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Anheuser-Busch Company is one of the world’s largest brewer. It has more than 200 beer brands in its portfolio. Besides many beer brands that it offers, the firm gives credit to its flagship American beer, Budweiser. Budweiser is a globally adored beer brand that formed 9.2% of the group’s total sales last year, with nearly half of the net volumes sold in U.S. As a result of economic fluctuations in the U.S domestic market during the recession, the total sales for Budweiser declined (Siegel et al., 2016). The status was further worsened by increased health concerns which slowed the rate of beer consumption in the U.S. The Anheuser-Busch company is still focusing on restoring dignity of its product through intensified advertisement thus achieving from its main product the "Great American Lager.”
Target markets.
Anheuser-Busch Company has recorded declining volume of sales in the recent past. As a result, the management aspires to diversify consumption of Budweiser across demographics. The company is targeting young customers among other populations to boost Budweiser sales. According to research, young beer drinkers has served as a market gap that has not been utilized in the recent past.  It has been identified that reduced consumption of Budweiser amid the young customers is a key reason for declines in the past years. To spur Budweiser sales, the company added approximately over 4.3 million young beer drinkers last year, with the largest number comprising of Baby Boom aged 22to 27 years. Young customers make 15% of the total Budweiser market, and the population is slowly increasing each year (Taylor, 2016). Also, Budweiser has established its loyalty across older generations. The brand also finds its market across sports fans, some critical states, and other niche markets.
As stated earlier, Anheuser-Busch is an international beer brewer. Besides having larger access to the American market in the U.S., the company has taken a closer aim to foreign beer markets. The company has wider access to overseas markets such as China, Brazil, Argentina, Japan, Belgium, Canada, and Ireland – where the Anheuser-Busch firms have dominated with the flagship brand.
Anheuser-Busch has stretched it performances to overseas markets due to the increased number of young people in foreign countries who are more likely to taste and experiment the Budweiser in new markets. Moreover, Anheuser has adopted aggressive marketing strategy to the young customers, upscale together with a better educated slice of the global population, the same customers who value imported liquor. Budweiser is truly global brand sold in many restaurants, nightclubs and deports at a quality price. The brand has adorable after swallow taste which grabs customers loyalty. Moreover, the company can conquer increasing competition in the world markets thus achieving greater strength in overseas markets.
Anheuser-Busch Company has tried to market the “Great American Lager” through various marketing strategies. As such, Anheuser has affiliated Budweiser carefully with popular sports events through sponsorship. It the high-class beer sponsor for Copa America games in South America. It is the sole sponsor for horse competitions in Ireland and many American football matches in England. All these steps have been cultivated to market the firm’s brand. According to Sauer (2017), Anheuser has made other efforts to drive Budweiser sales in overseas. It has made equity investments with other beer brewers, particularly the top-selling imports in U.S. such as Corona.
Anheuser has strategized to dominate the American beer markets. This is through strategies such as ownable platforms, one-of-a-kind, and digital content. This is by targeting future advertisements for Budweiser specifically at the younger customers by adopting slogans such as “the king of beers” which is more interesting to the population (Burmann et al., 2017). 
Anheuser has staged powerful consumer strategy influences on a data propelled approach that helps in comprehending the opportunities within customer bases to drive marketing as well as business sales volume. The desire is to enhance business transformation through encouraging people, technologies, and processes necessary to embrace the brand. In this approach, the company has had incremental gains from the brand.
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