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[bookmark: _Toc7210403][bookmark: _Toc7212460]1.0 Executive Summary
The main purpose of this business report is to create a marketing activity plan for the Tomos Watkins Swansea brewery to entry the Indian beer market successfully. 

The report comprises the marketing initiatives of Tomos Watkins, whether adaptation or standardization, which is proposed through identifying and analysing situations of target B2B market and Tomos Watkins’ current marketing mix. The impact of cultural factors to its marketing mix strategy and experience from its competitors is emphasized in this report.

Tomos Watkins owns over 60 employees and 10-million-pound turnover annually. It also exports its award-winning range of beer to USA, Hong Kong and Shanghai, accounting largely for its fast growth. In order to boost Tomos Watkin’s share in the global market, this report is written to provide useful insights and recommendations to Tomos Watkin for its Indian market entry.

[bookmark: _Toc7210404][bookmark: _Toc7212461]2.0 Introduction
[bookmark: OLE_LINK8][bookmark: OLE_LINK9]Tomos Watkin mainly produces beer and owns brewery shops in Llansmalet and Swansea. Its rapid growth cannot leave with export strategies which open the markets in Australia, USA, Hong Kong and Shanghai through exporting its award-winning brands of beers, lager and cider. Take the Chinese market as an example. In 2015, Tomos Watkin firstly exported its hand brewed beverage to Shanghai as fulfillment of contracts with the Food and Hotel China 2012 Trade Show. 
Tomos Watkin is currently in its expansion age. The growing globalization has intensified global brands competition in host countries. Thus, even with prior international market entry experience, it still needs recommendations for entering the new market.

[bookmark: _Toc7210405][bookmark: _Toc7212462]3.0 Main Findings  
[bookmark: _Toc7210406][bookmark: _Toc7212463]3.1 Situation Analysis 
[bookmark: _Toc7210407][bookmark: _Toc7212464]3.1.1 Indian Market Prospects 
With urbanization and globalization, India now is a young country with about 635 million Indians divided into the group of drinking (Mathur, 2014). In contrast, Indians’ total alcohol consumption in 2018 is 5.1 liters per capita, relatively lower than the average of 20.9 liters per capita in Asia, which denotes huge market potential. It is necessary to point out that Indian beer market is expected to grow by an average of 6.9% annually from 2018 to 2022, reaching more than 6.5 billion litres.

[bookmark: _Toc7210408][bookmark: _Toc7212465]3.2.2 Cultural Factors 
First of all, Indians hold an ambivalent attitude to alcohol in terms of traditionally culture and history with multi-religions. Some religions include alcoholic abstinence such as Muslims and Hindus, while other religions prefer to sacrifice with alcohol. On the other hand, over past decades, anti-alcoholism has become nationwide movements as against the British government.

Nowadays in India, it is evident that alcohol consumption has become more individual and social such as to celebrate and to commiserate. What’s more, the great progress of school education in India is changing attitudes toward alcohol among young consumers. Influences of consumption trends especially craft beer culture from Europe and the US also contributed to the notable growth in India alcohol industry (Editorial Dept., 2018).

However, what should be stressed is that the typical pattern of alcohol consumption in India is frequent and heavy drinking. This has caused rise in death, disability, and hospitalization. The impact of alcohol misuse including exacerbation of poverty, crime and domestic violence has become the most crucial problems for Indian society (Assunta, 2001), which aroused government concerns, as well as civil association anti-campaigns.

[bookmark: _Toc7210409][bookmark: _Toc7212466]3.2 Competitor Analysis 
The four global alcohol brands in Indian market-Heineken, Budweiser, Carlsberg and SABMiller take up more than 70% of beer trade and there are common characteristics in terms of their marketing strategies. 

First of all, the four leading companies kept increasing market shares through mergers, acquisitions and joint ventures. In 2011, United Breweries and SABMiller were beer duopolies, collectively accounting for approximately 85 percent of the Indian beer market. As the beer market leader, United Breweries had 28 breweries and acquired Kingfisher Beer, the highly trustful beer brand of Indian origin, through M&A with Heineken in 2009. As a strong rival, SABMiller entered the Indian market by acquiring several notable brands too.

Two other giants are ABInBev and Carlsberg, respectively having 4.4 percent share and 1.1 percent share in 2011. ABInBev entered India through jointing with Crown Beers in 2007, which has expanded its Budweiser brand into second and third-tier cities in India. Carlsberg also entered the market in the same year and operated five breweries in India.

The other common characteristic of these giants’ market strategy is the trend to focus on premium and craft beers. Take SABMiller as an example, Miller High Life is positioned as a premium beer targeting professionals who work in metropolitans. 

Apparently, the concentration of global giants gave them competitive edges in terms of scale effect, network expansion and mass marketing. However, they still encountered some challenges. Take SABMiller as an example, from 2006 to 2011, its market share dropped from 37% to 24% mainly due to regulatory disputes and excise duty increase (Ascher, 2012).

Another challenge for newcomers to the market is that alcohol advertising is also banned in the print and electronic media. One of its competitors- Kingfisher Beer adopted Surrogate marketing to promote products. For example, Kingfisher Beers invited famous Indian cricketers Sourav Ganguly and Ajay Jadeja as its brand ambassador.

[bookmark: _Toc7210410][bookmark: _Toc7212467]3.3 Market Entry Strategy
As a medium-sized brewery with sufficient budget, it is suitable for Tomos Watkin to choose adaptation and polycentric policy. Considering the uniqueness of Indian political environment, great economic potentials, open-minded but also sensitive social attitudes as well as improved technologies, Tomos Watkin should enter the Indian market through direct exporting and by establishing sub marketing branches when some positive changes happen such as economic transformation (Gonzalez-Perez, 2015).

[bookmark: _Toc7210411][bookmark: _Toc7212468]3.4 Marketing Mix Strategy
[bookmark: _Toc7210412][bookmark: _Toc7212469]3.4.1 Product Mix Strategy
Current product mix of Tomos Watkin includes six categories. They are Bitter, Cider, Dark Beer, Lager, Session Ales and Tomos Watkin IPA, with ten products to meet different customers’ demands. Its products have a maximum alcohol content of 6% and minimum ABV of 4%. It is offered in bottles and Mini Keg.

Reviewing Indian beer market, it is better for Tomos Watkin to adopt product mix adaptation, and four characteristics should be taken into consideration when segmenting consumers, targeting and positioning. Firstly, thriving middle class and changing attitudes among young urban customers make it possible to introduce premium beers with high quality. Secondly, strong beers have dominated the Indian beer market. Besides, women, who were forbidden to drink now regard drinking as a part of daily life (Arora, 2017). Another trait is that India’s craft beer industry is expanding influenced by the US and Europe.

Therefore, for the B2B market, which based on the B2C market, Tomos Watkin is advised to develop adaptive product mix. It should concentrate on a niche market-premium strong-beer craft market and introduce hand crafted beers positioned as premium, foreign imported Walsh brand with extraordinary quality targeting urban citizen above 30 years old. This helps Tomos Watkin utilize it prominent advantage-expertise in brewery and avoid head-on competition with global giants. 

It was found Indians credit foreign brand higher on quality, technology and status (Neelam, 2006) and thus emphasizing the quality of products will enable Tomos Watkin gain market share in nascent craft beer market as well as draw B2B clients’ interests.

The next step is to develop diversified product mix better tailored to local customers. It should include Zesty beers for young consumers embracing new things, special Cider for women and awarding-winning Cwrw Haf for seasonal differentiation. In a word, to be a blockbuster and then hold its market position, Tomos Watkin should provide premium products and expand categories through adaptive innovation to attract all beer lovers.

[bookmark: _Toc7210413][bookmark: _Toc7212470]3.4.2 Pricing Mix Strategy
Price presents the value of a product. Therefore, premium pricing policy of Tomos Watkin is a symbol of value-added products and leaves space for earning benefits while offering discount to B2B clients. 

Besides, multi-level pricing strategy of other beer products fits in its product mix. Prices of domestic beer products are standardized, which always listed as ₤1.75 per bottle. For the Indian market, prices are differentiated according to their images, channels and locations. For instance, prices of premium craft beers provided to five-star hotels in New Delhi must be different from those of summer beers sold by bars.

Furthermore, business clients are usually more concerned with revenue-producing and cost-saving benefits. While attracting business clients with value-added products in a niche market, Tomos Watkin can also utilize pricing strategies such as quantity discount, promotional discount, Gift Mix discount and special-event prices so as to promote sales and increase revenue.

It is worth noting that as the second largest source of income (Mathur, 2014), beer is taxed highly by most states, who have great authority to alcohol legislation. Since various duties impose massive impact on the pricing of alcoholic products (Shrivastava, 2015), it is essential to keep prices flexible and justified.

[bookmark: _Toc7210414][bookmark: _Toc7212471]3.4.3 Place Mix Strategy
In April 2017, the federal government imposed a ban on the sale of liquor within half a kilometer of state and national highways, which once dragged down Indian alcohol industry. Since the retailing and distribution of alcohol are controlled by the Indian government, it would be wise to open the market in states with relatively loose regulation. It is also necessary for Tomos Watkin to build up solid distribution systems through reliable and licensed dealers, wholesalers and retailers that cover various potential outlets and display points. Beer products should be available in restaurants, bars, hotels, imported supermarkets and even convenience stores.

Besides, Tomos Watkin should pay attention to E-commerce outlets which save intermediate distribution and provide great convenience to clients. 

[bookmark: _Toc7210415][bookmark: _Toc7212472]3.4.4 Promotion Strategy
Since Tomos Watkin is a less well-known brand without abundant marketing resources, advice on B2B marketing promotion strategies is discussed as followed. 

The most crucial strategy to increase visibility is setting up booths at industry trade shows, attending industry networking events and building great relationships with potential clients, where using brochures and write-ups would be efficient. Afterwards, it is essential to carefully prepare client list, send email newsletters to demonstrate the company as an industry expert and provide positive information as much as possible. In addition, sponsoring events, providing free beer kegs at charity functions and high-profile gatherings can help make a good impression on distributors.

Brand can also be promoted through social networking sites such as Facebook, Twitter, Instagram, blogs and especially its Indian official website. Maintaining an interactive social media presence such as appointing local influencers as ambassadors helps improve word of mouth. What’s more, employing Search Engines Optimization will increase rank of Tomos Watkin’s website and thus increase publicity.

[bookmark: _Toc7210416][bookmark: _Toc7212473]3.4.5 Service Mix Strategy
For latecomers like Tomos Watkin, excellent customer service makes differentiation. Firstly, the marketing branch should comprise well-trained indigenous and cross-cultural professionals to achieve targeted customer services and integrated management. For example, there should be a B2B marketing manager who strategize B2B campaigns, marketing coordinators who implements tasks and local sales representatives who develop and maintain relationships with clients. 

Besides, Tomos Watkin should adopt Business Process Management with clearly defined policies and adaptive procedures to make sure outcomes of delivery, storage and informative communication fitting in brand image. Also, Tomos Watkin should get access to India's foremost electronic payment channels to accelerate circulation of products. 

Lastly, one high-end flagship shop should be established in metropolitans like Mumbai. Attractive window displays firstly tempt agents or consumers and then audiences will immerse themselves in the Welsh style decoration suggesting status, taste and finest quality. It is interesting to note that accessories, glassware and T-shirts designed by Tomos Watkin can be utilized to build up the brand image and connect with visitors.
[bookmark: _Toc7210417][bookmark: _Toc7212474]4.0 Conclusions 
This report conducts analysis toward the Tomos Watkins’ current situation and identifies its market entry strategy as well as marketing mix plans. The overall results indicate that distinctive aspects of Indian market must be considered when propose and implement marketing strategies. Therefore, it is concluded that setting up a marketing subsidiary in India and the adaptation marketing mix strategy is suitable for Tomos Watkin.

[bookmark: _Toc7210418][bookmark: _Toc7212475]5.0 Recommendations 
In terms of product, Tomos Watkins should develop canned beers for long-distance transportation and storage. Therefore, pricing plan must involve more cost-related variables. As for place, the local marketing branch should select distributors actively from the start and implement control and review as well as keep lasting relationships with downstream partners since the existing distribution channels impose significant influence on strategic decisions such as product portfolios and pricing (Gopalakrishnan, 2015). Besides, the company should employ a first-tier consulting agency to conduct market research and employee training to greatly improve working efficiency and help avoiding certain cultural or legal problems. 

The last suggestion is that promotion activities should not only be consistent with the brand image but also show care about targeting customer’s values and preferences. For instance, there can be advertising campaigns calling for healthy drinking or sponsoring events aiming at empowering women, both help integrating brand into local society.
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