
Anheuser-Busch InBev Competitive Analysis 

Anheuser-Busch InBev (BUD) is a global firm in the truest sense of the term. As such, it is key 

to analyze competitive elements and both our own operating conditions as well as that of the 

competition. In this paper, we will use blue ocean concepts of competition and SWOT analyses 

of each firm to compare and contrast competitive advantages across the beer market. 

Blue Ocean Strategy 

As part of our competitive analysis, we will be using multiple frameworks from Blue Ocean 

Strategy. These analytics are useful for any company to have, whether they are intentionally 

pursuing a blue ocean or not. The first tool we will use is the strategic canvas, which offers some 

insight into the existing market space. Plotting competitors’ value curves against our own on the 

strategic canvas will allow us to understand not only how our competition is investing and 

competing in the market but also the benefits that consumers are actually gaining from current 

product offerings. 

 



Across the six key competitive factors, BUD focuses mainly on fun, availability, and 

affordability; HEINY focuses heavily on fun and availability; and TAP relies on marketing the 

tradition and taste as well as maintaining affordability. These values are consistent with 

advertising by each of the companies. 

Budweiser commercials rarely mention anything about the flavor or quality of the beer itself, 

unless they are promoting one of their premium brands such as Bud Light Platinum. Instead, they 

utilize an emotional appeal by making Buds the drink of choice by people relaxing at the beach 

or watching sports (especially football and NASCAR) in their commercials. Tradition and design 

take the back seat in most of BUD’s marketing but are used more often in their craft and 

premium segments. Heineken takes a very similar approach, and they proudly display their 

iconic green bottles in all manner of entertaining settings. Coors commercials on the other hand, 

typically feature a more relaxed setting, often using beautiful landscapes to promote their beers 

brewed with only the finest Rocky Mountain water (also, try turning down a beer offered to you 

in Sam Eliot’s voice). They are also more likely than either Budweiser or Heineken to use both 

taste and tradition appeals (again, Rocky Mountain water and high country barley) in promoting 

their non-premium brands. 

It is apparent from examining these value curves that there many competitive factors in which 

these companies converge. This is not an unusual result since these business compete primarily 

in a red ocean with one another. Molson Coors is the biggest outlier of the three, and their 

strategic focus reflects their smaller market capitalization and total market share relative to the 

other two companies. 



The information provided by the strategic canvas is of little value without putting it into action. 

Ultimately, we seek to apply the four actions framework (eliminate, reduce, raise, and create) to 

the our value curve. This framework will help identify which of the existing points of 

competition should be altered by one of the first three actions and what new element(s) could be 

added to redefine the value curve and open up new market space. Before developing a 

four-actions grid, it will be useful to consider the six paths to reconstruct market boundaries. 

Path 1: Alternatives 

Beer has alternatives in both as a beverage and as an intoxicant. In both categories, beer faces 

competition from wine, cocktails, and malt beverages; these are the closest alternatives (other 

beer brands are considered to be substitutes rather than alternatives). 

Non-alcoholic alternatives for beer are limitless. A person whose desire is to get a buzz will 

choose from the intoxicant category, but one of the key deciding factors in a strictly beverage 

space for potential buyers of beer is caloric content. Younger Americans are trending towards 

higher health consciousness, and drinking a flavored sparkling water or other low-calorie 

beverage with dinner instead of a Budweiser is appealing to them. 

In the category of intoxicants, the biggest alternative on the horizon is recreational marijuana. 

Though some party animals may consume beer and marijuana as complements, the average 

consumer will substitute one for the other according to their own tastes and preferences. Beer has 

the benefit of being legal and more available across the globe, and since THC beverages have not 

yet been widely developed, beer still holds the benefit of refreshment (provides a distinct 

advantage in marketing to manual/outdoor laborers). Marijuana has the benefit of no hangover 

and is calorie-free (save for edibles). 



BUD is aware of these alternatives and has already invested in developing low-calorie, 

non-alcoholic, and THC- and CBD-infused products. This includes $50 million partnership with 

Tilray in Canada for R&D of marijuana infused beverages. 

Drawing from the strategic canvas and looking across alternatives, it would be feasible for BUD 

to develop a low-calorie beverage infused with either CBD (non-psychoactive) or THC 

(psychoactive) to attract customers who want to relax or get a buzz without flushing their diet 

down the drain. This new product could easily be marketed by promoting fun of use, similar to 

BUD’s existing brands. To create divergence from Coors and Heineken on the strategic canvas, 

the beverage could be marketed highly on its taste. 

Path 2: Strategic Groups within the Industry 

There are an endless number of beer brands out in the market, but they can be grouped into 

low-cost (e.g., Natural Light, PBR), mid-range (e.g., Coors, Budweiser, Heineken), and premium 

(e.g., Bud Light Platinum, craft brands). 



As indicated in the figure from the Brewer’s Association above, craft beer is a small but growing 

market in the United States. Craft sales have continued to increase despite the overall decline in 

beer consumption. BUD has acquired subsidiaries who continue to brew under their original 

brand names to maintain the price premium associated with craft beer, and they use their 

economies of scale and cost advantage over smaller craft operations to provide the microbrewed 

appeal at a much lower cost. This allows customers who want craft beer but cannot afford the 

high price to enter the market. 

Path 3: Chain of Buyers 

A hefty investment in Super Bowl commercials and other TV ads targets end consumers, and 

Budweiser-sponsored events create both public interest and loyalty from participating retailers, 

bars, and other industry players. This gives BUD a presence in each step along the chain of 

buyers. 

In the interest of expanding BUD’s existing alternative beverage lines, more emphasis could be 

placed on influencer relations. BUD could focus on marketing their craft brands to more bars and 

restaurants since availability is one of the lowest competitive factors for most craft beers. A 

marijuana-infused beverage could be marketed to medical professionals for use as a prescription. 

Path 4: Complementary Products and Services 

Beer has a complementary relationship with a wide range of leisure activities such as golf, 

fishing, and going out with friends. Currently, Budweiser uses its image as a fun beer alongside 

sponsored events to promote these type of activities and the additional beer drinking associated 

with them. 



Envision a partnership between Uber (or Lyft) and Budweiser. The implementation would vary 

across markets, but people are likely to drink more if they have a ride home. Budweiser could 

even go so far as to sponsor drivers, perhaps including their brand imagery or even their products 

in some locations (local open-container laws permitting). 

Path 5: Functional or Emotional Appeal 

The vast majority of beer marketing focuses on an emotional appeal to buyers. Blue Ocean 

Strategy explains that industries tend to self-reinforce their functional-emotional appeal to one 

extreme or the other by establishing norms which are subsequently outdone by each competitor, 

setting a new norm and so on. The beer industry has long used stood behind its emotional appeal, 

but so have many others industries who were later upset when a blue ocean upstart dared to 

challenge the traditional approach and found tremendous success. 

BUD could potentially refresh their demand in the marketplace by adopting a functional appeal 

in their advertising campaigns. One major concern would be that shedding the traditional 

emotional appeal may undermine rather than bolster BUD’s competitive positioning. Therefore, 

it is more realistic to assume that BUD will stick to the formula for their core brands but could 

utilize a functional approach in promoting their other products (e.g., marketing the health aspect 

of a low-calorie beverage). 

Path 6: Time 

Blue Ocean Strategy suggests that companies should try to identify trends that will significantly 

impact their industry in an irreversible way. Then, the company should take an active role in 

shaping the trend as it grows. As mentioned before, BUD has foreseen and acted upon the 

growing trends of craft beer consumption and recreational marijuana use (in the United States 



and Canada) by investing billions of dollars for R&D and brand development. This will give 

BUD a future advantage over the competition who have not yet begun participating in these 

markets. Those who fall behind will be left struggling to catch up, while BUD will already be 

well on its way along the learning curve. 

Four Actions Framework 

Keeping the six paths in mind, we can consider which of the four actions are best applied to each 

competitive factor: fun, design, tradition, taste, affordability, and availability. Below is a grid 

outlining how BUD could strategically position itself in the marijuana-infused beverage market. 

Eliminate 

Tradition 

Raise 

Price 

Taste 

Reduce 

Availability (due to legal barriers) 

Create 

Non-alcoholic infused beverages 

Healthier alternative to achieve a buzz 

 

Due to the long standing criminalization of marijuana products, there is very little room for 

appealing to buyers on the basis of tradition. Therefore, this factor may be eliminated to free up 

capital and lower costs. In its initial dive into this market, BUD will not be able to focus as 

heavily on availability since they would run into significant legal barriers. Nevertheless, 

availability is still an important factor in improving sales, so it falls into the reduce category. 

Raising focus on the taste would serve BUD well to attract current non-customers into becoming 

consumers of the new beverage since many people simply do not enjoy the taste of alcohol. 

Furthermore, it will be easy to charge a premium price for this product due to the enhanced value 



provided by flavor and health benefits. The creation of a non-alcoholic beverage that still gets 

you buzzed (and possibly with less calories, depending on how much goes into improving taste) 

sounds like a dream but is on the horizon as a genuine product. This product could address 

BUD’s concerns about a declining beer consumption in the United States. Lower demand by 

millennials for alcohol in general can be offset by introducing the marijuana-infused beverage to 

the market since millennials consume more products in this category than older demographics. 

SWOT Analysis 

A SWOT analysis is a strategic planning technique used to help a company identify its internal 

strengths and weaknesses, as well as its external opportunities and threats that they may face. A 

company has control of their strengths and weaknesses because they are internal. Because the 

opportunities and threats are external, there is not much a company can do because it is 

happening outside of the company, but they can take advantage of certain opportunities and 

protect themselves from threats. We will be conducting a SWOT analysis over Anheuser-Busch 

InBev and their two biggest competitors Molson Coors Brewing Company and Heineken. 

A-B Inbev SWOT Analysis  

Establishing an edge over one’s competitors, by conducting a competitive analysis is an essential 

part in keeping up with continuous improvement. Anheuser Busch as an organization and 

company have a multitude of assets, that when are carefully diagnosed and assessed through 

proper and though row research, it is then when we are able to accurately forecast the health as 

well as, identify measurable threats that influence the sustainability of business operations. 

 

 



Strengths of A-B Inbev: 

Bud light is a leading company among several others of Ab Inbev.  As one of the leading 

organizations in its industry they have a various arsenal of strengths in which allows them to 

capitalize in the marketplace. These assets or strengths are  not only beneficial in protecting 

market share (in existing markets), however; also help in penetrating new markets. Some of the 

vital strengths Ab Inbev as well as Bud Light display include the following: 

Successful track record of integrating complementary firms through mergers and acquisitions: 

Essentially Bud Light has successfully integrated a large number of viable technology companies 

in the past couple years in order to streamline its business operations as well as sustain a reliable 

supply chain. 

Reliable suppliers: Ab Inbev has a strong foundation of reliable suppliers of raw material, as a 

result this enables the company to overcome any supply chain bottlenecks. 

Strong dealer community:Ab Inbev have built a solid culture among distributors and dealers, 

where the dealers not only promote the product itself; however, also invest in training the sales 

team to explain to the customer how they can extract the maximum benefits out of the products. 

Highly adaptive and skilled workforce through successful training and leadership programs:Ab 

Inbev is investing copious amounts of resources in training and development of its employees. 

Resulting in a workforce that is not only highly skilled but also has the motivation to achieve 

more 

Great returns on capital expenditure: Bud Light is particularly successful at execution of new 

projects and generated good ROI on capital expenditure by rebuilding new revenue streams. 



Strong (pivotal) distribution network: Ab Inbev over the years have built a reliable distribution 

network that can reach a vast majority of its potential market 

Healthy influx of cash flows (free cash flows):Ab Inbev has strong cash flows that provide the 

company the ability to take on projects. 

Weakness of A-B Inbev: 

By accessing certain weaknesses that Ab Inbev May display from time to time, we can better 

understand the areas in which strategy can be adjusted to fit the needs of the organization. 

Investment in Research and Development is essential to the sustainability of any organization in 

the modern era. Even though Ab Inbev is spending well above the industry average on Research 

and Development, it has not been able to effectively compete with the leading companies in the 

industry in terms of value innovation. Instead, Ab Inbev has come across as a mature firm 

desperate to showcase products based on tested features in the market. 

There are minor gaps in the product range sold by the company: This lack of choice can give a 

new competitor a foothold in the market. 

Days inventory is high compared to the competitors: By making the company raise more capital 

to invest in the channel. This can seriously impact the long term growth and sustainability of Bud 

Light in particular. 

Ab Inbev has shown to be not highly successful at integrating firms with alternative work 

culture: As mentioned earlier even though Ab Inbev is successful at integrating small companies 

it has its share of failure to merge firms that have different work culture. 

Ab Inbev needs more investment in new technologies: Given the current scale of expansion and 

different geographies the company is seeking to expand into, it is imperative that Ab Inbev  put 



more money in technology to integrate the processes across the board. As of now the investment 

in technologies is suboptimal or not at par with the vision of the company. 

Ab Inbev (and Bud Light) in particular have shown to be notoriously not very good at product 

demand forecasting: (leading to an increased rate of missed opportunities compared to its 

competitors). One of the reasons why  certain inventory levels are so high compared to its 

competitors is that, (Bud Light) is not very good at demand forecasting, as a result they end up 

keeping higher inventory both in-house and in channel. (as we know in SCM inventory is a trap) 

Opportunities for A-B Inbev: 

When organizations such as Ab Inbev (Bud Light)  seek to continuously improve in all areas of 

business operations, they become better equipped to address hidden channels of opportunity. 

After all we don’t create segments, we discover them.  

New global environmental policies: The new environmental opportunities will create an equal 

level playing field for all the companies in the industry. It showcases a great opportunity for Ab 

Inbev to drive home its advantage in new technology and gain market share in the up incoming 

new product category. 

Economic uptick and steady increase in customer spending:  After heartbreaking years of 

recession and slow growth rate in the industry, signifies an opportunity for Bud Light to capture 

new customers and increase its market share. 

Government green drive:  This opens an opportunity for procurement of  Ab Inbev products by 

the state as well as federal government contractors. 

Lower inflation rates: The low inflation rate bring more stability in the market, enable credit at 

lower interest rate to the customers of Ab Inbev 



Stable free cash flow: This allows for opportunities to invest in adjacent product segments. With 

more cash in bank Ab Inbev can invest in new technologies as well as in new products segments. 

This should open a window of serious opportunity for Ab Inbev in other product categories. 

New technology: Provides an opportunity for Ab Inbev to practice the implementation of 

differentiated pricing strategies in the new market. This will essentially enable the firm to sustain 

its loyal customers with great service as well as assist in attracting new customers through other 

value-oriented propositions. 

The new taxation policy: The new policy can significantly impact the way of conducting 

business and can open new opportunity for established players such as Bud Light to increase its 

profitability. 

 Market development: Lastly this will lead to dilution of competitor’s advantage and enable Ab 

Inbev to increase its overall competitiveness compared to the other competitors. 

  

Threats for Ab Inbev: 

The demand of the highly profitable products is seasonal in nature and any unforeseen event 

during the peak season may possibly impact the profitability of the company in short to medium 

term. 

A shortage of skilled workforce in certain global markets represent a threat to the validity of 

steady growth of profits for Ab Inbev in those markets. 

Rising pay levels are proving to be problematic. Especially movements such as $15 an hour and 

increasing prices in the China can lead to serious pressure on profitability of Ab Inbev 



Liability laws in various countries are different and Ab Inbev may be subjected to various 

liability claims given change in policies in those markets. 

Rising raw material poses a threat to Ab Inbev profitability. 

Imitation of the counterfeit as well as low quality product is also a threat to Bud Light’s product 

especially in the emerging markets and low-income markets. 

Ab Inbev could potentially face lawsuits in various markets given different laws and continuous 

fluctuations regarding product standards in those markets. 

Lastly, growing strengths of local distributors also presents a threat in some markets as we see 

the competition is paying significantly higher margins to the local distributors. 

 Managerial Factors 

            0%    Weak Neutral (50)             Strong 100% 

1.   Corporate Image, Social Responsibility 
  

       X 

2.   Use of Strategic Plans and Strategic 
  Analysis 

  

     X   

3.   Environmental Assessment and 
  Forecasting 

  

     X   

4.   Speed of Response to Changing 
  Conditions 

  

 X       

5.   Flexibility of Organizational Structure 
  

 X       

6.   Management Communication and 
  Control 

  

       X 



7.   Entrepreneurial Orientation 
  

    X    

8.   Ability to Attract and Retain Highly 
  Creative People 

  

    X    

9.   Ability to Meet Changing Technology 
  

     X   

10. Ability to Handle Inflation 
  

       X 

11. Aggressiveness in Meeting Competition 
  

       X 

  

  

Competitive Factors 

            0%    Weak Neutral (50) Strong 100% 

1.   Product Strength, Quality, Uniqueness 
  

       X 

2.   Customer Loyalty and Satisfaction 
  

       X 

3.   Market Share 
  

       X 

4.   Low Selling and Distribution Costs 
  

       X 

5.   Use of Experience Curve for Pricing 
  

       X 

6.   Use of Life Cycle of Products and 
Replacement Cycle 
  

   X     

7.   Investment in New Product Development by 
R&D 
  

     X   



8.   High Barriers to Entry into the Company’s 
Markets 
  

     X   

9.   Advantage Taken of Market Growth Potential 
  

     X   

10. Supplier Strength and Material Availability 
  

       X 

11. Customer Concentration 
  

    X    

  

Financial Factors 

            0%    Weak Neutral (50) Strong 100% 

1.   Access to Capital when Required 
  

       X 

2.   Degree of Capital Utilization 
  

    X    

3.   Ease of Exit from the Market 
  

  X      

4.   Profitability, Return on Investment 
  

    X    

5.   Liquidity, Available Internal Funds 
  

    X    

6.   Degree of Leverage, Financial Stability 
  

  X      

7.   Ability to Compete on Prices 
  

     X   

8.   Capital Investment, Capacity to Meet 
Demand 
  

      X  

9.   Stability of Costs 
  

   X     



10. Ability to Sustain Effort in Cyclic Demand 
  

   X    

11. Price Elasticity of Demand 
  

  X      

  

  

Technical Factors 

            0%    Weak Neutral (50) Strong 100% 

1.   Technical and Manufacturing Skills 
  

       X 

2.   Resource and Personnel Utilization 
  

      X  

3.   Level of Technology Used in Products 
  

    X    

4.   Strength of Patents and Processes 
  

     X   

5.   Production Effectiveness and Delivery   
 Schedules 
  

     X   

6.   Value Added to Product 
  

   X     

7.   Intensity of Labor to Produce to the Product 
  

  X      

8.   Economies of Scale 
  

      X  

9.   Newness of Plant and Equipment 
  

    X    

10. Application of Computer Technology 
  

      X  



11. Level of Coordination and Integration 
  

     X   

  

  

Analysis 

A-B InBev has strong management, competitive, and technological factors within the industry. A 

high free cash flow gives them the freedom to operate fluidly within the market. But, their 

relatively slow inventory turnover and extremely capital intensive acquisitions hurt them in the 

financial department by reducing liquidity and increasing reliance on debt financing. 

Molson Coors Brewing SWOT Analysis 

We have identified Molson Coors Brewing Company to be one of the competitors of AB Inbev 

and Molson Coors has been identified as one of the leading companies in the beer industry. 

Molson Coors engages in the manufacturing, packaging, and selling of beer, cider, ales, stouts, 

and lagers. Molson Coors operates primarily in the United States, Canada, and the UK. We will 

be analyzing a SWOT analysis over Molson Coors. 

Molson Coors has numerous strengths that make them successful in the beer industry. These 

strengths help protect their placement in existing markets, but also help in penetrating new 

markets. Some of their strengths are: 

Strengths for Molson Coors: 

·      Highly skilled workforce through successful training and learning programs. Molson Coors 

Brewing is investing huge resources in training and development of its employees, so they can 

have highly skilled workers that are motivated. 

·      High level of customer satisfaction. 



·      Molson Coors has built expertise in penetrating new markets and becoming successful. The 

expansion of the company has built new revenue streams and diversify the economic cycle risk 

in the markets it operates in. 

·      They are an innovative company, an example is the color-changing aluminum can that turns 

blue when cold. 

·      They have a licensing agreement for the Canadian market with other leading brands: Amstel 

Light Heineken and Murphy’s, Miller Lite, Miller Genuine Draft, Miller Chill, Milwaukee’s Best 

and Milwaukee’s Best Dry, and Foster’s. 

·      Successful track record of integrating complementary firms through mergers and 

acquisitions. 

·      Highly successful at go to market strategies for its products. 

·      Automation of activities brought consistency of quality to Molson Coors Brewing products 

and has enabled the company to scale up and scale down based on the demand conditions in the 

market. 

·      They have a strong free cash flows that provide resources in the hand of the company to 

expand into new projects. 

All of these are strengths that have helped Molson Coors become a big competitor to AB InBev. 

After identifying the strengths it is important to identify the weaknesses and these are areas that 

could possibly be improved by the company, but also where AB InBev can capitalize. The 

following are Molson Coors weaknesses: 

Weaknesses for Molson Coors: 

 



·      Days inventory is high compared to the competitors. This makes the company raise more 

capital to invest in the channel. This can impact the long term growth of Molson Coors Brewing. 

·      Limited success outside core business. Even though Molson Coors is one of the leading 

companies in the beer industry it has struggled in moving to other product segments with its 

present culture. 

·      Not very good at product demand forecasting leading to higher rate of missed opportunities 

compared to its competitors. This is why the days inventory is high because of not properly 

predicting the demand forecast, leading to them keeping higher inventory both in-house and in 

channel. 

·      Need more investment in new technologies because the company wants to expand, but the 

technology is not up to par with the vision of Molson Coors. 

·      Financial planning is not done properly and efficiently. 

·      The perception in the United States is that Molson Coors is for middle class or lower class 

members of society, making it difficult to sell their product to customers with the most 

disposable income. 

By identifying the weaknesses it allows a company to see where they can improve, what they 

should avoid doing, and what factors are causing the company to lose sells. These weaknesses 

are hindering the growth of Molson Coors and allows AB InBev to capitalize on those for the 

benefit of their company. 

 Now that we have identified the strength and weaknesses, we can identify the opportunities and 

threats for Molson Coors. The following have been identified as the opportunities: 

 



Opportunities for Molson Coors: 

·      Capturing new customers and increasing their market share by increasing their customer 

spending. 

·      Because of their strong free cash flows, this allows for opportunity to invest in new 

technologies and other product categories within their market. 

·      New trends like craft beers and organic beers in the consumer behavior can open up a new 

market for Molson Coors, building new revenue streams and allowing them to diversify into new 

product categories. 

·      Move into the higher priced market of beers. 

·      Tapping into large consumer markets like the Latin and Asian beer market for expansion 

possibilities. 

·      Create licensing agreements with sports teams, event centers, and other companies with 

complimentary products. 

·      Sustainable brewing processes. 

The last step of the SWOT analysis for Molson Coors will be identifying their threats, which are 

the following: 

Threats for Molson Coors: 

·      No regular supply of new products, making sales suffer. 

·      Rising cost of raw materials can pose a threat to their profitability. 

·      New technologies developed by their competitors. 

·      Negative perception by consumers that their beer is of low quality. 



·      Negative perception by consumers that beer is unhealthy and leading to the consumer to 

look for a healthier substitute. 

·      Liability laws are different in other countries and could lead to liability claims if not aware 

of those policies in those markets. 

Analysis: 

Molson Coors has a highly skilled workforce, has a good level of customer satisfaction, and they 

are an innovative company. Their automation has brought consistency and their free cash flows 

are strong, which allows them to expand into new projects. But they have failed at forecasting 

product demand, this is causing the days inventory to be high, hurting the company. Molson 

Coors is perceived to be beer for the middle or lower class of society, making it harder for them 

to reach customers with higher disposable income. 

 

Heineken SWOT Analysis 

Since Heineken is one of the leading beer companies in the world, it has many strengths that help 

it stay competitive, especially against all the other craft brands that are popping up all over the 

world. One of those strengths is its market share. According to Heineken’s financials, their 

market cap is at 54.179 billion Euros, which is roughly 61.25 billion US dollars. This makes 

them dominate about 90% of the market. Heineken has a very strong and diverse portfolio of 

brands. These brands range from its flagship beer, Heineken, to a number of different 

international brands and ciders. Some of the international brands include Amstel, Desparados, 

Sol, Tiger, Tecate, and Red Stripe. Some of the cider brands include Strongbow Apple Ciders, 

Orchard Thieves, Stassen, and Bulmers.  Heineken is a very innovative company. This is 



essential if it wants to survive its already rather red ocean environment. They are doing many 

different things to create something new that will bring value to their customers. One of those 

things is called The SUB. The SUB is takes 2 liter kegs called TORPS and that allows the 

customer to have draft beer that they can store in the fridge. They also came out with a new beer 

called Radler. This brand is simply beer mixed with lemonade. Another innovation Heineken has 

brought is the David XL Green. It works by storing a keg upright and involves lower cost and 

improved staff convenience. Another thing that Heineken has done is create Heineken 0.0. This 

means that it has no alcohol just zero calories. They changed their logo from green to blue for 

this beer to indicate no alcohol and to make it more recognizable to customers on the shelf. 

Heineken has also done well financially. According to BEIA, which stands for before 

exceptional items and amortization of acquisition-related intangible assets, its net revenue 

organic growth was 6.1% as of February 2019. Its operating profit grew by about 6.4%. This 

indicated that they have found ways to cut costs in some areas in order to increase profits. Its net 

profit was 2424 million Euros, which is up 12.5% organically. 

Even though Heineken is a large company and has a lot of strengths, it has its 

weaknesses as well. It is spending a lot on research and development but not getting the 

results it desires. According to their annual report, they spent 782 million euros on R&D 

compared to the several billion dollars that AB InBev has been spending.  

Heineken has been struggling to deal with the challenges it has been facing such as more 

breweries entering the market. Even though they introduced their own non-alcoholic beer, they 

will most likely have a rough time getting it off the shelf due to the perception that it tastes bad. 

In the past couple of years it has been struggling in foreign markets. For example, in 2018 



Reuters released an article in discussing how Heineken has been fighting Ab-InBev in the Brazil 

market. Heineken paid a bar owner in Sao Paulo $23000 to sell Heineken for 3 years.  

Even though the product is very successful in terms of sales, they are still struggling 

financially. Their ratios show that changes can and should be made in terms of the company’s 

financial health. According to investing.com, the quick ratio, current ratio, and asset turnover 

ratios are very low. The quick ratio measures the company’s ability to pay off its most current 

liabilities with is most liquid or almost liquid assets. Heineken’s quick ratio is currently at .68 

which is a little bit above the industry average of .5. This obviously isn’t good because it means 

that it only has $0.50 to pay off $1.00 of its current liabilities. The asset turnover ratio is the ratio 

to a company’s sales to its average assets. In other words, how well its assets are being used to 

generate sales. Heinekens asset turnover ratio is .54 which is lower than the industry average of 

.57. This means that every one dollar of assets they have is only generating $0.50 in sales 

revenues. The third ratio that is concerning is the current ratio. This ratio tells investors if a 

company can pay off its short-term obligations or those within one year. Heinekens current ratio 

is .87 which is above the industry average but still less than one. A current ratio of one means 

that is can pay off its short-term liabilities.  

Another thing that isn’t good is that they spend hundreds of millions of euros in research 

and development every year. In fact, at the end of December 2017, their balance was 782 million 

euros or about 882 million dollars.    They are struggling to stay with even bigger companies 

such as Ab-InBev and MillerCoors. Also, they are struggling to keep up with the newer 

breweries that produce craft beers. 



There are many opportunities that are in the beer industry that Heineken can capitalize on 

in the future. The current inflation rate in the US is 1.8%. This is very low compared to other 

countries. Consumers have been spending more and more on beer in the past couple of years. For 

instance, according to bw166, beverage alcohol reached $253.8 billion in 2018 which is up 5.1% 

from 2017. This poses a good opportunity for Heineken. With its already large market share, it 

would be rather easier for them to take a huge part in this kind of increase.  

It is well known that craft beers are a huge competitor of the larger brands like Heineken 

or AB-InBev. However, that doesn’t mean they can’t break into the craft beer market 

themselves. According to Forbes, Heineken spent $53 million on a minority stake in one of 

London’s most popular craft breweries, Beavertown. The article said that their investment is 

helping to open a new 45,000 hectoliter facility. This would help Beavertown increase their 

production and meet the higher demand in the United Kingdom. Another huge opportunity for 

Heineken is to increase its online presence. This would be done in an attempt to bring in more 

sales. In June 2018, PYMNTS.com released an article discussing how Heineken was starting to 

sell its kegs online. Heineken started its own eCommerce site called draftforhome.com. As time 

goes on people are less willing to go shop at stores and will instead decide to order anything they 

possibly can online. The use of Heineken’s online stores reduces the need to go to an actual 

liquor store. Revenues increased about 33 percent from its eCommerce business in 2017 alone. 

According to Rabobank, online alcohol sales were roughly $1.7 billion in 2017. Heineken has 

also launched site to sell its other brands such as Dos Equis, Tecate, Red Stripe and Amstel 

Light. The way this works is that deliveries are made within a few hours and you must be 21 to 



take possession of the beer. This significantly strengthens Heineken’s direct-to-consumer 

service. 

There are many different threats a company like Heineken faces especially as 

multinational company. As a multinational beer company, it is exposed to a significant amount 

of currency risk. In fact, any company that operated overseas would have to bear this risk. in 

2018, Reuters released an article discussing how currencies have been hurting the company. 

Heineken cut its forecasts due to Brazil’s weakening currency. They had to report earnings for 

the first half of 2018 well below market. When doing the annual financial reports, Heineken 

must translate to the currency it operates with. Sometimes a country’s currency can take a hit 

which could result in a loss in earnings to that company.  

Another factor that poses a huge threat to Heineken is lawsuits. In 2017 Business Insider 

posted an article about a man who sued Kroger and Heineken because he found two geckos 

inside his can. This incident made him very ill and he had to be rushed to the emergency room. 

He demanded Kroger and Heineken to pay for his medical expenses and to compensate him for 

his loss of earnings from the days he had to miss work.  In 2015, one of Heineken’s subsidiaries, 

Athenian Brewery or AB was caught violating antitrust laws. AB forced an illegal policy that 

would exclude local brands from any participation in bars or retailers. The court upheld a fine on 

Heineken of $30 million for the actions of Athenian Brewery. Another punishment is that 

Heineken must compensate other competitors in the industry that were hurt from AB’s actions. 

These actions have gone on for about 20 years and after a 12 year investigation, they were 

accused of abusing its market dominating position. 

 



COMPETITIVE STRENGTH ASSESSMENT 

 Rating Scale:  1 = Very weak;  10 = Very strong 

  

Key Success Factor/ Competitive Variable Weight AB InBev Molson 

Coors 

Heineken 

Quality/product performance 0.20 9 2 9 

Reputation/image 0.20 9 6 8 

Raw material access/cost 0.15 8 3 6 

Technological skills 0.10 8 2 6 

Manufacturing capability 0.10 9 4 7 

Marketing/distribution 0.10 9 4 6 

Financial strength 0.15 10 4 4 

weight x rating scale = overall strength rating         

Overall strength rating  1.00 8.86 3.65 6.57 

  

The above chart is a competitive strength assessment, which is a weighted assessment of the 

strengths and weaknesses of our company AB InBev compared to our competitors, Molson 

Coors and Heineken. AB InBev has an overall score of 8.86 out performing both competitors, 

followed by Heineken, and last Molson Coors. 

Analysis Summary 

We have covered a SWOT analysis over our company, AB Inbev, and their competitors, Molson 

Coors Brewing Company and Heineken. By identifying all three companies strengths, 

weaknesses, opportunities, and threats, we can plan accordingly to implement an action strategy 



for A-B InBev. By building an action strategy for our company, we will be able to improve our 

weaknesses, which will lead to more opportunities, and allow us to better prepare for threats. 

A-B InBev is strategically positioned very well against its competitors, but it must continue to 

find and develop new market space to continue its growth. Specific plans of action mentioned in 

this paper include the creation of a marijuana-infused beverage to serve as a substitute for 

consumers who want a buzz but don’t care for alcohol, development of low- or no-calorie beer 

alternatives, and target costing production of craft beers to capture price premiums while 

maintaining high margins. 
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