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1. Objective
Short term
· To create awareness of its flagship product among young drinkers.
· To push other company brands to reduce its reliance on the core Heineken brand.
Long-term
· Brewing a Better World is Heineken’s long-term, integrated approach to creating genuine shared value for all our stakeholders
Mission
· To always refresh our consumer with trusted quality beer brands while being committed to our stakeholders.
Vision statement
· To Brew a Better World across the entire value chain, from Barley to Bar Strategy
Business summary
· The Heineken breweries limited is an international leading blended branded alcohol beverage business with an outstanding collection of brands that range from beer, spirits and adult non-alcoholic drinks (ANADs) reaffirming our standing as a total adult beverage (TAB) company.
Target market 
· In the Retail segment majority of its customers is in the age group of less than 34 years. The brand serves customer segments such as Retail and B2B. It makes its offerings to Restaurants, Hotels Chains, Bars, and Super Market Chains in B2B Segment.
Industry analysis
 The company has a good bargaining power over the rest thus, it is able to generate profit
Business model
The company wishes to develop a global presence where it will be able to maintain a premium position
Competitive analysis
· The company has a logistic tie-up for distributing its brands. The company is competing on the basis of availability, alternatives to products, SKU’s like that of bottles, cans, and kegs, reach in a number of countries etc.
· According to forecast, a sluggish sales growth is expected for the next fiscal years.
· The company is in debt and has limited leeway for investment
· The group's high margin levels account for strong profits.
· Analysts covering this company mostly recommend stock overweighting or purchase.
Competitive position
· The Company has associated itself with many renowned events through partnerships & sponsoring across different sectors entities such as that of Formula 1, UEFA Champions League, Rugby world cup, James Bond Spectre.
· With the wide portfolio of brands in each products category such as Craft & variety Cider Brand, International & Regional Brands is what helping the brand in retain its customers and increasing the share of heart leading to share of mind and share of wallet.
Competitors
· The company faces three competitors, they include; SABMiller, Grupo Modelo, and Coors
Trade-offs
The company needs to work on the trade-off on the company’s culture to enable changes in the firm’s decision-making process.
Conclusion and recommendations
· The beer industry is undergoing a lot of change due to the furious wave of consolidations where the bigger brewers are acquiring or merging with their competitors in order to become global players.
· 
· 	The company’s revenue is expected to rise after the new branch is opened. The Ethiopian Branch will open the African market and thus enable the company to leverage in it in order to increase revenue.
2. The five –forces are;
· Competitive rivalry. When competition rivalry is intense, companies can attract customers with aggressive price cuts and the high impact marketing campaigns. When marketing with lots of suppliers, the company is bound to lose its suppliers when they are not getting good deals.
· Supply power. This force is determined by how easy these suppliers can raise their prices. With multiple suppliers to choose from, the company will switch to cheaper alternatives.
· Buyer power. Buyer power is the ease with which buyers can drive down the pricing of your products. This is determined by how many buyers there are in the market and how much it would cost them to switch to the competitors’ products
· The threat of substitution. This refers to the likelihood of your customers finding a different way of doing what you do.
· The threat of New Entry. Your position can be affected by people's ability to enter your market.
3. Combination of global strategies adopted by Heineken for its diverse portfolio of brands.
Heineken has adopted a variety of strategies to enable it to gain market share namely;
· The company has also been able to market itself through the use of its premier brands which have proved to be very successful. These brands have helped from a strategic sustained strategies strategy to gain the upper hand over the competitors. It has distinguished its products from its competitors through excellent design. the bottling bottles are easily hand-picked from the rest of the beer brands
· [bookmark: _GoBack] It has used cross boarder deals to ensure that its brands are found in almost each country
· The Unique brand positioning of the stubby green Heineken bottle is among the few beer bottles which received instant recognition
·  The company comes up with policies and procedure regularly which will ensure that all the company employs representatives and management are on the same page and are able to work towards achieving the set objectives.
· The company utilizes a clear policy on hedging transitional exchange risks to delay the effect of the financial results
· Heineken has also utilized technology to position itself in the market. As its plants are operated worldwide, the new technology has enabled communications from over the world.
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