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Abstract

Abstract

Chinese beer industry develops relatively late comparing to European and
American countries, but with the last three decades of rapid development, Chinese
beer production and sale volume has been ranked as first over the world for more than
last 10 consecutive years. In the recent few years, Chinese beer industry is showing
significant trends such as industrial centralization, low profit, regional consuming
trends. With the fast growth of China’s economy, the beer consumer demand for
premium beer is increasing very fast, and the beer manufacturers are having fierce
completion on this field because of its high profit rate. Xiamen as an important
strategic market for beer consumption in Fujian province, with high per capita beer
consumption. At the same time as the special economic zones with developed
economy environment and strong spending power, Xiamen beer consumers have high
acceptance for the premium beer, and it’s a quite good market for premium beer.
Budweiser, as the famous beer brand over the world, how to do the marketing better
in the Xiamen beer market, which is occupied by local beer brands for a long time,
and to be the reference of marketing strategy of other sales regions, is the main issue
we will discuss in this article.

To better understand the development trend of China's beer industry, and the
development status and problems of Budweiser in Xiamen market, to promote
Budweiser in Xiamen market and fulfill customers’ demand of premium beer. This
article focuses on using questionnaire survey research methods around the beer
consuming habits, combined with marketing, consumer behavior and market research,
and other related theory, design, distribute and collect network and paper survey
questionnaires, using SPSS and Excel software to analysis the results of the survey
questionnaires, and give suggestions on Budweiser marketing strategy in Xiamen.

By the results of data analysis, combined with theoretical analysis, we

recommend the following marketing strategies are given for the Budweiser whole
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China and especially Xiamen market. First, develop new products to fulfill regional
taste preference; Second, small bottle is the trend of future beer packaging ; Third,
each beer channel’s consumption features are quite different from each other. KTV
and nightclub are important development channels for Budweiser; Forth, POC
promotion is the most effective marketing way, there must be innovative ways to
enhance the cooperation with POCs and achieve win-win situation; Fifth, precise

marketing and new product development for the big sport event.

Keywords: Budweiser: Marketing Strategy; Xiamen
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