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[bookmark: _Toc507667067]Executive Summary
Since the European countries are the most important market for HCC Welsh sheep, the Brexit will negatively affected the international business of HCC and result in the loss of its profit. Therefore, searching for the new markets seems to be the essential task for HCC Welsh sheep. This report will provide recommended process to support HCC to successfully find the suitable new markets to enter to and make the evaluation from several environment aspects of target market (China), consisting of political risk, economic risk and operational risk. After the evaluation of target market, the recommended international strategies will demonstrate for HCC to successfully capture the market share in lamb industry. 
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[bookmark: _Toc507667069]The business report for HCC to find and evaluate the new market
[bookmark: _Toc507667070]1. Introduction
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]HYBU CIG CYMRU (HCC) is one of the most successful international foods exporters selling Welsh lamb to a wide range of countries in the world. The main target of HCC is to find the potential overseas new market for Welsh sheep products selling by utilizing a series of market research as well as continually evaluate further development potential in the markets it has already entered to. It is true that HCC has launched a great number of strategies for its further market expansion, including joining several commercial activities or trade shows to promote its products, strictly controlling its abattoirs and cutting plants to ensure the quality of its products and so on, HCC also might be positively or negatively affected by the environment changing (Cymru, 2011). 

As Britain is planning to leave the EU in recent years, HCC will definitely negatively affected by the Brexit owing to the fact that more than 90 percent of its Welsh sheep products were sold to European countries, which means that the European countries are undoubtedly the biggest customer groups of HCC, so that it is necessary for HCC to find the new target market countries to fill the loss being derived from the Brexit and the loss of the European customers (Roberts, 2007). 

This report contributes to analyse the new target market for HCC and try to find the appropriate potential market countries for it to implement its international strategies, which will be divided into two parts, comprising the recommended process of target market selection and evaluation of the target new market. 

[bookmark: _Toc507667071]2. Main Findings
[bookmark: _Toc507667072]2.1 The process of selection regarding the priority countries
Under the impact of Brexit, there is no doubt that the HCC has suffered from severe potential threats for the reason that it would lose a huge amount of customer countries if the UK truly detach from the EU. According to the data of official website, about 35% of Welsh sheep meat products are sold to European countries and more than 90% of them were exported, which means that it is unavoidable for HCC to enlarge its target market countries and search for the new areas to develop due to the fact that product export is the most essential channel for HCC and majority of European countries are its main customer countries (Roberts, 2007; Greer, 2017). Thus, the efficient process to find the suitable new target markets seems to be a significant task for the development and operation of HCC. 

Base on the Spence (1979), appropriate market research and relative analysis are extremely vital processes for the marketing decision of companies, especially for those international companies like HCC. Since the unfamiliar of the foreign counties, the first step for HCC to find the new international market countries should be a complete international market research, and then subdivide the international market to distinguish the market segments basing on several affecting factors, consisting of political risk, economic risk, market potential, cost, competitors’ situation and so on, sorting the market segments (King, & Tucci, 2002). 

Subsequently, the HCC have to evaluate the market segments according to their external environmental analysis as well as internal resources analysis. The external environmental analysis includes political, economic, cultural factors and so on; the internal resources analysis enables to let the decision makers fully understand the advantages and disadvantages of their own companies, recognize the international market and ensure their competition strategies combining with the external environment analysis. 

Similarly, after initially finishing the process of international market segments, it is also necessary for HCC to build its comprehensive instruction system and further ensure its target market for international marketing basing on several evaluations, comprising Marco-environment, micro-environment and development ability of target markets (Davis, 2016). For the micro-environment evaluation of HCC, it might include a series of aspects, consisting of financial situation, competition positon, infrastructure situation, marketing ability and so on, which enables to be analysed through the method of value chain to earn the competition strengths by regulating and management using the value chain analysis. 

After the above processes of target markets selection, HCC is able to find the suitable market countries with potential market opportunity, and the appropriate market strategy for development in the target market is undoubtedly the next essential mission for HCC. 

[bookmark: _Toc507667073]2.2 Evaluation of the possible options for entry to the new markets
In terms of the appropriate new market of HCC, there is no doubt that Asian countries are supposed to be the huge potential markets for Welsh sheep meat products due to the fact that there is a rapid increase of the economics in Asian, occupying the first place in the world, and there is a significant number of population in the Asian countries. 

China, as the country with the fastest economy growth and the biggest amount of population in the world, has already became a huge importer of lamb. According the data statistics, there was an extremely growth in the consumption of lamb products for several recent years, so that there was also a significant amount of demands of lamb products import into China. In other words, China is definitely a huge potential market for the import of HCC Welsh sheep as long as it has enough competition in the area of price and quality (Usunier, & Lee, 2012). 

[bookmark: _Toc507667074]2.2.1 Macro factors - Political risk
Although there is a huge demand of lamb products in China, there are also several political risks for the entry of foreign meat companies. Firstly, there is no doubt that the quality problem of imported meat products is one of the most essential problems which cannot be ignored. The epidemic has been plaguing the livestock husbandry of China, which makes the increase regarding the market risk. Moreover, the smuggled meat products problem also severely affects the import of Welsh sheep, for there are a great number of lamb products entering to China by the illegal channels and negatively affecting the nature of Chinese lamb industry (Teng, 2004). In addition, there is several misunderstanding towards the imported meat products prevailing in China; the Chinese Medias frequently focus on reporting the news about the unqualified imported meat products. According to Chinese political regulation department, the imported meat products will be returned or destructed if those products were inspected as unqualified products, and if the reasons of unqualified inspection did not concern of several issues, including personal safety, health or environmental protection, it will be technically handled by the supervision of the inspection and quarantine authority as well as sold after being identified as the qualified meat products.  

[bookmark: _Toc507667075]2.2.2 Macro factors - Economic risk
According to figure (2016), the total output of meat of China has reached 85.4 million tons, and the lamb production has achieved 4.59 million tons, which definitely seems to a huge number in the world, while it was still in short supply in the domestic meat consumption due to the fact that the huge amount of population in China. In other words, China has enormous demands in terms of the imported meat products. However, the foreign meat exporters like HCC might also suffer from the economic risk in the international business and export activities in China. The appreciation of the RMB means that the exported price of Welsh sheep products may reduce, which will bring about the decrease of the exported profits of Welsh sheep products and then negatively affect the profits of HCC. Moreover, it is true that the exchange risk also affects the profit of export enterprises (Xiangqian, & Guoqiang, 2005). There is no doubt that the appreciation of RMB might also result in the exchange loss of the export of HCC, which is also the unstable economic risk for HCC owing to the fluctuation of exchange rate. 

[bookmark: _Toc507667076]2.2.3 Micro factors - operational risk
The operational risk might also hugely influence the export activities and profit of Welsh sheep in China. Since the increase of RMB exchange rate and several other uncertainty affecting factors, it might increasingly bring about several different risks, consisting of transaction risk, accounting risk and economic risk, and then affecting the result of export and investment. There is no doubt that the local competition pressure is also the huge pressure for each of the exported investors like HCC (Luo, 1997; Luo, 1998). As the advantage of location, several local lamb companies have relatively low cost and troubles for the reason that they do not need to consider about the oversea delivery as well as cross-culture communication issues. Similarly, there are several strong export lamb companies, including New Zealand, Canadian Lamb Company and so on, they have entered to Chinese market for several years and occupied the market share. 

[bookmark: _Toc507667077]2.3 Recommended course of action
[bookmark: OLE_LINK13][bookmark: OLE_LINK14]In order to fill the gap derived from Brexit, HCC has to find the new suitable markets and successful occupy the market share in the new market. Through analysis in the above report, China is recommended as the possible new market for HCC to develop. Although there are numerous lamb competitors in the Chinese market, there is not quite severe competition in the high quality lamb market. It is necessary for HCC Welsh sheep to focus on the high quality imported lamb market and insist to provide advanced lamb products, trying to create a brilliant brand reputation is definitely the essential task for each of the meat importers due to the fact that foods safety issues are the most importance factors being concerned by the modern customers (Banks, & Bristow, 1999; Kim, & Mauborgne, 1999). 

[bookmark: _Toc507667078]3. Conclusions
In conclusion, the Welsh lamb products are undoubtedly the high quality lamb prevailing in the European countries and it truly has extremely potential to enter to the Asian market, especially China market. Since the negatively influence of Brexit, HCC Welsh sheep might suffer from the huge crisis for losing one of its biggest market --- Europe market, which means that it is necessary for Welsh sheep company to endeavour to find the new market for fill the possible loss of Brexit in advance regardless the UK will truly leave the EU or not. 

This report provides an alternative process for HCC Welsh sheep to successfully find the suitable new market in the world, and recommendation Asian market for it to develop. As China is the country with huge population and demands of lamb products, it undoubtedly an excellent target market for Welsh sheep to develop. The evolution of lamb products market is analysed in the report according to several risks, including political risk, economic risk and operational risk, which also demonstrates the recommended action for the exported activities and international business for HCC Welsh sheep. 
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