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“The Heineken Story” was originally published in 2014 by

Profile Books. The book is authored by journalist Barbara
Smit and was translated into Portuguese by Zahar in 2016.
Based mainly on interviews and newspaper articles, the
author discusses, in 15 chapters, the brewery's origin, its
development over the past century, and the controversial
role of Alfred "Freddy" Heineken in the company's
success. Finally, it presents an overview of the current
state of Heineken.

Main ideias of the book

» Gerard Adriaan Heineken founded his brewery in 1863
in the city of Amsterdam;

* Through well-calculated deals and unusual selling

Score

tactics, Heineken has expanded the distribution of its

7 Aplicability beer around the globe;
8 Inspiration
8 Innovation
8 Impact on results
9 Structure identity and expanded its presence in the European

« Under the leadership of Freddy Heineken, the

company underwent a radical change in its visual

market.

 The ability to adapt to modern consumer trends
ensured the brewery's sovereignty over its
competitors;

+ Heineken is currently the second-largest beer
business in the world, with factories on all continents;

* Its legacy is maintained by the efforts of its heirs to

keep the brewery a family business.

For whom is this book suitable?

The history of the famous Dutch brewery is a valuable source for entrepreneurs seeking
knowledge about large business management and marketing strategies.
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Overview of the book

The beginning

It all started in the second half of the nineteenth century
in Amsterdam. With the financial help of his mother,
Gerard Adriaan Heineken bought the decaying Den
Hoyberch brewery, founding Heineken & Co on February

15, 1864.
Gerard's management was marked by a considerable
increase in beer sales and production optimization Heineken refreshes all

through technological innovations.

Realizing that low-brew beers would be more than a fad,
he invested in lager-type production. Thus was born the
original Heineken.

Gerard died suddenly on the morning of March 18, 1893.
Thanks to the efforts of Marie Tindal, the brewer's widow,
the brewery remained a family business.

The couple's son, Henri Pierre Heineken, took over the
company in 1917. Under his leadership Heineken
prospered, resisting the impacts of World War | and
beginning its international expansion.

parts.

Conquering the world

Heineken's export momentum began in 1928 when the department was taken over by Pieter
Feith. During this period, the company partnered with Fraser & Neave, expanding its business in
Southeast Asia.

The Dutch were astute in expanding their business by adapting their approach to the market.

United States

Two chapters of the book deal with Heineken's penetration of the US market. In the first half of
the twentieth century, importer Leo Van Munching, with his unusual and aggressive selling
tactics, established Dutch beer as the leading export in the country.

Instead of trying to compete with national lagers, the Dutchman sold Heineken as a refined
product in upscale restaurants and bars. He set up what no other importer of the time could
achieve: a distribution that covered the entire country.

During years of prosperity in the United States, beer was considered in the United States, but
the possibility was soon discarded. Its main export competitor, Lowenbrau, tried to nationalize
its production and failed miserably.

In 1989, a drop in the import segment in favor of national brands reduced the presence of the
brewery in the country. A few years later, Mexican Corona beer topped Heineken's exports,
taking its most imported beer rank in the United States.

With the death of Van Munching in 1990, there were several changes in the marketing and
distribution of beer in the American market, which proved unsuccessful. Currently, even
Heineken's business volume in the country is considered unsatisfactory.
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United Kingdom

In order to reach the British market, the company made the difficult decision to export a
weaker version of lager, suited to the taste of the English. Between the 1950s and 1990s, the
following massive and innovative advertising slogan made Heineken adapted into one of the
most consumed beers in the UK:

“Heineken refreshes all parts.”

One of the on-site marketing strategies was to associate such a slogan with British humor in
order to connect people to the brand and increase product consumption.

To increase distribution, it partnered with the Whitbread Brewery, which had control of
approximately 15,000 pubs throughout the UK. While Heineken oversees management,
Whitbread should provide support for beer distribution.

The adoption of lager in draft beer by British pubs allowed the beer to be enjoyed in the
right, cold way. Between the 1970s and 1980s, lager consumption in the United Kingdom
increased from 5% to over 50%.

In the Mid-1990s, Heineken lost popularity. Stella Artois, the brand's big competitor, and also
distributed by Whitbread, had a surprising turnaround in sales. Hence, the relationship
between the partners became increasingly conflicted, ending in 2003.

Europe

In the early 1970s, the beer market in Europe was an open field to be explored. At that time,
the Dutch brewery already had millions of consumers around the globe but reached less
than 3% of the European market.

Heineken's expansion across the continent began in 1972 with the controversial acquisition
of Brasserie de I'Espérance in Strasbourg. The Alsatian brewery, until then, had considerable
production capacity, as well as a majority stake in France's third-largest brewing consortium.
In 1984, advances in the Spanish market began by acquiring a minority stake in El Aguila. The
restructuring of the most powerful brewery in the Spanish industry would form an efficient
basis for the company's expansion in that territory.

By the late 1980s, Heineken had surpassed all international competition in the European
market, becoming a household name across the continent. This leadership gave the
company a steady flow for many years, which facilitated its expansion into new markets.

Freddy

Heineken has become a globally recognized brand, thanks in large part to the efforts of
controversial Alfred “Freddy” Heineken. A considerable part of the book deals with the Dutch
mogul's personal and professional career, from troubled students to uncrowned king of beer.
Not to be assigned as a compulsory labor force in World War Il, Freddy was hired by the
brewery as soon as he finished school. In 1946, when he was 23, he was sent to the United
States to learn Van Munching's commercial tactics.

He spent two years working as a sales promoter in the United States. He then returned to
Europe to learn the basics of corporate finance by taking a junior position at a brewery bank.

Rebuilding an empire

Due to Henri Pierre's inattention, the Heineken family lost its majority stake in the brewery.
Alfred then set a life goal of regaining control of the company.
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In 1954, after nearly a decade of financial juggling, he
managed to become Heineken's majority partner. His
focus became the modernization of Heineken's corporate
identity.

It was during this period that the brand gained the iconic
green bottle and a more harmonious font, with the
famous' ‘and 'smiling' slightly counter-clockwise.

The legendary beer The Apex

slogan launched in the
In the summer of 1970, then-Heineken president Oscar
, ) Wittert van Hoogland suffered a heart attack and
companys unique stepped down. The following year, Freddy finally
branding restructuring. managed to assume the presidency of the company.
Such qa distinctive image Under his command, the company's QOminance over the
. . European market has expanded considerably.
has made it recogn/zed The tycoon retired in 1995, being succeeded by Karel
around the world. Vuursteen. He died in January 2002 at the age of 78. His
shares were transferred to Charlene de Carvalho-
Heineken, his only heiress, who was incubated with
keeping the company under family control.

“Delicious and clear Heineken”

mid-1960s was part of the

The legendary beer slogan launched in the mid-1960s was part of the company's unique
branding restructuring. Such a distinctive image has made it recognized around the world.

The new drinking habits that have been consolidated since the 1950s completely changed the
beer market from the influence of TVs.

From then on, the company saw the importance of publicizing the brand in commercials.
Branding and packaging became very important, and Heineken adapted its marketing and
distribution to encourage domestic consumption.

Heineken's unusual style of advertising has started a trend quite copied by the competition.

The advertising that ensured the company's success in the UK - “Heineken refreshes all parts” -
even appears in the Oxford Quotation Dictionary as one of the most successful advertising
phrases of all time.

One for the road

Between the 1980s and 1990s, the big brewers got into a fierce dispute that completely altered
the market's configuration. After the “Beer Wars”, the world market was dominated by only four
companies.

In the process, Heineken has factories on all continents. After Freddy's death, the company
began to expand its business in Asia, Latin America, and Russia.

Encouraged by globalization and the internet, the brand currently invests in global marketing
strategies, connecting its followers. In addition, they seek to innovate their products and
packaging to provide a better customer experience.
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What other authors say about it?

“The Airbnb Story,” tells the story of the company that offers an online home-sharing service.
Leigh Gallagher's work tells that the concept of Airbnb came from the need that the
founders had to pay the rent.

Easy Taxi founder Tallis Gomes provides a step-by-step step for you to open and consolidate
your startup. He says the first step is to identify a problem that has no solution yet, and then
enter the market with something innovative.

Joaquim Castanheira's “It Will Work" reports the success stories of ten Brazilian businessmen.
Rogério Gabriel, the founder of the Prepara Group, says optimism and self-confidence are
essential for an entrepreneur. In addition, learning from frustrations is critical to making
better decisions in the future.

Okay, but how can | apply this in my life?

Heineken's impressive history highlights the ability of company managers to adapt to
market changes through efficient partnerships and innovative marketing strategies.

This was only possible thanks to the efforts of employees aligned with the company's
expansionary objectives.

More than a large company, Heineken is a legacy.

Did you get the tips? So, it's time to apply to your business!

If you liked this book, visit our complete collection with hundreds
of Pocketbooks of the greatest successes in the areas of
management, marketing and sales, leadership, strategy, personal

development and entrepreneurship!

Note:

The content presented above reflects the vision and critical analysis of our team of copywriters, respecting the fundamentals of intellectual property in Brazil
(Article 8, item I).

No part of the book is being copied. They are unique and exclusive content, always giving credits to the authors and indicating the link to purchase the
complete work. PocketBook4You respects the copyright code in accordance with the provisions of Brazilian law, Law 9.610 / 98.

This content is the exclusive property of PocketBook4You and is protected by the Copyright Law in its Articles 46, |, (a) and 47, because this is not a
reproduction and also does not imply any discredit, on the contrary, the moral right is protected and, as pointed out earlier, the reader receives a link to
acquire the work. Reproduction of this material without the permission of the company is prohibited.
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