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Brand Research

Founded : 1876

Company: Anheuser-Busch Companies, Inc., an American brewing company headquartered 
in St. Louis, Missouri. Since 2008, it has been a wholly-owned subsidiary of Anheuser-Busch 
InBev (AB InBev) which also has its North American regional management headquarters 
in St. Louis. Founded more than 165 years ago, Anheuser-Busch is one of America’s most 
iconic companies and the undisputed leader of the U.S. beer industry. Anheuser-Busch 
owned more than 100 brands.



• In 1852, German American brewer and saloon operator George Schneider opened the Bavarian Brewery on Carondelet 
Avenue (later known as South Broadway) between Dorcas and Lynch streets in South St. Louis.

• In 1860, the brewery was purchased on the brink of bankruptcy by William D’Oench, a local pharmacist, and Eberhard 
Anheuser, a prosperous German-born soap manufacturer.

• From 1860 to 1875, the brewery was known as E. Anheuser & Co., and from 1875 to 1879 as the E. Anheuser Company’s 
Brewing Association.

• Anheuser-Busch was one of the first companies to transport beer nationwide using railroad refrigerator cars.
• Adolphus Busch was the first American brewer to use pasteurization to keep beer fresh; the first to use mechanical 

refrigeration and refrigerated railroad cars, which he introduced in 1876; and the first to bottle beer extensively.
• In 1876, Busch introduced Budweiser, with the ambition of transcending regional tastes. His company’s ability to transport 

bottled beer made Budweiser the first national beer brand in the United States, and it was marketed as a “premium” beer.
• The company was renamed Anheuser-Busch Brewing Association in 1879.
• The Busch family fully controlled the company through the generations until Anheuser-Busch’s sale to InBev in 2008.
• As demands for alcohol prohibition in the United States grew, Anheuser-Busch began producing non-alcoholic and low-

alcoholic beverages (known as near-beer); the most successful of these was Bevo, a malt beverage introduced in 1908.
• As part of an effort to improve the respectability of drinking, August Busch built three upscale restaurants in St. Louis during 

the 1910s: the Stork Inn, the Gretchen Inn (now known as the Feasting Fox), and the Bevo Mill.

Budweiser History (key points)



What was the original vision?

During the 1870s, Adolphus Busch toured Europe. He studied the changes in brewing methods that were taking place 
at the time, particularly pilsner beer, which included a locally popular example brewed in Budweis.
In 1876, Busch introduced Budweiser, with the ambition of transcending regional tastes. His company’s ability to 
transport bottled beer made Budweiser the first national beer brand in the United States, and it was marketed as a 
“premium” beer. 

Does the vision remain the same today? Why? Or Why not?

They succeeded in achieving the original vision and maintained it. However, due to the decline of young consumers’ 
enthusiasm for beer and other reasons, sales have decreased year by year. 

Was the brand a success from the start?

Yes, Budweiser is, without a doubt, America’s best beer brand.
The fact that it ranked #25 in Forbes’ list of the World’s Most Valuable Brands and acquired a $23.4 billion valuation is a 
testament to its success.

If not-what got in the way?
The beer industry is changing, and the continuous influx of competitors and young consumers has caused Budweiser’s 
sales to decrease gradually. Despite this, Budweiser still has a high reputation and sales volume.



Current Issue

Explore the problem with empathy towards the customer

The recent demonstrations in Washington damaged positive brand images such as
Budweiser ”Patriotic“ and “American Beer.”
Perceive us as outdated and enjoyed by an older generation; “Dad’s Beer.”
Perceive Budweiser to be a very heavy beer. Our close association reinforces this to Bud Light, and consumers refer to us 
by contrast as “Bud Heavy.”
Budweiser flagship beer does not clearly fit into trends proliferating the beer category; consumers seek options that 
satisfy their desire for variety and health & wellness (hard seltzers, light beers) and more premium options (import and 
craft beers).
Budweiser is seen as ubiquitous, but it is not clear to consumers what occasions are ownable to Budweiser. By contrast, 
other beer brands have very clear strongholds in key occasions, such as Corona (Relax & Unwind/Beach) and Bud Light 
(Co-ed social occasions like watching sports and group parties/gatherings).

 
Assess why Budweiser is currently not working.

Young consumers do not like the taste of Budweiser.



SWOT Analysis

• Our Brand: We have noticed that this generation “wears us, but doesn’t drink us.” They are huge fans of the brand – from our Budweiser merchandise to our 

advertising campaigns – but there is a disconnect with choosing to drink our product

• Occasions: We’ve identified that our key occasions to win in are: [1] Relax & Unwind (ex. after a day of work, relaxing in the backyard), [2] Great American Sports, 

and [3] Casual Meals (ex. Budweiser & burgers)

• Current sales momentum: We currently have momentum with this group and hypothesize that the cause of this is due to (1) very clear product-specific creativity 

and (2) Americans are craving familiarity and normalcy in the wake of COVID-19, causing them to go back to established, mainstream brands and (3) we refreshed 

our packaging this year to be retro and we know that nostalgia/vintage is valued by this group.

• Future-looking & progressive initiatives: The younger generation has positively responded to our more progressive campaigns & messaging. Examples of this are: 

1. Our sustainability initiatives (we brew with 100% renewable electricity) 2. Our diversity & inclusion initiatives – predominantly what we have recently done with 

women, such as sponsoring the National Women’s Soccer League to drive equality for women’s sports

• Presence across the globe
• High retail sales
• Sign of corporate hegemony
• Innovation

• Grabbing the millennial 
market

• High retail sales
• Presence across the globe
• Craft Beer
• Increased awareness of 

foreign brands

• Competition
• Un-connecting with young 

target customers

Strengths Weakness Opportunities Threats



Survey

• 1. How old are you?
• A. 0-21 B. 21-34 C. Over 34 years old
• 2. Are you a beer lover?
• 3. How often do you buy beer?
• A. Every week B. Every Month C. For special Occasions
• 4. Under what occasion do you usually drink beer?
• 5. Which beer brand is your favorite, or which one is the first beer brand that comes to your mind?
• 6. Have you ever drank Budweiser?
• 7. Do you like Budweiser? If you like it, please explain why; if you don’t like it, please explain why…
• 8. Can you share some shortcomings of Budweiser? (From the product itself, design or advertising aspect)
• 9. When you choose a beer brand, will Budweiser be your first choice?
• 10. if yes, what motivated you to drink Budweiser in the first place?
• 11. If not, which brand of beer do you prefer? And why?
• 12. What are your thoughts on Beer in general?
• 13. What is your most memorable beer ad?
• 14. Do beer ads affect your purchasing decision?
• 15. Have you seen any advertisements for Budweiser beer before?
• 16. Did the Budweiser’s ads attract you to purchase the product (if not), and why?
• 17. Where, how often, and with whom do you drink beer?



Result ( 59 respondents)





• Among the younger generation between 21 and 34, 94% said they like to see beer as a community connection. Especially when 
gathering with others. 

• Although 40% of the respondents were very impressed with Budweiser’s advertising, 78% said that Budweiser’s advertising did not 
prompt them to buy Budweiser. 

• 64% of the interviewees said they would drink beer when gathering with friends and family.

Budweiser is having trouble connecting with younger generations, and younger generations are searching for new ways to connect 
with each other.  
 
Why not bond over a Bud and some music? 
  
Music is a huge connecter and resonates with Gen Z, Millennials and beyond.

Insights gathered



The Consumer

Ages 21-34 Millennials (1985-1996) & Generation Z (1997-1998)

Classifications
 
GEN Z: Fashionable, broad-minded, active, unique, adventurous, individual, 
pursuit and desire for new things.  
 
MILLENNIALS: High loyalty to products and brands. Focused on the experience. 
Rational consumption.



• Bud’s two core marketing efforts, one focused on America’s pastime of baseball, the other on Clydesdales and nostalgia, are both old-
fashioned by design and mean little to young people today.

• To many consumers of all ages, the idea of using Americana to sell Budweiser is laughable. (Budweiser American-style lager)
• Perceive Budweiser as outdated and enjoyed by an older generation; “Old man beers” or “Dad’s Beer”

Resource: https://business.time.com/2012/08/29/how-budweiser-is-trying-to-lose-its-stale-image-and-appeal-to-young-drinkers/

• Beer ‘s flavor (very heavy beer; bud heavy), But young consumers prefer light beers
• New design instead of nostalgic style
• Interact with the product, novel stuff

Pain points of the target audience

Needs & Desires



Persona

The Experimenter The Trend Sipper The Bar Enthusiast



The Experimenter





The Trend Sipper





The Bar Enthusiast





Market Research (Other Insights)

• In fact, 32 million people attend at least one music festival in the U.S. every year, and nearly half of those people are millennials.

• 65% of festivalgoers believe brands improve the overall festival experience, according to a recent study.

• Millennial spending on experiences has grown dramatically. the share of consumer spending on live experiences and events relative 
to total U.S. consumer spending increased 70 percent.



Competition (3 top competitors)

Corona Coors Light Heineken

More focus on experience, Certain 
small aspects of associating a lemon 
wedge to the beer have gone a long 
way in differentiating the drink from 
its competition and focusing on the 
experience.

Focused on exciting moments 
from the explorers enjoying an 
icy cold can of Coors Light. The 
overall theme was to celebrate 
those who thirst for more

Variants: Heineken beers 
are known for their 
numerous variants.





Rough Idea









Strategy Statement

Young beer drinkers

Get To By Because

Percieve Budweiser 
as a beer that is a 
connector of people 
and music 

Creating a campaign 
that brings cities large 
and small together 
through great beer and 
music

Gen Z and Millennials 
are socially-driven 
generations that often 
look to music to find 
connection.



Antique Olive Nord D (Regular) Bud Bold (Regular) Noto Sans (Regular) 

ABCDEFGHIJ
KLMNOPQRS
TUVWXYZ ab
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opqrstuvwxyz
1234567890
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abcdefghijklmn
opqrstuvwxyz
1234567890
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1234567890

Type Study



Deliverables



Beer Can Design (Plan B, Not adopted)



Music Festival Poster Process (rough draft)



Iteration 1



Iteration 2



Iteration 3



Final Version



Mockup



Commercial Ads Process

Voice Over & Action & MoodBoard 
Development 1



Voice Over & StoryBoard 
Development 1



Voice Over & StoryBoard 
Development 2

Style: Live action + Motion Graphic

Still need revise the VoiceOver......
(Dom do the Script part)



Music is a universal language… 
It moves through us, from our toes tapping, to our heads banging. 
A rhythm in unison, that everyone understands- 
In the same way, the sound of a can makes when you first crack it open, 
It’s like music to your ears. 
So, Budweiser asked Spotify to partner in a musical experience
Inviting everyone to join together, with their buds, to engage in the ultimate scavenger  hunt:
 
Buy Budweiser and Peel off the labels on the can to reveal and piece together a map of 6 different locations around the city
The search continues as you reach each location to find our hidden Bud/Spotify code…
Once you scan the code that’s when the real challenge starts! 
To officially check off each location you’ll have to solve the clue within the lyrics provided by Spotify 
When all 6 clues are solved, you’ll uncover the hidden location of Budweiser’s Music Festival... but act fast because only the first 300 will win
With a purchase of our limited-edition packaging everyone will be able to uncover the beat with exclusive playlists that reflect the sound of 
cities all over the U.S.
 
4 bustling cities  
6 Cryptic clues 
1 memorable Music Festival 
& Unlimited Playlists
Bringing people together to discover the beat

Final Script (Dom did)



Footages

Footage form YouTube, Pexels Video, Vimeo Video
https://www.youtube.com/ 
https://www.pexels.com/videos 
https://vimeo.com/

Screenshots



Background Music & Sound Effect

Footage form YouTube, Fesliyanstudios
https://www.youtube.com/ 
https://www.fesliyanstudios.com/ 





Graphic Design (In Video)







Screeshots



Screeshots



Editing Process





Final Commerical Ads





Conclusion

Throughout the whole project, I participated in Budweiser’s research work, questionnaire surveys and analysis 
results, development of Big idea, and strategy. actively participate in and cooperate with team members to 
complete the assigned tasks. Work hard and earnestly complete this project. 

In the execution phase, I participated in the design and production of the beer can, campaign posters, and 
commercial ads. I am just want to clarify that the team members helped me with the copy (appreciate the team 
members for help me a lot), I completed the production of posters and commercial video advertisements, 
including illustration, graphic design, find footages, music, sound effects, etc.

In this project, I learned about the complete campaign production process, including research and 
investigation, finding key insights, developing big ideas, and so on. Also, learn how to efficiently work in a team. 
Thank you very much, professor.

I hope you enjoyed what I did!
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