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[bookmark: _Toc22753_WPSOffice_Level1]1.0 Introduction
Tomos Watkins is a very successful company in Wales. More and more companies are now moving towards internationalization. If Tomos Watkins wants to make more profits, it is inevitable that it will go out of Wales and enter new markets. Tomos Watkins has had business expansion and success in different overseas markets. Despite this, Tomos Watkins' experience in overseas markets is very limited. If it is necessary to continue to expand other markets, Tomos Watkins needs to develop effective and appropriate marketing strategies and market entry strategies to ensure that Tomos Watkins can succeed in new markets.
In the choice of new markets, through various aspects such as cultural perspective, geographic location, market entry strategy, etc., the author chose the Canadian market as the target market for Tomos Watkins. This report provides a suitable strategy for Tomos Watkins through a marketing mix and using Merger and Acquisitions of beer production plants and bars in the Canadian market.
[bookmark: _Toc10818_WPSOffice_Level1]2.0 Canadian B2B market analysis
Because the macro environment is different, different countries have different ways of B2B cooperation(Christian, Halina and Alexander, 2014). In fact, cultural differences are the first consideration for companies entering a new B2B market. 
The first consideration is the language environment. In the B2B market, language consistency can make communication between enterprises more smooth, which can make the connection between enterprises more closely(Zhang, 2004). Canada and the UK are both English-speaking countries, which is good for Tomos Watkins to enter the Canadian market.
If Tomos Watkins needs to do some advertising in the Canadian market, they choose a local advertising company. Because the cultural differences between the two countries may cause the advertising content that Tomos Watkins wants to express is different from the advertising produced by the advertising company.
The Hofstede cultural dimension can be a good model for measuring the cultural gap between countries.
[image: Screenshot]
Chart-1 Comparison of Hofstede's cultural dimensions
(Source:Hofstede Insights,2019)

It can be seen from the chart that the most obvious gap between the two countries is the distance orientation, which shows that companies in Canada focus on short-term gains while the UK focuses on long-term gains. In addition, Canadian companies are more focused on avoiding uncertain risks.
The cultural differences between the UK and Canada are not particularly large, but Tomos Watkins is a company that lacks experience in expanding its international business. Adaptation Strategy is a good option to reduce the barriers for Tomos Watkins to enter new markets. The entry strategy for mergers and acquisitions may lead to conflicts between Tomos Watkins and M&A companies due to cultural differences. In general, Tomos Watkins has a good B2B cooperation opportunity in the Canadian market, and Tomos Watkins must avoid problems caused by cultural differences when cooperating with other companies.

[bookmark: _Toc24915_WPSOffice_Level1]2.0 Marketing Mix
The marketing mix is an important part of the enterprise marketing strategy. It refers to the comprehensive consideration of the external environment, its own capabilities and competition in the selected target market. It combines its own controllable basic marketing factors into a whole and uses them comprehensively to achieve the company's expected goals(Mitic and Kapoulas, 2012).
In the actual development process of the enterprise, only a complete marketing strategy plan can ensure the improvement of marketing efficiency, mainly because the company's marketing strategy plan and marketing mix are closely related, which is the basis of marketing portfolio design(Zhao, 2016).

[bookmark: _Toc10818_WPSOffice_Level2]2.1 Standardisation Versus Adaptation
When a company expands overseas, the use of standardization or adaptation has a great impact on the success of the company in the new market(Hu, 2002). Traditional adaptation assumes that consumer behavior, economic, social, cultural environment and legal systems in overseas markets are very different for the country of that enterprise. Therefore, the marketing method of enterprises must adapt to the local environment to facilitate the development of enterprises(Kausar, 2016). In contrast, standardization believes that marketing skills can be transferred between countries, so that multi-country can maximize the effectiveness and efficiency of business operations through the standardization of marketing skills and methods(Jain, 1989).
For Tomos Watkins, it lacks experience in expanding foreign markets, it is limited by Tomos Watkins' various internal factors such as economic scale, internal strengths and weaknesses, etc. Tomos Watkins cannot simply use the one of standardization or adaptation. Tomos Watkins enters the Canadian market that need to maximize its strengths and mitigate the bad effects of its disadvantages by combining standardization and adaptation.


[bookmark: _Toc24915_WPSOffice_Level2]2.2 Product 
Products are the focus of the development of international business, and in the aspect of product strategy(An, 2015), Tomos Watkins should adhere to product innovation and establish a good brand awareness. 
Beer in Canada is very popular, and there are many bars in Canada. Beers from all over the country can be seen in Canadian bars, and Canadians are also very willing to try different flavors of beer(Www120.statcan.gc.ca, 2019). The product of Tomos Watkins is obviously beer. Tomos Watkins can access to standardized strategy in the Canadian market. From the product characteristics, Tomos Watkins needs to establish a good reputation in Canada. Because Tomos Watkins sells Welsh specialty beer, Tomos Watkins needs to standardize on the product. Standardisation can reduce costs and highlight product features(Boddewyn, Soehl and Picard, 1986).
Tomos Watkins sells a wide range of beers and flavors, and these beers have a very distinct Welsh style(Tomos Watkin, 2019). Tomos Watkins' rich beer range caters to the different tastes of different groups in the Canadian market, while offering a choice of beer concentrations. Tomos Watkins has some peripheral products about beer, such as beer mugs, branded clothes and so on. These peripheral products can attract more customers to Tomos Watkins(Tomos Watkin, 2019). Tomos Watkins offers premium flavors of beer in the Canadian market. In Canada, there are very few craft beers in Wales, and new flavors of beer can get a good enhancement to enter the Canadian market(Ic.gc.ca, 2019). Tomos Watkin uses the M&A strategy to enter the Canadian market. M&A can greatly expand the company's production and operation scale, which can provide a good advantage for Tomos Watkin's products to quickly launch their specialty beer in the Canadian market. In terms of beer packaging, the strong control of M&A is well displayed. Tomos Watkin sells products that are completely packaged according to their company's unique style, which will attract more customers to choose Tomos Watkin.

[bookmark: _Toc1602_WPSOffice_Level2]2.3 Price 
In the field of contemporary business activities, the price is the key point that the market activity can not proceed smoothly, and whether the transaction can negotiate success. Therefore, the price determines the competitiveness and operation status of the enterprise in the market in a further sense(Zhang, 2001,pp20-24).
Tomos Watkins sells beer in the UK at a different price depending on the product purchased, starting at £1.75 and having a discount based on the number of bottles purchased(Tomos Watkin, 2019). The overall beer price in the UK is a little more expensive than in Canada, but the price of Tomos Watkins’ beers is lower than average price of beer in the Canadian market(Pintprice.com, 2019). Because Tomos Watkins expands its business into the Canadian market, the cost is completely different than selling products only in Wales or the UK. From a cost perspective, if the price of Tomos Watkins in the UK is based, £1.75 can be changed to $2.5. Tomos Watkins entered the Canadian market with M&A, which guarantees the economic scale of Tomos Watkins in the Canadian market, so M&A can solve the cost problem and guarantee the company's profit level. Based on cost considerations, the Canadian market is relatively suitable at a price of $2.50.
So the price can use adaptation, The use of different prices for the same product in different markets can enhance the applicability of prices to specific markets, and it is targeted and flexible in terms of price while maintaining market competition(Huang, 2000). Also it need to consider the cost reasons, such as freight, import taxes,etc. This price is within the acceptable range of the Canadian market(Pintprice.com, 2019), and it increases profits. 

[bookmark: _Toc30016_WPSOffice_Level2]2.4 Place 
Tomos Watkins wants to apply the quickest way, pay the cheapest time and money to increase the visibility of beer, in addition to highlighting the competitive advantages of its products, it should also match the most efficient overall marketing channels for its products(Zhang,2001,pp46-48).
When Tomos Watkins enters the Canadian market, it needs to choose where the product will be sold. As Tomos Watkins is in the early stages of expanding its international business, the network of marketing channels in Canada is also very simple. Tomos Watkins chose M&A in direct investment as a market entry strategy, which has a good control over the new market. At the beginning of the investment, Tomos Watkins can purchase some local companies such as local bars or beer production factories and used their original marketing channels to establish their own marketing channels(Gustin, 2005). For example,Tomos Watkins as a supplier to select some other local bars, clubs or hotels to sell their products, and Tomos Watkins can also merge some bars to sell beer directly to customers.
At the same time, Tomos Watkins can use adaptation in the Canadian market. Because the beer industry in the Canadian market is very developed, and there are many dealers. Tomos Watkins can use some indirect channels, such as special distribution, dealers to purchase directly from the factory(Keegan, 2001). This type of marketing is very common in Canada. For example, Yanjing Beer in China sells beer through various agents in Canada(Yanjingbeer.ca, 2019).As the marketing network continues to improve, Tomos Watkins can e-commerce in a timely manner, which helps reduce investment costs.
In Canada's B2B market, Tomos Watkins can choose some local sales agency websites such as beerxpress. Through B2B cooperation, Tomos Watkins can establish brand awareness and get marketing channels through cooperation with these companies.

[bookmark: _Toc6738_WPSOffice_Level2]2.5 Promotion 
The purpose of the promotion is to attract consumers to pay attention and interest in the image or product of the company(Guo, 2011). The attitude of consumers directly determines the behavior of consumers, so in order to promote the purchase behavior of consumers, companies must use various methods to influence consumers' attitudes through the dissemination and communication of information(Mitic and Kapoulas, 2012).
Tomos Watkins' promotion in Canada can be similar to that in the UK. Tomos Watkins has its own social media such as Twitter and Facebook to promote their beer and Tomos Watkins activities,Tomos Watkins used some advertisements to promote their products. At the same time, it can use some sales promotion, because Tomos Watkins itself sells some peripheral products, it can give some peripheral products before customers buy the products, and this kind of promotion can attract customers to Tomos Watkins.
In terms of Standardisation and adaptation, Tomos Watkins should use the adaptation. Although Canada and the United Kingdom are both English-speaking countries, the two countries have cultural differences because of geographical distances and social circumstances. Some promotional methods can work well in the UK, but they may not be in Canada. At the same time, because of the different cultures, the content and form of advertisements must also be in line with the Canadian market.

[bookmark: _Toc29353_WPSOffice_Level2]2.6 People 
Due to the indivisibility of the service, the company's service personnel are critical, and they can fully influence the customer's perception and preference for service quality(Lovelock, 1996).
The People strategy includes an internal management staff, operators, service personnel and customers(Bitner, Booms and Mohr, 2005). For Tomos Watkins, Because Tomos Watkins enters the Canadian market by way of mergers and acquisitions, they can save a lot of money in acquiring human resources. Tomos Watkins integrates the resources of its own and acquired companies and acquires professional employees through training or good treatment. what they need to do is improve customer satisfaction and build customer loyalty. Managers need to pay attention to the screening, training, motivation, and control of those employed(Walter, 1994). In the Canadian market, Tomos Watkins can use adaptation. Because the Canadian beer market is a very large market, among which beer customers are a large group. Customer perception of a product affects other customers. In this regard, Tomos Watkins needs to adapt to the preferences of local customers and make changes to the product. On the staff side, Tomos Watkins also has to adapt to Canadian cultural practices, such as special holidays, employee salaries, etc.

[bookmark: _Toc31214_WPSOffice_Level2]2.7 Physical Evidence 
The importance of the service environment is that customers can get sensible clues to understand the quality of the service what the company provides. Therefore, the best service is to turn things that cannot be touched into tangible services(Bitner, Booms and Mohr, 2005).
Tomos Watkins has an advantage in Physical Evidence. Tomos Watkins has its own peripheral products that enhance customer interest. Beyond that, Tomos Watkins has introduced its own history, the quality of beer and the company's philosophy on its website,Tomos Watkins focuses on the traditional taste of beer in Wales and hopes that any beer will satisfy the customer(Tomos Watkin, 2019). These are the service features and advantages of the company to show customers. 
Tomos Watkins' success in Wales depends in large part on their quality of service and quality products(Tomos Watkin, 2019), so in the Canadian market, Tomos Watkins can use Standardisation. When selling in a physical store, the store's decor can maintain the unique image of Tomos Watkins, which can create a first impression of Tomos Watkins in the customer's mind. Staff training is also very important, and Tomos Watkins needs to use uniform standards to ask employees how to receive customers. The corporate image is one of the criteria for customer-to-business evaluation(Lovelock, 1996). Tomos Watkins can participate in some charity events in Canada or participate in some beer awards, which helps customers establish a good corporate image. the entry mode of M&A can also reflect Tomos Watkins's corporate philosophy. Tomos Watkins can integrate its corporate culture and company philosophy into their acquired companies. For example, Tomos Watkins can design the style and decor of its own bar, and these physical Evidence designs can give customers a sense of excitement and be impressed.

[bookmark: _Toc15987_WPSOffice_Level2]2.8 Process 
A service process is a program, task, structure, activity, and daily task that a service delivers to a customer. Customers typically consider service delivery system awareness as part of the service(Wang, 2016). 
In the process of the service, Tomos Watkins provides the service process as customer greetings, introducing products, handling objections, and paying for services(Tomos Watkin, 2019). In the Tomos Watkins online store, this process can be very simple and saves time. Customers choose their favorite beer orders, if the customer has problems with beer, it can contact the merchant by email.
In the Canadian market, Tomos Watkins can use Standardisation. Standardized service marketing ensures that customers can enjoy fairness at all times and anywhere. The service is equivalent to the brand's invisible commitment to the customer's service(Berke, Fulton and Vaccarello, 2015). Customers can perceive this commitment through standardized services and generate trust in the company, which ultimately translates into satisfaction to the company. The design of the customer experience is integrated on the basis of the brand's completion of standardized services to enhance customer satisfaction and bring customers loyalty(Lin and Huang, 2012). Improving employee work practices and product quality standards, which can save time and provide customers with good satisfaction in the service provided by Tomos Watkins.











4.0 Conclusion
Tomos Watkins needs to develop a suitable marketing mix and entry strategy before entering the Canadian market. This report uses a 7Ps-based marketing mix model and analyzes Tomos Watkins' marketing mix through Standardisation and Adaptation.
(1) The recommended to enter the Canadian market for Tomos Watkins is through Mergers and Acquisitions, and analyzed whether it is applicable in the Canadian market through the marketing methods that Tomos Watkins has implemented.
(2) In the B2B market, Tomos Watkins needs to adapt to the local cultural background. Tomos Watkins needs to combine Standardisation and Adaptation. For the local cultural environment and market environment, Standardisation can promote brand awareness and Adaptation reduce the barriers of entry the new market. 
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