REPORT FOR GLOBAL MARKETING STRATEGY
                           ASSIGNMENT 2
[image: ]

April 22, 2019


TOPIC: TOMOS WATKINS' CROSS-CULTURAL PORTFOLIO STRATEGY IN CHINA
NAME:	LEI WANG
STUDENT NUMBER:1804533












                            Table of content
1.Introduction	3
2.Marketing mix strategy	3
2.1Product Strategy	3
2.2Place strategy	4
2.3Price strategy	4
2.4Promotion strategy	5
2.5Physical Evidence	5
2.6People	6
2.7Process	6
3.Based on B2B, Tomos Watkins works with Alibaba Retail	7
4.Conclusion	7
5.References	7




























[bookmark: _Toc7772903][bookmark: _GoBack]1.Introduction
With the development of global economic development, more and more countries have begun to internationalize. As the largest brewery in Wales, Tomos Watkin's slogan is “Made in Wales, Globally Enjoyable” and they are determined to be the iconic brand of Wales, encouraging and helping Wales to develop its economy and enhance the image of Wales around the world（Tomos，2019）. Therefore, the author will design a marketing mix strategy to help it successfully enter the international beer market.

Considering the risks of entering the Chinese beer market, as well as government policy restrictions, fiscal pressures, investment risks and other factors, Tomos Watkin should look for a joint venture in a beer factory in China and enter the Chinese market through joint ventures. On the one hand, it can avoid the restrictions of the Chinese government and enjoy the preferential treatment of foreign investors. On the other hand, you can use the power of partners to open up the market. The partners are familiar with the domestic environment, have close ties with the local government, have experience in production, management, sales and off-the-shelf sales networks, and rationally and legally reduce various financial expenses and greatly reduce operating costs.
[bookmark: _Toc7772904]2.Marketing mix strategy
[bookmark: _Toc7772905]2.1Product Strategy
Product strategy refers to the explicit provision of products and services to meet the needs of consumers when developing business strategies (MBA Think tank, n.d.).

In 2019, with the expansion of consumption, the consumption habits of many domestic consumers have changed. Many beer companies have adapted to the diversified consumer demand in China, and some fruity beer and low-alcohol beer that cater to the public taste, such as Guangshi. The sales of pineapple beer, snow beer, bravely, and Yanjing alcohol-free beer have gradually increased during the Spring Festival(Liu and Xu, 2019), indicating that China's fruit-flavored beer market has great demand.

In order to enter the Chinese market and better adapt to the needs of the Chinese market, Tomos Watkin's beer products should adopt the adaptation strategy of the products, increase the adaptability of beer products to the international market competition, and increase the brand's popularity. Tomos Watkin has a wide range of fruit-flavored beers, from citrus to peaches to apricots. For example, TAFFY APPLES CIDER and VERY BERRY FRUIT CIDER(Tomos Watkin, 2019). When producing beer, Tomos Watkin can join the cherry flavor that Chinese consumers like.
  
In terms of packaging design, beer products should cater to the aesthetic concept of Chinese consumers and introduce new products suitable for Chinese consumers' demand preferences. Chinese customers have different preferences for packaging shapes, patterns, and colors due to differences in culture and purchasing habits. For example, Wuhan Sakura Beer has a cherry blossom pattern on the packaging(Gong, 2019). It is because of the limited season of the cherry blossom season. The product is only available until the end of April and will no longer be produced. Good packaging design plus patterns give customers a sense of freshness and promote beer sales.

May 1 is China's Labor Day, which represents the working people's desire for victory. Tomos Watkin is designing a beer package that can be designed with a hard-working character and an elephant-style beer packaging style from Tomos Watkin's TOMOS WATKIN IPA. It can adapt well to China's cultural environment and attract consumers' interest, so as to better spread Tono Watkin's corporate culture and enhance the brand's popularity in the market.
[bookmark: _Toc7772906]2.2Place strategy
Due to the huge differences in distribution channels, purchasing habits, logistics facilities and warehousing costs between the UK and China, adaptive channel strategies are used to establish a channel system that adapts to the local environment. The adaptation of marketing channels includes the establishment of a localized marketing network and localization of dealers in the channel.

As the pace of life continues to accelerate, clubbing is increasingly becoming a part of Chinese fashion life. In recent years, the number of Chinese bars has gradually increased. In 2016, the number of bars reached 54,929, and the annual growth rate has exceeded 10%(Baidu Library, 2016). This phenomenon indicates that the bar needs a lot of beer to supply consumers. Tomos Watkin needs to strengthen the cooperation with the bar with the bar as the main customer. Based on the fact that the Chinese market environment is different from the UK environment and Tomos Watkin has not yet entered the Chinese market, it is necessary to recruit local intermediaries for product sales, which can effectively manage the company, reduce barriers to language communication and challenges from cultural differences. .

Tomos Watkin develops online channels such as Weibo. For corporate network marketing, it is also a good free network promotion channel, which can help enterprises to save promotion costs, and can enhance the visibility of the company and the sales volume of beer in a short time(Zhou, n.d.).
[bookmark: _Toc7772907]2.3Price strategy
Price is one of the important factors affecting marketing effectiveness, and should take into account factors such as market status, customer's cognitive value, and regional price level (MBA Think tank, n.d.).

Due to factors affecting the price of products in various countries, such as cost structure and industrial competition, there are large differences between countries, and it is quite difficult to achieve price standardization. Vrontis clearly pointed out that price is the most adaptive factor in marketing mix. Price adaptation is mainly reflected in price level and price change level. However, due to fierce international competition pressure, price discrimination caused by price adaptation will not be too different. Big. Therefore, Tomos Watkin needs to adopt a pricing adaptation strategy.

The price of low-end beer in China is below 30,000 yuan, and the price of mid-end beer is 6 yuan to 10 yuan. The price of high-end beer is more than 10 yuan, but the high-end price market has been mastered by Budweiser InBev, Carlsberg and Heineken(Yang and Li, 2018). According to Tomos Watkin, the beer price is mainly 1.75 pounds(Tomos Watkin, 2019) and belongs to the high end in China. Therefore, considering the fierce competition in the high-end beer market, it is necessary to adopt an adaptive pricing strategy, expand the production of beer by introducing advanced technology and equipment, and develop economies of scale, thereby reducing production costs and setting the price at the mid-end market of 7 yuan.
[bookmark: _Toc7772908]2.4Promotion strategy
It refers to how companies promote various promotional methods, such as promotions, advertising, public relations, and commercial promotion. The main purpose is to convey product information and corporate image to customers and consumers. The essence of promotion is the two-way communication between business and consumers (MBA think tank, nd.).

Due to the differences between Chinese and British culture and the differences in values ​​and customs, Tomos Watkin's products need to adopt an adaptive promotion strategy in the early stage of entering the Chinese market. It is necessary to recruit Chinese personnel, trained by Tomos Watkins, and then Mid-end catering, bars and other on-site promotions, such as promoting to consumers, organizing gifts, etc., can effectively stimulate customers' desire to buy. According to traditional Chinese festivals and current popular British holidays, such as Christmas, Tomos Watkins can launch Christmas commemorative beer, which is only sold on December 25th each year, which helps the company to promote product sales and establish a corporate image.

In developing the Chinese market, multinational corporations are paying more and more attention to the use of advertising localization strategies with Chinese characteristics. For example, Coca-Cola uses a series of unique Chinese symbols such as paper-cutting, window grilles, and Spring Festival couplets in advertising to cater to the psychological needs of Chinese auspicious culture. British advertising has perfectly combined information, entertainment and art in advertising works, so Tomos Watkin can start with the theme of Chinese family. The color of the advertisement is mainly red and red envelopes, which brings a festive feeling to consumers. .
[bookmark: _Toc7772909]2.5Physical Evidence
This includes the service environment in which service delivery is smoothly delivered, the ability of tangible goods to carry and express services, the intangible consumer experience of current consumers, and the ability to convey consumer satisfaction to potential customers (MBA Think tank, n.d.).
An adaptation strategy should be adopted with the aim of using the intangible corporate culture to reflect through tangible products and to better improve consumer satisfaction.The beer store should use soft decoration as the most flexible decoration, paying attention to a warm and romantic atmosphere, which is more likely to be loved by young people between the ages of 20 and 40. In addition, Chinese young people pursue fashion and personalization, prefer small and small styles. Gifts, therefore, Tomos Watkin can give Chinese antique souvenirs to consumers when selling beer. For example, blue and white porcelain bookmarks. This way can absorb the consumer's desire to consume, thereby expanding the sales volume of the beer market.
[bookmark: _Toc7772910]2.6People
It means that companies use effective methods to establish good relationships between companies, employees and customers (MBA Think tank, n.d.).People adopt standardized strategies to standardize the services of employees and provide good salaries and benefits with uniform international standards.

People adopt standardized strategies to standardize the services of employees and provide good salaries and benefits with uniform international standards.One is customer-oriented. Tomos Watkins offers a wide selection of beers for customers to choose from while respecting the trust of their guests. For example, light beer and cider are more likely to be liked by Chinese consumers(He,2002). Second, it is based on employees and chooses local people in China to better integrate into Chinese culture. Tomos Watkins needs to pay attention to the life and spiritual needs of employees and the training of employees. For example, improving salary, improving accommodation conditions, and having legal holidays in China, etc., mobilizing employees' creativity and enthusiasm, standardizing services for customers, and creating the greatest synergy for Tomos Watkins marketing.
[bookmark: _Toc7772911]2.7Process
Refers to the process by which a service is implemented through certain procedures, mechanisms, and activities (MBA Think tank, n.d.).

Before entering the Chinese market, it is necessary to do some market research, investigate the beer and beer price analysis that customers like, and start to develop new beer products based on the analysis data. Staff training is very important, a professional staff can make customers have a very smooth experience and save time when purchasing products. Employees need to have a good understanding of the company's products and fully reflect the corporate culture and corporate philosophy. In the process of providing services to customers, let customers experience the company's unique style and attract customers to come back. Finally, provide customers with a good after-sales service and product satisfaction survey.
[bookmark: _Toc7772912]3.Based on B2B, Tomos Watkins works with Alibaba Retail
With the diversification of consumption scenarios, traditional companies face new challenges of changing consumer habits and rising labor costs and rising cost of goods(Mao,2014). Tomos Watkins can sign a cooperation agreement with Alibaba Retail. The cooperation between the two parties means that we will use big data as the driving force to reconstruct the intelligent distribution network through the reconstruction of people, goods and fields, and upgrade the supply chain to bring consumers a better consumer experience. Utilizing the technological advantages of Alibaba Retail, establish a data management system, enhance brand sinking efficiency, and further expand the market share of online retail stores. The two sides can jointly explore all-round cooperation in the catering channels and night-time channels, and jointly innovate the "new retail" marketing model.
[bookmark: _Toc7772913]4.Conclusion
On the basis of combining Chinese culture, the author put forward many marketing strategies and marketing activities, which laid a foundation for the successful entry of the Chinese beer market and provided reference for other enterprises. Due to the increasingly fierce competition in the international market, companies also need to strengthen cross-cultural communication and gain a deep understanding of the culture between different countries in order to understand customer needs and market conditions, so as to develop more appropriate strategies and disseminate the brand culture of enterprises.
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