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Abstract

Abstract

Since the reform and opening up of Chinese economy over thirty years ago, the
beer industry has been rapidly developing. From 1987 to 1995, it has had a high
growth rate of more than 30%; while after 1995, the growth rate has been
approximately 10%. In 2002, the Chinese beer production has surpassed that of the
United States, making China to be the largest beer producer in the world with a stable
growth trend. Up to 2012, China’s annual beer output has ranked first in the world for
11 consecutive years.

Although the Chinese per capita annual consumption of beer is only 28 liters,
much lower than those of Europe and the United states, the Chinese market demand
for high-quality beer has grown rapidly with the improvement of living standard.
According to a survey, the growth rate of demand for premium beer will be more than
20% in the next five years. In addition, the Chinese beer industry will maintain a
growth rate of over 12%, which is much higher than the average of 3% for developed
countries, such as Europe and the US. This demonstrates the development potential
for the Chinese beer market. As a result, major global beer groups have begun to enter
the Chinese market, and domestic beer giants have accelerated the pace of
development. Expansions, mergers, acquisitions and other measures have been used
to expand market share. More than 800 beer manufacturers have gradually merged
and centralized to the dozens present. The China beer market has entered a stage of
intense competition.

The high-speed development of ABInBev Sedrin in recent ten years has
benefited from a set of standard operating model. This paper analyzes the marketing
channel management of ABInBev Sedrin to optimize its strengths. At the same time,
through the investigation of two wholesalers, retail terminal and consumers, it also
points to the inadequacy of the marketing channel management. Therefore, the use of
relationship marketing and depth of distribution theories are recommended to ensure
the consolidation of channel management, in order to guarantee a stable and efficient
operation of the marketing channel.

Keywords: ABInbev Sedrin Beer; Channel innovation; Beer industries
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