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1.0 [bookmark: _Toc8592348]Introduction
This report aims to devise and justify appropriate strategies for entering new markets, this will be done whilst including to evaluate barriers to entry and risk of going into the international marketing environment. The aims for the report will identify and appraise possible strategies for entering international markets with a view of justifying a selection within the organisation. Furthermore, the report also aims to compose an organisation ‘best fit’ marketing mix for entry into the international markets with the constraints and contexts of differing cultures.  
In the first report, the country market of choice to enter was decided by the researcher, this market is France. This report will consist of finding all the right methods and strategy entries for the countries market that has been previously chosen. 
1.0 [bookmark: _Toc8592349]Main body 
[bookmark: _Toc8592350]2.1 Scanning the Environment 
Scanning of the environment is known as environmental scanning. Environmental scanning is defined as a “Process of gathering, analysing and dispensing information for strategic or tactical purposes” analysing the definition further, the Environmental scanning process consists of “both factual and subjective information on the business environments in which a company is operating in or considering entering in this environment” (Kumar, 2011).  Scanning the environment is made up of several different components these include the cultural process, time and space, interactions, mindsets and behaviours. 
The cultural process is defined as a “Procedure in where ethnic and cultural traditions are conveyed spanning generations and changes by the impacts that continue to effect each one.” Furthermore, cultural process is the way in which cultures behave when living somewhere else, or the products are in a different country in which they were created (Pam, 2013). This would be how Tomos Watkins would be able to cope with having their products shipped over and be entering the markets in France as their culture is different to the UK and Wales. 
Time and space are considered another important factor under scanning the environment, time is important as everything needs to be planned, you need to be able to identify problems that may occur through planning, and making sure that all products are received to these international countries such as France based on their time and not the time of the country that are exporting the products, without planning and making sure that the company is time efficient, Tomos Watkins brewery may have problems that could lead to them not being able to export products or sell them internationally. 

[bookmark: _Toc8592351]2.2 The Integration of Local Consumption in a Global Marketing Environment 
The integration of local consumption in a global marketing environment is also an important subject that needs to be addressed, there are several components that are made up within this sector. These include cross culture consumer behaviour, local consumers and the globalisation of consumption. 
Cross culture consumer behaviour is defined as “The effort to determine to what extent the consumers of two or more nations are similar or different” analysing the definition, this examines ways in which the country that is exporting products is similar or different to the country that is receiving it. Therefore, the brewery needs to analyse what differences the country they are planning on exporting goods to in comparison to the country where they are based (Kumar, 2013). 
France has a different nationality compared to the UK, therefore if they are advertising stock to the consumers who are in France through a website, they need to consider language barriers and having an option to be able to read their website in the original language of that international market. Communication is deemed an important role, so knowing that they are entering these different international markets, they should be able to communicate in different languages such as French for them to be able to prepare and deliver stock in their markets, internationally. 
[bookmark: _Toc8592352]2.3 Cross Cultural Marketing Research 
Cross cultural marketing research needs to be considered, cross cultural market research consists of primary and secondary research, secondary research is defined to be less expensive and quicker to achieve results (Perner, 2018). The brewery needs to consider a few objectives within this area including steps within the research process, international challenges, and any ethical and legal issues should be considered such as resource costs. 
Entering overseas markets can require increase in manpower and financial investment, therefore, other areas of expertise can only be beneficial for the brewery. By analysing how much these subjects can cost, or budgeting enough to be able to hire professionals such as accountants to be able to budget the money being invested within the international market, ensuring that the money being invested will be turned around to profit; and not a loss (is4profit.com, 2012). 
[bookmark: _Toc8592353]2.4 Marketing Decisions for the Intercultural Market 
Several factors should to be considered within the intercultural market such as standardisation and adaption. Standardisation is defined as the “Process of creating, issuing and implementing standards” furthermore, it provides “rules, characteristics and guidelines for activities so they can be repeated” (GOV.uk, 2012).  Standardisation to the home country markets is called an ethnocentric policy, this policy is when citizens of the parent country work in host nations, so Tomas Watkins having UK citizens working for them in France (ET Bureau, 2018). 
Adaptation is a strategy that implies “Changing various aspects of products and services to a considerable extent to meet the needs of consumers in international markets taking into account their differences” (Chung, 2009). Adaptation s for if changes need to be made for a country, and this is known as a polycentric policy. This is when a company adopts the strategy of limiting recruitments to the national of the host country, so having workers originally from France working for the brewery (ET Bureau, 2018). 
The most beneficial method for Tomas Watkins brewery would be following the standardisation method, as they are looking to enter the new markets, it would be more beneficial for them to use the standardisation while they are new to the international market as communication would be easier until experience is gained with exporting products to international markets. By choosing standardisation over adaptation, the marketing mix can be standardized as well, which keeps the consistency of your business operating within international markets and it can keep costs down.  
[bookmark: _Toc8592354]2.5 Market Entry Strategies
Linking to the last report, there were several different market entry options. The researcher decided that the most beneficial entry strategy to enter the international market for Tomos Watkin brewery was indirect exporting. This would be beneficial for the brewery as they are new to entering international markets and they can gain experience through this type of strategy. The strategy picked was piggy-backing. 
Piggybacking is a mode of entry that comes under the market entry strategy known as indirect exporting.  Piggybacking is defined to be a strategy that is used when one company from the same country as the second sells the company’s product alongside its own on the foreign market (Terpstra & Chwo-Ming, 1990). Furthering the definition, Terpstra & Chow-Ming (2009) state that this strategy has two parts. this strategy consists of the ‘carrier’ and the ‘rider’ this means that the ‘carrier’ is the company that takes the product to the foreign market, and the ‘rider’ is the company that provide the product to sell at the foreign market, which would ne identified as Tomos Watkins brewery (Terpstra & Chwo-Ming, 1990). 
There are a few advantages of Tomos Watkins using this type of strategy to export their products to France, by using this strategy. The first advantage would be in the communication. As the carrier and the rider would be of the same nationality and living in the same country, communication would be much easier and there would be less mistakes with miss communication when planning for a company to export the products. Although it is likely that they may speak English well, there may be some miss communication as it isn’t their first language, by using this method, there are less likely to be mistakes and misunderstandings that may occur if using this method as opposed to another
Furthermore, this strategy may be good to tomos Watkins to start their career off by exporting products and services in international markets such as France as it could be time consuming if language barriers become a problem or trying to work with companies that can communicate in a second language fluently. 
[bookmark: _Toc8592355]2.6 Global Marketing Mix
The marketing mix is a tool that combines a “Number of components In order to strengthen and solidify a products brand, that helps to sell that product or service” furthering the definition it is a tool that is used in companies that allows them to identify what they need to for their product to sell successfully (Marketingmix.co.uk, 2015). The marketing mix consists of 7P’s and these P’s are product, price, place, promotion, place, process and physical evidence.

The concept of taking offerings to international markets works well with the Ansoffs product/Market Matrix Strategies, this is because market development and has been known to be used successfully, furthermore a few reasons for entering international markets are the increase of a strong customer base, marketing opportunities for products, increasing importance within the economies of scale, the free movements of good and capital and increasing investment in products (Fleming, 2018). 
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