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1. Executive Summary of International Business Plan
The international business plan primarily looks at the corporate global vision and goals of Siren Craft Brew (SCB). These are to implement the plan of entering the foreign market of China. Short term and long term plans are then discussed. The international organisational structure is then evaluated and the statement that organisational structure should not be static and should be able to be changed is made. A foreign market research is carried out using a PESTLE format which shows that China has a large market for craft beer. A risk assessment is then implemented using a SWOT analysis. The international business strategy is then discussed. This is where the option of exportation is analysed and the thought of undergoing this strategy in the short term and the possibility of a franchise model in the long term.  The international marketing plan is structured by using SCB current home market marketing mix and evaluating whether this should be standardised or adapted for the foreign market. Key performance indicators are suggested to ensure the monitoring of the success of the marketing plan. Finally recommendations are made as a conclusion to all of these areas. 

2. Corporate Global Vision and Goals
In the initial stages of International business development it is important to create a vision statement in order to provide a direction and reference that can serve as a benchmark for actions to adhere to (Ray, 2018).  

‘Our vision is to lead craft brews to new international heights’.

This vision statement offers a concise new direction that Siren Craft Brew will develop on. With an initial goal of entering the market of China, it is hoped that in the future, other international markets will be entered. Although this is an overall global vision and goal, the short term and long term goals for specifically entering the market of China are as follows;

Short term

· Complete any custom legislation quickly and effectively
· Gain market share
· Gain market research and customer feedback from China consumers
· Prioritise on sales and marketing

Long term

· Create an app based purchasing system 
· Complete ongoing research into changing selling platforms
· Focus on customer retention
· Look at creating a Siren Craft Brew bar in China. 

Moreover, as a sustainable business it is also vital to have a global visions to allow the company to have minimal impact on the environment around us (BSR Report, 2018). In order to do this, it would be important to consider creating a manufacturing plant within China in the future to minimise our carbon footprint. 

3. International Business/ Organisational Structure

In order to grow and gain market share, Siren Brewery will need to develop an organisational structure that can cope with not only the initial move in to China but also when the decide to migrate into other global market places. Due to the complicated nature of the operations involved in entering a new market, and addition such a long distance one, they need to have an organisational structure that will still allow them to have a focus on quality and branding. This will also need to be intergrated, and work simaltaneously with the new market’s nature and the development and the orignal product portfolio (Rugman,2012).  
Initially, one way of deciding how to structure the business when moving into a new foreign market would be to look at other similar sucessful multinational companies and see how they have decided to structure their company. In many cases, businesses have chosen to have bases in the different geographical locations that they have decided to operate in. This also gives them an opportunity to disperce more readily if they enter other local markets in different geographical areas. One business similar to Siren Brewery that has done this is Brewdog.  They currently sell their beers in 55 countries across the world. They also have breweries in USA and Australia but are overall ran by top management in the United Kingdom HQ. However, in their initial stages of entering foreign markets they exported their products via a distributor (Brewdog, 2019). 
 There are many ways in which a business can spread their work load and compenties. However, it is important to state that a organisational structure is something that can be changeable and should not be static (Kovacs et al, 2016). It would be important for Siren Craft Brew to try and manipulate their organisational structure slowly and find out what works and is the most effective. The structure will also change when new markets are entered or if more employees are needed (Kasik et al, 2015). Another area of thought to take into account when deciding an international organisational structure is the skills and personalities of management personnel. When looking at the potential of having employees that are working long distance, it is essential that management are able to give direction to ensure that the brand and ethos of the company is consistent (Vebber, 2000).  Because of this, it is essential to ensure that the right managers are in place in the structure, as well as ensuring that they do not have too many people to manage at one time.  
With all this said, at this stage of the business and as entering the China market place is the first foreign market to be entered it could be argued that a territorial sales structure could be implemented where the sales team is split between the home market and the international market. 
This allows for a number of advantages; firstly, Siren Craft Brew can employ new sales people that are bi-lingual and able to speak both English and Mandarin that can work in the new foreign market. It will also mean that the sales team in UK can stay motivated and focused on their areas. There could be an element of demotivation if home sales figures were affected by the China market and the addition of the extra work load. Another advantage of this sales model is that that it easier to see the potential and the success of the new market. By having the sales territories separate, it allows a much easier way of analysing what is working and what is not. This will also be integral to the marketing mix of whether to have a high degree of standardisation or adaptation.  Finally, using this organisational structure is the most cost effective, this is because it is the simplest method and allows for travel costs to be minimised (Stverkova et al, 2018). 

4. Foreign Market Research 

Foreign market research was conducted on the market of China, the findings of this research was as follows:

	Market size

	China’s beer drinking market is the largest in the world. It has double the market size of USA and beer imports totalled $750,000,000 in 2017 with the majority of exports coming from Europe (EU SME Centres, 2017). 
The mass produced beer market is stagnating but the craft beer market is increasing year on year. Craft Beer has been muscling into market share slowly. From 2012 to 2017 craft beer has increase its market share by almost double (Rabobank Canadean, 2016). Although still small, with such a sizeable market and a growing trend increasing year on year, in 2018 the craft beer business was worth $350,000,000 dollars (Rabobank Canadean, 2016). This trend is set to continue. 


	Culture and Perception

	China has a perception that imports from Europe are higher quality (Weinswig, 2018). This has increased the demand for craft beers from Europe. 
China’s culture on drinking alcohol is omnipresent. People in China usually drink alcohol in their homes or at restaurants this represents 80% of all China’s alcohol consumption. However, bars and clubs are becoming more popular with younger people (Thibaud, 2018). 


	Laws and Regulations

	To export into China a company must have a valid business licence and CIQ certificate. If approved to export into China then a company is assigned their own Chinese import agent. 


	Demographics
	Tier demographics in China relate to first tier and second tier cities.  First tier cities such as; Shanghei and Beijing, people have higher incomes and more westernised culture. However, due to the majority of imported alcohol coming to these cities the market has become more saturated. Second tier cities are less saturated (China Briefing, 2017).
Millennials are more likely to drink alcohol that is different and a bit more exotic and are more likely to choose international alcohols (Thibaud, 2018).


	Technology
	China’s consumers are very tech orientated (Gentleman in China, 2018), 





5. Risk Assessment 

A risk assessment of entering the foreign market of China was conducted and the findings we as follows: 

	Strengths
	Weaknesses

	· ‘In less than two decades the size of China’s middle class has risen from less than 300,000 to more than 500 million’ (Legal and General Investment Management, 2018). This increase in wages and disposable income means that there are a growing number of people who can spend more and more money on luxury items including premium beverage brands (Legal and General Investment Management, 2018). Siren fits into this genre of product and with its slightly higher price band, luxury taste and branding. 

· China millennials are also starting to look at quality over quantity, this generation loves vibrant and modern brands that are unusual and inspire the imagination (Pan, 2018). Siren Craft Brews mystical and modern branding would certainly align with this trend. 

· Already have extensive experience in bottling beers to a high standard. This is important as craft brews are prided on their excellent taste and freshness (Siren Craft Brew, 2019). Due to the distance that the beer would need to travel to operate in China, bottling seems like the first sensible option. Also have the facilities to bottle in house, an increase in production that would be required to enter China, can be completed quickly and efficiently keeping costs under control. 

	· Choosing to ship internationally of course presents challenges but shipping such long distance to China does exaggerate them. The shipping cost of sending beer will be extensive; this expense will need to be absorbed by economies of scale as well as increasing retail prices.

·  There is also the challenge of keeping the bottles in appropriate storage to maintain quality and freshness (Gentleman in China, 2018), this is why it may be necessary for Siren Craft Brew to invest in distribution centres in China allowing storage and quality control to be kept to a high standard. 

· Another factor to consider when entering a new market is the cultural and geographical differences that occur. This is even more prominent in China as the country is extremely expansive and diverse. For example; in Shanghai, consumers are more up to date with trends and tastes whereas in more rural areas they have much more traditional tastes (Ouwerkerk, 2014).  

· China also drink beer differently to Europeans. Instead of drinking beer in pints, people in China drink beer in small glasses with their meals called Ganbeis (Malin, 2015). This may mean a rethink in bottle sizes, maybe smaller for single portions or larger bottles for sharing. 


	Opportunities
	Threats

	· With Millennials looking to spend their money on high end brands that are modern and vibrant Siren can maintain its standardisation in China (Legal and General Investment Management, 2018). However, this comes with a great opportunity. There is a gap in the market for beers that can be adapted to coincide with the Chinese cuisine (Malin, 2015). Siren Craft Brews are innovative and experimental with flavours. A lot of time goes into research and development and it could be seen to be an exciting prospect to develop a craft beer especially for the China market. 

· In addition, China’s consumers are very tech orientated. It would be the perfect time to experiment with different ecommerce strategies in China that can be adapted and brought back to the UK (Gentleman in China, 2018). In conjunction with this, strengthening Siren’s online presence will appeal greatly to China and help them stand out from the European crowd. 

	· Firstly, it is notoriously difficult to get authorisation to sell in China. The nation has strict selling guidelines as well as numerous laws that limit sales of some ingredients and products. It will take a large investment of time and resources to navigate around these barriers before Siren Craft Brew can sell in China (Malin, 2015). 

· In addition to this, if there ever was a time that Siren wanted to expand its hold in China and actually produce in the country, they would need to source new yeast in China as bringing live yeast into the country is strictly prohibited (Malin, 2015). This could alter the flavour of the beer and be detrimental to the brand. 

· One of the biggest threats to entering China is the high financial risks. Siren Craft Brew would need to expand rapidly to make a dent in the market. If the risk of doing this doesn’t pay off, it could result in high losses that could impact significantly on the current business. 





6. International Business Strategy  

As stated previously, in the short term it could be argued that exporting Siren Craft Brew beers into China as the sucessful company Brewdog had done previously. This would be classed as an indirect sales model.  Using this method the company can be represented by partners or distributors and can be exclusive or non-exclusive.  In the exclusive option of an indirect sales model, the distributer has sole sale power of the product in the country. This means that a company can only use one distributer and that distributer gets all of the market (Stverkova, 2018). This can be advantageous as it is simpler and quite a lot of the risk of entering the market is taken on by the distributor. However, there are also major disadvantages to this as the company loses control of where  products are sold. This could mean that the beers could be sold somewhere that is not suitable or goes against the brands ethos. Moreover, it is very difficult to deal with any situations that may occur which can also lower a brands image. 
In the non- exclusive method, the company would not give exclusivity to one distributor and so in turn could enter the market directly as well as using numerous smaller distributors. This technique is widely used and enables a company to have much more control of the sales of their goods (Stverkova, 2018). This is the option that SCB should take as they could provide their own representation into the country, which allows them to be able to have quick problem solving access, have a sales team that can tell the SCB story and give the products more specialised marketing . Although using this model would be more costly and incur more risk, the advantages of being able to have more flexibility and control over the sales of products can outweigh this. 
Looking into the long term and the prospect of not only exporting into China but also opening up SCB bars, franchising may be an option.  Franchising is the opportunity to collaborate with a local business people that know the foreign area and territories (Grossmann, 2018). This would be advantageous as it allows someone who knows the culture and can offer advise on adaptations of a product to attract the foreign market. In the future, a franchise model will help SCB expand quickly and inexpensively. However, they will need to montitor the francisees to ensure that their brand is being promoted correctly (Grossmann, 2018).  

7. International Marketing Plan
In order to produce an International Marketing Plan it is essential to first outline the marketing goals.
1. Gain traction quickly in China to maximise sales in order to have economies of scale on shipment
2. To develop a relationship with China customers but telling the story or SCB
3. Maintain the company ethos
4. Target customers effectively in the target demographic
5. To gain a market share of the China Craft beer market. 
Another essential part of the marketing plan is to show the marketing strategy for the home market. This is important as it allows the company to be able to see if they can implement what degree of standardisation or adaptation for the international market (Hill, 2014). 
Product – SCB produce a range of craft beers that can be stored in cans or bottles. The beers that are created are high quality and have a very modern branding. There are many variants of craft beer that SCB produce.
 The business can keep the branding in China standardised, this is because it will appeal to the younger demographics, as well as fitting in to the thought process of buyers that they are purchasing something exotic and unique (Legal and General Investment Management, 2018). The quality of the beers will need to be maintained to allow SCB to gain market share. There is opportunity for the company to adapt their products to suit the market of China. As most beers are drunk at a restaurant or at home with a meal, it would be important that beer fits well with the cuisine in China (Malin, 2015).. The main objective of the product marketing should be that it stands out from other products on the market and also puts across the craft nature of the beer. 
Price – The pricing strategy for the home market is at the upper price point for craft beer. 
This strategy can be standardised into the international market at is will give the beer a perceived value and quality. Also, the target demographics of middle class millennials will mean that they will have more expendable income. This will be even more so if a first tier city is proposed as the first area of sales (China Briefing, 2017). 
Place – Currently SCB operate out of their brewery in Berkshire and they also sell their products online. They also use distributors in the UK to sell their products to supermarkets and other small stores (Siren Craft Brew, 2019). 
With this part of the marketing mix, SCB will need to adapt to some degree. As they are not going to have a physical (building) presence initially in China it will be important for them to develop ensure that their distributors are having their beers sold to right places. This would need to be to wholesalers that supply restaurants as well as supermarkets for the home drinking market. Bars and clubs are also becoming a good source of customer so they would need to ensure that the drinks were being bought by them also. There also needs to be an e-commerce aspect to the marketing strategy. This is because the China market is very tech orientated and SCB would have an advantage over other craft beers if they were able to develop an app for personal sales (Gentleman in China, 2018). 
Promotion- In the home market, SCB offer promotions such as multi buy offers on their website. They also have a large social media presence and an extensive and professional website. 
With the promotion aspect of the international marketing mix, SCB should adapt it to some degree. Firstly, a concentration on SEO in China will ensure that the company ranks highly on search engines. This will be important to ensure that the target market get to see and hear about the company. Moreover, although they SCB currently have a good social media presence currently, this will need to be improved and increased in the market of China; post will need to be written in Mandarin to ensure that the brand is accessible to all. Another way of promotion is to target the extensive amounts of electronic billboards that are throughout China’s cities; advertising on these platforms will play to the target audience and also show that the brand is trendy and desirable. 
Once a marketing strategy has been implemented it needs to be monitored, evaluated and analysed This can be done by numerous performance indicator such as; increase in market share, increase in sales, more followers on social media, more brand awareness in China, interest from other geographical areas within China and increased sales on e-commerce platforms (Punniyamoorthy et al, 2008). 
Recommendations
- SCB should create new social media platforms to target the China market where posts will be written in Mandarin and be focused on the consumers in China.
- An e-commerce app should be developed to mirror the consumer behaviours of their target market. 
- A sales team should be based in China, enabling SCB to direct sale and ensure quality control of the products. Other distributors can be used for scale and ease of sales.
-Electronic billboards should be used to target the market. Telling the story of SCB and showing the crafting nature of the company would be essential. Photos showing the brewing process and the brewery in action in Britain should be used to give the perception of increased quality.  
- Initially, SCB should export into China’s first tier city such as Shanghai until there is increased brand awareness and then they should expand into further cities and regions. This will also allow more market research on tastes to take place and R and R to be undertaken in developing more flavours that suit a China customer palette. 
- After the expansion into different regions, the company should then look into the prospect of opening a bar. This model can then be franchised throughout the country. 
-SCB should maintain strong relations with their customers by ensuring a high standard of customer service. This will enable SCB to retain customers and keep their market share. 
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