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1. Introduction
This report has been written with the aim of planning the implementation of the strategy that had been proposed to the company under analysis; that is, HCC for entering into the new marker for exporting its lamb meat. This report is in continuation of the previous assessment in which the market entry strategy suggested to the company was market development. The reason for proposing this strategy was the fact that HCC sought its survival and meaningful attainment of almost considerable profits that it ought to earn from the European countries which were its main market. However, soon after the announcement of Brexit, the revenues that had been generated from this particular market were lowered and posed the threat of getting halted completely. Henceforth, the previous assessment proposed the new potential market to be China and advised to enter the industry via market development strategy. As a simple proposition does not work until and unless it is rightfully applied and implemented, therefore, this purpose for HCC has been fulfilled via this report. 
[bookmark: _Toc513609554]2. Main Findings
The main findings of this report are based on how the proposed strategy for new market entry is going to be implemented. This is to be done under the guidance of extensive theoretical insights which will help in understanding the culture of the home and host country and other factors that may affect the decision of HCC’s management for imposing the advised strategy in China. 
[bookmark: _Toc513609555]2.1 Factors effecting HCC’s Decision to Enter – Understanding the Market
On the basis of detailed assessment that had been carried out the in the previous assignment, certain factors had been identified that were responsible for bringing in the shifts in the minds of people that eventually formed the basis of altered decision making towards change. These are inclusive of alterations and changes in terms of differences and similarities of cultures, apart from this, attributes effecting the decision to enter were highly under the influence of cultures. This means that a product which is acceptable in one country and is being sold every now, therefore it is extremely substantial to understand that whether the new product aimed to be offered is in accordance with customers needs or not. The detailed macro and micro level examination that held earlier regarding the product, HCC intended to sell lamb’s meat to the Chinese market among as despite of the presence of a number of competitors virtually, the rapidly increasing target market was not getting served rightly due to insufficient of lamb meat in the country. This was a high opportunity to grab and a meaningful meeting to attend for getting to learn new things. Thus, the ever increasing population of china helped the company HCC to enter into the new market.
[bookmark: _Toc513609556]2.2 Implementation of Marketing Activities through Marketing Mix
The implementation of recommended market development strategy for HCC in the new market is believed and analyzed to be nothing less than a highly strategic move with a capacity of earning company either humongous losses or considerable profits. The implementation of this strategy for HCC has been advised in reference to the context of marketing mix. According to the work done by Foxall (2014); Kotler (2015), a detailed marketing mix is comprised of seven elements though; which include, price, place, promotion, product, processes, people, and physical evidence, but when it comes to determining the marketing mix of an international venture, then the marketing mix tends to get summed up in two major approaches; adaptation or standardization. These define how a business is going to enter a certain industry (Armstrong, Kotler, Harker and Brennan, 2015; Chernev, 2018). Henceforth, with respect to HCC’s targeted lamb market in China, it is deemed that the company must go with adaptation approach. With the help of this strategy in particular, the company HCC will be able to focus on the Chinese target market closely and identify and observe the areas that are immense importance for the Chinese consumers such as quality and pricing of lamb meat, etc.
It has been known from assessment 01 that the people of China have very limited options to choose from in terms of international meat, they still do not compromise of quality of food may it be raw or cooked. On similar grounds, the lamb meat remain under great concern by the Chinese consumers because they seek to use meat that satisfies the quality standards while assuring that the price must be affordable also. As per the discretion of Quer (2015); Adeola, Boso and Adeniji (2018), new market entry requires a lot of changes in the product under adaptation because it makes the product dealing and product delivery more personalized rather generalized or standardized. From the standpoint of HCC, it is believed that the exporter will be able to attract more importers from the mainland China if it would work upon revising its packaging, remaining people focused, and last but not the least; keeping the prices as minimal as possible while not decreasing the quality and preserving it throughout the shipments. 
Moving further, it has also been analyzed from the work of Morschett, Schramm-Klein and Zentes (2015); West, Ford and Ibrahim (2015); McDonald (2016) that in terms of global marketing mix, there are several options available for the companies to choose from. These are ethnocentric and polycentric. Again, selection of these depends upon the strategy chosen for entering the market and on nature of the market as well. Thus, for HCC’s lamb meat in China, polycentric option is deem to enable and help the company implement the market development strategy more easily and profitably. Through the polycentric option, the company is going to get the chance of focusing specifically on the needs of customers in China in a distinct way which would be dissimilar to that being done in other markets. This means that HCC must revise and redesign the packaging of lamb meat specifically for China so that the importers would be able to get attracted much. The information that would be mentioned on the packaging are also going to be in Chinese language; hence, enabling the local Chinese importers to know about the details of the product. These measures are important for the distributor HCC and are ought to be taken exclusively for the Chinese market because it is currently the biggest opportunity through which the occurred losses from the European markets due to Brexit are being faced by HCC. It is also important to note it here that HCC made the use of standardization approach as long as it concentrated on the European market because it was almost the same and the country differences did not make any significant difference. However, in contrast to this, the market of China for lamb meat is totally different and above all, the factors affecting the business HCC; such as cultural mainly is also different. 
Moreover, another step that is substantial to be considered for implementing the market development strategy is of product planning. It had been argued by Kahn (2014); Tomczak, Reinecke and Kuss (2018) once that businesses need to take into account proper planning regarding the product(s) they aim to position and deliver to the market. As far as the product planning of HCC’s lamb meat is concerned, the strategic element suggested for successful implementation of market development strategy is believed to be SWAB (Sell What people Actually Buy). As suggested by the abbreviation, this option shall help HCC to selling the targeted customers; which are importers in China what HCC has while incorporating the adaptability feature in it. Analysis of the situation further brought into notice the fact that market development through cross border trade need to get settled on negotiations between the traders. In the given case, the HCC is an exporter of fine quality lamb meat and seeks to establish B2B relationships with the importers there in China so that its products get sold there also. For the sake of discussion, if it may be assumed that HCC could have supplied and distributed the lamb meat directly to the end users in China, but it chose to hold on to its domain of B2B business especially in China because of the fact that the local Government of China constantly and consistently survives to boost the domestic industry so that the international one may slow down a little. Under such severe circumstances, the only favourable option left for the HCC to do was to form business ties with local meat importers and work for fulfilling the need of Chinese lamb in the country.
On one hand, where these advantages of market development are undeniable, there on the other hand, some of the risks that are involved cannot be neglected also. For example, it will be highly important and mandatory for HCC to guarantee that it must meet the quality regulations made by China for imported meat. Another major challenge for HCC in the Chinese market might be the delivery of lamb meat at the right time and in the right quantity to the importer. Delays in delivery may result in dissatisfaction from customers’ end; which is the importers from China in this case. Channon and Jalland (2016); McLean (2018) argued that challenges or risks that are associated with the product may be managed somehow, but the ones that arise from macro environment hold real risk. For instance, the rate of the currency exchange; that is, the medium of transaction between HCC and the importer(s) from China. Chinese Yuan is valued less as compared to United Kingdom’s Pound Sterling though, but keeping in consideration the current valuation and the increase Chinese Yuan is facing due to its growing economic value, it is assumed that HCC may face loss due to the trade transactions. Thus, it can be stated that on one hand, where there is massive opportunity for HCC to recover its losses of the European market from China, there it also needs to act diligently so as to cope up with the challenges and ensure successful implementation of the market development strategy. 
[bookmark: _Toc513609557]3. Conclusion
On the basis of analysis conducted in this report, it has been concluded that the proposed strategy of market development can be best implemented by the HCC for exporting its lamb meat in China by considering the options of adaptation and via a polycentric policy. In addition to this, it had been analyzed that HCC would not only enter the Chinese market through these means, but it would also be able to make the most out of proposed market development strategy by selecting the option of SWAB; that is, selling what people actually buy. In China, the market was assessed to be quite selective and concerned about quality control which is why adaptation was believed to work for HHC. It is because it will allow the company to work upon the marketing mix of its product (lamb meat) in every way; most particularly by reconsidering and redesigning the packaging, making it customized for the Chinese consumers and also by working upon price of the product as well. All in all, these tactics would ensure successful implementation of the market development strategy of HCC’s lamb meat.
[bookmark: _Toc513609558]4. Recommendations
Considering the challenges or risks identified and analysis in this report for HCC in China, following recommendations have been put before the management of HCC to mitigate the potential as well as existing challenges;
· Maintaining quality of the lamb meat throughout is a big challenge and to deal with it, HCC is advised to upgrade its delivery carriers with latest technology that could control and adjust the temperature of the storage automatically. 
· Secondly, if any preservatives are used, then their quality must also be controlled and checked.
· Following the adaptation strategy, the quality control systems are recommended to set as per the standards of China so as to authenticate and ensure the local importers about quality being maintained.
· The next challenge of timely delivery can be overcome by adding on more distributors to the fleet. HCC is advised to keep each distributor on standby so that whenever the need or requirement of the lamb meat arises; even the unexpected one, there must be a distributor on part of HCC to deliver the lamb meat to partnered importers in China. 
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