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0 Lassons to be drawn

mwanata cowpany. AIT8T a
e to retum to the UK to assume
11Used by Canadian managers.

In order to decidl on wlhich countuies to oonoentrate. tabatt
undertook an extensive markcet study of most fruee world
countries, rating each of them on a point scale against a pre-
dsterrgnod set of factors <eg. beer consumptUon, product types,
govemmef W and legal environmsnt, profltablity of the ic*astry,

reaito f prfits, et.). The informatlon obtaJned through
this study was an esetathough expensive, stepin the
international development of Labatt. Another source of valuable
information was Labattrs knowlecfge of the worldwide beer
idustry gathered through their attendance at world tairs and

Dealing wlh a consumpur product where brand awareness iu a key
success factor, Labatt grantd enoumous importance to thelu
advetihingcampaigii. They ueckoned that 10h.e successful on
the UK market, their ads would have to h. tumorous, and would
have 10 stress the Canadian factor to position theiu products as an


