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[bookmark: _Toc26138]Executive Summary
The previous report selected direct exporting,and chose agent sells for Tomos Watkin to enter Canada market. This report mainly analyzes how Tomos Watkin use the Standardisation and adaptation on marketing mix in Canada. From the data analyze found that Canada has a good beer market environment that is very helpful for Tomos Watkin's beer sales. Finally, by analyzing standardization and adaptation, and after comparing with competitors, make appropriate suggestions for Tomos Watkin in each key element of the marketing mix.
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1. [bookmark: _Toc9463]Introduction
In recent years, the number of breweries in Canada has continued to grow. In 2010, there were only 310 breweries in Canada. However, at the end of 2015, it grew to 644 with a growth rate of 107.74%. Canada's beer industry is growing rapidly, and more Canadians like to drink beer(Justbeer,2018).
Tomos Watkin's slogan is "Made in Wales, world-famous", which shows that their corporate goal is to become an influential Welsh brand in the international market, they want to enhance the image of the Welsh beer brand in the world (Tomos Watkin, 2018).
Tomos Watkin hopes to become a world-class brand with a good reputation, so agent sells might be the ideal choice for the company (Saimagambetova, 2017). Because agent can help companies accumulate cross-border marketing experience and quickly establish a reputation in the international market, contributing to the company's international market expansion (Permenter, 2016). At the same time, the company can also quickly understand the trend of foreign beer market (Yasar, 2015). The agent will help the company to save the expenditure which paid for new market research, and directly increases the company's maximum profit while establishing a good brand image (Doyle, 2011). 
2. [bookmark: _Toc26897]Standardization vs. Adaptation
With the development of globalization in recent years, the differences between countries still exist, but the differences have become smaller and smaller. This globalization and the advancement of corporate internationalization have had a strong impact on how multinational companies develop marketing strategies (Akgün, 2014). 
As many companies begin to sell their products abroad, strategic decisions are beginning to change. Companies should use a standardized marketing mix to conduct a single marketing in all countries, or adjust marketing mixes and strategies to suit each local market (Kaufmann, 1999). Thus, Standardisation and Adaption were born. Proponents of Standardisation believe that the market is becoming more and more similar, and the key to the company's survival is the company's own standardization capabilities (Valassis, 2013). Standardisation helps consumers to have a positive view of the product and gives the product a good evaluation. If a company has a good brand image, they will succeed. Because on a global scale, good word of mouth can mean an improvement in sales (Brei, 2011). They believe that as trade barriers become lower and lower, companies can develop a standardized marketing mix strategy for the global market that will achieve customer consistency and lower costs (Lin, 2012). 
Adaption proponents point to the problem of using standardisation, which they believe do not achieve good sales results. They believe that all environmental factors and constraints must be considered when entering a foreign market, such as climate, language, occupation, education, law, society and culture (Czinkota, 1998). However, researchers have determined that there are still many important constraints that are difficult to measure and predict, such as education, history, religion, attitudes and values, customs and etiquette, aesthetics, and the economy(Sudarevic, 2015). They believe that multinational companies should change their marketing strategies based on local tastes to meet the different demands of the market and consumers(Le Hieu, 2010). 
These two methods should be coherent and they are all reasonable. International company marketing is not based on either of the two opposite strategies, as the two strategies may coexist (Lundahl, 2017). 
This essay will justify that how Tomos Watkin use standardisation and adaption on marketing mix in Canada market.
3. [bookmark: _Toc30126][bookmark: _Toc2527]Marketing Mix
3.1 [bookmark: _Toc21144]Product
As domestically produced beer is no longer sufficient to meet the taste needs of Canadian domestic beer drinkers, more and more people are turning to imported brands of beer because they want to try more quality beer flavors (Canada Beer, 2017). In 2016, Canada's imported beer sales have reached 3.48 million liters. Approximately 24% of domestic beer consumption comes from men between the ages of 18 and 34 (IBISWorld, 2018).
[bookmark: _GoBack]Canada is a country that regards Maple Leaf as a national treasure. In Canada, Maple Leaf is something that is cherished and respected (Wenda, 2018). At the same time, Canadians believe that red symbolizes luck and honor(Zimmerman, 2008). Therefore, Tomos Watkin can ask their agent to take a replacement package in terms of product adaptation. They can choose red and add a maple leaf logo on the beer packaging.
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Figure 1:Molson beer appearance in 2018 
source: (Molson Brewery,2018)
Molson Brewery is a Canadian domestic beer company and one of Tomos Watkin's largest local competitors. As the best-selling beer in Canada, the company's approach is also the adaptation product. As shown in Figure 1, they turn the Maple Leaf, which best represents Canada, into its own beer packaging.
Canadian beer drinkers like to try good quality beers from other countries (Canada Beer, 2017). Thus, Tomos Watkin can adopt standardisation to produce quality Wales beer without any changes in the taste. It can stick to its own Welsh beer flavor. This will save the company a lot of money by using the same materials and processes (Aaker, 1995). 
3.2 [bookmark: _Toc24501]Price
Since the split from Nunavut in 1999, per capita income in northwestern Canada has been much higher than in any Canadian province. The income between the eastern and western regions is very different. This has led to different levels of consumption in different regions (Statistics Canada, 2018).The specific income of residents is as follows
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Figure 2:Median after-tax for Canadian families in 2018 
source: (Statistics Canada,2018)
Figure 1 shows the different income levels in different provinces in Canada, with higher incomes in the western provinces of Canada and lower in the eastern provinces. Therefore, the agent of Tomos Watkin needs to use the pricing adaptation method. Different beer pricing is based on income levels in different parts of Canada. Agents need to offer different types of products and different prices for different market segments. Because different market segments have different payment capabilities (Cameron, 2015). In addition, since the customers of the agents will also make profits from them, the price will rise from the supplier to the final consumer (Permenter, 2016), Molson's canned beer costs $2.70 per can (Molson, 2018). Since the Canadian beer market now has a large demand for imported beer (Canada Beer, 2017), lower pricing than its competitors in the industry can stimulate market demand (Geberth, 2003). Tomos Watkin can control the price of each can of beer to $2.50 or less.
In order to encourage agents to sell the company's products, the company can give preferential policies according to the wholesale quantity of the products. The more products the agents buy, the cheaper the products the company will give them. In addition, the company also needs to sign a “lowest retail price and maximum retail price pricing agreement” with local agents to prevent agents from using a vicious low-cost dumping strategy to make profits, which will damage the company's reputation. If the agent's pricing exceeds the retail price of the product, it will affect the sales of the product in low-income areas of Canada. If the agent's pricing is lower than the supplier's product price, it will also affect the company's reputation in high-income areas of Canada.
3.3 [bookmark: _Toc2165]Place
If Tomos Watkin choose direct exporting, the best way to enter the Canadian beer market is the distribution channel adaptation. Tomos Watkin can choose a well-known Canadian importer and agent as their distributor. VATCO corporation, an international food agent, it has established a good reputation in Canada since 1977, and VATCO assists foreign producers to enter or expand their sales in the Canadian market (Your business, 2018). Firstly, agents have extensive experience in building local customer relationships. It can help export company companies quickly establish customer relationships and brand awareness (Kaufmann, 1999). Secondly, because VATCO is a brand-name agency, they have multiple distribution channels, and many agents will purchase products from it, so this will help Tomos Watkin expand its market in Canada. Finally, the agent will also develop professional and effective management methods based on Tomos Watkin's product types and characteristics, including: event promotion, terminal location, personnel management, store management, and other management modes and methods (Cameron, 2015). 
Molson also use distribution channel standardisation in the Canadian market,They chose another agent in the country called Bhakhrani International to help increase their sales in the Canadian beer market (Molson, 2018). 
[bookmark: _Toc19491]3.4 Promotion
Agent will driven a method of promotion. Its main purpose is to use a variety of advertising media to interact directly with consumers, trying to get consumers in the target market to respond quickly and order products directly (Manjunatha, 2010).
For Tomos Watkin, which uses agent, the best way to reduce the cost of promotion is probably promotion adaptation, which requires a promotion approach with the development of local social communication technologies. At present, the development of information and communication technology in Canada is very fast, which provides an opportunity for the company's agent (Theglobaleconomy, 2019). According to statistics, Canada now has more than 4 million Internet users, with 30 million mobile phones, 15 million fixed phones and 21 million computers (Canada, 2019). Comparing with the expensive mass media ads, an agent can use the low-cost email marketing or flyers to advertise their products and save publicizes costs for the producer (Diana, 2012). In addition, Tomos Watkin as a new multinational company to join the Canadian market, through the local agent, it can also quickly build customer resources for its beer (Mounsey, 1990).
Molson's approach is also adaptation promotion, but unlike Tomos Watkin, they use the mass media to promote their beer. According to Molson's annual report, in 2017, the company's total turnover reached for 3.6 billion dollars, so for this old domestic beer company, they have enough money to do mass media promotion for their beer (Molson ,2018).
[bookmark: _Toc31932]3.5 People
Tomos Watkin should use standardisation in people to ensure the quality of the company's beer. They should ask the agent to continue to use their experienced staff who worked in Wales to make beer instead of recruiting new employees in Canada (James, 2018). Because they have more experience in making beer and service, they can make the company's original Welsh beer flavor. This method will greatly save the agent’s training costs (James, 2018). In addition, in order to motivate Welsh employees to work in Canada, the agent can provide these staffs with free accommodation and higher year-end bonus. 
The method used by Molson is completely different from Tomos Watkin. They use adaptation in people because they want their beer to be more meet with the taste of Canadian beer drinkers, so they want to make a Canadian-style Molson beer. Therefore, in the recruitment of employees, they need to recruit local Canadian employees to make Molson beer with Canadian flavor (Molson ,2018).
[bookmark: _Toc6068]3.6 Physical evidence
Physical evidence is one of the key elements of the Marketing mix, and tangible services and products will directly influence the customer's perception of the company. At the same time, this will also affect the organization's product and service plan (Geberth, 2003). 
For Tomos Watkin who wants to maintain the flavor of Welsh beer(Tomos Watkin, 2018), the best way to enter Canada is to physical evidence standardisation. Because it is good for customers to understand the Welsh style and the beer flavor of Wales. The agent can ask their customers to add more information relate to Welsh beer history in their store. For instance,retailers can put some cards or posters about the history of Welsh beer on the side of the beer to express the character and style of the company.
Molson chose to physical evidence adaptation. They turned the color design of the beer store into red and white, and the slogan "Molson Beer only in Canada" on the wall(Molson, 2018), and they think their products and services should depends on the local characteristics.
[bookmark: _Toc8561]3.7 Process
The process can increase customer loyalty and goodwill to the business(Doyle, 2011).  Tomos Watkin can use process strandardisation to enhance its brand loyalty. They can ask the agent to organize customers to visit the company's beer processing base in Wales in form of raffle, so that customers can experience the good processing of the company's Welsh beer. It also allows customers to know that the Tomos Watkin beer they are drinking is of good quality and safe.
For production process management, advanced beer processing equipment allows Tomos Watkin to efficiently produce 11,000 bottles of beer per day. Due to the huge number of employees, Tomos Watkin can arrange work for employees working in different time periods, so that beer can be produced continuously every day, and the production efficiency can be improved (Tomos Watkin, 2018). This efficient production efficiency allows agents to get beer products quickly.
Molson also adopted a process standisation. Since June 2010, Molson has organized some customers to visit their beer processing base every summer (Molson, 2018). The main purpose is to obtain more customers' loyalty and satisfaction (Huang, 2011). 
[bookmark: _Toc4475]4.0 Conclusion
Through the analysis of this report, both Adaptation and Standardisation have their own advantages and disadvantages. It depends on the choice of the market environment, they are not relative, but can be interdependent to help the company maximize profits. After comparing the 7Ps with local producer Molson, Tomos Watkin should learn the appropriate marketing strategies of their companies and stick to their Welsh beer style. 
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