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1. JWT's spots for the brand, previously handled by Angotti Thomas Hedge in New York, will employ the "Australian for beer" tag. While the new campaign will keep Foster's distinctive, it will have more contemporary, cosmopolitan imagery, said den- nis Ryan, JWT's executive creative director. 

"The old campaign is very well- liked and we want to keep the feel that Foster's is a fun beer to drink," he said. 

In October, Foster's restructured its North American beer business, signed new agreements with Miller Brewing and increased its media budget to about $25 million. The brand was subsequently assigned to Miller roster shop JWT, which handles Miller Genuine Draft. 

2. Foster's Brewing International (FBI) was formed this year following the significant development of the group's non-Australian beer businesses. 

"The global brand management and equity business has converged with the operational businesses in Asia, New Zealand and the Pacific to form a truly global business, united by a common aim of continuing worldwide growth of the Foster's brand," Littame says. 
Having been promoted within this division to vice-president commercial planning, strategy and development in August, Littame is the key operative on the co-ordination, development and production of the international beer division's plans both operational and strategic. This involves co-ordinating all commercial projects, including identifying opportunities to build the Foster's brand's global penetration through joint ventures, licensing arrangements and partnerships. 

Littame says her already very competitive industry is heading for even fiercer competition. 

"More and more companies are looking outside of their domestic market and reviewing growth opportunities in other countries. Partnerships and strategic alliances assist in development of international businesses," she says. 

"Over the past few years we have started to see the consolidation of companies in a global arena. This is not only true for the beer or beverage business. 

"Telecommunications and the media are a prime example. As such, it is important to secure a position within the top five global beer brands, in a highly competitive, consumer driven global marketplace." 

The management team of which she is a part has extensive geographic responsibility. The division is divided into six key operational business units; each headed by a vice-president - the Americas; Africa, Europe and Middle East; Asian Operations; Asian Export Markets; New Zealand and Greater Pacific. 

"My role - together with key personnel heading up international marketing; finance and administration; and production - is to provide staff support to the operational business units," Littame says. 

"Each of us work to create a working environment where all senior management understand each of the businesses. We all share the responsibility and accountability for maximising profits and returns on capital by maximising synergies across a business and team that are diverse in terms of working environments and people located in various countries. 

"Being part of a well resourced company is advantageous when working within the international businesses. In times of external change, for example, implementation of GST, there is an invaluable support provided by various groups within the organisation which can be shared by all Foster's Brewing Group divisions. The knowledge base helps not only in current issues but assists the future growth." 

As a brand, Foster's continues to deliver strong performance in the global marketplace, with international growth of more than 60 per cent since 1994. The fastest growing international premium beer brand in the world, it is the third most widely distributed beer brand, available in more than 150 countries, with total annual sales worldwide in fiscal 2000 of more than 100 million cases. 

"Foster's is the number two beer in the UK and number one in London," Littame says. "Our association with Formula One Grand Prix racing on a worldwide basis continues to provide exposure to a growing international audience with sponsorships an integral part of our global brand development." 

She says key elements when dealing in the international marketplace are the reputation of the company and the need for defined corporate strategies. 

"I believe that we have both of these attributes and these are clearly communicated both internally and externally. As companies begin to compete in the global arena, focus will be on brand marketing in the development of a global business." 

She describes FBI's management philosophy as one built upon a culture that is "high on performance" and one where senior management shares an understanding of each of the businesses. 

"The philosophy is about the team and the individual roles within the team. The key principles are; teamwork, being individually accountable and responsible, practising good business disciplines, stretching our performance objectives and our minds, being passionate about what we do, and last but not least, having fun in what we do." 

Asked to identify FBI's biggest opportunity, Littame says it is to continue the development of the Foster's brand worldwide to become truly global. 

"As part of the team involved in the non-Australian beer businesses of Foster's Brewing Group, we must not lose sight that Foster's the brand is intrinsically linked with Foster's the company - and it is about delivering superior returns to our shareholders." 

She says the keys to success are identification of a clear strategy, a focus on the strategy's implementation, flexibility to meet the challenges of an ever-changing global environment and use of new technology - particularly with an e-business approach to assist in strategic execution. "Being part of the international business is exciting and working for a company involved with the hospitality industry is an added bonus," she says. "Once you enter the international business arena, it is difficult to leave." 

Her role does not require her to be on deck these Christmas holidays but she generally stays close to home at this time. Littame and her husband prefer to take holidays during the European summer. 

"It allows you to shorten the long Mel-bourne winter and offers a chance to see family and friends overseas," she says, with her favourite destination being Italy. 

Why? "Italians have a wonderful quality of enjoying and sharing great food and wine, qualities we enjoy ... plus, we got married in Italy which holds wonderful memories for us." 

External Factors

Advantages

1. Australia has excellent infrastructure. Transportation, communications and utilities all work extremely well.

Disadvantages

1. Australia’s biggest cost disadvantage lies in its relatively high labour costs - $13.54 hourly labour costs in manufacturing in 1998, compared with $2.59 in Malaysia, and $0.09 in Indonesia. Also the strongest labour unions in the region. 

2. The taxation system in Australia does not encourage local companies to invest or expand overseas, either. When a company is presented with the opportunity to expand into a foreign country, all of the income, although taxed overseas, would also be subject to Australia tax. The company is also obliged to claim foreign tax credits in Australia, keep detailed travel diaries, and is unable to claim entertainment expenses as a deduction. These tax impediments do hold back Australian businesspeople when they have to compete in Asia. 

Lion Nathan

External Factors

Advantages

1. Excellent Infrastructure in New Zealand.

2. New Zealand has among the most favourable government globalization drivers in the region and. indeed, the world. New Zealand is extraordinary free of government control of enterprises, being ranked fifth out of fifty-three in the World Economic Forum’s Global Competitiveness Report 1997, and second only to Hong Kong among Asia-Pacific countries. There are no restrictions on capital flows. 

Disadvantages

1. New Zealand is small in size with relatively high cost. 
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