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ABSTRACT

Tsingtao Beer was set in 1903 as one of the most famous and biggest beer brands in China. However, in 2020, Yang
believes that the coronavirus and the quarantine policies limited tourism and also have an impact on the sale of the
Tsingtao Beer [1].

This paper mainly illustrates the Sale volume changes during the epidemic and the further development of Tsingtao
Beer after the post epidemic era based on the SWOT and PEST analysis. Besides, this paper will study the sale and
business strategies of Tsingtao Beer. Based on the analysis, this paper will point out the defects and advantages of the
Tsingtao Beer and find out the solutions.
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1. INTRODUCTION

In the previous paper, it is believed that the
coronavirus disease has a negative impact on the
tourism and further has influence on the sales of
Tsingtao Beer [1]. This paper will use SWOT and PEST
to analyzes Tsingtao Beer. And also provide some
possible solutions to the Tsingtao Beer for their future
development.

As in Figure 1, because of the new business
strategies they exerted, Tsingtao Beer performed well in
the 2020°s sales. When the first quarter of the sales
volume decreased, they changed the sales strategy
swiftly. With profits falling 20 percent in First quarter
contrast with 2019, sales exceeded the second quarter
comparing with 2019. Figure 2 shows operating income
in 2020 just slightly lower than in 2019.
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Figure 1 Comparing the operating income between 2019 and 2020[2]
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Figure 2 Changes in sales in the last three years[2]

2. SWOT ANALYSIS
2.1 Advantage

2.1.1 Well-known by individuals

Because of its special history with Germany,
Tsingtao Beer International Festival is famous not only
in China, but all over the world as well. The similar
flavor to German beer and extensive propaganda, this
festival attracts plenty of tourists from all over the world
especially Germany. Also, as the biggest beer brand,
Tsingtao Beer has become a symbol of Tsingtao.
Developing unique foods and beverages are required to
draw tourists from other country and regions [3]. As a
local brand, Tsingtao Beer International Festival is
charming enough to attract foreigners.

2.1.2 Support of local government

Tsingtao Beer International Festival is held by the
government now, its place can be provided by the local
government. Since 2018, Tsingtao Beer International
Festival has been held jointly by five places which
enlarge the accommodation of the tourists. Tsingtao
Beer International Festival prepares to go out of
Tsingtao in 2021 and host the first beer festival in Heze,
Shandong province.

2.2 Disadvantage

As one of the main packaging of beer, the price of
tin has been in a high position, because the supply
elasticity of tin is small makes the supply slightly lag,
leading to the overall strong shock of Shanghai tin.

Shanghai tin futures index rose from 120650 in March
2020 to 226230 in July 2021. With the improvement of
price level and the increase of supply, the economic side
effects of the post-epidemic era have emerged. The
fragile employment income, the increase of low interest
rate risk and the intensified game of big powers will
bring resistance to economic recovery. As a result, the
price of the tin will remain at a higher position about
13.8 ~ 16.0 million yuan [4] .So, the cost of canned
products of Tsingtao Beer will increase and decreasing
the profit of Tsingtao Beer.

Also, a lack of product category might lead Tsingtao
Beer to face trouble. For example, because of cultural
reasons, liquor in China's alcoholic beverage market
also accounted for a considerable proportion. Cocktail
drinks such as Rio are also popular among young
people. A single beer product will decline in certain
market share with the emergence of new tastes of
alcoholic beverages. Although Tsingtao Beer Company
has launched a new soda drink, the market share of
these sodas is most of the Yuan qi Forest and other
emerging brands.

2.3 Opportunity

The continuous development of the logistics industry
has enabled Tsingtao Beer to be sold further including
overseas. As in Figure 3, sales volume of the beer export
gradually increased in the past years. The increase in
beer exports means a higher reputation of Chinese beer
in other countries, but it also brings broader world
markets.
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Figure 3 Chinese beer export volume (tons) [5]

With the continuous development of logistics, in the
domestic market, the gross interest rate of Tsingtao Beer
in various regions of China has increased compared with
last year. The sales of Qingdao beer in various regions
of China in 2020 are shown in Table 1. Shandong,

which is the main producing area of Qingdao beer, has
the highest gross profit rate and the highest operating
income. In East China, the gross profit rate increased
most than last year.

Table 1 Regional sales of Qingdao Beer [2]

District Operating  Operating  Gross Operating income Operating cost  Gross interest
Income Cost Rate  increases or increases or rate  lower
decreases over the  decreases over than last year
last year (%) the last year (%) (%)
Shandong Province 18,026,420 11,681,623 352  -1.49 -2.39 0.60%
North Part of China 6,489,668 4,225,025 349 3.3 141 1.36%
South Part of China 3,268,886 2,120,732 3512 -4.73 -7.25 1.75%
East part of China 2,802,879 1,937,267 30.88 1.58 -5.9 5.49%
Southeast Part of 822,715 579,435 29.57 -0.06 -7.18 5.40%
China
2.4 Threat

Because of the epidemic, China has constrained
tourists from other countries. China has fewer inbound
flights, strict quarantine of foreigners and higher ticket
prices, reducing the number of visitors to Tsingtao Beer
International Festival. At the same time, during the
spring festival, most of the residents choose to stay at
home instead of going out to dinner harshly decrease the
consumption of the beer.

Other brands of beer in China are still developing.
On July 1, 2018, the Chinese government cut tariffs on
beer from 35 to 5 percent, so foreign brands such as
Baiwei and Xili expanded their sales in China and
expanded their factories. In 2018, the market share of
Huarun beer was 25.1 %, ranking the first and the first
sales in China. In the advanced beer market, Baiwei
Beer accounted for 30% in 2018, while Tsingtao Beer
accounted for only 10%. Although Tsingtao Beer has a
higher reputation and is well-known in China, Tsingtao
Beer is still not the first in the industry in the beer
market [6].

3. PEST ANALYSIS

PEST analysis in this paper is used to evaluate the
current and future market of Tsingtao beer in the fields
of politics, economy, society and technology.

3.1 Political

Tsingtao Beer was strongly supported by Chinese
government which come up with plenty of policies to
encourage the development of craft beer. Shandong
provincial government proposed to propagate Tsingtao
Beer International Festival, striving for more national
platforms, support cities to create regional open brands,
focusing on building Tsingtao International Beer City.

3.2 Economy

As a tourist city, the development of Tsingtao Beer
International Festival has promoted the development of
Tsingtao ' s tourism industry and led to economic
benefits. During the annual Beer Festival, the hotel and
ticket prices towards Tsingtao increased rapidly.
However, in large-scale festivals, there will be a large
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population influx in a short time, Tsingtao Beer
International Festival is held in densely populated areas,
which is easy to cause ecological damage and
environmental pollution[7]. During the outbreak in
2020, due to the increased risk of infection, the number
of visitors to Tsingtao Beer International Festival
decreased significantly, bringing economic decrease to
Tsingtao [8].

3.3 Society

It is known as a well-known brand in China,
Tsingtao Beer’s influence throughout the country. Table
I shows that, Tsingtao Beer set up sales channels and
sales positions all over China, as well as the annual
number of participants in Tsingtao Beer International
Festival, proved the influence of Tsingtao Beer and
Chinese people for Tsingtao Beer ' s love, so Tsingtao
Beer has a certain influence on society.

3.4 Technology

Tsingtao Beer in the future process can invest more
money to do product development, such as the
non-Saccharomyces yeasts discovered by Laura
Canonico could be a suitable strategy to manage a
premium craft beer fermentation with a promising
sensory profile with the future prospects to introduce in
the market an improved product [6].

4. BUSINESS STRATEGIES TSINGTAO
BEER COMPANY HAS APPLIED

Facing those difficulties, Tsingtao Beer company
started to find their own solutions so that they can
reverse the deficit in January and February.

4.1 Donating anti-epidemic supplies to
communities

Tsingtao Beer donated 10-million-yuan cash and 2
million yuan of anti-epidemic supplies to Tsingtao Red
Cross for epidemic prevention and control. Tsingtao
Beer donated such a large number of anti-epidemic
supplies to build a good corporate image and reputation.
If Qingdao beer can invest more in the beer formula
upgrade and taste change, perhaps can obtain greater
benefits. After that, citizens are more likely to buy their
products.

4.2 Starting online selling

Since citizens cannot go out to dinner or shopping,
Tsingtao Beer set up a new sales team to carry out
community, WeChat group and other new marketing
methods to ensure the smooth marketing channels. On
account of the convenient express companies and
collaboration with Meituan takeout, Ele.me takeout

Advances in Economics, Business and Management Resear ch, volume 203

platforms, Tsingtao Beer started to sell beers online and
deliver to citizens” homes. In March, Tsingtao Beer
promotes cooperation with Tianmao, Jingdong, Suning
and other e-commerce platforms, using the network
platform to expand marketing channels, selling offline
inventory online, and finally achieved good results.
Tsingtao Beer for such a special period, launched a
contactless mode, intelligent distribution according to
geographical location, shorten the distribution time and
reduce the risk of infection.

4.3 Change its own selling strategy

During the epidemic period, in order to promote
sales Tsingtao Beer, use the strategy of giving part of
the profit to the salesman. Everyone can generate their
own QR code to become a salesman to invite others,
when others customers buying Tsingtao Beer can get a
return, this promotion greatly increasing the sales of
Tsingtao Beer.

These three main sales strategies contribute to the
operating income in 2020. So, compared with other
loss-making enterprises during the epidemic period, the
profit operating income of Tsingtao Beer during the
epidemic period was basically the same as that of
previous years, which was a good outcome. Therefore,
in the stock market, investors buy more stock of
Tsingtao Beer, the stock price of Tsingtao Beer rising
from 51.11 yuan (2020.1.2) to 99.66 yuan (2020.12.30)
increased about 95%.

5. CONCLUSION

Its new business strategies can be learnt by
worldwide beverage companies so that they can
overcome the difficulties during the epidemic. Faced
with the problem of market share being squeezed,
Tsingtao Beer can take brand awareness as the
advantage, increase investment in propaganda, through
the media and advertising to vigorously promote,
increase consumer brand loyalty and enhance brand
influence, leaving a better impression on consumers to
increase market share.

In 2021, due to the control of the epidemic situation
in China, the number of people travelling to Qingdao to
participate in the Tsingtao Beer International Festival
will increase, and more tourists will increase the
consumption of beer. At the same time, the increase in
venues will lead to an increase in costs and operating
income. Tsingtao Beer International Festival should
learn from the greatest beer festival, the Oktoberfest [9].
From the perspective of Robert J. Harrington, the
physical environment includes tangible elements and
more general aspects of the atmosphere. Satisfiers
identified in this area of the Oktoberfest experience
include the atmosphere in the tent, the quality of live
music, the number of people in the tent, and the physical
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location of the tent. Food quality, beverage quality and
staff quality were also shown to impact satisfaction in
the Oktoberfest setting. If the Tsingtao Beer festival
concentration on the element above, it will lead to better
success.
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