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Abstract 

The ultimate goal of any business establishment is to remain in business profitably through 
production and sales of products or services. Without optimal profit, a business firm cannot 
survive. One of the core activities in a business company to stay in business is having a well 
developed   marketing strategy.  The ultimate success or failure of a company depends on   its 
marketing strategy. So, it should be implemented effectively to achieve the company’s 
objectives. Having this in mind, the study has been designed to assess the marketing strategy 
practices of the St. George Brewery factory (BGI) in light of an integrated framework. Both 
primary and secondary data collection instruments were used to collect data. Closed ended and 
open ended questionnaires along with interviews were used for the purpose of data collection. 
The selections of the respondents were carried out by using purposive sampling research method 
because no other departments were concerned about marketing strategies and the researcher took 
all the respondents of marketing staffs as a total population of the study. The St. George 
Brewery’s marketing strategy is effectively practiced by its employees and managers because 
they are committed to work and the smooth communication flow between marketing and other 
departments are the main important issue for the success of the work.  It provides quality 
products with affordable prices by promoting its products by using high and effective adverting 
mechanisms with the determination of the buyer’s accessibility to the products. Even though the 
marketing strategies of the company are effectively practiced, there are some problems that the 
company faced while implementing it. These are; Infrastructure problems, Economic problem, 
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Intensive competition in the market, Shortage of raw materials, Seasonality  of consumption, 
Socio cultural problems and the time and cost of awareness creation for the customers.  
 
Key words: Marketing mix, Target marketing, St. George Brewery, Marketing Strait 
 
INTRODUCTION 
With the growing competition in the domestic and international markets, more demanding and 
assertive customers, rapid advancement in technology, changing government policies and laws, 
the marketing environment has changed dramatically and is becoming more turbulent Marketing 
is a major stakeholder in new product development, customer management, and value. Supply  
chain management and marketing strategy provides basis for gaining a competitive advantage by 
delivering superior value to customers. Therefore, to deal with the current challenges, the 
businesses must have more distinctive and purposeful marketing strategies and should be 
effectively implemented (Jain, 1997).  As a part of the strategic planning process, a company has 
to formulate a marketing strategy before entering into a new market. For company marketers, 
formulation of a good marketing strategy is of big importance since it contributes benefits, 
including raising the efficiency of new  products launches, cost reduction, improved product 
quality and market share. So, before beginning to develop new products, the entrepreneur must 
show that the product will be accepted by a target audience and their marketing strategy will 
accomplish this goal (Zelalem, T. and Negi, R. 2009). Strategic marketing planning consists of 
mission and vision statements for the selection of target markets, formulation of specific 
marketing mix and positioning objective for each product the company will offer.  Additionally, 
organizations consider internal strengths and how these strengths can be leveraged through 
strategy to achieve sustainable competitive advantage. Globalization and deregulation of many 
economies, companies all over the globe is facing severe competition, no matter the industry, 
consequently, marketing strategy has become more important for companies to continue and 
being profitable. Marketing strategy includes price reduction for market growth, product 
differentiation, market segmentation, as well as numerous specific strategies for specific areas of 
marketing. Therefore, marketing strategy is most effective when it is an integral component of 
corporate mission, target marketing, marketing mix and defining how the organization will 
successfully engage customers, prospects, and competitors in the market arena (Dibb, S. 2005).    
 
Statement of the Problem 
It is natural that every business organization whether small or large, private or government, 
domestic or international operate in a turbulent and uncertain environment. In the context of 
changing   customer   expectations,   technological   discontinuities,   increasing   environmental 
uncertainties, business managers have a big challenge of making the right strategic choice and 
setting their strategic priorities in order to allocate their resources to different functions in an 
efficient manner for business success. Due to this, managers must develop new tools, new 
concepts, new   strategy   and   the   new   mindsets   to   cope   with   the   turbulent   and   
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chaotic environments leading to discontinuous change (Jain, 1997).  
 
Objectives of the Study 
The general objective of the study is to assess the marketing practices of St. George Brewery 
factory (BGI) and to identify whether it is aligned with the target marketing, marketing mix and 
corporate mission to satisfy customer requirements. 
The specific objectives are: 
 To identify the company’s marketing mix strategies that will appeal to the target market. 
 To investigate how the company strategically positioning and segmenting the market to  

            achieve its objectives.  
 To explore the various factors to be considered in marketing strategy that will help the 

future researcher.  
 To identify problems by faced St. George Brewery in encountering the marketing strategy 

implementation.  
 
Scope of the Study 
It includes the marketing strategies practiced in the St. George Brewery to achieve its stated 
goals that aligned with target market positioning, segmenting and the marketing mixes to satisfy 
customer requirements. The study was delimited to the marketing strategy practices by the 
organization’s side with concerned employees (marketing department staffs and managers). The 
focus of the study was also delimited to the data obtained from the rates using questionnaires and 
interviews in the Addis Ababa branch only.  
 
Significance of the Study 
Without optimal profit, a business firm cannot survive. One of the core activities in a business 
company is having a well developed marketing strategy. The ultimate success or failure of a 
company depends on its marketing strategies. The initial investigation revealed that much has not 
been done on this core activity  or at least, it has been a neglected area. The study was therefore, 
intended to help the company management to redirect their attention to this highly essential 
function.  The study was focused on how marketing mix, corporate, mission, and target 
marketing used in order to enhance, maintain and attract customers and to identify how those 
tools should affect their marketing strategy and under taking such study is very crucial for any  
business entity so as to shape its marketing strategy. The study was worth doing because it was 
helped the company to look at its problems, to take in to the alternative consideration, and to 
give basic knowledge about marketing strategy and their significance in the Brewery industry. 
The study was also contributed towards the advancement of theoretical knowledge and served as 
a reference material for similar studies in future. 
 
Limitation of the Study 
Lack of cooperation and commitment to fill the questionnaires from respondents. Most of the 
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respondents have not devoted their time to provide the researcher with the relevant information. 
Possibilities of biased opinions from the respondents, managers were not open in order to give 
answers. The study was also conducted only with marketing department but not from other stake 
holders of the company. 
 
Review of literature  
When we start marketing strategy, the same term apply to the words “objective” and “strategy”. 
The   marketing objectives are the aims, the goal to which the entire marketing effort of the 
organization is directed. Marketing strategy therefore refers to the means by which the marketing 
objectives will be achieved. The same short hand will also apply; the marketing objectives must 
begin with the word “To...” and the marketing strategies with the word “By” (Paul Fifield 1994, 
p.174). While all marketers do not agree on a common definition of marketing strategy, the term 
generally refers to a company plan that allocates resources in ways to generate profits by 
positioning products or services and targeting specific consumer groups. Marketing strategy 
focuses on long term company objectives and involves planning marketing programs so that 
they help a company realize its goals. Companies rely on marketing strategies for established 
product lines or services as well as for new products and services. Marketing strategy determines 
the choice of target market segments, positioning, marketing mix, and allocation of resources. 
Marketing strategy encompasses selecting and analyzing the target market(s)  and creating and 
maintaining an appropriate marketing mix  that satisfies the target market and company. (Paul 
Fifield 1994). According to Mc Donld, Marketing strategies are the means by which marketing 
objectives will be achieved and are generally concerned with the four major elements of the 
marketing mixes; product, price, promotion and place (Malcolm McDonald and Ian 
Dunbar,2007). In the word of Kotler, marketing strategy is the marketing of logic by which the 
business unit expects achieve its marketing objectives. Marketing strategy consists of marketing 
decisions on the business’s marketing expenditure, marketing mix and allocations in relation to 
expected environment and competitive conditions (Philip Kotler, 2007) 
 
Research Methodology & Research Design 
The study has adopted a case study of research design by using both qualitative and quantitative 
to obtain the desired results of the company and to explore detailed evidence about the problems.  
In the course of analyzing the problems, both primary and secondary data collection procedures 
were employed. To achieve this goal, questionnaires, interviews and document reviews were 
going to be the main tools.  
 
Sample and Population 
The target populations of the study were managers and employees of the marketing 
department in St. George brewery. The populations of the study were 48 who are working in 
corporate sales and marketing department. The selections of the respondents were carried out by 
using purposive sampling research method because no other departments were concerned about 
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marketing strategies and the researcher took all the respondents of marketing staffs as a total 
population of the study. In addition to this, the data was collected by using interview from 
marketing managers and regional sales managers of the company. 
 
Data collection Instruments 
In order to gather the data from relevant sources, both primary and secondary data collection 
instrument are used. The primary data conducted in the form of personal interviews with 
marketing managers and closed and open ended questionnaires were distributed to marketing 
department staffs. On the part of secondary data, written documents on corporate strategies and 
marketing   strategies,   different   reference   books,   journal   articles,   Internet   web   sites,   
policies, procedures, and document reports from BGI was referred. The information that was 
obtained by using both instruments was integrated during data presentation and analysis phase. 
 
Method of Data Analysis  
The collected data was analyzed and interpreted by using both qualitative and quantitative 
techniques. The data collected by open ended and interview questionnaires were analyzed 
qualitatively. Closed ended questionnaires were analyzed quantitatively by using figures, tables, 
percentages and likert scale (five point scale) statement computations. 
 
Data Presentation and Analysis 
In this section, the overall marketing strategy practices of St. George Brewery (BGI) will be 
discussed. The company’s marketing strategy depends on the environmental conditions. Hence, 
it can readjust itself according to the conditions. This data analysis and interpretation part is 
composed of different data and information that were gathered through secondary data (written 
documents) and primary data (personal interviews with marketing managers and the result of   
questionnaires from employees’ opinions). The focus of this section is mainly on the marketing 
strategy practices of the company with respect to Target marketing and marketing mixes 
(Product strategy, Pricing, Place/distribution and Promotion strategy) that constitutes for 
marketing strategy applications/practices. 
 
Profile of Respondents As Table 1 shows, the questionnaires were distributed to 48 employees 
of marketing department staffs. Among these 45 (94%) were kind enough to fill the 
questionnaires properly and return them on time. The rest 3 (6%) were failed to complete and 
return the questionnaires. All the returned questionnaires were completed and considered for the 
analysis. 
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Table 1 
Total Number of questionnaires distributed, returned and unreturned 

Questionnaires Number Percentage 
Returned 45 94% 
Unreturned 3 6% 
Total distributed 48 100% 
 
 

     Table 2: General information of respondents 
                     Descriptions of 
Respondents 

Response 

 Number Percentage 

A) Gender   
Male 36 80% 
Female  9 20% 

 Total  45 100% 
B) Age(years)   

Less than 20 0 0% 
21 to 35 23 51.1% 
36 to 50 16 35.6% 
51 to 65 6 13.3% 
More than 65 0 0% 

Total 45 100% 
C) Educational level   

1 to 12 Complete 0 0% 
Certificate  0 0% 
Diploma  36 80% 
BA/BSC 6 13.3% 
MA/MSC/MBA 3 6.7 
PhD 0 0% 

Total 45 100% 
D) Position   

Senior Manager 1 2.2% 
Manager  2 4.5% 
Staff  42 93.3% 
Total  45 100% 

E) Service years in BGI   

Less than 1 year 0 0% 
2 to 5  8 17.8% 
5 to 10 13 28.9% 
10 to 15 16 35.5% 
More than 15 years 8 17.8% 

Total  45 100% 
 

 
From the above information about 80% employees   were male and the least amount 20% staffs 
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were   females. The age of majority employees were between 21 and 35 years old that accounts  
51.5%. Employees who were between 36 to 50 years are 35.5% and from 51 to 65 years old were 
13%.This indicates that there is a potential advantage for working by young employees                                                                                      
especially to achieve future objectives of the company’s marketing strategy and the young 
employees are more eager to work. When we saw   the level of education, 80% of the 
respondents were Diploma holders and 13.3% were first degree whereas 6.7% were second 
degree holders. Here, we can concluded that all the respondents are educated and more than 
Diploma holders. This implies that it is a good advantage for marketing strategy application and 
gives the organization a competitive advantage because nowadays the Brewery industries are in a 
highly competitive market. In addition to, all respondents were expected to understand the 
questionnaire and respond correctly. With respect to the position of the respondents, 93.3% were 
fall in lower level employees and the lowest numbers fall in senior managers and managers. This 
indicates that, it is a fact that in every organization there are few managers and many employees 
that signify a few manager plans the activity and ordered the lower level employees of the 
company to do it. To end, the highest number of respondents (35.5%) have experienced of 10 to 
15 years in the company.  28% of the respondents had 5 to 10 years of experience, 17.8% 
respondents had 2 to 5 years of experience and the rest 17.8%  had more than 15 years of 
experience in the company. Long year of experience shows that there is a relatively lower 
employee turn over as a result reduces cost of hiring new employees and saves time. As a result, 
the company can achieve its objectives and can   maximize   its   profit.   Generally,   senior   
marketing   staffs   are   knowledgeable   about   the marketing strategy practices and activities of 
the company  

 
Table 3 

Employee’s opinion towards target customers 
Target customers Frequency Percentage 

Individual customers 23 51.1% 
Hotels, Restaurants and groceries 18 40% 
Other intermediaries 4 8.9% 
Total 45 100% 
 
The one and most crucial activity of the marketing strategy is the selection of target markets or 
the identification of the products to whom produced. Companies use the target marketing to their 
tailor for specific markets. As the above table shows, 51.1% of the respondents said that the 
target markets are individual customers. 40% of the respondents replied hotels, restaurants and 
groceries where as the rest of 8.9% of the respondents said the target customers are other 
Intermediaries like retailers and whole sellers. Thus, the company’s target customers are 
individuals who have the interest of drinking bottled beer   and   draught   beer.   Moreover,   as   
the   researcher   got   additional   information   from   the interviews of the managers, as a policy 
of the company, the target customers are any individual Who are more than 20 years old; hence, 
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below 20 years old, they were tanagers and not allowed to drink beer at this stage.  Who have a 
good income level Who have not any medical problems Who are not prohibited by religion Who 
are living in city (for city residents), this implies that those target customers are more 
users/drinkers of the company products. 
 

Table 4 
 Responses in relation with the basis of market segmentation  

Basis of market segmentation  
 

Number Percentage 

Geographic location 19 42.2% 

Psycho graphical or Lifestyle Segmentation 9 20% 

Economic situation 4 8.9% 
Demographic  13 28.9% 

Total  45 100% 
 
 
The table indicates that the majority of respondents said that the bases of the company’s market 
segmentations are geographic location and demographic segmentation which accounts 42.2% 
and 28.8% respectively. Nearly 20% respondents answered as the basis of segmentation is 
psychographic or Lifestyle Segmentation and the least number of respondents said that it is based 
on economic situation. From this responses, we can concluded that the basis of the company’s  
market segmentation is the geographic location that can take many forms i.e. from  urban to 
rural, north to south, warm areas to cold areas etc. Besides, the managers said that the basis of 
the company market segmentation is based on the facility of infrastructures like water, 
electricity, telecommunication, cultures, values, religion and urban areas. It is believed that, even 
though all the alternatives were the basis of market segmentation; geographic   segmentation   is   
the   common   form   of   the   company’s   market segmentation mechanism. 

 
Table 5 

Opinion of employees towards the company’s marketing mix strategies 
Company’s marketing mix 

to appeal marketing strategy 
Number Percentage 

Product   
Price   
Promotion   
Place   
All the above mixes 45 100% 
Total 45 100% 
 
Marketing mixes are controllable elements   of   the company’s   products,   prices,   promotion 
place/distribution strategies that are essential for the marketing strategy implementation. As 
shown in table 5, all employees (100%) responded the company exploits all the 4Ps of marketing 
mix elements. The response implies that the company uses all the 4Ps marketing mix elements 
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for the purpose of marketing strategy implementation because each ingredient affects the other 
and each mix must be suitable to the target customers and to maximize its profits, gain market 
share and for competitive advantages. 
 

Table 6 
Employees’ response in relation to the company’s product quality 

Company product’s quality Number Percentage 
Very good 45 100% 
Good   
Medium   
Poor   
Very Poor   
Total 45 100% 
 
Product qualities must exceed from the offering itself. As indicated in the table, all respondents 
are replied the company’s product qualities are quite surely very good. The analysis reveals that  
the company provides quality products. Furth the managers also witnessed about the company’s 
product quality.  They   said, firstly the company provides two types of products (i.e. bottled beer 
and draught beer) .These products are produced with excellent qualities because in almost all 
stages of production, the company gives a high emphasis for quality by objecting the lion share 
of the market. In each stage of the fermentations, there are laboratory technicians who controlled 
the quality of the Brewery. The company product qualities in the production process and 
marketing perspectives summarized as follows: Quality control from production processes  
point  of view: quality  in St. Gorge brewery   has checked at every phase of production process. 
That is quality control was made at the very early stage of receiving raw materials through 
inspection centers. Most of the quality control were used to   very technical statistical control 
methods identified using visual machines that shows problem or defect case of production 
process while the activity was  on the  progress.  Quality from market or customer perspective 
with respect to color, clarity and foam of beer: Here, the important point is that quality 
perspectives should be based on customers’ preference, not on internal evaluation. So, the 
ultimate objectives of product quality should be to delight the customers in every way possible. 
Brand, price, promotion, distribution and quality are the main drivers that influence the 
purchasing decision of the St. Gorge beer drinker. Market experience with poor quality of beer 
has focused the consumer on some key parameters.  
 
In addition to the products quality, the customers’ primary reason for buying and using the 
company products are: 

 Proximity of supply/availability  
 Effective promotion  
 Lower price than others    

                                   Fits with the customers preference 
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Table 7 
 Opinions concerning the prices of the company’s products 
Prices of the product Number Percentage 

Very cheap    
Cheap  14 31.1% 
Affordable  31 68.9% 
Expensive    
Very expensive    
Total  45 100% 

 
As far as the theory is concerned, a large number of internal and external factors are examined  
before prices can be set. As per the response, 68.9% of the respondents revealed that the pricing  
Strategies of the company’s products are affordable and 31.1% said it is cheap. The response  
Implies that the company pricing strategy is reasonable and affordable as a result most individual  
customers can handle this price. However, the marketing managers were revealed that the 
company has not any written pricing policy. The prices of the products are depends on different 
factors like: Transportation charges:  Costs are incurred by transporting inputs and distributing 
the final products Competitors’ costs:  costs incurred in order to stand out competitors resulting 
in different pricing by competitors’ pressure. 
 
Economic factor:  inflation and deflation affects the pricing strategy Gross profit costs:  a 
margin that the company maintains in order to gain and survive after covering its direct costs. 
Over head costs that are incurred for different marketing activities, wages, salaries etc 
Net profit:  the ability of paying the owners in the form of dividends  
 
Direct costs: costs that are incurred by raw materials, taxies, machineries etc 

 
Table 8 

The Company’s products availability and accessibility 
Product availability and 
accessibility 

Number Percentage 
Excellent  37 82.2% 
Very good  6 13.3% 
Good  2 4.5% 
Poor    
Very poor    
Total  45 100% 

 
Generally, the pricing strategy is not in a single way because there is a highly turbulent 
environment and the price also will change according to the conditions. The company like any 
other organization, prices its products to maximize its profits or the price must cover the whole 
costs and should gain some profits. It works hard to lower its production, over head and 
administrative costs by cutting redundant operations, increase efficiency and productivity. 
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Distribution strategies are concerned with the channels of a firm that employ to make its goods 
available to customers. As table 4.8 depicts, 82.2% of the respondents said, the availability and 
accessibility of the products are admirable. 13.3% replied very good and 4.5% of the 
respondents responded as it is good. The response implies the distribution system of the 
company is brilliant and determines the product's marketing presence and the buyers' 
accessibility to the product. Thus, products availability is so nice and buyers can get the product 
easily in almost everywhere. 

Table 9 
Communication effectiveness between the departments 

Communication effectiveness 
 

Number Percentage 

Very good 40 88.9% 
Good  5 11.1% 
Somewhat good   
Poor    
Very poor   
Total  45 100% 

 
Effective   communication between departments is essential to accomplish strategic objectives 
easily. The above table shows that 88.9% of the respondents reflected that the communication 
effectiveness between marketing and other departments are very good. The remaining 11.1% 
said it is good. This replies the marketing department of the St. George Brewery has a positive 
relationship and communication with other departments. This positive communication helps the 
department to accomplish the marketing strategy practices effectively and also reduces costs as 
well as saves time. 

Table 10 
The selling process of the company products 

Process of selling the products Number Percentage 
Direct personal selling 11 24.4% 
Direct online selling   
Indirect through the channels 34 75.6% 
Word of mouth   
Telemarketing    
Total  45 100% 

 
Table 10 shows about 75.6% of the respondents agreed with the selling mechanism of the 
product are done by through indirect channels. The remaining 24.4% answered that the selling 
process is through direct personal selling. The implication of selling   for the company product is 
mainly through indirect channels. These indirect channels are intermediaries/agents who address 
the products from the producer to the consumers. St. George Brewery has its criteria to select the 
best   intermediaries   such   as;  they must have financial   capacity,   skilled   and   experienced 
manpower, necessary logistics (or transportation), they must be legal or licensed, has storage 
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capacity, well structured, and reputed. They should also be capable of maintaining closer contact 
with the company and different roots under its chain. 
 

Table 11 
Opinions of employees regarding marketing strategy practices 

Items Responses Total 
 I am confident that I can 
perform my job effectively. 

Strongly  
agree 

Agree Undecided  Disagree Strongly  
disagree 

Total  25 9 7 4  45 
Weights  5 4 3 2 1 15 
Percentage (%) 55.5% 20% 15.6% 8.9%  100% 
Weighted Frequency  125 36 21 8  190 
Calculated weighted mean      4.22 
Table mean       3.0 

 
It is clear that the table shows, the weighted frequency which accounts 4.22 is greater than the 
table mean which is 3.0. The majority of the respondents (75.5%) who said Strongly Agree and 
Agree perform their duties effectively. 8.9% of the respondents responded that they disagree 
with the statement. The rest of 15.6% preferred to stay in undecided. This implies that the 
employees can perform the marketing strategy practices of the company effectively. Hence, the 
Marketing  strategies  are the means  by which  the marketing  objectives  will be achieved,   the 
employees and managers of the marketing department are genuinely performing their duties to 
achieve the company’s objectives. They are also committed for their work. 
 
Hint: 
Weights:  (in a 5 scale point likert, the weights are given from 5 to 1/from strongly agree  
to Strongly Disagree).  
 
Weighted frequency:  Calculated by multiplying the each response by the weights. 
 
Weighted mean: weighted frequency divided by total respondents. 

 

Table mean: the sum of each weights divided by five 

As can be observed from the above figure, almost all the respondents witnessed about the 
marketing strategy effectiveness. They responded that the marketing strategy of the company is 
sufficiently effectual. This implies the overall marketing strategy of the company accomplishes 
Its duties with in a given constraints and the marketing strategy practices are successfully 
achieved its objectives. 
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Table 12: The Company’s advertising strategy 

Best strategy of advertising Number Percentage 

Media (TV, Radio, Newspaper) 16 35.6% 
Word of mouth 13 28.9% 
Free sampling  6 13.3% 
Internet  4 8.9% 
Billboard  6 13.3% 
Total  45 100% 

 
The table clearly reveals that the best strategy of advertising is through media communication 
(TV, Radio, newspaper) as 35.6% of the respondents replied and 28.9% responses filled that the 
finest advertising strategy is word of mouth. 26.6% of the respondents said the best advertising 
strategy of the company is through free sampling and billboard.  
The remaining 8.9%responded as the preeminent way of advertising means is through internet 
websites. From this we can concluded that the best way of advertising means of the company’s 
products is through   media   advertisement.   This   media   advertisement   includes  TV shows  
the facial expression, Radioreaches at least in all regions, and newspapers. Generally advertising 
can reach geographically dispersed buyers efficiently. 

Table 13 
Appropriateness of the company promotional tools 

Effectiveness of  
promotional tools 

Least effective  (1) Effective (2) Most effective (3) 

Number  Percentage  Number  Percentage  Number  percentage 
Advertising    18 40% 27 60% 
Personal selling 1 2.2% 42 93.3% 2 4.5% 
Sales promotion    20 44.5% 25 55.5% 
Public relation 3 6.7% 20 44.5% 22 48.8% 

 
The above table reveals, as a majority of the respondents replied advertising; sales promotion 
and public relations are the most effective mechanisms of the company’s promotional tools and 
the other majority of respondents indicate that personal selling is effective.  

Table 13 
 Appropriateness of the company promotional tools 

Best strategy of advertising Number Percentage 

Media (TV, Radio, Newspaper) 16 35.6% 

Word of mouth 13 28.9% 

Free sampling  6 13.3% 

Internet  4 8.9% 

Billboard  6 13.3% 

Total  45 100% 

 

International Journal of Scientific Research and Review

Volume 8, Issue 2, 2019

ISSN NO: 2279-543X

Page No: 181



 

Perspectives of quality products. Moreover, the managers underlined about the promotional tools 
as the company gives attention for it and go beyond using Medias or vehicles; it also gives 
emphasis for social marketing activities like: 
 
Interview Analysis 
To gather more information about marketing strategy practices of St. George Brewery, interview 
questions   were   forwarded   to   the   marketing   managers   of   the   company.   Accordingly   
the interviewee’s   responses   to   the   questions   are   depicted   briefly   as   follows.   
However,   most interview responses are presented and analyzed in the questionnaire analysis 
part as a supportive response. 
 
1. Regarding the competitors and the marketing strategies designed to win the competitors 
Currently, there are a number of competitors in the market, such as; Dashen beer, Harar, Meta 
Abo and Bedele beers. Three other beer factories, Habesha Brewery in Debre  Berhan, Amhara 
Region; Raya Brewery in Tigray region; and Kangaroo Beer in Mojo, Oromia region are under 
formation. This implies that there is an intensive competition in the market. The St. George 
Brewery company is doing better than its competitors. For example, beyond delivering quality 
products and selecting best partners, St. George Brewery marketing strategy focuses on 
implementing an efficient distribution net work along with creative and innovative marketing. It 
gives special attention in training and upgrading the skills and comptenence of employees and 
partners. Furthermore St. George Brewery has contributed a lot in social activities such as 
HIV/AIDS, sports, urban sanitation, road construction, participate in the development of arts and 
support war victims to be a winner in the market. 
 
2. The overall marketing strategy of the company in relation to promote modern marketing and 
to achieve the company’s objectives. As per the interviewee replied, modern marketing is a 
complex practice that involves the production   of   quality   and   standard   products,   the   
establishment   of   various   and   efficient distribution   networks,   popularizing   the   product   
with   fair   prices   and   delivering   continuous services after distribution. In this connection, St. 
George Brewery has done a lot with regard to marketing strategies of its products. The marketing 
strategy of the company is effectively practiced   and   it   is   customer   oriented.   This   
indicates   the   Brewery’s   marketing   strategy   is effectively implemented by its employees to 
achieve its objectives because the workers showed great commitment and dedication to keep the 
Brewery and its product popular.  These strategies will effectively accomplished by improving 
the type, quality and quantity of the products, by discarding all out dated machines and 
substituted them with modern and state of the art technologies, and by using the same bottles 
used by all modern Breweries and these do not get broke, bored or eroded easily: the bottles are 
also distributing in strong and handy creates. 
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The company also implementing the marketing strategies effectively by advertising the product 
by erecting artistic notice board in towns, at main public squares, sight catching places, major 
outlets and inlets, public service stations and on vehicles, by using modern distribution networks 
to sufficiently supply and distribute to all parts of the country at an affordable prices, by 
contributing to popular events by means of sponsoring various exhibitions, music festivals, 
public gatherings, religious events, research forums, mass media programs etc and  by providing 
training in the country and abroad, to production, technical and marketing personnel and thus 
improving their capability and capacity. 
 
The managers also explained that there are marketing strategy check lists which facilitate the 
marketing strategy practices to be implemented in effectively. These are: by define what the 
company is, identify the products that the company provides, identifies the target 
buyers/endusers, determine whether the company will be a market category leader, follower, 
challenger, or niche player, and describes the unique characteristics of the products that 
distinguish them from the   competition,   define   whether   the   pricing   will   be   above,   
below,   or   at   parity   with   the competitors   and   establish   whether   the   company   will   
lead,   follow,   or   ignore   changes   in competitors' pricing, identify the distribution channels 
through which the products will be made available to the target market/end users, describe how 
advertising and promotions will convey the unique characteristics of the products, describe any 
research and development activities or market research plans that are unique to the business, 
describe the image or personality of the company and its products. These shows the employees 
can accomplish their duties easily by referring the marketing strategy check lists as a result the 
marketing strategy of the company will be implemented successfully 
 
3. Problems of marketing strategy practices/implementation  
In fact when you run a business, everything might not be easily accomplished. Likewise the 
company faced with some problems while implementing the marketing strategies. The 
interviewee forwarded the following problems regarding the marketing strategy 
practices/implementation. These are: 
 
Infrastructure problem:  it is the major problem which hampers the company’s market 
ing strategy to not to implement well. With any facility of infrastructures (like roads to  
transport beers, electricity to stay it with a refrigerator, water, telecommunication etc.),  
it will be very difficult to address for all regions. 
 
Economic problem:  as we know the income of individuals are not equal, some may  
have good income, in the contrarily some may not have enough money even to eat  
bread. Due to these financial problems, all people may not be drinking our beer/draught. 
 
Intensive   competition:      there   are   direct/substitute/local   competitors   in   the   market.  
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These competitors may affect our marketing strategy. 
 
Shortage of raw materials:  sometimes there is a shortage of raw materials when the rain is not 
enough for malt production. 
 
Seasonality:  there is some seasonality of consumption of beers. For example, in the  
fasting season most people may not drink alcohol beverages. So, during this season  
there will be less consumption of beer/draught. 
 
Socio cultural problems:  these are cultural entities like norms, religious and values which 
encumbers the marketing strategy to implement effectively. For example, some religion spro 
hibited alcohol drinks including St. George beer; some cultures have their own habits of drinks 
like areki (katikala), teji, tella, bukri etc. These all may affect the marketing strategy practices. 
 
Awareness creation for the customers Shortage of supplies, there is a high demand in the market 
High cost of advertising program These all implies that the company has faced a problem of 
implementing the marketing strategies and these problems may hinder the strategies to not to 
achieve the objectives of the company successfully. 
4. Future plan of St. George Brewery (BGI) According to the managers, as a future plan, St. 
George Brewery (BGI) is already on the way to open the 3rd plant beer in Hawassa. The countr’s 
major beer producer, BGI Ethiopia, has received seven hectares of land in the industrial zone of 
Hawassa for its third beer factory in the country. BGI is expected to begin construction of the 
factory shortly. "If all goes as per plan the brewery will start production in the second semester 
of 2011. The land, some 300 kilometers south of Addis Ababa, was leased from the Southern 
Nations Nationalities and Peoples' Regional State.   
 
The beer market in Ethiopia is expanding day to day. Today 3.1 million hectoliters of beer (1 
hectoliter is equal to 100 liters) is consumed per year in Ethiopia. Five years ago it was only 1.5 
million hectoliters. There is a shortage of beer in the market today. This reveals that there is a 
high demand of beer in the country, Ethiopia. To fill the gap between the demand and supply of 
beers, it is a need to expand the new ventures in different regions of the country. It also shows 
that Hawassa was chosen for the new plant, as BGI has already a plant in the center, Addis 
Ababa, and in the north, Kombolcha, Hawassa would allow it to reach the southern market easily 
and there will not be any accessibility/availability problems in the northern part of the country. 
 
5. The company’s business strategy  
The company’s overall business strategy is not limited to the specific strategy. By analyzing the 
internal,   external   and   SWOT matrix,   the   Brewery   will   design   its   business   strategy   
as: differentiation:  by making the products unique to the customers and making attractive to 
pay premium price, cost leadership: the company provides the products in lowe prices than 
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competitors. Large portion of R&D budget is directed towards process oriented intended to make 
the product easier and cheaper to produce and focus strategy:  by dividing the market in to 
distinct groups of the buyer , the company can compete the market because buyers are too 
numerous, too widely scattered and too varied in their needs and buying process. So, it is 
difficult to address for all buyers in the same way. This indicates that St. George Brewery uses a 
combination of different business strategies to achieve its target. 
 
6. Distribution strategy of the company  
“Quality product is the key to the company success” said the marketing and sales managers of 
the Brewery. “And as a result, everyone is willing to carry out our products.” they added. This 
shows that once quality product is produced, it will not have any problem to distribute it and St. 
George   Brewery   produces   quality   products   and   distributes   it   through   direct   and   
indirect channels. An agent is assigned to each market or region or a big territory. For an agent to 
be selected by the company, it must have financial capacity, skilled and experienced manpower, 
necessary logistics (or transportation), it must be legal or licensed, has storage capacity, well 
structured, and reputed. The agent should also be capable of maintaining closer conduct with the 
company and different roots under its chain.  
 

Conclusion and Recommendation 

Conclusion 
The main conclusions of the study in relation to each of the marketing strategy elements and the 
associated follow up actions considered to be needed are given below. Marketing strategies are 
the means by which the marketing objectives  will be achieved. The employees and managers of 
the marketing department are genuinely performing their duties to achieve the company’s 
objectives. The smooth communication flow between marketing and other departments are the 
main important issue for the success of the work. St. George Brewery (BGI) employs each of the 
marketing strategy elements to achieve its objectives. Those elements are selection of target 
customers, segmentation strategies and marketing mix strategy elements. Selection of target 
customers is a fundamental activity of the marketing strategy in St. George Brewery (BGI). The 
company provides its products to those individuals who are more than 20 years old, who have 
good income level, who have not any medical problems and to whom for city residents. This 
shows that those target customers are more users of the company products. Market segmentation 
is the activity of subdividing the market along with some commonalities, similarity or kinship. It 
is also classified based on the customer characteristics such as demographic, behavioral and 
psychographic or lifestyle segmentation. However, among those segmentation bases the 
company uses geographic location as amajor from of segmentation variables. In   addition   to   
geographic   segmentation,   the   company   market segmentation is based on the facility of 
infrastructures like water, electricity, telecommunication, cultures, values, religion and urban 
areas. St. George Brewery exploits all the 4Ps of marketing mix elements to achieve its target. 
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These marketing mix elements are product strategy, price, promotion and place/distribution 
strategy. These are vital to implement the marketing strategy effectively inseparable because 
each mix affects the other. Therefore, all the mixes are essential for the company to achieve its 
customer requirements. The Brewery provides two types of products such as; bottled beer and 
Draught beer. These products are produced with excellent qualities because in almost all stages 
of production, the company gives a high emphasis for quality by objecting the lion share of the 
market. In each stage of the fermentations, there are laboratory technicians who controlled the 
quality of the Brewery. To sum up, quality product is the key to the company’s success. In terms 
of the pricing strategy, St. George Brewery sets the fair pricing strategy for its customers. The 
objective is to maximize its profits. It has not any written pricing policy as a result the prices of 
the products are depends on different factors like; transportation charges, Competitors’ costs, 
Economic factors, Gross profit costs, Over head costs, Net profit, Direct costs. Generally, the 
pricing strategy is not in a single way because there is a highly turbulent environment and the 
price also will change according to the conditions. The company like any other organization, 
prices its products to maximize its profits or the price must cover the whole costs and should 
gain some profits. But the company works hard to lower its production, over head   and   
administrative   costs   by   cutting   redundant   operations,   increase   efficiency   and 
productivity Promotion strategy is also an essential tool for the practice of the marketing strategy 
of the company. The company promotional tools are advertising, personal selling, sales 
promotion and public relation. The St. George Brewery promotes its products by means of 
erecting artistic notice board in towns, at main public squares, sight catching places, major 
outlets and inlets, public service stations and on vehicles etc and contributing to popular event by 
means of sponsoring various, music festivals, public gatherings, research forums, religious 
events etc. 
 
The company’s promotional mix strategies create a good image for the brewery and gained 
popularity as the company’s perspectives of quality products. Moreover, the company gives 
emphasis for social marketing activities like; constructing roads, schools, clinics, Bridges etc   
and   participating   in HIV/AIDS   prevention  as   major   promotional  tools. The  best   way   
of advertising means of the company is media advertisement. This media advertisement includes 
TV, Radio and newspapers. Distribution strategies are concerned with the channels of a firm that 
employ to make its goods available to customers. The distribution system of the company is 
brilliant and determines the product’s marketing presence and the buyer’s accessibility to the 
product, Thus, products availability is so nice and buyers can get the product almost everywhere. 
The selling processes of the products are mainly through intermediaries. St. George Brewery has 
its own criteria to select the best agent such as;  they   must have financial capacity, skilled and 
experienced manpower, necessary logistics (or transportation), they must be legal or licensed has 
storage capacity, well structured,   and reputed. They should  also be capable  of maintaining  
closer contact  with   the company and different roots under its chain. Even though the marketing 
strategies of the company are effective, there are some problems that the company faced. These 
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are; Infrastructure problem, Economic problem, Intensive competition in the market, Shortage of 
raw materials, Seasonality of consumption, Socio cultural problems and the time and cost of 
awareness creation for the customers. 
 
Recommendation 
 
Even though the marketing strategy of St. George Brewery is practiced effectively by employees 
and managers, it has some problems. Therefore, the study recommends the following points 
based on the analysis; 
 
 A company, whether it is a business or non business, needs to have a mission, vision 

statement or reason for being came in to existence. However, St. George Brewery does not 
have those statements. Therefore, the company should develop and put its mission, vision 
and value statements for all stakeholders. Since these statements are a frame for the 
marketing strategy activities to be achieved in the long run. 

 
 What makes the most economic sense, what makes the most community sense, and what 

makes the most common sense and constitutes the highest and best use of marketing strategy 
is to simply let includes all the parameters of the population. It is to mean that the target 
customers of the company, the one who are above 20 years old and not prohib ited by 
religion. The company simply ignores under 20 years old and religious prohibited customers.  
So, it is better to include those customers by producing Alcohol free Brewery 

 
 Currently, there is a high demand and shortage of supply of Breweries in the market. 

Therefore, the company should work more to fill the gap between the imbalances of  
demand to supply requirements and recognize that they can no longer take their customers’ 
loyalty for granted, and need to adopt ongoing marketing strategies to satisfy the demand of 
the customers’ requirement and to stay ahead of their competitors. 

 
 The Marketing Mix Analysis has the dignity to help the company implement the right 

marketing strategies to satisfy and penetrate the company’s customer groups, which is 
phrased as  target markets. Therefore, the company should constantly alter the sub elements 
of each marketing mix to successfully compete with its competitors and offer the greatest 
value to its customers. 

 
 In the research project, the researcher has assessed the marketing strategy practices of the St. 

George Brewery on the organization’s side. So, for future the researcher recommend To see 
the overall marketing strategy of the company by involving the organization, customers, 
intermediaries, government (government regulations  in Brewery industries) and a survey 
study of marketing strategy practices in the Brewery industries of Ethiopia 
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