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1 - Indicative title

International expansion adaptation x standardisation: a case study of Marks and Spencer with a potential expansion in Brazil.
2 – Introduction
The research report will focus on how Marks and Spencer can expand internationally in Brazil. The report will be based on a case study in order to identify if Marks and Spencer should adopt their products to the Brazilian culture or follow the same standard that the company uses in Europe. A background of the study will be presented followed by the aims and objectives of the research. 
The research question will be identified after the aims and objectives, followed by the critical literature review which will cover what were published about the selected title to justify the topic chosen. The research method will include the research design, the type of research, the data collection design, the data collection techniques, the target population, the type and the size of sampling, the data analysis, the elimination of bias and the ethics aspects. A conclusion will be made to address the expected outcomes.

3 – Research Problem
Expanding the brand internationally is not an easy task. Considerations must be done in order to clarify if is worth make business abroad. Issues such as cultural issues can be determinant in the strategy and standards of the companies.

Marks and Spencer were chosen in this research report because the company is already established in UK with more than 450 stores and is also established in more than 25 countries worldwide. 

There are a lot of cultural issues that Marks and Spencer will find in Brazil. For example, the food and eating habits in Brazil is totally different from UK. Normally in Brazil is served coffee, milk, bread, jam and butter, sometimes cheese and ham, with fresh fruit. During the lunch the workers have at least one hour break to lunch. The workers leave their offices to eat with their colleagues and friends in restaurants and coffee shops. The dinner time is the “family” meal where it is served at night and everybody have a dinner together. There is no take away where you can eat on the bus, or in the car or even walking as it can be seen in UK. People in Brazil prefer to buy their food in a monthly or weekly basis, and they prefer to cook themselves instead to buy frozen and ready meals. 
Another cultural issue is the way people in Brazil do their shops. There are a lot of shopping centres in Brazil where people can go shopping. The shopping centres in Brazil contain different stores in different sectors and it is part of the culture people going there to do shopping. Marks and Spencer will have to face different types of competitor from big retailers to very small retailers.
4 - Aims and Objectives

The aims and objectives for the research can be seen as follow:

· To review extant conceptual models and theoretical frameworks related to adaptation and standardisation and its applicability to Marks and Spencer;

· Identify what is worthier in a potential international expansion to Brazil between adaptation and standardisation the products; 

· Identify the cultural issues; 

· Analyse the potential level of acceptance in the region chosen to open the stores.

5 - Research Question

The main question to be answered in this research is to identify what is better to Marks and Spencer between adaptation and standardisation processes of products when the company go internationally, in this particular case, to Brazil.
6 - Literature Review
According to G1 (2009), in February 2009, the retail sector in Brazil had a growth of 5.6% comparing to February 2008.Tthe good results of retailing in general in February reflect the continued increase in income. The crisis did not affect the labor market in Brazil as occurred in other countries, which benefits the retailer.

The Brazilian consumption should rise from R$1.74 trillion to R$1.86 trillion (£580 billion) in 2009 where 51,4% of the consumption in the Southeast region, 18,8% of the consumption in the Northeast region, the region South with 16,3% of the consumption, 7,8% of the consumption in the region of Central West and the region North with 5,7% of the consumption (Globo, 2009).
Brazil is one of the world's largest retail markets. The sales in the industry have been growing strongly since 2003 and are expected to continue at this momentum only over the next few years as constantly declining inflation rate allows for continued expansion of real incomes (increasing demand for non-durable consumer goods) and credit conditions ease (sustaining demand for durable goods). A process of consolidation of the retail industry has been underway but overall, the market remains relatively fragmented, indicating substantial scope for the larger players to grow their market share in future. The top five supermarket chains account for approximately 40% of total sales. Three players, Brazil's Pão de Açúcar, France's Carrefour and US's Wal-Mart, currently dominate the market, (PRlog, 2008).
 
Retail sales volumes in Brazil crept higher in February 2009 for the second straight month, rising 1,5% from January 2009. Sales have been expected to increase 1,1% on a month-on-month basis, according to the median forecast of 19 analysts surveyed by Reuters. Estimates ranged from an increase of 0,20% to 2,50% (CNBC, 2009).
According to the Brazilian Institute of Geography and Statistic (2009), in January, sales had risen 1,40% on a month-on-month basis, bouncing back after three straight months of declines. When compared with the year-earlier period, retail sales rose 3,8% in February. The specialists were expected to climb 3,65% on a year-on-year basis. Estimates ranged from an increase of 0,6% to 5,6%. 
According to Calantone et al (2004), standardisation means selling the same product in the same markets, without any change in the process that the product is produced. The author also evaluated that customers in different countries have different requirements and use conditions which a standardised product may not satisfy the needs.

According to Czinkota and Ronkainen (2004), there are products which need small modifications and some products which need much more adjustments. The authors also said that it can modify the label, packaging, measurement units, logos and brand name of the products.
According to Jobber (2001), adaptation can improve the performance of business. The fact that markets in different countries have not the same characteristics it is necessary to adopt the marketing mix to customize the product in order to satisfy the buyer’s needs in each market. 

7 - Research Methodology

7.1 - Research Design
A case study will be adopted for the research. Robson (2002) defines case study as ‘a strategy for doing research which involves an empirical investigation of a particular contemporary phenomenon within its real life context using multiple sources of evidence’. 
Yin (2003) also highlights the importance of context, adding that, within a case study, the boundaries between the phenomenon being studied and the context within which it is being studied are not clearly evident. The case study strategy gives a rich understanding of the context of the research and the processes being enacted (Morris and Wood, 1991). 
The research will use an inductive approach with the philosophy of the interpretivism due that the study will need to collect data to develop a theory and make the decision instead of the deductive approach which is linked with hypotheses and testing the hypotheses.
7.2 - Type of Research
There are two types of research which are qualitative research and quantitative research. In this study it will be used the triangulation, once both quantitative research and qualitative research will be done to collect data. 
7.3 - Data Collection Methods
In this research the data collection methods will be semi-structured interviews and questionnaires. The semi-structured interviews will be used to collect qualitative data. It will have between 6 to 8 questions and it will be audio-recording because it has many advantages such as more concentration on questioning and listening, re-listen to the interview, it allows direct quotes to be used and so on. 
On the other hand, it may affect the relationship between interviewee and interviewer due the focus on the audio-recorder, it can reduce the reliability and it also takes time to transcribe the audio-recording. The semi-structured interviews will be done with management level at Marks and Spencer.
The quantitative data will be collected through questionnaires which will have around 10 question mixed in multiple choice, open and ended questions as well. It will be applied to people on the street with the objective to test the customer acceptance in terms of receiving a product from a new company. 
Other alternatives such as focus groups and group interviews would be good alternatives but due the level of difficulty being too high to book appointments with management level, the most appropriate methods to collect data from the management level was the semi-structured interviews.  

7.4 - Target Population

For the purpose of the study the target population, which is the total collection of elements that the study was intended to make some inferences are management level at Marks and Spencer and people in Brazil, focused on the Southeast region of the country, in Sao Paulo, due the higher rate in retail sales that is expected in the country during 2009.

7.5 – Sampling

Sampling is the collection of information from a portion of the total population and on the basis of the information collected from the subset, to infer something about the whole target population (Ghosh, 2002). The sampling techniques available can be divided in two types: probability/representative sampling or non-probability/ judgemental sampling. The probability samples is often associated with survey and experimental research strategies and non-probability samples is more frequently used when adopting a case study strategy (Saunders et al, 2007).

The research will use an inductive approach with the philosophy of the interpretivism due that the study will need to collect data to develop a theory and make the decision instead of the deductive approach which is linked with hypotheses and testing the hypotheses.

7.5.1 - Size of sampling 

Brazil has 180 million people. The region chosen for the study was southeast, specifically in Sao Paulo were there are 20 million people. According to Brazilian Institute of Geography and Statistic (2009), most of the studies done in Brazil the size of sampling chosen is around 1,000 people.
For this specific study the size of sampling will be around 810 people where 10 people from management level of Marks and Spencer will be interviewed and 800 people will be asked to answer a questionnaire. 

7.6 - Data Analysis

According to Ghosh (2002), the purpose of data analysis is to build up a sort of intellectual model where the relationships involved are carefully brought out so that some meaningful inferences can be drawn. Analysis of data is to be made with reference to the purpose of the study and its possible bearing on the scientific discovery. Analysis is made with reference to the research problem at hand or the hypotheses. The first step in the analysis of data is a critical examination of the assembled data. A total of 800 questionnaires will be collected and 10 interviews will be done.

The questionnaires will be entered in the computer using Microsoft Excel to make graphs of the demographics and customer perception/acceptance of the new company in the market. Interviews will be audio-recorded and transcribed (Microsoft Word) which will be reproduced as a written document. 

7.7 - Elimination of Bias

According to Cooper and Schindler (2003), the characteristic of sound measurement is that the tool used should be an accurate counter or indicator of what one is interested in measuring. In addition the tool should be easy and efficient to use. There are three major criteria for evaluating a measurement tool namely validity, reliability and practicality.

Validity refers to the extent to which a test measures what you actually wish to measure. For this study, different sources of evidence, semi-structured interviews and questionnaires will be researched. 

Reliability has to do with the accuracy and precision of a measurement procedure while practicality is concerned with a wide range of factors of economy, convenience and interpretability. In an attempt to eliminate bias during the study, the following steps will be taken: The questionnaires and interview will be subjected to a pilot study to measure their suitability, validity and reliability before being finally used in the field. Also for the interviews, the questions will be semi-structured and the same approach will be used for each individual person interviewed.  

7.8 - Ethics aspects

People participating of interview and questionnaires will be given a clear written description of the purpose and intended outcomes of the research. The type of information required for this research will follow the policy for anonymity and confidentially. 

The interview and questionnaire will be designed to examine to get informations only about what is related to the research topic, no confidential information will be required. 

7.9 - Study Limitations
Some issues such as not getting the right information from interviews due the amateurism of the author can be an issue. Other issue could be the travel expenses due the fact that the research needs to collect data from Brazil but on the other hand, there will not be any issue with visa status and how to get informations in Sao Paulo due the author is Brazilian and was born in Sao Paulo. 

To book the interviews, a formal letter will be done in order to appear more professional when contact Marks and Spencer. 

8 – Conclusion

The outcomes expected for this particular research can be defined as the acceptance from people in Sao Paulo the entrance of a new company in the retail sector. Other outcome expected is the definition of what can be worthier for Marks and Spencer going internationally between adaptation and standardisation their products. The last outcome expected is to identify the cultural issues that Marks and Spencer may face expanding internationally to Brazil.
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