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1.0 [bookmark: _Toc2450963] Executive Summary
The report is to make a marketing plan for Tomos Watkin Brewery. It is going to enter Las Vegas. After considering its own strengths, weaknesses, opportunities and threats, the report identifies the specific marketing strategies for Tomos Watkin.
Tomos Watkin is a small-scale brewery in Wales. It offers various tasty beers to customers with rational price.
In order to make the organization an iconic Welsh Brand and increase revenue, this marketing plan discusses the key market worth entering as well as designs some market entry strategy options.
According to the options, the plan has added an action plan to achieve organizational goals. Furthermore, there is a control and review of the action plan to measure all of the activities.
2.0 [bookmark: _Toc2450964] Introduction
Tomos Watkin is located in Swansea Enterprise Park of Wales, and this organization has extensive drinks list including delicious soft drinks, acclaimed beers, spirits and more. The owner of Tomos Watkin, Connie and her brother Phil Parry bought this property 11 years ago when it was in liquidation. And then, they turn it into a success story. Tomos Watkin not only provides beers for many local pubs, clubs and restaurants, but also exports products to Hong Kong and Spain. Currently, Tomos Watkin is in its maturity stage and earns about￡10m a year. It becomes one of the fastest growing brands in Wales in recent years.
3.0 [bookmark: _Toc2450965] Situational Analysis
3.1 [bookmark: _Toc2450966] An overview of global beer market
In 2015, the global beer market was valued at USD 520 billion and is supposed to reach USD 758 billion by 2023. Beer is considered the global leading alcoholic drink, accounting for over 74.58% of the global alcoholic drink market share (Wyatt, 2015).  India, China, the United States, and Brazil, are considered to be the leading beer markets around the world.
3.2 [bookmark: _Toc2450967] The potential markets
When it comes to choose the potential markets worth entering, those leading markets mentioned above could not be better. Tomos Watkin Brewery can capture the new market quickly if its marketing plan is good enough. Thus, I have evaluated all of them from different aspects such as culture differences, customers behaviors, costs, competitors and so on. Eventually, the key market worth entering is identified.
3.2.1 India and China
First of all, statistics has it that Asia is the largest and the fastest-growing market for beer consumption, which accounts for about 36.8% of the global market share (Sashi, 2002). China and India, as the two representative markets in Asia, have great market space to fill because of their large population and rapidly growing economy. However, the two countries are far from England which will bring massive costs in transportation and need a long adaptation period. More importantly, the Asian tastes are totally different from ours. They prefer relatively light and soft-tasting beer. It is quite possible that our products will not be accepted by the local consumers at all. So, they are both not a good choice.
3.2.2 Brazil
There are many strong competitors in Brazil. Data from the Brazilian Ministry of Agriculture shows that the number of registered breweries in Brazil increases from 356 in 2014 to 679 in 2017, an increase of 91% in three years. Apart from this, in 2017 alone, Brazil adds 186 breweries. The per capita beer consumption in Brazil has risen from 67.8 four years ago to less than 60.7 liters now, while the Americas’ exceeds 80 liters. As the Brazilian beer industry association points out, the decline is due to their economic recession. The poor economic conditions predict there is low capacity for customers to pay. Apparently, Brazil is also not the ideal one.
3.2.3 the United States
Compared to the Previous three countries, the United States has its irreplaceable advantages. On one hand, America is closer to Britain than China and India. This helps save a lot of unnecessary expenses for the company. Besides, US government attitude towards foreign companies keeps improving. There are more than 9,000 active permits filed in the Alcohol and Tobacco Tax and Trade Bureau in 2018(Watson). Under such a circumstance, it is easier for foreign companies to establish contacts with the USA. 
On the other hand, the US economy has performed strongly in 2018, while the world’s other economic growth slow down and financial markets are in turmoil. Published by the US Bureau of economic Analysis, the US GDP growth rate reached 2.9% last year. Consumers there have more spending power. In addition, according to statistics made by the Brewers Association of America in 2017, the overall sale of beer there reduces by 0.5%, the volume sale of craft beer has a 5% increase, and the sale of import beer grows by 3.2 percent.
Regardless of the small drop, this shows there is still a growing demand for brewed beer in America. The growing demand surely provides an opportunity for Tomos Watkin to fill the market. As a result, the USA is the key market worth entering.
3.3 Our target market
In terms of our target market, a wide range of available customers are needed. Las Vegas is just the best choice in USA. More than 38.9million people come to Las Vegas every year (Alexander, 2002), and the population is highly mobile. All of the tourists can be potential customers. Besides, the city has the reputation of world entertainment capital and romance capital (Robinson, 2001). In 2014, on Facebook, it was named the honeymoon destination of choice for the world’s most newlyweds. Faced with such a situation, its entertainment industry keeps booming and this will inevitably lead to steady economic growth. Therefore, the good economic environment undoubtedly can bring a huge beer market. 
One thing is certain before we entry the market. People under aged as stated in the law of the United States of America are not allowed to buy our beers. The results of our SWOT Analysis are as below.
3.4 Internal strengths and weaknesses
3.4.1 Internal Strengths
Various flavor: Tomos Watkin has a beer range suitable for all flavor types, from fruity to zesty, and rich to refreshing.
Cost advantage: Price of various products is reasonable and inexpensive compared to competitors. There is an exclusive mixed case which can let you enjoy all of the bottled beers in Tomos Watkin.
High quality: It only use the finest raw ingredients to make its tasty beers and ciders.
Friendly and efficient customer service: It does not matter if you are a new customer or if your order is big enough, the service team is always ready to help you.
3.4.2 Internal Weaknesses
Staff shortage: The company just employs 69 now. There is not enough staff to mobilize when the company enter a foreign market.
Lack of marketing sources: Tomos Watkin cannot gain enough understanding of local market characteristics in a short period of time. Information distribution channels are insufficient, resulting in a lack of customers.
Limited fiancé: When the new brewery is going to be built in other country, the expenses in transportation, decoration, storage and new employees’ pay can be big. 
3.5 External opportunities and threats
3.5.1 External opportunities
Operating our brewery in Las Vegas provides us with abundant opportunities to sell our beers. The great position of our brewery surely helps a lot to sell our products.  Moreover, our update technologies play an important role in improving the beer quality.
3.5.2 External threats
The government policies are likely to be one of the threats confronting us. They may lead to the downturn in economy and later affect sales. The emergence of old and new competitors in Las Vegas can threat our brewery too.
4.0 [bookmark: _Toc2450978] Competitive Advantage
Tomos Watkin brewery is perhaps the unique brewery in Las Vegas with amazing brewery tours. That is definitely one of the competitive advantages we have. The process of making beer can be seen directly.
All of our beers are made from finest raw ingredients. The fact will definitely give us an edge in the market place. These high-quality products can satisfy your taste and psychology at the same time. 
Another positive factor is that we typically have a core range of traditional style beers utilizing different varieties of hops, malts and more experimental brewing techniques. But we have a limited supply every day so as to attract more new customers.
5.0 [bookmark: _Toc2450979] Organizational objectives and goals
Tomos Watkin has set several goals for their new market during the next year based on the above analysis.
Dominate the market
We plan to get the beer into twenty bars within the first three months and sell two hundred kegs in the first year.
Improve sales
After passing the short adaptation period in the new market, we are going to increase its revenue by 10% compared with last year.
Develop customers services
We undertake to providing staff training once every 2 months. Our goal is to ensure that every customer is well served.
New distribution channels
Sign contacts with 20 local popular bars and pay them so that they prefer to sell our products rather than other brands by 2020. 
6.0 [bookmark: _Toc2450980] Foreign entry strategies: a comparison of the option
Entry modes like exporting, licensing, and joint venture are available for foreign entrants to join the US market, but some are challengeable.
If sunk costs (Moore, 2004) can be ignored, exporting will be the best entry strategy and is safer than the local beers, the quality of which cannot be guaranteed.
Generally speaking, licensing is a relatively economical entry mode. It is beneficial to circumvent import restrictions for the firm. Investors tend to choose this mode in the first time. As the firm knows more about the local market characteristic and shows greater trust in its partner, it later changes the direct investment which can increase its stake.
A joint venture is another option. However, there are multiple culture differences. For instance, the foreign partner emphasize more on formal procedures and tends to be practical, while the US cares more about qualities including positive relations and communication (Karuppur,2002).
In view of these shortcomings and inadequacies, it is better for our company to choose exporting and licensing rather than joint venture.
7.0 [bookmark: _Toc2450981] Action plan
Firstly, we establish contacts with the related governmental agencies in US to get their agreement within three months. 
Secondly, the owners of our brewery should choose a specific location for the coming company. After that, we can start building it and employ enough workers as soon as possible.
Thirdly, different ways to sell our products can be used. During the first half of the year, we can put advertisement on newspapers, make appearances on local press, create loyalty programs for consumers and offer promotion from time to time. 
Lastly, the company needs to collect advice from customers as well as staff every quarter and then make some adjustment.
8.0 Control and review
Control and review that Tomos Watkin has to implement are:
· Conduct a consumer satisfaction survey both online and offline. The firm can collect customers’ expectation and satisfaction on Tomos Watkin and make some necessary adjustment (includes: facilities, food & beverage, customer service etc.)
· Summarize different quarters of sales in time and analyze the   proportion of the loyalty customer and new customer.
· Pay attention to marketing trend in beer industry and evaluate their strategies from time to time.
· [bookmark: _GoBack]Constantly reviewing and evaluate staff performance. Therefore, training is essential because staff development is the key to achieve customer satisfaction and meet their expectation.
9.0 [bookmark: _Toc2450983] Conclusion
In conclusion, Tomos Watkin is around with fierce competition in the road of obtain larger market share. hence, it is very essential to frequently review the control and implement of marketing strategy in the process. To be more specifically, the first step of Tomos Watkin is to set up a clear and controllable goals and the second step is to adjust its business activities to improve the consumers' satisfaction on the products provided by the Tomos Watkin.
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