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1.0. Introduction

TOMOS WATKIN are a family-run business with brewing in their blood, and this sense of pride can be tasted in every delicious drop crafted on site at our brewery in Swansea. From the bestselling session bitter CwrwBraf to the sophisticated OSB and our refreshingly light CwrwHaf, those are traditionally brewed beers done the TOMOS WATKIN way. But the international market is not so easy to open up. In this article, the author will help company use PEST analysis method to analyze the company's external macro environment to help TOMOS WATKIN explore new overseas market.
2.0. Main body

For the choice of new markets, the author chose Germany and France for comparison and finally selected the potential market that the company should enter and start business development. In order to be able to develop smoothly, the author will use the PEST analysis model to help the company analyze the environment. The PEST analysis describes the macroeconomic factors framework used in the scanning portion of the strategic management environment. When conducting a strategic analysis or conducting a market survey, it is part of an external analysis and outlines the different macro environmental factors to consider. It is a strategic tool for understanding market growth or decline, business position, potential and operational direction. The PEST analysis include four factors: political, economic, sociocultural, and technological. (Peng 2007)

2.1. Political Factor

Political factors relate to how the government intervenes in the economy. specific, political factors have areas including tax policy, labour law, environmental law, trade restrictions, tariffs, and political stability. political factors may also include goods and services which the government aims to Provide or be provided (merit goods) and those that the government does not want to be provided (demerit goods or merit bads). (Ha 2008)

In 1516, in order to ensure the purity of beer, the Duke of Bavaria, William IV, issued a decree that clearly states that only four raw materials: malt, water, hops and yeast can be used to produce beer. Other ingredients such as rice, corn, starch, chemical auxides and clarifiers, preservatives are prohibited. For today's breweries in Germany, it is undisputed to adhere to the purity standards of the beer law, and they insist on not using any additives. (Sloane 2011) This is a potential challenge for the company. Due to the existence of the beer law, German beer produced by themself will follows a standard beer brewing process, and the beer brewed by the TOMOS WETKIN may be resisted or blocked by the German government because of the different processes.

France's regulations on the beer market are more stringent, especially in advertising. In 1993, Loi Evin imposed strict restrictions on the freedom of promotion of beer and other alcoholic beverage manufacturers. For example, advertising is limited to information and design work, and advertising on television and cinemas is prohibited; Sponsorship of most types of sports and cultural activities is prohibited. (Gallopel 2017) As time passed, the impact of the Evin law on the French beer market has always existed. 
2.2. Economic Factor

Economic factors include economic growth, interest rates, exchange rates and inflation rates. These factors have greatly affected the way companies operate and make decisions. For example, interest rates affect the company's cost of capital, which affects the company's growth and expansion. It can affect the export cost of export commodities and the supply and price of imported goods in the economy. (Ho 2014)

German beer is world-famous, and many visitors to Germany are looking forward to enjoying these delicious German beers in their country. The number of these visitors is increasing, increasing by 10% in the first half of 2012. (Liebezeit 2014) Domestic beer consumption in Germany has remained at a stable level since 2010. The proportion of beer imports has gradually increased, from 2003 to 2011 by 2.5 times. These imported beers are from EU countries, the most of which are from the Czech Republic. (Swinnen 2011) On the other hand, the export of German beer increased from 12.2 million liters in 2003 to 15.4 million liters in 2011, an increase of 3.2 million liters. The amount of beer it exports accounts for 16.1% of German beer production. These beers are mainly exported to EU countries. (Al-Taher 2013) Germany's exports of beer to other countries still show an upward trend. (Deconinck 2015) The rising export rate of domestic beer and the import rate of foreign beer are signs of an opportunity to enter the market. 

However, the French beer market is not optimistic. At the heart of the French beer market is “upscale beer”. In 2017, 90% of the beer sold in France was biere blonde, others were biere brune and biere ambree. At the same time, French beer sales prospects are not optimistic. Consumption is subject to excise taxes, Evin law in advertising, increased public awareness of drinking and driving threats, and suppression of other health risks. While consumer income is increasing, increased disposable income is spent on other leisure products. (Morrison 2017). 
2.3. Social Factor

Social factors include cultural aspects and health awareness, population growth rates, age distribution, professional attitudes and emphasis on safety. The high trend of social factors affects the demand for the company's products and the way the company operates. Geographic and human factors are also very important. (Thomas 2007) For example, an aging population may mean a smaller workforce and less willingness (thus increasing labor costs).

The Federal Republic of Germany is located in central Europe, bordering Poland and the Czech Republic in the east, Austria and Switzerland in the south, the Netherlands, Belgium, Luxembourg, France in the west and Denmark in the north, bordering the North Sea and the Baltic Sea. Germany is the country with the largest number of European neighbors. (de Jong 2013) Due to its location in the heart of continental Europe, the food culture is closely related to the distribution of goods in the interior. On the whole, Germany prefers meat and beer (German beer can be divided into white beer, clear beer, dark beer, Kosh beer, export beer, non-alcohol beer). (Cordts 2014) Germany is the second largest beer producer in the world, with a total of 1,300 breweries in its territory, producing more than 5,000 types of beer. According to official statistics, the average annual beer consumption per German is 138 liters. (Cholette 2005) On the cultural level, the Oktoberfest (Beer festival) originated in Germany. In October 1810, a grand celebration was held to celebrate the wedding of Prince Ludwig of Bavaria and Princess Hills of Saxony. (Xiao 2004) Since then, the Oktoberfest has been preserved as a traditional folk festival in Bavaria. Known as one of the largest festivals in the world, the Oktoberfest attracts more than 7 million visitors every year and drinks more than 6 million liters of beer. (Herrmann 2014) Germany's own beer culture determines the love of beer.

In comparison, the French wine culture is more dominant. Whether it is a family gathering or a large cocktail party, wine is more popular. This is because the French generally believe that wine is the type that is more in need of taste and appreciation. (Demossier 2011) This will also cause the French to lose interest in other types of wine. 
2.4. Technological Fact

Technological factors include technological aspects such as R&D activities, automation, technology incentives and the speed of technological change. These can determine entry barriers, minimum efficiency production levels and influence outsourcing decisions. In addition, technological shifts can affect costs, quality and lead to innovation. (Porter 2000) For the beer industry, technology is also essential.

As a big beer country, Germany's own beer brewing process is also at the forefront of technology. The reason why advanced German beer is good is because the brewery is based on the taste and health of the drinker. Because of this, the advanced German beer is willing to spend high cost and use high-standard craftsmanship. (Khmel 2010) Regarding the stability of the beer, during the inspection of the German Elf Fort and the Emperor Winery: every process, production equipment and production workshop of the German beer production line are all aseptic process standards. German beer can achieve destructive sterilization without relying on the sterilization of the finished product, but ensures the stability and sterility of the beer in its source and process. (Persyn 2010) German local beer brewing technology may pose a threat to the company. About the beer brewing technology in France, with the development of science and technology, France has also begun to vigorously develop its own craft beer. The high quality of the products, the unique technology of French brewing and the Parisienne brand are their irrefutable advantages. (Gómez-Corona 2016)
3.0. Target Market

The potential market for the target chosen by the author is Germany. Although Germany itself is a big beer brewing country but it is also an opportunity for TOMOS WETKIN. First of all, about the geographical factors of Germany. The straight line distance between the British capital London and the German capital Berlin is 933.1km. This distance is not very far, usually only 12 hours can be reached. This also means that the transportation of goods is very convenient and fast. Second, both countries belong to European countries and the transportation is very convenient. This can guarantee the timely supply of goods. Third, Germany itself is constantly importing beer from other European countries. This means that Germany's standards for imported beer are relatively loose and there will be no excessive tariff barriers.
3.1. Market Entry Strategies
A market entry strategy is a planned allocation and delivery method for goods or services that point to a new target market. In terms of import and export of services, it refers to the creation, establishment and management of contracts abroad. (Fernández 2014) 

Market entry strategies generally have direct entry strategies and indirect entry strategies. The direct entry strategy refers to the strategy that the enterprise directly uses the existing marketing network, mature marketing strategy, three-dimensional advertising and convenient after-sales service to directly put the newly developed products into the established target market. The indirect entry strategy means that the company only undertakes the tasks of design, development, production, etc. in all aspects of product realization, and adopts cooperation, joint venture or sales agency in marketing planning, advertising, sales and service. (Khemakhem 2010) 

There are three main reasons why the author helps companies choose indirect export policies. First, indirect exports can use the foreign channels and export experience of exporters or export agents to quickly open up the international market. (Koopman 2014) At the same time, the company does not need to add export agencies and personnel to save direct channel costs. Third, it can reduce the financial burden and reduce risks. Because Germany is a country that is not familiar to TOMOS WETKIN, even if there is a comprehensive investigation and research, there may be deviations in actual operation. This may directly lead to the failure of the company's export plan. 

For TOMOS WETKIN, using the piggyback operation is a safer approach. Due to the German beer law, the Germans may reject foreign beer brewed by different methods. So choosing a local winery to make beer and then using the company's brand to launch this beer is a low-risk approach. 
4.0. Conclusion

In general, TOMOS WATKIN wants to enter new overseas markets, and the external macro environment is the most important. So the PEST analysis model is a model that is more suitable for helping companies. The author helps the company recognize the threats and opportunities that may be encountered when entering a new German market through the following four aspects: Political factor - German beer law; Economic factor - the rising demand for the German beer market; Social factor - Germany's own beer culture; Technical factor - beer brewing methods. At the same time, the author suggests that the company could use low-risk indirect exports to expand overseas market. Although the company may not have complete control over overseas markets but it can minimize the risk. As the entry strategy, Piggyback operation can greatly help companies reduce costs while reducing risk.
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