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Lion Nathan throws open $170m brewery in China  

Bill Savadove   



SUZHOU (CHINA), Sept 26: New Zealand's Lion Nathan officially opened a $170 million brewery in the eastern city of Suzhou on Saturday, and officials said they were confident in the beer market despite China's slowing economy."Despite the slowdown in the economy, our commitment to China remains unaltered," said Jim O'Mahony, Lion Nathan Asia's managing director. 

Red and yellow banners whipped in the wind and traditional Chinese lion dancers greeted guests at the opening ceremony for the brewery, which has an annual production capacity of 300,000 tonnes and began commercial production in February of this year. 

The company will offer four brands in China, including Taihushui and Rheineck for the mainstream markets, as well as dark beer Carbine and premium beer Steinlager.China's beer market is flush with overcapacity and more breweries are coming on line, a situation likely to depress local market prices for a long time, industry officials have said. 

But Lion Nathan officials said China's growing thirstfor beer would give the company solid prospects for growth. "The Lion Nathan board had the vision to realize the company's future growth lay not in Eastern Europe nor in South America, but here in China," said Lion Nathan's chief executive Officer Gordon Kairns. 

Lion Nathan's chairman, Douglas Myers, said the company would focus on the Yangtze River delta area as its primary market. China's beer market is intensely competitive with over 700 breweries as well as falling consumer prices amid a slowing economy, he said. "The process of industry consolidation has already started," Myers said. "Those with a strong position, like ourselves, will stay." 
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Lion Nathantouts new beer in Victoria push 

MELBOURNE, Nov 14 (Reuters) - Lion Nathan Ltd, Australia's second largest brewer, launched a new premium beer on Tuesday in its drive to claw away a little more market share from Foster's Brewing Group Ltd in Foster's home state of Victoria. 

Lion Nathan, maker of Tooheys and Hahn beers, began a A$100 million assault on Victoria in April, and in the 13 months to the end of September 2000, increased its market share just slightly in the state to 14 percent from 13.7 percent. 

"The early results demonstrate clearly that Victorians are keen to try new beers," Lion Nathan's Australian managing director Walter Bugno said in a statement. 

The beer unveiled on Tuesday, Hahn Witbier, is modelled on Belgian wheat beer with a touch of orange and coriander, tapping into the rapidly growing premium beer market which now makes up six percent of all Australian beer sales. (c) Reuters Limited 2000
http://au.dailynews.yahoo.com/finance/20001114/reutersfinance/974174220-1477091424.html
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Lion brings e-booze to the Web
Site follows "clicks and mortar" model
Russell Brown, Auckland
Lion Nathan's Liquor King chain has become the first major liquor retailer to embrace e-commerce.

The company has unveiled a site developed by Advantage Group which it says will provide both individuals and corporate customers with online sales of wine, beer and spirits at "competitive prices". In keeping with the "clicks and mortar" model championed by Advantage, the site will channel orders through to Liquor King retail branches for local delivery.

"Liquor King wanted to establish an online store that was safe and easy to use, which customers can adapt and tailor for their individual needs and which leveraged the information-rich environment of Liquor King's supply chain operations," says Advantage e-commerce general manager Nevin Grieve.

"Online consumers want to be able to find what they want, be confident about paying for it and have a hassle-free experience. They also need to be able to contact a live person to discuss problems."

"This site provides our customers with a new, convenient sales channel, and assists us with the delivery of exceptional customer service," says Liquor King IT manager Mark Denvir. "And because our online store is a sales channel not a separate business, we are providing a more personalised relationship than many business-to-consumer e-commerce sites are able to offer … the online relationship is supported by local knowledge and people."

Like Advantage's last major retail job, FlyingPig, the new site is based on Microsoft tools, including Microsoft Site Server Commerce Edition. And like FlyingPig, it also appears to have launched slightly short of prime-time status. IDGNet visits to the site indicated a number of problems, including slow performance on product searches and unexpected browser crashes.

Denvir says Liquor King is extremely pleased with the current site, but says "every online store is an evolutionary process and Advantage developers are already working on a phase II Liquor King site with even more innovative and exciting features.

"Advantage's e-commerce group has built us a strong smart effective solution. Their project management skills are excellent, they have a committed development team and have simply been a joy to work with," he says.
http://www.idg.net.nz/webhome.nsf/ArchiveDate/31142D1004AEF2E3CC25687A000C1775!OpenDocument
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Both companies reverse recent years' policies 
Major announcements last week from Fletcher Challenge and brewer Lion Nathan had an ironic twist. 

FCL's agreement to sell its paper division to Norwegian paper producer Norske Skog was a step in the potentially long process of dismantling a massive corporate structure put together in 1980 with the merger of Fletcher Holdings, Challenge Corporation and Tasman Pulp & Paper Co. 

That exercise brought many disparate activities under one corporate roof before various parts were hived off, culminating in the current four "letter" stocks: Energy, Forests, Paper and Building. 

What was extolled at the time as a group able to compete internationally on a scale that would have been impossible if the three companies had remained separate entities has been stripped down to four core activities, of which one is about to go, assuming shareholder and regulatory approvals are obtained. 

It seems the other three could be disposed of within a year or so, either to overseas groups or as standalone companies. 

It is ironic that the elaborate structure shaped after 1980 is now being stripped down. 

Lion Nathan's "series of strategic initiatives" to capture the growth in Australia's Victorian beer market also had an ironic element. 

Lion chief executive Gordon Cairns said the company identified the Victorian beer market and the premium and low alcohol segments some time ago as opportunities to develop its core beer business. 

Mr Cairns' statement contained the inevitable hype that accompanies such announcements: "What we are seeing today are simply the tangible signs of a carefully conceived and executed strategy which will, over the medium term, confirm Lion Nathan's position as a significant player in the Victorian beer market." 

Putting the hype to one side, the company's moves should provide interested observers with an enjoyable spectacle as Lion Nathan goes into full battle mode with Foster's Brewing on its home patch after general skirmishing for some time. 

The ironic aspect of Lion Nathan's strategy was seen in the decision to provide the finance for the purchase of about 40 high-profile hotels in Victoria. 

They were described as "in most cases key destination venues for the 18-30-year-old beer drinker." 

In all instances Lion Nathan had negotiated on-premise agreements for distribution rights for its beers. 

The total Lion Nathan investment in its Victorian strategy would be more than $A100 million, of which $A60 million would be applied to finance the purchase of on-premise distribution. 

That part of the development was a bit different from the situation some years ago when the group owned a string of hotels throughout New Zealand and later had hotel interests in Australia, but there was irony in turning back, at least partially, to a key brewer's strategy of the past. 

The "on-premise agreements for distribution rights for its beers" seemed a fancy modern way of referring to the concept of a tied-house, a system that dominated the liquor industry for years. 

It also put Lion Nathan, even indirectly, back in the hotel business after getting out of it progressively over a long period. 

The company had contracted with the Hospitality Management Company to develop and manage the operation of the hotels to which it had provided finance. 

Another aspect of the strategy could have the complexions of Foster's executives turning a deep purple to accompany their company's celebrated blue and gold colour scheme, assuming they react less than phlegmatically to their competitor's strategies. 

Lion Nathan Australian managing director Walter Bugno said part of the Victorian growth strategy was the previously announced arrangements with the Victorian Country Racing Council which had seen the company secure exclusive beer rights at about 50% of country race meetings. 

(A "country" race meeting in Australia is one held outside the major metropolitan areas; outside greater Melbourne in Victoria's case.) 

Mr Bugno said Lion had, through Racing Victoria, also secured naming rights to the Spring Carnival and the Carnival of Champions and had exclusive pourage rights at Flemington racecourse from January 1, 2001. 

Some strong Australians may be weeping into their beer at the thought of a New Zealand-domiciled beer, with 45% of its capital held in Japan serving up the tipple at Melbourne's hallowed Flemington, even if the brands are of Australian origin. 

The latest developments in Fletcher Challenge and Lion Nathan can be seen as the reverse of 20 years ago, when the former group was put together and adopted an aggressive growth strategy while the latter was stagnating until current chairman Douglas Myers took a sizeable stake in the company and became a director in 1982. 

Fletcher Challenge is now being dismantled and Lion Nathan is expanding. 

Lion Nathan earned $35 million before interest and tax from Australian operations last year, compared with $85 million from New Zealand and a $32.6 million loss in China. 

Shareholders in the Fletcher Challenge stocks got some consolation last week when all four rose in price on the back of the Fletcher Paper announcement. 

They will be hoping for more gains as the overall group's future is decided. 
http://www.sharechat.co.nz/articles/nbr/20000414-19-money.shtml

