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[bookmark: _Toc7519410]Executive Summary

This report examines how Tomos Watkin Brewery Company can effectively implement marketing activities in India. Further, this report, accounts for the market mixing activities through which the company can deploy to succeed in the new market. Besides, the report discusses proper methods for market entry in new businesses. In addition, the report examines the key cultural forces that have influenced the industry in the efforts of standardizing or adapting their products in the new market.  In addition, the report examines market entry methods for TWB in Indian beer market. Similarly, this report provides the ways through which other related brewery industries have effectively managed to venture in the world market as well as accounting the challenges they encountered during these actions. Therefore, in the attempt to successfully venture in India beer markets, TWB Company should employ market mixing strategies for the company to succeed in the new environment.
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[bookmark: _Toc7519411]1.0 Introduction

Generally, market mixing strategies can be defined as the plans that an organisation put in place to introduce their products and services in a new market. In other words, market mixing strategies account for efficient methods and tactics that industry uses to promote their products in the market industry. In this case, industries majorly account in establishing efficient strategic plans that will make the organisation to prosper in the market industry. For instance, an organisation may consider several aspects in terms of marketing cost, different modes of products and service delivery as well as the barriers that can alter the entry in the new market. Market mixing accounts that an organisation should consider the types of products that the company wish to promote in the new market as well as the location by which the industry prefers to establish its outlets. Besides, a firm should heavily consider the aspects of price and promotion strategies for them to be effective in their new market. In this case, companies like Tomos Watkin Brewery (TWB) are set to distinguish several aspects that will enable the management to deliver their services across various countries effectively.  Watkin Brewery should put in place to prosper in the market industry in India. Besides, the report, in this context, the organisation has found it efficient and relatively cheap to open up its store in India. Therefore, this report examines the market mixing strategies that Tomos Watkin Brewery should adapt to venture in Indian market. Besides, the report examines market entry methods that TWB adopted to enter the Indian beer market.
[bookmark: _Toc7519412]2.0 Market Mixing Strategies and methods that Tomos Watkin Brewery Should Put in Place to Prosper in the Market Industry in India

Concerning the market mixing strategies that the management of TWB Company has deployed, the model of direct exportation has been a significant concern with the company. In essence, the company has enforced Foreign Direct Investment (FDI) in India. Through FDI, TWB got familiar to market strategies that Indian beer markets put in place to operate efficiently. Further, the management found it cheap to deliver different varieties of beer products across India. The managing directors of the company decided to implement direct exportation which was relatively friendly in terms of transport and delivery cost in India (Bahadir, Bharadwaj, and Srivastava 2015). This was because the managing body had qualified person and agents in India who adversely influenced the distribution of beer products in their new environment. This method of market entry requires the organisation to profoundly involve in extensive promotion services as a market mixing aspect to ensure that the various brands of beer products are capable known in their new market. Another element that the managing body of the company should enforce to successfully entire into the market is that organisation should collaborate with other industries that currently exist in the industry in an attempt of penetrating in the market. In this case, the industry can decide to establish collective strategic alliances with these industries or by merely engaging in a simple market arrangement (Jeanpert, and Paché 2016). The need of this partnership is that the organisation can undoubtedly win loyalty and trust of customers in the market, therefore, helping the organisation to effectively align with the market values and culture in their new environment. Additionally, TWB adapted and standardised the 7Ps including price, physical evidence, people, product, promotion, place and process in relation to Indian market rules. TWB adapted the normal prices as well as standardising promotion to attract more customers. Further, Places of work were renovated for to fit people’s preferences and likes. Moreover, products were standardised to match with those of Indian companies with adaption of the physical appearance. TWB also adapted beer processing methods that Indian companies used to convince Indian residents for similar products with higher quality. As a result, these 7Ps adaption and standardization gave TWB proper market mixing methods that the organisation considered for efficient operation. Therefore, the organisation should setup prices that accept the culture and values of the citizens in the new market. 
Buying other industries shares in the new market is another strategy that the organisation should enact to penetrate in the market. In this case, the managing body of TWB Company should be concerned to certify that the industry that it partners with should bring a significant market in the foreign country. Again, the organisation is supposed to partner with companies that provide a good competitive advantage in the market industry (Gillespie, and Riddle 2015). Therefore, if the organisation is undoubtedly involved in these strategies, there are chances that the sector is extensively engaging in promoting their brands as an aspect of market mixing. This, therefore, will, in turn, increase the awareness to the citizens who can influence the organisation to venture into the market successfully.
Similarly, the organisation should account the price of beers as part of market mixing. In this case, the organisation should ensure that all the expenses incurred during acquisition processes are well catered for (Kraus, Meier, Bouncken, and Schuessler 2016). Nevertheless, the management should ensure that the beers produced to reach the standards to the expectations of the customers. Due to this, the management should ensure that the products produced are of unique quality so that to ensure the continued survival of the industry.  
Another concept of Greenfield Investment can determine the market entry of TWB Company. Generally, this comprises the processes involved in an organisation to acquire title deed in a new environment. Therefore, this enables the organisation to locate the effective place of establishing their firm, with consideration of different market mixing strategies.
[bookmark: _Toc7519413]3.0 Key Cultural Forces that Influence Tomos Watkin Brewery (TWB) to Standardize or Adapt their Products 
The concepts of product standardisation and adaption play a significant role in the entry of a new market. In this context, product adaption can be defined as the modification process that a company deploys in the methods of reaching consumers' expectations in the new market. Additionally, the process involves the production of new products in the efforts of upgrading the existing products. On the other hand, product standardisation includes the conservation of product features in an attempt of reaching the levels of the new market (Crane, Kawashima, and Kawasaki 2016). Further, standardisation plays a vital role in the company's development via cost controls, ensuring consistent communications as well as brand management. Nonetheless, significant change or degrees of standardising products may result in negative impacts. Thus, certain minimal levels of standardisation should be embraced for high profits. In this context, numerous cultural factors will significantly influence the way TWB Company will sell its products in its new market. These cultural factors mainly focus on the idea of life of people as well as their religious beliefs. Culture is an important aspect that affects both individuals and society by influencing on their daily activities of buying and selling. For a business to nourish in a new market or a new country, it should learn the new culture and adapt to it. Thus, enterprises enforce product adaption and standardisation to venture smoothly and operate well in the new market (De Mooij 2018). As a result, there are a good number of cultural factors in India that influences product standardisation as well as adaption.  To start with, Tomos Watkin Brewery Company should come up with appropriate names of naming their brands so that Indian residents can effectively read and pronounce. There are some symbolic culture features that Indians enforce. Thus, TWB should ensure research is done to determine which symbolic features are preferred on products in both countries to enhance consumer satisfaction in terms of brand drawings and labelling (Kraus, Meier, Bouncken, and Schuessler 2016). In doing this, the company will be of no difference with other organisations that operate domestically. Therefore, the company will draw the majority of consumers towards its new products and services. Consequently, Tomos Watkin Brewery should make sure that the language written on their brand products coincides to that used by the majority of Indian residents (De Mooij 2018). This makes them read and understand the information written on the products efficiently. For instance, the majority of literate people may be encouraged to know the combination of ingredients used in beer production by TWB. As a result, the use of their preferred language will enable them to read effectively. Therefore, the adaption of products and brands concerning the education levels will be enforced and implemented successfully.  
Additionally, the company should consider the cultural aspect of religion before it effectively establishes its stores in the new market (Steenkamp 2017).  
In India, there are some food preferences concerning religious beliefs. These enable residents from India to choose their foods and beverages about their religions. Thus, Tomos Watkin Brewery should enforce the use of ingredients that are acceptable to both countries in terms of religious beliefs. All unwanted ingredients, as well as brand beer types, should not be introduced in the new market. As a result, the organisation will operate well whereby many customers will have nothing to limit them from purchasing in TWB. This will be specifically product adaption whereby an organisation is forced to change its product to meet the levels of customer power (Crane, Kawashima, and Kawasaki 2016). 
Consequently, material culture including technological factors, material possession, aesthetic and proximity significantly influences the act of product adaption and standardisation in venturing to new markets (Steenkamp 2017). In India, technological factors differ significantly from the ones that TWB operates under in its domestic nation. Due to this difference, the organisation is forced to alter its product's brand to fit the technological levels in India. Product adaptions will be precisely the best change that will consider the aspect of technology as material culture. Besides, the levels of material possessions differ among people in the new market. Thus, to tackle the element of material possession difference, TWB should produce different products that are affordable to lower class, middle class and upper-class people (Mathews et al., 2016). This will be an essential act since the poor do not afford to purchase expensive products that the rich people buy.
Additionally, some upper-class people consider themselves special in that they cannot take their beer in the same room with the lower class people. As a result, the organisation should construct different buildings that accommodate all people differently about their levels of material possession. Thus, TWB will be enforcing material adaption about service standards in the new markets.
A numerous number of organisations that compete with TWB such as Heineken and Japan Kirin entered the Indian beer Market differently (Mathews et al., 2016). For instance, the Japan Kirin Company purchased the Indian brewer with the brand name Schincariol in its entry to the market. Immediately, Japan Kirin renamed the brewer as Indian Kirin to influence the majority of Indian consumers. This was one of the product adaption that enabled the company to sell more to consumers who prefer their Indian brands. Besides, Kirin wanted to become independent and shift away entirely from the Japanese beer market that was shrinking. Nevertheless, Kirin's plans were significantly affected by the Indian economy that implemented a rule to give 8.4% share to the local Indian market. Consequently, Heineken ventured into the Indian beer market by buying the Indian assets that were owned by Japan. The company did not want to sell its original products but to sell an already existed brand in Japan. Thus, it got in agreement with Kirin who had ventured in Indian in 2011 and purchased its Indian assets (Mathews et al., 2016). However, the company encountered stiff competition from Kirin who in turn bought an Indian brewer and renamed it. The market share of Kirin was 14% when compared to Heineken which was 9%. This made Heineken experience significant losses in its total operation. A year later, Heineken started flourishing, and it is up to date doing well in its operation.
[bookmark: _Toc7519414]4.0 Recommendation
 From the above discussion, culture is an essential market mix aspect that significantly affects operation in new markets. Therefore, I recommend perfect consideration of product standardisation as well as adaption in relation to cultural factors while venturing in new markets. Besides, organizations should enact adaption and standardization of the 7Ps that positively influences best market mix entry methods to new markets.  Further, Organizations should ensure all cultural factors including material possession, language as well as traditions and religions are considered. These cultural aspects significantly influence product adaption and standardisation when entering a new market. As a result, companies should consider them significantly for better performance in their new markets. Moreover, I suggest an assessment of market entry plans that determine more accessible market mixing for any organisations in a new market. For instance, the use of efficient marketing mix plan to venture in a new market makes an organisation to utilise its resources well. Consequently, I recommend the development of the marketing mix strategies in advance before venturing in the new markets. This will enable proper operation due to the use of efficient market mix entry strategies that are well analysed.
[bookmark: _Toc7519415]5.0 Conclusion
From the above report, market mixing relies significantly on market entry plans made by an organisation. In this case, proper operation of any organisation in a new market is determined mainly by merging the use of market entry plans and market mix. Besides, culture is an essential aspect of the market mix that greatly influences product standardisation and adaption in new markets. Further, companies operate well under the 7Ps in market mixing in new markets. These aspects of standardisation and adaption of products in fresh markets ensure consumer preferences are taken into account in the fresh markets.  
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