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[bookmark: _GoBack]One reason why Marks and Spencer want to accelerate the growth of its international business is increased level of international competition which is making the world to become smaller with many markets becoming global. The second reason is the emergence of many overseas trading opportunities with clear scope to develop the business further. The third reason is that Marks and Spencer has many unique qualities which enable it to outperform competitors in the international market and hence should take advantage of such qualities to accelerate the growth of its international business. 
Q4
Quality refers to the features of a product or service that bear on its ability to satisfy stated or implied needs. Value is the worth in importance or usefulness derived from a product or service by the consumer. Service is a valuable action, deed, or effort that satisfies a need or fulfills a demand.
Market-orientation refers to a company philosophy focused on discovering and meeting the needs and desires of customers in the market through its product mix.
Entry strategy refers to the planned method of delivering and distributing goods or services to a new target market.
Customer service package refers to a clearly defined set of goods and services that customers recognize, value, and buy or use. 
Market position is the consumer’s perception of a brand or product in relation to competing brands or products in the market.
Chilled offer refers to an offer made in the market for prospective customers not known to the company.
Efficiencies of scale are the cost advantages that a company derives from its large-scale operation, leading to reduced cost per unit of output as the scale of operation increases.
Q5
Timing plays an important role in Marks and Spencer’s entry strategy into Germany as it helped the company to avoid high property costs the stiff competition between retailers that existed in early 1990s. By mid 1990s, market entry costs were falling and there was lack of differentiation between many of the retailers in Germany. This provided a prime time for Marks and Spencer’s entry into Germany as the company could establish a clear market position with its good value and consistently high-quality products. The success of this entry strategy resulted from good timing. 
Q6
Germany was such an attractive market for Marks and Spencer because Germany consumers had a clear appreciation of consistent high quality and hence Marks and Spencer products would perform well if they were sold at competitive prices in the market. In addition, Germany was the largest clothing and food market in Europe which provided a considerable potential for Marks and Spencer’s wider range of clothing, such as men and women’s tailoring and natural fibre knitwear. Germany as well had a huge snack lunch market, providing good potential for Marks and Spencer’s added value approach to its foods to thrive in the market.
One of the difficulties likely to be faced by any organization entering this market is the challenge to cope with highly competitive prices. Such prices may be too low for a new company to establish in the market without experiencing huge financial losses. Another potential difficulty for a new entrant in this market is the challenge to keep up with and maintain the quality demanded. As mentioned in the case, Germany consumers have a clear appreciation of consistent high quality and hence a new firm entering this market that cannot maintain the demanded quality will certainly not succeed. 
Q7
One of the factors that influenced the location of Marks and Spencer’s first Germany store was the target market for the company. The publicity campaign of the company had the purpose to target the middle of the market and raise consumer perceptions of Marks and Spencer’s products, something that influenced the location of the Cologne Store. Another factor is that Cologne has the best-loved shopping streets in Germany. Locating Marks and Spencer’s first Germany store in Cologne was necessary for the company’s visibility and accessibility to many customers in the country. 
