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1.0Introduction
1.1 Welsh lamb
With the rapid development of the global economy, people in many countries have begun to pay attention to dietary changes and are also more inclined to high-protein, nutrient, low-fat, low-sterol green food products. However, this has made many middle-to-high-end lamb products a trend. . Welsh mutton is a very famous brand in the overseas meat market. Most of its exporting countries have been well-received in the European region and have participated in international food exhibitions for many times and achieved good results. However, in recent years, the United Kingdom wants to leave the European Union, which has greatly affected the commercial trade between Britain and European countries. HCC is a company from the Welsh region of the United Kingdom that needs to implement a new business plan to help Welsh lamb find new overseas markets and fill the gaps in the European market. It also needs to promote the mutton in the Welsh region and develop more importers and retailers. Distributors and suppliers. (Keegan 2013) The countries and regions currently selected are India. In the previous report, the reasons for the selection of India have already been explained. This report will adopt a global market strategy to analyze the marketing strategies used by Welsh to enter overseas markets. (Hollensen 2013)

 1.2 India
India, geographically located in the Middle East, has data showing that the population is about 1.367 billion and the country’s GDP is worth about 2.264 trillion U.S. dollars. This is a relatively large vacant overseas market for HCC. As a strategic country chosen by HCC, its purpose is to replace European countries, and India is the most suitable country. (Nelson 2008) First of all, from the national political relations, India was a British colony, and after the British Brexit, the trade relations between the two countries are also relatively stable. It is also the first country in the UK to sign a trade transaction. Second, India’s religious and cultural background and international business exchanges are in line with the promotion of the Welsh lamb market in India. Third, in terms of marketing mix, each link is suitable for the development of Welsh lamb. The HCC needs to establish a reasonable marketing strategy to enter the Indian market to ensure the profitability of Welsh lamb. This plan implementation should be biased toward an adaptive strategy. This reason will be verified in this report. (Usunier 2012)

1.3objectives
Analyze and verify the standardization or adaptation of marketing strategies adopted by Welsh mutton into the Indian market
Different marketing theories analyze the planning and implementation of strategy after entering the Indian market

Other companies' negative examples of market entry and problem analysis

2.0Definition of major concepts
  2.1 Market entry strategy
There are two types of market entry strategies: one is a direct entry strategy, and the other is an indirect entry strategy. The purpose of this strategy is to ensure that the company’s products successfully enter the target market. The direct entry strategy is to use the company's own marketing strategy to enter the target market in all directions, including product development, sales, after-sales, etc. It is generally applicable to some large and medium-sized enterprises. The indirect entry strategy is that companies only participate in product R&D, design, and production. However, other parts are adopted in other companies' cooperation modes, and are generally applicable to small and medium-sized enterprises. (Doole 2012)

  2.2 Marketing mix
The marketing mix refers to the company's selection of the target market; comprehensive consideration of the environment, ability, and competitive conditions for the company itself can control the factors, the best combination and use to complete the company's goals and tasks. First of all, it is also the primary basic condition for formulating corporate marketing strategies. Second, it can enable companies to better guarantee consumer demand and a powerful weapon against competitors. (De Burca 2004)

2.3 4ps strategy
The 4ps marketing strategy is an important marketing theory proposed by E. Jerome McCarthy in 1960. It consists of four parts: product, price, place, and promotion. Products include product portfolios, product packaging, and brands, with emphasis on product development features and product features. Prices include pricing guidance, plans to adjust prices, and risk assessment for different prices, and different pricing plans based on different market positioning. Distribution channels include channel models, retailers, distributors, and suppliers. Companies do not have to directly engage in transactions and consumers. They also focus more on establishing distributors, distributors, and retailers. Promotions include advertising, marketing, promotion, etc. Enterprises use sales behaviors to stimulate consumers, vigorously promote the circulation of products in the market, promote consumption, and increase sales. (Johansson 2009)

2.4 Standardization and adaptation of marketing strategies
Standardization and adaptability are two strategic viewpoints in the international marketing model. Standardization refers to the repetitiveness of things and concepts in economics, technology, science and management and social practice, through the formulation and implementation of standards to achieve unity in order to obtain the best benefits in the market. Adaptability caters to consumers in the market and meets there needs, including product customization, customized services, and adaptability to tailor products and services tailored to consumers. (Hollensen 2013)

3.0Main body
Australian lamb is very famous in the world meat market, its ranch is located in Australia in the southern hemisphere, surrounded by the sea, a sparse population, away from a variety of environmental pollution, and fed with organic grass as feed, so fresh meat, taste is very Well, quickly received praise from consumers around the world. According to the data report, each year, Australia exports hundreds of thousands of tons of mutton to countries around the world, of which India is one of them. However, after Australia's mutton has entered the Indian market in large quantities, the effect is not particularly good. The analysis of its main reasons is that Australian mutton has entered the Indian market with a standardized strategy because of the standard of the factory and the company's unification, making products, prices, Distribution and promotion activities have not made any changes to different markets. This has also led to the lack of development of lamb in Australia. In the meat market in India, news was found in subsequent investigations. Advertising on Australian lamb stimulated consumption in India. The advertising content includes numerous religious representatives, including Ghanisa, Christ, Moses, Sakyamuni, and founder of the Christian Science School, who sat around the table to prepare for dinner, making a lot of Indians. Consumers are very disgusted and get a lot of bad reviews. (Stephen 2016)

In order to promote the successful entry of the Welsh mutton into the Indian market, HCC must pass a strict marketing strategy. First of all, we should use the market entry strategy and 4PS strategy to prove, and should be analyzed from the perspective of adaptive strategy.

3.1Market entry strategy
 3.1.1Direct entry strategy
In the market entry strategy, HCC should use direct access strategies to help Welsh mutton enter the Indian meat market. First, Wales has its own unique factories, equipment, technology, and product features, and has a strong branding effect internationally. , Can improve the goodwill of Indian consumers. Second, after entering the market, develop a distinctive marketing strategy to develop distributors, distributors, and retailers in the Indian market. In addition, in the export trade, Welsh lamb can be more active, as well as know more about its business trends and better control. (Keegan 2013)

3.1.2 Risk Management
Because of the set of plans through adaptive strategic conditions, the export of Welsh mutton should be accurately calculated from many aspects, such as product production costs, labor costs, equipment maintenance, export costs, market input costs, staff training costs and logistics Fees. This will ensure maximum Welsh lamb profits.

3.1.3 Religion, customs and historical culture
First of all, each country has a difference, so before entering the Welsh lamb, we should understand the local religion, customs, and history in India. Welsh mutton has a certain advantage as a local British meat food compared to other countries in history and culture, because India was a British colony, and Britain is one of the countries that knows India best. In terms of religion, most people in India believe in Hinduism and Islam. The custom of these two sects has a common characteristic of eating mutton, and India has a large population. This is a good prospect for the development of mutton in Wales because Consumer demand is large. In addition, among other customs, Indians also have the same characteristics as the British. (Usunier 2012)

3.2 4PS strategy
 3.2.1 Product
First of all, Welsh mutton should maintain product characteristics for a long time. The processing of each sheep must come from the Welsh factory. Secondly, for the Indian market, because of the large population and the wide gap between the rich and the poor, products should be varied for different levels of consumers. Sex production stimulates consumers at different levels depending on the brand's effect. In different time periods, the degree of innovation of products is increased to attract consumers. (Doole 2012)

3.2.2 Price
First of all, for different levels of consumers to produce different products, so the need for accurate pricing estimates, making it possible to protect profits, but also to attract consumers in the Indian market. Second, in the pricing process, simply reducing the profits of products at different levels cannot stimulate consumption. It should pay more attention to the brand effect and the quality of the products, which will increase the gold content of Welsh mutton products, increase the popularity and gain a good reputation.

3.2.3 Place
Place Welsh lamb is the most critical step in entering the Indian market. According to the market's adaptability strategy, it should be adjusted at any time for distributors, distributors and retailers. First, we should actively promote marketing, develop more distributors, distributors, and retailers, and provide them with new development ideas so that more people can join in, for example, most of India’s neighboring countries also believe in Islam. Through the Indian market as an intermediate market, new peripheral overseas markets can be developed in the future. Secondly, with the rapid development of science and technology, the global network economy continues to grow. Online shopping online and offline stores in India can be developed, and door-to-door service can give customers new experiences. This multi-faceted will have a good development of the mobility of Welsh lamb. (De Burca 2004)

3.2.4 Promotion
During the promotion of Welsh lamb in the Indian market, in the early stage, according to the diversification of products for different consumer groups, we should actively carry out some experiences or discount activities for medium and low-grade products, which can stimulate consumption and allow more Consumers are willing to try Welsh mutton and experience the meat and deliciousness of Welsh lamb. However, according to the adaptability strategy, for high-end products or private customized products, it should remain unchanged, so as to disguise the gold content of the brand and the quality of the products, and at the same time, it can also attract the curiosity of the middle-level customers.

4.0 Question and recommendation
  4.1 Market entry strategy
According to Australian lamb and other examples, the strategy for entering the market for Welsh lamb needs to take into account many issues, such as export taxes and logistics costs, which affect the profitability of Welsh mutton. There is also the distance between Britain and India, the choice of logistics, shipping or shipping. And India is a tropical country, how to guarantee the freshness of Welsh lamb. (Hollensen 2013)

 4.2 4PS strategy
Through the example of the standardization strategy of Australian lamb, it can be found that it is not suitable for the Indian market, but according to the formulated adaptive strategy and the 4PS marketing mix, great adjustments need to be made from the product, price, place, and promotion. Expenditure on financial resources has increased, and the difficulty of operation has also increased.

4.3Recommendation
Because of adoption of adaptive strategies, it will increase a lot of financial investment, so
  * First of all to respond to products, the control of consumption data in the market needs to be very strict, so that the demand for different products will be used in mass production to save expenses.
* Second, in terms of marketing, effective methods should be adopted, and the criteria for rapid spread of coverage should be adopted, such as network promotion, and the combination of good product endorsements.
* Before entering the market, you should fully understand the current Indian religious culture, history, culture, customs, culture, policies, and laws.
* In response to risk management, rapid response measures and adjustments should be made

5.0Conclution
Welsh mutton faces a huge market in India and needs to be adequately prepared to verify that Welsh mutton can occupy the Indian market through analysis and demonstration of a series of adaptive strategies. Through the example of Australian mutton, a standardized strategy has been developed. And it should balance the advantages and disadvantages we should weigh the advantages and disadvantages and develop Welsh into the Indian market through advantages. (Stephen 2016)
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