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Executive Summary
The formulating of International Business planning and strategy is one of the toughest task on board and it is comprised by various analysis of several aspects inside or outside the business environment. It is a very critical element that requires an organisation to understand the nature of business and acquire the variety of information that is needed to go global. That is why it is necessary to understand and design critical mission, vision and goals in order to strive in the country, where an organisation is heading. In this regard, this report analysed the current situation, and designed and planned the strategies that would be beneficial for Mulberry to go global in China.
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[bookmark: _Toc7081899]TASK 2 - International Business for Mulberry in China
[bookmark: _Toc7081900]Corporate Global Vision and Goals
The mission and vision statement of an organisation has a critical contribution in the strategic business planning and therefore, in this regard the mission statement of Mulberry reflects its thought process, which they want to achieve in China and in other countries too in future for a longer time (Pike, 2009). The company’s global mission is to analyse their customers by their undertaken course of actions. Firstly, the company wants to continue the international growth and develop the brand worldwide. Secondly, company’s mission is to provide people with more job opportunities also increase their production capacity in UK and also in other international countries, for e.g. China. Lastly, the organisation has the core mission of working hard for the benefits of their respective key stakeholders (Bentley et al., 2013).
On the other hand, Vision statement is generally the directional tool that is utilised and followed by any organisation and this also includes Mulberry. Mulberry’s vision statement reflects its future positioning and indicates the perception of their potential growth in countries other than UK, also this reflected the forecasted outlook that the company is seeking and the ways in which they can provide the key stakeholders with the inspirational message (Fifield, 2012). While Mulberry has been working towards the brand recognitions and provision of quality services to the customers, it is very feasible for the organisation to formulate a business vision flexibly for the global venture in China. Global vision of Mulberry is to become a leader in providing the luxury products in China; attain a significant amount of customers; gain a global recognition for the brand in order to be successful and consolidate the authenticity as a British luxurious brand (Vogue, 2014).
Global goals for attainment of success in the country of China are very significantly analysed and assessed in terms of every aspect because China is a very different country and it the conditions and situations of the country that is helping towards the building of goals (Leitch, 2013). Mulberry wants to achieve a global benchmark by venturing in China and show positive growth. The goal of the organisations is to advance the international strategy, as it will be developing the retail of the brands in China and will also help in developing the organisation’s Omni-channel model in order to enter the vital luxury market. As this is a golden opportunity for the Mulberry in this region the goals of the company will be contained by the steps which will be undertaken in order to fulfil the global potential Mulberry has (Verner, 2013).
[bookmark: _Toc7081901]International Business and Organisational Structure
Doing businesses on an international level requires significant analysis and requires an organisation to assess each and every aspect of the organisational functionalities that can be suitable for the business environment that is going to work. International business environment is not at all the same as the business environment of the national country in which the organisation is operating nationally. Therefore, it has to be analysed that the business environment in China is not at all easy and not similar to the UK’s market. While Mulberry moves to Chinese part of Asia, the different aspects of business environments are analysed in this section.
[bookmark: _Toc7081902]International Business
China has been an emerging economy is an international world and this is the reason due to which is has been offering a lot of companies a golden opportunity to do business in there, as it welcomes a lot of foreign investments. Even though, this country has a significant potential for the economic growth, while providing the companies with the access to the large markets this also helps in the considerably significant savings in the labour costs (BBC, 2014). However, Mulberry has to be cautious while doing business in China because of the completely different cultural and political conditions and environment, which can be creating risks and pose uncertainties for the foreign investments. These factors influence the business practices in China. Though this country has been offering many opportunities to the foreign businesses, this country poses some major challenges to the foreign business that are being demonstrated in China, such as there is local differentiation, it is difficult to attain the strategic objectives regarding the cost reduction and lastly there is a significant challenge regarding the consolidation and solidification of core competencies in some certain specific areas and particular business activities (Rhodes, 2014).

[bookmark: _Toc7081903]Organisational Structure
By analysing the international business environment in China, it can be stated that the organisational structure of Mulberry that has to be followed will have to be very detailed, but not much complicated because it will be the structure of the organisation that will be strong enough to resist any changes (Gilligan and Wilson, 2012). The organisational structure has to be very robust so that it can help in bringing changes in the organisation and also in the external environment. Therefore, the organisational structure given below will be followed:

The Organisational structure given above is a structure particularly constructed for the Mulberry’s China Team. The CEO will be looking after all the operations through the way of director as he will look after all the issues that are going to be faced in China with the help of legal and strategy committee. The direct under the CEO will be looking over all the departmental operations through their managers. Hence, there are four fundamental departments through which the Mulberry in China will be functioning. Firstly, the most important the production department, which will be producing the apparels, accessories and other luxury items for men and women both.
The production department will be comprised of Quality assurance which is the key to gain loyal customers and it will be helpful towards ensuring that more customers can be gained through high-quality products. Furthermore, it consists of Purchasing, Procurement and Maintenance, which will be performing the core functionalities of manufacturing the basic products for the customers in the market. Secondly, after the production, it Mulberry will be closely looking after the Marketing department, as they will be maintaining the relations with the key stakeholders, which are the customers. Marketing department will be looking after the public relations, which is very vital for the Mulberry in order to survive in China; furthermore, an important part of organisation will be the market analysts who are responsible for analysing the marketing conditions and formulate strategies for the production and merchandising of the products that will be deployed in the market.
The remaining two departments, brand advertising and promotion are mainly responsible for attracting new consumers to buy the brand and it will be important to gain more customers in order to enhance brand recognition. While these departments are working on the main fundamental operations of Mulberry in China, the Customer Service department will be working towards the purpose of ensuring that these customers who are going to buy the products are getting good services and they will ensure that the products are easily accessible to the consumers, and they are pretty satisfied with what they have bought. The Human Resource department will be working towards retaining local people to work in the organisation, while providing more job opportunities so people can welcome the brand as their own and customers will likely be more attached with the workforce, with their own culture and language, this can also be profitable for the Mulberry. Additional work of HR department will be to train them and provide them good compensation and benefits so they can be loyal to the customers.

[bookmark: _Toc7081904]Foreign Market Research
[bookmark: _Toc7081905]PESTLE Analysis
The foreign market research that was performed in the first section of the report, has demonstrated that China is a suitable market place to grow and develop a business. In this regards, where Mulberry is concerned it can be stated that the practices of mulberry are completely different than the business environment in China. China is an overseas investor and is dominant too (Glasse, 2010). Foreign Direct Investments have been reaching many countries and in some countries it has been stunning. While Mulberry as a UK based company has to work completely different and have to make strategies that can actually mitigate the potential risks that Mulberry can face in the China. Furthermore, China is a well-established economic country and is the second largest economy in the world; therefore, the mulberry has a significant advantage on its profit (The World Bank, 2018). With respect to GDP, China is growing significantly and that is the perfect condition for the Mulberry to penetrate the market and gain a significant amount of loyal customers. While China has lower amount of poor people and thus is ending the poverty, which is advantageous for the business practices of Mulberry and it can significantly help in the raising economy and can also focus on the sustainability of the environment (BBC, 2018).
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[bookmark: _Toc7081906]Risk Assessment
[bookmark: _Toc7081907]Porter Five Forces
Risk that were identified in the section one of the report demonstrates that with the sustained and rapid development of China's economy, under the light of the “going out” development strategy, the pace of overseas investment in China has obviously accelerated, and China is gradually becoming a source of emerging investments (Dunning, 2014). Also, China's foreign investment has achieved pioneering achievements. But along with this, it is important to note that the frequency and intensity of political risks encountered by foreign companies are also increasing substantially. Previously, cases of damage to overseas investment in China interests have appeared many times, because they fail badly in those tough conditions (The World Bank, 2018). Therefore, strengthening the prevention of political risks has become an urgent task for foreign companies like Mulberry (Cartner-Morley, 2011).
In order to assess and mitigate the risk that is associated with the Mulberry, it has to be looking towards the new perspective of introducing a product to the Chinese population and design new marketing strategies that can be helpful for the Mulberry in order to penetrate the trendsetter market, which is tough. In order to mitigate the political risks the organisation can offer products and services according to the policies of the country (Milligan, 2014). Furthermore, by segmenting the market of the country according to several factors, which are age, demographics and amount of populaces will help them to manufacture the cyclical products. Mulberry has to develop significant mindfulness regarding the consumers’ perception and prepare a business model according to Apparel and Accessories’ future in China (Ferrell and Fraedrich, 2015).
Also, Mulberry has to play a significant role in its operations in China and should adapt to the norm of recycling so it cannot be accused of its global venture, plus if Mulberry takes active steps to comply with regulations and invests in renewable sector then it can have a bright future in China. Mulberry has to pay close attention to the details in the business environment and have to make products that are more attractive to the consumers of Chinese population and also has to strictly focus on the marketing of its products and make it a little cheaper but of high quality because this is a high priority risk (Smith and Chaffey, 2012).
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[bookmark: _Toc7081908]International Business Strategy
Businesses that are selling their services and goods to their customers in various countries is regarded as the exporting of items, which refers that an organisation is producing them in one country and selling them in another by shipping them (Fifield, 2012). This strategic way of doing business is very much adopted by some companies and it is one of the ways through which Mulberry can be able to grow their global market in China, but due to the reason the Mulberry has very lesser amount of stores it cannot export it to China and there are no many customers who would buy the products just with deployment of this strategy (Leitch, 2013).
A Joint Venture on the other hand, is a cooperative enterprise agreement in which two or more business entities are entering, where it can be stated that the joint venture is performed for the purpose of certain business activity or for the purpose of establishing a specific project (Sony and Mekoth, 2012). Joint venture can be of longer or shorter term and can be informal or formal. In many cases, joint venture is responsible for creating a different and unique business identity, for which the owners are contributing the assets. That means that the organisations in these business entities have to agree on every section of the contract and have to make profit and bear loss equally (Armstrong et al., 2012). In the case of Mulberry, the Mulberry has a lesser chance of demonstrating a joint venture, because the number of stores is in lesser amounts and further creating a separate entity in China could be disadvantageous for the organisation, as joint venture would be leading or diverting the attention from the main business processes (Cartner-Morley, 2011).
Foreign Direct Investment (FDI) is regarded as the investment that is made by any individual or any organisation from one country to another country regarding their business interests. In general, FDI is demonstrated when a local investor is able to establish its business in another nation, which refers the establishment of foreign business operations, or the investor/investing organisation is able to attain some foreign assets in business, which includes the ownership or gaining controlling interests in an international company. These type of investments are different from the portfolio investments, as in these type of investments, investor only tends to purchase the dedicated equities of the company, which is functioning in a foreign country (Verner, 2013). In this regards, the Mulberry has the opportunity to make an FDI, but it will be not worth it because as this is not just spending in the business interest the purpose is to expand business globally and make business profitable. Therefore, just making an FDI will not make it fruitful for the Mulberry, as the purpose to increase the brand recognition and get more customer attention which will significantly enhance customer loyalty and will help the Mulberry not just to expand, but also be a multinational organisation (Buckley, 2016).
Lastly the franchising business strategy refers to granting a licence by the individual who is the franchisor to another individual who is called the franchisee, which gives the permission the franchise to perform their own business activities under the name of the brand, proven and accomplished business model and the business system provided by the franchisor (Armstrong et al., 2012).  The franchisee receives primary and necessary training and gets the ongoing support by the franchisor, encompassing all the aspects which are significant to the establishment of the untrained individual in the business processes. There is an accomplishment of a franchise agreement and legal contract between both of the parties that enforce obligations on both of them and also determines that for how long the contract will be performed, though this can be renewed (Cartner-Morley, 2011).
In this regard, Mulberry will adapt to the business strategy of Franchising and Licencing, as this will help the Mulberry to expand the business by granting a Chinese local with the franchise so they can sell their products and services to Chinese customers, with more efficiency and authenticity (Chen, 2018). Though the franchise business for Mulberry will be operated by the Franchisee, the control will be retained by the Mulberry through which the Mulberry will be controlling the marketing and selling of products, quality control over the products and standards of business. Mulberry will receive the initial fees and the pays at outsets with services fees based on the percentage of annual turnover. In return Mulberry will be liable to provide training, development and support to the Franchise and Franchisee and this will include “training, product development, marketing and advertising, promotional activities together with a tailor-made range of management services” (Glasse, 2010).
[bookmark: _Toc7081909]International Marketing Plan
Mulberry has a position, where it is representing itself as luxury brand globally, and mostly Mulberry is present in the Britain. However, the consumers do not have any awareness regarding the brand that it also sells menswear, womenswear, and also have a home line (Dunning, 2014). This can be because of the reason that Mulberry has a greater amount of emphasis and focus on the core product that they manufacture, which is the bags. That is why an international marketing plan is needed to focus on the market of China, which will not be restricted.
[bookmark: _Toc7081910]Seven P’s in Marketing
[bookmark: _Toc7081911]Product
Mulberry offers some significant ranges of product, but their main product is the leather bags that they make. Several other products that are also to be considered in the Chinese market can be comprised of Apparel for men and women both, footwear, luggage, and small gifts and goods made of leather (BBC, 2014). Mulberry focuses on these items but for the franchising in China it has to emphasise on acute detailing and finest quality of leather.
[bookmark: _Toc7081912]Price
Because of the reason that Mulberry sells the products based on the higher level of quality and premium lifestyle the pricing is at a premium level, and that is why Mulberry is exclusive. Mulberry will offer products also in affordable ranges for those types of customers who want to have the products from brands but they are not rich. The pricing range will start from 75 pounds to 5400 pounds according to the quality and kind of product. While on the other hand if the customer wants some add-ons then they will be starting from 9 pounds (Vogue, 2014).
[bookmark: _Toc7081913]Promotion
Mulberry generally uses the idea of seasonal advertising campaigns, which are peculiar and opulent that are represented in the magazines. Mulberry most significant marketing element is to make the brand associated with the young actresses in the country and celebrities who are mainly representing the core target of the brand (Milligan, 2014). The promotion of Mulberry takes place through the use of social media platforms such as Pinterest, Twitter, Facebook, and their own blogs, which are going to be updated with the new releases. In China the Mulberry can also take part in fashion shows to enhance their brand recognition and showcase their collection (The World Bank, 2018).
[bookmark: _Toc7081914]Place
Mulberry owns more than 132 stores globally and in which some are directly operated and some are partnered. Hence, there is not a particular store that can be regarded as a franchise of its own. Mulberry basically operates in Somerset, where it largely produces bags. Thus for China it has to focus on opening significant amount of stores (Ghauri and Kirpalani, 2015).
[bookmark: _Toc7081915]People
Mulberry’s workforce has been filled with 1087 talented individuals and they are continuously adding the value to the organisation. They are also providing after-care service to the customers. Thus, in China the Mulberry has to focus on the provision of job opportunities to Chinese local as the business strategy to open a franchise.
[bookmark: _Toc7081916]Process
Mulberry offers a higher quality of customer services with reliable and feasible returning services, plus Mulberry offers easy access through the web stores. Mulberry offers easy replacement and repairing services with no extra service charges. A CRM software is being utilised in order to perform retail management better (Bentley et al., 2013). Mulberry in China will be focused towards the animal, environment and workers’ welfare and will also ensure sustainability. It can also help with the development of the community by local apprentice and recruiting programs.
[bookmark: _Toc7081917]Physical Evidence
Mulberry is operated by two head offices and factories based in UK and the stores opened till now and its ambiance represents that it has well-known brand recognition and they are representing their product in a well-established manner and similar has to be followed in China (Chen, 2018).
[bookmark: _Toc7081918]Segmentation
To support its strategy Mulberry has to differentiate the market in several segments based on the location, income, demographics etc. In the segmentation process, it seems that Mulberry can also focus on the lower income families, besides its target market (Milligan, 2014). In this way, the business model can become flexible and specialised to some extent, but in return it can impede quality and that is not what Mulberry focuses on. However, because of the competition and rivals existing in China, the focus can be diverted on the constrained consumer income.
[bookmark: _Toc7081919]Budget and Control
The main cost that is related to the business will be the marketing campaigns in China. It has to be noted that China has presence of significant infrastructure and the franchises merely have to create a new aisle. There are suppliers of Mulberry in China, it just has to focus on the advertisements on social media, banners and online ads (Armstrong et al., 2012). Furthermore, the budget has to be controlled in order to keep up with the quality, pricing and business strategy at the same time.
In the case, it can be a situation that business will be focusing on consistency but it also has to sustain its core message for the local people for China, as the campaigns will be focusing on local enriched market. Control for Mulberry will also be coming from the ROI. As Mulberry needs to ensure that their marketing strategy will be generating a significant amount of business there and thus, they have to control the campaign and strategies in such a way that business is able to understand the potentially designed ROI of the campaign (Chen, 2018). Mulberry could use Google Analytics to view the Web traffic and not use traditional marketing strategies because they can be hard to manage.
[bookmark: _Toc7081920]Recommendation
It can be recommended to Mulberry that they can focus on driving consumption through prices, but also people have a perception that the low priced product will be of low quality and this low quality will be damage to the environment. However, in the market of China mulberry will be facing a significant amount of competition and will be tough to handle, but still they can grow their economies of scale and their extra special range which is the range of premium products can be expanded to a new level according to the customers (BBC, 2018), as Mulberry can also introduce local brands and products representing its heritage as a pure British product (BBC, 2018). This opportunity can provide mulberry with a unique selling point, which can help them to justify the course of their products with higher pricing, as it can also improve their ethical position in China and Mulberry is sustainable in its supply chain so it can impact on its core customers in China, while affecting the Chinese market share. Furthermore, it will be leading development in convenience and local sourcing as well (The World Bank, 2018).
[bookmark: _Toc7081921]Conclusion
It can be concluded that demonstrating business activities on an international level requires critical and effective analysis. Furthermore, it also demands from an organisation to assess each and every aspect of the organisational functionalities, which can be suitable for the business environment. Nevertheless, it can be stated that the international business environment is not the same as the business environment of the national country in which the organisation is functioning and operating normally. This report demonstrates a different aspect of developing a business in the foreign country amid assessing all the factors, strengths and risk of the business and the organisation. Hence, according to the report China is a suitable market place to grow and develop a business. However, Mulberry should be concerned that their practices are completely different from the business environment practiced in China, where it is an overseas investor and a dominant nation too. Nevertheless, China is growing significantly, which is perfect for Mulberry to penetrate the market and gain significant amount of loyal customers in the new business environment, while considering all the aspects of the external environment and foreign business practices, as illustrated in the report.
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