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Welsh Lamb
Welsh lamb has established an immense brand quality and years after years, it’s becoming a phenomenon among the meat lover. There are 4 main distinctive and exclusive features which could recapitulate Welsh lamb which is Environment, Farming Practices, Traceability and Protected geographical indication (PGI). As a result, the quality of the lamb are certainly excellent. (Eatwelshlambandwelshbeef.com, 2018). Myrddin Davies an ambassador for the Welsh Lamb brand passionate describe the Welsh lamb as excellent flavour, high quality and comes from magnificent heritage. Welsh lamb are also high in healthy fat (AHDB, 2017) 
1.0 Choosing a country to export
There’s been a lot of controversies happening since the British government decide to leave European Union (EU). For the sake of future Wales, it’s the best that welsh government be prepared of the outcome. Presently, EU having 93% of the total consumption of the lamb meat, the HCC (Meat Promotion Wales) need to find the new market to explore. The ideal plan would be finding a new market which could benefit the most for instance strong currency and circumvent country that produces lots of lamb such as Australia, New Zealand and US by way of having a fierce competition (Agmrc.org. 2018), plus avoid country rival export to, such as Saudi Arabia has the most import from New Zealand as the total export lamb for New Zealand is 80% (Agmrc.org. 2018). The key markets for gaining favour the Middle Eastern countries are by providing either carcase lamb in halal way or export live sheep. In addition, critically analyse the market research.		
 	Before choosing a new market, bear in mind that we are avoiding EU countries because of Brexit and countries which have political unstable which may been unfavourable to us. As United Kingdom (UK) are deciding to Brexit, the relation with EU become scrappy especially within the UK itself, the relation between Wales with Ireland and Scotland become sour. The BBC and The Irish Time reported that akin to England, Wales voted to leave EU in 2016 while majorities in Scotland and Northern Ireland voted to remain (Hunt and Wheeler, 2018). The Welsh first minister Carwyn Jones have portent that he fears for the future of Welsh ports if the borders remains open after Brexit. Subsequently the Irish buyer might felt remorse on buying at from wales port (Staunton, 2018).	 
 There are still many things to consider such as the trend of consumption of the countries and also the barrier. Therefore, the first thing to do is to eliminate market there are unattractive or disadvantage to venture. The main market to focus on is demand which are Asia and Mexico since those region experienced increases in per capita consumption of lamb predominantly because of accumulative personal incomes and urbanization, thus the total consumption of these region was also influenced by population growth (Agmrc.org, 2018). In addition, one of the top 3 eating meat in the world is Israel which devour about 190 pounds of meat per person yearly (Fox News, 2018).  The best country option to choose are either Israel, country from Middle East or China since it is open the market as the founder of Alibaba, Jack Ma spoken before that china now needs imports a lot.  
1.1 Factors affecting on decision to choose a country (Which Market to enter)
To upkeep Welsh lamb, therefore we need to find ways by searching countries. Hence, the most reasonable steps that need to take are global marketing research that consist of data and framework, PEST Analysis, and examine the macroeconomic risk.
1.1.1 Global Marketing Analysis
Global marketing itself has a broad meaning to it. The definition may vary to interprets, it may also be known as International Marketing Research. As the named suggest itself, to do a marketing research of the component that could affects the way of marketing in international level. The main resources used are secondary marketing research which I access to lots of data, journal, books and website. All in all, a marketing research need to be done.   
International Marketing Research framework. 
There are many types of marketing research framework. But more aiming on the country itself, the consumption, the concentration which involve the country that have lesser competition better, the communication which the language they can speak which preferably English since to hire a translator cost more. 
Market Research
To select a country to endeavor are very outlandish, for that reason, we need to have market entry evaluation for selecting a country to enter. Based on J.K Johansson (2000), there are 5 step on the market entry evaluation process which are country identification, preliminary screening which scan out some particular industry which have total domination in the aim country, In-depth screening where we evaluate the size of market and its concertation, final selection after consider all of the option and finally direct experience. In addition, to get a good market, the company objective, target country and trading environment must be linking with each other. Therefore, the data are needed to deduce which country are best to venture.
Key Data
	Country
	Region
	Population 
	Climate
	Language

	Algeria
	Africa
	40.8 million
	Wet winter with hot & dry summer
	Arabic & French

	China
	Asia
	1.4 billion
	Extremely diverse typologies, tropical in south, 
	Chinese (Various dialect)

	Iran
	Middle East
	80.5 million
	Mostly arid, subtropical along Caspian area
	Persian, Arabic, Turkish

	Israel
	Middle East
	8.5 million
	Temperate, Hot, dry in dessert 
	Hebrew, Arab & English

	Norway
	Europe
	5.3 million
	Temperate along coast, colder near north
	Norwegian & Finnish

	Morocco
	Africa
	33.8 million
	Mediterranean
	Arab & French

	Kuwait
	Middle East
	4.2 million
	Dry dessert, extreme hot summer, short cool winter
	Arab & English


Source: (Market Review, 2017) (Heritage, 2018)
Based on the key data, we could determine which market place are most enticing, differences of socio-cultural and detect English-spoken countries which are Kuwait and Israel.
Data regarding freedom of trade	
[image: ]
This data could be used on PEST or macroeconomic environment. Israel and Norway draw on Investment Freedom and Kuwait has the highest score for tax burden and fiscal health.
Country currency strength (£1) 
	Currency 
	157 DZD
	8.7 Yuan
	51533 IRR
	4.75 ILS
	5.17 SAR
	10.75 KOR
	12.69 MAD
	0.41 KD

	Country
	Algeria
	China 
	Iran
	Israel
	Saudi Arabia
	Norway
	Morocco
	Kuwait


Source: (XE currency, 2018)
The strongest currency in the world right now are Kuwait Dinar wherefore giving Kuwait the advantages.

Meat consumption (Sheep Lamb)
	Country / Year
	2016
	2017
	2018f
	2019f
	2020f

	Algeria
	7.062 
	7.077
	7.121
	7.164
	7.199

	China (Rep)
	3.063
	3.076
	3.153
	3.209
	3.344

	Iran 
	3.254
	3.199
	3.248
	3.292
	3.346

	Israel 
	1.826
	1.819
	1.822
	1.821
	1.819

	Saudi Arabia
	5.286
	5.279
	5.274
	5.279
	5.283

	Norway
	NA
	NA
	NA
	NA
	NA

	Morocco
	NA
	NA
	NA
	NA
	NA

	Kuwait
	NA
	NA
	NA
	NA
	NA


Source: (theOECD, 2018)
	The uppermost lamb consumption for the target market is Algeria followed by Saudi Arabia and Iran, unfortunately, the data from OECD does not include country such as Morocco, Kuwait and Norway

	Country
	Billion ($)

	China (Rep)
	4405 b

	Saudi Arabia
	276 b

	Iran
	206 b

	Israel
	175 b

	Norway
	168 

	Algeria
	68 b

	Morocco
	60 b

	Kuwait
	50 b


Household Final Consumption Expenditure 2016
[image: ]Source: (World Bank, 2016)	
Based on the statistic above, the highest expenditure for household final consumption is China. It proves that the buying power of the Chinese citizen are high.
1.1.2 PEST Analysis
Political
As the Welsh government are trying to promote the Welsh lamb into a new market, therefore they would most likely provide funds to the company that is selling to try-out the product. 
Economic
It is the best to search a country with a strong power in economics of scale. For this we will check on the economic freedom index.[image: ][image: ]
Source: (Heritage, 2018)
	The highest score is Norway rank 23th, followed by Israel 31st, Kuwait 81st, Morocco 86th, and lastly is China 110 over 180 countries. 
· In 2018, China has the biggest growth rate at 6.9% growth of GDP than in 2016.China also have the largest beneficiary foreign direct investment (FDI) after US and UK with FDI inflow of $133.7 billion
· For Morocco, in 2017, the growth rebound strongly and the economy heads towards stability as morocco (Country Report, 2018).  For this we will check on the economic freedom index.
Social 
	The best way to measure a country citizen satisfaction with qualitative parameters such as wealth and health is by Life Satisfaction Index (LSI) or Human Development Index (HDI).Culture play a role in affecting the LSI.
	Rank
	134th
	82nd
	58th
	8th
	114th
	19th
	38th

	Country
	Algeria
	China
	Israel
	Iran
	Morocco
	Norway
	Kuwait

	Score
	173.33
	210
	223.33
	253.33
	186.63
	246.67
	240



Technology
	Technology requirement for improving the quality of Welsh lamb production. Israel are one of the most advance country with technological, most big name product are usually associated with this country. Therefore, Israel may have the technology to enhance the process and quality of welsh lamb. 
1.1.3 Macroeconomic environment 
  Political risk
As the Welsh government are trying to promote the welsh lamb into a new market, therefore they would most likely provide funds to the company that is selling to try-out the product.  We could measure them by using Political Risk Index. Score from 0 – 10, the lesser the higher political scores.
	Country
	Algeria
	China
	Iran
	Israel
	Norway
	Kuwait
	Morocco

	Assessment
	6
	7
	3.5-4
	8
	9.5
	7
	6.5


Source: (Country Review, 2017)
· Israel –Although the score for Israel is high, but there are some risk that might be attain by deepening relationship between them. The country’s strained relations with its Arab and EU neighbors do not seem likely to improve. It has disputes with Lebanon, Egypt, and Turkey, and has longstanding problems with Palestine and Iran (Marketline, 2017). Therefore, if Wales are going to be more intimate relationship with Israel, it may cause a retaliation of trust in other Muslim country. Plus, Israel still having ongoing wars of Gaza. In addition, the future risk would be political outlook.
Economic Risk
	It is the best to search a country with a strong power in economics of scale. The economy environment will be different. Kuwait’s economy was significantly affected by the global economic crisis through trade and financial channels, with a large decline in world oil demand and prices and falling asset prices both domestically and abroad.
2.0 Market entry strategy
It is absolutely significant to have the right market entry strategy, it determine which method to go for. There are a variety of ways in which a company can enter a foreign market. No one market entry strategy works for all international markets (Tradestart, 2018). Once the firm has selected target advertises abroad, the inquiry emerges with regards to the most ideal approach to enter those market. We will contemplate the significant market section modes and criteria for choosing them. Market entry represent a crucial first step As for the predominant stage, it is better to test the water instead of going for a higher risk but as an established brand, it is not the problem to enter the market, rather to exploit opportunities more effectively (Holliston, 2011) . Welsh government are going to support might as well choose entry that we have good control.  Therefore I would suggest either indirect exporting or Foreign Direct Investment (FDI). 


2.1 Type of Modes 
There are 3 types of entry modes which are direct exporting, indirect exporting and FDI. Direct importing would suit country like Norway and Algeria as in Algeria have vast land, we could have licensing or franchising with them as they could learn how to breed a Welsh lamb since the have suitable climate. As for early phase, I would advise having the Trading companies type of exporting as you got support from government department. The best part is that it is uncomplicated but no real commitment or control. Indirect exporting are perfect for countries like Kuwait, as the currency are strong, the price we could set could be lower cost and could deal with the trading companies that alliance with the government  in Kuwait. Another suggestion would be FDI, By doing this, the company can have a total commitment to globalise the product but the downfall would be it cost lots of money, full commitment from both parties and utmost risk but could produce greater return when successful. The best way to utilize the FDI is by having joint venture, the best country to use this kind of method Israel.
3.0 Conclusion
Each country have its own advantage and disadvantage, with their own unique characteristic that make them attractive. By following the suitable process for each respective market to enter. Therefore, it’s really needed to narrow down market selection. There are no right or wrong countries to venture to, but it’s better to choose the best country that would have a long-term relationship.
[bookmark: _GoBack]
4.0 Recommendation
Based on the statistic, I would like to propose HCC to choose either Kuwait or Israel as the new market. Kuwait definitely have the most distinguish statistics, not only did the country have the highest currency value in the world, but the country also one of the decent country to explore, while Israel, almost got top of many statics between the other countries. Taking everything into account, I recommend both of the countries for the new market.
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