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Executive Summary
Within this report, there is an in-depth marketing mix linked to Selfridges and how they can implement the strategy when entering the American market. Their history will be covered to show how they have developed over the years with an introduction to the marketing mix following. Hofstede’s cultural dimensions framework will cover the effects of the society’s culture on the values of its members. The marketing mix will then be explained thoroughly by using each of the 7p’s; Product, Price, Place, Promotion, People, Process and Physical Evidence. A conclusion will follow this and close the report by showing what has to be completed by Selfridges in order for the market entry to be successful.

1.0 [bookmark: _Toc40602517]Introduction
This report will hold the design and implementation of marketing activities through the marketing mix based on a direct exporting market entry strategy. This will include a discussion into the key cultural forces which may influence the organisations decisions on whether to standardise or adapt their existing marketing mix tools for their business to business market. The report will also hold information of previous businesses wanting to expand into new markets and the result they were left with. 
[bookmark: _Toc40602518]1.1 Background of Organisation
In 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 department 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.
[bookmark: _Toc40602519]1.2 Introduction to the Marketing Mix
Many people see the marketing mix as a dated model as it was first created back in 1964, created by Neil Borden. He recognised 12 controllable marketing elements that result in a profitable business operation if managed correctly (Borden, 1964). In the same year of 1964, Jerome McCarthy reduced the 12 elements down to just 4: Product, Price, Promotion and Place (McCarthy, 1964). After the 1960’s, 3 more elements were added in by McCarthy which included, People, Process and Physical evidence.
[bookmark: _Toc40602520]1.3 Hofstede Cultural Dimensions 
Hofstede’s cultural dimensions theory is a framework for cross-cultural communication which was developed my Geert Hofstede between the years 1967 and 1973. The framework shows the effects of a society’s culture on the values of its members, and how the values formed relate to their behaviour. (Adeoye & Tomei, 2014) Hofstede studied people who were working for IBM in excess of fifty countries. Initially, four dimensions were used to distinguish one culture from another. Soon after, a fifth and sixth dimension were added. The six dimensions are as follows:
[image: ]
2.0 [bookmark: _Toc40602521]Marketing Mix 
2.1 [bookmark: _Toc40602522]Product
The product is the first thing that clients evaluate in order to know the benefits that the product or service provides. Kotler (Kotler, 2003) suggests that the product that a business provides should compromise many elements which include variety and quality which Selfridges comply with to an extremely high standard. Selfridges main aims for the products they offer internationally should be to offer great products to their target market as well as being able to find out what their market wants with the ability to provide them with the products. To achieve both, Selfridges provides a wide product range that can appeal to all of their target market segments. The range of products that they have includes clothes, formal wear, denim, footwear, accessories as well as luggage carriers.
With Selfridges strong brand image, the products are desired all over the globe which helps them enter a new market. With the nature of the fashion industry, products tend to have a short life cycle due to the highly competitive and fast-moving nature. (Constantinides, 2006) This means the time between when the products are launched and the point of maturity of the products is very quick. This can be an issue when entering the American market as a clothing store due to increased stock volumes, but the consumer base may not be there right away. The main thing Selfridges need to do to compete in a new market is to be one step ahead of the other stores, refresh their ranges multiple times a year instead of just twice a year like most other stores (Koumbis, 2014). The products need to be refreshed to avoid the dip in sales during the saturation stage of the product life cycle which could potentially result in an early decline. 
[bookmark: _Toc40602523]2.2 Price 
Selfridges will be entering the fashion industry in the American market and the products will be set to a price match with other top department stores across America. There are a number of pricing strategies that can be used for their products, but Selfridges will be using a market orientated pricing strategy (Campbell, 2020). By using this strategy, Selfridges will cover several different approaches. Firstly, market penetration, where a new product is set at a low price to attract a high volume of sales. The next approach is market skimming, where a new product has premium pricing resulting in high income and the product will remain unique in the market. Premium pricing will also be covered by Selfridges as this will result in uniqueness and exclusivity about the products sold so that they can command the high prices. As a department store, Selfridges sells some of the biggest brands in fashion such as Gucci, Givenchy and Balenciaga which all provide high quality as well as uniqueness. This means most of the products are premium priced creating a sense of exclusivity when customers buy the products (Huang, 2014). 
2.3 [bookmark: _Toc40602524]Place
Place refers to both, places the products can be bought at and to the channels of distribution used to deliver the products to these places. For a premium department store selling the luxury fashion goods, making the products too easily accessible may reduce the perceived value of the brands being sold and the overall prestigious feeling of shopping in Selfridges. By Selfridges only currently having three stores, all based in the UK it is a very attractive spot for people visiting the area (Westerbeek, 1999). 
The two main distribution channels that Selfridges use are using their own stores which are known as the best department stores in the world as well as using their website for online distribution of products (Jahshan, 2018). These two methods would be used for distribution in the American market also as the physical store offers an experience and the website is the way that people who don’t want to go to the store can purchase products. 
2.4 [bookmark: _Toc40602525]Promotion
With the purpose of promotion being to obtain and retain customers, it covers ‘above-the-line’ which uses independent media and ‘below-the-line’ which uses media the business has control over. Selfridges use both promotion types to help inform customers about their products, but the name and reputation of the brand speaks for itself, high volumes of promotion aren’t really needed in the UK (Rowley, 1998). When breaking into the US market Selfridges will need to promote the brand in various ways as they will be selling a wide array of premium and well sought-after products. Selfridges promote their stores in ways like no other stores do, their stores are in the best areas and you can spot them from a distance providing a sense of urgency for customers wanting to find out what it’s like to shop there. The same approach will be taken in America as they will need to attract new customers.
2.5 [bookmark: _Toc40602526]People 
One of the most important elements of the marketing mix is people. This includes everyone who is involved in the products and services provided by Selfridges whether its direct or indirect. Selfridges have a massive team in the UK, but they will also need a large team in the US for their grand opening. Selfridges will need people working under their sales team for the marketing efforts that will be required, they will need people working in their customer service department where they can answer all queries. Selfridges will also need people working with the brands they work with in order to work out stock numbers in the American store, where they will also need people to work to help the customers on site with sizing or just helping them find a product they like (Gibbs, 2008). 
[bookmark: _Toc40602527]2.6 Process
Shopping at Selfridges is a completely different experience to any other stores across the UK, they hold stock of over 100 brands who want their products sold in the store with the shopping experience being more of a day out. Selfridges ensures the high-end products are available at their stores so people who can’t afford them can even have the experience of being able to be a part of the culture. By selling these high-end products people are more inclined to want to visit the store especially in the US as they won’t have experience the what Selfridges offer before (Grönroos, 1997). 
When breaking into the US market Selfridges should constantly look for ways to innovate and improve the processes in terms of efficiency and cost. By saving costs in certain areas means they would be able to offer customers even better services and potentially widen the product range of each of the more popular brands in America. 
[bookmark: _Toc40602528]2.7 Physical Evidence
The physical evidence element of the marketing mix refers to the physical environment which is experienced by the customer which includes the design of a store and also the website (Yoo, 2000). Selfridges will need to sell their products in distinct locations throughout their stores in America so they are easily accessible to customers wishing to make purchases. When a product is bought, the customer will be given a bright yellow iconic Selfridges bag to carry their items which, for some people is another way to show off their purchase but it is also a brilliant form of marketing to boost interest around the store. 
Selfridges will need to ensure their website is user friendly for their new market and must allow customers to view its products in high quality images taken from various angles in a professional manner.
3.0 [bookmark: _Toc40602529]Conclusion
To conclude, it is shown that Selfridges is one of the most popular department stores worldwide by just operating from one country. With America being the target market of entry, the marketing mix has covered all of the main points which Selfridges need in order to make an excellent breakthrough into the US market. Each point of the marketing mix has examples imbedded into them for the easiest way for Selfridges to perform at the highest standard possible. 
4.0 Bibliography
Adeoye, B. & Tomei, L., 2014. Effects of information capitalism and globalisation on teaching and learning. In: Pennsylvania: Information Science Reference, pp. 5-8.
Borden, N., 1964. The concept of the marketing mix. In: Journal of advertising research. Harvard Business School: s.n., pp. 2-7.
Borden, N., 1964. The concept of the marketing mix. In: Journal of advertising research . Harvard business school: s.n., pp. 2-7.
Campbell, P., 2020. COMPLETE GUIDE TO MARKET-BASED PRICING. [Online] 
Available at: https://www.profitwell.com/blog/market-basedpricing
[Accessed 13 May 2020].
Constantinides, E., 2006. The marketing mix revisited: towards the 21st century marketing.. Journal of marketing management, 22(3-4), pp. 407-438.
Gibbs, P. P. P. a. I. J., 2008. A new higher education marketing mix: the 7Ps for MBA marketing.. International Journal of educational management., 1(1), pp. 7-12.
Grönroos, C., 1997. Keynote paper From marketing mix to relationship marketing‐towards a paradigm shift in marketing.. Management decision..
Huang, R. a. S. E., 2014. How brand awareness relates to market outcome, brand equity, and the marketing mix.. In: In Fashion Branding and Consumer Behaviors. New York: Springer, pp. 113-132.
Jahshan, E., 2018. Selfridges wins ‘best department store in the world’ again. [Online] 
Available at: https://www.retailgazette.co.uk/blog/2018/05/selfridges-reclaims-best-department-store-world-title/
[Accessed 14 May 2020].
Kotler, P., 2003. Marketing Management. 11th Edition ed. s.l.:Pearson Education .
Kotler, P., 2003. Marketing Management. 11th Edition ed. s.l.:Pearson Education.
Koumbis, D., 2014. Fashion Retailing: From Managing to Merchandising.. s.l.:Bloomsbury Publishing..
McCarthy, J., 1964. The concept of the marketing mix. s.l.:s.n.
McCarthy, J., 1964. The Concept of the marketing mix. s.l.:s.n.
Rowley, J., 1998. Promotion and marketing communications in the information marketplace. s.l.:Library Review.
Selfridges & Co, 2020. Selfridges & Co. [Online] 
Available at: https://www.selfridges.com/GB/en/features/info/our-heritage/
[Accessed 12 May 2020].
Selfridges&Co, 2020. Selfridges&Co. [Online] 
Available at: https://www.selfridges.com/GB/en/features/info/our-heritage/
[Accessed 29 February 2020].
Westerbeek, H. a. S. D., 1999. Increasing the focus on “place” in the marketing mix for facility dependent sport services. Sport Management Review, 2(1), pp. 1-23.
Yoo, B. D. N. a. L. S., 2000. An examination of selected marketing mix elements and brand equity.. Journal of the academy of marketing science, 28(2), pp. 195-211.


image1.png




image2.png
LOW «———————— HIGH

EGALITARIAN POWER DISTANCE EMBRACES HEIRARCHY
COLLECTIVIST COLLECTIVISM VS. INDIVIDUALISM INDIVIDUALIST
COMFORTABLE WITH UNCOMFORTABLE WITH

UNCERTAINTY UNCERTAINTY AVOIDANCE INDEX UNCERTAINTY
NURTURE IMPORTANT M POWER IMPORTANT

TRADITIONAL AND SHORT-TERM VS LONG-TERM FUTURISTIC AND LONG-
SHORT-TERM ORIENTATION TERM

NORMATIVE REPRESSION RESTRAINT VS. INDULGENCE SATISIFCATION IS GOOD





