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[bookmark: _Toc7960554]1.0 Introduction
Market entry strategies are the aspect of the introduction of products and services of a market that is targeted by the organization. The company considers aspects such as the cost of marketing, barriers of entry, delivery and sales. For a company to enter into new market successfully, it has to consider the marketing mix. The marketing mix is represented by what is referred to as the 7Ps. In this sense, the 7Ps of the market mix refers to the product, place, promotion, Price, people, physical evidence and process (Alon et al. 2016). This paper analyses the involvement of the various aspects of the product mix with direct market entry strategies for the TWB into the Indian market. The Indian market has been chosen since it is one of the fastest growing beer markets. 
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In the entry into new markets, there is the aspect of product adaptation and product standardization. Product adaptation refers to the modification of the features of products in the process of reaching new markets and new customers (Landau, Karna and Sailer 2016). To enter the Indian market, TWB should consider manufacturing new products as a way of customization of an existing product to meet the demands of Indian customers. Product standardization involves the maintenance of the features of products, even in the attempt of reaching new markets (Liu et al. 2016). 
[bookmark: _Toc7960557]2.2 Pricing 
Pricing is also another important aspect of the entry strategy. TWB needs to adopt the entry price for its brand. Entry price is supposed to set lower than the actual price of similar products so that it can attract the customers (Landau, Karna & Sailer, 2016). TWB should focus on using penetration prices so that it can break down the present brand loyalties in India. The entry price should not just aim at short term profit maximization, but it should aim at gaining a large market share through adaptation strategy so that the product can compete with the success with the existing brands.  
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For effective product adaptation, TWB should aim at promoting their beer brand through different channels of advertisement. Promotion is primarily aimed at effective brand communication. TWB Company can use the four main advertisement media which include the internet, the billboards, television and offering discounts so that it can scale up the sales of its beer brand (Canton & Solera 2016). TWB should also consider the most appropriate advertisement means in the Indian market and adapt to it so that it helps the firm reach most customers. 
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Another element of the marketing mix that is important for the market entry strategy is the place. Place involves all the activities of the firm that makes the brand to be available to the customer (Patil & Bach, 2017). TWB should choose strategic places where the customers can access the beer brand easily through adaptation to the preferable local places for the customers. In the Indian market, these places include the bars and pubs which mean that TWB should avail its products in these places for the customers to purchase.  
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For a successful market entry strategy, a company must take into consideration the aspect of people in the marketing mix. People represent the customers of the product or the brand. The success of TWB entry into the Indian market depends on how well the company has segmented its clients (Chetty, Ojala & Leppäaho 2015). For this aspect of the marketing mix, it would be most appropriate for TWB to use standardization strategy to target all the brand’s customers through the high quality of its products. 
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Process in the marketing mix has inputs, throughputs and the outputs. There are several types of process that help in value added to a product. Technological processes are the inputs that help to either standardize or adapt the product for the manufacturing firms (Hartsfield, Johansen & Knight 2017). TWB should invest in the right technology so that its brand manufacturing process can be adapted for both the local and the international market in India. This process will help the brand to penetrate the market fasters, and hence the brand will enjoy a large market share. 
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Customers first evaluate the physical evidence of a brand before they can buy it. The aspects of the physical evidence that affect the customers buying behaviour include the physical environment, ambience and physical layout. The physical environment for the TWB products would include the pubs and bars when the customers can interact with the actual products. The ambience would include the colour, temperature or the smell of the surrounding. Unique layout includes the furniture and that the TWB would use its physical environment (Hollender, Zapkau & Schwens 2017). All these aspects affect consumer behaviour while deciding to choose which brand to purchase. For this aspect of the marketing mix, TWB should adapt based on the needs of each market niche. 
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Films mainly use standardization and adaptation to sell their products in the international market. When a firm decides to take its products to the global market, it is important for the managers and the brand representatives to consider which method they should use which fits the brands that they intend to sell (Heinecke 2011). In standardisation, a business will use the same method to market its brand so that it can minimize the costs of marketing, enjoy the economies of scale, and protect and promote the brand image (Whitelock & Pimblett 1997). On the other hand product, adaptation is the ability of a firm to use unique or differentiated brands to fit the needs and desires of each of its market niche. Product adaptation is achieved through customization of the product mostly through packaging and pricing. The TWB brand can use the two strategies of product adaptation and standardisation to market its products either in the local market or in India. 
Due to the uniqueness of both the local and the international market, product adaptation proves to be an important strategy since each market will have its requirements and needs. Use of product standardization will be of no use for different countries if there exists different consumer preferences, culture, laws and regulations, different competition level among countries, and the difference in marketing infrastructure (Doole & Lowe 2001). On the other hand, complete adaption may not be suitable for TWB since it may fail to enjoy the economies of scale and utilization of the market information and trends from other markets. Therefore, it is important that TWB uses the mix of these two strategies to maximize their gains and strategize their business operations (Grein & Gould 1996). The mix of the two strategies will also help TWB to create wealth and well maintain its brand as well as meet consumer preferences and cultural needs within different unique markets. 
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The needs of TWB to expand to the Indian market have resulted in the need to create a more homogenized product by the firm. That means that the firm has to ensure that it creates a global brand so that the consumers will react similarly when the brand is exported to the mass markets abroad (Leonidou 2004). Standardization of a universal and a global product is an essential integrating force and product part that helps it to gain recognition in the global market. Also, using standardized message across different markets helps the product to gain universal and global market entry. Use of different brand messages and different brands is tantamount to creating confusion among the customers which dilutes the brands image. TWB company should consider standardization of its brand so that it can economies of scale, promote the brand image and import skills and practices from the parent firm to maintain consistent growth of the market share in the Indian market.
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Some of the factors that TWB should consider for the adaptation of its products include cultural factors such as religion, usage factors, legal factors, and green issues. TWB should first consider the cultural, factors that would hinder acceptance of its brand in the Indian market and adapt its products so that they will be accepted there (Rachel Yang, Ahmadi & Monroe 1998). Legal issues are another consideration that should be made to ensure that that the brand is permitted to be sold in the Indian market. Some of this legal factor would include having suitable messages on the packages containing the product such as those restricting the persons under the age of 18 years to consume alcohol. 
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Among the factors that the organization could incorporate in its market mix include assessing the market entry strategies to determine the best nature of entry strategy that would ensure that the market mix that the organization uses would be affordable. This is by the fact that through essential market entry strategy that uses efficient marketing strategies, the organization manages to save a significant amount of resources. Another factor that the organization can pick up about the marketing mix elements includes the fact that the organization should focus on developing the aspects of the market mix before it gets it to new markets. This explains that the organization would then be able to facilitate its functions in the new market as a result of an efficient social mix.
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Market entry strategies entail the aspects through which organizations can penetrate a new market. The market entry strategies are in significant ways affected by the market mix. In essence, the performance of the organization in the new market is as a result of the combination of the market mix and the market entry strategy. The aspect of product adaption and product standardization are also essential for the performance of the organization in new markets. They determine if organizations should either change or maintain the standards of the products of the organization.
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