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I. Introduction and Decision Problem (one or two paragraphs)
Risking turning into the objective of an unfriendly takeover or on the other hand, being cornered as a little local player in the worldwide lager industry, the Danish Brewer Carlsberg chose in the mid-2000s to venture into the quickly developing business sector to seek after new regions of development. By 2008, this methodology had paid off, and Carlsberg was situated among the five biggest breweries in the world. In the Russian market - one of the quickest developing markets on the planet - Carlsberg had become the market chief. In China - the world's biggest beer market as far as size and populace - the organization had accomplished a 55 percent piece of the overall industry in Western China and worked 20 distillery plants with roughly 5,000 representatives. The goal-oriented procurement procedure applied in developing markets had gotten basic to Carlsberg's business according to future development and benefit. Appropriately, the case centers around Carlsberg's entrance into China, which began as a business disappointment in the eastern piece of the nation yet thusly grew effectively in the west.
 As an extraordinary world leader, Carlsberg was one of the firsts to set up an arrangement to remedy the stagnation of beer consumption in Europe. Carlsberg invested in the Chinese market very early when it established a brewery in Hong Kong, the firm had the bit of leeway to create a solid developing business sector rapidly and the passage for different competitors was exceptionally high. Being a solid global brand, the firm had an extraordinary number of assets and could bear to purchase a portion of numerous neighborhood distilleries first in East China and afterward in the West. Moreover, a couple of years in the wake of investigating the Asian market they turned into the main worldwide pioneer in Western China and possessed a general piece of the overall industry of 55-66%. One of Carlsberg's fundamental resources is the way that they generally financially recover subsequent to running into an obstacle.

Decision Problem
How can Carlsberg maintain its position in the highly competitive market?
How Carlsberg A/S could successfully continue to capitalize on its growing engagement in emerging markets?
How will Carlsberg maintain its position in both Russia and China, yet at the same time expand into other parts of the world?




II. Situation Analysis (SWOT)	
A SWOT analysis is a compilation of your company's strengths, weaknesses, opportunities, and threats. The primary objective of a SWOT analysis is to help organizations develop a full awareness of all the factors involved in making a business decision. Once you've identified your risks, you can then decide whether it is most appropriate to eliminate the internal weakness by assigning company resources to fix the problems, or to reduce the external threat by abandoning the threatened area of business and meeting it after strengthening your business. 
A. Internal Analysis 
1. Strengths
· Geographic presence
· Strong online presence
· Wide product portfolio
· High product quality
2. Weaknesses
· The organization may lose efficiency because of poor inventory management practices.
· Carlsberg is not able to keep up with the growth and development. 
· Requires a large investment.
· The decision making takes an excessive amount of time, causing costly postponements in presenting new items in the market.
B. External analysis
1. Analysis of General Environment

· Opportunities: The exponential development in the populace, and especially in the current or potential client fragments is an extraordinary development opportunity for the Carlsberg brand. The changing client needs, tastes, and inclinations can create an opportunity if Carlsberg has great market information. The advancement of new technology to help the product service production and the delivery procedure can be misused to insert development in business activities. Russia is one of the fastest growing beer markets in the world, and they have taxes imposed on liquor which makes the vodka price increase so the demand for beer increases. The development of new markets and new specialties gives business and product line expansion opportunities. The fewer limits there are and rising worldwide interconnectedness allow the organization to get into the international market; target geographically dispersed customer base and increased profitability.

· Threats:  The changing administrative system and presentation of new stricter guidelines force a significant risk to Carlsberg in emerging markets. It makes consistency with lawful measures increasingly mind-boggling and trying for the business. The inability to comply with ever-changing guidelines raises the danger of costly claims/ lawsuits. The lack of skilled workers in the market can make it hard for the business to find talent with the correct skillset. The expanding number of direct as well as indirect competitors influences the association's capacity to support and grow the customer base. The growing environmental sustainability trends create a significant threat when offered products and services are not environmentally friendly. It draws the negative exposure and criticism from the environmentalists and affects the brand in a competitive market. Also, the taxes policy on alcohol in Russia will lead to a decrease in beer consumption.

2.  Analysis of Industry Environment (Five Forces Model)

Threat of new entrants (Low): The economies of scale are genuinely hard to accomplish in the business in which Carlsberg in Emerging Markets works. This makes it simpler for those already in the market to have a cost advantage. Production is also more expensive for new entrants. The product separation is solid inside the business, where firms in the business sell different products rather than a standard product. Customers additionally search for different items. There is a strong emphasis on advertising and customer services as well. All of these factors make the threat of new entrants a weak force within this industry.

Power of suppliers (Low): Suppliers have low bartering power. Market power drives the cost. There is homogeneous raw material. It is likewise a low changing expense to different suppliers, exchanging costs depend on supplier concentration. Suppliers have little control over prices, and the products supplied are pretty standard, so it makes it easier for buyers to switch supplier, there not much of a difference between them. 

Power of buyers (Low): The number of buyers in the brewery market is much more than the number of firms producing the items. This implies the purchasers have a few firms to choose from, and hence, don't have a lot of authority over costs. The income of the buyer inside the business is low. This implies that most want to buy at low costs, making the buyers more price sensitive. The quality of the items is essential to the buyers, and these buyers make purchases frequently. This means that the buyers in the industry are less price sensitive.

Threat of product substitutes (Low): There are different alternatives/ varieties of brands. Some brands are Heineken, Anheuser- Busch, and SABMiller. There are not many substitutes accessible for the items that are created in the business where Carlsberg in Emerging Markets operates. The few substitutes that are accessible are likewise created by low benefit procuring businesses. This implies there is no ceiling on the maximum profit that firms can earn in the industry in which Carlsberg in Emerging Markets operates. Not many substitutes accessible are of high caliber. Comparatively, firms producing inside the business wherein Carlsberg in Emerging Markets operates sell at a lower cost than substitutes, with satisfactory quality. This implies purchasers are more averse to change to substitute products.

Intensity of rivalry among competitors (High): The very few competitors within the brewery industry have a huge market share in the overall industry. This implies these businesses will take part in serious actions to pick up positions and become market leaders. The techniques of the organizations inside the industry are different, which means they are unique to one another as far as the strategies are concerned. The results in them running head-on into one another with respect to the technique.


           3. Analysis of Competitors  

Carlberg occupies one of the largest market shares in the brewery industry. A    competitive analysis of Carlsberg indicates the competitive effects of the organization.

SABMiller is one of the biggest rivals of Carlsberg. The company has high productivity, which can be observed in the revenue analysis. The company generates 77% more revenue than Carlberg generates.

Anheuser Busch is one of the fastest-growing brewery organizations in the USA. The company owes more than 12 breweries across the USA. However, the company fails to compete with Carlsberg in terms of its revenue. The revenue return of the company is $9.811 billion, while the annual revenue of Carlberg is $13.6 billion.

InBev brewery has genuinely established itself as the most leading brewery brand in the USA. It owns more than 200 standard brewery companies across the USA, which is far more ahead than Carlsberg. Moreover, the revenue return of the company is more than $54 million, which is more than four times bigger than Carlsberg.




III. Strategic Options	
1.Rebranding/ repositioning (Status qua)
2. Diversification
3. Product line extension and acquisition for Russia/ Eastern Europe. 
4. Promote premium products in urban China while promoting low-cost but high-quality products in rural China. 


VII. Intra-Option Analyses

A. Option 1: Rebranding/ repositioning (No change in current strategy)

1. Pros (qualitative and quantitative)
· Carlberg’s in Emerging Markets main focus is to grow revenue, so if the plan they have at the moment is not working, it not a bad idea to rebrand the business to attract new/ more customers. 

· Carlsberg holds is currently the 5th leading brewery company and holds 6% of market share, Anheusher- Busch and InBev NV holds 28%, analyze their branding tactics and figure out ways to use them in Carlsberg’s favor. 

2. Cons (qualitative and quantitative)

· The industry itself does not have a lot of competition when it comes to the quality of beer, so it could be a waste of money to rebrand being that Carlsberg is already in a top position.

· Trying to increase consumption per capita has already been a challenging task, so trying to add extra components can actually decrease it, too much being done at once. 

B. Option 2: Diversification

1. Pros (qualitative and quantitative)

· By introducing new products, exploring new regions or targeting new groups of customers, you can expand your customer base

· Diversifying business revenue stream is crucial because, it reduces the chance of sales drying up. 

· Best to avoid excessive dependence on a single revenue source, stabilize their financial positions, and thereby reduce the risk of financial crises

2. Cons (qualitative and quantitative)

· On average 75% of businesses fail at launching new initiatives and markets. 

· It can take time and experience to identify what Carlsberg’s strengths (or strategic assets) are, by which time they might be reluctant to change the strategy to make the most of any wasted opportunities.

· It may be more profitable for Carlsberg to focus their resources, such as time and money, on excelling at one core product and becoming an industry leader versus a jack of all trades, master of none.

C. Option 3: Product line extension and acquisition for Russia/ Eastern Europe.

1. Pros (qualitative and quantitative)

· Line extensions may be the answer to building sales and moving Carlsberg in a whole new direction.

· Companies don't have to own a large business to benefit from this kind of expansion. 

· The amount of product items (or line extensions) in a product line can attract buyers with different preferences, increase profitability because of market segmentation and, for some businesses, even out seasonal sales patterns. Adding new products to Carlsberg’s existing product line can also help them compete more broadly in the brewery industry.

· Acquiring an existing entity can often overcome formerly challenging market entry barriers while reducing risks of adverse competitive reactions.

2. Cons (qualitative and quantitative)

· There's the potential for overextension-new products may cannibalize sales of older ones, or Carlsberg’s resources may be disproportionately siphoned off for slower-moving products.

· Under some circumstances, the cost of acquisition can climb steeply, well beyond earlier projections

· When an acquisition brings together diverse product or service lines, there can be difficulties in managing resources and competencies.


D. Option 4: Promote premium products in urban China while promoting low-cost but high-quality products in rural China.

1. Pros (qualitative and quantitative)

· China is known to have low cost production.

· Promoting low cost products in rural China may result in more people in the small area to want to buy. 

· Promoting premium products in urban China is smart because, the more urban a place is the higher products are for any brand. So, it wouldn’t be unusual for the communities. 

2. Cons (qualitative and quantitative)

· Low cost production does not mean the quality is high, in fact it’s often the exact opposite. 

· In contrast to low cost in rural areas resulting in more people wanting to buy, it may raise a concern in the quality of the product. 

· Just because the product is premium, doesn’t mean that the people will want to pay premium prices for non-materialistic products. Once it’s gone, it’s gone, there is nothing to show for.  



	Scale of 1-10
1=low
10=high
	How close is this suggestion to the company’s end goal?
	
Chance of it being successful
	Chances of Carlsberg still being a leader within the industry
	
Total

	Rebranding/ repositioning
	9
	8
	9
	26

	Diversification
	8
	9
	10
	27

	Product line extension and acquisition for Russia/ Eastern Europe
	8
	7
	8
	23

	Promote premium products in urban China while promoting low-cost but high-quality products in rural China.
	6
	6
	7
	19


VII.  Inter-Option Analysis and Recommendation (Suggestion: Select 3 – 5 criteria on which to evaluate the options. Evaluate each option on these criteria using a rating of 1 – 10, with 1 = low rating and 10 = high rating). Calculate sum for each option.  Select option with highest rating.

My recommendation would be to create a more diversified business. Right now, Carlsberg is focus strictly on the Brewery industry, but if they introduce new products, explore new regions or target new groups of customers, Carlsberg can expand their customer base, which has a good chance of increasing revenue. 


VI. Implementation Plan
	 As stated before, Carlsberg’s should they introduce new products, explore new regions or target new groups of customers. Carlberg should come out with different type of drinks like healthy ones, and anything non-alcoholic. It would be a good strategy to have several different products under their brand. Carlsberg should explore new regions by looking into other places that doesn’t really drink beer, and maybe introduce the potential consumers to it. Of course, Carlsberg will have to go about it very carefully, respecting cultures and their morals. Targeting a new group of customers goes back to introducing new products, different products allow for different types of customers to be allotted. The main thing is to expand products to expand growth Diversifying business revenue stream is crucial because, it reduces the chance of sales drying up. It is best to avoid excessive dependence on a single revenue source, stabilize their financial positions, and thereby reduce the risk of financial crises

VII. Plan for Assessing the Performance of the Firm after Implementation 
[bookmark: _GoBack]	Once the plan is in action, Carlsberg would need to look at revenue trends for the past five years and see if diversification is helping with the goal of expanding consumption per capita. It is important to look at their income statement and statement of retained earnings as well. The firm will need to look at the income statements to get a closer look at profit and loss. On the other hand, the firm would need to look at the statement of retained earnings to see the changes in the retained earnings over the 5 years whether that be an increase or decrease. It's important to keep in mind that major events in the industry target marketplace (e.g. competitor consolidation, acquisition of a major customer) or in the broader environment should trigger a review of Carlsberg’s strategic objectives. Regardless of whether or not there are fixed time intervals in the business plan, it must be part of a rolling process, with regular assessment of performance against the plan and agreement of a revised forecast if necessary.
