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[bookmark: _Toc26357][bookmark: _Toc7148][bookmark: _Toc31110][bookmark: _Toc32444][bookmark: _Toc14321][bookmark: _Toc28195][bookmark: _Toc23258]Executive summary
In this report, I will recommend to HCC those new markets and give action plans. It will also critically evaluate market access options for the new market for the Irish lambs. This includes a good reason to choose the best fit for the UK to create a gap.







































[bookmark: _Toc12782][bookmark: _Toc30422][bookmark: _Toc5182][bookmark: _Toc21533][bookmark: _Toc10105][bookmark: _Toc977][bookmark: _Toc18628]1.0 Introduction
The report here is divided into two parts. The first part I will give some theory as the basis, the second part I will give and analyze why Pakistan is selected as a new market.
[bookmark: _Toc15026][bookmark: _Toc5716][bookmark: _Toc31352][bookmark: _Toc6737]1.1. The global trading environment- a historical perspective
In the all-ball trade environment, the historical background has also become the focus of expansion. In history, global trade is not a new phenomenon. "The Western Road to China's Trade with Central Asia, China and India for Silk Trade from 114 BC to 127 CE" is named "Silk Road" (source Reichhofen "China") Silk The road not only opened the door to Asian and Western commerce but also started the establishment of a trading market. As a result, the United Kingdom as early as the eighteenth century and Asia and other countries have carried out trade ties. As a result, the Asian market is a new market for Welsh lamb.
[image: Silkroutes.jpg]Table1-The Western Road
1.2 Hofstede’s 6 Dimension of Culture
Hofstede, through his study of more than 50 countries, finally concluded that culture was divided into four dimensions and subsequently, through the collaboration of Michael H. Bond and Michael Minkov, added two dimensions:
1.Power Distance Index (high versus low).
2.Individualism Versus Collectivism.
3.Masculinity Versus Femininity.
4.Uncertainty Avoidance Index (high versus low).
5.Long term orientation
6.Indulgence
1.3 Absolute advantage
Absolute advantage refers to the two countries in the production of two kinds of goods in the case of one of the country's labor productivity than the productivity of another country, then the country with high productivity has an absolute advantage. Among them, Wales because of the Mediterranean climate, and geographical advantages, rich in mutton, then in Asia and other countries in the commercial competition at an absolute advantage.
1.4 Comparative Advantage
Comparative Advantage A country has a comparative advantage in producing a product if the opportunity cost (as measured by other products) of a country in producing it is lower than the opportunity cost of producing the product in other countries. Among them, Wales, rich in mutton, and all the mutton are subject to strict control and inspection, to meet the stringent standards, and the British government strict laws prohibit the use of any drug for livestock. (Source BBC) In this case, Welsh mutton friends have a comparative advantage.
1.5 Macro factors
The external factors that affect the production and operation of enterprises and their effects are called macroeconomic factors. This includes political and economic risks. Some countries in political risk tax the price of imported goods, and consumers will have higher prices of foreign goods. At the same time, some countries have certain policy restrictions. For example: The UAE is a lucrative market for Indian companies, but by law they must operate locally.（source telegraph）
In the economic risk, the growth of national income will lead to an increase in the consumption of goods. Most countries, such as Asia, are in developing countries. Relatively speaking, national policies and economic risks are relatively low.（source telegraph）
1.6 Micro factors
The microeconomic factors are mainly financial markets where the product poses a certain operational risk. For Welsh lambs, they must be quickly reached by consumers after production and therefore have a certain risk in terms of transport and handling.
1.7 The Uppsala model
The Uppsala model is based on the analysis of the process of internationalization of enterprises proposed gradual enterprise internationalization theory. Stage 1 - no regular exports
Stage 1 – no regular exports
Stage 2 - export via independent reps
Stage 3 establish foreign sales subsidiary
Stage 4 foreign production
Wales lamb has opened up foreign markets, in the choice of new markets, have sufficient experience. However, since it is a food product that is perishable and has certain risks, there is a need to gradually implement expansion plans for safety reasons.
1.8 Direct trade and indirect trade
Direct trade refers to the commodity-producing countries and consumer countries directly sell the sale of goods. Indirect exports need to have intermediaries (which can be the country). As a result, Welsh lambs can choose to export indirectly in the early stages of expansion, with stability and safety, with less risk. Then when you reach a certain level you can choose to export directly.
1.9 Trade barrier
Trade Barriers refer to the restrictions set by the State on the exchange of foreign goods, generally divided into tariff barriers and non-tariff barriers. Tariff barriers generally refer to various man-made measures that obstruct normal trade and the role of the market competition mechanism. Non-tariff barriers refer to the certification requirements of some developed countries that use their own technological advantages for products from other countries and greatly impede the export of manufactured goods from underdeveloped and developing countries.

1.10 brand effect
Brand effect refers to the use of the brand on the product, the benefits and impact brought by the brand's user, is the role of brand use. In developing new markets, the brand effect is so important that only local people know the brand to buy the product.

















[bookmark: _Toc13207][bookmark: _Toc15028][bookmark: _Toc8240][bookmark: _Toc22365][bookmark: _Toc13382][bookmark: _Toc14196][bookmark: _Toc18454]2.0 Main body
Based on the above theory and analysis, for the Asian market, exclude the expansion of the market, such as Hong Kong, the most suitable for the Pakistani market, this section will be given HCC into the Pakistani market action plan.

[bookmark: _Toc13350][bookmark: _Toc14465][bookmark: _Toc3710]2.1 Pakistani background
Pakistan, located in South Asia, covers an area of 796,095 square kilometers. The rest is subtropical climate. Southern hot and humid, monsoon affected by the monsoon, the longer the rainy season; dry and cold in the northern region, snow all year round in some places. Pakistan has a population of 197 million, and over 95% of residents believe in Islam (state religion). At the same time, Pakistan is a member of the Commonwealth.

Pakistan has a diversified economy and is the 25th largest economy in the world. Pakistan's economic structure is based on a shift from a predominantly agricultural to a service sector. Services accounted for 53% of the wholesale and retail trade accounted for 30% of the industry.
Pakistan is a country with a very religious atmosphere. According to the constitution, Pakistan's state religion is Islam, 97% of its residents believe in Islam,
[bookmark: _Toc14571][bookmark: _Toc13263]2.1.1Hofstede’s 6 Dimension of Culture
[image: ]
(Table-UK and Pakistan Hofstede's 6 Dimension of Culture)
Using the Hofstede Seven Dimensions In the chart, we can clearly see that Pakistan is in a country with a well-defined social hierarchy and serious religious beliefs. Religious beliefs seriously regulate people's behavior.(source)
[bookmark: _Toc9713][bookmark: _Toc27791][bookmark: _Toc6225][bookmark: _Toc12698][bookmark: _Toc18782][bookmark: _Toc13562]2.1.1 Culture and consumer behavior
As the demand for mutton in overseas markets continues to increase, opening up new markets becomes a trend. Among them, Pakistan has a potential market. Among them, a large part of cultural factors. Because Pakistan is a country with extremely religious sentiments. Among them, people who believe in Islam account for 97% of the country's population. Simultaneously. It is forbidden to consume and drink pork products, blood, carrion and wine in Islamic canons and ceremonies. Therefore, this culture must not be a business opportunity, and mutton and beef will become the main source of meat for the people who eat no more pork in Pakistan.

With the continuous development of Pakistani economy and the globalization of the world economy. Pakistan to become a fast-developing developing country. In recent years, Pakistan's large-scale economic reform has transformed the economic system from agriculture to service. People's consumption of water products continue to increase. As a result, the demand for food has continued to increase, and this change has also prompted Pakistan's external demand. Therefore, the Pakistani market has some potential.

[bookmark: _Toc21463][bookmark: _Toc18598]2.1.3 International competition
With the globalization of the world economy, Pakistan has gradually stepped into the global economic horizon. 197 million people have become huge markets. At the same time, people are more able to accept internationalized products in the gradual growth of service industries and the personal wealth of the people. Due to part of historical reasons, Pakistan has close relations with the United Kingdom, which also provides a strong foundation for developing new markets.

At the same time, the government also gives the corresponding preferential treatment policy. Pakistan's Minister of Food Security and Research said recently that the government has completely banned the export of live animals; the same time, to promote the development of the domestic meat industry to allow duty-free imports of meat processing equipment. This means. HCC will have a huge profit if it enters the Pakistani market, which is a huge advantage.

[bookmark: _Toc16712][bookmark: _Toc32746]2.1.4 Compared to other markets
Compared to other markets in South Asia, agriculture is underdeveloped, while demand for meat is high, although such countries as the Middle East, such as Afghanistan and Iran, are underdeveloped. However, these countries are still in a war zone. Companies entering these markets will pay a huge price and will not be able to make huge profits. In the meantime, according to the religious and cultural distribution, the largest number of Islamists are concentrated in the Pakistani area. Therefore, Pakistan is the most suitable company to expand the market.
[bookmark: _Toc21101][bookmark: _Toc6883][bookmark: _Toc27226]2.2 Into the Pakistani market action plan
[bookmark: _Toc26686][bookmark: _Toc27428]2.2.1 Investment early
HCC, the largest supplier of mutton in Wales, produced 93% of all lambs exported in the UK in 2014 in Wales. They are famous around the world for promoting quality meat products. This carefully controlled and monitored meat product can only be produced in Wales. The only way to ensure good quality. Therefore, the production base will not be huge expansion of spending.
Initially when choosing to enter the market strategy. It is recommended that organizations use indirect exports to export their products through agents, which, though somewhat passively, may reduce the risk of the organization and exit quickly. Also does not require too much staff and funding needs, is conducive to getting through the market openings. Build your own brand benefits. For the future market expansion pad set the foundation.
[bookmark: _Toc17305][bookmark: _Toc29421]2.2.2 Investment late
Among Pakistanis, people already know enough about brand content. Companies can step up their efforts to expand their products. From indirect exports to direct exports. This seems to be the case for long-term decisions. This approach is more proactive, but requires more money and manpower.
First, companies need a strong partner as a strategic alliance. Expansion in the Pakistani market. Proposed to establish alliances with Chinese enterprises. Because China and Pakistan have a better relationship. Pakistan will not reject China's products to some extent. From a policy perspective, directors in Britain and China are Pakistan's friends. Local time On August 20, 2013 in Karachi, Pakistan, domestic breeders used cranes to transport roos and sheep rooftops to the ground for delivery to the livestock market for the upcoming Eid al-Fitr festival. Due to the large population of Karachi, it is not surprising that there is a lack of urban planning and irrational breeding of cattle and sheep on the top floors of housing. "Sabil Mazar / Orient IC, we can see Pakistan's scarce land, China is the world's largest manufacturer, so in the assembly process, we can cooperate with China to produce products such as packaging, HCC can use this Relationship to increase competitive advantage while having the option of buying and merging local companies to expand, expand the company's market share and improve the organization's brand efficiency. (Source BBC)
[bookmark: _Toc25919][bookmark: _Toc21766][bookmark: _Toc5185][bookmark: _Toc5751]On the policy front, Pakistan is one of the most open foreign investors in South Asia, allowing foreign investors to own 100% of the shares in the manufacturing and infrastructure sectors. The Pakistani government offers several tax incentives for foreign direct investment projects, benefiting industries such as infrastructure, electronics and software. Under such a policy, the organization provided a great opportunity for the organization concerned.

3. [bookmark: _Toc12659][bookmark: _Toc31917][bookmark: _Toc7610]Conclusion
Choose Pakistan as a new market for HCC by using a series of theories. Due to the particularity of the products, the need to gradually enter the Pakistani market to reduce the risk. As the cause and effect are about to be released from Europe, the European market will not become a major market. Due to the religious influence in Pakistan, there is a great demand for mutton. Therefore, Pakistan and Britain complement each other.
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