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Abstract

Thai Beer (1991) Company, as the producer of Chang beer, used a dumping marketing strategy of retail
prices to be lower, by the method of local liquor selling with a beer plus method. In 1999, Chang beer
was the market leader with a market share of 58%; Boon Rawd Brewery Company’s market share
dropped down to 35% and became the market challenger (being the former market leader for 65 years,
1933-1998). Thisis an interesting case study to investigate. Therefore; the purpose of the study aims to
analyze how Chang beer became a market leader. The methodology is qualitative and descriptive. The
results of the study demonstrated that market leader applied strategy as follows: (1)Strategy in selling
local liquor plus with beer, (2) Price and channel strategy,(3) Brand building strategy, (4) SWOT
analysis strategy, (5) Heavy advertising strategy. (6) Proactive strategy, (7) Selling point building
strategy, and (8) Marketing mix strategy.
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