
Marketing Plan: Express 
  
Executive Summary: 
The clothing store, Express, is planning to bring its brand to London, England. The company is a 
trendy clothing brand that contains high quality clothes, accessories, and shoes for men and 
women. This would be the first Express outside of North America. Their mission statement will 
continue to align with customers in Europe, which states: “Express is the style source for 
fashion-forward young women and men, for everything from first job interviews to weekend 
parties. We believe in living for the moment, dressing for the moment, and having a strong 
individual style.” 
  
This year alone, Express has been focused on the installments of twenty-three factory outlet 
stores. To do this, they have closed sixteen retail stores, which is part of their plan to close fifty 
retail stores. It relies mainly on in-store purchases, as well as direct mail, email, in-store 
promotions, print, television ads, and social media platforms to spread awareness about the 
brand. Express will implement additional promotional strategies to continue targeting their 
primary consumers, young men and women ages twenty to thirty years old. They have also been 
targeting millennials with brand ambassadors: Kris Bryant, Kate Upton, and Steph Curry. 
  
The company is taking advantage of the success that they have made in North America to expand 
their market globally. Express would open their first store in the Westfield London Mall, located 
in the heart of the city of London. As a market challenger, they would then expand their market 
throughout England, starting with retail stores and then gradually opening factory outlet stores. 
  
With the introduction of Express in Europe, the primary marketing objective is to achieve 
$467.03 million in revenues. The company will increase their spending on advertising to 20% in 
the next quarter, with the majority of expenses going to Europe. They plan on increasing their 
market share by 3% in order to compete with other global brands in the fashion retail industry. 
  
Current Marketing Situation: 
  
Market Description 
Express is dedicated to serving with the customer in mind and with genuine passion and 
integrity. It began as a store for only women's attire and accessories, but in 1987, introduced a 
new brand of men’s clothing. The menswear brand was called “Structure,” but was sold to Sears 
in 2003, thus adding menswear under the Express brand. Their stylish, high quality clothing and 
accessories appeal to young men and women with multiple lifestyle occasions. Express’ jeans 
have highly contributed to the brand’s success. With the introduction of “DPD” denim in 2005, 
sales skyrocketed and many individuals wanted more. The “King of Prides” collection for men 



shortly launched, and in 2009, Celia Birtwell instituted her new collection of clothing. This led to 
many more collaborations and ideas, fulfilling customers’ desires. 
  
As a leading fashion retailer, Express is located in many malls and customers often shop off their 
website. They currently have 641 stores open and are planning on more openings globally. 
  
Competition is intense at the moment, and as a market challenger, Express intends to attack its 
competition with its presence in another country. They have international online sales, but with 
another country involved, Express can meet customers’ needs with a brick and mortar store 
internationally. Since Express is already doing well in Latin America, the company believes that 
they can target twenty to thirty-year-old people in Europe with their marketing strategies. The 
goal of Express is to “bring of-the-minute styles for every occasion,” and to expand their brand 
into the world. 
  
Product Review 
Jeans 

● Styles: 
○ Women: legging, cropped, super skinny, vintage skinny, skinny, straight, 

girlfriend, skyscraper, barely boot, boot, flare 
○ Men: super skinny, skinny, slim, slim straight, classic slim, classic straight, 

classic boot, loose straight, loose boot 
●  Features: 

○ High quality 
○ Comfortable fit 
○ Different washes and textures 
○ Lasts a long time 
○ Regular, long, or short lengths 
○ Women: Sizes from 00 to 18 
○ Men: Sizes from W28 L28 to W40 L44 

● Promotions: 
○ Buy one, get one 50% off 
○ All jeans $39.90 
○ Coupons are always available through direct mail or e-mail 
○ 50% off everything 

● Prices: 
○ $39.99-$108.99 

Suits 
● Styles: 

○ Women: Editor, Columnist, Publicist 



○ Men: Extra Slim, Slim, Classic 
● Features: 

○ Best quality 
○ Breathable, soft fabrics 
○ Multiple colors of suits 
○ Regular, long, or short lengths 
○ Women: Sizes from 00 to 18 
○ Men: Sizes from W28 L28 to W40 L44 

● Promotions: 
○ 50% off entire suit set 

● Prices: 
○ $29.99-179.99 

 
One Eleven Collection 

● Women’s comfort wear 
○ Tops, bralettes, sweatshirts, hoodies, leggings, lounge pants, jogger pants, and 

dresses 
● Features: 

○ Comfy chic look 
○ Soft to the touch 
○ Basic items 

● Promotions: 
○ 50% off everything 

● Prices: 
○ $16.90-$98.90 

  
Express is prepared to offer their products in Europe for prices higher than the prices in North 
America. This will increase the value of the brand in Europe. The company will also continue 
discounts and coupons for loyal customers, and promote the Express reward program. Perks of 
the NEXT reward program include accumulating points (ten points for every one dollar spent) to 
earn spending cards and exclusive offers just for NEXT members. 
  
Competitive Review 
Two brands that offer products similar to Express are Abercrombie and Fitch and American 
Eagle Outfitters.  
 
Abercrombie and Fitch offers clothing for men, women, and children. Express is at a 
disadvantage because they do not cater to kids. They have stores worldwide, including in 
Canada, Belgium, China, Denmark, Qatar, Spain, and the United Kingdom. Their main target 



consumers are young men and women aged eighteen to twenty-five, with their marketing 
strategies emphasized in television commercials and magazine advertisements. Promotion 
strategies include marketing lines like “enduring style, always evolving” and “near-luxury.” The 
company’s sales were rapidly declining due to an unclear brand identity and sensual models 
repping their brand name. But they have managed to create a more sophisticated and classy style 
that is now back in the fashion retail industry competition. However, Abercrombie and Fitch has 
been lowering their original prices on their products, which leaves customers wondering why 
their products are much cheaper than usual. Express could take advantage of this opportunity 
with the introduction of their brand into Europe and gradually into other global markets. 
Abercrombie and Fitch holds a market share of 2.41% while Express holds 2.13%.  
 
American Eagle Outfitters is another close competitor with Express. They understand that their 
consumers experience shopping digitally through their mobile phones, on laptops, and through 
notifications from apps. This company knows that they have to campaign through these 
platforms in order for consumers to be aware of their brand and invest time into their brand. An 
example is allowing customers to reserve merchandise online while stores are notified and can 
check if the item is in stock. A notification is sent to the customers’ phone and they can pick it 
up in the store until the closing of the next business day. Convenience for the customer is their 
top priority, and their customer service in store is extremely efficient. Their brand emphasizes 
unique individuals and a collective mix of identities that engage consumers. While they run over 
1,000 stores in the United States, Canada, Mexico, China, Hong Kong, and the United Kingdom, 
they are also able to boost their online profits as well. Their revenue was $844.6 million for the 
last quarter, which increased $22 million from the quarter before that. Express needs to keep up 
their promotion efforts to continue competing with American Eagle Outfitters.  
  
Distribution Review 
Express is privately owned under the Golden Gate and Limited brands. The products from 
Express will be distributed across North America, with an opening in the United Kingdom. 
Express retail stores are located within general shopping malls, and the factory outlets are 
located in outlet malls.  
 
Threats and Opportunities Analysis: 
 
Threats 

● Competitors: Abercrombie and Fitch and American Eagle Outfitters have been doing 
well overall, and are in competition with Express for market share and consumers.  

● Research and Development: Express does not invest in research and development, which 
could hurt them in the long run in global markets. Their competitors do invest in R&D, 



and could benefit from it. They need to continue being a market challenger and innovator 
in the market. 

 
Opportunities 

● NEXT Reward Program: Express will continue its program that keeps customers coming 
back to Express and shopping for their next job interview, or their next party. When 
customers come into the store, they peruse the racks and aisles and rarely come up empty 
handed. With the reward program, customers are inclined to shop more and boost profits. 
When a customer downloads the app, they automatically get 15% off, and can even find 
coupons while on it. Keeping customers enrolled in the rewards program will guarantee 
their loyalty to the Express brand. 

● Social Media: Express will bring awareness to its’ opening in England through various 
social media platforms, which are the main methods of communication and advertising 
nowadays. The company will take advantage of Facebook, Snapchat, Instagram, and their 
website to promote the new store. 

● Brand Ambassadors: In 2014, Express signed model Kate Upton, and athletes Steph 
Curry and Kris Bryant to attract millenials. This action resulted in four straight quarters 
of double-digit earnings growth. Express could gain more financial growth and 
sustainability through hiring other celebrities to promote their brand to other target 
markets.  

● Collections: Express has the opportunity to connect with celebrities and collaborate on 
ideas for clothing and accessories for both men and women.  

● Factory Outlet Stores: Many individuals like a good deal, and outlet malls are ideal for 
this target market.  

 
Objectives and Issues:  
 
First Year Objectives 
Express is preparing to introduce their stylish brand to England, and they will invest 20% of their 
expenses on advertising. Furthermore, they will hire celebrities that align with their mission 
statement: “Express is the style source for fashion-forward young women and men, for 
everything from first job interviews to weekend parties. We believe in living for the moment, 
dressing for the moment, and having a strong individual style.” They will also create inspiring 
and attractive creative content to entice the consumer into wanting to be a part of the Express 
community. Their sales goal is to make $467.03 million in revenues this year.  
 
Second Year Objectives 
Express will be collaborating with two celebrities, one male and one female, to promote the 
brand. For the second year, the goal is to make $478.5 million in revenues.  



 
Issues 
In bringing Express to England, the main issue will be attracting millennials and ensuring that 
Express is a viable brand to shop at. There might be brand loyalty elsewhere in England. 
  
Marketing Strategy: 
Express is positioned at a More-for-Same value proposition. This will create an attack on its’ 
competitors value proposition by offering more for the same price. Express allows clothing and 
accessories that follow the latest fashion trends. They want to increase their market share of 
2.13% up to 5%. More fashionable pieces will be released in the next few years and all parts of 
the marketing mix will remain. The England store will be available for consumers to shop at 
during Quarter 1 in 2018. Express will continue its efforts in promoting the brand through 
advertising through social media platforms, direct mail, email, print, and television 
advertisements. 
  
Action Programs: 
 
Quarter 1 
Express employees will carefully choose representatives to promote the brand, and educate them 
on what the brand really means. The store in England will open in February of 2018. Express 
will utilize social media to notify potential customers of when the launch of this store is. The 
Human Resources Department will be educating the future employees of Express about new 
products and promotions that are happening around the store. Express will also make sure to 
have influencers in England help promote the opening.  
  
Quarter 2  
By this time, Express will have opened and the brand will be made known to England. 
Promotions will be happening to attract consumers into the store and the Express brand will have 
advertisements up on social media and around England. 
 
Quarter 3 
To enhance the shopping experience, a celebrity will make a surprise appearance at the store 
with a mini concert for a lucky audience of 100 people. They will help increase sales and shop 
with customers for the day. 
 
Quarter 4 
A contest to upload a video about our brand will be made available for anyone to enter. The 
contest will offer a prize of $1,000 to shop at Express. This will be done again in the future to 



advance awareness about the brand. Express will also open up two more retail stores and one 
factory outlet store in Europe. 
  
Projected Profit-and-Loss Statement: 
  

Quarter 
(2018) 

1 2 3 4 

Revenue 467,030,000 478,540,000 498,650,000 487,980,000 

Gross 
Profit 

126,990,000 131,470,000 148,800,000 151,400,000 

Cost of 
Goods Sold 

340,030,000 347,060,000 349,085,000 351,430,000 

  
Express expects to make $467.03 million in revenues for the first year. The company plans on 
selling 4,780,372 items from both retail stores and factory outlet stores. Express projects that 
their gross profit will end up being $151.4 million in Quarter 4.  
 
Controls: 
Express will ensure the installment of control measures and regulations within the operations of 
the company. Through this, Express will monitor customer feedback, and check that all 
management is running smoothly and operating efficiently. Contingency plans will be 
implemented into the company to detect any changes in the competition and the target market. 


