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[bookmark: _Toc7985063]1.0 Introduction

As the iconic beer brand in Wales and the largest brewery, Tomos Watkin helped Wales develop its economy and aims to enhance the international image of Wales. So Tomos Watkin also began to explore overseas markets. Therefore, the author will design a marketing mix strategy to help the company enter the target market.
The rapid development of China's economy has driven the development of the beer industry, such as the market size, market share competition, capital competition, brand competition, process technology competition and social and cultural environment of the Chinese beer market. Therefore, it is necessary for TOMOS WATKINS Beer to make strategic adjustments in the Chinese market in a timely manner.
































[bookmark: _Toc7985064]2.0 Marketing mix strategy

[bookmark: _Toc7985065]2.1 Place strategy
If TOMOS WATKINS is aimed at the high-end beer market, the high-end beer consumption places are mainly concentrated in the coastal developed areas and inland large and medium-sized cities and high-end hotels in rural developed areas, bars, KTV and nightclubs, accounting for more than 70% of the sales of high-end beer, household consumption Occupy about 30% of the high-end beer market. TOMOS WATKINS needs to get in touch with well-known bars or hotels in large and medium-sized cities.
With the development of the economy, the functions of the consumer places tend to be diversified, and more demands are placed on the high-end beer industry. Consumers also need some beer with cultural connotations and distinctiveness. Working with local bars and hotels can solve this problem well. They have extensive sales experience in the local market and solutions to problems, which means that TOMOS WATKINS products can be better packaged to suit the local market. As mentioned, TOMOS WATKINS is very necessary to cooperate with local beer distributors to reduce the problems caused by cultural differences and to open the local market as easily as possible.

[bookmark: _Toc7985066]2.2 Product Strategy

The core of a company's marketing strategy is the product. Excellent service and good product quality will meet the needs of customers and the market, and this is also the key to the success of the company's marketing strategy.
An important part of beer products is the appearance of their products, and the most intuitive way to differentiate products.
In the Chinese market where there are many beer brands, if there is no product personality, it will become a short board of TOMOS WATKINS beer. Therefore, TOMOS WATKINS beer packaging should be compatible with product positioning, such as new cans, red bottles, aluminum alloys, etc., making Budweiser beer more clear, tough, more suitable for night scene, KTV atmosphere, while maintaining the overall packaging The color caters to China's unique love for red.
TOMOS WATKINS can localize products. In addition to the production process, TOMOS WATKINS beer can try to set up other links in the industry chain such as R&D and design in China. Not only can it adapt to the market environment in China, but it can respond quickly according to the needs of Chinese consumers, and it can also alleviate the resistance of Chinese consumers to foreign brands, gain more market opportunities, and make better use of China's Market resources.


[bookmark: _Toc7985067]2.3 Price strategy
The pricing strategy is an important part of the marketing mix. It is an important weapon for enterprises to promote sales, gain profits, and seize the market. It is the core content of price management. ()
In the high-end beer market in China, the beer price is generally above 10 yuan. TOMOS WATKINS beer should continue to set a higher price and maintain the image of its high-end brand, so as to maintain and increase market share, and thus maximize profits, and expand the mid-range for TOMOS WATKINS beer. The beer market provides profit protection.

At the same time, in the specific sales, you can take a quantity discount, that is, give the buyer a discount, and establish a friendly cooperative relationship with the customer, such as buying 10 get one free, buy five get one free, etc.; adopt relationship pricing strategy, with government army, big Groups or banquets, major supermarkets and hotels have established long-term cooperative relationships, giving certain price concessions and material rewards; cash discounts, which can be purchased in large quantities for supermarkets, large shopping malls, major hotels, etc., can be given cash discounts. Promote the sale of TOMOS WATKINS beer in the terminal beer market through a series of specific pricing strategies.

[bookmark: _Toc7985068]2.4 Promotion strategy

A good promotional strategy is very important to ensure your development in the business sector. This is because people will not be aware of your brand without a good promotion strategy, so choose not to buy from you.
[bookmark: _GoBack]TOMOS WATKINS is a Welsh enterprise. Due to the difference between Chinese and English, TOMOS WATKINS can recruit promotional personnel from China, and the company conducts systematic training, and then the company promotes the night market, high-end restaurants, bars, etc., such as introducing to consumers. , organization gifts, etc. It is necessary to strengthen the training of promoters, improve the etiquette and communication skills of the promotion personnel, and meet the needs of different customers. At the same time, it is necessary to carry out irregular training for the promotion personnel, so as to obtain the recognition of local end consumers, cultivate a loyal consumer group and enhance the brand image.
Public relations is a long-term promotion that needs to be seen in the long run. TOMOS WATKINS is relatively new to the Chinese beer market. In dealing with local customers, suppliers, distributors and competitors, it is necessary to coordinate with the government. The relationship with the government is the most important in foreign relations. TOMOS WATKINS beer should strengthen its relationship with the government, actively participate in charitable causes, expand the exchanges of TOMOS WATKINS beer community, cater to changes in social values, constantly adjust corporate behavior, and promote the enormous social and economic benefits of TOMOS WATKINS beer. To gain the trust of the government and society, obtain government support, and then set up factories in China to promote the development of TOMOS WATKINS beer.

[bookmark: _Toc7985069]2.5 Physical Evidence
Almost all services include some physical elements even if the bulk of what the consumer is paying for is intangible. （Martin Hutchins ）
Coca-Cola's packaging may be a good example. In the history of Coca-Cola, we will find that Coca-Cola will launch special packaging based on a large event or special festival. TOMOS WATKINS can of course choose to do so.
As a well-known beer brand in Wales, TOMOS WATKINS has a beautiful vision to enhance the international image of Wales. When it is integrated into the Chinese market, it can fully understand the local representative festivals or events and launch corresponding commemorative money, which will be more recognized by local consumers. To enhance their brand awareness. At the same time, when there are special festivals or events in Wales, such as St. David's Day, you can also launch corresponding commemorative money in China, with this unique packaging, TOMOS WATKINS can also enhance the international image of Wales in the Chinese market.

[bookmark: _Toc7985070]2.6 People
All companies are reliant on the people who run them from front line Sales staff to the Managing Director. Having the right people is essential because they are as much a part of your business offering as the products/services you are offering. （Martin Hutchins ）

Recruiting sales staff from China, systematic training by TOMOS WATKINS, and introducing TOMOS WATKINS training system in Wales. Then the company will carry out on-site promotion to night scenes, high-end restaurants, bars, etc., such as introducing to consumers, organizing gifts and so on. The promotion staff's choice is 18-25 years old with a college degree or above, good temperament, good image, full of fashion and youth, they are more able to accept new things and ideas. It is necessary to strengthen the training of promoters, improve the etiquette and communication skills of the promotion personnel, and meet the needs of different customers. At the same time, it is necessary to carry out irregular training for the promotion personnel, get the recognition of the end consumers, and cultivate a loyal consumer group. At the same time, respect the cultural differences of local people, adapt to local festivals and holidays, and give employees full holidays.






[bookmark: _Toc7985071]2.7 Process
The delivery of your service is usually done with the customer present so how the service is delivered is once again part of what the consumer is paying for.
TOMOS WATKINS should be biased towards high enthusiasm, strong operational ability, strong terminal control, and brand loyalty.
Dealers with high reputations must adopt brand-specific strategies and must not distribute beer from other brands. At the same time, TOMOS WATKINS can adopt a centralized mode, which can be planned and arranged for promotion, avoiding the excessive premium rights of dealers to avoid the image of the vague products in the minds of consumers.
Its employees must have a thorough understanding of the corporate culture and philosophy to provide good service to customers. At the same time, we must pay attention to customer feedback and after-sales service to maintain corporate image.

[bookmark: _Toc7985072]3.0 B2B mode

In the context of China's rapid economic development, more and more consumption patterns have entered people's horizons. Among Chinese consumers, online consumption is the most popular way of consumption, which has caused considerable traditional sales methods. Shock. TOMOS WATKINS should fully understand this issue before entering the Chinese market. TOMOS WATKINS should cooperate with local e-commerce companies, such as Jingdong and Alibaba. The cooperation between the two parties means that TOMOS WATKINS will be supported by big data and understand the market. The trend is to transform the supply chain, dispatch personnel and goods in time, thereby taking advantage of the retail advantages of local e-commerce companies to enhance the brand's exposure, thereby opening up the market on the network and further expanding market share.

[bookmark: _Toc7985073]4.0 Conclusion
TOMOS WATKINS beer marketing strategy, especially in advertising strategy, channel selection, according to China's social, cultural, market environment changes, to develop a marketing strategy suitable for China, to be integrated with the culture of China and various market areas, Link marketing strategy with market culture and market sentiment, so that marketing strategy has Chinese-style emotions and is integrated into Chinese consumers.
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