Kingdom and China e-commerce websites.  Marks & Spencer attracts repeat customers to their seasonal sales with competitive pricing. In addition, M&S allows its customers to engage in a loyalty programme called "Sparks," which rewards points based on the total amount spent on shopping (Embapro.com, 2022). These reward points can be redeemed for future purchases at Marks & Spencer. The organization's marketing and promotion plan incorporate digital marketing, as well as social media and online advertising promotions. Marks & Spencer has been attempting to develop its online presence in China, and management anticipates opportunities in the future due to the country's ravenous thirst for mobile shopping. Customers in China spend an average of three hours a day consuming digital media, and the rapid and inexpensive delivery of goods has contributed to the expansion of the Chinese e-commerce industry (Joshi et al. 2022). 
People - People play a huge role in the marketing of a business organisation because effective communication and interaction with the customers assist a company to incorporate adequate measures as well as including significant products and services in the business model in order to enhance the sales volume which further increases the profit margin as well as revenue generation (Othman et al. 2019). Analysing the customer journey map and experience  can be effectively helpful for a business organisation to improve customer services in the long run to attain a mass audience. Marks and Spencers is a multinational business organisation Which is expanding businesses in the United Kingdom and China. Both Nations have some similarities as well as some differences which are needed to be taken into account by the business organisation in order to maintain its protectivity. The main difference between the United Kingdom and China alt cultural values and power distance. The language is totally different in both countries  whereas the main similarity between the two Nations Is both nations promote masculinity.
Process - Process is an important aspect that is needed to be taken into account by any Organisation in order to maintain progress and growth in the long run. An effective and adequate  personalised process for different nations can be very effective for a multinational organisation to  maintain operational activities effectively  and develop a significant reputation and brand image in the competitive Marketplace (Shkeer and Awang, 2019). Marks and Spencers is a business organisation which has its business expanded all over the world and the organisation has business in the United Kingdom as well as China. The main difference between  the operational process  in  the United Kingdom and China is that  in the UK the business organisation can effectively import the resources because it's the home country of the organisation whereas China is a totally different country where the business organisation expanded business in 2008.
Physical evidence - Physical evidence is an important aspect that is needed to be taken into account by  every business organisation in order to maintain trustworthiness among the customers because in the digital age scam and fake companies are increasing day by day. Mark and Spencers has a significant amount of loyal customer base all over the world because of its brand image and reputation in the Global Marketplace (Buathong, 2019). The business organisation has its business in the United Kingdom as well as in China but the main issue that has taken place in China is that the business organisation is unable to provide adequate products as but the body size of the Asians because the company mostly follows the British strategy.  Although,  websites, as well as social media platforms, which are handled by the business organisation provide effective figures and facts about the business organisation regarding the physical evidence which influences the customers to make the purchasing decision. 
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Figure 3: 7P’s of Marketing
[Source: olifantdigital, 2021]
Directional Development Strategy
This particular strategy initiated by Marks and Spencer provides a game plan to the management that allows it to grow its business, enhance profits, and attain pre-determined objectives in both the markets of the United Kingdom and China respectively.
Market Penetration: To penetrate the UK market, the company M&S has implemented an effective strategy that included a “Plan A” wherein the firm focus on reducing the damage implemented to the environment (forbes.com, 2020). Additionally, to retain existing customers and attract new ones, M&S focuses on providing additional offers and schemes like free shipping services, membership cards, and so on. However, to penetrate China market, the company utilises a circumspect approach wherein the company treats Shanghai as its market of experiments. Although the performance of M&S is consideredly well, brand awareness is still low in many regions (Sengupta and Sena, 2020). There is one similarity between the company’s strategy, that is, providing additional offers such as free shipping and membership cards to attract and retain both existing and new customers. In addition to that, the company constantly conducts market research to determine the ever-changing grievances of its customers in different markets respectively. It plays a significant role in determining the behavioural pattern, buying behaviour, and future changes in the market further facilitating the decision and strategy-making process (forbes.com, 2020). Although the decisions opted by M&S to penetrate China have been inefficient, the strategy has proved to be a boon for the UK market.
Market Development: The predominant objectives of the company are increased sales, market leadership, high-quality services, profit maximization, and shareholders' rewards. Therefore, the management of M&S majorly focuses on conducting thorough market research to identify market opportunities (forbes.com, 2021). It allows the company to implement relevant strategies to increase the company’s revenue through increased sales by reducing the overall cost incurred. To increase sales, the company provides a varied range of products to acquire market development opportunities. Based on this particular strategy, the company has established an eminent position in the markets of the UK. Additionally, the company ensures development by constantly reviewing its previous and current performance to identify weaknesses and implement control measures (Dewi et al. 2020). However, due to supply chain issues in China, the company has been ineffective in maintaining in-store sales as the local customers prefer small shops rather than big ones. As a result, M&S has been trying to undertake a “focus group” along with other market research techniques to reconstruct its strategy to redevelop its position in China. Moreover, the company has adopted “ICT systems” to establish itself in the online market enabling it to enhance its sales and revenue in both the UK as well as China (forbes.com, 2021). 
Product Development: To grasp a wider customer segment, the company provides multiple products to its customers in the UK at a considerably lower price than its competitors. Along with that, the products undergo quality checks to maintain its standard in the market. Moreover, the "cost leadership" of M&S has played a significant role in increasing customer loyalty (bbc.com, 2021). On the other hand, the big department stores of M&S in China have made it difficult for the company to opt for effective decisions as it doesn't match the taste of the local shoppers. However, the good offered by the company has shown a positive response with increased sales. In addition to that, the customers of China tend to buy in smaller quantities which results in significantly lower sales than in the UK. Apart from that, the success of "treat tubs" which has been tremendous in the stores in the UK has failed to imprint its impact in China (bbc.com, 2021). As for the packaging, Chinese customers prefer sturdy packaging of high-quality materials. 
Diversification: The company, M&S highly focused on enhancing its business profitability by fostering diversity in its operations. The predominant motive of the company is to enter international markets by providing diversified yet improved products and services that align with the requirements of customers (bbc.com, 2021). As a result, the company has been able to sustain its market leadership in the UK by providing high-quality products and services which has positioned the company as the leading retailer in the region. On the other hand, the diversified food items have maintained their sales. The company has successfully entered the country through products like porridge oat, cereals, and so on. Additionally, by adapting to the buying habits of Chinese customers, the company has initiated fish and packed rice in bulk which has been gaining popularity in the market (bbc.com, 2021). Moreover, a majority of the sales of clothes M&S come from the online platform which is growing considerably in accordance with the “bricks and clicks” strategy.
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Similarities
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Figure 4: Country comparison (United Kingdom and China)
(Source: hofstede, 2022)
The market structure of Marks and Spencer's business in the United Kingdom and China is that of a typical multi-channel retailer, with a diverse range of products and services being offered through a variety of channels. The company has a strong presence in both the physical retail space, with 700 stores across the United Kingdom, as well as online stores, with a robust e-commerce platform (Esoimeme, 2020). In addition to its own channels, Marks and Spencer also have a significant presence in third-party retail channels such as supermarkets and department stores. In China, Marks and Spencer have over 200 stores across 70 cities. The company entered the Chinese market in 1988 and opened its first store in Beijing (Jin et al. 2018). Since then, it has expanded rapidly across the country. Marks and Spencer follows a multi-format store strategy in China, with stores ranging from small shops in high-traffic areas to large department stores in major cities. The company has also developed an e-commerce platform to reach Chinese consumers who are increasingly shopping online. 
According to the Hofstede model, it has been noticed that both the countries, UK and China have scored the same in the Masculinity factor. The masculinity dimension shows society's preference related to material achievement and material rewards as success. Hence Marks and Spencer have a competitive advantage in both countries as retail markets in cultures with high power distance will be more hierarchical. There will be a clear division between managers and employees, and employees will be less likely to challenge authority. Based on the masculinity scale there is no difference in both the culture and henceforth shares the same fashion trends and designs. It has also been noticed in the Hofstede model that both countries are almost similar in the uncertainty avoidance dimension. Both cultures are heavily dependent on creativity, innovations, branding, and marketing. Hence, Marks and Spencer can bring in new ideas and designs in their products and services which would attract more customers and increase their profitability. The creative and design department is always coming up with new ideas and fashion trends which would align with the customs, traditions, and beliefs of both countries. 
In both countries, Marks and Spencer have created a reputation for itself through its onsite stores and online presence.  In both United Kingdom and China, Marks and Spencer's is offering products that include womenswear, menswear, childrenswear, lingerie, beauty products, and food (Shail, 2022). The company has a strong focus on quality and design, and its product prices are generally higher than those of its competitors. In terms of competition from other brands and companies, Marks and Spencer face stiff competition from a number of international and domestic retailers in both the UK and China. International competitors include Zara, H&M, and Uniqlo, while domestic players include Yintai in China (Le Thuy and Oe, 2020). Another major similarity that has been noticed in both countries is that Marks and Spencer have a loyalty program that offers discounts and rewards to customers. Finally, both countries have a return policy that allows customers to return products if they are not satisfied.
Differences
There are several notable differences between the Marks and Spencer market in the United Kingdom and China. Firstly, the Chinese market is much larger, with over 1.3 billion people compared to the UK's population of around 66 million (He et al. 2020). This means that there is potential for a much greater customer base in China. However, it also means that there is more competition and that Chinese consumers may be more price-sensitive than those in the UK. In terms of product range, Marks and Spencer in the UK offer a wider selection of items than in China. This is due in part to the fact that the UK market is more mature, and therefore has had more time to develop and expand its product range. In China, meanwhile, the focus is more on essential items such as food and clothing, with a smaller selection of non-essential items such as cosmetics and homewares (Kristjánsdóttir and Karlsdóttir, 2020). 
Based on the Hofstede model given above, it has been noticed that the countries greatly differ in power distance, individualism, and indulgence dimensions. The UK has a relatively low power distance, which means that people expect power to be distributed evenly and that those in positions of power are not seen as being inherently superior to others. China, on the other hand, has a much higher power distance, which means that people expect there to be a large degree of inequality in the distribution of power and that those in positions of power are seen as being inherently superior to others. This difference in power distance can be seen in the way that businesses are structured, with the UK tending to have flatter organizational structures and China tending to have taller ones. The company has a small head office in London, which houses the board of directors and senior management team. The majority of Marks and Spencer's employees are based in stores across the UK and overseas. While on the other hand, in China, Marks and Spencer have a joint venture with Alibaba Group. The joint venture, called Yihaodian, operates an online store and a number of physical stores in China (Keay and Iqbal, 2018). Even in the indulgence score, there is a huge difference between the UK and China which is why the customer base of Marks and Spencer in the UK has luxurious taste when it comes to fashion and accessories, while the customer base in China prefers to follow their social norms and traditions and does not spend extravagantly in fashion and clothing items.
It has also been noticed that the two markets differ in terms of price. In general, Marks and Spencer products are more expensive in China than in the UK. This is due to a number of factors, including the higher cost of living in China, import duties, and the fact that many products sold in China are aimed at the high-end market (Leite, 2020). Finally, the way in which Marks and Spencer's stores are laid out is different in China compared to the UK. In China, stores are typically smaller and more densely packed with products, whereas in the UK stores are larger.
[bookmark: _Toc124455822]Recommendation 
Owing to the differences in the consumer behaviour of the United Kingdom and China, the operations and business strategy of Marks and Spencer needs to be restructured to meet the demands of the consumers of both countries. Firstly, the company is required to analyse the consumer behaviour of Chinese customers and draw actionable insights from the reaction of such a consumer base towards other similar foreign brands which penetrated the Chinese market to analyse the threats and its weaknesses. Mark and Spencer might consider understanding the inclination of the Chinese customers towards value for money products therefore reflecting high price consciousness in the market in respect to their British counterparts. Furthermore, the company would have exclusive opportunity to access a large consumer base if it uses Chinese language instead of English in its promotional strategies and marketing techniques. 
Using loyalty points, cashbacks, rewards accompanied weekly offers and discounts will attract the Chinese consumers leading to bulk purchase of goods. As a part of its enhanced marketing strategy for China, the company would derive massive profit if it launches a customised range of products to suit the market trends especially in respect to the regional festivals and events that would act as a pull strategy for the Chinese customers who will feel connected and addressed by the UK-based brand which is providing a variety of products.  
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Figure 5: TOWS Matrix 
[Source: businesstudynotes, 2022]

[bookmark: _Toc124455823]Conclusion 
International Marketing and Business expansion are very crucial for an organisation in order to grow and get recognition globally. International marketing gives the opportunity to a business organisation to avail global talents as well as global financial factors in order to increase the productivity and the revenue and profit margin of the company. In this assignment,  the significance of international marketing strategy has been discussed with the help of a multinational business organisation,  Marks and Spencer.  The marketing strategies that have been used by the business organisation have been discussed aligning with some effective models and theories. Along with that,  different approaches have also been discussed to get an in-depth insight into the performance of Marks and Spencer.
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