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Executive Summary

In this report it will be outlined what international market was choosing into which Tomos Watkins look to exploit. In the main body the report will go through each stage of the global marketing mix weighing up advantages and disadvantages and what techniques the organisation would have to change in which they can be successful.

Introduction

Tomos Watkins are a family run brewery located in Swansea. Watkins (2018) make every drop of their beer with pride and passion and they feel that it can be tasted with every drop. In the last report we analysed the brewing company with the aim to move into international markets. It was very important a realistic and achievable market was chosen. After carefully weighing up a few different international markets the country chosen was France. The organisation chooses direct exporting strategy to work alongside France. With Watkins (2018) the organisation already exporting their products Australia, USA, Dubai, Singapore and Hong Kong and all of the countries involved are very happy with the products it was then made aware that continuing growth in Europe also was important for the brand.  France is a great destination as it is close to the UK and there is also a very good relationship between then Welsh and the French. France is also a popular tourist location and with this is mind it is a great opportunity.
 
“Our determination to become an iconic Welsh Brand drives our core statement to support, encourage and help develop the Welsh economy and increase the profile of 'Brand Wales' around the World.” (Watkins, 2018, Page 1)



















Main Body

Planning is very important when planning to enter markets especially those in the international sector. With planning it can be very beneficial to the organisation. Below is a list of benefits that planning can do for entering international markets.
· Helps quick reactions
· Clarifies policies
· Reduces internal conflict
· Co-ordinates strategy
· Integrates strategy with action programmes

“Planning helps an organisation chart a course for the achievement of its goals.” (Hill, 2019, Page 1)

Marketing Mix
Vignali (2001) says by developing an adequate marketing mix, organizations can satisfy the needs of their target market and reach their organizational objectives, improving performance. Therefore, products that enter a market for the first time have to be tailored to the characteristics of that country, since it is not likely that a single strategy will be able to satisfy all consumers, especially taking into account the existing heterogeneity of the markets 
The global marketing mix is going to be beneficial to the organisation entering into an international market as it will assist in whether the brand has to change certain aspects of their products or if they will be able to stay similar. It will also influence costs and communications throughout the different countries. The marketing mix will also influence on whether the brand should standardise their products or adapt to different countries to maximise their growth.
Product
Product includes everything from physical objects, services, events, places and organisations and the concept of the product includes the packaging, branding and the after sales service. 

“anything offered to a market for attention, acquisition, use or consumption that might satisfy a need or want.”  (Kotler & Armstrong, 2001, Page 291)

Tomos Watkins as a brand have a very strong brand image as they express to their consumers about being proud to be welsh and the amazing welsh products that they offer. 
 With the chosen country being France, we feel that branding and labelling of the product does not need to change. Currently the branding and labelling symbolises the product being welsh and the organisation should keep these features as it adds something different to the French market. France is a country visited by millions of tourists each year and promoting a welsh made product in France adds to their culture. 
 There is no need for product change by entering this market as currently it is a market crowded by Wine and adding to the lager market would be very beneficial. Lager is a very popular alcoholic beverage in Northern France as everywhere else mostly enjoy a glass of wine instead says McPartland (2014). So, with that in mind Tomos Watkins should therefore target areas like Paris, Lille and Reims. These areas are all trying to boost sales of beer as it is a lot more popular than wine.
Tomos Watkins should also keep the same message worldwide by using the One Product One Message strategy as it mixes their welsh cultural beer into other different cultures. With society today more and more people are trying to explore and try different cultures.
There are also no cultural or legal problems with Tomos Watkins exporting to France as currently they are seeking a variety of different lager brands to add new cultures to their market. They SIAL event in Paris is the world’s largest food and drink exhibition and it is a great opportunity for Tomos Watkins to do sampling overseas to get feedback on what the French think of their product. SIAL (2018)
The product will be ethnocentric as the beer will be standardised and will not be changed just to move into a different market. IARD (2019) say that the only part of the product that would have to adapt to an international country is the labelling for legal reasons Tomos Watkins must include all of the ingredients in their labelling and this must be in the language of the country purchasing.

Price

“Pricing is a crucial part of the marketing mix for international firms. Pricing techniques play a critical role when a company wants to penetrate into a market and expand its operations.” (Point, 2018, Page 1)

There are a few different factors regarding cost for Tomos Watkins if they were to export their products to France.
Firstly, the cost of transportation to the country would have to be factored into the overall costs. Currently there is no import tax fee charges for the buyers as it is a free trade zone in the European Union however if the United Kingdom leave the European Union without a deal there could be a lot of extra charges for importing and exporting around Europe. Ash (2013) says France on the other hand is a very wealthy country and currently prices for beer average around €5.90 which converts into £5.00. the average pint of beer in the UK is around £3.00 so it is definitely a lot more expensive in France. With the price being so expensive in France Tomos Watkins will have the ability to add all of the extra charges it will cost them to ship the beer and still make a good amount of profit. Exchange rate fluctuations are another factor that must be considered when negotiating price as the euro against the pound goes up and down daily.
The pricing should be regiocentric as this will allow the price to be determined on the region on how much the average beer is. The regiocentric will also take into consideration transport costs and all aspects that are included with exporting the beer. The recommended price that the beer should be sold for is €6 per pint. 

Place

Tutorial (2018) describe place as the distribution channel for the organisation. With the organisation opting for direct exporting strategy the distribution of the products goes straight from the manufacturers (Tomos Watkins) to the retailers who then will sell to the customers.
With France being very close to the UK it helps Tomos Watkins with logistics as they do not have to ship their products around the world. Their products will use the same packaging and storage as they do in the UK as they do not need anything different as it isn’t travelling long distance. The overall price that the retailers will pay per shipment will include Ex Wks where the products will come directly from the manufacturers to the retailers. Delivery methods include own personal delivery. Tomos Watkins employing an HGV driver to deliver orders overseas. This would be a lot cheaper in the long run and it means the organisation have full control and are not relying on an external company. It also keeps a personal relation with the retailers and adds to good communication. The distribution will be standardised across the UK and France.

“To understand a foreign distribution system, marketers should never believe that it is the same as the domestic one.” (Tutorial, 2018, Page 1)

Promotion

Advertisement of Alcohol in France is illegal so other specific promotion and communication strategies are crucial. Muller (2015) also says that the French government have banned all sponsorship of alcohol for sporting events. 
Also because of cultural views it is very important that any marketing in adapted to the French public as they will have different opinions to those of the customers in the UK.
Particular PR events like the SIAL food and beverage event in Paris is great exposure for the brand and would be a great opportunity to provide tasters for the public attending. Personal selling will be another promotion aspect added for the brand and It can be standardised as the product can stay the same. With the brand exposure on the increase Tomos Watkins merchandise and website products should benefit and the organisation should see an increase in sales through this outlet as well.

“The role of promotion in the marketing mix is critical for brands who want to ensure the right consumers are reached and objectives are met.” (PFC, 2018, page 1)

Service

The service for Tomos Watkins will need to remain of very high standards as doing so it will help with customer retention. Excellent customer service and communication with retailers will set aside the organisation from others. Especially with entering into a new international market there will always be problems that your organisation will face but it is how you overcome and deal with these problems which will help your brand. The service provided will have to be adapted across all international markets as there will be specific queries with certain countries. Overall with provided an excellent service for your customers it will then form a loyal relationship. 

“People and process are important to the organization too and optimizing both can improve the overall working of the organization.” (Bhasin, 2018, Page 1)


Future

As Tomos Watkins already export worldwide the thinking behind choosing France as a new market is the opportunity to eventually travel even further into Europe with countries such as Belgium, Germany and Portugal. By starting in France, it gives an outline on how to export to these countries and gradually they can seek into new markets. If Tomos Watkins were to expand into Europe France is a perfect area to set up another warehouse and France is very accessible and central between other new countries so it would be a very good European base for the welsh organisation.

“For many companies, international expansion offers a chance to conquer new territories and reach more of these consumers, thus increasing sales.” (Rossum, 2017, Page 1)


Conclusion

Overall with weighing up all of the advantages and disadvantages and what all the organisation would have to change in order to enter another international market it is evident that enter France is a great opportunity for the brand and could be the platform where they could potentially then expand into Europe and start exporting to other countries around France. But most of all keeping their welsh brand image is crucial to the brand and this must never be forgotten even when entering new markets.
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