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[bookmark: _Toc532286882] Executive Summary
As the demand for the British beer market is gradually saturated, participating in the international market competition has become an inevitable choice for the development of Tomos Watkins. As the degree of international economic integration deepens, production factors flow on a global scale at an unprecedented scale and speed, finding the right place for optimal deployment. Multinational beer companies use their capital, technology, information, management and labor advantages in many parts of the world to produce the places they want and then sell products where they need them. This article mainly lists the following parts: First, Hofstede's theory is used to analyze the culture of the target country to select the most suitable country. Then, SWOT analyzes the strengths and weaknesses of Tomos Watkins to develop an appropriate strategy. Finally, from the perspective of marketing mix theory, analyze the appropriate strategy and provide appropriate advice for Tomos Watkins
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[bookmark: _Toc2499058]1.0Introduction
Tomos Watkins beer is called "The Great Beer of Wales". Their desire to be an iconic Welsh brand promotes our core statement, supports, encourages and helps develop the Welsh economy and enhances the image of the global “Brand Welsh”. From the best-selling CwrwBraf bestsellers to the exquisite OSB and the refreshing lightweight CwrwHaf, our traditional brewed beer uses the Tomos Watkins approach. Tomos Watkins was recently named the Swansea Best Brewery in the 2018 Jack Swan Awards.
[bookmark: _Toc2499059]1.1Background
As the beer market is gradually saturated, and as the world economy becomes more closely linked. It provides a good opportunity for Tomos Watkins to enter the international market. Tomos Watkins will use the appropriate analytical methods to find the right goals and strategies. Establishing an iconic Welsh brand on the international market can encourage and help develop the Welsh economy and enhance the image of Wales around the world


[bookmark: _Toc2499060]1.2Significance
Beer is an international commodity. This article takes Tomas Watkin, the largest producer of Welsh beer, as an example to introduce its marketing in the international market. Discussion, market bottleneck, market segmentation and positioning, improvement of marketing strategy, try to establish a Tomos Watkins beer marketing model in line with the international market within the framework of the basic conditions and marketing characteristics of the international beer market, and provide support for international marketing decisions for the brand. Provide reference for implementation.
















[bookmark: _Toc2499061]2.0 Market selection
[bookmark: _Toc2499062]2.1 Market demand
Since the mid-1980s, world beer consumption has increased for 21 consecutive years. The most important consumption is in Europe and Asia. The consumption of these two regions accounts for about 30% of the world's total consumption, and North America and Central and South America each account for 1/6. However, in terms of consumption, the European market accounted for about 49.5% of the world's total consumption due to the relatively high average price of products. Specific sales changes and share on all continents can be found in Table 2-1.
[image: ]
2-1 
source:  Canadean World Beer Survey Literature
It can be observed that Asia is almost the leader in the entire world beer industry. Since 1996, its growth rate in 2016 has been one time higher than the world average. Today's Asian market accounts for 3 of the world's beer. About 0% of consumption. The long-term rapid growth of Asian beer consumption is mainly due to the strong Chinese beer market. The Chinese beer market grew at a rate of 57% from 2001 to 2016, which is 19.5% higher than the Asian average. Since 2012, China has surpassed the original beer consumption. The United States and the United States, and become the world's largest beer production and consumption countries, with the development of these five years, further strengthened China's position as the world's number one beer power. The second largest beer market in Asia is Japan, and Japan is a relatively developed country in Asia, so its beer consumption has been relatively stable. According to statistics, the per capita consumption of beer in Japan is about 85 liters. In general, it is expected that beer consumption in Asia will continue to rise in the next five years, and the main support will be in markets such as China and Laos.

Europe has always been a reference area for the development of the beer industry and an area that the beer industry cannot ignore. In Europe, it has the top three highest per capita consumption in the world: Czech (163 litres), Ireland (152.5 litres) and Germany (115 litres). Europe is the birthplace of modern beer, and Germany is synonymous with the birthplace of beer in the eyes of many Chinese. According to the German Brewing Federation, Germany is currently the country with the largest number of breweries in the world. There are around 1,270 breweries, and Germany produces the most varieties of beer, with more than 5,000 different types of beer. The economic level of Europe as a whole has always been the world leader. First level. Europe is also the base for several major international beer groups, such as Heineken in the Netherlands, Carlsberg in Denmark, and In Bev in Belgium. However, due to the saturation of the market, the people's living standards are relatively stable, and the market in some parts of Europe began to decline. In the past year, the Czech Republic and Germany both experienced a decline in sales due to weather changes. All major beer groups now convert their previous export strategies to the way they invest in the world. But in the former Soviet Union in Eastern Europe, people's living habits are gradually changing. People who used to love vodka began to slowly turn to cite beer, and in these areas, the beer market is also growing rapidly.

The African market is similar to the Asian market and is in a period of rapid development. As a representative of Oceania, Australia has always had a very stable market and basically has not changed much. From the above analysis, it can be found that the whole beer market is still developing very fast as a whole, but the situation is different. In the Western world with a high standard of living, the beer market has continued to stagnate; in the eastern world, it is still at a stage of rapid development. In many western developed countries, when the per capita consumption of beer has stagnated or even decreased, the demand and output of beer at this time has increased in Eastern European countries and China. But Europe is still the largest in the world.

The beer market, and the per capita consumption is also the most.We can draw from the above point that the Asian beer market is very promising, so we will use China with the best market prospects as our target market.

[bookmark: _Toc2499063]3.0 SWOT analysis
Through SWOT analysis, you can help companies gather resources and actions in their strengths and where they have the most opportunities; and make the company's strategy clear.

Strengths:
1. China's labor costs are lower than those of other countries. Opening a factory in China is very competitive.
2. Being a well-known beer company in Wales can bring advanced management methods from the West. At the same time, we can learn from the experience of other companies in the future management.
Opportunities:
1.People's consumption habits have gradually changed, from the previous preference for white wine or high-concentration beer to a preference for lighter beer or various beverages.
2.People's brand awareness is gradually enhanced, which helps the promotion and sales of well-known brands.

Weaknesses:
1. Because of the new market, the market and sales departments have relatively low ability to work and collaborate.
2. The existing channels are less competitive and the controllability is not high.
Threats:
1. People's awareness of environmental protection rises, which inevitably increases costs and affects profits.
2. Local companies such as Snowflake and Qingdao have a larger market share. More mature sales channels and a more solid customer base pose a great threat to the company.
[bookmark: _Toc2499064]4.0 Marketing strategy
[bookmark: _Toc2499065]4.1 Brand strategy
A brand is a business name and logo that identifies a product or service and distinguishes it from competitors' products and services. With the increasingly fierce competition in the Chinese beer market, the quality management level of beer companies is constantly improving, and beer is becoming more and more homogeneous. The only characteristic that distinguishes products is the brand. With the increasing consumer awareness of brand consumption, the brand has become an important symbol for consumers to distinguish beer products.
In the brand positioning strategy, a single brand strategy should be adopted in the middle and high-end beer market, using the strong brand advantage of Tomos Watkins beer, in the process of product diversification, the unified brand - Budweiser is adopted, so that Tomos Watkins is consolidating and When the market share of high-end beer is increased, the mid-range beer market is rapidly expanded. Using this strategy can quickly increase the visibility of other Tomos Watkins products in the mid to high-end beer market while reducing marketing expenses.

[bookmark: _Toc2499066]4.2 Product strategy
Product strategy refers to the clear provision of products and services to meet the needs of consumers when formulating their business strategies.
The demand, to a certain extent, the key to business development and success is whether the product meets the needs of consumers. Enterprise products are the core of the company's marketing strategy. The only way to provide quality products and services to meet the market and customers is the key to the success of the company's marketing strategy.
[bookmark: _Toc2499067]4.2.1 Improve product packaging
The appearance of the product is one of the important selling points of beer products, and it is also an important hand to implement the product differentiation strategy. segment. According to research by DuPont, 63% of consumers will make purchases according to the packaging of goods. With the increasing homogenization of products and the improvement of packaging, packaging is becoming more and more similar, and consumers are more concerned about the personality and value of beer. Therefore, the packaging of Tomos Watkins beer should be compatible with the product positioning, such as new cans, red small bottles, aluminum alloys, etc., making Budweiser beer more clear and tough, more suitable for the atmosphere of the bar, while maintaining the overall color of the package. Cater to China's unique love for red.
[bookmark: _Toc2499068]4.2.2 Product localization
In addition to the production process, Tomos Watkins Brewery can also try to build other parts of its industrial chain in China, such as R&D and design. It can not only adapt to the Chinese market environment, but also respond quickly according to the needs of Chinese consumers. It can also alleviate the resistance of Chinese consumers to foreign brands, gain more market opportunities, and make better use of Chinese consumers. Market resources, improve product competitiveness and research and development capabilities, and establish a broader, lasting brand effect in China.
[bookmark: _Toc2499069]4.3 Promotion strategy
Promotion strategy is one of the basic strategies of marketing portfolio strategy. It refers to how the company promotes through personnel. Various promotional methods such as advertising, public relations and business promotion, the main purpose is to convey product information and corporate image to customers and consumers, and then stimulate consumers' desire to purchase and purchase through discounts, gifts, points, etc. The essence of the promotion is the enterprise. Two-way communication with consumers. The content of the promotion strategy mainly includes advertising, personnel sales, sales promotion and public relations.
[bookmark: _Toc2499070]4.3.1 Advertising
Tomos Watkins beer is positioned in the mid to high-end beer market and should be demonstrated by advertisers in their unique strategy. In the slogan, we must meet the needs of middle and high-end consumers; in terms of language expression, we tend to have a gentle and understated language expression style, which can be accepted by Chinese consumers.
In the advertising medium, mainly through TV commercials, online advertising, outdoor advertising, pop advertising, etc.; in advertising creativity, to make consumers have a strong sense of shock, to create Tomos Watkins beer is the world's best beer brand image.
[bookmark: _Toc2499071]4.4 Distribution strategy

The distribution strategy is the channel strategy. The channel refers to the way the product is transmitted from the enterprise to the consumer through the distributor. Dealers play a role in this approach. Distribution strategy is a long-term strategy. In the marketing of enterprises, enterprises should formulate their distribution strategies according to their long-term goals. With the continuous changes in the beer market and the continuous change of corporate marketing methods, the distribution channels of enterprises have also undergone continuous changes. The original distribution channels have been unable to meet the current needs, and the original distribution channels need to be continuously reform.

As the competition in the Chinese beer market becomes more and more fierce, the channel stability and efficiency of Tomos Watkins beer become more and more important, and the stability of the channel depends to a large extent on the degree of cooperation of dealers. Budweiser Beer should be biased towards the dealers with high enthusiasm, strong operational ability, strong terminal control and high brand loyalty. The brand franchise strategy should not be used to distribute other brands of beer. At the same time, Budweiser can adopt a centralized mode, which can be promoted in a planned and arranged manner, avoiding the excessive premium rights of dealers, in order to avoid obscuring the image of products in the minds of consumers.

[bookmark: _Toc2499072]5.0 Conclusion
Understand the development status and trends of China's beer industry, and timely grasp the new needs of consumers. Understanding the development of China's beer industry is the first information that Budweiser Beer has. Tomos Watkins not only needs to understand the Chinese beer industry environment, but also understand the Chinese beer market and demand, competitors, distributors, suppliers and consumers. Combine your own market in China and its own resources to analyze the marketing status and existing problems in the Chinese market. It is the basis for Budweiser's marketing strategy to set specific consumers for different target markets and to understand the characteristics of consumers' demand, purchase characteristics and the reasons for changes in consumer preferences.
[bookmark: _GoBack]Developing a correct marketing strategy is a prerequisite, and implementing a marketing strategy is key. Manage marketing channels and sales Strength and organizational human resources are powerful measures for Tonos Watkin Beer to implement marketing strategies. In the beer market in China, strengthen market management and enhance the execution of strategies. Strengthen the management of sales channels, serve dealers and suppliers, do a good job in terminal services in the market, and strengthen organizational management in marketing channels. At the same time, it is necessary to strengthen human resources protection, strengthen marketing training, formulate incentive measures and assessment mechanisms, and establish a common vision with employees to jointly promote the development of Tomos Watkins beer in the Chinese market. 
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