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Q&A: AB InBev's Vivian Yeh on digitally marketing beer brands in China 
SHANGHAI - Vivian Yeh, the Asia-Pacific director of digital marketing behind Anheuser-Busch InBev's acclaimed Belgian-Brazilian beer, shares some insights into her job.

Read more at: https://www.campaignasia.com/article/qa-ab-inbevs-vivian-yeh-on-digitally-marketing-beer-brands-in-china/339970
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THE CHINESE BEER MARKET
Jul 6, 2018 | Food & Beverage

When this is the time for the beer festival, the beer city is always full of people music coming from dins of drums and trumpets. The environment is very impressive because you can see spectacular fireworks shows on the sea but also a great parade of military bands, ethnic tropes. The landscape is very colourful with balloons and festooned vehicles. Tourists can enjoy beers and many brands of the country.
Marketing to China it's also an Agency
We are the top and most visible Web & Marketing Agency for China you will find on the web. Our Services: E-Commerce, Search Engine Optimization, Advertising, Weibo, WeChat, WeChat Store & PR.
 
MARKET TRENDS ABOUT BEER
[image: ]
The Chinese market has always been a positive one for beer producers because, Chinese people really enjoy this drink. However, during these last years, we can notice a shift in Chinese consumers’ taste. They tend to appreciate more “macro” beers, in other words, the ones from mass production such as Budweiser to more premium and craft flavors. To support this statement, we can take for example the sales in volumes of cheaper Chinese beers which fell.  Nonetheless, the demand of premium beer is swelling. The Chinese market represents a good place for foreign craft brewers because it offers a lot of opportunities.
The Chinese market can take benefit of the growing middle who can spend more and more money in pleasure activities including beer festival. These millennial and the middle class feed the craft beer market. In general , Chinese people are ready to spend more money in premium products  such as alcohol. Even though, the comprehensive market of alcohol decreased, the overall value of Chinese beer sales has actually risen. This can be explained by the fact that millennium and middle-class people are more and more attract by local brands.

The Chinese interest for craft beer is young. The market has been led by foreigners living and working abroad. As a consequence, they are a good target for craft brewers first  entering the Chinese market.  Actually, it is first the expatriates that introduced the craft beer to friends and then it becomes popular among locals and especially amid younger generations who are looking for trendy and high quality products.
If you want to start un craft beer business, you need to consider some challenges that you might face. First of all, craft beers have to be served as fresh as possible in other to keep real flavour. Consequently, if you want to export your beer you need to think about a way to conserve them well. You need to be able to pay for shipping costs of long-distance and also to be prepared to long distances , as well as the extended shipping time including the lack of proper storage facilities.
THE MOST FAMOUS BEER FESTIVAL IN CHINA
[image: ]
Qingdao beer festival is the most famous and largest one in China. This is a good place where you can enjoy good music, tourists and traditional food. The area is full of huge tent and, of course, beer, a lot of beers. Qingdao International Beer Festival has been created in 1991 and since then the crowds have steadily increased.
During this event you can find obviously the famous beer Tsingtao and other foreign brands like Budweiser and Carlsberg set up their own tent. This festival is quite recent, but the beer tradition  is old of 100  years old. Indeed, throughout the two-world wars, foreign occupation and civil war, the brewery changes hands many times. In 1949, Tsingtao was nationalized but besides all the difficulties including purges , starvation , displacement that came with the Cultural revolution, they never stopped producing beers.
[image: ]
In this festival there always has been a huge amount of sausage, dumplings, grilled skewers of spiced meat and squid. Nowadays, this event takes benefit from its national recognition. It gathers tourism, culture , sport and it also represents a good opportunity to promote the city. Concerning the festival itself, it starts with the opening ceremony in the town. Then it is followed by 16 days of beer tasting but also evening entertainment and drinking competitions. It ends with the final ceremony from the second week end of August. Tsingtao is now the most well-known Chinese beer in the world. However, the company is now held by Japanese investors and has to face a fierce competition in the country. Actually Tsingtao has only 17% share of the market in China.
HOW DO YOU GET  IN THIS BUSINESS ? 

If you want to start a craft beer business, you need to consider some challenges that you might face. First of all, craft beers have to be served as fresh as possible in other to keep real flavor. Consequently, if you want to export your beer you need to think about a way to conserve them well. You need to be able to pay for shipping costs of long-distance and also to be prepared to long distances , as well as the extended shipping time including the lack of proper storage facilities.
Beer festival provides very good opportunities to develop your beer brands. However, because the competition is very fierce , you need to make a good study of the market and who you wan to target. This is also necessary to think about production costs and distribution before investing. Indeed, it is important to be able to support important costs. Moreover, because beer festival are a special event which means that they are punctual, you need to advertise your product as much as possible. Indeed, the more people know you brand before the event, the more they will be able to choose your brand.
Some routes to enter this big market:
E-Commerce: China is the world largest e-commerce country. Chinese like purchase online, with its more than 900 million internet users. Top 3 biggest e-commerce platforms are: Tmall, JD.com and Taobao. So if you want to realize some sales in China, you have to integrate those e-commerce platforms.
Think about your Online Reputation: Chinese customers will never buy your beer, if they know that your products have a bad reputation. so paid attention, don’t let bad comment spread online. You have to work with a local digital marketing able to take care of your reputation and erase all bad comments about you.
Chinese Social media: become viral, make the buzz on Chinese social media. Do you want to increase your traffic, get a big exposure???The solution:Wechat and Weibo , these two social network are incredible. Wechat through its 900 million active users and weibo with 650 millions active users, can make you reach the top. be presence online, create a rich and authentic content, be interactive with your followers.
Collaborate with KOLs: Actually, kols have a big influence on Chinese customers decisions. They are able to put you up or down just through one post or comments. You really have to considerate work with them for increase your presence and get more traffic in China. You have to choose the right kol who can become the ambassador of your beer.

Did you know that KOL is Key Opinion Leaders (KOL)? Steve G


https://www.dailyedge.ie/most-popular-beers-2125964-May2015/ 
How many of the world’s top 10 most popular beers have you tried?
We’ve never even heard of number one.
May 26th 2015, 3:48 PM 7,812 Views  4 Comments

WHILE YOU MIGHT rack your brain trying to predict what the most popular beers in the world are – Bloomberg has only gone and calculated them for you.
Here is their top 10 list from around the globe, including country of origin and market share:
10. Coors Light (US) – 1.3%
[image: Coors Light 4+1]Source: on2boy
9. Brahma (Brazil) – 1.5%
[image: 35444011_0_640x640]Source: Ocado
8. Harbin (China) – 1.5%
[image: harbin-beer-commercial]Source: Auditionsfree
7. Heineken (Netherlands) – 1.5%
[image: Heineken & Florianópolis]Source: Gustavo Brazzalle
6. Yanjing (China) – 1.9%
[image: Yanjing Beer]Source: Mr Bao 包先生
5. Skol (Brazil) – 2.2%
[image: Best-Beers-of-World-Cup-Top-10-4.-Skol-Brazil]Source: Ealuxe
4. Budweiser (US) – 2.3%
[image: breaking the law]Source: drrt
3. Bud Light (US) – 2.5%
[image: budlight]Source: ries
2. Tsingtao (China) – 2.8%
[image: TSINGTAO_BEER_CLASSIC]Source: Aliimg
1. Snow (China) – 5.4% of world market share
[image: Snow_beer]Source: Wikimedia
And no sign of Guinness anywhere near the top 10. In fact, only one European brew gets into the list. What happened to Guinness’ global reach?
We demand an inquiry.
How many have you tried? Have you even heard of the top spot? Let us know in the comments. 

See questions on this news article?  (Separate document) Steve G

Another attempt to be amusing on brands of beer. Not particularly funny or well researched but maybe some interesting things if you know nothing about beer brands.
However history might be an issue in terms of brand identity. Researching history or brnads, companies or events, could be a good research project. You would need to understand the research methods of the trained historian as well as blending in your business/manage,ent skills.
Steve G
https://www.toptenz.net/10-weird-facts-about-the-worlds-best-beers.php


https://www.thatsmags.com/china/post/27239/try-this-floral-beer-from-nanjing-s-craft-brewing-maestro
Craft beer in China?
https://www.minimeinsights.com/2020/12/23/celebrate-prosperity-cheers-together-this-cny-2021-with-carlsberg/
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[image: Tsingtao Brewing Co.]
Tsingtao Brewing Co.
Augerta Helles Lager
Category: Munich Helles
Date Tasted: 1/25/2019
Country: China
Alcohol: 4.7%



https://www.thatsmags.com/guangzhou/post/8017/5-things-a-guide-to-the-best-of-chinas-domestic-beer 
5 Things: A guide to the best of China's domestic beer
By That's PRD, December 16, 2014

With substantial coverage being given to the Guangzhou craft beer scene in the past month, it seems prudent to explore the other end of the spectrum for this week’s 5 Things. Let's take a look at the best of China's domestic suds.
Big-brand Chinese beer, much like all large batch beer, has a poor reputation among beer enthusiasts. Complaints generally range from, “this tastes watery,” to, “this is bland and smells like old socks,” to the oh-so-common, “this beer is crap.”
Craft beer in Guangzhou is great, no argument there, but what would the beer lovers of this city do if craft disappeared tomorrow? I understand this is virtually impossible to imagine, but try.
To answer this question we caught up with craft-aficionado Ashton Lin, co-owner of Restarea Beer Hub.
These are his picks for China’s best domestic beers:
 
1. Tsingtao Augerta 青岛奥古特
I find it hard to describe the taste, as the most common words we use to describe light pilsners are crisp, malty, smooth and gently hopped. This beer has all these features and stands out from the others with its pleasant and light bitterness.
[image: ]
 
2. Harbin 1900 Classic  哈尔滨1900经典
Slightly hoppy and gives an almost soda pop like thrill when you’re thirsty for a beer. Probably made with better ingredients, leading to the higher price (12 RMB per bottle if I’m correct).
[image: ]
 
3. Zhujiang Draft 珠江纯生
It’s a bottled "draft" beer. What more need I say? All jokes aside, this has got to be random, but as a Guangdong local, I do like this “locals” beer. It’s claimed to be a draft beer because it’s missing one step of the filtration process, making an unnoticeable contribution to a malty presence.
[image: ]
 
4. Tsingtao Regular 青岛啤酒
I also like this one because of its easy accessibility - you can practically get it anywhere. Most of the cans available in Guangzhou are brewed and canned in Sanshui, Foshan. It’s said the fresh cans from the original Tsingtao brewery are way better. So with curiosity eating away at me, I had a friend bring back a can for me so I could compare. To my surprise I didn’t recognize a difference at all.
[image: ]
 
5. Snow Beer 雪花啤酒
This beer is perfect when paired with barbequed food, largely due to the fact most street barbeques offer it. It is also very refreshing, a great choice with a meal.
[image: ]

https://www.taylorwaldman.com/mao-beer
Not a particularly respectful use of Chinese imagery. However it might be interesting see how Westerners see some promotions or visual communications from the PRC
Steve
Chinese New Year. Commercial opportunities. Anything Chinese can be utilised. Here is a beer in USA advert.
[image: Image result for TsingTao beer new year of the ox]

[image: Image result for TsingTao beer new year of the ox]

History of TsingTao Beer? Maybe you will not agree on what it says. Steve G

https://radiichina.com/tsingtao-german-settlers-china-beer/ 

How German Settlers in China Created One of the World’s Most Consumed Beers
In the seaside city of Qingdao, the German-founded Tsingtao brewery has withstood a century of turbulence to produce one of the world's most consumed beers
By MONISHA PILLAI August 11, 2019
· 
· 
· 
· 
· 
· 
· 
Home > Life > How German Settlers in China Created One of the World’s Most Consumed Beers    2019
There’s only one thing powerful enough to bring over six million tourists to China during the peak of the mainland’s most sweltering months — beer. More specifically, the biggest beer festival in continental Asia.
Fittingly dubbed the “Asian Oktoberfest,” the Qingdao Beer Festival boasts over 1,300 types of beer, from over 30 different countries and regions. This booze-filled maze of tents, live music and belly-baring, drunken antics lasts the entirety of a month in the seaside city that gives it its name.
But why Qingdao? Here’s a look at the surprising story of how this northeastern Chinese city became synonymous with beer, with a little help from Germany.
The Birth of the Brew 
In 1891, recognizing Qingdao’s unique coastal location, leaders during the late Qing Dynasty turned the city into a defense base against naval attack. But European colonists had other plans for the small Chinese town. Thirsty for land and control, German naval forces soon seized the coastal backwaters of Jiaozhou Bay, in what is now known as Qingdao. The precarious Qing Dynasty regime was unable to defend itself, and Qingdao was swiftly refitted to be the administrative center of Germany’s newest colonial concession.
The Germans would soon become thirsty for something a bit more refreshing than new land. After the occupation, settlers realized that there was one integral thing missing in their new home — a brewery. In 1903, the Germania Brauerei was founded by Anglo-German Brewery Co. Ltd.
The facility’s first beer, served in 1904, was a German-style pilsner made according to the Reinheitsgeobot, a beer “purity law” originating in Bavaria. Beers made in accordance are crafted using only water, hops and barley so as to ensure what Bavarians felt was the purest production.
These expat brewers adapted to their environment, sourcing mineral water from the nearby Laoshan spring. Thus, from a purist German brewing tradition, the original Tsingtao Beer was born.
Changing Hands
The start of World War I quickly brewed up a storm for Germans living in Qingdao, who were ousted by the Japanese Imperial Army.
By 1916, Germania Brauerei had been liquidated and sold to Japanese brewery Dai-Nippon, which itself would eventually split into the producers of two other famous Asian beers, Asahi and Sapporo. Qingdao’s brewery was then passed from the Japanese invaders to the Chinese nationalist government, and when the People’s Republic was founded in 1949, it became a PRC-owned enterprise. It was finally privatized in 1990 and merged with three other Qingdao-based breweries, to re-emerge as the enterprise we know it as today.
A note on the spelling discrepancies here: “Tsingtao,” the name plastered on every single beer bottle, comes from the old Chinese postal romanization (largely similar to the Wade-Giles system) of the city’s Chinese name (青岛), which today is more commonly transcribed in pinyin as “Qingdao.”
Tsingtao Today
While German expatriates did have a hand in the original brewery, it should come as no surprise that Tsingtao beer has gradually soaked up the flavor of the mainland since its privatization.
Beer buffs may scoff at the fact that China’s “quintessential beer” is little more than a light lager, more similar in profile to other notoriously weak Chinese beers than the original German pilsner. But others argue that the formula better complements the Chinese culinary palette, pairing well with the spicy, flavorful foods favored in many provinces.
[image: tsingtao beer lager qingdao china]
Tsingtao’s score on RateBeer.com
It’s a taste so popular, in fact, that it now accounts for half of China’s national beer exports. Today it produces over 8 million kiloliters of its famous draft brew, and exports to over 70 different countries.
Tsingtao is actually the second-most consumed beer in the world; first is another Chinese beer brand, Snow Beer. But Snow is mostly consumed domestically, and has far less name recognition internationally.
Tsingtao, on the other hand, has evolved into one of the earliest and most widespread symbols of Chinese success (and soft power) abroad. In recent years, the brand has tried to cash in on that household name and crop up on places you might not expect to find it — like the high fashion catwalk. Earlier this year, the beer brand paired up with trendy Chinese streetwear brand NPC to roll out a Tsingtao-themed clothing line at New York Fashion Week.
Related:
Tsingtao’s Influence in Qingdao  
In the present day, a large part of Qingdao’s economic development and prosperity has become irrevocably tied to the production of beer. It washes over just about every sector of Qingdao, from the dinner table to the tourism industry and is such a part of everyday life in the city that you can find it being served directly into plastic bags from street corner kegs.
Attractions like the Tsingtao Brewery Museum and the specialty bar in the city’s Liuting International Airport attract thousands of domestic and international tourists annually. But beer tourism isn’t exclusively for those legally allowed to drink — guests of all ages can experience guilt-free inebriation through attractions such as the Tsingtao Brewery Museum’s “drunk room,” which simulates the feeling of a few too many beers.
But no attraction embodies this energy quite like the Qingdao Beer Festival.
First held in 1991 to celebrate the city’s centennial birthday, this festival is Qingdao’s paramount way of commemorating the historic role of beer as an economic and cultural staple in Chinese life. Perhaps that’s why it attracts those six million drinkers from across continental Asia and beyond.
Since German settlers first opened a brewery looking for a taste of home, Tsingtao (and the city it took its name from) has managed to withstand a century of political turbulence and evolve into a symbol of Chinese identity. It’s since cultivated both a loyal following among Chinese consumers and name-brand recognition worldwide, and left an indelible impact on the city in which it originated. Now that’s something to raise a toast to.
Cover image: Thanakrit Gu
Pictures can be seen if you click on the link. Steve G
When local beat global: The Chinese beer industry
Heracleous, Loizos.Business Strategy Review; London Vol. 12, Iss. 3,  (Autumn 2001): 37-45.
Top of Form
Bottom of Form
This article is about a rare example of failure by the world's biggest global brand companies. In the 1990s the world's top beer producers tried to set up in China. After years of failing to break into the market, many of them have recently been cutting back, even selling their new state-of-the-art production facilities to local brewers. A few, however, have succeeded in entering the China market. This article discusses how they did so and the lessons their experience holds for other companies looking to invest in China. China's long-anticipated entry into the WTO has made this issue important even for companies which have hitherto ignored it.
The Seller's Perspective on Determinants of Acquisition Likelihood: Insights from China's Beer Industry
Zeng, Yuping; Douglas, Thomas J; Wu, Changqi.The Journal of Management Studies; Oxford Vol. 50, Iss. 4,  (Jun 2013): 673.
Top of Form
Bottom of Form
This study investigates acquisition antecedents during China's transition from a planned to a market-based economic system. Because of contextual realities such as a lack of freely tradable targets for buyers, the seller's willingness to sell is critical for acquisition occurrence in transition 
economies. We therefore take the seller's perspective and examine factors underlying firms' willingness to sell. We posit that selling is a decision based on the evaluation of a firm's prospects determined by its embeddedness within the planned system, organizational changes it undertook during the transition, and its ability to adjust its strategy according to the evolving strengths of the planning and marketing institutions. Data from the Chinese beer industry from 1995 to 2004 show that acquisition likelihood is high for firms founded as SOEs, low for firms having attracted more private investment or undertaken multiple changes, and has a U-shaped relationship with firms' relative investment in marketing resources
"BEER WITH CHINESE CHARACTERISTICS": MARKETING BEER UNDER MAO
Alternate title: "Cerveja com características chinesas": Marketing de cerveja sob o regime maoista; "Cerveza con características chinas": Comercialización de cerveza bajo Mao
Pilcher, Jeffrey; Wang, Yu; Guo, Yuebin Jackson.Revista de Administração de Empresas; São Paulo Vol. 58, Iss. 3,  (May/Jun 2018): 303-315. DOI:10.1590/S0034-759020180310
Top of Form
Bottom of Form
This essay explores the nationalization of beer in twentieth-century China. Using the theoretical framework of "culinary infrastructure," it shows how the physical facilities and technologies of brewing and marketing interacted with local drinking cultures to shape the understandings of beer in China. It begins by describing how a western consumer good originally marketed to colonial representatives was gradually adopted by the urban Chinese as a symbol of modernity in the first half of the twentieth century. It then reviews the nationalization of foreign-owned breweries and the growth of domestic production in the first decades of Communist rule. The essay concludes that the Chinese acquired a taste for beer as an everyday marker of urban privilege that survived Maoist radicalism and remains to this day a defining feature of Communist China.
Strategic similarity and acquisition outcomes at the target: Evidence from China's beer industry
Zeng, Yuping; Schoenecker, Timothy S.Asian Business & Management, suppl. Special Section: CSR Dynamics in Asia: Knowledge and; London Vol. 14, Iss. 5,  (Dec 2015): 413-438. 

Top of Form
Bottom of Form
This study investigates the effect of horizontal acquisitions on target firms in China's context. We examine how competitive and organizational similarity jointly affect cost savings, revenue growth and profitability improvement at the target in horizontal acquisitions. Using a dataset containing information on acquired firms in China's beer industry, we find that the way in which competitive similarity impacts on cost savings at the target depends on organizational similarity and the type of cost that is examined. In addition, competitive dissimilarity is found to result in higher revenue growth and profitability improvement at the target.
Developing in China: Beer industry fell flat whilst Kodak is picture-perfect
Anonymous. Strategic Direction; Vol. 18 (7) (Jun 2002): 15-18. 

Top of Form
Bottom of Form
Globalization has become the key driver for growth. Globalize or die! is the cry heard from organizations across the planet. But this is easier said than done. Many businesses are aware of the need to expand, but less sure of where they should grow into. Markets such as the USA, Europe and Australia are already saturated by all kinds of products and services, leaving few gaps and little potential for high profit margins. And although many developing countries have the need for such products and services, they simply do not have the spending power to make them a viable option.
Full text:
We have reached an age where globalization has become the key driver for growth. "Globalize or die!" is the cry heard from organizations across the planet. But this is easier said than done. Many businesses are aware of the need to expand, but less sure of where they should grow into.
Markets such as the USA, Europe and Australia are already saturated by all kinds of products and services, leaving few gaps and little potential for high profit margins. And although many developing countries have the need for such products and services, they simply do not have the spending power to make them a viable option.
Final frontier of globalization
Enter China - often described as the final frontier of globalization. According to George Fisher, Chairman of Kodak, "to be the leader in the world, you have to be the leader in China." Companies which are not already trying to break into this market have strategies to do so in the next few years, and no wonder. The country has a vast population, increasing spending power and few branded commodities - a marketer's dream come true.
So organizations just have to set up in China, sit back, and wait for the profits to roll in, right?
Wrong. Although the potential is apparently there, penetrating China is something of an enigma, with many organizations having already tried and failed. The most notorious example is that of the beer industry just a few years ago.
Rapid technological advances
In the early 1990s, many beer manufacturers realized that there was little room for growth in the USA, Australia or Europe, so turned their attentions to the Far East. And everybody liked what they saw: 50 percent of the population were relatively young, beer consumption was low, rapid technological advances were being made, and the economy was healthy. In addition, the Chinese government was relatively welcoming towards foreign investment.
Beer companies needed no further invitation. They flocked to China, buying hi-tech processing plants, promoting their global brands and preparing for the beer revolution. Unfortunately it never came. Sales were poor, interest non-existent and these companies ended up running at a considerable loss.
Eventually, many gave up, sold up and shipped out. The majority of organizations that remain are still struggling to make ends meet.
So what went wrong? Why was this potential not realized? Initially, there are four main problems faced by all foreign entrants into the Chinese market (not just the beer industry). These are:
(1) high price sensitivity of consumers;
(2) a high level of loyalty to local brands;
(3) the difficulty of converting brand awareness to actual purchases;
(4) the notoriously underdeveloped distribution systems.
The cost of local beer in China was roughly $0.25 during the 1990s. This did not bode well for companies such as Fosters and Carlsberg which, due to the costs of running a brand new, high-tech plant, had to sell their products at relatively astronomical prices (400-500 percent more than local brands) in order to gain any sort of return on investment.
Strong sense of loyalty
Locals also displayed a strong sense of loyalty coupled with a lack of desire to actually purchase these new brands. As one local consumer commented, "I've heard of Tenant's, but local people should drink local beer!" The final nail in the coffin was the staggering inefficiency of China's distribution systems. The country was too vast and distributors just too unreliable for these western businesses. Local had triumphed over global.
However, one organization succeeded where others failed. South African Breweries (SAB) approached the Chinese market in a slightly different manner to organizations such as Fosters, Carlsberg and Tenant's, and as a result has experienced a steady increase in sales, with current operating profit margins of around 13 percent.
Guanxi
Instead of rushing blindly in, SAB formed an alliance with a Chinese venture capital firm in order to gain knowledge of the local environment and guanxi (relationships and connections). Another key to success was the experience the organization already had of competing in less developed countries. SAB's strategy was to:
use local brands;
aim at the low end of the market;
employ local allies;
dominate a specific local region then move outwards;
make conservative, measured improvements;
try to understand local consumer behavior.
Clearly, these methods can serve as a lesson to any organization considering penetration into the Far East. They are also similar to the tactics adopted by another organization that has apparently cracked the Chinese code: Eastman Kodak.
Kodak sees China as its most promising market to date, for much the same reasons as the beer industry in the 1990s. But instead of low beer consumption, there is a high demand for film products. In China, strong family tradition coupled with mass migration to the major cities has opened up a whole new area of potential to Kodak. To put this potential into perspective, just imagine that half the population in China started to use just one 36 exposure roll per year. This would be equivalent to adding another USA or Japan to the world photographic market.
Because emerging markets are key to organizational growth and competitive advantage at Kodak, a clear strategy was formulated Oust as it was with SAB) before entering China. The four main operating principles were to:
(1) make products where they could be sold;
(2) make world-class products using world-class technologies;
(3) get costs into local currency to guard against fluctuations and devaluations;
(4) accept short-term risk to enable long-term growth.
With the guidance of Chairman George Fisher, Kodak has expanded retail presence for Kodak's products by creating a major China Region division with 11 representative offices, many senior executives and relationships with wholesalers, distributors and government agencies.
Clarity of vision has so far paid off
This clarity of vision has so far paid off, as Kodak's Chinese revenues are currently more than $300. It has a 40 percent market share and with 5,500 outlets, Kodak Express is the largest retail chain in the country.
So what was the secret to its success? Other than having clear objectives, how did Kodak succeed where so many others have failed? Three major lessons can be learned from Kodak's experience:
(1) Franchise for rapid distribution - this builds the brand name and enables penetration of remote, less accessible areas of the country. It also brings the organization closer to the locals, engendering trust as well as consumer understanding.
(2) Invest for the long tenn - be prepared to take short-term risks in order to gain long-term satisfaction. Do not fall into the same trap as Carlsberg and the like. They invested heavily from the outset but when there was no immediate profit they sold up. This enabled local competitors to buy high technology plants at low prices and consequently render re-entry into this market virtually impossible.
(3) Establish close relationships with multiple levels of government because so many key resources are controlled by the government in China this is a critical task that should not be taken lightly.
Because the cultural, economic and political systems in China are so distinct, organizations need to adopt flexible and innovative approaches. Kodak appears to be doing just that.
So what does the future hold for this organization - domination of the Far East or deterioration in the face of the digital image revolution? The debate continues. Those who believe Kodak will achieve ultimate global success describe the success of the company's new digital camera, whilst the skeptics are at pains to point out that Kodak stock, which previously traded as high as $94 in 1997, currently fetch $27. Similarly, the company has recorded "nonrecurring losses" in ten of the past 12 years. Of course, the added revenue of the Chinese revenue will help such a situation, but as for whether it can save Eastman Kodak, only time will tell.
This is a review of "When local beat global: the Chinese beer industry", by L. Heracleous. The article was originally published in Business Strategy Review, Vol. 12 No. 3, 2001, ISSN 0955 6419; and "International franchising in China with
Kodak", by I. Alon. This article was originally published in Thunderbird International Business Review, Vol. 43 No. 6, 2001, ISSN 1096 4762. Other sources are: www.Fortune.com/streetlife, February 2002, and Business week Online, January 2002.
Comment
The Heracleous article provides a highly readable critique into why the beer industry failed to capitalize on a seemingly perfect market. Detailed analysis is provided along with implications on a wider scale, which gives this article additional value. Alon's study of Kodak's entry into the Chinese market may not be the most readable of articles but it is thorough, informative and insightful. Kodak has reaped the rewards of setting out clear objectives and taking local factors into account (government systems, consumer preferences, etc). The evaluation of lessons learned by Kodak is highly applicable to organizations considering a move into the Far East.
The old 2001 Heracleous article is available on the Moodle tile. Steve G
Building Chinese global brands through soft technology transfer
Ille, Francis R.Journal of Chinese Economic and Foreign Trade Studies; Bingley Vol. 2, Iss. 1,  (2009): 47-61. DOI:10.1108/17544400910934342

Top of Form
Bottom of Form
Purpose - The purpose of this paper is to examine the different strategies implemented by a number of successful Chinese firms currently striving to build global brands in order to improve their export capabilities. A particular emphasis is put on the transfer of marketing technology for brand engineering in order to achieve this goal. Design/methodology/approach - The analysis uses case study methodology to understand what many prominent Chinese exporting firms have achieved, and develops a theory about their general strategy. Five firms have been chosen: Lenovo, Haier, Cosco, Tsingtao, Geely. Aside from these five, information is also given on the branding strategy of Li Ning and Suntech Power. A great part of the information collected is coming from "desk research", except for Haier, Lenovo and Tsingtao for which personal contacts and visits took place in 2005 and 2006. Findings - The findings suggest that some of the most successful Chinese firms in the field of development of brand image either use some marketing tools, such as increasing their communication spending, improving quality control, emphasizing their corporate social responsibility visibility, or by seeking a partnership through mergers/acquisition with successful foreign brands. A basic global branding model has been defined as consistent with Chinese firms' experience. Research limitations/implications - The study was limited to seven firms to be considered among the most successful Chinese businesses. It does not intend to be perceived as statistically representative. The period of observation of the effect of the strategy which was implemented was short and during a time of booming Chinese economy. It was impossible to isolate the extraneous variables linked to the economic or competitive situation, knowing that they could affect the observations on the firms that were studied. Originality/value - Though the entry strategies on the Chinese market as well as inbound foreign direct investments have been the object of a great number of publications, the outbound strategies of Chinese exporting firms, as well as the impact of technology transfer, has been covered less frequently. Therefore, this paper can have value for candidates for the improvement of global branding.

Chinese beer: under pressure as economy slows amid competition
Wilder, David.FT.com; London (Dec 1, 2015).
Top of Form
Bottom of Form
Some believe there is nothing finer than swigging barely-chilled Yanjing beer straight from the bottle, sat on a stool on a Beijing side street, eating skewers of barbecued mutton of questionable origin.
Not all Chinese consumers agree. Sales of Yanjing, along with those of other domestic brewers, are under pressure as the economy slows and foreign brands make inroads.
Beer sales in China dropped 8 per cent by volume in the first half of 2015 from a year earlier, a fall that was blamed on the state of the economy but also unseasonable weather.
Sales are likely to return to moderate growth, but the industry trends of more consolidation and more attempts to shift upmarket to protect margins are likely to continue, according to FT Confidential Research, a research service from the Financial Times.
Yanjing faces a greater challenge than market leader Tsingtao. According to a recent FT Confidential Research survey of 1,000 beer drinkers across the country, Yanjing was the fifth most popular brand, cited by 15.9 per cent of respondents as one of the two beer brands that they most often purchase. It was well behind Tsingtao, which was cited by 57 per cent of respondents.
Yanjing isn't helped by its limited geographic reach: it's a Beijing stalwart, deriving 25 per cent of its sales from the capital, though the company is trying to expand its presence by targeting rural areas.
But Yanjing is also a popular beer with low income groups in a market of changing and increasingly sophisticated tastes. It lags behind rivals offering more mid-priced to premium beer to offset falling margins. Tsingtao's peach beer comes in a shocking pink can aimed at a female audience, while Yanjing's Party beer promises to "put you in a happy state of mind".
The demand for better beer is certainly there: the FTCR survey found that 58 per cent of respondents usually pay more than Rmb6 ($0.95) for a 330ml bottle of suds, a level considered mid-range and above by brewers.
But even market leaders Tsingtao and CR Snow, whose mid-priced and premium beer sales account for 40 per cent and 45 per cent of total sales, face a challenge from the rapid growth of imported brands. Domestic beer volume sales may have fallen in the first half but those of imported beer rose 63 per cent, continuing the rapid growth of recent years as import costs tumble and China's army of nightclubbers multiplies.
Imports account for just 1 per cent of total overall consumption but they are likely to continue growing at a rapid clip. Domestic beer sales growth may return to the low single digits should the forces blamed for this year's falls prove temporary, but domestic brands will come under increasing pressure from these imports.
Industry woes are also likely to keep driving consolidation. Tsingtao is buying Suntory's share in an eastern China joint venture to try to turn around sales there after they fell 15.2 per cent in the first half.
AB InBev's purchase of SABMiller may prove the exception: SABMiller owns a 49 per cent stake in CR Snow and the tie-up would result in combined market share of around 40 per cent. That's likely to be a six-pack too many for Beijing's antitrust regulators.

Gan bei!
Steve G
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