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Part I: Introduction  

a) Introduction:  

The purpose of this project is to evaluate and create a strategy for the brand Dolls Kill for 

international expansion. Through our marketing and merchandising expertise, we have 

created a plan to prosper the brand, and entice Dolls Kill to expand internationally into an 

international country. With extensive research of both countries including market analysis, 

culture analysis, merchandising, distribution and entry strategy aspects we were able to create 

a successful and seamless plan for international expansion for the Dolls Kill brand. We have 

collaborated with our knowledgeable marketing team members located both domestically and 

internationally for this project.  We have identified that the ideal countries for Dolls Kills are 

Australia and Japan and the following report will provide details to our findings.   

2) Part II: Company background 
a) Company background:   

Dolls Kill is currently an international e-commerce fashion brand. The brand was 

founded on December 28th, 2011 by Bobby Farahi & Shaudi Lynn. Bobby Farahi operates as 

the Chief Executive Officer of the company, and Shaudi Lynn is the Chief Operating Officer. 

Dolls Kill brand was created to “empower girls to unleash [their] inner ‘I don’t give a fuck,” 

says Farahi. Dolls Kill was named by Inc. Magazine in 2014 as “Fastest Growing Retailer.” 

Dolls Kill was founded in San Francisco with the goal to empower young people of all 

genders, and sizes. Dolls Kill’s headquarter is located at 2525 16th St. #411, San Francisco, 

CA 94103. Presently Dolls Kill operates through its ecommerce website: 

http://www.DollsKill.com and two brick and motors locations. The first store opened in 

August 2017 in San Francisco at 1475 Haight St., San Francisco, CA. PR Newswire stated 

that the San Francisco location is 1100 sq. ft. The second store location was opened roughly a 
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year later in August 2018 at 415 North Fairfax, Los Angeles, CA 94117. PR Newswire 

described the new location to be 6000 sq. ft of “industrial nightclub.” The types of 

merchandise carried by online and physical store are clothing, shoes, accessories, dog 

accessories, beauty, and skincare. The merchandise is curated based on the “Dolls” that are 

an embodiment of the brand. Currently there are six personas: Coco, Willow, Kandi, Mercy, 

Darby, and Mia. These six personas help make the marketing mix in shaping the desired 

aesthetics of goods being sold at Dolls Kill. The marketing range will vary from bubblegum 

pop, sporty, goth, free spirit, kandi raver, and more. Dolls Kill also features specialty 

collaborations from time to time from brands like Delia’s, and Doc Martens. 

b) Type of Retailer 

The type of retailer Dolls Kill is considered would be a unique retailer. Dolls Kill is in 

possession of being a unique retailer because the merchandise mix is very unique to the 

brand. The brand curates’ collections that are able to pioneer in new ventures. A great 

example is when “Dolls Kill took a former gas station and turned it into their version of the 

ultimate convenience store. It offered spiked Slurpee-like drinks and popsicles, as well as a 

limited-edition collection inspired by the convenience store lifestyle.” (Asch) Dolls kill has 

been aggressive in expanding in their niche market of rave, misfit, club going merchandise. 

Dolls Kill is also able to develop unique communication with its customers from social 

media interaction to utilizing followers as models. Dolls Kill has been able to capitalize in 

their approach of allowing customers experience the brand through digital realm just as much 

as physical realm. This brand is a lifestyle brand, and they are located in major cities like San 

Francisco and Los Angeles. 

c) Reason for International Expansion 
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A major reason for Dolls Kill to enter an international market would be to be able to have 

a first mover advantage. There is a pull factor to foreign markets like the high growth in 

international online sales.  There are also lower tariffs in Japan, while Australia is an open 

market with minimal restrictions. There would also be return on investment in penetrating 

markets that are similar to the current American retailers like in Australia. They have music 

festivals like in U.S. like Ultra and EDC. This is the market Dolls Kills thrives on in the U.S. 

on music festivals and raves. Data suggest that most clothing consumed in Japan is imported, 

and in both markets women’s retail is the strongest. In these markets due to the uniqueness of 

the retailer Dolls Kill wouldn’t need to adapt much of its products to the culture. The 

American brand would do well, and while there isn’t much of a competition in America to 

the brand because of its uniqueness it is optimal to capitalize as a first mover to integrate its 

specialty retailing to an international market. The ability to deliver a unique lifestyle brand to 

similar festival goers, and people that want to celebrate their individualism. For these reasons 

Dolls Kill should next enter international market. 

d) Dunning’s Eclectic Theory 

In regard to Dunning’s Eclectic Theory we will explore the three theory focuses and how 

it correlates to Dolls Kill.  When it comes to the theory of ownership, Dolls kill has an 

advantage in merchandise that is all unique. Often times the brands they buy clothing from 

creates specialty merchandise just for Dolls Kill from limited edition shoes or special 

collaboration clothing just for the retailer. The type of asset-based advantages includes all 

unique merchandise and special curated collections. Dolls Kill is also wholly owned, and this 

helps have full ownership advantage with internalizing company secrets. 



 5 

Dolls Kill also has a locational advantage with both countries. The patterns of life are 

similar in Australia to California where Dolls Kill is based out of. In both regions there is a 

closeness to the oceans and digital age that both strive in. I think there will a greater positive 

effect in Australia because they also have similar festivals, and acceptance of individualism. 

Earlier I also stated there was a pull factor of being able to have a competitor’s advantage. 

Dolls Kill would have the ability to target their specialty market. 

Lastly when it comes to dunning’s internalization Dolls Kill is fortunate to have a close 

nit company. Being wholly owned allows the company to rapidly turnover merchandise and 

control their leadership in innovating specialty goods. It is understandable that it might be 

tough for the company to protect all of its innovations but with loyalty from its dolls the 

company is set to thrive. While it may seem like an expensive feat to handle Dolls Kill is 

constantly able to grow it resources. Tech Crunch reported that Dolls Kill is raising $15 

million in new equity funding which could be used to assist in the global expansion and 

helping. All these factors are proof that Dolls Kill will do well in global expansion. 

1. Country 1: Japan 

a. Population Description 

Japan has a population density almost 7 times higher than the world average. It is not 

evenly distributed; the largest city is Tokyo. Tokyo has more than 35 million inhabitants. 

The population is made up almost entirely (about 99%) of Japanese, with ethnic minorities 

of Koreans, Chinese Galicians, Filipinos, Peruvians and Brazilians, as well as a few foreign 

workers. Today the total population of Japan is 126 million individuals. Japan’s median age 

is 48 years old. Moreover, in recent years, deaths have often exceeded birth rates, leading to 

a substantial decrease in the Japanese population. Life expectancy in Japan is one of the 
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highest in the world: 83.5 years. It has one of the lowest mortality rates in the world 

(9.54/1000 ab), with an equally low birth rate (7.64/1000 ab) which leads to an effective 

decrease in the population and its progressive ageing. The Japanese population enhance the 

importance of the group and community needs. The urban population is different from the 

rural one, as a result, those who live away from the big cities adhere more frequently to 

traditional religions and customs and hold conservative social opinions. On the contrary, 

Japanese that live in metropolis area are more active, trend leading, and like innovation. In 

addition, they travel frequently and consume a wide range of media: print, broadcast, niche, 

and foreign.  

b.  Macro-Marketing decision-making framework: 

 The government is a parliamentary constitutional monarchy and the legal system is a civil 

law system based on German model; system also reflects Anglo-American influence and 

Japanese traditions. Over the past 70 years, Japan has faced government-industry cooperation, 

a strong work ethic, mastery of high technology, and a comparatively small defense allocation 

(slightly less than 1% of GDP) have helped Japan develop an advanced economy Under the 

Abe Administration, Japan’s government sought to open the country’s economy to greater 

foreign competition and create new export opportunities for Japanese businesses, including by 

joining 11 trading partners in the Trans-Pacific Partnership (TPP). Japan is among world's 

largest and most technologically advanced producers of motor vehicles, electronic equipment, 

machine tools, textiles, and processed foods. Japan has had a history of revolving-door 

leadership in recent years. Prime Minister Shinzo Abe has been in office since 2012 and 

elected to a historic third term in 2017. He has provided much-needed political stability and in 

the late 2019 he became Japan’s longest-serving prime minister. Property rights are enforced 
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effectively. Japan’s independent judiciary applies commercial laws consistently. Levels of 

corruption are low, but close relationships among companies, politicians, and government 

agencies foster an inwardly cooperative business climate that is conducive to corruption. As 

of May 2019, measures have expanded the list of business activities in which foreign 

investments are subject to prior notification requirements. The financial sector is vulnerable to 

political influence.  

c. Culture 

According to Hofstede’s model, Japanese culture is mildly collectivist. The group is more 

important than the individual however, this mindset is not as prevalent in comparison to other 

Asian countries. Japanese society is extremely masculine, but competition exists between groups 

rather than individuals. Changes are hard to make in Japanese society in part to their high level 

of uncertainty avoidance, but this does not stop individuals from pursuing better lives. In fact, 

although the Japanese can recognize their “place” in different social settings, the general belief is 

that one can earn a better life if they work really hard.  

Japanese culture is highly contextual. They rely heavily on body language to 

communicate with one another. This behavior may appear to be standoffish and a bit cold, 

however Japanese people are very loyal, welcoming, and helpful. In fact, some of the elderly will 

offer free calligraphy classes to connect with others and pass down the art form to younger 

generations. It is common for Japanese people to have friendships that last for life. Despite this, 

personal space is important in this culture. Oftentimes, people wearing hygiene masks on the 

street are doing so not because of an illness, but simply for a little privacy.  

Japanese people are also very punctual (The Importance of Punctuality, 2017). They tend 

to arrive to work five minutes early. Furthermore, they are known to be conspicuous consumers. 
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This means that they purchase luxury items to enhance their status in society. Although they 

shop for the most exclusive, expensive products, they would much rather share among friends 

than buy their own. In business, Japanese partners take contracts loosely. According to Japan 

Industry News, 19% of Japanese owners do not consider contracts to be important (Watanabe, 

2015). This could pose a threat to international companies that follow strict deadlines. 

d. Retail Environment 

 Japan is one of the world's largest apparel markets, totaling US$67bn in 2018 and ranked 

third after the European Union (US$380bn) and the United States (US$284bn). Like many 

other developed economies, most clothing consumed in Japan is imported, making the 

country a huge sourcing and marketing opportunity for fashion firms and sourcing agents 

around the globe. Similar to many other markets, of the items sold in 2017, 62.1% were 

women's wear, 29.0% were men's wear, and around 9.0% were children's wear.  

 While e-commerce has been growing particularly fast, Japanese consumers still shop 

mostly at brick and mortar clothing stores. As shown in Table 2, apparel is sold through a mix 

of traditional and new formats. However, despite the increasing competition from e-

commerce, conventional store-based retailers such as specialty clothing stores and department 

stores still play a dominant role in the market. As of 2018, Japanese consumers purchased 

nearly 80% of their clothing in physical stores. 

 Some of Japan’s current leaders in the retailing market is Uniqlo. Japan is a subsidiary of 

Fast Retailing Co., Ltd, which is the nation's largest apparel retail chain with a 6.5 percent 

share in the Japanese apparel market, and 841 stores present. UNIQLO differentiates itself by 

providing unique and high-quality clothing for a reasonable price. Shimamura is the second-

largest clothing chain in Japan after UNIQLO. The following Japanese brands are particularly 
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popular among young people: SNIDEL is a Japanese women’s brand and popular among 20-

30-year old individuals. Lily brown takes in not only a vintage and but also a current trend 

and uses the kind of color. Redyazel is “New and sexy girly”. REDYAZEL proposes the neon 

girlie of next generation, a combination of advanced and elegant color.  

e.  Currency 

 Looking at the currency between Yen and US Dollar is: 108 Yen for have 1 Us dollar. 

The volatility of this Change in the current years goes from 101.182 to 112.2255. Taking in 

consideration: First, regarding investment they become cheaper.  This is thanks to the 

depreciation of the Yen. Secondly, when considering selling in the Japanese retail market, 

taking into account the U.S. products become more expensive. This situation is not attractive 

for the American company.  

 

2. Country 2: Australia  

a. Population Description 

Australia first inhabitants were the Aborigines, and the original Torres Strait Islander 

populations have lived in Australia for at least 40,000 years. The rest of Australia's population 

is made up of immigrants or descendants of immigrants from around 200 countries. Today, 

Australia has a population of 25 million, a median age of 38 years old and a female 

population between 14 and 28 of 2.592.561 peoples that represent 10.22% of the total 

population. 91% of the country's population live in urban areas and about 68% live in 

southern and eastern states. Australian are open-minded and establish good social relations. 
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Australians have a lot of interests and seem flexible in their lifestyle choices; the majority are 

interested in water sports. Education, career achievement, and professional knowledge are their main 

personal focus. The presence of youth, education and employment, leads Australians to be open to 

innovations and changes in cultural traditions. 

b.  Macro-Marketing decision-making framework: 

 The government is a federal parliamentary democracy under a constitutional monarchy. There is a 

common law system based on the English model. Australia is an open market with minimal 

restrictions on imports of goods and services. The process of opening up has increased productivity, 

stimulated growth, and made the economy more flexible and dynamic. Australia is internationally 

competitive in financial and insurance services, technologies, and high-value-added manufactured 

goods. They have a transparent investment framework. So foreign firms can compete with domestic 

companies on equal terms. The financial sector is competitive and well developed.  

 Australian economy experienced 26 years of uninterrupted economic growth. It is the only 

country of the OECD that did not enter into recession during the financial crisis. It holds one of the 

highest growth rates of the developed world and being the world’s 13th largest economy. In 2019, 

Australia’s GDP growth amounted to 1.7%, a 1% decrease when compared to the previous year. The 

country also benefits from large-scale exports of agricultural products and a vigorous financial sector. 

For 2020 and 2021, the IMF foresees a GDP growth of 2.3% and 2.6%, as it expects household 

consumption to rebound following a continued strengthening in the country’s labor market. 

c. Culture 

According to Hofstede’s model, Australian culture is highly individualist (Country 

Comparison, n.d.). People are expected to look after themselves and their immediate families. 

Australian society is more masculine than feminine. They are proud of their accomplishments 

and resolve conflicts at the individual level with their goal being to “win”. Australians are 

very intermediate when it comes to their comfort in uncertainty. Also, they do not practice a 
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strong power distance. In their organizations, the hierarchy is convenience based. Higher-

ranking workers like managers and supervisors rely on individual employees and teams.  

When speaking with one another, Australians typically keep an arm’s length. Men and 

women tend to keep a bit more space if they do not know each other very well (Country 

Comparison, n.d.). Consistently over the years, Australian cities are becoming densely packed 

with the addition of multiple high-rise buildings. This rapid urbanization is causing an 

environmental issue (Shah, 2016). According to Inside FMCM, ethical consumerism is on the 

rise in Australian shopping behavior. In fact, 72% rank ethical brand behavior among their top 

three priorities in shopping for products with 34% saying they will buy sustainable products 

and 31% will not purchase from brands that do not share their values (Lucio, 2019). 

According to Australian Culture (n.d.), Australians speak directly, but with a level of 

sensitivity when being critical. This supports their low-context culture that relies on verbal 

communication. Light-hearted humor and swearing is common in most conversations. When 

speaking, making eye contact is important so that both parties feel trusted. Moreover, 

Australian friendships are loyal. In fact, friends are typically relied on more than family 

during tough times (Australian Culture, n.d.). Qualities they look for in friends include 

humility, trustworthiness, simplicity, and directness. Timing is important as well; Australians 

prefer people to be punctual and negotiations tend to move quickly. Currently, Australia has 

free trade agreements with eleven countries (Australian Culture, n.d.). They are discouraged 

by haggling and will likely end a negotiation as a result. Overall, they like their business and 

personal interactions to be straightforward and low-pressure with respect to time.  

d. Retail Environment  

Australia has a wide range of shopping options, especially in large cities such as Sydney 

and Melbourne, where there is the largest number of shopping centers, department stores and 
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street-lined stores. In 2018, total retail sales were estimated to be $141 billion, which was 

equivalent to 7.4 per cent of Australia’s gross domestic product. The ‘Retail Trade’ sector 

accounts for 10.2 % of the Australian workforce and approximately two thirds of which are 

employed in shopping centers. (U.S. retail industry generated $1.14 trillion in value-added. 

That's 5.9 percent of U.S. gross domestic product). Sydney and Melbourne have the top 

luxury retail markets. The average store size is of 800 square meters. The preferred place to 

shop in Australia is malls. This is because accessible shopping opportunities for communities. 

Malls meet consumer’s needs of free or low-cost parking, noise free and less pollution of the 

main streets and offering a wide range of retailing choice. Malls became also a popular 

community meeting place for young generations, due to the opportunity to combine leisure 

and shopping. Competitors for Dolls Kill in Australia are several, we divided them into 2 

categories: physical shop, and online shopping. The physical shop would be Top Shop, Zara, 

Princess Polly, Rowe, and Nasty Gal. The online shops include Missguided, Hello Molly, 

Pretty Little Thing, and Showpo. 

e.  Currency 

 Looking at the currency between Australian Dollar and US Dollar the change is: 0.6047 

Us dollar for buy an AU dollar. The volatility of this change in the currency goes from 

0.55088 - 0.70418. Take into consideration when it comes to investment, in this case the 

investment become more expensive and not convenient due to the appreciation of the 

Australian dollar. The second consideration regarding the convenience of selling in the 

Australian retail market, taking into account this positive trend, the U.S. product become more 

competitive and this situation are attractive for the Americans companies. In order to sum up 

this effect, in this moment is preferable for the company to push on selling goods in 

Australian retail market instead to make direct investments in the Australian economy. 
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3) Part IV: Entry Strategy  

a) For our entry strategy in both Australia and Japan, we selected the strategy of expanding 

with a wholly owned subsidiary. In a wholly owned subsidiary, the manufacturer has 

ownership of the company in the foreign market and sets up a separate location for 

distribution in the new country. This entry strategy allows for the most control and 

responsibility for the brand and we determined this would be the best option to keep the 

brand integrity and consistent image for Dolls kill (Sternquist, 2008). This option will 

also create the greatest exposure for the brand to the new markets out of all the available 

options. Although this strategy comes with more risk than licensing or joint ventures, we 

determined it was the best decision for this unique brand and concept of this lifestyle 

retailer. Because Dolls kill has consistent product offerings and a successful retail format 

it makes the most sense to expand with this strategy. The company will be able to easily 

transfer the standardized retail format to these new locations while protecting its trade 

secrets and maintaining a high profit margin. They can appeal to a similar consumer in 

these countries and not have to significantly alter the product offerings. 

For Japan, entering as a wholly owned subsidiary will transfer the retail format but 

adjust its product sizing to appeal to the Japanese market. Assortments in smaller sizing 

will be necessary for the target market as well as expanded methods of product 

distribution channels. An example that we found would be innovative and appealing to 

the target customer would be vending machines with apparel and accessories. According 
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to Sternquist (2008), vending machines are very sophisticated and appealing to the 

Japanese consumer and stores. They allow for extended hours of operation for the brand 

(Sternquist, p. 422). Utilizing custom vending machines will be a great way to expand the 

Dolls Kill brand to more locations outside of the flagship retail store. They will be a great 

way to bring the shopping experience to areas in which the target consumer is located, for 

example transporting the vending machines to many music festivals offered in the 

country. We also propose Dolls Kill entering malls as this will expand distribution and 

reach resulting in more revenue and brand exposure. According to an article from the 

McKinsey Quarterly, a consumer management publication, Salsberg states, “They 

[Japanese consumers] are also deserting department stores in unprecedented numbers, 

preferring to spend their time in malls and stand-alone specialty shops” (Salsberg, 2010).  

The Australian market is a great opportunity for Dolls Kill as trendy specialty 

retailers have been successful in the past. As stated in our textbook, 47% of the 38,000 

specialty stores in shopping centers are independent, according to Sternquist. The Susan 

Retail Group founded in 1948 owns several chains that are categorized by target 

customers. Sportsgirl which is one of their chains caters to the same target customer as 

Dolls Kill and offers trendy and edgy apparel for teen females ranging from teenage to 

mid 20’s. In the past they have partnered with record label companies to showcase album 

release events, giveaways and areas for teens to “chill out” at their store (Sternquist, 556). 

After searching their website, we saw that they offer everyday clothing that is ideal for 

basics and somewhat more conservative compared to Dolls Kill so if this is Australia’s 

trendy brand, the target customer would certainly be excited to see even more selection of 

unique and trendy apparel from Dolls Kill. Specialty retailers in shopping centers that 
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offer movie theaters and restaurants as an attractive destination for shoppers are the best 

option for a location for a Dolls Kill flagship store.  

b) E-Commerce for Dolls Kill will be incorporated in the international expansion in this 

project as Dolls Kill already has available e-commerce sites across multiple countries for 

both browsing the culture, shopping the collections and ordering merchandise. Japan and 

Australia are both technologically advanced and will embrace an e-commerce distribution 

channel for Dolls Kill. According to the website Internet World Stats, 93.3% of the 

population in Japan and 68.4% of the population in Australia utilize the internet 

(https://www.internetworldstats.com.com). Because the brand caters to a younger 

demographic, providing a technology platform for e-commerce is essential from a 

marketing and distribution standpoint. Dolls Kill is a very interactive brand that features 

“Dolls” in their advertising which include customers and fans that aren’t part of the 

official corporate marketing or modeling campaigns. For example, customers will upload 

photos of themselves wearing the apparel and accessories on their personal social media 

accounts and use tags and hashtags that indicate their purchases from Dolls Kill. The 

brand will then be notified and an agent from the company will ask permission to utilize 

their photo or video and feature them on the feed for everyone to view. This creates more 

buzz for the company and boosts engagement with customers on a personal level. With 

this personal touch, new fans and customers are brought in to take a look at the brand and 

have an emotion connection and feeling of belonging with the brand without even 

stepping into a brick-and-mortar retail store. Having multiple channels of online presence 

will also drive engagement and sales for the brand. For example, we are seeing that the 

brand has been incorporating Tik Tok videos into their marketing mix which is a new 
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channel that is being embraced by teens and young adults which is shaping the culture of 

social media during this time. With a following of a quarter of a million Tik Tok users, 

Dolls Kill is poised to have an impact with this medium of advertising across multiple 

countries. Providing an e-commerce shop in multiple countries will certainly increase 

revenue in this capacity. According to consulting firm representing businesses entering 

Japan in e-commerce, Japan is the world’s fourth largest ecommerce market, representing 

$122 billion in 2018. Being able to offer an e-commerce option will create more value 

and convenience for the customer as they will be able to order something they need for an 

upcoming party of festival quickly with their phone or computer and not have to 

commute or take public transportation to travel into the store which is the most common 

method of transportation in both Australia and Japan (japan-guide.com). Challenges will 

be related to seasonal shifts as Australia is located in the southern hemisphere and 

summer is December through February. This may pose a challenge with marketing and 

logistics initially but once organized properly, the correct merchandise, marketing and 

timing for seasons will be in place to conduct e-commerce in this country.  

4) Part V: Summary  

a) To summarize, the purpose of this project is to provide an international expansion plan 

for Dolls Kill. After extensive research we felt the best country to expand to is Australia. 

The festival culture, online presence, and similarities between Australian and American 

culture provides the best, low-risk opportunity. Our marketing strategy is to keep growing 

our digital channels, namely our ecommerce site and TikTok account. We also plan to 

build relationships with specialty stores to broaden our presence. Lastly, our growth 

strategy is to expand as a wholly owned subsidiary with the intention to have the most 

control of Dolls Kill. 
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Dolls Kill PowerPoint video presentation w/ audio link: 

https://www.youtube.com/watch?v=Mbz8Q2pb0SQ 

 

 

 


