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[bookmark: _Toc7733139]Introduction
As an outstanding brewery company in Wales, the TOMOS WATKIN BREWERY (TWB) aims to explore the international market so as to expand its brewery business worldwide. The previous successes in foreign markets built a foundation for the company to set its goal further. However, in order to establish a stronger presence in foreign market, profound market entry strategies and market mix design are required.

Based on the research and analysis, Canada is an appropriate country for the TWB to launch its first official foreign markets penetration. Piggyback is selected as the market entry strategy for TWB to entry Canadian beer market and a detailed market mix is illustrated below. 
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[bookmark: _Toc7733141]1.1 Background of Canada 
Canada is a developed country in North America. Parliamentary democracy is fully implemented in Canada, and the political stability is high through decades of history. In terms of economic factor, the GDP of Canada was 1653 billion USD, which saw an increase of 10% in 2017, making Canada a desire country to invest in (Trading Economics, 2018). The official languages of Canada are English and French. Approximately 57% and 21% Canadian speak English and French as their first languages respectively (Statistics Canada, 2011).

[bookmark: _Toc7733142]1.2 Background of TOMOS WATKIN BREWERY
TOMOS WATKIN BREWERY, is a family beer business originated in Wales, U.K. As an SME focusing on producing welsh beers, TWB offers various types of products, ranging from cider to dark beers, mainly in the British market. It is also aiming to expand its market in the whole world. 

[bookmark: _Toc7733143]1.3 Why Canada and the choice of market entry strategy 
Drinking is a social norm in Canada. According to census, the domestic beer takes up to 86% market share in 2017, with the rest 14% being imported beers (Statista, 2018). However, the previous research shows that there is a growing demand on imported beers by the Canadian consumers (Heinzl, 2018). The monthly sales of imported beers in 2019 also view the huge increase (approx. 5k hectoliters) in this industry (Statista, 2019). Therefore, TWB can see Canada as a potential country to explore its new market. 

It is argued by Lauf and Schwens (2014) that small and medium enterprises are often lack of resources which support them to implement foreign direct investment, and they are more venerable to external challenges due to their special ownership structure. As an SME that hires less than 100 employees, TWB could utilize piggyback as its market entry strategy for many reasons. For example, the feature of piggybacking is less cost than many other direct investment options. The TWB could partly rely on the endorsement from the local company, which aligns with itself, if the local company has built a good reputation in Canada. Hereinafter the example of the cooperation of Molson and Heineken may shed some light on the market entry of TWB. 


[bookmark: _Toc7733144]1.4 Competitor analysis
Heineken is a worldwide popular beer brand, which owns a great market share in more than 190 countries globally, specifically, 15 countries in Americas. In Canada, over 40 export markets are trading Heineken beers, thus it is now a mainstream alcoholic drink in this country. Based on the business model released by Heineken, there are six essential parts for the group to develop its market in Canada. Respectively, they are win in premium, led by cool marketing and innovation, shape the cider category, drive E2E productivity, be commercially assertive and brewing a better world (Heineken, 2019). Heineken was a small beer family business started a hundred years ago, when it launched its plan to expand its business to north Americas; it sought for possible cooperation, which may minimize the risk of foreign investment for the company. The difference of cultures, language barrier, and consumers’ preferences could all be possible factors that may lead to the negative results for Heineken, therefore, it eventually decided to work with Molson, and an outstanding family dominated brewing company in Canada. The relation between Heineken and Molson is not rival-to-rival but complementing each other. According to their agreement, Molson leverage its rich and mature marketing and brand-building expertise in the Canadian market to support Heineken to entry the Canadian beer market (Market Wired, 2007).

1.5 Product standardization
 The products of TWB are various and unique. Based on the survey completed by BeerStore (2019), 9 out of 10 most popular beers are lager beer in the Canadian market. The choice of product has to adapt to the drinking habit of local people. In this circumstance, TWB could choose Lager beer as its featured product. Thus, it would be more likely to be accepted to the local consumers. With its unique welsh flavor, the product will also be different from other lager beers and win a group of loyal consumers. 
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[bookmark: _Toc7733146]2.1 Product and service 

According to TWB, they produce many different types of beers. It is essential to choose the product with highest potential for the new market.


The choice of piggyback partner is La Banquise, a restaurant that is located in Montreal, Canada. In Canada, poutine is a well-recognized beer pairing food. With the development of technology, now La Banquise is specialized for its 30ish types of Poutine and is particularly popular in Quebec district (La Banquise, 2019).  If TWB cooperates with La Banquise, and launch the set of TWB lager beer and La Banquise poutine, it may attract people who are already familiar with this restaurant and also appeal people who may be interested in both. 

[bookmark: _Toc7733147]2.2 Prices/Fees 

In general, pricing model at this stage refers that depending on the market situation, how much we should charge our customers .The price of TWB lager beer could refer to similar products such as Molson Canadian, which is CDN $12.5 for a pack of six bottles. The price of TWB’s lager beer should be around this average market price. In addition, it should also complement the market positioning of La Banquise or other partner they plan to piggyback with. Therefore, the prices and fees are highly based on the customers or potential customers, who may eat in La Banquise. As a fast food restaurant with an affordable price, each consumer will spend normally £15-£25 in La Banquise (CSP, 2014). Therefore, each bottle/can of TWB’s beer would charge around CDN$2.00, as an alcoholic beverage combined with dishes. 
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Place within the marketing mix would be an important decision to be made to ensure customers’ accesses (Dominici, 2009). For an SME like TWB, attracting new customers and providing them with easy access to TWB products are two vital factors in place strategy: physical locations and digital access. The ultimate goal to be achieved is to boost the quantity of potential customers. Therefore, the accessibility would be granted at first. However, by considering the distribution of La Banquise, all the restaurants are accessible. Hence, as the exchanged resources, La Banquise will offer those accessible restaurant as our distribution channels.

By building an office in Montreal, it is also possible for TWB to contact with customers directly. In the aspects of digital world, both TWB and La Banquise have their websites and official accounts of Facebook and other social media (Dominici, 2009). By posting some nice pictures and photography on their social media account, some potential users from social networks would be attracted to explore this restaurant. 	


[bookmark: _Toc7733149]2.4 Promotion

The promotion is other significant factor for a company, which desires to explore a new market (Pulido Polo, 2018). It is critical for a market entrant to minimize the cost while to maximize the expected effects (Rosenbloom, 1976). In Canada, the promotion strategy should be combined with local culture. There is a beer festival, called Poutine in Canada. People all enjoy this Poutine festival. According to the static research, during the Poutine festival, Canadians’ consumption on beer is boosted dramatically (normally 27% more than ordinary days) (Narcity, 2017). Therefore, it is a good opportunity for TWB to become one of the sponsors who will provide its beer to this Poutine festival. It is a chance for TWB to expand its brand awareness in Canada in a regular basis.


[bookmark: _Toc7733150]2.5 Physical Evidence

Physical evidence attempts to show a tangible feelings to reassure our potential consumers (Srivastava, 2012). In general, there are several methods to achieve the expected results. Piggybacking, as a market entry method, shows that TWB can provide its physical evidence with its alliance, La Banquise.  There are two methods to have a concrete physical evidence: impressive building and stunning websites. Websites will offer a psychological feelings to the customers. This would be the first stage with limited budget. Once the sustainable incomes are granted, an impressive building can be built as a landmark in Montreal to create some hot spots of society. 


[bookmark: _Toc7733151]2.6 People and Partners

As the market entry strategy employed by TWB is piggybacking, therefore more people are involved to contribute to this process. However, as a second-largest French-speaking city, it seems presenting a language difficulty on TWB in Montreal (Britannica, 2014). People or staff in La Banquise have to be trained to know TWB’s products: advantages and disadvantages.  They are also responsible to promote our products. In addition, staff in La Banquise have to be bilingual, English and French-speaking. Since this would allow La Banquise to serve both English-speaking and French-speaking customers. 

The employment of piggyback requires TWB to seek for one or more reliable partners. As discussed above, TWB should firstly start the partnership with La Banquise. However, with the expansion of the business, TWB should also consider and seek for more potential partners in other provinces in Canada as well. If the mode of “ TWB lager beer+ Canadian poutine” meal set goes smoothly, TWB could work with other restaurants which are famous for poutine dishes, such as The Fifth Ticket, Willy’s, and so on. 


[bookmark: _Toc7733152]2.7 Process management 

Process management tries to ensure the quality of the delivered products or services (Braganza, 1999). In manufacturing industries, process management is to some extent equivalent to the product quality management (Nesheim, 2011). This theory would be an analogy that can be applied by TWB in practical basis. In order to minimize the cost of distribution while maintain the high quality of the service for the customer, process management is of great significance to TWB. The distance between Wales and Canada is approximately 6,000 km, so air transportation is needed to assure the quality of the beer although it may be more expensive than sea transportation. However, there will be no third-party that plays as a distributor between the company and the customer. All the meal sets will be sold with the dealt price, which has been discussed and agreed by TWB and La Banquise. Therefore, the cost of distributor can be cut down in this procedure.




Conclusion
In all, for TOMOS WATKIN BREWERY Company, they should consider Canada as the target country to expand the international market; accordingly, piggyback should be implemented as the market entry strategy. The 7Ps of the marketing mix in response to this strategy are discussed in the report. Lager beer is recommended to be the featured product for the new market; the initial price of the product is set as CDN $2.00, which may vary corresponsively; Montreal may be the best district to launch the business; the promotion plan for this market entry strategy is that TWB could sponsor the local poutine festival and so on. As for the physical evidence, appealing websites and the exsisted buildings of TWB are used to attract more customers. People involved in this strategy, especially the staff from TWB, should be well trained, and also be bilingual due to the needs of both TWB and the partner. Lastly, the core of process management is that TWB is recommended to use air transportation to maintain its high-level quality of products.
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