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Abstract 
Heineken is currently the second-largest beer manufacturer globally with a 12.6 percent market share. The company is more than fifteen points behind the market leader AB InBev with a market share of 29.3 percent. Heineken requires aggressive expansion strategies to increase its market share in the global beer market. The strategies have to utilize the firm's strengths while addressing the existing weaknesses and threats. The acquisition is one of the effective techniques the company can use to expand its presence in developing countries. The emerging markets are critical in the firm's long-term success and must form part of its primary focus in expansion drive. The acquisition enables Heineken to differentiate its products to meet the needs of a specific target market. 










Heineken Competitiveness in Global Market 
Issue
Heineken’s rich history and strong brand value make it one of the biggest beer manufacturers globally. According to Conway (2020), Heineken was the second-biggest beer manufacturer globally, with a market share of 12.6 percent in 2019. The company fell more than fifteen points behind the market leader AB InBev at 29.3 percent (Conway, 2020). Heineken's significant global share shows the company is penetrating different markets globally with its expansion strategy. However, the firm needs to develop a new mechanism to increase its presence, and reduce the gap between it and the market leader. The organization has to focus on making its brand relatable to drinkers across various age groups. 
Heineken’s Strategic Analysis 
Heineken's success in the global market depends on the firm's ability to maximize its strengths while addressing its weaknesses. The growing global middle-class population indicates that the beer market can only realize positive growth. Heineken can benefit from the markets' positive growth by developing effective expansion and market promotion strategies. A SWOT analysis of the company provides an insight into its market performance and areas that require intervention to increase profitability. Currently, Heineken ranks second in the international beer market, and it has the potential to dislodge AB InBev from the top position.
Heineken Strength  
The multinational beer brand enjoys several advantages as it seeks to seek an aggressive expansion strategy into the global market. Firstly, the company has adequate financial resources to fund its expansion drive. In 2020, Heineken generated 22.52 billion US dollars in revenues compared to 26.85 billion in 2019 (Macrotrends, 2021). In 2019, the company realized a net income of 2.43 billion dollars, followed by a loss of 233 million dollars in 2020 (Macrotrends, 2021). The poor financial performance in 2020 was primarily due to the COVID-19 pandemic, which disrupted the global economy. Heineken realized a positive net income since 2008, rising from 510 million dollars to 2.43 billion dollars in 2008 and 2019, respectively. The impressive financial performances of the company provide it with the financial muscle to fund its expansion drive, which includes the acquisition of small companies. Heineken also has sufficient resources to market its products in the new markets. Financial resources are pivotal in Heineken’s globalization strategy.
Secondly, Heineken practices product differentiation to widen its market reach. Currently, the company has more than 300 beer brands in more than 190 countries globally (Heineken, n.d.). Product differentiation enables Heineken to meet the specific needs of the local consumers in a given country, depending on their preference and prices. Heineken’s presence in 190 countries means the company has to deal with diverse economic, cultural, and political dynamics in different jurisdictions. Thus, product-differentiation strategy enabled the organization to tailor its products based on the local dynamics. For instance, the company is using its nonalcoholic malt produced in Egypt to expand its presence in Muslim countries. The approach reflects the firm's appreciation of the varying market dynamics and using its differentiation strategy to produce a market-specific product.
Weakness
Heineken’s primary weakness is the low-profit margin in the beer market. For example, the company’s profit margin in 2019 was less than ten percent despite realizing an impressive gross revenue of 26.85 billion dollars (Macrotrends, 2021). Further, the beer market in Europe provides limited growth opportunities due to saturation with established brands. Thus, the company has to rely on pricing strategies to increase its revues in the market segment. The long-term impact of reducing prices in the market to gain an edge is a reduced profit margin. 
Opportunities
The rapid economic growth in developing countries provides market opportunities for established brands like Heineken. The economic growth results in an increased middle-class population in a country. The 2030 projected middle-class population in Asia-Pacific and Africa is 3.49 billion and 212 million, respectively (Szmigiera, 2021). The population presents a market opportunity for the company to exploit and diversify its revenue sources.
Additionally, the growing popularity of microbrewers presents a new opportunity for the company to diversify its revenues. The company can use its experience in producing high-quality beer products to venture into the microbrewery business. 

Threats
Heineken’s primary challenge in the company’s expansion strategy is the stiff competition from AB InBev and local companies in a different jurisdiction. Currently, AB InBev leads the global beer market with more than fifteen points ahead of Heineken. The gap gives the company an edge in international competition in terms of financial resources and market visibility. Besides, the company faces stiff competition from local brands in the markets it seeks to penetrate. Porral and Levy-Mangin (2015) note that beer creates a sense of identity among consumers, making them prefer the local over international brands. The emergence and growing popularity of microbrewers are adversely impacting the dominance of microbrewers (Chlebicka, Lichota, & Fałkowski, 2018). The microbrewers create a new competition for the large corporations in the local market.  Heineken has to develop a strategy to navigate the challenge of preference of local beers in its different target markets. 
Strategic Solutions 
The first approach Heineken can adopt to increase its global competitiveness is to focus its expansion on the emerging markets in Sub-Saharan Africa and Asia. Porral and Levy-Mangin (2015)	 note that beer brand is part of people’s identity, making it hard for multinational companies to penetrate and dominate local markets. Organizations utilize the sense of identity to sell nationalism as part of their product promotion (Wasswa, 2017). Subsequently, consumers identify with a given local brand, hence shunning the international products. Acquisition strategy enables Heineken to penetrate the market without incurring a huge initial cost of investment in promoting new products. Moreover, Heineken benefits from the experience of the acquired in local market dynamics. It maximizes the strengths of the local company while using its rich history, global experience, and financial resources to address weaknesses. 
However, the acquisition also comes with its setbacks. For example, the cultural differences between the acquired company and Heineken can cause a culture clash. Every organization has its culture and tradition, which forms part of its brand identity. Merging the two cultures after acquisition adversely impacts the brand identity of the purchased organization. Cultural differences between two companies are among the causes of failure after acquisition (Koi-Akrofi, 2016). Heineken must take appropriate measures to minimize the effects of cultural differences before acquisition.
The alternative strategic solution Heineken can adopt to increase its competitiveness is embracing the microbrewer business model. The concept involves opening bars that brew beers for their clients on-site. According to Chlebicka, Lichota, and Fałkowski (2018), the popularity of the microbrewery concept is on the rise, presenting a new competition front for established companies. Heineken can invest in chains of microbrewers to exploit the market benefits of the emerging consuming behaviors. However, adopting the strategy will require Heineken to change its business model to reflect the retail nature of the microbrewery concept. It is risky for the company to invest in the new business model.
Recommendation
The best approach Heineken can adopt is to the acquisition of companies in target markets. The strategy allows the companies to diversify their product and market portfolio. Heineken’s future relies on the firm’s ability to remain competitive in the international market to limit the effects of stiff competition in Europe. The beverage market in developing countries in Sub-Saharan Africa and Asia has established players controlling the sector. Thus, it will take time for the organization to introduce and penetrate the market. Auerbach (2019) notes that acquisitions save companies the time and resources required to conduct a comprehensive survey on specific market dynamics. Firms making entries into new markets research consumer behaviors, political, economic, and sociocultural dynamics before setting their operations. Acquisition saves the company on the need to study some aspects of the market dynamics.
Additionally, Heineken can use acquisition as a strategy to launch its other products in the target market. Besides its flagship Heineken brand, the company has more than 300 products in 190 countries (Heineken, n.d.). The company can use the acquisition strategy to venture into culturally conservative markets and leverage its presence to introduce other products. The acquisition is the most effective strategy for the company to increase its competitiveness in the global market. The long-term goal is to make the company the leader in the beer and beverage market. 
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