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1.0 Introduction 
Tomos Watkins is Brewery Company based in the wales. All the companies’ products are unique and differentiated from others in terms of quality; they are made in Swansea and sold to the Welsh and British market. The company recognizes potential foreign markets and strategy to new market and adoption of the best options available.  This report will, therefore, focus on identification of critical, critical markets which are worth entering and evaluation of the possible options for entry to these markets.
2.0 Identification of Key Markets Worth Entering.
According to the global beer market report produced in the year 2017, the total income generated from this industry was $593,025 million, and it’s expected to hit $700,000 by the year 2025(Blythe 2009). There has been increased consumption of beer due to an increase in the disposable income as well as an increase in consumer preference to it as opposed to alcoholic beverages. The surge in female consumers and increased youth population has fuelled the market growth. It is anticipated that the youth population will reach more than 1.4 billion by 2025 (Blythe 2009). Such population presents an opportunity to Tomos and Watkins to consider entering new markets. 
However, before entering to new markets, there is need to conduct a market feasibility study to understand a country market structure, the geography, the culture of the people, legal requirements and consumption behaviour (Belohlavek 2011). All these factors are important since they help in market viability as well as sustainability. We will, therefore, analyse the countries which Tomos Watkins considers entering about the factors mentioned herein.


2.1 The German Market
Entering into international business is highly risky, and Tomos and Watkins have to get quality information on the markets. The company has to conduct thorough research on the German’s beer market with intentions of filling any existing market gap that may be available (Belohlavek 2011). Tomos and Watkins will be required to pay emphasis on the obvious and cultural differences in its country and that of Germany which will help adjust from the norm in marketing and entering the market. The German market is decentralised with a difference in preferences and tastes varying from one region to another but still, it remains a valuable market for export as well as investments. In the year 2017, the UK had an estimated GDP of about $3.677 trillion making a major global trading country for entry by Tomos and Watkins (Doole and Lowe 2012). 
However, the legal system and tax system in Germany prohibits the production of alcoholic beverages and the large production which was taking place in Germany was suppressed. An advantage about the Germany market is that it has few barriers to entry serving as entry market for over 43,000 exporters from the USA and from the UK which makes it appropriate for firms with a mission to penetrate products to the country. However, the German market is a sophisticated one and has a high demand for commodities and services that improve productivity, lower costs and also enhance the performance of the business. This may pose a threat Tomos and Watkins who are thinking about bringing beer to the German market which may be considered unproductive commodity or one that does not improve the efficiency of other businesses in the country. 
2.2 Brazilian market 
Even though the Brazilian country suffered for several years, recently there has been a significant sign the economy is on recovery. During the worst of the times, citizens changed their norms and habits to minimise consumptions. For instance, Brazilians turned their homesteads into places of gathering instead of going out for drinks. More so, beer takers from reports are in the look for quality and better beer drinking products which provides an opportunity for Tomos and Watkins. The volume of premium and super premium drinks faced a growth of 7% and 30% consecutively (De Burca et al. 2014). Tomos and Watkins entry strategy may include delighting the Brazilians with new packaging, flavours, and ingredients for its beers. 
The Brazilian economy is stabilising and becoming one of the emerging markets for many firms. There is an ever growing number of millennials and middle-income consumers who becomes a target for  Tomos and Watkins and thus the firm needs to have a market understanding to sufficiently enter the market (De Burca et al. 2014). However, due to the cultural difference between the Brazilian people and the UK people some challenges on communication and general conduct of business may arise, nevertheless, such challenges can be addressed through taking appropriate strategies like offering campaigns and promotions to enable Brazilians to acknowledge the national presence of Tomos and Watkins in Brazil. 
2.3 Japanese Market
Japan’s beer market of recent has been influenced by two major challenges. There has been a price increase due to the liquor tax amendment changes in climate which has been characterized by heavy rains, low temperatures running all the way from summer to autumn. During this period of time, the bear demand has always been at its highest (Hollensen 2013). The tax imposition and changes in weather has affected the market considerably. There is high competition between the high-alcoholic and non-alcoholic beer and the non-alcoholic ones. However foreign market producing brandy products are competing effectively in the country making Japan also a destination where the Tomos and Watkins can invest in beer making. The country infrastructure is good and considerable population which is very industrious. However, according to the market data on beer, the Japanese market has been contracting and among the top eight players in the industry only one company recorded a growth in the year 2017 (Hollensen 2013). 
3.0 Recommendation of Countries to Establish Contact With
Based on the analysis of the three countries above, both Brazil and Germany provide an excellent favourable environment where people Tomos Watkins could invest. In Germany, the demand is high than supply; hence a unique opportunity to be exploited (Hollensen 2013). There is no much cultural difference between the British people and the Germany people. Similarly, Brazil market promises a vast demand for beer to the enormous population consisting of 50 million people, the increase in middle class from 35% to 43% over the one decade which is expected to spend more and more money pleasure activities such as beer drinking (Lendrevie and Lévy, 2012). On average, a middle-income earner in Brazil would consume $2000 per year; hence it’s a critical potential market. The two countries have intensive infrastructure network and an excellent rating in the ease of doing business. Therefore they form an attractive destination for Tomos and Watkins to enter the market. According to the study report on beer production and consumption, the country produces 54 gallons per year and waste is 87 gallons per year. In the same state, people aged between the age of 50 and above are heavy drinkers, between the ages of 18 to 35 are average consumers but the level of consumption increase with age (Kumar & Shah 2015). The ease of doing business in the two countries stands at 81% and 73% in Germany and Brazil respectively. Therefore the legal process is free of many bureaucracies which discourage setting up of business.

4.0 Evaluation of Possible Options for Entry to These Markets.
The business environment has become very competitive in the local market due to the small population, a surplus of the factories in the same industry and the shrinking number of consumers. It's therefore crucial for the Tomos and Watkins to enter and exploit international markets (Jobber 2012). International markets are more open, there has been the globalization of the consumer's taste, the global population will offer a ready market for producers. Also, there has been worldwide growth in wealth and personal influence; all these factors provide an excellent platform for companies to compete internationally (Jormanainen and Koveshnikov 2012). However, there different methods or strategies in which a company can enter to the international markets.
According to internationalization theory, a business firm must carefully consider which countries to compete in, what would be the type of operation in the foreign market and what such a business will control the overall risk in the international exchange (Nielsen and Nielsen 2011). The globalization theory also indicates that the most commonly available market entry option include the direct exporting, indirect exporting, foreign direct investment, acquisition of an overseas company, through joint ventures, licensing, franchising or even partnering as well as piggybacking and greenfield investment.
4.1 Direct Exporting
Tomos and Watkins can choose to go international by selling directly to the identified markets using its resources in the initial stage. However, once it establishes the sales programs in the Brazil demand and Germany, it can work agents and distributors efficiently to act on it behave in these markets (Keegan 2013).   However, it is essential for Tomos and Watkins to understand that distributor or agent presents its interest, and therefore it would be critical for them to spend much of their time in deciding the best choice of distributor or agent. Depending on the market influence of the agent or the distributor, they can transform the company business to a success story and while the wrong choice could destroy the company business.
4.2 Joint Ventures
This is a strategy used by an organization which wants to trade in the international market. It is a type of partnership where a third and independently managed company is created. For example, Tomos and Watkins can come to a consensus with another company in the same industry in either Brazil or the Germany (Keegan 2013). The agreement concerns working jointly to exploit specific market in terms of geographic or in terms of making a particular product, to actualize the understanding Tomos would agree to create a third company with its partner in the respective countries. The profits and risks of this thirdly established company are shared equally.  Sony/Ericsson, Jaguar land rover is a good example of a joint venture with a Chery automobile, these venture has put business to the next level of making a sustainable profit throughout the years.
4.3 Acquisition of an Overseas Company
This is an international market entry strategy where existing companies who decide to enter the foreign market purchase existing company in that particular country. However, this strategy is effective if the company have significant market share, or when it is a direct competitor at international level with that company and at times government regulation makes this the only option (Morschett et al. 2010). For Tomos and Watkins to enter these new markets, it will require enormous cost and determining the value of a company in a foreign market demand more competence and financial due diligence. However despite it been a challenge, it is suitable since it instantly provides the entrant company with all benefits enjoyed by local companies, it will have the local market knowledge, and it builds a strong customer base and usually treated by the local government like any other local business within the country. It is an option which Tomos and Watkins can consider when deciding to move either to Brazil or the Germany.
4.4 Forming a Partnership
Partnering is a commonly used strategy by companies entering a foreign market, especially in the Asian markets. This informs Tomos and Watkins that consideration of entering Brazil brewery market will need it to partner with other players in the industry who have an establishment in the Brazil market (Cavusgil et al.2012). However, partnering could take different forms such as simple marketing arrangements or even the formation of a strong strategic alliance between the companies. It’s also useful in areas where the culture, business, and common setup are different from the home company’s market. Partnering has the local partners bringing in the local market information and establishing of the strong customer relationship (Cavusgil et al.2012).
5.0 Recommendation Best Entry Options.
Having analysed the different options that Tomos and Watkins can use to enter the new markets of Brazil and the Germany, there are options which are favourable while others are not. Two possibilities which can be adopted by the company include forming partnership and establishment of joint ventures (Morschett et al. 2010). For example,  the connection is vital especially when the culture, business, and social setup vastly differ. This case is suitable for Tomos and Watkins when moving to the Brazilian market. Tomos and Watkins are located in Swansea which is in the United Kingdom, the two countries differ in terms of cultural dimensions, and it would be appropriate if the company enter into strategic alliance with other Brazil company in the same industry (Nielsen and Nielsen 2011). Such a partnership will help to address the cultural shock, provide much needed local market knowledge and establish strong customer’s relationship. When Tomos and Watkins consider entering Germany market, the joint venture is the best option. Germany has a good reputation on a joint venture. It is a good option since risk and benefits are equally shared.
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