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This article will analyse Hybu Cig Cymru's marketing strategy in Singapore, evaluate market feasibility from macro and micro environments. Analyse the macro environment of the company in Singapore through PESTEL, and the micro environment from customer relationship, barrier to entry, competition in the market, and competitors in Singapore. Summarize the advantages and disadvantages and possible problems, and provide advice for HCC to enter new markets.
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[bookmark: _Toc35010876][bookmark: _Toc35043223]1.0 Introduction 
Global trading is the exchange of goods and services outside the domestic market, which opens a door for domestic trading companies to expand their business internationally. According to Feenstra (2015), in the view of customers, global trading brings access to goods and services that are not available domestically to them. However, the international trading for merchandiser is affected by various factors, like the tariff, government policy, economic condition, which have impact on the decision-making process of trading in foreign markets.
[bookmark: _Toc35010877][bookmark: _Toc35043224]1.1 Company Information
Hybu Cig Cymru (HCC) is an organization in Wales which specializes in developing, promoting, and marketing of the meat manufactory. The strategic business of HCC is Red Meat Development Program, which is funded by the EU and the Welsh government. The mission of HCC is to produce high-quality meat to customers both within and outside the UK, by investing heavily in research and development in meat production.
[bookmark: _Toc35010878][bookmark: _Toc35043225]1.2 Market Information
The existing market for HCC is mainly in European countries, and there is a rising demand of red meat in the international market, given the Brexit is going on in the UK, HCC is currently dedicated to finding opportunity of cooperating with oversea importers to expand HCC’s oversea market (Colantone & Stanig, 2018). The potential market that is suitable is Singapore, which is an Asian country.
[bookmark: _Toc35010879][bookmark: _Toc35043226]2.0 Macroeconomic Analysis
Before entering the Singapore market, macroeconomic analysis and microeconomic analysis are performed to ensure that all risks involved in the market are assessed. To assess macroeconomic factors, the PESTEL model is applied in the analysis of the Singapore market, which consists of political, economic, social, technological, legal, as well as environmental factors (Chang & Issa, 2010).
[bookmark: _Toc35010880][bookmark: _Toc35043227]2.1 Political Factors
Firstly, the risk involved with the Singapore government policy is relatively low for HCC’s business. Singapore is a democratic country, in which representatives selected by citizens propose and deliver people’s will to the government. Therefore, the government values citizen’s happiness brought by a high living standard. Moreover, there was a time that the epidemic which is contagious among living stocks happened in the early 21st century in Singapore, the shortage of meat affected and compromised people’s quality of lives (Alasdair & Garry, 1990). Therefore, the government has increased investment in solving the domestic epidemic and has established a series of beneficiary terms related to import to attract those exporters to bring meat into the Singapore market, in the form of reducing import tariffs, providing international meat-manufactory enterprises with government grants, etc. These government policies bring benefits to HCC to enter the Singapore market.
[bookmark: _Toc35010881][bookmark: _Toc35043228]2.2 Economic Factors
Secondly, the economy in Singapore is one of the most open globally, which allows free movement of trade both domestically and internationally. According to the research related to the GDP of Singapore provided by Mirza (2011), the GDP rose drastically and stably from 2009 to 2010, which means that the economy of Singapore is booming after the financial crisis in 2008. Moreover, Temasek Holdings, which acts as the sovereign wealth fund in Singapore is the biggest shareholder to many largest listed firms in Singapore, like MediaCorp, Singapore Airlines, which ensures that the economy of Singapore develops in a stable way. However, the fluctuation of currency exchange rate exposes HCC in translation risk, if the exchange rate moves unfavorably to HCC, the value of the revenue from selling goods to Singapore will be impaired, given that Brexit brings the unstable condition of the British pounds, there is no accurate prediction or guarantee on how the exchange rate of Pounds to Singapore dollar will move in the future (Colantone & Stanig, 2018).
[bookmark: _Toc35010882][bookmark: _Toc35043229]2.3 Social Factors
Thirdly, like all Asian countries, Singapore has a strong culture that people value their tradition more than the foreign culture, however, the younger generation has a clear tendency of preferring foreign stuff (Lee et. al, 2014). Moreover, people in Singapore are good at English and Mandarin, which makes it easier for HCC to enter the Singapore market without language barrier.
[bookmark: _Toc35010883][bookmark: _Toc35043230]2.4 Technological Factors
Fourthly, the internet in Singapore is highly advanced, which has penetrated more than 70% of Singapore’s family (Mirza, 2011). What’s more, Singapore is currently experiencing constructing 5G internet stations, which will further boost E-commerce in Singapore.
[bookmark: _Toc35010884][bookmark: _Toc35043231]2.5 Legal Factors
Fifthly, the legal risk is mainly related to the regulations and legislation published by the government. The government requires a transparent disclosure of detailed sales revenue annually from those who enter the Singapore market, any violation may expose HCC into legislation risk. Moreover, in 1996, the E-commence program was launched in the Singapore e-commerce industry, which includes terms and laws that are applicable to foreign firms in Singapore. These terms range from regulating the behavior of transactions to protecting people’s intellectual property.
[bookmark: _Toc35010885][bookmark: _Toc35043232]2.6 Environmental Factors
Lastly, Singapore is an international garden-like country, citizen’s awareness of environmental protection is high, HCC needs to consider how to embed the concept of environmental protection into every process, from the production of meat to delivery, in order to cater to people’s awareness in Singapore. Transporting and delivering meat needs to be implemented in the manner of low emission of carbon dioxide.
[bookmark: _Toc35010886][bookmark: _Toc35043233]3.0 Microeconomic Analysis
In the microeconomic view, operational risk is critical to a firm as it has impact on a firm’s profitability and sustainability of the business, and the product acts as a core factor that needs to be delivered to customers in the way that could maximize the benefit of the firm (Jarrow, 2008). Therefore, the effort should be made on the distribution of products. Firstly, the product that HCC specializes in is the fresh Welsh red meat, the targeted end client is consumers, which makes the product a type of consumer product. As consumers in Singapore are dispersed in various locations and areas, it’s difficult to reach and communicate with them directly. Besides, the unit value of the product is relatively low which is unnecessary to deliver the product in person for HCC, and some scrap loss is unimportant to the going concern of the company. Therefore, the best way of delivering the product is through local retailers, wholesalers who are responsible to customers in specific areas.
[bookmark: _Toc35010887][bookmark: _Toc35043234]3.1 Customer Relationship
Moreover, the product is perishable in nature as meat expires in several weeks, it is critical to HCC to ensure that there is no delay in delivering product to customers, any delay may cause expiration of the product and the loss of customers’ loyalty. (Marcus, 2005)There is no risk of style obsolescence as the customers do not have a high demand for style and design on the product of meat, they view our product as a necessity of living, which is different from the product like garments that need to keep in trend all the time. The product of meat could be standardized or tailor-made, which is in accordance with the market’s need. However, it is desirable and convenient to standardize the product and choose an indirect way of distributing the product, as indirect distributors normally choose to have bulk orders which reduce the cost of ordering and delivering. The meat market in Singapore comes with a typical characteristic of seasonality, the demand of the product is extremely high during the autumn and winter, which could be explained that people start to purchase and store meat to prepare for the forthcoming traditional Singapore festival, thus, it is essential to build a strong relationship with local sole selling agents who are responsible for underwriting the product by taking large amount from HCC.
[bookmark: _Toc35010888][bookmark: _Toc35043235]3.2 Barrier to Entry
The meat market in Singapore that HCC prepares to enter is large in scale, given there is a huge demand of meat in Singapore, HCC needs to inject a significant amount of investment to initiate the entry to the market. Singapore is a desirable target for HCC as it is a technology-advanced country with high GDP growth, and the government supports the development of the economy by encouraging import and export, and by building an international relationship with companies in various places in the world, which prompts the growth of market (Alasdair & Garry, 1990).
[bookmark: _Toc35010889][bookmark: _Toc35043236]3.3 Competition in the Market
However, the level of competition is relatively high in the Singapore meat market. Singapore’s domestic manufactory of meat is impaired by the epidemic, however, credit to government’s efforts to the governance of epidemic, there are still several firms in Singapore that take up significant market share in meat market, while the internal competition is relatively low compared to the competition from external. Singapore is an Asian country which means that it has easy access to China, Japan and India. There are many existing firms from Asian countries that compete in the Singapore market.
[bookmark: _Toc35010890][bookmark: _Toc35043237]3.4 Competitor Analysis
One of the strongest players in the Singapore meat market is Yurun, which is a Chinese company specializes in manufacturing, exporting and transporting meat. Yunrun firstly achieved to be a top meat producer in China through high investment in farm and manufacture, which forms economies of scale to control the cost. Then, Yurun started to consider entering foreign markets to explore potential opportunities, one of the targets in Singapore. Initially, Yurun was approved by the Singapore government to export meat product to Singapore, however, there is inconsistency of quality control policy on meat product between China and Singapore, which takes Yurun efforts to face the conversion of the level of quality on production to adapt to new policy in Singapore. The solution that Yurun took is that Yurun set a separate production line that solely produces meat for exporting to Singapore. Besides, entering Singapore market means that Yurun has been exposed in foreign exchange rate risk, it is unpredictable about the future movement of the currency exchange rate, Yurun chose to hire a risk management team who specialize in trading in derivative market, the result of which helps Yurun hedge the risk of the exchange rate.

Moreover, the cultural difference between China and Singapore requires changes to be made when Yurun entered the Singapore market. In China, working overtime is common which makes production process effectively and in time, however, there is a culture of protecting workers’ right, working overtime is not common in Singapore, which makes it difficult to deliver meat products from middlemen to consumers in time before the product expires. Yurun considered contacted those middlemen who had the best sales performance in the past year and paid an additional margin to stimulate them. Moreover, the gift acts as an essential role which decides the success of the business in China, there is an implicit culture that gift helps to prompt buyer-seller relationship, thereby increasing internal vibe of bribery. However, in traditional Singapore education, it is explicitly taught that people must put integrity in the first place, and receiving gifts is commonly seen as a moral hazard in Singapore. The management of Yurun trained those in charge of the oversea business teams to follow the company’s protocol and act with integrity when contacting middlemen or agents in Singapore.

Lastly, according to Belcher (2006), people in Singapore have a strong awareness of environmental protection, they have a request on the biodegradation of the package used in the product to reduce the impact of waste on the environment. However, the awareness of environmental protection is not strong in China, only the government established policy of charging a price on the plastic bag, but people still don’t care whether the product produced by manufacturers uses a package that is of biodegradation or not. To solve this conflict, the technique of biodegradation is applied in the packaging process of the separate production line.
[bookmark: _Toc35010891][bookmark: _Toc35043238]4.0 Evaluation and Conclusion
For HCC, there are several problems need to be considered, given the lesson learned from Yurun. Firstly, entering Singapore requires a large amount of investment in the initiation of the new international business, which includes a search of middlemen in Singapore, connection with new delivering company, setup of new production line, and marketing. Secondly, the risk involved with foreign exchange rate will affect the operation and profitability of HCC, it is essential for HCC to take measure of hedging the foreign exchange rate risk by considering a well-designed derivative structure, moreover, HCC could enhance working capital management to ensure that all working capital is managed well to reflect a healthy cash flow condition, according to Lazaridis & Tryfonidis (2006). Thirdly, environmental protection needs to be embedded into HCC’s culture and value to ensure the product caters to people’s standards in Singapore. Lastly, management should investigate the local culture to ensure that the culture change brought as a result of cross-broader business would be prompt in the organization.
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