Achievements

Foster's is today the third most widely distributed beer brand in the world and the fastest growing international lager. Annual retail sales of Foster's top six billion dollars. It is brewed in four continents in over 20 plants and has global sales volume of over eight million litres. Over the past five years, Foster's has sustained annual double digit global growth. It is the world's hottest international beer brand with an impressive sales record. You may be surprised to learn that Foster's is the largest selling beer in London and that over two million pints of Foster's are consumed each day in the UK Foster's sales across Europe are booming. It's the eighth largest selling brand across the whole of Europe and the only non-European brand in the top 20. In Germany, Foster's is the largest selling non-European brand. Foster's has had impressive sales growth in Asia also. Sales grew by over 65% over the last twelve months. In the Indian market alone, in its very first year, the Foster's brand captured close to one quarter of the market in Mumbai (Bombay), the beer drinking capital in that country. 

Truly Australian Heritage

Foster's takes strength from a unique Australian origin. Dedication, pride and commitment from everyone associated with the brand enables Foster's to capitalise on this heritage and project a clear and distinct brand image to the world. 

Foster's Worldwide Co-ordination

Driving Foster's global presence is a dedicated marketing team. The team works side by side with Licensees and Distributors around the world to protect and enhance the brand's image in order to build global beer drinking appeal of Foster's products. 

To ensure that all marketing activity conforms to pre-determined standards, Foster's International issues its Licensees and Partners with a series of brand standards manuals which specify every detail of brand representation, product formulation and operating procedures. These manuals are the operating guidelines for Foster's teams worldwide.

Foster's Australian Essence

The Foster's trademark is one of the most recognisable symbols of Australia in the world. This stems from Foster's strong links to its Australian heritage which stands it apart in the international market context. 

Many leading beer brands draw their strength from an ability to align to a strong, recognisable, national heritage. Foster's is no exception. In fact, Australia, its landscape, its climate, people and culture, forms one of the world's most desirable backdrops. 

Brand Positioning

"Australia's (world) Famous Beer". A position that the brand has proudly occupied since it took on worldwide markets many years ago. 

Having been built from a strong domestic foundation, Foster's carried with it the essential elements of the country from which it originated. 

Enjoying Foster's has always been a part of being Australian. 

The strong identification with the Australian lifestyle now offers a unique Australian appeal to drinking Foster's anywhere in the world. 

Foster's, whilst a premium brand, is not an elitist. There's a little bit of the Foster's spirit in everybody. 

Brand Personality

There are people who enjoy Foster's because of its taste and consistency. There are people who drink it because it truly is Australian and seek to taste a little bit of Australia by drinking Foster's. 

Whatever the reason, continued development of the brand personality in relation to its origins as a social, easy-going "Australian" beer with a "No worries" attitude to life is making a strong contribution to the brand's global growth.

Advertising and Promotion

One of the keys to Foster's international success has been its advertising and promotion which proudly espouses its Australian heritage. 

"Australianness" is the essence of all of Foster's international advertising campaigns, although a number of different interpretations of Australia are presented in four key campaigns used in various international markets by Foster's: 

He Who Thinks Australian, Drinks Australian Campaign

In markets where Australia and "Australianness" are well understood, Foster's campaigns tend to leverage Australian attitude. A prime example of this is the UK based "He who thinks Australian, drinks Australian" advertising campaign. 

The hallmark of this campaign is the usage of subtitles and non-Australian talent who speak in native language but interpret life with an Australian attitude. 

We've Captured the Essence of Australia and Bottled it Campaign

In markets where knowledge about Australia is limited, Foster's tends to use recognisable Australian symbols to position Foster's as an Australian brand and educate consumers about the country, its people, their attitudes and way of life. 

An example of this style of campaign is the one utilised in China, "Essence in a Bottle." This campaign features lifestyle images of Australia and Australian icons such as the Sydney Opera House, surf beaches, kangaroos and koalas to position Foster's as an Australian beer and educate consumers on the Australian way of life. 

Foster's Olympics Campaign

Within Australia, Foster's advertising is geared around Foster's support of the Sydney 2000 Olympic Games and Australian athletes striving to represent their country in this truly global event. 

What better way for Foster's, Australia's (world) Famous Beer to portray itself to its proud Australian consumers?

How to Speak Australian Campaign

The most internationally recognised campaign for Foster's is the award winning US "How to Speak Australian" campaign. This campaign was introduced into the U.S. market in 1994 and is a blend of two styles: "Australia the country" and the "Australian attitude". In format, the campaign portrays hilarious Australian interpretations of common place situations. 

This campaign has been extended for use in five different languages including Spanish, French, German and Mandarin with elements of the campaign now applied to markets throughout Europe, Asia, the Middle East and the Pacific. 

Other Promotions

Around the world, Foster's uses a wide range of powerful promotions to enhance brand image. 

Foster's promotional programmes are geared around four key themes:

1. Topical social, sporting or community events and carnivals

2. Key brand sponsorships

3. Theme brand advertising

4. Australia & Australiana

During 1999 Foster's has run one of the world's largest ever beer promotions titled "Fostralia 2000". This is a $15 million promotion geared around trips for 500 consumers to see in the Millennium at Sydney Harbour on December 31, 1999. The promotion is being run in the UK, Europe, across select Asian markets, in the Middle East and Australasia

Company Profile

Foster’s Brewing Group (Foster’s) is Australia’s premium global beverage company dedicated to delivering quality beer, wine and leisure products to millions of consumers across the world every day.

Foster’s makes and markets many of Australia’s most famous beers, including Foster’s Lager and Victoria Bitter, as well as some of Australia’s best known wine labels such as Wolf Blass and Yellowglen and leading US wines such as St Clement, Stag's Leap and Chateau St Jean. 

Foster’s products have always played a special role at gatherings, celebrations and social occasions where its fine beers and wines are the products of choice. Today, Foster’s is one of the world’s leading brewers and wine producers, employing more than 14,000 people. The Group generates more than $3 billion in total annual sales and has brewing operations in Australia, Fiji, Vietnam, India and China and wine operations in Australia, Chile, the United States, the Netherlands, France and Germany. As an Australian public company with a global focus, Foster’s emphasises technical excellence, superior brand marketing, world-class operating efficiencies and employee development. These attributes, combined with Foster’s business philosophy of building long-term growth through maintaining a clear focus on brand equity, margin management and capital efficiency, are driving Foster’s to generate increased shareholder value and assisting the company to maintain its status as a leading Australian investment choice.

Foster’s has four main operating arms. Carlton and United Breweries (CUB), the Australian beer and leisure arm of the business was founded in 1907, Beringer Blass is the company’s international wine business, while Foster’s Brewing International is responsible for managing the Foster’s brand in more than 150 countries. The Lensworth Group is the company's property division. 

CUB is Australia’s leading brewer, producing well over half the nation’s beer. Its core brands, Victoria Bitter, Crown Lager, Foster’s LightIce and Carlton Cold, are part of the Australian lifestyle, enjoyed by drinkers throughout the country. Over many years, CUB has maintained a leading position in the Australian beer market, demonstrating consistent excellence in manufacturing process, brand marketing and product innovation. CUB is the biggest profit contributor amongst the four key businesses that make up Foster’s.

CUB also operates an entertainment business, Australian Leisure and Hospitality (ALH), in Australia’s high-growth leisure and recreation sector. ALH owns and operates first-class leisure and entertainment venues in key locations around Australia. Its venues offer a total leisure and entertainment experience for the consumer, including sports bars, bistros, restaurants, electronic gaming, wagering and various other forms of entertainment all in one convenient location.

totalservice.com.au is the Group's leading-edge internet-based supply service for licensed premises. Retail customers are able to order and pay for beverages and supplies directly through their computer 24 hours a day, 7 days a week. 

Beringer Blass is the company’s wine division and the leading premium wine producer in Australia with wineries in the US, Chile and Italy. The company’s Australian wine brands are some of Australia’s best-known labels, including Wolf Blass, Yellowglen and Jamiesons Run.

In the United States Beringer Blass offers a full range of premium Californian varietal wines from six award-winning wineries - Beringer Vineyards, Meridian Vineyards, Chateau St. Jean, Chateau Souverain, Stags' Leap Winery and St. Clement Vineyards. Between 1988 and 2000, this group of wineries has had a total of 36 wines appear on the Wine Spectator's Top 100 list, while Beringer Vineyards is the only winery to have had both a red and a white wine named "Wine of the Year" by the influential magazine for California wineries. Beringer Blass premium wines are sold in more than 67 wine markets around the world and its winemakers are recognised as being among the best in the world. On the international stage, Beringer Blass is ranked, based on annual operating profits, in the top three wine businesses in the world. Beringer Blass also owns and operates the world’s second largest wine club business with a 10% global share of the wine club market. The business includes Cellarmaster Wines in Australia, The Wine Exchange in Holland and Pallhuber in Germany. Together, these operations give Beringer Blass access to wine club markets in Australia, Europe and the United States where it is applying leading edge information technology and superior marketing skills to build market share. Foster's Brewing International is responsible for managing the Foster's brand around the world and extracting the benefits which are now flowing from development work which began 20 years ago to establish Foster's as 'Australian for beer'. The division is also responsible for Foster's Asian brewing operations in China, Vietnam Fiji and India.Around the world, more than 100 million cases of Foster's are sold annually and the brand has achieved international growth of more than 60 per cent since 1994. As one of only a handful of genuinely global beer brands, Foster’s Lager has enjoyed phenomenal success under the stewardship of Foster’s International and is now ranked as the number one selling beer in London, number six in Western Europe and is the sixth largest imported beer brand in the US. In addition, Foster’s also owns the Lensworth Group Limited. This company is responsible for realising the value of assets remaining following the reconstruction of the company in the early 1990s.

