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Executive Summary 
Tomos Watkins Brewery Company needs an elaborate plan to enter into the Australian beer market. This primarily because the Australian market is wide, and culturally defined. Drinking habits are different that every country has its specialised tastes and preferences. Therefore, before entering a foreign market, it is safe to assume that the construct of the market is different. Tomos Watkins Brewery is looking to get into the Australia market using the adaptation tools of market mix and licensing strategy to redefine the brand of the beer, in such a way that it captures the states and preferences of the new clients and at the same time maintains the legacy value of the beer. The company will be created that will handle adaptation of the processes, and marketing the products in such ways that sales are boosted. The products will be distributed through the local channels that used by the local and international beer distributers which are already established.
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1. [bookmark: _Toc7961794]Introduction

The international beer market is a complex market that is characterised by both international and local players, with rooted functional distribution and marketing systems. Australia is one of the markets that has stringent markets because the people already have a close connection to the beers in the market. The connection links are a result of cultural links and aggressive marketing strategies especially for the international beer brands in the market. For Tomos Watkins Brewery to gain entry into the Australian market, the need to show their strength, through aggression and dominance. This is only possible through licensing strategy into the country trough adaptation of the products into the specifications of the locals as opposed to standardisation. Adapting the marketing approaches such that, the product captures an aspect of the people’s culture and practices, as well as redefining the branding of the beer to a language that most of the Australian beer lovers can connect to (De Villa et al, 2015). This report will identify the most suitable marketing mix that will not only connect the Tomos Watkins beer to the Australian culture but create a firm ground for resilience and dominance in the beer international market.

2. [bookmark: _Toc7961795]Tomos Watkins Brewery Company

Tomos Watkins beer has managed to with the Wales market because it is brewed in Wales, therefore a permanent connection to the culture of the people of Wales. This is a sense of confidence and ownership to the product that has been bestowed in the customers. Tomos Watkins Brewery knows this fact and uses this advantage by communicating with its branding label “Made in Wales, Enjoyable Worldwide.” Tomos Watkins Brewery needs an entry solution that will pave for the impact to compare to the ownership resultant confidence which the people of Wales have in the product. Licensing strategy  will not only communicate aggression but also pave the way for a marketing mix that will create a sense of connection with the people (Tan and Sousa, 2015). In Australian, industrial liquor consumers are middle class citizen with a high taste of quality and tastier alcohol. Therefore Tomos Watkins must widen its scope of production providing varieties of its alcohol brands and maintain high quality as a way of  entering the Australian market and differentiating itself from giant competitors like empire liquor, domaine wine and broad way liquor distributors who have curved huge market niches in the country. To be more successful in the foreign markets, Tomos Watkins should convince the consumers that the brews are made from natural ingredients sourced from the green farms. 

3. [bookmark: _Toc7961796]Standardisation and Adaptation

With regards to the nature of the product, in this case, beer, having a fixed approach to manufacturing and marketing the product may not work for beer. This is mainly because people have different tastes and preferences, which is directly influenced by the culture of the people. A direct example the has relevance to the beer industry is that people have been for different reasons, depending on the drinking occasion, the type of drink to be used is varied (Rao-Nicholson and Khan, 2017). Tomos Watkins beer will have to be an option for some people in different drinking occasions. Therefore, different regions that are culturally differentiated, cannot be won by the same product with the same approach to how the product is marketed. The foundational determinant to making Tomos Watkins a choice to Australians is that its taste has to be known to the people. This means that the beer has to be linked up to the lives of the people, the product manufacturing or marketing approach has to embrace the adaptation strategy when creating the marketing mix.

According to Zikmund et al, (2017), Australia is a wide continent, with possible mixed cultured however related they may be. To establish the approach to entering the market and the most suitable marketing mix, the peoples drinking culture and the strategies employed by other brewers have to be understood (Lee and Griffith, 2019). This will lay down the foundation necessary to penetrate the market and build resilience in product use. It will also give perspective to the forms of adaptations need not just to build the market but also, one for which can extend the market to other international markets such as New Zealand. This will be the constructive and sustainable marketing strategy for Tomos Watkins Brewery.

As part of the adaptation process, once the product has been introduced in the market, there may be a need for tangible changes on the product. This means that the product may have been given a new physical appearance, that the locals will best connect to (Kotulla and Schmid, 2016). If the existing beers in the market have different standards to their packaging and that the packaging has an influence on how people may perceive or use Tomos Watkins beers, then there may be a need for changing the size and packaging of the beers. This has to be in line with the policy of the land regarding the standards of packaging beer because this is the most instrumental elements that dictate the packaging of products, either at the industry level or country level.

Other aspects will have to be modified are the intangible elements that build the image of the product on its users. Because the product is manufactured in Wales, it has to be rebranded such that it communicates an aspect of the Australian culture (Alon et al, 2016). An element that is familiar with both the drinking culture of the Australians and the contribution that the Tomos Watkins beer has the will place it in a unique position admired by the potential clients. The approach to promotion has to be redefined just like the brand, such that, it communicates the global image of the product, and most importantly the connection the product has to the local users (Bettencourt, 2017). Adapting the Tomos Watkins beer, marketing strategy is the best approach because, drinking a beer is a communal activity, whose fame is driven by how much it connects people. Therefore, getting to a new international territory means that the people have to feel the connection of the product and them, adaptation makes the customers feel noticed when the product keeps the landmarks as defining the people. 

4. [bookmark: _Toc7961797]Entry Strategy - Licensing

Because the Tomos Watkins Brewery has to rebrand their beer to create an image of the product that the local will best connect with and at the same time maintain the global image of the product.  The best licensing approach is creating a commercial subsidiary that is owned and controlled by the parent company in the host country. 

4.1. [bookmark: _Toc7961798]Commercial Subsidiaries 

The commercial subsidiary will ensure, that the philosophy of the companies maintained, and within it, a local brand for the product is created and maintained. The commercial industry also manages the marketing approaches to their products (Carol et al, 2015). Once the product is branded, it is sold using independent local distributor whose responsibility is to sell the product. Marketing the product, on the other hand, is handled by the commercial subsidiary. It means, therefore, Tomos Watkins Brewery as a MNE gains cost savings as production licensing through being granted a license in a local brand to assemble its products under its own brand. 

4.2. [bookmark: _Toc7961799]Marketing Representatives  

The commercial subsidiary is tasked with the role of creating regional sales and marketing representatives. The role of the representatives will be primarily conducting market analysis and identifying the changes in the market and recommending the best approaches to mitigating the changes (Alon et al, 2016). To ensure a direct connection, with the people and their drinking cultures, the representatives should be from the regions that they represent. They will also be part of the committee that defines the best marketing strategies and marketing mix for the product.
[bookmark: _GoBack]
4.3. [bookmark: _Toc7961800]Marketing Mix

4.3.1. [bookmark: _Toc7961801]Product 
To the best marketing approach for the Tomos Watkins beer, will have to be identified based on the impact that licensing into Australia has on the beer. The product will have to be rebranded to create an image the people can connect to at their culture level (Festa et al, 2016). At the same time, raise the product brand to be at the level of its competitors of better than them while maintaining the products element of originality. For the beer elements, such time of brew and the plats used to brew are instrumental in creating the brand (Huang and Sarigöllü, 2014). Another approach may be used to brand the product that is adopting the brand because the product has maintained in Wales, with a few modifications, however, this may turn out to be a stretch and has little impact in building the brand in the form of sales.

4.3.2. [bookmark: _Toc7961802]Place 

With relevance to the place of marketing, licensing strategy will not adopt significant changes in the distribution channel of beers. This is a local established distribution system will be adopted, the same channel that is used by the other global and local brewers (Vellas, 2016). The Tomos Watkins beer will be sold in bars and liquor stores, these are already established infrastructure, that the marketing and distribution will ensure that the Tomos Watkins beer is stocked. 

4.3.3. [bookmark: _Toc7961803]Price 

The fact that the Tomos Watkins beer is directly shipped from Wales will have a significant impact on the unit price of the product. According to the shipping costs, the product will have to be more expensive than the locally brewed, also the element of taxation excess duty will influence the unit price of the beers, because the Australian government has to tax the beer as it is sold in the country (Bahadir et al, 2015). If the per unit product is too expensive that the target customers cannot afford. Then the product has to be repackaged in units that are affordable to the target clients. When the product is shipped in a stated quality, it cannot be influenced in any way, so as to maintain the quality aspect of the Tomos Watkins beer.

4.3.4. [bookmark: _Toc7961804]Promotion 
Product promotion, in the end, is influenced by the policy strategy of the market. If the method of promotion employed in Wales works is legal in Australia then not much changes will be employed. However, a different approach can be used to market the product and build their sales, that is a product ambassador (Baker and Saren, 2016). This is an approach in which the company through its constituent commercial subsidiary organise sales promotion and product ambassadorships, the boost the sales of the product at the same time, creating awareness of the product over time (Festa et al, 2016). When combined with advertising the product over mass media systems and billboards may be a necessity because the company Tomos Watkins Brewery is introducing a product that is not native to the people.

4.3.5. [bookmark: _Toc7961805]People 
Tomos Watson's staff first priority should be to offer exquisite services to the customers not just with the aim of hitting sales targets but also to ensure references and repeated purchases. Because this is a new market, Tomos Watkins has to create training and promotional projects the will build the capacity of the existing employees. At the same time create a culture that support communication between the employees and the clients. This will help in brand building through research. 

4.3.6. [bookmark: _Toc7961806]Physical Evidence 
Tomos Watson need to establish a physical presence in Australia. Because the commodity is foreign, and the locals have not interacted with the product at local pubs or clubs. The first step is to create posters for the Tomos Watson, this will be posted in clubs, with an element the is common with the Australian people. A physical element that connects to the culture of the people. The brand ambassadors will be given signature dress.

4.3.7. [bookmark: _Toc7961807]Process 
To succeed in such competitive markets, Tomos Watkins will find it prudent to use price differentiation strategy to make it gain popularity at a relatively lower price while offering quality and tastier alcohol brands (Alon and Vianelli, 2016). Tomos Watson need to consistently offer pleasant services in the Australian market. In order to withstand stiff competition, also, a look into how the existing brewery competitors serve their customers and employs aspects of consumer involvements, in promotional program to create a relationship between the brand and the clients.

5. [bookmark: _Toc7961808]Conclusion 

Australia is a foreign market, that has a high success rate, however, it is not the success rate the will sustain the product in the market. The success of entering the market is dependent on the aggression of the licensing strategy, and the pressure put on making the Tomos Watkins beer aware. Tomos Watkins avoids development costs and risks associated with opening a foreign market. The awareness campaign should be so loud that people are convinced to try it out. This is the role played by the marketing mix, using product advertisements, offers, and product ambassador. Beer is one of the products that is consumed habitually. This s to say the once a person has found a connection to one, it will not be an easy task to get them off their favourite beer to the new product in town. All the activities employed should be channeled to building the brand of the product and ultimately increase sales that are primarily where the interest of Tomos Watkins Brewery is placed. 
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