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FORWARD
The story told here is one of beer. 

There are a lot of stories that beer can tell, the most interesting of which are our own. If you are like me, as soon as your feet touch ground 
in a new bar or another country, the �rst order is for their specialty or their local brew. It helps to shape our moments and share our iden-
tity, with something we all love: beer. People grow up with some of these brands, with their distinctive* tastes and �avors (and alcohol 
content), they become the background notes of good times, of celebrations, of heart-to-hearts, of* �ghts. I distinctly remember when I 
purchased my �rst 6-pack at 17 (Sorry, Mom) from the local 7-11, and it was Miller Lite. 

Just as beer becomes a part of our story, so too do we become a part of the grand story of beer. The companies here are kingpins, thrones 
gaming for dominance. The decisions they make a�ect us in such personal ways, like when ABInBev started buying and closing local 
breweries in China, and a lot of people lost a piece of their stories and their history. Beer brands are iconic, so much so that when Burt 
Reynolds rode around in a Trans-Am drinking Coors, and only Coors Banquet Beer to a nation where you couldn’t buy it East of Oklahoma, 
it caused an American love a�air that led to Miller merging with Coors, and later MillerCoors being acquired by SAB. 

Here, you can see the map of beers, who owns what, and which is the most famous (not that most of them need that introduction). 
Maybe, this may begin to tell the twisted tale of capitalism and cocktails and explain how consolidation is constantly changing the iden-
tity of our beer. 

You can also see how many you’ve tried. 

Note: In this document, you will �nd the number of brands owned by the top 5 (by market share) beer companies, their main brands, and the 
agencies that are working with these brands to bring them to life and into yours. Many of them are also broken down by type of beer (e.g. lager, 
pilsner, dark, light, etc.) and are not including on the list. For more information, log onto REDBOOKS.com to see the full breakdown. 



The Stats: 
AMS:HEIO: 68.23 USD
Annual Revenue 2014: 22.8 billion USD
Employees: 76,000 worldwide 
Annual Media Spend 2014: 147 million USD
Twitter Followers: 129,880
Facebook Likes: 19,739,038

The Stats: 
CARLB:DC: 525.00 USD
Annual Revenue 2014: 15.3 billion USD
Employees: 43,000 worldwide 
Annual Media Spend 2014: 496 USD
Twitter Followers: 22,216
Facebook Likes: 2,215,756

The Stats: 
LON:SAB : 3994 USD
Annual Revenue 2014: 19 billion USD
Employees: 69,212 worldwide 
Annual Media Spend 2014: 417 million USD
Twitter Followers: 12,234
Facebook Likes: 16,396

The Stats: 
ABI:BB: 115.25 USD
Annual Revenue 2014: 47.1 billion USD
Employees: 155,000 worldwide 
Annual Media Spend 2014: 539 million USD
Twitter Followers: 71
Facebook Likes: 127,603

The Stats: 
HKG: 0291: 15.26 USD
Annual Revenue 2014: N/A
Employees: 257,000
Annual Media Spend 2014: N/A
Twitter Followers: N/A
Facebook Likes: N/A

Breakdown



The God Father of Beer, garnering 28.4% of the beer market share in the US and across the Globe, ABInBev is a force to be reckoned with. 
The company owns 6 of the 10 most valuable beer brands and 120 in total. 

Anheuser-Busch InBev S.A./NV



Potentially godchild of beer, is the second largest brewing company in the world. It has a presence in over 80 countries and own 195 
brands, some of the most recognizable pictured below. 

SABMiller



The third highest grossing with Dutch origins, was one of the �rst breweries to expand globally with Tiger beer in Malaysia and the general 
Lagerbier in Central Africa. Expanding over the years, Heineken owns over 130 brands worldwide. 

Heineken



Annex - ABInBev



Annex - SABMiller



Annex - Heineken



Annex - Carlsberg


