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1.0. Introduction
In the previous article, the author selected Germany as the potential overseas development market for TOMOS WATKIN. In this group of papers, author will use Marketing Mix to help companies analyze how they should respond to issues entering new markets. The author used piggyback as a market entry strategy for TOMOS to develop a new overseas market.
Marketing is defined as the best way to show a company's products to potential customers for sale. This requires a comprehensive consideration of the tasks, objectives, resources, and external environment, and the optimal combination and application of the company's controllable factors to meet the needs of the target market and achieve the mission and goals of company. (Borden 1964) The marketing mix includes 4 P, which is products, pricing, promotions and placements. The expanded service marketing portfolio has also added three Ps, including people, processes and physical evidence. All of these factors are necessary to achieve the best service. (Rafiq 1995)

2.0. Marketing Mix
2.1. Products 

The products part in Marketing Mix is the most difficult part. It including cultural factors (religion, tradition); usage factors (climate, terrain); legal factors (different laws in different countries); product acceptability and ethical issues (Nestle); green issues (the connected world , BP); shortening product lifecycle (copying and competing). (Cateora 2007)

First of all, the product is sold in Germany, so the packaging and labeling of the product requires a uniform language and requires the use of German to display the product. At the same time, the range of products needs to be accurate. In general, German beer can be divided into six categories: Weissbier, Pils, Schwarzbier, Kölsch, Exportbier and Alkohofreies Bier. TOMOS need determine the type of beer it produces. Due to the existence of the German pure beer law, TOMOS needs to adopt the adaptation strategy. Follow the local beer brewing methods in Germany and brewing beer that competes with local beer. While using standardisation can reduce the cost of a company developing new products, adaptation can help companies better integrate into the local market. And TOMOS is taking a piggyback strategy, which means that TOMOS does not need to invest in a local factory. This means that TOMOS can acquire local breweries, saving time and effort to produce beer that complies with the German pure beer law. In terms of product packaging, the Germans are very particular about the wrapping paper for gifts. But the white, black or brown packaging paper is not good option for pack gifts, and do not use ribbons for outer packaging. (Korf 2010) Germans generally prefer black and gray, while southern Germans prefer bright colors. (Abedi 2016) In Germany, the relevant legal regulations are much stricter. For the rigorous Germans, the creative of advertisements cannot be fabricated or distorted. (Maier 2007) 

2.2. Pricing
Pricing for services is harder than products. Therefore, these factors must be considered when calculating costs. In general, service pricing involves labor, material costs, and overhead costs. (Ailawadi 2001) But the most important thing can be started from the following three aspects. Cost-orientated approach, market-orientated approach and competitor-orintated approach. 

The market price of German beer has been stable for many years, but this year (2018) customers have to accept the reality of price increases. According to the Federal Bureau of Statistics, beer prices in the German market rose by 4.1% year-on-year in June. There are other factors in the rise in beer prices, such as the price of water, caps or labels. Although their prices are negligible compared to so-called shelf fees or advertising costs, but large beer producers pay large sums of money for this. Small breweries can only save on advertising and warehousing costs through direct sales or in partnership with the restaurant industry. (Wibowo 2018) According to the German Brewing Association, another reason for the rise in beer prices is the rise in labor, energy and transportation costs. Beer manufacturers have not added these costs to the production cost of beer for a long time. However, wages for workers have increased by only 5% in two years, and beer prices have to be raised. (Amiti 2019) Regarding competitors, Original Oettinger is the beer brand with the highest market share in Germany. In the analysis of the market share of beer beverages in the German retail industry in 2005, the market share of the Oettinger brand was 7.9%. (Patraşcu 2018) Therefore, the product pricing range of Original Oettinger can be used as a reference for TOMOS WATKIN. Below is the price of every pint of beer collected in different regions by Budgetstaviler in 2013. These data can help TOMOS pricing.
	COUNTRY
	Average Pint Price ( in Euro)
	Average Pint Price ( in Pound)

	Wales
	€2.90
	£2.50

	Slovenia
	€1.99
	£1.69

	Austria
	€3.2
	£2.71

	Scotland
	€3.13
	£2.70

	N.Ireland
	€3.48
	£3.00

	England
	€3.48
	£3.00

	Switzerland
	€5.03
	£4.26

	Germany
	€2.5
	£2.12

	Ireland
	€4.5
	£3.81


(Budgettraveller 2013)
2.3. Place

First, the author suggests choosing the Munich city of Germany as a basic development point. As the venue for the German Oktoberfest, Munich will have many visitors to visit and travel, which will help TOMOS quickly adapt to the local market and enhance the company's popularity in Germany. The second is the distribution channel, another meaning of place. Manufacturers send products and services to target consumers. It including the retailer, wholesale and agent. Retailer is the better way to start business. As the authors use the piggyback policy to develop new overseas markets, the distribution channels are more responsible for local manufacturers. By distributing through the retailer, transportation costs and intermediate costs can be minimized, and customers can purchase TOMOS beer at a relatively low price. The use of retailer distribution at the beginning of the market can also allow the winery to focus more on beer brewing and spend more time on product research and innovation. 

At the same time, retailers themselves have many advantages to help TOMOS develop the German domestic market. First, the retailer itself has a local market advantage, which means that the retailer is very familiar with the direction of the market. (Khare 2012) They can find the right sales channels for the company's products, and through their help, the company's products can enter the local market faster and quickly increase the number of products sold. Their local cultural advantage can help TOMOS avoid the cultural errors due to cultural differences. (Kadiyali 2000) The most typical of retailers is a large supermarket, such as Wal-Mart or Metro. These large supermarket retailers have economies of scale, and such retailers can give companies a huge competitive advantage. (Dos 2009)

2.4. Promotion
Promotion is more about communication. It including personal selling, advertising, public relations, sales promotion, direct marketing and internal and external marketing communication. Open day is a means of displaying products. Through such activities, the German locals can realize that the winery established by TOMOS in Munich is also brewing beer in accordance with the German pure beer method. At the same time, it is also an opportunity to promote themselves to tourists. Visitors who come to Germany can learn that TOMOS also has professional skills and strong strength in brewing beer. Since the market entry strategy uses piggyback, TOMOS has more time to plan and conduct commercial promotions.
In the promotion section, the author suggested that TOMOS aim for the German Oktoberfest for promotional activities. On the eve of Oktoberfest, company can promote it by Facebook, Twitter and other social media that TOMOS’ beer will also participate in the grand festival of Oktoberfest. At the same time, when selling during the Oktoberfest, some promotions can be launched. When the company sells beer at the Oktoberfest can give some special offer. Such as 3 for 2 or buy 2 beers get one free snack. By such activities, TOMOS can increase sales and the local popularity of the beer. There is also one of the most common ways to promote: let celebrities or celebrities endorse TOMOS beer. This is the easiest way to promote, because there are many customers who buy beer because of the attraction of celebrities or stars. For example, Diageo, the world's largest wine company, has announced that it will team up with David Beckham and producer Simon Fuller to launch a new whisky - HAIG CLUB Single Grain Scotch Whisky. And this has successfully attracted many fans to buy HAIG CLUB. (Kelly 2013) 
2.5. People

The people in this part do not refer to the target customer, because the customer is an uncontrollable factor. As a product seller, all that can be done is to attract customers and not force customers to make decisions. The people here refer to the professionals who need to be used in market development. Company employees are important in marketing because they are the people who provide the service. This is an internal competitive advantage that a company can have, and this competitive advantage can inherently influence a company's position in the market. (Geiger 2009) For example, TOMOS' brewery in Germany needs workers to know how to make wine, not workers who know how to repair vehicles. Industry skills are the only standard for TOMOS to select employees. In terms of employees, the company needs to use the adaptation strategy. The brewing technology of German local beer and the changes in the beer market need to be mastered by the company. Although it is possible to send employees of their own companies to conduct overseas business activities in the past, in the early stages, the author believe that TOMOS should hire local staff.
The employee's supervisory system is also essential in the organization, and only by ensuring the employee's work enthusiasm can get good company performance. That is the reason why TOMOS needs a professional personnel specialist to help the company manage and motivate employees. Such personnel directors suggested that TOMOS be sought from their own company or a familiar human resources company and then stationed in Germany. Because TOMOS only invests and builds factories in Germany, its own control over overseas companies is not strong enough, and there may be no way to obtain information in a timely manner. So finding a reliable personnel specialist can help the company gain control.

2.6. Process
The process could be entire sales funnel, a pay system, distribution system and other systematic procedures and steps to ensure a working business that is running effectively. (Jiang 2018) The author believes that process can be considered a sales process, by understanding the sales process, to find the company's shortcomings in the target market. Only in this way can we continuously improve the company's sales performance. A sales process should include point of purchase, delivery, after sales and enquiry/info search. 

Television may launch a product , but consumers rely on on-line ads and forums , word-of-mouth and point-of-purchase information before actually buying. This means that TOMOS wants to open up new markets in Germany, and the various publicity in the early stage made customers notice TOMOS WATKIN. Only then will the public be able to recognize TOMOS WATKIN and be attracted to TOMOS products. 

2.7. Physical Evidence
This part mainly explains how to let customers remember TOMOS products in the first time or in a short time. First, the author feels that it is necessary to start with the packaging of the product. For German customers who like to buy beer, trying another brand of beer is more like an adventure. Due to the Germans' love for beer, if there is a new brand of beer on the market, the Germans are more willing to try it. So TOMOS can still use the product packaging and labeling used in the UK. The second is the type of product. The author believe that TOMOS should brew different beers in different regions. There are six main types of beer in Germany, and Germans in different regions also like different beers. For example, Bayerischer Weissbier, Berliner Weisse and Leipziger Gose. Pils is mainly popular in North Germany and is the preferred beer variety for locals. The representative brand is Flensburg. The home of the Schwarzbier is in the Düsseldorf and Ruhr areas. (Mayer 2015) Producing a beer that locals like can make customers feel deeply impressed by TOMOS.

3.0. Conclusion

Overall, TOMOS's overseas market expansion activities need to adapt to the local market rhythm and trends. While Standardisation can help companies save money, this strategy is suitable for a well-established, well-established company. TOMOS uses piggyback in market entry choices, which means losing control of overseas business activities while reducing risk. In this context, it is wise for TOMOS to choose an adaptation strategy. By infiltrating the market, it is the most important task to localize the company's business in Germany. 
The recommendations made on the development of TOMOS in Germany through the analysis of seven different Ps. Most of these recommendations are adaptation strategies that help TOMOS integrate into the local market as soon as possible and increase its market visibility.
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