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1.0 [bookmark: _Toc35030493]Executive Summary
Within this report, there has been an in depth review of Selfridges and their history, looking at how they have become the organisation that they are today. There has also been in introduction into global markets describing what a global market is, from this an in depth review of global markets has been completed with many examples on how Selfridges can enter global markets and use it as an advantage to them. A marketing strategy has then been reviewed for Selfridges by using the marketing mix which consists of the 7 P’s. Market entry opportunities have then been analysed with the best strategy for Selfridges being covered in depth with a direct plan. A conclusion then follows with recommendations for what Selfridges can do to carry out this plan.  


2.0 [bookmark: _Toc35030494]Introduction
Within this report, the writer will include information and recommendations regarding the priority countries with key markets worth entering and establishing contacts within for Selfridges. The evaluation of possible options for entry to the new markets will be undertaken and it will provide a recommended course of action for Selfridges,  this will include full justification for the choices that will be made for the best fit for them and their aspirations. Overall, the report will seek to understand why Selfridges are yet to go global and what the best countries and markets for them to enter would be. As well as providing a strategy and reasoning for Selfridges to enter a new market, the report will also hold information surrounding the advantages and disadvantages of entering new markets. 
2.1 [bookmark: _Toc35030495]Background of the Organisation
In the year 1906, Harry Gordon Selfridge arrived in London after travelling 3,945 miles from Chicago with his eyes set on achieving his aspiration, opening his very own dream store. With Selfridge’s revolutionary understanding of publicity and the art of retail, Selfridges flourished from the off under the direction of its captivating Chief. Harry Gordon Selfridge’s spirit of innovation along with creativity still lives on within the current owners of today. Since 2003, W. Galen Weston and his family have owned and operated the 4 Selfridges stores across the UK. Selfridges have achieved many great honours but the most prestigious to them is that they have been named the Best Department Store in the World four times, Selfridges in this era is more than just the entirety of its products - it's a shopping experience that promises to surprise, amaze and amuse its customers by delivering extraordinary customer experiences. (Selfridges&Co, 2020) Currently the only international activity that Selfridges undertake is international shipping, there is no activity proving that they are currently attempting to break into a new market. 
2.2 [bookmark: _Toc35030496]Introduction to Global Markets
Across the globe there are many markets in which businesses have the opportunities to enter. Only a few generations prior to the current day it would take multiple months to be able to ship a product to a market in another country, only the biggest companies were able to do this during the time due to the great difficulty and risk involved. Thankfully globalisation allowed the world to become a much smaller place due to the introduction of new technologies, in particular the internet. Now businesses have employees all over the world and consumers can get these products within a matter of days (Marketing Schools, 2015). An example of this is Apple starting out in California, they quickly saw the opportunity to enter many markets across the world and with a successful strategy in place it allowed them to grow into one of the largest global businesses on the planet with over 137,000 employees across 21 data centres and headquarters along with over 500 retail stores across the world reaching out to consumers (Craft, 2020).
3.0 [bookmark: _Toc35030497]Global Markets 
There can be many opportunities for a business when entering new markets on a global scale. There are also many ways in which a business can identify these opportunities through analysis techniques. These techniques include customer segmentation which is the process of dividing customers into groups based on common characteristics so companies can market to each group effectively and appropriately (Chorianopoulos, 2013). Another technique that Selfridges can use to find opportunities is by using direct competition analysis, which includes identifying the competitors and evaluating their strategies to determine their strengths and weaknesses relative to those of a business’ own product or service (Entrepreneur, 2018). The biggest opportunity for Selfridges opening up stores across America is that it is home to some of the biggest and richest cities in the world, including Los Angeles, New York and Miami. Many of the rich and famous people of the world shop in these named cities which allows many opportunities for department stores offering the highest end of fashion garments to make a name for themselves. Selfridges have already established themselves worldwide with many around the world ensuring a visit to a Selfridges store when visiting the UK. 
USA is currently the largest economy in the world and is projected to still be the largest economy over the next few years with China closing in on them (Focus Economics, 2020). With the USA having the largest economy in the world this is very attractive to Selfridges especially due to the fact that the economy is still growing. This allows for a higher GDP per capita which essentially allows for a higher standard of living throughout the USA leaving families with higher values of disposable income allowing for a higher spending on luxury products that Selfridges provide (Pettinger, 2019). Although a growing economy possesses many benefits for Selfridges, this also has a knock on effect as the growth comes along with environmental problems. Fast growth within an economy can create negative externalities, for example this includes noise pollution and lower air quality due to air pollution and road congestions. This is a negative to Selfridges as they will be such a busy store in the heart of the worlds biggest cities deliveries will be needed on a daily basis. (Tutor2u, 2016)
3.1 [bookmark: _Toc35030498]Marketing Mix
Although the marketing mix can be seen as a dated model, it is undeniably a great tool to build a marketing strategy for Selfridges wanting to venture out into new markets. The 7 P’s a practical framework which allows you to evaluate an existing business and work through appropriate approaches whilst evaluating the mix element. The 7 P’s is a great framework but Selfridges really only need to use the initial strategy, the 4 P’s. Product, Price, Place and promotion are the 4 P’s that have been chosen for Selfridges international marketing strategy. They have been chosen due to them having a direct link as to what Selfridges need to do in order to succeed in a new market. 
The first P of the marketing mix strategy is Product, this is in place so businesses are able to figure out what they need to do in order to develop a product or service to make it more successful. Selfridges are known for selling high end luxury garments, there is not much higher you can go with the products they offer but there are always new services that can be offered through the buying process for customers (Singh, 2012). 
The second P which is included in the marketing mix is Price, this part of the strategy is for a business to see where they can alter their pricing structure for an increased number of sales and profits. A well-known factor of the Selfridges experience is that the price of the garments throughout the stores are very high. A way that Selfridges could generate higher sales which in turn generates higher profits is with a credit card service. Many people would sign up for the credit card due to the ability to spread the cost of items they wish to buy with low interest rates after the first 6 months of 0 fees (Mohammed Rafiq, 1995).
The third part of the 7 P’s is Place, this possesses the meaning of what new distribution options are there for customers to experience a business’ products. New ways for a department store such as Selfridges to distribute their experience is usually difficult as an online presence will have already been formed. Although, there are not many apps which offer different experiences to the websites nowadays. Selfridges have to opportunity to create a top tier app which can be revolutionary, by introducing a software where customers are able to see how products would look on them through live photo they would be creating an experience where the consumers will have the opportunity to fall in love with a product without even seeing it in real life. (Khan, 2014)
Promotion is the fourth of the 7 P’s, this is in place for businesses to use advertising, PR, Sales Promotion, Personal Selling and, in more recent times, Social Media to their advantage as they are all key communication tools within todays markets. Although Selfridges is the most popular store in the UK and even has a well-known reputation around the world, they will still have work to be done when entering a new market. Using the key communication tools will allow their tremendous following to have the understanding and knowledge of where and when their new stores will be opening (Goi, 2009). 
4.0 [bookmark: _Toc35030499]Market Entry Opportunities
There are a number of ways in which Selfridges can enter a new market, more specifically, USA. The most popular strategies that businesses use to enter a new market nowadays are direct exporting, licencing and franchising. 
Direct exporting is a strategy used when selling directly to the market in which a business is seeking to enter using their current resources. Numerous companies will then turn to agents and/or distributors to represent them further in that market once they have established a sales program. (Mudambi, 2002)
Selfridges could potentially work use a direct exporting strategy to expand their department store internationally. The best way in which the strategy can be implemented is to use current resources to offer abroad in unique stores across the worlds biggest cities. By Selfridges opening a store in both Los Angeles and Miami, they are opening up opportunities for customers to experience shopping in a whole new way. The Selfridges stores are unlike anything currently in the US as they don’t offer the experience, they just currently offer the clothes without any top quality experience. By Selfridges opening the stores in these cities, they are targeting the wealthy along with many tourists who can experience the worlds best department store in new ways. The only thing Selfridges will have to invest in is finding the perfect location for the store, all of their resources are currently provided by the brands that currently represent Selfridges which makes the direct market entry strategy perfect for them. 
5.0 [bookmark: _Toc35030500]Conclusion
To conclude, with Selfridges being the best department store over the past few decades this shows that there is a demand for their top quality service worldwide. With America being the largest economy in the world, using a direct exporting market entry strategy will be perfect to execute the expansion into a international organisation. There needs to be a strategy in place in order to make the expansion into an international organisation and the marketing mix strategy has been explained in order to show how Selfridges can expand. 

6.0 [bookmark: _Toc35030501]Recommendations
For Selfridges to be able to succeed internationally they must be able to compete with the already established American stores such as Macy’s. To hit the ground running, Selfridges must market the services to a high standard as well as ensuring the resources they have such as stock are up to date and ready to compete abroad. 
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