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infrastructure, and even climate.

2. Analysis of the healthcare market in the region  
of South and East Asia 

a broad sense, which is considered as one of the biggest in terms of the value 

areas of business in the world.

with it, rise dynamically and create chances for companies to achieve high 

revenue, especially due to the fact that such a fast growth in demand for 

of surgeries. However, it is worthwhile to focus on South and East Asia, which 

est growing market in the world. It is one of the reasons why in the next part 

of the paper the expansion of the Polish company Alvo LLC to the selected 

The most important growth factors in the countries of South and East 

Asia are the improvement of heath care infrastructure, an ageing society, and 
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2.1. Structural analysis of equipment  
for the operating theatres segment

a given market segment, it is the result of the economic structure of the seg

industry rivalry.

a given market segment depends on barriers to entry, which can include 

mistrust for doing business with new, foreign partners.

The second factor is the bargaining power of suppliers. Suppliers can use 

their bargaining power over buyers by increasing prices or decreasing the 

They provide resources such as rubber, steel, metals, and aluminium as well 
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number of suppliers of the resources, which decreases their bargaining power. 

products have a much higher bargaining power from the other group, this is 

Another analysed factor is the bargaining power of buyers. High bargaining 

centrated or when it purchases very large amounts of products in comparison 

the bargaining power of buyers is the possibility of the lease and easy resale 

is characterized by a small threat of such products. In principle, the threat 

within the sector itself—e.g. the possibility of using one endoscope in many 

The last element of the model is industry rivalry from within a sector. 

enlarged range of customer service, launching of new products, broadening 

In each of these cases it means that companies from a given segment are 
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hard to increase their market shares through strategies such as the devel

deepens the rivalry between present players.

2.2. Factors of surroundings which determine activities  
in the segment of operating room equipment 

an increase of medical units and improvement of services by the purchase 

implemented by the Chinese government—since the second decade of the 
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handled by Guinness Nigeria, which acted as a trading company established 

ed reasonable investments in virtually all sectors of its economy in order to 

Guinness Stout and Harp Lager spurred Guinness to build more breweries in 

Figure 3. Guinness Nigeria entry modes into the Nigerian market

Source: Own study (on the basis of www.Guinness-nigeria.com).

Arthur Guinness Brewery, Dublin

(Home country)

Guinness Nigeria Plc 

(Trading Company)

(Host country)

Initial entry mode 

(Exporting)

Later entry mode 

(Subsidiary Establishment)
Guinness Nigeria 

Plc 
Subsidiary

Subsidiary

Subsidiary
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Table 3. Guinness Nigeria breweries and their locations

Brewery Location

Ogba (Lagos State) Acme road, Industrial Estate, Ogba, Lagos state

Benin (Edo State) Benin - Asaba road, Oregbeni Industrial Estate, Ikpoba Hill, 

Benin City, Edo state

Aba (Abia State) Osisioma Industrial Layout, Aba, Abia state

Source: (Guinness Nigeria, 2018).

3. Guinness Nigeria: Market share, portfolio  
and brand values

Nigeria has a long history of brewing which dates back to the establishment 

for 96 percent of all local alcohol sales in Nigeria. The scholars further re

Figure 4. Total beverages consumption

Source: (Nwankwo & Anyanwu, 2015).

Figure 5. Beverages consumption channels

Source: (Nwankwo & Anyanwu, 2015).

Lager beer

Stout

Malt58%

15%

27%

Provisonal store
purchases

Informal convenience
spots

Kiosk, restaurants,
hotels and others

28%

13%

19%

40%

Beer parlour
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Table 5. Nigeria’s projected population (2012–2016)

Year Projected figure

2012 170,157,060

2013 175,690,143

2014 181,403,148

2015 187,301,926

2016 193,392,517

Source: (National Bureau of Statistics, 2017).

economy later on.
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Figure 7. Nigeria’s GDP growth rate at 2010 Constant Basic Prices (percentage points)

Source: (Central Bank of Nigeria, 2014, 2017).

Figure 8. Nigerian beer market share (%)

Source: (Nwankwo & Anyanwu, 2015).

In the last couple of years, Guinness Nigeria has grown from a mere 

on being in the largest market in Africa. According to a former CEO of the 

Heineken (NB and CB)

Guinness Nigeria Plc

Others

2%

71%

27%
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Table 6. Guinness Nigeria brands portfolio

Segment / Category Brand

Scotch whisky Johnnie Walker

Vodka Smirnoff

Liqueur Baileys

Gin Gordon’s Dry Gin

Local spirit Mr Dowell’s

Beer Harp, Guinness, Satzenbrau, Orijin

Non-alcoholic Dubic malt, Malta Guinness

Ready to drink Orijin non-alcoholic zero

Source: (www.guinness-nigeria.com/our-brands/brand-explorer/#).

ments of the beverage sector by Guinness Nigeria gives the company a com

to reach many consumers and also a berth in many markets, taking advantage 

Table 7. Guinness Nigeria brand values

Purpose celebrating life every day, everywhere

Vision
to be the best performing, most trusted and respected consumer products company 

in Nigeria

Core values

(i) being passionate about customers and consumers

(ii) giving people freedom to succeed

(iii) being proud of what we do and how we do it

(iv) strive to be the best

(v) value each other

Source: (www.guinness-nigeria.com/our-business/our-values/).

4. Guinness Nigeria: Survival in Nigeria based on the chosen 
mode of entry and business sustainability strategy
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Short introduction

commercial and cultural centre, a few years later. How did this happen?

 , English

See the architecture of the , Polish 

, Polish

 , English

Figure 2. Hugger’s brewery from outside (1998)
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Figure 3. Hugger’s brewery from inside (1998)

The origin

when I was buying the brewery, it was an impulse which I felt momentarily. 

thing wonderful with this place because it deserved it. It was an old building, 

6

6
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7 

• 

• 

• 

Table 1. Alternative business functions of Stary Browar

Business 

function

Argument 

for
Arguments against

Residential 

function

steady 

income

• unfavourable infrastructural and architectural conditions of the 

brewery

• unstable situation on the real estate market in the moment of de-

cision-making 

Office 

function

• infrastructural and architectural conditions of most of the brewery’s 

elements would be difficult to adapt for office functions 

• start of the construction of the Business Centre in a direct vicinity 

of the brewery

Commercial 

function

• a negative perception of a shopping centre connected with art—

based on the experience from the Polish market of the time

• an issue of the ‘critical mass’ which could ensure economic and finan-

cial effectiveness of the investment

7
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Revitalisation: From the Hugger’s brewery to Stary Browar, stage I

mission down to its individual pieces, from a solely business point of view. 

Figure 4. Keywords of the mission of building Stary Browar

Any project, especially a commercial one, should be preceded by 

• 

• 

• 

coexistence of historical and modern buildings erected in a later period, 

• 
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lowed consistently during the whole process.

1. Only the materials which were already used in the old brewery, i.e. 

fore, it was decided to use those materials which do not undergo the 
8 

Everything which could be preserved from the old buildings, architec

3. 

enterprise and would be considered in every place where possible 

be also the last because it was not certain whether it would be possible to 

derstood directly, from the commercial point of view. The Atrium should be 

8

plexiglass, or light suspended ceilings.
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The use of electrical devices depicts the purchasing power of households. 

majority of European countries.

are constantly confronted by market challengers via the list price comparison. 

on their Indonesian websites. In some cases, the list prices are available via 

your favourite rugby player tackles in a shirt with three stripes or three Kiwi 

birds, it has probably been sewn in South East Asia. Large plants producing 
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of list price revision. Not surprisingly, list price revision is also about infor

communicated to the distributors in advance. If you wonder why, please recall 

of menu costs again. Some macroeconomists claim that prices are rigid. In the 

Most important of all, their changes are not necessarily driven by changes in 

 


