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Profile of Beer Market in China
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Profile of Beer Market in China in 2006
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The annual sales volume reached 351.5 million
hl, 14.7% up from the previous year, one of the
largest country in terms of beer production and
consumption and markets with fastest
development pace for 4 years in consecution.
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The integration continued in the sector, which
resulted in the further centralization of market.
In 2006, the market share of top 10 breweries in
China has reached 62%.
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The development trend in the sector has gradually
transformed from focusing on M&A among the
breweries to greenfields and expansion due to the
hike of M&A price, and the increase of output
capacity in the sector is relatively fast.
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The rise of prices of raw materials, energy and
transportation affected the growth of profit, but
there was still growth of sales margin in a limited
scope as a result of the improvements of sales
price of beer and management capacity.
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Competition among the breweries reached a
higher level, in which the competition among the
brands became the focus.
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Changes in Output Volume of Brewery Sector in
China in Recent 8 Years
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Top 10 Beer Producers in China in the Year of 2006
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Development of Tsingtao Brewery
Company Limited
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The Growth of Sales Volume in Recent 10 Years
ey HF I
- 454
408

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006



ORI B AR A F
TSINGTAO BREWERY CO., LTD. 43

2. ZRFONAEI) bR G A

Sales Volume of Beer in Geographical Regions in
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Product Structure in 2006
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Overseas Sales
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Structure of Production Cost of Parent Company
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Production and Operational Targets for 2007

o B BLUR TR N e 3 EE 5 S0 A S b 7 T
4 E B 90 T 1 > 3 BT B 8 B 5088 T
Tt oo Horb S 1908 T Tt -
Both focuse on integration and expansion. The
increased output capacity through greenfields and
constructions after relocation reaches 9 million
hl. To realize its sales volume of 50.8 million hl,
in which principal brand reaches 19 million hl.

o DU EKE) o BRIE [ 477 Ay i B R BLUE 4 8
) o 5 137 S LG e A S O T A WL
ab R S Lk~ BRI R A RS o
Carry out the Olympic marketing activities in the
theme of “Passion with Olympics”, and follow
the “1+3” strategic brand planning target to
promote the integration between Tsingtao brand
and the other three brands of Hans, Shanshui and
Laoshan.
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Further strengthen the professional management
and promote the operational capability of value
chain, to realize the harmony and consistence of
the Company’s general strategy, functional
strategy and regional strategy.



