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[bookmark: _Toc2225133]Executive Summary 
International marketing strategy is vital to every company’s success because it helps the firm to optimize and meet consumer’s preferences using the organizational capabilities to enlarge profit and increase market share. This report entails TWB report discussing possible options of entering into the new market. The company is popular in the UK market, and due to rapid growth, TWB is looking forward to establishing a new market, which after lengthy analysis the company has settled on the Indian market. The report is divided into three major sections. The first part of the report lays the foundation of the study through the introduction and overview of the company. The second section examines the current nature of the Brazil and India market, and the industry analysis using Porter's five forces while the third section describes international market entry options for the company and recommendation of the best entry strategy. 
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1.0 [bookmark: _Toc2225134]Introduction 
[bookmark: _Toc2225135][bookmark: _Toc1948421]Marketing strategy plays a pivotal role in every business as it aspires to create value to the targeted markets. Therefore, marketing strategy is formulated not only to serve the company operations but also to reach out to meet and satisfy targeted customers’ needs by offering diversified or specific products and services. Accordingly, it is important for a company to establish itself based on market needs for sustainability purposes. Thus, modern companies are developing global marketing strategies to array the competitive edge arising from world scale economies, and with this, the individual companies are in a position to build a global presence through market fragmentation (Schlegelmilch, 2016).
[bookmark: _Toc2225136]2.0 Potential Market Analysis  
[bookmark: _Toc2225137]2.1 Brazil Beer Market 
[bookmark: _Toc2225138]2.1.1 Economic Aspect 
From an economic perspective, Brazil is one of the significant world’s economy in terms of gross domestic product and eighth most significant in terms of purchasing power parity. The country’s GDP growth between 2018 and 2019 expanded with 0.8 % (Frank, 2018). Brazil is the third world largest beer market after the United States and China in terms of beer volume consumption (Piacentini et al., 2017). The beer industry in Brazil is regulated by the government in terms of importation and tax systems (Mullins, 2017).In addition, Beer has become a substitute drink for soft drinks and carbonated drinks due to culminating health issues related to junk eating habits among the young and aging population (Restaurant Hospitality, 2018). 

[image: Image result for Brazil beer market share, 2017]
Fig 1: Brazil Beer Market Share source; (Sharma, 2014) 
TWB company deals with high-end beer premium beers suitable of the Brazilian upper-class market more specifically people living in the major cities. In the last decade, the importation of the popular brands into the Brazilian market has tripled due to increasing demand. Most of the foreign brands in the Brazilian markets are from Europe and the United States which are more expensive than the local beers. The majority of the Brazilian beer markets are dominated by Inbev occupying over 65% market share followed by Petropolis, Heineken and Brasil Kirin respectively (De Oliveira Dias and Falconi, 2018).      
[bookmark: _Toc2225139]2.1.2 Social-Cultural Aspect
From a social-cultural perspective, the Brazilian beer consumers’ majority are aged between 24 and 45 years which is over 60% of the total population (Thomé et al., 2017). At large, Brazil culture entails the integration of individualism and collectivism culture. People living in major cities have adopted a westernized culture of Individualism while those living in small towns and rural areas have a collectivism culture. Thus, segmenting beer consumption in terms of culture is a complex strategy. Beer is taken by all types of consumers above 21 years majority been men with over 80% men and 20% women with all levels of occupations and income (Thomé et al., 2017). The aged population is a bit diverted from beer taking and affiliated to wine and spirits (De Oliveira Dias and Falconi, 2018). 
2.2 [bookmark: _Toc2225140]India Beer Market 
[bookmark: _Toc2225141]2.2.1 Economic Aspect 
India beer market is growing rapidly in recent years characterized by economic development and high population. Between 2017 and 2018 the Indian economy grew with a GDP of 0.6% from 6.1 to 6.7% marking it the fastest growing country economically among the developing countries (Freeman, 2018). As a result, the demand for beer is expected to increase as the country’s economy thrives. The Indian beer market has less than 20% market share, with the increasing growth of 8% annually and the trend is expected to continue in the future. In terms of market share, United Breweries (Heineken) is leading in the market with over 40% market share followed by SAB Miller with 24% and Carlsberg with 17% (NPCS Team, 2014). Additionally, increasing disposable income in the country has also become a contributing factor to the demand for beer products in the Indian market (NPCS Team, 2014). 

[image: Related image]
Fig 2: Beer Brands in Indian and market share (source: Sharma (2014)
[bookmark: _Toc2225142]2.2.2 Social-cultural Aspect 
India is made up of multiple cultures and religious subgroups that have cohesively build a collectivism society. Unlike in most western countries, Indian people live in groups of families and groups of communities. Similarly, beer is heavily consumed during the significant functions and weekends. Men remain key doormats in beer pubs and outlets in most of the markets (Sharma et al., 2010). Notably, the high spending of consumers in the country has been triggered by the growing middle and upper class in the major cities. As a result, the majority of the beer consumers living in the cities are affiliated to the international brands (Kissin and Begleiter, 2013). Thus, TWB has an opportunity to exploit the emerging beer market n India. 
[bookmark: _Toc2225143]2.3 Industry Analysis   
Expanding business operations to the new market requires an understanding of the market in terms of competition, barriers, demand forecast and potential growth rate (Hollensen, 2013). Thus, it is essential to analyse and compare market dynamics that might trigger or inhibit TWB from thriving in the Brazil and India markets. The analysis applies Porters five forces. The analytical tool entails five key elements: supplier power, buyer power competitive rivalry, the threat of substitution and threat of new entry (Dinkhoff, 2013).
[image: ]
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Fig 3: Summary of Brazil and India beer market using porters five forces model; Source (Developed by the author).
[bookmark: _Toc2225144]2.3.1 Supply Power
Suppliers determine the nature and the type of product the company will present into the market. TWB aims to position the brand in either of the two markets and therefore, the company should select the most suitable market based on the market forces. In the Brazil suppliers power is low; the company will be forced to export beer through the intermediaries to the market. This is due to factors such as taxation system for foreign brands and the industrial regulations, scarcity of the raw materials and the high cost of labour. These factors might limit TWB from investing directly to Brazil market. On the other hand, supplier’s power is high in India at the national level, and thus, the company has an opportunity to use regional brewers to distribute the company’s products at a national level. 
[bookmark: _Toc2225145]2.3.2 Buying Power 
In both Brazil and Indian markets, beer consumers are not loyal to any beer brand regionally and nationally.  Presence of multiple brands in both markets gives the buyer purchasing power such that they freely switch from one brand to the other. The advantageous factor is that the demand for beer is very high in both countries and the existing companies have not managed to exploit the opportunities to the maximum. Therefore, irrespective of high buyer purchasing power TWB has an opportunity to thrive in both markets.
[bookmark: _Toc2225146]2.3.3 Threats of substitutes  
The appreciation of wine and spirits in the Indian market has triggered competition within the industry. Additionally, increasing health awareness in the country has forced the beer consumers to drift from beer to wine and other non-alcoholic beverages. This is because customers perceive wine as being better than beer health wise. Additionally, the majority of beer consumers in India are young adults, thus, the pertained population is expected to give TWB an opportunity to venture in the business. Brazil market is prone to substitutes due to the presence of energy and carbonated drinks in the market. However, the advantageous factor is that beer is brewed and distributed locally.  
[bookmark: _Toc2225147]2.3.4 Threat of new entries   
The growing demand for beer in Brazil and India has triggered massive entry of new players within the industry. However, in comparison to India, the cost of building and managing a brewer in Brazil is very high, and with this, only a few companies have managed to thrive in the market. In the last three decades only four companies, Inbev Petropolis, Heineken and Brasil Kirin have been successful in the Brazillian market (Kumar et al., 2018). Thus, it is difficult for TWB to crack the top sellers in the country. In India, most of the markets remain untapped, and the dominating brands have only focused on major towns and cities. Thus, TWB has an opportunity to reach out customers in the interior villages of India. 
[bookmark: _Toc2225148]2.3.5 Rivalry established by competitors   
TWB will be facing four beer brewer giants which include Inbev, Petropolis, Heineken and Brasil Kirin in Brazil (Carvalho et al., 2018). These companies have been dominating various markets for decades. Most of the brewers have lost to the company losing billions of dollars. However, existing companies have not managed to exploit the market. In India, some of the top national and regional brands include United Breweries share, SAB Miller and Carlsberg (Kumar et al., 2018). 
[bookmark: _Toc2225149]3.0 TWB Market Entry Options 
According to Hinterwimmer (2018), market entry strategy contains key decisions on entry options, the target market and the end goal to be achieved. 
[bookmark: _Toc2225150]3.1 Indirect export 
Indirect export involves using international intermediaries such as exporters, subsidiary importers from the home countries and importers in the foreign market. TWB has an opportunity to use the local companies that have been exporting beer to the international market. This strategy is easy to manage because the distribution cost is shared among the intermediaries and it is least risky since the company can opt to exit from the business (Dinkhoff, 2013). However, the partnership with other business organization lacks long term commitment.  
[bookmark: _Toc2225151]3.2 Foreign Direct Investment (FDI) 
FDI occurs when a firm aims to enter the foreign market by investing through existing firms in the host country (Buckley and Ghauri, 2015). Indians, especially those living in the cities and developed towns prefer imported beer than local brands, thus, TWB has an opportunity to reach out to all markets using FDI strategy.  Joint ventures, merger, and acquisitions are the main FDI options for TWB to enter into both Brazil and India market. The joint venture will help TWB partner with dominating companies in either of the markets by pooling together resources, including governance, to dominate the market. However, given the current state of the industry which is dominated by four brewers, joint venture is not a suitable option for TWB in Brazilian market but is employable in India (Kumar et al., 2018). The merger involves the consolidation of the company by combining two companies to form one mega-company (Madsen et al., 2011). Acquisitions occur when the company takes over the other to create a better value for the other company. TWB is a small company. Thus, merger and acquisition is the ideal option for the company in entering the global market. 
[bookmark: _Toc2225152]3.3 Recommendation
From the analysis, the most recommendable market for TWB to venture in is Indian. This is because in comparison to the Brazilian market Indian market has attractive aspects such as low cost of entry, positive demand curve, and a large beer market opportunity unexploited. Moreover, unlike the Brazilian market which has major dominant brands, the Indian market has no dominant brand and has a variety of available local distributers. 
Additionally, Vertical merger and acquisition is the most recommendable strategy for TWB to enter into the India market. Vertical merger and acquisition (M&A) involve the company partnering with another company manufacturing in the same but at different market levels. With this, TWB will be vertically integrated by sharing members of staff, logistics, and marketing strategies. Bira 91, a local India company, is the most suitable company for TWB to partner with because the company has been brewing beer for young customers in the lower and middle-class markets. This strategy will help the company to distribute super-premium beer for the upper class in Indian major cities. Moreover, it easier for the company to merge with small regional firms in various parts of the country. 
The reasons for recommending M&A is that the company will be able to reactively respond to the market dynamics such as fierce competition from regional brands, strict industry regulations and to overcome the taxation barriers as well as to benefit from cheap raw material and labour. Additionally, the company will be able to access research and development systems established by Bira 91, and with this, the company will enhance production activities and in turn deliver innovated products suitable for the market. More importantly, risk and control factors are manageable across all levels of production because the company will be in a position to align the internal operations with the external operations through professionalism.   
[bookmark: _Toc2225153]4.0 Conclusion 
International marketing is a concept that has gained popularity in recent years in the business world due to globalization effects, fierce competition, changing consumers’ lifestyles and rapid technology growth. Designing effective and efficient international marketing strategy has become a concern to both new and existing firms due to changing business climate across the world. TWB targeting position high-quality beer products in the new market, specifically, Indian market. Multiple options of entering into the international markets have been developed, but only a few of them are suitable and applicable for TWB. FDI is identified as being the most effectivDe strategy more specifically M&A due to the nature of the new market. Irrespective of market dynamics, the Indian beer market, is huge, and the upper market remains unexploited which is an opportunity for TWB. The popularity of the company’s brand at the local level will give the company an opportunity to experiment with new markets in Indian and the entire Asian region.  
[bookmark: _Toc2225154]
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