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[bookmark: _Toc513779020]1.0 Executive summary
From the previous report, it states the country chosen to enter along with market entry strategy. This report follows the marketing mix activities that will be applied to the organisation based on the recommended market entry strategy in the previous report. The marketing mix comprises of product, price, place, promotion, people, process, and physical evidence. International marketing mix uses the same principle which is the 7Ps though it is applied for global market. Entering a new market, the company would have to choose and decide an approach for the market strategy. It can either be standardizing or adaptation based on the marketing mix. Briefly explaining the 7Ps, product is where they would meet customer’s expectation and needs. Following the market, the product shows to be leaning towards adapting due to consumer’s preference on their product which are packaging and labelling. Proceeding with price, it is a value that is worth for consumers to buy. The price is based on the quality of the product in addition of the cost of storage, shipping, and transportation and currency of the local market. With place, it is where the product will be located for storage and distribution. Followed by promotion, it shows to adaptation as the company would have to follow the culture and values of China. 
The people shows to be those who represents the company. In this case it will be the agents and their workers. The process of delivering service to customers focuses on e-commerce which continues to evolve in the market for few years now. Finally, with physical evidence, it is the tangible things that enables to attract customers which in this case is the packaging of the product. There are key cultural forces that influences the marketing decision in standardizing or adapting. The key cultural forces comprise of both positive and negative side. The positive side shows to be about the relationship between China and Britain. Based on the Chinese culture, they seem to like making business with parties that are long-term relationship. This is due to their sense of trust they have with each other. The negative side focuses on communication. When it comes to business, communication is important. Communication requires languages and expressions. China and Britain both have their own languages they used that are different with one another. There can be misunderstandings between them because of this. The same can be said with how they talk as China can be indirect while Britain leans more to being direct. The report ends with conclusion. The conclusion shows that the company would have to proceed with their strategies in entering the market.  The company would face risks and problems in adapting their strategies with the market as they would use different approach than they did in the company. 


[bookmark: _Toc513779021]2.0 Introduction
Hybu Cig Cymru (HCC), also known as Welsh Meat Promotion is an organisation that promotes Welsh Red Meat across several countries. The organisation wishes to promote Welsh Lamb in a new country. The country that is chosen would be China with agents and distributors used as the market entry. After deciding which market entry to use, HCC would have to implement marketing mix strategies to promote the product. The marketing mix helps to identify the products offering to customers in China. HCC would also have to consider the key cultural forces in order to decide whether to standardize or adapt their products in China.

[bookmark: _Hlk513749796][bookmark: _Hlk513764555][bookmark: _Toc513779022]3.0 Marketing Mix
The marketing mix comprises of 7Ps which are product, price, place, promotion, people, process, and physical evidence. It is a tool used as a guidance for organisation to enter the market and determining products offering to customers. The international marketing mix uses the same principles as marketing mix only it applies globally. The international marketing mix would either standardize or adapt based on the market’s preference. The customers in China for the company are household consumers, chefs, and butchers. The meat will be distributed to supermarkets, restaurants, exhibitions, and online delivery service. (Marketing and the 7Ps: A brief summary of marketing and how it works, 2015) (Hollensen, 2014)
[bookmark: _Toc513779023]3.1 Product
[bookmark: _Hlk513414041]The product should meet the customer’s expectation and their needs. When it comes to product decision, it should meet the right branding, the packaging, quality, and others. The company should decide on whether to standardise or adapt their product in entering the China market. Beginning with packaging, China wishes to achieve their goals in becoming a sustainable country. Food safety is a priority in China due to pollutions that occurs there. The company should package the meat carefully and seal it well. It should be environmental friendly or with recycled materials. Consumers tend to look over the design of the packaging. They would choose elegant and high-class design. (Renewablepackaging.storaenso.com, 2017)
The packaging would have to use a high quality yet eco-friendly material to attract consumers. The packaging would have a certificate ISO to show the quality of the meat. Consumers in China tend to go over quality rather than quantity. The packaging would be frozen meat to keep the nutrition and quality. The size would be cut down to pieces with the bones stay intact as China loves to eat their meat from skins to bones. When it comes to labelling, it should mention the nutrition and the quality of the meat provided at the package. China consumers often look at the nutrition and quality level when they would buy their products. When it comes to branding, the company should decide on whether to translate it to Chinese though have to think carefully as it could mean something else too. Based on China’s buying habits, it shows that the company would have to approach adaptation as they would have to make changes based on the consumers’ preference. (Wong, 2014) (ChinaHighlights, 2018)


[bookmark: _Toc513779024]3.2 Price
[bookmark: _Hlk513504237]Price should be made competitive in the market and worth the value for customers to buy the product. It should also be considered for profits. The price of the product would be premium price due to the quality of the meat. The higher the price, the more they would see it is a quality product. Chinese consumers are willing to spend their money as long as it meets their expectations as they often spend on quality products. Though the company should not place the price too high as it can be too expensive for them. The price follows the local currency of China which is Renminbi Yuan. (Wong, 2017)
The company would also have to consider the price as China implements VAT on imports. The VAT rates ranges from 11% to 17%. For transportation, the meat would be using sea freight to send to China port. Using a sea freight, the company would have to pay for marine insurance. It covers transportation damage but not the quantity or quality issues. The shipment type is full container load (FCL) where the container will be fully loaded with the meats. For the storage, the company will be renting a cold warehouse to store all the meats. The price is shown to be adaptation as the company would have to follow the local currency and implementing VAT. The currency between Britain and China is different. Not to mention, including the cost for shipment, storage, and transportation. (Privacyshield.gov, 2018)

[bookmark: _Toc513779025]3.3 Place
[bookmark: _Hlk513452357]The product should be located at the suitable place, at the right time and quantity. It should be the right place for keeping storage and distribution. The place should be suitable for selling and distributing the products to consumers for convenience. The place chosen to be stored and distributed is Beijing, one of the capital cities of North China, as it shows larger meat consumers there compared to South China. It will be shipped to the Port of Tianjin which is one of the largest port in northern China and main gateway to Beijing. Beginning with the process of transportation, the meat would be kept frozen to keep the quality and nutrition of the meat while inhibiting bad bacteria. The meat which are cut to smaller pieces are able to save more space in the container rather than a bulkier size. (iContainers, 2018) 


The company has been practicing longer shelf life for meats to avoid spoilage. With the right temperature, no more than 4°C, and vacuum techniques the meat should be safe. It would be place in a refrigerated container and shipped through sea. After the meats have arrived, the agents would ensure the meats have arrived in a good condition and store the meats in a cold warehouse. The agents would then distribute the meats to customers. It would be distributed to restaurants, exhibitions and trade fairs, and supermarket. With online shopping, the consumers are able to order the meats directly from the agents. The place shows to be standardize as it will be sent to a cold warehouse for storage after shipment arrives and then distributed to customers. (Hccmpw.org.uk, 2018) (CRS Cold Storage, 2016)

[bookmark: _Toc513779026][bookmark: _Hlk513444647]3.4 Promotion
Promotion is a method that will be used to communicate with customers on what they can give and offer to them. It has many tools to gain customers’ attention. Promoting the product in China, the company would have to use adaptation due to the cultural differences. Through sales promotion, the company are able to promote the meat through fair and exhibition. The company are able to show the quality of the meat by cooking and giving food test to customers. Promoting through high class restaurants. China has shown to consume during lunch at restaurants. This can be a good opportunity for the company to promote their meat. Besides that, advertising through newspaper. The company would have to choose the right words in order to avoid mistranslation. While promoting, the company would have to know few considerations such as beliefs and values. The content of the adverts often contains collectivism instead of individualism. Their adverts are also shown to be direct and have cultural values. In a commercial or tv advertisement, the company can advertise their product by showing a family enjoying their dinner together eating the meat during their festive season. (Tian and Emery, 2010)
[bookmark: _Hlk513574322]In China, there are legal considerations for advertising. Based on the advertising law, it prohibits from any content of drugs and tobacco. Another way to promote is through online. With technological advancement, China consumers often shops online. The company could promote through online website and e-commerce as China likes to do business through e-commerce. The social media is also a good way to promote. The company can promote the product using pop ads through WeChat which is a social media that is commonly used in China. The agents would help develop the advertisement and ensure the content is suitable and appropriate for the audience to watch. They would supervise and check the content of the advertisements before sending out to the public and promoting it. It should follow the Chinese culture to avoid any misunderstandings due to the culture differences between China and UK. (Tian and Emery, 2010) (Briefing, 2015)
The promotion shows to be implementing ‘think global, act local’ as the company uses international strategy in entering China while adapting the approach for the locals. It shows to be adapting due to cultural differences alongside with the beliefs and values. The approach used for promotion is based on polycentric where it follows the uniqueness of an international market. (Richman, 2001) (The Drum, 2015)

[bookmark: _Toc513779027]3.5 People 
[bookmark: _Hlk513529918]The people who interacts with the customers are the ones who represents the company as they would give first impression to customers. For people, agents will be controlling the workers in the market. The company has no control in this as the responsibility is passed down to the agents. In order to ensure the agent play their role, the company would have to motivate them to do their job. China shows to be motivated by gaining reward from all their hard work. The company can give them gifts as it shows a token of appreciation to them. Besides that, they look forward to their salaries. Giving a bonus when they do their job well can motivate them more. 
The company would have to educate and guide the agents by explaining about the product so they get to know everything about the meat. They get to handle and manage the product well and ensure the customers receive it. The agents would ensure the meat is distributed safely to the customers. They would select and hire workers for the job instead of the company. They would then train the workers to do their job and ensuring they deliver their service well to the customers. Giving a good customer service such as providing information to customers who are new to the company. For people, it shows to be adaptation as workers are trained differently than the company. (Pingping and Jing, 2016)


[bookmark: _Toc513779028]3.6 Process
Process of delivering service to customers is important as it gives out customers’ impression on the company. Agents will be controlling the process instead of the company. In China, e-commerce has shown to be increasing in the business to promote their products. Customers nowadays often shop through online website. The company would have to ensure the information of the product is given enough in the website so the customers know more about the product. Through online, it gives customers accessibility to buy the product. The agents would design the website based on customers’ preference like using the language Mandarin instead of English. They would update the website and keep the customers informed about the product and what the company can offer to them. The agents will be designing the layout of the website to make it easier and accessible for the customers to choose their products. After the customers have select their product, the agents would deliver it to them once they have received orders and payments from them. The process shows to implement adaptation due to customers’ preference in services are different compared to UK. (Marketing China, 2018) (Li, 2017)

[bookmark: _Toc513779029]3.7 Physical evidence
Customers can sometimes show hesitation in buying new products as they do not very well about it. The product must have physical evidence to attract the customers into buying the product. It reduces uncertainties of customers regarding the product. Again, agents will handle the physical evidence as it is their responsibility. The physical evidence can be shown through the packaging of the meat. The agents would design the packaging based on customers’ preference. Since the agents know more about China’s culture, they would design the package by using the right material and colours to attract customers. The packaging is covered with a bit of red colour since it means luck in the Chinese culture. High quality material is used to give out a good impression to the customers. They would ensure the packaging design and material is done correctly before selling it to the customers. The physical evidence shows to be adapting to the local market due to the culture differences and buying habits of customers are different. (Ku, 2015)

[bookmark: _Toc513779030]4.0 Key cultural forces 
[bookmark: _Hlk513770721][bookmark: _Hlk513775243][bookmark: _Hlk513770742]Entering a new market, there are cultural forces that influences marketing’s decisions on whether to standardize or adapt their strategies. The key cultural forces have both positive and negative influence. Beginning with positive, China and Britain have shown to have good relationships between one another. When it comes to Chinese business culture, they would focus on ‘guanxi’ which means relationships, connections, or networks. It refers to two or more parties able to maintain long-term relationship, commitment, and loyalty. They prefer to do business with someone they trust. Having a good relationship influence consumer behaviour in China and is an absolute necessary in order to achieve success.  It has the ability to influence business made in China including market expansion and sales growth as it enables to reduce setbacks and risks. The Chinese culture focuses on collectivism as part of their values. Guanxi culture makes customers purchases products as they make good evaluation on high-scale products. An effective way to maintain long-term relationship is giving gifts to them as is shows friendship and recognition in business. This can be a good opportunity for the company business especially while working with the agents there. (Luo, 2009) (Fox, 2008) (Lunicheva, 2014)
[bookmark: _GoBack][bookmark: _Hlk513775264]The negative side of key cultural forces is communication. China and Britain use different languages. Having different languages causes several difficulties in communicating with one another in business. Communication plays a big role therefore this can be a risk for them. Sometimes during a meeting, there could be misunderstanding due to different language. For example, Chinese workers talking to each other while the others are talking. They would think that they bad mouth them as they do not understand what they are talking about. Not to mention, their way of communicating is different. China shows to be more indirect compared to Western which are direct in communicating. For Chinese, their meanings are often implied instead of saying it verbally. Not to mention, Chinese don’t often defend their ideas as it is seen to be rude for them. They don’t usually speak out their opinions as seen they would nod to others even when they disagree with it. The company would have to face few challenges communicating with the agents and workers there. (Smith, 2017) (Boontanapibul, 2010) 

[bookmark: _Toc513779031]5.0 Conclusion
[bookmark: _Hlk513775082]In conclusion, the company would have to face many challenges and difficulties to enter the new market. This is due to the company would have to adapt their strategies a lot in order to meet customers’ needs and satisfaction. The company should begin making progress to avoid problems and risks while entering the new market. Not to mention, with adaptation it will cost a lot of time to promote the product as the company uses a different approach and strategies this time. With the differences in culture and buying habits of China, they should research more and start doing work otherwise it will be more difficult to catch up with the market. When it’s too much for the company, there are chances of them finding a new market and start all over which would be a waste for them.
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