Nearly a century and a half old, Anheuser-Busch Company, Inc. is the world’s largest brewing company.  The company operates fourteen breweries, twelve in the United States and two overseas.  The focus of Anheuser-Busch’s operations and resources is beer, adventure park entertainment and packaging, though the company has interest in other areas.  Throughout its life span, Anheuser-Busch has been involved with aluminum beverage container recycling, malt production, rice milling, real estate development, turf farming, creative services, metalized paper label printing and transportation services.  Above all other aspects, Anheuser-Busch is best known for its beer operations.  


Eberhard Anheuser (1805-1880), a successful businessman, financed a loan in 1860 for a struggling local brewery.  Four years later, his son-in-law, Adolphus Busch, joined the company as a salesman, but eventually became a partner and then president of Anheuser-Busch.  Busch was the driving force behind the company’s operations, as he is credited for taking a struggling brewery, transforming it into an industrial giant and creating a vision for a beer that would appeal to a national audience.  He built a network of rail-side icehouses to cool cars of beer being shipped long distances, along with launching the industry’s first fleet of refrigerated freight cars to accomplish his dream of a national beer market.  Busch also pioneered the use of pasteurization to ensure beer’s freshness wherever it was consumed.  


In 1876, Busch and a close friend, Carl Conrad, created Budweiser, which has evolved into the largest selling beer in the world.  They then went on to create another beer brand, Michelob, which was developed as a “draught beer for connoisseurs.”  


The company has been very successful since it’s beginning, as several generations of Busch’s have guided it throughout the past century and a half.  The company is currently under the leadership of August A. Busch, III and has opened three breweries, acquired one and introduced numerous other beer products under his guidance.  Anheuser-Busch also acquired SeaWorld, making it one of the largest theme-park operators in the country.  The company’s present-day success comes from launching the largest brewery-expansion projects in Anheuser-Busch history, diversifying into international brewing and marketing, container recovery, and metalized label printing and creative services.  


Today, Anheuser-Busch brews approximately 30 beers in the United States, which are broken down into several categories: the Budweiser family, the Michelob family, specialty beers, non-alcoholic brews, the Busch family, the Natural family, malt liquors, special malt beverages, and alliance partner products.  Of all the beers, Budweiser, “The King of Beers,” leads the U.S. Premium beer category and outsells all other domestic premium beers combined.  


Anheuser-Busch established international operations in 1981 and currently sells beer in more than 80 countries.  Anheuser-Busch International, Inc. is responsible for the company’s foreign beer operations and employs more than 1,100 people in the international marketplace.  The company operates two international breweries, one in China and one in the United Kingdom.  


The company’s mission is to “be the world’s beer company, enrich and entertain a global audience, and deliver superior returns to our shareholders.”  Anheuser-Busch believes it accomplishes this mission by establishing unsurpassed quality and having an innovative approach, both long-standing strategies at the company.  “The Anheuser Busch story is one of remarkable achievement.  It is a story that embodies solid values – family tradition, vision, courage and integrity.”  

Primary Competitors


Because Anheuser-Busch competes domestically and internationally, as well as in multiple segments, it has many competitors, the majority of which are in the brewing business.    

National


Anheuser-Busch holds 48.3% of the US market followed by its major competitors Miller Brewing Company with 20.9% and Coors Brewing Company with 11.5%.  As shown below, its brands are the leaders in the major U.S. beer pricing categories of premium regulars (Budweiser), premium lights (Bud Light) and subpremiums (Busch and Natural Light brands).

Top 10 U.S. Brewers 2000 

(Includes export volume)

	Rank
	Brewer
	Share
	Volume

(millions of barrels)

	1.
	Anheuser-Bush
	48.3%
	98.3

	2.
	Miller
	20.9%
	41.6

	3.
	Coors
	11.5%
	23.0

	4.
	Pabst
	5.3%
	10.5

	5.
	Genesee
	0.6%
	1.4

	6.
	Boston Beer Co.
	0.6%
	1.1

	7.
	Latrobe Brewing
	0.5%
	0.9

	8.
	D. G. Yuengling
	0.5%
	0.5

	9.
	Sierra Nevada
	0.3%
	0.5

	10.
	Minnesota Brewing 
	0.2%
	0.4


National Premium Regular 
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The Budweiser brand leads the U.S. Premium beer category.  It holds 75.1% of total sales in this category and outsells all other domestic premium beers combined, considering one in every five beers sold in the United States today is a Budweiser.  Budweiser’s major competitors in the premium beer category are Miller Genuine Draft with 11.1% of the market, Coors Banquet with 3.9% and Icehouse with 3.8%.  All are represented in the following graph:

National Premium Light  

Bud Light is the second largest beer brand in the world behind Budweiser.  It is number one in the U.S. Premium Light beer category.  After being introduced by Anheuser-Busch in 1982, Bud Light became the country’s number one light beer in 1994, and has grown at a double-digit pace for the past eight years.  The major competitors of Bud Light are shown below, Coors Light with 25.1% of the market and Miller Light with 24.2%.
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National Subpremium
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Busch beer, as shown below, is the country’s largest-selling subpremium-priced beer in all major demographics.  Busch was introduced by Anheuser-Busch in 1955.  Together with Natural Light, introduced in 1977, Anheuser-Busch owns 43.2% of the U.S. market of Subpremium beer.  Anheuser-Busch’s major competitors in the Subpremium category are Miller High Life with 10.4% of the market, Milwaukee’s Best with 6.3% and Keystone Light with 4.5%.
International


Anheuser-Busch is the largest beer manufacturer in the world.  As mentioned earlier, it has two breweries overseas, one in China and one in the United Kingdom.  Anheuser-Busch also has 50.2% direct and indirect interest in Grupo Modelo, Mexico’s largest brewer and the maker of Corona, the leading imported beer in the U.S.  

Budweiser is growing into a leading international premium beer brand, since it is now brewed in 10 markets outside the U.S.  The largest international markets for the brand are Canada, the United Kingdom, China and Ireland.


Anheuser-Busch holds 10.7% of the worldwide beer market, followed by Heineken with 7.1% of the market, Interbrew with 4.7%, Cia. de Bebidas das Americas with 4.4% and Miller Brewing Company with 4.3%.  All figures are shown in the following chart:

Top 10 Brewers Worldwide

	Rank
	Brewer
	Country
	Share

	1.
	Anheuser-Busch
	United States
	10.7%

	2.
	Heineken
	Netherlands
	7.1%

	3.
	Interbrew
	Belgium
	4.7%

	4.
	Cia. de Bebidas das Americas
	Brazil
	4.4%

	5.
	Miller Brewing Company
	United States
	4.3%

	6.
	South African Breweries, Ltd.
	South Africa
	4.1%

	7.
	Carlsberg
	Denmark
	2.9%

	8.
	Grupo Modelo
	Mexico
	2.7%

	9.
	Foster’s Brewing Group, Ltd.
	Australia
	2.4%

	10.
	Kirin Brewery Co. Ltd.
	Japan
	2.2%


Financial Indicators

The longevity of Anheuser-Busch can be seen through its financial indicators.  Its large size is obvious through its assets and net income, $13,084,500,000 and $1,551,600,000 respectively.  This past year, Anheuser-Busch had $12,261,800,000 in net sales, up 4.8 percent from 1999.  The company’s continuing growth helps make it one of the most respected companies on the Fortune 500.  Its financial highlights, in the following chart, are a strong point for attracting investors to Anheuser-Busch.   

	                      2000 Financial Highlights
	

	Year Ended December 31 (in millions except where noted)

	
	
	

	Barrels of beer sold:
	

	Domestic
	
	98.3

	International
	
	7.3

	   Worldwide A-B brands
	105.6

	International equity partner brands
	15.7

	   Total brands
	121.3

	 
	 
	 

	Gross sales
	
	14296.6

	Excise taxes
	2034.8

	Net sales
	
	12261.8

	Gross profit
	
	4669.5

	   As a percentage of net sales
	38.10%

	Operating Income
	2494.7

	   As a percentage of net sales
	20.30%

	Equity income, net of tax
	200

	Net income
	
	1551.60%

	Diluted earnings per share
	1.69

	Operating cash flow before

	        change in working capital
	2230

	Earnings before interest, income taxes 

	        depreciation and amortization
	3621

	Return on shareholders equity
	38.50%

	Return on capital employed
	15.60%

	Total Assets
	13084.5

	Debt
	
	5374.5

	Capital expenditures
	1074.5

	Depreciation and amortization
	803.5

	Common dividends paid
	571

	     Per share
	0.63

	Total taxes
	
	3086

	Diluted weighted average shares outstanding
	919.7


The company’s three main segments, beer, adventure park entertainment and packaging, make up the majority of its business.  Beer manufacturing generates 80.3 percent of Anheuser-Busch’s sales, packaging accounts for 13.3 percent and entertainment makes ups 5.5 percent.    

Anheuser-Busch has maintained its growth and earnings in the past year, despite the wake of September 11th, and it recently released reports expecting the company to reach its projected quarterly earnings.  Its stock price has remained fairly stable over the past year, even with the drop in the economy.  As shown below, the stock was at 44 in August 2001; it is now at 42.6.   In comparison to the industry, Anheuser-Busch has remained strong, has kept well above the S&P 500 average and has continued to gain a significant amount over the average during the past year. 
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Corporate Identity System


Anheuser-Busch’s corporate identity system is integrated throughout several of its products, but isn't present on all of them.  As a result, the company's image isn't as familiar to people as some of its products' logos, such as the Budweiser or Michelob symbols.  Though this could be a negative perception, it is positive for Anheuser-Busch.  If consumers associated Anheuser-Busch with all of its individual beers, it may not have such a large market share.  As it is, all of its beers hold strong differentiation in the consumer's mind.  For instance, a consumer probably doesn't know that Anheuser-Busch owns Bud Light, Michelob Light and Natural Light. Therefore, if someone usually drinks Bud Light, and wants a change, he could choose Natural Light and never know the same company makes that product.


  The corporate logo for Anheuser-Busch is known as the         

"A & Eagle" logo.  It consists of a red capital “A” with a star above it 

and an American eagle spreading its wings coming through the middle

of the “A”.  Though this is the main corporate logo, most people do not associate this logo with Anheuser-Busch, even though it is present on the Budweiser, Michelob and Michelob Light products.  The Bud Man is another company image that has been associated with Anheuser-Busch for more than 30 years.  He is known as the "Dauntless Defender of Quality" and promotes the "King of Beers". 


Instead of having familiarity with the corporate logo, most people have strong associations with the individual beverage logos.  There are 30 individual beverages, each with its own logo.  Of these 30, people can easily identify the logo of the largest-selling beer in the world, Budweiser.  Not only is Budweiser's nameplate recognizable, but other images also provide connections with the beer, such as the Clydesdales, the "Whassup?!" boys and the talking frogs.  This is good for 

Anheuser-Busch because it doesn't have to depend solely on 

people recognizing its logo.  Instead, the company knows there 

are many different things constantly reminding consumers of its products.    
Strengths of the Anheuser-Busch Reputation

Anheuser-Busch has always set high standards for other breweries to follow, specifically gaining positive name recognition.  The company has a huge strength that rests solely in its own name, along with its many popular beers.  It has become extraordinarily renowned, with very few companies carrying the same fame of Anheuser-Busch.  Everybody knows the name, everybody knows what Budweiser is and its products are available everywhere, including Europe and other continents around the world.  This is now an effortless strength for Anheuser-Busch since the company's recognition can only continue to grow as people spread the word and continue to buy its products.  

Anheuser-Busch has been able to create the best name recognition in the beer industry, Budweiser, because of its ability to earn profits.  Anheuser-Busch has a large target market, from college students who like its beer, to grandparents and children attending its theme parks, Bush Gardens and Sea World,  

Anheuser-Busch has achieved both horizontal and vertical integration of products.  It owns the environmental company that produces the hops and barley that is sent to its breweries for canning.  The finished product is then shipped out by its own trucking companies, and after consumption its recycling plant helps to break down and rebuild new cans for further use, all examples of vertical integration.  Anheuser-Busch also owns theme parks, breweries, and resort areas, examples of its horizontal integration.  

Anheuser-Busch has been a large contributor to many relief and awareness efforts.  It has given over 350 million dollars in the past twenty years to alcohol awareness and underage drinking programs.  Since September 11th, it has donated 8.4 million dollars to the relief efforts and fight on terrorism.  It is also giving free admission to all relief workers and their families involved in the bombings until the end of 2001.   

Additionally, Anheuser-Busch is one of the leading partners with professional sporting teams and sponsorship.  Just this year, Budweiser became the official beer partner of the NBA.  When games are on television for both football and baseball many of the Anheuser-Busch names are flashed when cutting to a commercial, giving the already well-known name even more recognition. 

Weaknesses of the Anheuser-Busch Reputation

Several internal weaknesses may be a problem for Anheuser-Busch; however, its unionization and its size are the most obvious weaknesses of the company. 

There have been pending issues between Anheuser-Busch and the International Brotherhood of teamsters union regarding charges and litigation with National Labor Relations Board. Although it has been a minor issue, the problems have been present over the past three or four years with both sides unable to reach an agreement. 

 Anheuser-Busch has tried working with the union to make conditions favorable for both the company and the employees. Just recently, the two sides reached an agreement for the next few years, but it is an ever-present issue and a weakness for the company since it is forced to spend money and time litigating, fighting and negotiating with the union. 

Anheuser-Busch has great internal relations, but it is feasible that the diversity and breadth of its subsidiaries create tension.  It is complicated for a company who owns everything from media to beer distributing to theme parks to keep everyone on the same page. 

Because of its size, a lot of effort must be made to ensure all subsidiaries keep up with the Anheuser-Busch vision in order to uphold its values and mission.  If communications are not constantly monitored, things could very easily turn negative. Open, upward lines of communication must be maintained and updated for Anheuser to continue being a successful and diverse company.

Opportunities to Improve Reputation

The opportunities that Anheuser-Busch has to improve its reputation arise from its threats.  Social consciousness about alcoholism, underage drinking and drinking and driving problems are potential threats.  Environmental issues and minority support in businesses are also important issues where Anheuser-Busch can improve its reputation. 

Anheuser-Busch has several programs designed to address these issues.  It has an extensive college programs to combat underage and binge drinking, a number of environmental awareness programs and a program supporting women and minority business owners. 

Although these programs are in place, the common public is not aware of the effort Anheuser-Busch takes to support the community.  Anheuser-Busch has a large opportunity to improve its reputation through general awareness of the positive programs it offers.     

Threats to its Reputation

The main threats to Anheuser-Busch’s reputation result from it primarily being a beer manufacturer, but threats also arise from microbrewers.  Furthermore, sometimes the appropriateness of having beer sponsored events, theme parks and sports teams is questioned. 

The general public sometimes raises the point that Budweiser sponsored events such as concerts or charity fundraisers, promotes drinking among underage people.  Theme parks, which are family oriented, likewise have the same problem.  Children see that everything is “Budweiser,” and some parents feel uncomfortable having their children associate fun with drinking.  This problem also arises when Anheuser-Busch sponsors sports teams and events.  There is less of a liability to our reputation, but people still question how ethical it is for a beer company to the support their children’s favorite teams. 

Since more microbrewed beers and breweries are being created all over the country, Anheuser-Busch has had to face the threat of people switching from the plain, identical tasting beers of Anheuser-Busch to the individual and distinctive taste of microbrewed beers.  This was such a huge threat to this beer-producing giant that Anheuser-Busch began making its own microbrewed beers.  Though microbrews remain a strong competitor, Anheuser-Busch has given them the competition right back.  

Another threat arises in the promotion of products.  Underage drinking and drinking and driving are serious problems that have effects on our sales and reputation.  Alcoholism and binge drinking on college campuses also damage the company’s reputation and put it in the position of being criticized and blamed for promoting drinking. 

Public Relations Campaign Recommendation

Goal:  Make the publics aware of the positive public works programs that 
Anheuser-Busch has established in its company and bring more attention to the recognition it has received for its efforts. 

Publics:  The key publics are consumers, potential consumers, employees and investors. 

Key Message:  Anheuser-Busch takes a proactive approach to preventing and reducing underage and binge drinking, protecting the environment, and supporting minority businesses.  It has developed several programs and received multiple awards for its work in these three areas. 

Objective:  To increase public awareness by 40 percent of Anheuser-Busch’s efforts to lower the frequency of underage drinking and binge drinking, to protect the environment, and to support minority businesses by November 2002.

Strategy:  To utilize media outlets to make consumers and potential consumers aware of Anheuser-Busch’s positive pro-community programs. 


Tactics:

· Informational advertising campaign featuring the accomplishments of our programs in the areas of alcohol abuse prevention, environmental works and minority business partnerships

· Spotlights on news shows, like 20/20, about our programs

· Feature articles in the top 5 news magazines, such as Time and Newsweek 

Strategy:  Using face-to-face communications to make our employees educated and knowledgeable about our programs, thus using them as a tool to reach other publics.


Tactics:

· Special event where employees voluntarily participate in community service programs so they learn about the different programs offered

· Bumper sticker campaign giving employees free bumper stickers that promote programs in alcohol abuse awareness, environmental work, and the support of minority businesses

Strategy:  Using interactive methods to inform investors about the company’s community programs. 


Tactics:

· Speakers at meetings that represent each program in the area of alcohol abuse prevention, environmental works, and support of minority businesses

· Three themed meetings, in each of the areas to promote awareness.  Each meeting will highlight a different program topic

· Three themed quarterly reports to coincide with the meetings, again highlighting the company’s programs, printed on recyclable paper 
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