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[bookmark: _Toc5883338]1. Introduction 
	Internationalization leads to immense benefits not only for the firm involved but also for the hosting and home country as well. It reduces poverty, increases employment and has a substantial impact on the overall GDP of the hosting country (Collins, 2015). In addition to this, it is found to have a positive impact on the sales and profits of the firm internationalising (Karadagli, 2012). However, to ensure that the international expansion is executed in an effective manner, it is important to carry out comprehensive planning about the culture of the country, the strategies and actions that are more likely to be accepted in the foreign territory and other relevant external factors. These considerations are important in order to identify the appropriate marketing entry strategy that a firm should adopt to receive maximum returns of their decision. In reference to the previous task submitted, the following assignment will be designing a marketing mix that will be suitable for Tomos Watkin to enter into the Chinese market successfully.    
[bookmark: _Toc5883339]2. Discussion
[bookmark: _Toc5883340]2.1. Marketing Mix
[bookmark: _Toc5883341]Product
Tomos Watkin has ten different categories of beers. Each of these beers varies from one another in taste. Beers such as Blodwen's Beer, Cwrw Braf, Cwrw Haf and IPA are few of the famous beers of Tomos Watkin. It has beers belonging in all the common categories of beers. In China, most of the beers produced are pale lagers with moderately low alcohol content and of medium strength (Beer and Wine, 2018). Therefore, Tomos Watkin would prefer exporting its medium strength beers that are Blodwen's Beer, IPA and Pecker Wrecker.
[bookmark: _Toc5883342]Price
	According to Numbeo (2019), the cost of domestic beer (0.5 litres) in China ranges between 5 Yuan to 12 Yuan, whereas the price of imported beer (0.33 litre) is between 10 to 30 Yuan, whereas, Tomos Watkin sells all its products at £1.75 which is equivalent to around 15 Yuan. And this price is for a 0.5-litre bottle. However, in China, due to other costs associated such as taxes and tariffs, it will be selling at £2.00. Even this increase in the prices is not higher for Chinese consumers. Thus, the prices of its products are moderate enough to be accepted in China given the value and quality that the Welsh beer company provide.  
[bookmark: _Toc5883343]Place
	Tomos Watkin would be approaching the intensive distribution strategy in which a product or a service is sold through as many sources as possible (Louckx, 2014). This will increase product awareness. Tomos Watkin products will be available on supermarkets, convenience stores, bars, etc. A website will also be launched that will have all the products available on the same model as it is being done in Wales. To save costs, it might not open its franchises directly in China. 
[bookmark: _Toc5883344]Promotion
	Most of the promotion will be carried out on social media as the product is targeting millennials who have been very active on social media. YouTube, WeChat and Instagram would be used through effective marketing campaigns to attract the locals. Discount offers will also be provided on bulk purchasing. On events such as new year and other Chinese occasions, Tomos Watkin would organise stalls in major gathering locations to attract the youth. 
[bookmark: _Toc5883345]Process
The process is important especially when the firm's products are exported from a foreign country. Since Tomos Watkin would be relying on the intermediaries to deliver the products to the consumers, therefore, a lot will be based on the way these intermediaries treat the consumers and whether they are serious enough to deliver the products adequately. Tomos Watkin would have strict regulation on the entire process. It would make sure that the products are exported to China and then delivered to the customers in the manner that the owners want it. To make sure that the drinks are manufactured as per the quality promised, Tomos Watkin would have strict monitoring over its manufacturing unit as well. Exceptions such as in packaging can be made considering the Chinese market.
[bookmark: _Toc5883346]People
	The human resource department is an important part of any business. Their engagement and effectiveness are found to have a major impact on the performance of the business (). The marketing campaigns will be developed by the employees from Whales keeping in mind the Chinese market. Moreover, in indirect exporting, the success of the firm is heavily relying on the effectiveness of the intermediary or the agent who will be responsible for distributing the products to the consumers. Therefore, Tomos Watkin will ensure that it selects a person who has experience, is skilful and competent enough to carry out the process in an effective manner. 
[bookmark: _Toc5883347]Physical environment/evidence
	The website will be the key platform where Tomos Watkin will communicate physically with its customers since it would have no franchises or other units where the customers can contact the brand regarding any query. The website will act as a platform where the consumers can provide their feedback and reviews about the changes they want in the product’s quality or pricing. Furthermore, on Chinese occasions such as on Chinese New Year and Independence Day, Tomos Watkin might make slight changes in its packaging to show solidarity and to strengthen the relationship with the clients.  
[bookmark: _Toc5883348]2.2. Market Entry Strategy
	As discussed in the previous assignment that the market entry strategy that will be the most appropriate for Tomos Watkin to enter into the Chinese market will be indirect exporting. This is because the entry mode option in China is very limited. Franchising or setting up manufacturing units directly can be extremely costly and affording such expenses for a medium-sized firm like Tomos Watkin can be a huge risk and would require high funding. According to Yaşar (2015), indirect exporting is the process in which the services of a distributor or an intermediary are acquired to distribute the product to the customers. This distributor is generally placed in the foreign market. One advantage of this strategy is that the principal firm can have a high amount of control over its products such as quality, marketing and pricing of its products (Bena and Li, 2014). The following approach is less risky in terms of operational and acceptability risks as well. Several foreign firms have failed in international territories because of their lack of knowledge about local culture, their lifestyle and needs such as eBay in China (Lee, 2018). With this strategy, as the agent will be from China, he will have absolute knowledge about the local culture and will be extremely helpful in this context. 
	There are many advantages of this approach which justify this decision. The major advantage of this approach is that it is less risky as compared to other methods and it requires less investment (Fernández‐Olmos and Díez‐Vial, 2014). Furthermore, it allows the principal firm to focus on the manufacturing aspect and leave the responsibility of marketing (distribution) to the distributors. The technical guidance provided by the local agent helps the company in dealing with the external factors such as social, cultural, psychological and legal that has the propensity of affecting the business’s operations. Moreover, the following approach is found to be more suitable for small and medium enterprises because they have the insufficient financial capital to carry out a direct expansion (Fernández‐Olmos and Díez‐Vial, 2014). However, one challenge that Tomos Watkin has to manage by adopting this approach is controlling the local distributor. The terms and conditions of the distributor might become harsher or he might require a larger portion of the profit. Conflict of interest may arise while maintaining sufficient stock inventory. Nevertheless, the advantages overweigh the disadvantages and therefore the following market entry strategy is the best option that Tomos Watkin should adopt.    
[bookmark: _Toc5883349]2.3. Key Cultural Forces influencing the entry 
Alcohol consumption in China is increasing rapidly, particularly the youth is readily involved in consumption. The changing social and cultural factors of the Chinese people have supported the potential of the alcoholic and beer industry in China. The expanding pub culture in China has provided more places for the Chinese to consume alcoholic products (Nelson, 2011). Furthermore, a rise in the number of women consuming alcohol is also increased. Due to the increasing culture, Chinese consumers are enthusiastic to try new variabilities of beverages. However, there are certain cultural factors that can result in problems for Tomos Watkin. There are certain religions such as Islam and Jainism that prohibit alcohol consumption. Muslims are a major minority in China. They can up to a very slight extent influence Tomos Watkin. Increasing health awareness can also be considered as a social barrier. Moreover, as observed by (Nelson, 2011), in Chinese culture the concept of women consuming high-strength alcohol is still not fully accepted. Therefore, considering these cultural trends, Tomos Watkin must review its products in order for them to be successful in the Chinese market. It can export its medium and small strength beers more extensively. 
[bookmark: _Toc5883350]2.4. Competitors entering into foreign markets
	Heineken International is a Dutch brewing company that has expanded into several major countries around the world including China. Heineken adopted an acquisition strategy to sustain its business in China. In 2003, Heineken acquired a 21% stake in Guangdong Brewery to enter into the Chinese market effectively (Li, 2004). This was possible was Heineken because it’s a large organisation and had the resources to acquire domestic businesses. This strategy was very successful, and therefore Heineken is one of the most popular beer firms in China. Recently it has also partnered with China Resources Beer to grow the thirst for premium beer brands (CNBC, 2018).  Similarly, Corona (a Mexican beer brand) expanded into the United States market by partnering with Gambrinus (a US beer company). Gambrinus is although itself is a beer company in the US, however, Gambrinus distributed Corona’s products in the United States and helped the firm in growing through internationalisation. This strategy was similar to that of which is recommended to Tomos Watkin. 
[bookmark: _Toc5883351]2.5. Recommendations
	Based on the designed marketing mix and the above discussion carried out related to Tomos Watkin decision to expand into the Chinese industry, following recommendations are proposed to the Welsh brand, that if adopted properly will increase the brand’s chances of sustainability and acceptability within the Chinese industry.
· The success of an indirect exporting strategy relies on the competency and honesty of the distributor because the firm is not in direct contact with the customers which makes it easier for the agent to manipulate the firm on his preferred terms and conditions. Tomos Watkin should avoid such a situation. It should select the distributing network very cautiously after carrying out thorough research and after evaluating various alternatives. There are numerous options available such as Handsun Robert Wines & Spirits Co. Ltd. is a reliable and experienced distributor with which Tomos Watkin can interact to distribute their products within the market. 
· The responsibility of the promotional campaigns would be with Tomos Watkin; therefore, it is recommended that it might acquire the services of a celebrity which will have a significant impact on the Chinese consumers. Although it will be expensive, however, it can result in positive outcomes as well. Furthermore, a website will be the only platform where the consumers can interact with the brand, it should be updated constantly and should have a user-friendly interface.
· Culture is important and there is a major difference between the culture of Wales and China. Therefore, in order to understand the culture of the Chinese market deeply, it must research and interact with Chinese locals to know their tastes and preferences. 
· As discussed above, Chinese consumers prefer medium-strength alcohol beverages, therefore, it is recommended that Tomos should export their medium-strength category beverages extensively and on the front. In addition to the products, the price should also be kept moderate since premium brands (Heineken) and other local brands are already being consumed within the market. 
[bookmark: _Toc5883352]3. Conclusion 
	Expanding into global territories has become a trend which is not only adopted by large enterprises, but the medium enterprises have also been initiating this strategy due to the reason that it leads to positive revenues and strengthens brand image. Thus, Tomos Watkin which is a medium sized beverage company of Wales is recommended to expand into the Chinese market which is the biggest beer market in the world. The market provides immense growth opportunities for domestic as well as international firms. The entry mode strategy proposed is the indirect exporting strategy however it is also found that culture can be a major deciding factor in the company's failure and success and due to which it is recommended that comprehensive strategic planning should be carried out to identify the external factors that might influence the business and also the selection of the distributor should be extensively researched as, in this strategy, high reliance of success will be on the distributor’s skill and competency. 
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