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Abstract : The main objective of this study is to investigate the marketing strategy practice in the Case of St. George Brewery
Factory in Addis Ababa. One of the core activities in a Business Company to stay in business is having a well-developed
marketing strategy. It assessed how the marketing strategies were practiced in the company to achieve its goals aligned with
segmentation, target market, positioning, and the marketing mix elements to satisfy customer requirements. Using primary
and secondary data, the study is conducted by using both qualitative and quantitative approaches. The primary data was
collected through open and closed-ended questionnaires. Considering the size of the population is small, the selection of the
respondents was carried out by using a census. The finding shows that the company used all the 4 Ps of the marketing mix
elements in its marketing strategies and provided quality products at affordable prices by promoting its products by using high
and effective advertising mechanisms. The product availability and accessibility are admirable with the practices of both direct
and indirect distribution channels. On the other hand, the company has identified its target customers, and the company’s
market segmentation practice is geographical location. Communication effectiveness between the marketing department and
other departments is very good. The adjusted R2 model explains 61.6% of the marketing strategy practice variance by product,
price, promotion, and place. The remaining 38.4% of variation in the dependent variable was explained by other factors not
included in this study. The result reveals that all four independent variables, product, price, promotion, and place, have a
positive  beta sign,  proving that  predictor  variables  have a  positive  effect  on that  of  the predicting dependent  variable
marketing strategy practice. Even though the marketing strategies of the company are effectively practiced, there are some
problems that the company faces while implementing them. These are infrastructure problems, economic problems, intensive
competition in the market, shortage of raw materials, seasonality of consumption, socio-cultural problems, and the time and
cost of awareness creation for the customers. Finally, the authors suggest that the company better develop a long-range view
and try to implement a more structured approach to attain information about potential customers, competitor’s actions, and
market intelligence within the industry. In addition, we recommend conducting the study by increasing the sample size and
including different marketing factors.
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