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[bookmark: _Toc23428]Executive Summary
This report mainly analyzes how Tomos Watkin chooses the international market. By using internal and external factors and national environmental analysis to determine the export advantage of Canada for Tomos Watkin, and based on these export advantages, the company has chosen a direct export method. Finally,it is decided to use direct marketing to help Tomos Watkin achieve international market expansion and make recommendations.
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1. [bookmark: _Toc30549]Introduction
With the rapid development of technology and the expansion of international trade, companies need to sell products and services in foreign markets. Because running a business on a global scale helps companies expand their market share, reduce costs and increase competitiveness(Watson,2018).
In 2002, the Hurns Brewing Company acquired the Tomos Watkin Brewery. Tomos Watkin was founded in 1995 by Simon Buckley. Tomos Watkin first operated at a small brewery in Llandeilo, Carmarthenshire, and then,it opened a large brewery in Swansea. Nowadays, Tomos Watkin's beer has a good sales volume, and it is also the one of most representative Welsh beer brand.(Tomoswatkin,2019). 
Entering the international market is a huge business decision that can bring a lot of benefits to the company(Cateora,2013).The importance of globalization will continue to increase, and companies with international operations will have a competitive advantage over their rivals(Tan,2013). In addition, exports will help the company grow, expand the market and increase profits(Doyle,2011). 
If a company wants to succeed in the market, it must fully understand what factors will affect the company's development. (Saimagambetova, 2017). Therefore, checking internal and external factors is considered the most important task for the business before using any strategic marketing plan. Knowing the positive and negative impacts inside and outside the company can develop appropriate strategies to deal with any forecast (Boncea,2014).
This essay will justify Canadian as the ideal country and direct marketing as its ideal market strategy.
2. [bookmark: _Toc13635]The choice of Canada
Since the introduction of European settlers in the seventeenth century, beer has been an important part of Canadian identity(Tripsavvy,2019). Canada is a country that drinks beer. Despite the general decline in sales over the past few years, beer is still the most popular alcoholic beverage among Canadian consumers(ibisworld,2019). However, Canadian beer drinkers are increasingly turning to imported brands to quench their thirst(Beer in Canada,2017). In 2016, Canada's imported beer sales were approximately 3.48 million liters. According to IBISWorld, approximately 24% of domestic beer consumption comes from men between the ages of 18 and 34(IBISWorld,2018).
The Canadian beer market might be a good choice for Tomos Watkin brewery, because its imported beer product sales trend is on the rise. The following content of the essay will be analyzed according to internal and external factors, and will justify the appropriate Market entry strategy for the company.


[bookmark: _Toc30126][bookmark: _Toc18952]3. Main Findings
[bookmark: _Toc22529]3.1 External factors analysis
There are many factors that affect the choice of enterprises to enter the strategy. In addition to the internal factors of the enterprise, the investment environment, resource status, market potential, and profit space will affect the final choice of the company's entry strategy (Madeley,2012).Therefore, how to comprehensively consider these factors and choose a best entry model suitable for the overseas market of enterprises is the key to the decision of overseas investment(Gouher,2013).
Enterprises need to choose and research the right market before planning the market entry strategy (Bradley,2005), the analysis follows the factors in Figure 1.
[image: IMG_256]
Figure 1:Factors affecting selection of International market entry mode
Source: yourarticlelibrary (2018)
Market size is one of the key factors that companies must consider when choosing to enter the market (Han, 2014). This can be evidenced by the large selling volume of beer in Canada (Statista, 2018), shown in Figure 2. 
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[bookmark: _Toc24940][bookmark: _Toc7949]              Figure 2:Total beer sales in Canada from 2008 to 2017 (in million hectoliters)
[bookmark: _Toc8735][bookmark: _Toc8853]                 Source: Statista (2018)
Figure 2 shows total beer sales in Canada from 2008 to 2017. In 2017, Canada sold approximately 22.18 million liters of beer(Statista,2018).Although beer sales in Canada have fallen from 26.37 million in 2008 to 22.71 million in 2015, it is still the most popular alcoholic beverage in Canada. In 2016, Canadians consumed more than 77 liters of beer per capita(Statista,2018).Although beer sales in Canada have generally declined, the sales of imported beer has increased year by year, which can be demonstrated in Figure 3.
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[bookmark: _Toc350][bookmark: _Toc8330]    Figure 3：Import revenue of the Canadian beer brewing industry from 2008 to 2023 (in million U.S. dollars)*                               Source:Statista(2018)
Figure 3 shows the Canadian beer brewing industry's imports from 2008 to 2023. In 2017, the Canadian beer brewing industry imported about $766.9 million in beer (Statista,2018).It can be seen that Canada's beer market is very large and the prospects for imported beer sales are also great.
In addition to market size and growth, the choice of market entry strategy is largely influenced by the legislative framework of overseas markets (Yourarticlelibrary, 2018).For government regulation aspect,the Canadian government has mandated that foreign companies have local partners. For example, in 2015, Canada was a lucrative market for German Beer Company Diebels, but the company needed to operate with local partners, reducing Diebels' profits (Beermerchants, 2018)
Furthermore, the number of competitors and their market share in overseas markets is another key factor in determining the market entry(Boso,2017).Until 2015, Domestic beer sales in Canada are slowly declining(Statista,2018). Domestic beer sales in Canada are on a downward trend, but sales of imported beer have not declined, and it is on the rise. The above figures and charts show that imported beer is more competitive than domestic beer.
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[bookmark: _Toc31340][bookmark: _Toc5453]Figure 4: Canadian brand beer sales in Canada from 2008 to 2015                                  Source:Statista(2018)
Finally, the appropriate choice can be evidenced by Canada’s annual inflation rate, which fell from 2.4% in November 2018 to 1.7%, lower than market expectations of 1.8%. This is the lowest inflation rate since January, mainly due to the slowdown in transportation costs due to falling gasoline prices (Tradingeconomics, 2018). For a multinational company, a slight drop in inflation rate will reduce their transportation costs(Liu,2011). 
[bookmark: _Toc4690]3.2 Internal factors analysis
Internal factor analysis helps analyze the company's resources and functional strengths and weaknesses (mannparyo,2017). It analyzes the ease of use of a company's available resources and analyzes the extent to which these resources are scarce, easy or difficult to imitate (Adeleke, 2018). Internal factor analysis helps to understand the organization internally and clearly understand its capabilities and capabilities that are different from other competitors (Garmatiuk, 2012). 
As with all functional areas, company objectives are the most important internal influence(Yan,2013).Tomos Watkin is committed to being the iconic Welsh brand, and it will support, encourage and help develop the Welsh economy and enhance the image of the global “Brand Welsh”(Tomos Watkin,2018).Tomos Watkin's company objectives can help the company expand its customer base so that it can better understand the diverse customer needs and help companies develop new strategies, products and services (Peppers, 2004). 
Brand reputation is one of the internal factors for marketing. It means how customers, stakeholders and the entire market view the company's specific brand (Sarkar Sengupta, 2015). A good brand reputation means that customers build trust in the brand and its products, and feel great and proud when they buy goods and services (Gove, 2014).
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Figure 5:Tomos watkin's awards in recent years 
source:Tomos watkin (2018)

In recent years, Tomos Watkin has a good brand image in the UK. It can be evidenced through its awards, and the brand image has a great advantage for them to enter the international market. Because customers are the company's best brand ambassadors, if they are satisfied with the brand, they will refer to these brands in their social circle, and as the cycle continues to increase, the company's brand reputation will increase. Word of mouth will also enable the company to achieve higher sales and profit objectives (Borkowski, 2014). 
Tomos Watkin first broke into the export market when they were invited to New York to take part in a Welsh Week. After taking part in a trade mission to China, the company shipped its first consignment of the hand-brewed beverage to Shanghai. Besides that, They have also export to Hong Kong, and Spain in the past (Tomos Watkin, 2018). It can be seen that they have achieved some success in foreign countries and have had some experience in international trade.
4. [bookmark: _Toc21443]Direct exporting VS indirect exporting
It is undeniable that indirect exporting allow the company to directly use the export experience and sales channels of exporters to rapidly expand the international market to reduce the financial burden and risks for the company(Doyle, 2011). However, it has a lower price control level and product flow, which can lead to instability in the company's revenue (Yasar, 2015). In addition, it is difficult to quickly grasp all the information and marketing experience of the international market, and it is not conducive to improving the competitiveness of products in the international market.(McCann, 2013). Finally, the weakest point is that it is difficult to establish the reputation of the company itself in the international market(Martínez-Zarzoso,2018). 
[bookmark: _GoBack]Comparing with indirect exporting, direct exporting can quickly grasp the product trends in foreign markets. It helps companies to develop product plans and product improvements. It also enhances the ability of companies to control product flow and prices, and direct exporting can ultimately improves products for the international market(Yasar, 2015). Finally, it can help companies accumulate cross-border marketing experience and build a reputation in the international market to contribute to the company's international market expansion. (Doyle, 2011). 
Tomos Watkin's slogan is “Made in Wales, world-renowned” and their corporate goal is to become an iconic Welsh brand that can help develop the Welsh economy and enhance the image of Wales around the world (Tomos Watkin,2018). They want to be a world-class brand with a good company reputation, so direct exporting is the ideal choice for the company.
[bookmark: _Toc18081]4.1 The choice of direct marketing
Direct marketing refers to the direct interaction with consumers using various advertising media (Direct Marketing Educational Foundation & Medill School of Journalism, 1987). Direct marketing uses a variety of media, such as radio, television, newspapers, magazines, direct mail and so on(Mounsey,1990). Consumers can use the phone, mail or computer to place orders or make other feedback. The goal of direct marketing is to try to get consumers in the target market to respond quickly and order products directly (Manjunatha, 2010). 
The benefits of direct marketing for Tomos Watkin can be evidenced in two main aspects. First, it fits the social life and necessity for them. The development of information and communication technology in Canada and the continuous improvement of the credit system accelerate the pace of social life in Canada, where consumers spent more time on shopping (Theglobaleconomy, 2019). According to statistics, there are currently 50 million mobile phones and 100 million fixed phones in Canada; more than 12 million computers are in existence, and more than 4 million Internet users (Canada, 2019). It provides an opportunity for the development of direct marketing (Anonymous, 2014). 
At the same time, direct marketing can greatly reduce the cost of product promotion. The company can be very cost-effective by using strategies such as email marketing or flyers (Diana, 2012). Compared to mass media advertising campaigns, most direct marketing is more cost effective for SMEs that are just entering the new international market (Cholmondeley, 2016).
Therefore, as a new entry into the Canadian market, direct marketing can quickly build customer resources for their beer (Mounsey, 1990).
5. [bookmark: _Toc26218]Recommendation
However, direct marketing also has disadvantages that need to be addressed in recommendations. In terms of the environment, the company may use flyers or papers for a large number of direct mail activities to avoid harm to the environment. In order to avoid any negative impact on the brand image, it is recommended that Tomos Watkin use recycled materials or try email campaigns. However, some people might not like marketing emails and think it a "spam." , which might be annoying to customers and further have a negative impact on Tomos Watkin's brand. On this aspect, Tomos Watkin's ads need to use more targeted product content instead of sending a lot of messages blindly. It needs to fully understand the interests of the target customers, so that the advertisements can be more attractive.
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