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1. Executive summary 

The purpose of this report is to evaluate potential markets for Marks and Spencer’s, as a possible new market for entry. It was set in place to critically evaluate market entry opportunities for the organisation with a fully detailed marketing mix analysis to provide the strengths and weaknesses for that chosen new potential market. 
	Marks and Spencer’s are a multinational retailer based in the United Kingdom and opened their first ever shop back in 1884. Since the first store opened, they now currently have 1,043 stores inside the UK and 444 outside of the UK in other countries including Hong Kong and Australia. They have three different departments within their stores including a clothing section, a café, and a food hall. 
	Marks and Spencer’s global market entry opportunity is the US for two different reasons, the first being because they are the largest economy in the world and the second is because they are a continuing growing economy. Both factors provide many opportunities for growth for M&S as the report explains.  
	Two recommendations were made for Marks and Spencer to be successful when entering the US. The first recommendation made was for them to continue being partners with Al-Futtaim as they have already been so successful with people high up in M&S stating that they want to continue to work with them for further international markets. The second recommendation made was for M&S to keep up to date and keep a close eye on the US and how they work within marketing their audience. 


2. Introduction

This report is to evaluate potential markets for Marks and Spencer, as possible new markets for entry. The report will provide a critical evaluation of the market entry options available for the organisation with a fully detailed Marketing Mix analysis. In order for the report to be clear and informative, two tasks will be completed to do so, the first task is to identify and recommend priority country/countries with key markets worth entering and establishing contacts with, and secondly to evaluate the possible options for entry to these new markets and to provide a recommended course of action that includes full justification for the chosen choice that will be best suited for the organisation and its aspirations. 

2.1 Introduction to the organisation 

Marks and Spencer PLC are a leading multinational retailer based in the United Kingdom. The organisation has a long history within the UK market with its first store opening in 1884. Today in 2020 there are 1,043 Marks and Spencer stores located in the UK and 444 other stores internationally. Currently they have over 79 thousand employees across 1,463 stores across 57 different countries (Marks and Spencer, 2020). They sell a wide range of products including clothing, cosmetics, home wear, food, and they have a bank, due to this, in 2019 their revenue figures were almost at 10.4 billion British Pounds (Sabanoglu, 2019). M&S state on their website (2020), that their aim is to build a scalable business internationally and their objective is to create a much more competitive localised version of themselves in selected markets where they can attain a sustainable market share.
2.2 Introduction to global markets 

According to Hollensen and Lowe (2013), the globalisation of companies is the involvement of customers, producers, suppliers, and other stakeholders within the global marketing process. They define the global markets as a reflection of the current trends of firms selling products and services across more than one county. Keegan (2013) supports this definition with adding that global marketing focuses upon leveraging a company’s assets, experience and products globally whilst adapting to what is truly unique and different in each country as every country has different trends, wants, needs, and expectations. 

3. Global Markets 

Doole (2012) tells us that the global market gives organisations the opportunities to expand and enter different aspects of the business that they may not reach within their original based country. Marks and Spencer are currently in 57 different countries, but they are not currently in the United States of America (Marks and Spencer, 2020), this opens a lot of potential for the organisation to expand on potentially their product section and target audience as America may have different demands, wants, and expectations from the organisation (De Burca et al., 2004). 
	The United States is the biggest economy in the world with a GDP of around $20.513 trillion, this is due to high average incomes, a large population, capital investment, low unemployment, high consumer spending, a relatively young population, and technological innovation (Mills et al., 2020). However, even though they are the biggest economy in the world, there are many different affecting factors to entering the US due to their economy and the main strength is that there is an increase of business efficiency, productivity, and innovation for a competitive edge (Blythe, 2009). Although, the biggest threat would be that they fail in America for different reasons including lack of market research, lack of consumer understanding, or simply by being located in the wrong place etc., but M&S put a statement out in 2016 in their annual report stating that their international business grew in recent years, with sales up 5.8% to £1.1 billion. They also add that they have established a new organisational structure to help them deliver their global market growth plans (M&S Annual Report, 2016), this shows that even though there is a massive failure risk, even though they are a well-known brand in other countries, they are a strong organisation with a huge team of people who plan thoroughly before making a decision (Weismann, 2009). 
	Currently, the GDP growth rate in the United States is expected to be 1.8% by the end of this quarter, according to Trading Economics global macro models and analytics expectations (2020). This means that as the US economy is presently growing, this creates higher tax revenues, and there is less need to spend money on benefits such as unemployment benefit as the US do not experience this issue because of it, therefore, economic growth helps to reduce government borrowing and plays a role in reducing debt to GDP ratios (Usunier et al., 2012). Jobber (2012) tells us that due to the US’s economy growth, this will help new market entries by giving them a good start in their sector as they already have such potential from past UK stores starting up there including Primark as they turned over $9.76 billion from 2018 alone of being in the US (Turnover of Primark, 2018), and M&S are within the same sector as Primark, as they have coffee shops and clothing etc., and they both are brands build up in the UK so this shows that UK build brands can survive in the US. 


3.1 Marketing Mix 

Kotler (2012) explains that the marketing mix is a model used by organisations that is centred around product, place, price, promotion, physical evidence, people, and processes. It has been defined as a marketing tool that firms use to pursue its marketing objectives in the target market. Goi (2009) tells us that it has been mentioned many times in business that you must know exactly who your target market are and have exactly what they need and want figured out in order for your organisation to succeed and grow because this is how you figure out your main future goals. This part of the report discusses how the marketing mix will influence M&S to adapt to surviving in the US. 
	Sethi (2005) suggest that in order for a firm to survive within the global market they must ensure that their products are somewhat altered in order to meet with the other countries expectations, wants and desires as every county has different trends in all sectors and their people expect different too. Sull et al., (2008) adds to this point and tells us that firms like M&S need to be nimble enough to adapt changing local market trends, tastes, and needs within the products they will decide to sell over in the US, to do this, an effective global marketing plan set in place will enable M&S to tweak products for launching in the US whilst still using the most effective promotional channels to reach the right people. 
	According to Rosenbloom et al., (2009) placement and physical evidence in global marketing requires research to define the market, attributes to define the products potential environment, and the global brand has to change its strategies in order to account for its placement and distribution within the marketing mix regardless of its physical evidence and size. For M&S, this means they have to take into consideration how their products are going to be displayed etc. in each shopping venue depending on the location and size and they need to consider communication channels specific to the US, this way they will know for sure that where they are based, they are in the best possible place to turnover annually (Balasubramanian et al., 2005). 
	Morgan et al., (2019) informs us that the goal of pricing and the process to do so within global marketing strategies is all about three different criteria. These are, meeting the financial goals to generate a profit, understanding the specific marketplace and consumer buying trends, and to support the products positioning to allow consistency with the product, promotion and placement. However, Ford et al., (2005) says that global marketers have to be ready to deal with external variables including economic and political fluctuations and cultural expectations of pricing, this means that M&S must ensure they keep up with laws, for example, as if the US’s minimum wage changes then their pricing strategy will need to be changed also and within a time frame (Saleem et al., 2008).
	Chao et al., (2009) points out that in order to implement global marketing strategies successfully, organisations have to make sure their promotional advertising provides how customer behaviour is  evaluated by internal conditions and external influences, and when launching global marketing promotions and sale campaigns, global organisations have to trial and error promotional ideas first to ensure results are comparable globally. Rossiter (2002) supports this statement with, putting measures in place is very helpful towards marketers as their elements of the promotion are visual and not verbal, this means that M&S initially need to take into consideration a number of specific factors linked to the US’s environment and to successfully do so they must take into consideration language, colours, values, business norms, and religious beliefs (Skarmeas et al., 2019).


3.2 Market entry opportunities

[bookmark: _GoBack]According to Hollensen (2013) global market entry strategy is a planned distribution and delivery method of goods or services to a new target market in a different country, he adds that there are five different entry opportunities to choose from, these are, franchising, direct exporting, partnering up, joint ventures, and just buying a company. Ali et al., (1993) adds that “companies go international because they want to grow and expand operations” and the benefits of this include generating more revenue, competing for new sales, and investment opportunities. However, Karakaya (1993) tells us that common barriers to entry include high start-up costs and other obstacles that prevent new competitors from easily entering an industry or area of business, although barriers do benefit existing firms because they protect their revenues and profits, which is a huge strength for M&S (Chen et al., 2002). 
	On M&S’s international corporate website (2020), they mention that they work with international franchise partners to extend their reach for their brand to even more customers around the world, and each franchise partner they work with enables them to benefit from their local market expertise and gain better access to prime retail locations. Al-Futtaim is one of the most progressive regional business houses headquartered in Dubai, they are structured in four divisions, Automotive, Financial Services, Retail Estate, and Retail, and it operates for M&S in 12 different countries including Singapore (Ahmed, 2016). 
	As Al-Futtaim are already working with M&S in many international countries and have done since 1998, Stephen Rayfield, the vice president of M&S at Al-Futtaim said “We are delighted to strengthen our long-term partnership with M&S and expand Al-Futtaim’s international footprint” and Paul Friston, M&S’s international director added “We have substantially reshaped out international business, which has improved profit and positioned us well for growth. Al-Futtaim is the ideal partner for us to develop and grow within future international developments” (Aljowaidi, 2015). Both of these statements tell us that a franchise is the best option for the company as they have already been so successful. Due to the fact that M&S released a statement that Al-Futtaim is their ideal international partner, this means that they have helped them to become as successful as they are, but will this work in the US? (Young, 2016)
According to Larkan et al., (2016), companies who have already worked with partners and have experienced positivity, should continue to work with them in other countries as they will know exactly how they work and will follow the same types of strategy plans but just with different aims and objectives to fit the different country. However, Easterlin (2015) informs us that the US is very different to other countries as relationships tend to take more time over in the US due to trust and sticking to what you know with other big brands. This means, M&S have full potential for expand to the US regarding they take into consideration all of the US culture.  

4. Conclusion 

To conclude this report, M&S have full potential to expand to the US for a number of different reasons, firstly, the company they already partner with internationally have allowed the brand to turnover billions and M&S put out a statement saying they want to continue to work with them for future developments. However, M&S must ensure that they are aware of how the US work with business, including current trends, how relationships are formed, and how their consumers expect to be valued through needs and wants.

4.1 Recommendations  

As previously mentioned, M&S have full potential to expand to the US, however, in order to do so successfully they will benefit from continuing to work the Al-Futtaim as the company have already allowed M&S to turnover billions and helped them to adapt to the different international countries, whereas it would be too much of a risk to join partnership with someone else as it can take a very long time to build up trust and notice if they are best suited to working with the brand (Galkina et al., 2015). 
	If M&S keep a close eye and keep up to date with how the US work with consumers and generally in the business world, then they have no reason as to why they won’t work. We know that they haven’t entered the US yet but as they are the biggest growing economy, this has the potential to meet M&S’s aim to build a scalable business internationally. 
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