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Executive Summary
In this report it will start with a brief introduction into who Tomos Watkins are and what they do. Followed by an insight into the BBPA and why organisations export into global markets. We will then look at the unique selling point for Tomos Watkins and what stands them out from competitors. Concluding this we will then look at what markets Tomos Watkins can exploit and how they would benefit from entering a particular market.

Introduction
Tomos Watkins is a family run brewery located in Llansamlet, South Wales and today is recognised as one of Wales’s largest growing brands. The family run business regard their motto as “with pride and passion” by producing some of the finest ales in South Wales. Watkins (2018)
Although the ales are produced in South Wales, they can be enjoyed worldwide with Tomos Watkins providing beautiful ales as far as Shanghai. Over the past 10 years the brewery has been on the receiving end of some awards as seen in figure 1 chart below. These achievements were all awarded after the organisation went into liquidation 11 years ago and were purchased by Connie and her brother Phil Parry who really did have a successful impact on the organisation. They now employee 69 staff and have a turnover of 10 million per year. In this report we will try to establish new markets in which Tomos Watkins can enter to expand their organisation even more on a larger worldwide scale. With the organisation already trading in parts of America and China 
“We are a family-run business with brewing in our blood, and this sense of pride can be tasted in every delicious drop crafted on site at our brewery in Swansea.” (Watkins, 2018, Page 1)
[image: ]Figure 1. (Watkins, 2018, Page 1)
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BBPA Export Strategy
BBPA is correctly known as British Beer & Pub Association is the backbone behind the British beer being exported all around the world. Simmonds (2017) believes that British brewing is one of the world’s best manufacturing sectors. After Whiskey and chocolate, beer is one of the biggest exports out of the UK and it is currently worth around 600 million per year. “The BBPA deliverer key strategies in which they aim to support both new and existing exporters. A key platform to enable new and existing brewers to reach their potential and find out all they need to know on key export markets is the new export hub that will form a key part of the new BBPA website to be launched in the coming weeks.” (Simmonds, 2017, Page 1)
Another strategy that they have in place is there importance of delivering quality and sustainable growth. They believe that the importance of the transportation and the storage of the beer is a very important factor as it has an impact on the overall performance and if not stored correctly the beer can lose some of its key features. The BBPA assist small breweries on what they have to do to make sure that their product does not lose any of its quality when being exported.
It goes without saying that alcoholic beverages can actually lose a lot of their key features when being exported. The global brand Guinness is a prime example. Phelan (2017) suggests that there are a few reasons as to why Guinness actually tastes better in Ireland where it is manufactured as to anywhere else. 
· Guinness send a representative from their organisation to go and clean the line on the tap of every pub in Ireland which sells the beverage every 3 weeks.
· Very few bar tenders actually pour the beverage the correct way with the 6-step format.
· The Guinness in Ireland is known to be fresher than the exported goods and this is another reason why it isn’t as nice as the beverage does seem to lose some of its taste over time.
“Some have argued that the preference for an Irish Guinness is mostly psychological, with factors like local ambience making a major contribution to the perceptions of better flavour.” (Phelan, 2017, Page 1)

Why Enter Global Markets?
Global markets are a significant area for expansion for any brewery. Simmonds (2017) found that in 2016 there was a rise in UK exports 5.8% as six million hectolitres were sent overseas. With a total of 63% of the UK exports going to EU countries and the market leaders being Ireland, France, Belgium, Italy and Netherlands. It is also known that more beer is exported to the USA than all of the other Non-EU countries combined. The market growth in china over the past 3 years has seen a large increase in 500% of sales. After this increase China is now the second largest marketing for UK exporting after the USA. Organisations are now seeing a potential growth in areas like India, Russia and Norway. Below in Figure 2 is a chart with the largest growth market for UK beer exports.
[image: ]Figure 2. (Simmonds, 2017, Page 1)

It is safe to say that the biggest market for UK beer exports is the USA with an amazing worth of £150 million. With the total of value for the complete Non-EU being £320 million It just shows how big the USA market is with nearly half of the exports going there.
“It is no wonder then, that key markets for reaching the growth goal come from a combination of value and volume, split evenly across EU and non-EU markets, including France, Italy, Canada, China, the US and more.”  (Simmonds, 2017, Page 1)

Unique Selling Point?
As Tomos Watkins is a family run brewry they have a lot of great unique selling points to other countries. Their beverages can offer something a little different to the market and this plays in good favour for their exporting. BBC (2013) said that the firm first broke into the USA market back in 2013 as they exported some of their goods for Welsh week and have been supplying beer to New York ever since. 
As they are a local welsh organisation, they tend to keep pride in their culture by having their labels and naming their beer in welsh. 
"Our Cwrw Braf for instance depicts a daffodil - our national flower.” (BBC, 2013, Page 1)
Introducing these welsh naming and labelling onto their products can be very appealing for other countries as countries will want the goods as it adds a different culture to their area. Now a days with travelling and mixing with other cultures being a very important area countries could see this as a way of mixing with welsh culture.
It goes without saying that the welsh beer has a significantly nice taste as it was voted best beer in Wales by Tesco.  
The organisation also manufactures the beer with welsh products, and this is another unique selling point for them. With their market growing for exports and already exporting goods to New York, Shanghai, Hong Kong and Spain the organisation can use their feedback and statistics from how their exporting has grown with these countries in the past 5 years and other countries will then be aware of the potential. 
“"We do see our exports increasing. At the moment they are a relatively small part of our turnover." (BBC, 2013, Page 1)

Possible Markets?
The organisation has a lot of potential markets that they could enter. With them currently pursuing the Australian market they feel that the Australian market could have a positive effect on the growth of their brand. Atlas Media (2019) have found that America are the biggest importer for beer and there aren’t many countries which come close to the margin that they import. With Tomos Watkins already exporting to the USA they need to look into other markets. Possible markets would be France which currently imports £847 million worth of beer and they are the second largest importer in the world. Ireland is another country in which they could look into exporting too. Their import value is £143 million. The final country they could look into exploiting is Italy as their import value £577 million. All three of the countries shown are also very popular destination for tourists and with the importing welsh beer they will feel with that they can mix different cultures within the food and beverage industry. 
The countries are also a short distance away from where the brewing factory is which is another key reason for choosing these markets. Some alcoholic beverages do not travel well and the longer they are kept without being used they lose some of their unique taste which has a negative image on their brand. But with these countries being close to the UK It means that there is less chance of this happening. These countries will be a lot cheaper to ship to as opposed to shipping to the other side of the world.
“Also bear in mind the condition in which the drink must be kept. If, for instance, heat will have a negative effect on the quality of the product, consider modes of transport with cooling options and avoid routes that pass-through areas with extreme climates.” (Constable, 2018, Page 1) 

What Market Has Been Identified?
The market identified with the best potential for Tomos Watkins is France. With France being a short distance to ship the beer it can reduce costs and can also maximise the product performance. France is the host of a huge international beer event each year called the SIAL in Paris where the government are keen to introduce a variety of different beers from different countries. Simmonds (2017) 
With France also having a large turnover of tourist visiting each year it is an amazing opportunity to reach a wide audience by promoting the brand. By starting to export to the SIAL event in Paris it then will open great opportunities throughout France for the organisation to export to.


How to Enter?
By using direct exporting, the organisation will have a greater relationship with overseas exporting. French (2017) says that the BBPA are now introducing an export hub so that it makes the communication between manufacturers and overseas countries. The hub along with communication will also assist brewery’s in labelling correctly as this area usually hinders them from exporting.
From using a direct exporting method, it allows the organisation to get better and more personal feedback on what the buyer really thinks about the product, it will then build greater relationships with the importer and supplier. Following the BBPA export hub they will also liaise with overseas governments to help break down trade barriers and tariffs to help benefit the manufacture. This will be great for Tomos Watkins as they will be able to enter the French market with the help of the BBPA and overcome any issues that may occur from doing so.
“With the right strategy in place, there are real opportunities for growth. This builds on work already done, through the Government’s own food and drink strategy, and shows that through working together and sharing best practice, we can boost British beer exports and overcome existing barriers to trade”. (French, 2017, Page 1) 

Conclusion
Overall, it is clear to see that there is a lot of potential for Tomos Watkins to enter into new markets and start exporting to different countries. It has been outlined that entering the French market is a great opportunity and with the new export hub introduced by the BBPA it allows Tomos Watkins to communicate with potential buyers and also assists them with potential problems for example with trade barriers and trade tariffs. By also starting off suppling at the huge SIAL event in Paris it gives Tomos Watkins great brand exposure and with that can potentially open a door for many new clients to export to. 

“An innovative product that stands apart from the competition abroad can result in increased sales and profits, not just from foreign consumers who are looking for something new and unusual.” (McCreary, 2016, Page 1)
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Chart 1: Largest growth markets for UK beer exports by volume
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