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ABSTRACT

The objectives of this study were to examine the importance of variables
such as perceived quality, low price, social interaction, consumer knowledge,
and packaging on purchase intention for beer in the Brazilian market; and
to identify consumer groups with a distinct profile based on their behavior
concerning these important variables. We found that perceived quality, low
price, and social interaction were predictors of the willingness to buy beer.
We also found that consumer product knowledge and packaging moderated
the effects of perceived quality and low price on purchase intention. Our
findings showed that the more product knowledge a consumer possesses,
the less perceived quality would impact a beer brand’s purchase intention;
and the greater the influence of packaging, the less impact a low price will
have on the purchase intention of a beer brand. Our research also identified
three distinct groups of beer consumers: Bohemians, Tasters, and NOBELs

(NOt a BEer Lover).
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Segmentacao e direcionadores do consumo de cerveja no mercado brasileiro

RESUMO

Os objetivos foram examinar a importincia das varidveis qualidade percebida, preco baixo,
interagao social, conhecimento do consumidor e embalagem na inten¢ao de compra de cerveja
no mercado brasileiro; e identificar grupos de consumidores com perfil distinto a partir de seu
comportamento em relacio ao efeito dessas varidveis. Descobriu-se que qualidade percebida,
preco baixo e interagdo social foram preditores da inten¢ao de comprar cerveja. No entanto,
também foi encontrado que o conhecimento do consumidor sobre o produto e a embalagem
moderou os efeitos da qualidade percebida e do prego baixo na intengao de compra. Os resultados
mostraram que quanto mais conhecimento do produto um consumidor possui, menos a qualidade
percebida impactaria a intengao de compra de uma marca de cerveja; quanto maior a influéncia
da embalagem, menor serd o impacto de um preco baixo na inten¢io de compra de uma marca
de cerveja. Nossa pesquisa também identificou trés grupos de consumidores de cerveja: Boémio,

degustadores e NOBELs (NOt a BEer Lover).

PALAVRAS-CHAVE
mercado brasileiro de cerveja; segmentagio do mercado de cerveja; direcionadores de consumo
de cerveja; mapas auto-organizados.

1. INTRODUCTION

Beer is the most widely consumed alcoholic beverage in the world (174 billion liters in 2021)
(Statista, 2022). In terms of volume, China, the U.S., and Brazil are, respectively, the top three
producers and consumers (Atlasbig, 2022; Statista, 2022). In terms of per capita consumption,
the Czech Republic ranked first in 2014, with 181 liters per person; the U.S. and Brazil ranked
17th (72.8 liters per capita) and 23th (65.1 liters per capita), respectively (Amoros, 2022). Per
capita consumption in China (28.5 liters) is lower than in the U.S. and Brazil (Statista, 2022).
Therefore, it is expected an increase in beer consumption in Brazil and China, although a
decrease is expected in the U.S. (Statista, 2022). This way, there is enormous growth potential
in emerging markets.

The global beer market was worth about US$563.9 billion in 2021, and this may increase
10.34% by 2025 (Statista, 2022). According to Nelson (2005) and Statista (2022), sellers in
developed markets like the U.S. will have difficulty improving future profits due to intense price
competition. In addition, cultural changes and consumption behavior changes (G6mez-Corona
et al., 2017b), as well as strict government regulations in developed markets, have motivated
companies like SAB-Miller, InBev, Heineken, and Kirin to improve their financial performance
by moving into emerging markets, where regulations are not as strict and markets are not yet well
developed. Gémez-Corona et al. (2017b) argued that culture is pivotal to the understanding of
beer consumption and maintained that surveying the characteristics of the market is important
for firms to remain competitive. In Brazil, for instance, the market share of craft beer brewers has
recently been increasing (Brasil, 2022; ForbesAgro, 2022), but it is not yet a significant threat
to international beer companies who focus on so-called industrial beer. In developing markets,
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craft beer is priced relatively high (compared to developed markets), and consumer demand is
therefore still lower.

When it comes to determinant factors in people’s decision of what beer to drink, the existing
literature has established that price plays a major role in consumers” choices about a specific
beer brand. However, there is a debate in the marketing literature about what other factors
also influence the buying behavior of beer consumers. For example, Smart (1988) argued that
advertising does not play a significant role in changing consumer behavior, and Wilcox et al.
(2015) found that it does not increase the consumption of alcoholic beverages. But advertising
may have a significant influence in communicating other relevant aspects of products, such as
packaging and design (Young, 2002), social interaction (Leiss et al., 1990), or product quality
(Moorthy & Zhao, 2000; Koch & Sauerbronn, 2019). As well, Nelson (2005) argued that, in
developed markets, advertising could influence market shares, and may even motivate wealthy
consumers to trade up to more expensive beers. There are also intrinsic and extrinsic factors
that are not related to the product itself (knowledge, familiarity, personal preferences, drinking
partners, etc.) that impact purchase intentions for a specific brand of beer (Cardello et al., 2016;
Gémez-Corona et al., 2017a). These factors have not been extensively explored in the literature,
particularly in the context of emerging markets. Moreover, Gémez-Corona et al. (2017a) and
Calvo-Porral (2019) strengthened the argument that studies should provide information on how
firms should focus on consumer groups and how to develop products for these specific consumer
segments — something that has been relatively untapped by the current literature.

To address the issues raised above, it is necessary to gain a deeper understanding of the extrinsic
factors that can impact consumer buying decisions with respect to competing brands of beer within
and across different segments. We first survey the literature in order to identify these important
extrinsic factors, and then we develop a set of testable hypotheses regarding these factors. Next,
we describe our methodology and the results yielded. We conclude the paper with a discussion
of the implications of our findings.

2. THEORETICAL BACKGROUND AND HYPOTHESIS
DEVELOPMENT

2.1. THE ROLE OF PRICE IN THE PURCHASE INTENTION OF BEER

In the marketing literature in general, price has long been considered one of the most important
variables influencing consumer purchasing decisions. Chaloupka et al. (2002) argued that price
is also important for beer. Premium and craft beers are far more expensive than industrial beers
(Gémez-Corona et al., 2016), especially in emerging markets like Brazil (Barboza, 2013; Dias &
Falconi, 2018); consumer demand is therefore much lower for craft beer than it is for industrial
beer. Although price differences among industrial beers are relatively low, price considerations
also affect consumer decisions about which industrial beer to buy (Gémez-Corona et al., 2016).

This fact might lead us to conclude that the intrinsic characteristics of beer — such as flavor, smell,
color, and texture (Gémez-Corona et al., 2016) — are not very important, and that the extrinsic
factor of price alone explains the wide acceptance of lower quality industrial beers (Mardegan et al.,
2013). However, there are specific situations in which other variables are important, and therefore
reduce the importance of price in consumer purchase intentions. For example, Manning et al.
(1995) found that heavy and light beer drinkers are not as price sensitive as moderate drinkers,
and that the demand of heavy beer drinkers might even be considered inelastic. These results
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resonate with Rizzon, De Toni et al. (2022) findings with Brazilian consumers. Indeed, in some
cases, low price appears to have little impact on purchase intention, and this might facilitate
the appearance of more hedonic and symbolic attributes. In spite of these exceptions, price still
represents a key variable in the overall purchase decision of beer. Thus, we hypothesize that:

o H1. Low price positively influences the purchase intention of a beer brand.

2.2. THE ROLE OF SOCIAL INTERACTION IN THE PURCHASE INTENTION OF BEER

Socialization is a sociocultural adjustment that influences the choice of a specific brand of
beer, as well the choice between beer and some other type of beverage (Silva et al., 2016; Heath,
1987; Sargent, 1971). Alcoholic beverages act as a social catalyst (Cahalan et al., 1969), and as
a facilitator of interpersonal relations. The human need to engage in social relationships means
that socialization is an important factor in the consumption of alcoholic beverages. Moreover,
this need is expressed by a set of actions that associate the individual with his/her expected role in
society. Pettigrew (2002), for instance, found that beer consumption is used by males to express
their masculinity and by females to express their equality; females use their non-consumption of
beer to show their femininity. In some cases, beer represents a totem of masculinity and directly
contributes to shaping personal and social identities (Gémez-Corona et al., 2017b).

According to Crawford (1987), social obligations are micro-constraints that drive individual
behavior to seek collective approval. Social obligations are more evident during ceremonies and
celebrations, and they are underlying reasons for drinking beer. These “consumption rituals” may
influence brand choice and the amount of the brand that is consumed, since the consumption
of alcoholic beverages signals personal image and interests to the group (Crawford, 1987; Calvo-
Porral, 2019). As a result, the individual may feel an indirect obligation to share the same collective
practices, while the individual’s real preferences are not revealed.

There is a substantial divergence between patterns of beer consumption in a social context
and in a private context (Giacalone et al., 2015; Gémez-Corona et al., 2016). In social contexts,
individual preferences are influenced by the presence of other people and the need to make
collective decisions. Individuals may be reluctant to question a group decision and may therefore
do things that they do not really want to do (e.g., drink a less appreciated beer). By contrast, in a
private context where personal judgments drive buying decisions, individuals feel freer to choose
a more appreciated alternative (e.g., a beer they like). We therefore hypothesize that:

o H2. Socialization positively influences the purchase intention of a beer brand.

2.3. THE ROLE OF PERCEIVED QUALITY IN THE PURCHASE INTENTION OF BEER

When there is uncertainty about a product and its attributes, consumers seek information
about factors such as product quality in order to minimize their purchase risks (Jacoby et al.,
1971). Zeithaml (1988) differentiated the concepts of quality and perceived quality, arguing that
the former carries an objective evaluation of superiority and excellence, while the latter requires
cognition and a subjective judgment by the individual. Perceived quality means that judgments
are made about the intrinsic aspects of a product or service relative to excellence and superiority
(e.g., taste and flavor). Although a product or service could possess objective quality (i.e., the
product is made with high-quality materials), it is consumers’ subjective perceptions that matter.
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This is an important issue, because it means that perceived quality is influenced by previous
judgments the individual has made about the subjective characteristics and attributes of a product
or service. This, in turn, influences the individual’s future choice of a specific brand, because it
leads to inferences about the quality level of the product (Aaker, 1991; Calvo-Porral et al., 2013).
Thus, a previous experience (good or bad) could alter an individual consumer’s perception of
the quality of a product or service (Aaker, 1996; Holbrook & Corfman, 1985; Morgan, 1985;
Quintal etal., 2016), and this conclusion should hold for beer purchases as well (Gémez-Corona
et al., 2016; Rizzon et al., 2022). We therefore hypothesize that:

o H3. Perceived quality positively influences the purchase intention of a beer brand.

2.4. MODERATING VARIABLES

Perceived quality is based on subjective characteristics and is therefore influenced by situational
factors (Aaker, 1996; Holbrook & Corfman, 1985; Morgan, 1985; Quintal et al., 2016). One
variable that has a major influence on an individual’s perception of quality is knowledge about
a product (Hernandez et al., 2014; Rao & Monroe, 1988). Knowledge leads consumers to
engage in a more rational decision-making process, which increases the importance of objective
attributes (e.g., product composition) and reduces the influence of more subjective attributes
(e.g., taste and flavor; Hernandez et al., 2014; Jacoby et al., 1971). Furthermore, knowledge
about beer could make consumers more diligent about quality aspects and therefore motivate
their search for higher quality beers (Gémez-Corona et al., 2016; Capitello & Todirica, 2021).
Indeed, Cardello et al. (2016), Gémez-Corona et al. (2017b), and Rizzon et al. (2022) suggested
that familiarity with beer is a strong determinant in people’s decisions of what beer to purchase.

Thus, we hypothesize the following:

o H4. The greater the consumers product knowledge, the smaller the effect of perceived quality

perceptions on purc/mse intention.

Packaging is another attribute that has the potential to influence consumers” decisions about
which beer to consume (e.g., Aquilani et al., 2015; Bamforth & Cabras, 2016; Gémez-Corona
etal.,, 2016; Sester et al., 2013). Packaging plays a major role in marketing because it uses visual
stimuli about a product in order to attract consumer attention (Venter et al., 2011). Studies
about alcoholic beverages reveal that young adult consumers believe that packaging increases
the perception of palatability (Gates et al., 2007). Although packaging is considered an extrinsic
attribute, some researchers have found that beer labels, the sophistication of the packaging,
and even the shape of the beer glasses may influence how consumers experience the product
(Gémez-Corona et al., 2016; Mirabito et al., 2017; Betancur et al., 2020). Packaging can affect
consumer perceptions of product quality (Chrea et al., 2011; Loose & Szolnoki, 2012; Mueller
& Szolnoki, 2010) as well as price (Becker et al., 2011). For example, a sophisticated package
and/or label might imply a premium price, which might negatively influence the selection of
that particular brand if consumers are more price sensitive. Alternatively, consumers who are less
price sensitive would be more positively influenced by a sophisticated package/label because it
would imply higher quality. Hence, we hypothesize the following:
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o H5. The greater the influence of packaging, the smaller the effect of low price on purchase intention.

The important conceptual variables discussed above are summarized in Figure 1.

Knowledge about product

Perceived Quality

Social Interaction Purchase Intention

Packaging

Figure 1. Conceptual model.
Source: Author’s own elaboration.

3. METHOD

3.1. DATA COLLECTION

To calculate the sample size we used GPower (Erdfelder et al., 1996) for F test with the following
parameters: effect size f* = 0.05; a error probability = 0.05; power (1 - b error probability) =
0.95 for 5 predictor variables; a non-centrality parameter A = 20.10; critical F = 2.2368 and;
total sample size n = 402. Therefore, the results showed that there is a high chance of correctly
rejecting the null hypothesis of no difference with more than 402 respondents. This amount was
lower than that obtained in our study (419 valid respondents), proving to be more than enough.

The sample was based on 419 individuals who declared themselves as beer drinkers. This
survey was carried out in 2019. The sample was non-probabilistic by accessibility and snowball.
A link was created in google forms and shared through the researchers’ social networks Data were
gathered both online (314 respondents using self-administered questionnaires) and in person (105
respondents recruited at local bars and restaurants in Fortaleza, using personally administered
questionnaires). All the respondents were Brazilian citizens, but most live in Fortaleza.

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024



BBR

3.2. SURVEY INSTRUMENT AND MEASUREMENT

The survey instrument was based on several reliable and valid scales and adapted and translated
into Portuguese. The instrument was based on a 7-point Likert scale (1 = strongly disagree to
7 = strongly agree) and included scale items adapted from previous studies: social interaction
(Gémez-Corona et al., 2016), low price (Suri & Monroe, 2003), perceived quality (Yoo &
Donthu, 2001), knowledge, and packaging (Filieri & Lin, 2017).

It is important to emphasize that the Portuguese version of these items was adapted and
translated by an MSc. in linguistics (English & Portuguese). Furthermore, for content validity,
it was tested and validated by three marketing associate professors. Finally, for face validity, a
pretest of the survey instrument was conducted with 17 respondents with the same demographic
and behavioral profile as the real respondents of this study. The survey instrument required no
further changes following the pretest screening process.

The survey was divided into two major parts. In the first part, respondents were asked to
evaluate the brand of beer they often consumed; in the second part, they were invited to declare
the brand of beer they liked the most. If participants declared the same brand in both parts of the
survey, the questionnaire was categorized as “both” and the survey was stopped. If respondents
stated a different beer brand at the beginning of the second part, they were invited to continue
to answer the second part of the survey; this allowed us to identify the reason for the discrepancy
between the preferred beer and the beer regularly consumed. Of the total sample, 186 of the 419
respondents answered the complete questionnaire (first and second parts).

3.3. DESCRIPTIVE STATISTICS

At the end of the survey, respondents were also asked a set of personal questions related to their
beer consumption and demographics. Of the 419 respondents, 129 (30.8%) declared that they
drank beer once or twice a month, 95 (22.8%) said three or four times a month, 129 (31%) said
once or twice a week, 47 (11.3%) said three or four times a week, 16 (3.8%) said almost every
day, and 3 (0.7%) did not respond. Of the 419 respondents, 237 (56.6%) were male and 182
(43.4%) were female. Respondent ages varied from 18 to 72, with the average being 31.6 years.

For the total sample of 419, the most mentioned brand was Skol (a Brazilian national brand)
with 153 mentions (36.5%), followed by Heineken with 67 mentions (16.0%), Itaipava (another
Brazilian national brand with 58 mentions (13.8%), and other brands 141 (33.7%). Respondents
were also asked about the kind of packaging they preferred for their beer; the majority indicated
bottles (173 preferred 355 ml bottles, 172 preferred 600 ml bottles, and 113 respondents chose
350 ml cans).

4. RESULTS AND ANALYSIS

The analysis was carried out in three steps. In the first step, structural equation modeling (SEM)
was used to test the hypotheses. In the second step, we used self-organizing maps (SOM) with
MatLab (v.R2014a) in order to identify beer consumer groups with distinctive characteristics. In
the third step, we used ANOVA to assess whether the differences among variables in identified
groups were statistically significant.
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4.1. HYPOTHESIS TESTING: DRIVERS OF BEER CONSUMPTION

First, a conceptual model was built, and factor loadings of items and adjustment measures
from the overall model were observed. All factor loadings reached values higher than 0.7. This
result demonstrates the fitness of variables to their constructs, which highlights the convergent
validity of the scale. The conceptual model also revealed satisfactory values, once all adjustment
indexes exceeded the minimum required. For convergent and discriminant analysis, constructs
presented acceptable values: Perceived Quality - CR = 0.935, AVE = 0.827; Social Interaction
- CR=0.912, AVE = 0.723; Low Price - CR = 0.936, AVE = 0.784.

In order to verify the research hypotheses, a structural model was designed based on theoretical
contributions from the literature. We observed causal relationships among the independent
variables (perceived quality, social interaction, and low price) on the dependent variable (purchase
intention). The model presented high levels of goodness-of-fit indexes (Hair et al., 20006):
CMIN/DF = 2.456, CFI = 0.972; GFI = 0.927; IFI = 0.972; TLI = 0.965, RMSEA = 0.059.
Results from the structural model also revealed a significant impact on purchase intention for
a beer brand from all independent variables. These findings are presented in Table 1. Perceived
quality was the variable that had the most influence on purchase intention, followed by price
and social interaction.

Table 1
Drivers of beer consumption

Dependent Independent Unstandardized Standardized

Variable Variable Estimates (b) S.E. (2) Estimates (B) T-test Hypothesis
Price 0.154 0.030 0.211 0.000** H1 Confirmed
Purchase  Socialization 0.122 0.038 0.148 0.002** H2 Confirmed
Intention :
Perceived 0.685 0.050 0.721 0.000**  H3 Confirmed
Quality
5 <0.01

Source: Author’s own elaboration.

As shown in Table 1, our first three hypotheses were confirmed. That is, the main constructs
are associated with the purchase intention of a beer brand, and thus all of the independent
variables influence willingness to buy brands of beer.

Since low price, social interaction, and perceived quality were found to be strong predictors of
purchase intention, a moderation test was undertaken in order to evaluate the leveraging effects
of perceived quality (knowledge moderated) and low price (packaging moderated) on purchase
intention. Results show that knowledge plays a negative role in moderating the effects of perceived
quality on purchase intention as follows: £(3.415) = 111.2206, R* = 44.57, p < 0.001; perceived
quality, &= 0.5315, #(415) = 15.2969, p < 0.001; knowledge about a product, &= 0.1167, #415)
= 3.6402, p < 0.001; and perceived quality x knowledge about a product, 4 = -0.0861, #415)
= -3.8641, p < 0.001. These outcomes support H4 (i.c., the greater the knowledge about beer,
the lesser the effect of perceived quality on purchase intention).

We were likewise able to find that packaging indeed had the capacity to moderate negatively
the effect of low price on purchase intention: £(3,415) = 29.6033, R*> = 17.63, p < 0.001; low
price, b= 0.1433, (415) = 4.7176, p < 0.001; packaging, & = 0.2721, #(415) = 7.3528, p < 0.001;
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and low price x packaging, & = -0.0729, #(415) = -3.5303, p < 0.001. These outcomes support
H5 (i.e., as the effect of packaging increases, the effect of low price on purchase intention is
significantly reduced).

4.2. SEGMENTATION ANALYSIS

To divide the group of respondents into distinct segments, we conducted a descriptive post
hoc analysis (Wedel & Kamakura, 2000), because there is neither an a priori selected dependent
variable to be used in the segmentation process nor an a priori specified amount of segments
expected to be found. Thus, segmentation analysis was performed without prior assumptions
regarding consumers’ characteristics. This study also used a behavioral segmentation analysis due
to its relationship to external attitudes that consumers supposedly would favor when making a
purchase decision (Goyat, 2011; Snellman, 2000; Yankelovich & Meer, 2000).

The market segmentation analysis was conducted using the SOM method (for a more detailed
explanation on the use of SOM in segmentation analysis, see Mazanec, 1999). As with any other
artificial neural network technique, a main attribute of SOM is the ability to learn from the data.
That is, it is not necessary to establish an a priori algorithm that will analyze the data; through
training, the neural network will learn how to analyze the data on its own. Lee et al. (2004)
suggested the use of a two-level SOM analysis, which consists in using two clusterization steps
in building the groups. In the first clusterization, the number of neurons is defined by 5VN,
where N is the sample size (Lee et al., 2004). As a result of this first step, the first clusters (called
protoclusters) are formed through a combination of prototypes. The second clusterization is
performed with the protoclusters (obtained in the first clusterization) in order to find the final
clusters (Lépez Garcia & Machén Gonzdlez, 2004). For the second clusterization, Lee et al. (2004)
and Lépez Garcia and Machén Gonzélez (2004) recommended the use of the Davies—Bouldin
(DB) index (see Equation 1). This index is related to the dispersion and similarity measures of
the clusters. The literature indicates that the smaller the index number, the better the result in
obtaining the ideal number of clusters.

Equation 1:

1% max {Sc(Qk) +5.(00) } 1)
C K=1l * K dce(Qki Ql)

Where:

C = number of clusters

S.(Q,) = internal distance from cluster K

S$.(Q,) = internal distance from cluster L

d_(Q,,Q,) = distance between cluster K and cluster L

After following the two-steps procedure suggested by Lee et al. (2004) and Souza et al. (2021),
using MatLab v.R2014a and analyzing the DB index, we identified three distinct clusters (see
Figure 2). Thus, based on the results of the SOM analysis, the 419 respondents were divided into
three groups: Bohemians, composed of 141 respondents; Tasters, composed of 157 respondents; and
NOBELs (NOta BEer Lover), composed of 121 respondents. Next, the behavioral characteristics
of the three identified clusters will be further analyzed using ANOVA tests.
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Figure 2. Results of the Davies-Bouldin (DB) index
Source: Author’s own elaboration.

4.3. CHARACTERIZATION OF THE DIFFERENT BEER SEGMENTS

An ANOVA was performed in order to identify possible significant differences in the means
of the groups of beer consumers identified by the SOM analysis, and to identify the major
characteristics of each group (Hair et al., 2006). Respondents were grouped based on the variables
that showed significant influence on the purchase intention of a beer brand (i.e., low price, social
interaction, perceived quality, packaging, and knowledge). This approach also identified the
characteristics that played a major role in the purchase decision of each group.

The behavioral variable results under ANOVA were analyzed for significance (see Table 2).
Because of sample heterogeneity, sociodemographic variables did not show any significant
differences between the groups (Table 3 presents the sociodemographic characteristics of each
group, and Table 4 presents the beer consumption levels for each group); we therefore focus on
the main purpose of this research, which is behavioral segmentation.

Table 2

ANOVA Results

Cluster Bohemians Tasters NOBELSs Total F »
N 141 157 121 419

Social Interaction 6.0105 5.2661 3.1539 4.9066 163.198 Ak
Perceived Quality 5.2247 6.1381 3.9449 5.1974 156.582 Horx
Packaging 4.1638 4.8503 2.8388 4.038 92.776 o
Low Price 5.6330 2.5710 2.9165 3.701 305.150 ork
Purchase Intention 6.2931* 6.3822* 4.7879 5.8918 103.612 Hoxck
Knowledge about a product 3.45158* 3.5563* 2.6281 3.253 16.773 o

*Post hoc Scheffe’s test shows no significant differences between groups.
5 20001
Source: Author’s own elaboration.
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Sociodemographic characteristics of each group

Groups
Characteristic n Total
Bohemians Tasters NOBELs
11 . 75 99 63 237
Male
% of Total 17.9% 23.6% 15.0% 56.6%
n 66 58 58 182
Gender Female
% of Total 15.8% 13.8% 13.8% 43.4%
n 141 157 121 419
Total
% of Total 33.7% 37.5% 28.9% 100.0%
n 4 1 1 6
< 3,690
% of Total 1.0% 0.2% 0.2% 1.4%
3,690 - n 38 32 24 94
11,071.00 % of Total 9.2% 7.7% 5.8% 22.7%
11,072 - n 37 23 32 92
18,452 % of Total 8.9% 5.6% 7.7% 22.2%
Annual 18,453 — n 36 45 39 120
Household 36,903 % of Total 8.7% 10.9% 9.4% 29.0%
Income in 36,904 — n 12 31 15 58
USD 55,355 % of Total 2.9% 7.5% 3.6% 14.0%
55,356 - n 4 8 3 15
73,806 % of Total 1.0% 1.9% 0.7% 3.6%
n 8 14 7 29
> 73,806
% of Total 1.9% 3.4% 1.7% 7.0%
n 139 154 121 414
Total
% of Total 33.6% 37.2% 29.2% 100.0%
n 1 0 4 5
< High School
% of Total 0.20% 0.00% 0.90% 1.20%
76 57 28 161
High School "
% of Total 18.10% 13.60% 6.70% 38.40%
Education n 33 49 45 127
Undergraduate
Level % of Total 7.90% 11.70% 10.70% 30.30%
n 31 51 44 126
Graduate
%of Total 7.40% 12.20% 10.50% 30.10%
n 141 157 121 419
Total
% of Total 33.70% 37.50% 28.80% 100.00%

Source: Author’s own elaboration.
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Table 4

Beer consumption levels for each group

Groups
Consumption Level - Total
Bohemians Tasters NOBELs
Once or twice a n 35 52 42 129
month % of Total 8.4% 12.5% 10.1% 31.0%
Three or four times a n 39 37 19 95
month % of Total 9.4% 8.9% 4.6% 22.8%
) n 44 41 44 129
Once or twice a week
% of Total 10.6% 9.9% 10.6% 31.0%
Three or four times n 18 16 13 47
a week % of Total 4.3% 3.8% 3.1% 11.3%
n 3 10 3 16
Almost every day
% of Total 0.7% 2.4% 0.7% 3.8%
n 139 156 121 416
Total
% of Total 33.4% 37.5% 29.1% 100.0%

Source: Author’s own elaboration.

Based on ANOVA results, the main groups’ characteristics are described below.

Bohemians. This group, which had the highest beer consumption, comprised 75 men and 66
women. A low price had a major influence on their purchase intention, and on this dimension
they were not significantly different from Tasters (see below). Bohemians chose brands of beer
that are popular and are cheaper than other brands. Bohemians do not like to drink beer alone,
wherever the location; for them, drinking beer is an opportunity to socialize.

Tasters. For Tasters, the perceived quality of a beer was the most important attribute in purchase
intention, and price was the least important variable (perhaps because this group had the highest
average annual income; see Table 3). This group included 99 men and 58 women; they chose
Heineken as their most preferred beer brand but exhibited the most variability among beer
brands cited. This group mentioned more than 25 craft or premium beer brands (both national
and international). Tasters value hedonic experiences, but they have the lowest consumption
frequency, and they drink high-value beer brands. As long as price can be used as a measure of
perceived quality (Jacoby et al., 1971), and packaging can be related to a willingness to pay a
premium price for a product (Filieri & Lin, 2017), it makes sense that this group evaluates these
variables higher than both Bohemians and NOBELSs (see below). Although Tasters exhibited the
highest purchase intention, they were not significantly different from Bohemians with respect to
purchase intention (or product knowledge).

NOBEL (NOt a BEer Lover). This group included 63 men and 58 women; Skol was their
preferred brand of beer. NOBELS scored lower than Bohemians and Tasters on social interaction,
perceived quality, packaging, and product knowledge, and this group exhibited the lowest purchase
intention. NOBELs sometimes do drink beer, but they often choose to drink another alcoholic
beverage (e.g., wine, whisky, spirits). When evaluating beers, NOBELs are not much influenced
by price, perhaps because they also consume other expensive beverages or because they do not
really like beer very much. They drink it in casual situations, or when only beer is available, but
in both situations they consume only small quantities.
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5. DISCUSSION

5.1. SUMMARY AND DISCUSSION OF RESULTS

Our goal in this study of beer consumption behavior in Brazil was to (1) examine the importance
of variables such as perceived quality, low price, social interaction, consumer knowledge, and
packaging on purchase intention for brands of beer; and (2) identify consumer groups with a
distinct profile based on their behavior with respect to these important variables. We found
that the variables that were antecedents of purchase intention — perceived quality, low price,
and social interaction — were indeed strong predictors of the willingness to buy beer brands in
the Brazilian market. We also found that consumers’ product knowledge and the nature of the
packaging moderated the effects of perceived quality and low price on purchase intention. That
is, the more product knowledge a consumer possesses, the less perceived quality will impact
the purchase intention of a beer brand. Capitello and Todirica (2021) point out that specialist
consumers with greater knowledge need special attention in market analysis. Furthermore, the
greater the influence of packaging, the less impact a low price will have on the purchase intention
of a beer brand. This finding is corroborated by Betancur et al. (2020), who argue that packaging
influences the choice of beer. Consumers who have more knowledge about a product and who
care about packaging issues are willing to pay more, since they objectively evaluate both inzrinsic
factors (knowledge moderating perceived quality) and exzrinsic factors (packaging moderating
low price).

Our research also identified three distinct groups of beer consumers: Bohemians, Tasters, and
NOBELS. Each of these groups has characteristics that must be understood by beer providers as
they try to position their beer portfolio for maximum effect. Bohemians value social interaction,
and drinking beer is an opportunity to socialize. This group has the highest level of consumption;
low price is an important attribute for them, and they choose brands that are cheaper and more
popular. Zasters value perceived quality, social interaction (but not as much as Bohemians),
and packaging. They value hedonic experiences, and price is less important to them (perhaps
because they have a high annual income). They have the lowest consumption frequency, and they
drink high-value brands. NOBELs exhibit the lowest intention to purchase beer, and attach the
lowest significance to social interaction, perceived quality, low price, packaging, and knowledge.
NOBELs sometimes do drink beer, but they often choose to drink other alcoholic beverages
instead. Perhaps they do not really like beer very much. They drink in casual situations or when
only beer is available, but they consume relatively small amounts.

Several researchers have observed that perceived quality is a strong predictor of purchase
intention for beer (Chaloupka et al., 2002; Gémez-Corona et al., 2016; Ornstein, 1980). Our
research showed that this positive effect of perceived quality on purchase intention is affected
by consumers” product knowledge. At present, however, many Brazilian beer consumers do not
have a high level of knowledge about beer, and many of them still drink low-value industrial
beers (Mardegan et al., 2013). For high-quality craft beers to increase their market share, sellers
will have to close the knowledge gap and communicate more effectively about intrinsic product
attributes like flavor and texture (Betancur et al., 2020). When consumer knowledge about beer
is high, lower perceived quality of a brand will have a negative impact on purchase intention
for that brand (Hernandez et al., 2014; Rao & Monroe, 1988; Rizzon et al., 2022). This fact is
important for the industry generally because consumers are gradually becoming more selective
about brands of beer (Gémez-Corona et al., 2016; Nelson, 2005; Ozsomer, 2012).
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The impact of social interaction on purchase intention should not be underestimated. Brazilians
(who exhibit a high level of collectivism; Hofstede & Hofstede, 2005) generally do not drink beer
alone. Of course, this characteristic is not unique to Brazilians, but the social interaction factor
may be less important in countries that exhibit high levels of individualism (Gémez-Corona et
al., 2016; Silva et al., 2016; Pettigrew, 2002). Low price also has a positive impact on purchase
intention of beer (Chaloupka et al., 2002; Ornstein, 1980). This is an important issue, because
even in a market like Brazil that has extensive product offerings, drinkers still value low price when
purchasing beer. Thus, craft brewers who set their prices significantly above those for industrial
beer risk losing sales, because consumers do not see craft beers as having high enough perceived
value to warrant the price difference (Barboza, 2013; Rizzon et al., 2022).

5.2. CONTRIBUTIONS AND IMPLICATIONS

This paper makes four contributions: (1) it provides an analysis of consumer behavior in the
Brazilian beer market; (2) it illustrates the interrelationship among several variables that have
been identified as important in the marketing literature (low price, perceived quality, and social
interaction); (3) it identifies three groups of consumers whose purchase and consumption patterns
are influenced by these variables; and (4) it shows that consumer knowledge about a product
moderates the effect of perceived quality, and that the way the product is packaged moderates
the effect of price on purchase intention.

These results suggest several implications for beer sellers. First, the Brazilian beer market is not
solely price oriented. Rather, some individuals (labeled here as Zasters) are more willing to pay a
premium price because they have higher incomes and because they value hedonic experiences. This
has implications for craft beer sellers: Their communication with consumers can be made more
effective through the use of packaging, because the effect of low price is moderated by packaging
(which increases purchase intention). Also, beer characteristics should be communicated in a
more direct way, since knowledge moderates perceived quality and therefore purchase intention.

Second, even for groups where low price is important (i.e., Bohemians), other factors cannot
be ignored. Since Bohemians also value high perceived quality, they will not buy just any brand
of beer. Producers therefore must develop strategies to increase the perceived quality of their
product. This can be done by, for instance, improving the appeal of the package and label.

Third, some thought should be given to the feasibility of developing a strategy to attract
consumers who drink alcoholic beverages, but who are not primarily interested in drinking beer
(e.g., NOBELS). A first step in this strategy is understanding how much those consumers really
value beer and what factors have historically limited their interest in beer. The results of such
data gathering will help marketers decide whether or not to introduce new beer brands.

Despite its complexity, the Brazilian beer market can be divided into three relatively homogeneous
groups. Therefore, this division proposal supports understanding the consumer market by revealing
distinctive aspects of each group. The research results showed that extrinsic and intrinsic aspects
could be used together to identify homogeneous groups present in the consumer market. This
finding highlights the interrelationship between company and consumer in co-creating value
in the beer market. For a niche market (such as offering premium beers) to consolidate, the
component “knowledge about the product” needs to be intensified. In line with this, firms that
operate specifically in this segment should seeck more intimate strategies related to consumer
immersion and education. By understanding the value associated with this product category
mediated by knowledge, beer can be considered an acceptable choice for consumers. This strategy
goes against traditional advertising actions that focus on merely hedonic aspects of the product.
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However, disclosures that relate both hedonic and more informative and utilitarian appeals can
be characterized as a differential for these markets.

Such inferences can prove to be important for companies that compete in the national market
and, more broadly, in the international scenario. Large national industries have stood out globally.
However, small and medium-sized producers dedicated to the craft beer market can still obtain
larger market shares. Although the specific aspects of local culture should not be neglected, the
market division model presented in this research can serve as a reference for accessing new markets.
Indeed, positioning the brand for one of the three major categories of consumers proposed in
the study is a pivotal first step in understanding how to access the target market.

5.3. LIMITATIONS AND FUTURE RESEARCH

The research reported here contributes to the field by identifying important variables that
influence purchase intention for beer in emerging markets. Like all research, it has some limitations.
One limitation is that the variables analyzed here are only a small fraction of the total that might
be analyzed.

A second limitation is that we cannot generalize our findings to other emerging markets. Future
research is needed that focuses on other emerging markets to determine whether the variables
that we examined in this study are also important in other markets. Such future studies can also
determine the relative importance of these variables in both mature and emerging markets.

Finally, the fact that NOBELs score low on various relevant factors compared to Bohemians
and Tasters needs to be examined. Why do NOBELSs attach relatively little importance to
variables such as low price, social interaction, and product quality? If this question is answered,
future research can identify the feasibility of increasing the importance of these variables to
NOBELSs; that, in turn, opens up the possibility of increasing future demand from NOBEL:.
Since NOBELSs represent almost 30% of our sample, this is an area where clear findings could
lead to the development of more effective marketing strategies. In addition, research has shown
an increase in non-alcoholic beer (NAB) consumers (Betancur et al. 2020; Silva et al., 2016).
Future research could analyze whether these consumers are part of the NOBEL category or if
they represent a distinct consumer group, not identified in this research.

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024



BBR

16

REFERENCES

Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand name. Free Press.

Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management
Review, 38(3), 102-120. https://doi.org/10.2307/41165845

Amoros, R. (2022). Visualizing which countries drink the most beer. Visual Capitalist. https://www.
visualcapitalist.com/which-countries-drink-the-most-beer/

Aquilani, B., Laureti, T, Poponi, S., & Secondi, L. (2015). Beer choice and consumption determinants

when craft beers are tasted: An exploratory study of consumer preferences. Food Quality and
Preference, 41, 214-224. https://doi.org/10.1016/j.foodqual.2014.12.005

Atlasbig. (2022). World beer production by country. Atlas Big. https://www.atlasbig.com/en-ie/

countries-by-beer-production

Bamforth, C. W., & Cabras, 1. (2016). Interesting times: Changes for brewing. In I. Cabras, D.
Higgins & D. Preece (Eds.), Brewing, beer and pubs (pp. 15-33). Palgrave Macmillan. https://doi.
org/10.1057/9781137466181_2

Barboza, M. Q. (2013). O negdcio miliondrio das cervejas artesanais. ISTOE. http://istoe.com.
br/319458_o+negocio+milionario+das+cervejas+artesanais/

Becker, L., van Rompay, T. J., Schifferstein, H. N., & Galetzka, M. (2011). Tough package, strong
taste: The influence of packaging design on taste impressions and product evaluations. Food Quality
and Preference, 22, 17-23. https://doi.org/10.1016/j.foodqual.2010.06.007

Betancur, M. 1., Motoki, K., Spence, C., & Velasco, C. (2020). Factors influencing the choice of beer:
A review. Food Research International, 137, 109367 https://doi.org/10.1016/j.foodres.2020.109367

Brasil. (2022). Mercado cervejeiro cresce no Brasil e aumenta interesse pela produgio nacional de lipulo
e cevada. Servigos e Informagoes do Brasil. https://www.gov.br/pt-br/noticias/agricultura-e-
pecuaria/2021/08/mercado-cervejeiro-cresce-no-brasil-e-aumenta-interesse-pela-producao-nacional-
de-lupulo-e-cevada

Cahalan, D., Cisin, I. H., & Crossley, H. M. (1969). American drinking practices: A national study
of drinking behavior and attitudes. Rutgers Center of Alcohol Studies.

Calvo-Porral, C. (2019). Profiling beer consumers for brewery management. In A. M. Grumezescu &
A. M. Holban (Eds.), Production and management of beverages (pp. 303-333, Vol. 1). Woodhead
Publishing. https://doi.org/10.1016/B978-0-12-815260-7.00010-9

Calvo-Porral, C., Lévy-Mangin, J. P, & Bourgault, N. (2013). Domestic or imported beer brands?
Analysis and assessment of brand equity in the Spanish market. Journal of International Food &
Agribusiness Marketing, 25, 324-347. https://doi.org/10.1080/08974438.2013.755719

Capitello, R., & Todirica, I. C. (2021). Understanding the behavior of beer consumers. In R.
Capitello & N. Macehle (Eds.), Case studies in the beer sector (pp. 15-36). Science Direct. https://
doi.org/10.1016/B978-0-12-817734-1.00002-1

Cardello, A. V., Pineau, B., Paisley, A. G., Roigard, C. M., Chheang, S. L., Guo, L. E, Hedderley,
D. L, & Jaeger, S. R. (2016). Cognitive and emotional differentiators for beer: An exploratory
study focusing on “uniqueness.” Food Quality and Preference, 54, 23-38. https://doi.org/10.108
0/08974438.2013.755719

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024


https://doi.org/10.2307/41165845
https://www.visualcapitalist.com/which-countries-drink-the-most-beer/
https://www.visualcapitalist.com/which-countries-drink-the-most-beer/
https://doi.org/10.1016/j.foodqual.2014.12.005
https://www.atlasbig.com/en-ie/countries-by-beer-production
https://www.atlasbig.com/en-ie/countries-by-beer-production
https://doi.org/10.1057/9781137466181_2
https://doi.org/10.1057/9781137466181_2
http://istoe.com.br/319458_o+negocio+milionario+das+cervejas+artesanais/
http://istoe.com.br/319458_o+negocio+milionario+das+cervejas+artesanais/
https://doi.org/10.1016/j.foodqual.2010.06.007
https://doi.org/10.1016/j.foodres.2020.109367
https://www.gov.br/pt-br/noticias/agricultura-e-pecuaria/2021/08/mercado-cervejeiro-cresce-no-brasil-e-aumenta-interesse-pela-producao-nacional-de-lupulo-e-cevada
https://www.gov.br/pt-br/noticias/agricultura-e-pecuaria/2021/08/mercado-cervejeiro-cresce-no-brasil-e-aumenta-interesse-pela-producao-nacional-de-lupulo-e-cevada
https://www.gov.br/pt-br/noticias/agricultura-e-pecuaria/2021/08/mercado-cervejeiro-cresce-no-brasil-e-aumenta-interesse-pela-producao-nacional-de-lupulo-e-cevada
https://doi.org/10.1016/B978-0-12-815260-7.00010-9
https://doi.org/10.1080/08974438.2013.755719
https://doi.org/10.1016/B978-0-12-817734-1.00002-1
https://doi.org/10.1016/B978-0-12-817734-1.00002-1
https://doi.org/10.1080/08974438.2013.755719
https://doi.org/10.1080/08974438.2013.755719

BBR

17

Chaloupka, E J., Grossman, M., & Saffer, H. (2002). The effects of price on alcohol consumption
and alcohol-related problems. Alcohol Research and Health, 26, 22—34. https://www.ncbi.nlm.nih.
gov/pmc/articles/ PMC6683806/

Chrea, C., Melo, L., Evans, G., Forde, C., Delahunty, C., & Cox, D. N. (2011). An investigation
using three approaches to understand the influence of extrinsic product cues on consumer
behavior: An example of Australian wines. Journal of Sensory Studies, 26(1), 13—24. https://doi.
org/10.1111/j.1745-459x.2010.00316.x

Crawford, A. (1987). Attitudes about alcohol: A general review. Drug and Alcohol Dependence, 19,
279-311. doi:10.1080/08974438.2013.755719

Dias, M. O., & Falconi, D. (2018). The evolution of craft beer industry in Brazil. Journal of Economics
and Business, 1(4), 618-626. https://doi.org/10.31014/aior.1992.01.04.55

Erdfelder, E., Faul, E, & Buchner, A. (1996). Behavior research methods, instruments, & computers
articles in press. Bebavior Research Methods, Instruments, & Computers, 28(1), 71. hteps://doi.
org/lO.3758/BF03203473

Filieri, R., & Lin, Z. (2017). The role of aesthetic, cultural, utilitarian and branding factors in young
Chinese consumers’ repurchase intention of smartphone brands. Computers in Human Behavior,

67, 139-150. https://doi.org/10.1016/j.chb.2016.09.057

ForbesAgro. (2022). Brasil mostra que é um pais cada vez mais cervejeiro. Forbes. https://forbes.com.
br/forbesagro/2022/09/brasil-mostra-que-e-um-pais-cada-vez-mais-cervejeiro/

Gates, P, Copeland, J., Stevenson, R. J., & Dillon, P. (2007). The influence of product packaging on
young people’s palatability rating for RTDs and other alcoholic beverages. Alcohol and Alcoholism,
42(2), 138-142. https://doi.org/10.1093/alcalc/agl113

Giacalone, D., Frest, M. B., Bredie, W. L., Pineau, B., Hunter, D. C., Paisley, A. G., Beresford, M. K.,
& Jaeger, S. R. (2015). Situational appropriateness of beer is influenced by product familiarity. Food
Quality and Preference, 39, 16-27. https://doi.org/10.1016/j.foodqual.2014.06.012

Gé6mez-Corona, C., Chollet, S., Escalona-Buendia, H. B., & Valentin, D. (2017a). Measuring the
drinking experience of beer in real context situations: The impact of affects, senses, and cognition. Food

Quality and Preference, 60, 113-122. https://doi.org/10.1016/j.foodqual.2017.04.002
Gémez-Corona, C., Escalona-Buendia, H. B., Garcia, M., Chollet, S., & Valentin, D. (2016). Craft

vs. industrial: Habits, attitudes and motivations towards beer consumption in Mexico. Appetite, 96,

358-367. https://doi.org/10.1016/j.appet.2015.10.002

Goémez-Corona, C., Valentin, D., Escalona-Buendia, H. B., & Chollet, S. (2017b). The role of
gender and product consumption in the mental representation of industrial and craft beers: An
exploratory study with Mexican consumers. Food Quality and Preference, 60, 31-39. https://doi.
org/10.1016/j.foodqual.2017.03.008

Goyat, S. (2011). The basis of market segmentation: A critical review of literature. European Journal
of Business and Management, 3(9), 45—54. https://core.ac.uk/download/pdf/234624114.pdf

Hair, ]J. E, Jr., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate
data analysis (6th ed.). Pearson Prentice Hall.

Heath, D. B. (1987). Anthropology and alcohol studies: Current issues. Annual Review of Anthropology,
16, 99-120. https://doi.org/10.1146/annurev.anthro.16.1.99

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024


https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6683806/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6683806/
https://doi.org/10.1111/j.1745-459x.2010.00316.x
https://doi.org/10.1111/j.1745-459x.2010.00316.x
https://doi.org/10.1080/08974438.2013.755719
https://doi.org/10.31014/aior.1992.01.04.55
https://doi.org/10.3758/BF03203473
https://doi.org/10.3758/BF03203473
https://doi.org/10.1016/j.chb.2016.09.057
https://forbes.com.br/forbesagro/2022/09/brasil-mostra-que-e-um-pais-cada-vez-mais-cervejeiro/
https://forbes.com.br/forbesagro/2022/09/brasil-mostra-que-e-um-pais-cada-vez-mais-cervejeiro/
https://doi.org/10.1093/alcalc/agl113
https://doi.org/10.1016/j.foodqual.2014.06.012
https://doi.org/10.1016/j.foodqual.2017.04.002
https://doi.org/10.1016/j.appet.2015.10.002
https://doi.org/10.1016/j.foodqual.2017.03.008
https://doi.org/10.1016/j.foodqual.2017.03.008
https://core.ac.uk/download/pdf/234624114.pdf
https://doi.org/10.1146/annurev.anthro.16.1.99

BBR

18

Hernandez, J. M. C., Han, X., & Kardes, E R. (2014). Effects of the perceived diagnosticity of
presented attribute and brand name information on sensitivity to missing information. Journal of

Business Research, 67, 874—881. https://doi.org/10.1016/j.jbusres.2013.07.006

Hofstede, G., & Hofstede, G. J. (2005). Cultures and organizations: Software of the mind (2nd ed.).
McGraw-Hill.

Holbrook, M. B., & Corfman, K. P. (1985). Quality and value in the consumption experience:
Phaedrus rides again. In J. Jacoby & J. C. Olson (Eds.), Perceived quality: How consumers view
stores and merchandise (pp. 31-57). Lexington Books.

Jacoby, J., Olson, J. C., & Haddock, R. A. (1971). Price, brand name, and product composition
characteristics as determinants of perceived quality. Journal of Applied Psychology, 55, 570-579.
https://doi.org/10.1037/h0032045

Koch, E. S., & Sauerbronn, J. E R. (2019). “To love beer above all things”: An analysis of Brazilian
craft beer subculture of consumption. Journal of Food Products Marketing, 25(1), 1-25. https://
doi.org/l().1080/10454446.2018.1431577

Lee, S. C., Suh, Y. H,, Kim, ]J. K., & Lee, K. J. (2004). A cross-national market segmentation of
online game industry using SOM. Expert Systems with Applications, 27(4), 559-570. https://doi.
org/10.1016/j.eswa.2004.06.001

Leiss, W., Kline, S., & Jhally, S. (1990). Social communication in advertising: Persons, products &
images of well-being. Psychology Press.

Loose, S. M., & Szolnoki, G. (2012). Market price differentials for food packaging characteristics.
Food Quality and Preference, 25(2), 171-182. https://doi.org/10.1016/j.foodqual.2012.02.009

Lépez Garcia, H., & Machén Gonzélez, 1. (2004). Self-organizing map and clustering for wastewater
treatment monitoring. Engineering Applications of Artificial Intelligence, 17(3), 215-225. https://
doi.org/10.1016/j.engappai.2004.03.004

Manning, W. G., Blumberg, L. A., & Moulton, L. H. (1995). The demand for alcohol: The differential
response to price. Journal of Health Economics, 14(2), 123—148. https://doi.org/10.1016/0167-
6296(94)00042-3

Mardegan, S. E, Andrade, T. M. B., de Sousa Neto, E. R., de Castro Vasconcellos, E. B., Martins, L.
E B., Mendonga, T. G., & Martinelli, L. A. (2013). Stable carbon isotopic composition of Brazilian
beers—A comparison between large- and small-scale breweries. Journal of Food Composition and

Analysis, 29(1), 52—-57. hteps://doi.org/10.1016/j.jfca.2012.10.004

Mazanec, J. A. (1999). Simultaneous positioning and segmentation analysis with topologically
ordered feature maps: A tour operator example. Journal of Retailing and Consumer Services, 6(4),

219-235. https://doi.org/10.1016/s0969-6989(98)00037-x

Mirabito, A., Oliphant, M., Van Doorn, G., Watson, S., & Spence, C. (2017). Glass shape
influences the flavour of beer. Food Quality and Preference, 62,257-261. https://doi.org/10.1016/j.
foodqual.2017.05.009

Moorthy, S., & Zhao, H. (2000). Advertising spending and perceived quality. Marketing Letters, 11,
221-233. https://doi.org/10.1023/2:1008135126025

Morgan, L. A. (1985). The importance of quality. In J. Jacoby & J. C. Olson (Eds.), Perceived quality:

How consumers view stores and merchandise (pp. 61-64). Lexington Books.

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024


https://doi.org/10.1016/j.jbusres.2013.07.006
https://doi.org/10.1037/h0032045
https://doi.org/10.1080/10454446.2018.1431577
https://doi.org/10.1080/10454446.2018.1431577
https://doi.org/10.1016/j.eswa.2004.06.001
https://doi.org/10.1016/j.eswa.2004.06.001
https://doi.org/10.1016/j.foodqual.2012.02.009
https://doi.org/10.1016/j.engappai.2004.03.004
https://doi.org/10.1016/j.engappai.2004.03.004
https://doi.org/10.1016/0167-6296(94)00042-3
https://doi.org/10.1016/0167-6296(94)00042-3
https://doi.org/10.1016/j.jfca.2012.10.004
https://doi.org/10.1016/s0969-6989(98)00037-x
https://doi.org/10.1016/j.foodqual.2017.05.009
https://doi.org/10.1016/j.foodqual.2017.05.009
https://doi.org/10.1023/a:1008135126025

BBR

19

Mueller, S., & Szolnoki, G. (2010). The relative influence of packaging, labelling, branding and
sensory attributes on liking and purchase intent: Consumers differ in their responsiveness. Food

Quality and Preference, 21(7), 774-783. https://doi.org/10.1016/j.foodqual.2010.07.011

Nelson, J. P. (2005). Beer advertising and marketing update: Structure, conduct, and social costs. Review
of Industrial Organization, 26, 269-3006. https://doi.org/10.1007/s11151-004-8113-x

Ornstein, S. I. (1980). Control of alcohol consumption through price increase. Journal of Studies on
Alcohol, 41(9), 807-818. https://doi.org/10.15288/js2.1980.41.807

Ozsomer, A. (2012). The interplay between global and local brands: A closer look at perceived
brand globalness and local iconness. Journal of International Marketing, 20(2), 72-95. https://
doi.org/10.1509/jim.11.0105

Pettigrew, S. (2002). A grounded theory of beer consumption in Australia. Qualitative Market
Research: An International Journal, 5(2), 112—-122. https://doi.org/10.1108/13522750210423814

Quintal, V., Phau, L., Sims, D., & Cheah, 1. (2016). Factors influencing generation Y’s purchase
intentions of prototypical versus me-too brands. Journal of Retailing and Consumer Services, 30,

175-183. https://doi.org/10.1016/j.jretconser.2016.01.019

Rao, A. R., & Monroe, K. B. (1988). The moderating effect of prior knowledge on cue utilization in
product evaluations. Journal of Consumer Research, 15(2), 253-264. https://doi.org/10.1086/209162

Rizzon, F., De Toni, D., Graciola, A. P, & Milan, G. S. (2022). Prost with craft beer! Do customer
experience and price sensitivity affect product price image, perceived value and repurchase
intention? British Food Journal, 125(7), 2333-2349. https://doi.org/10.1108/BF]J-05-2022-0456

Sargent, M. J. (1971). A cross-cultural study of attitudes and behaviour towards alcohol and
drugs. British Journal of Sociology, 22(1), 83-96. https://doi.org/10.2307/588726

Sester, C., Dacremont, C., Deroy, O., & Valentin, D. (2013). Investigating consumers’ representations
of beers through a free association task: A comparison between packaging and blind conditions. Food
Quality and Preference, 28(2), 475—483. https://doi.org/10.1016/j.foodqual.2012.11.005

Silva, A. P, Jager, G., Van Bommel, R., Van Zyl, H., Voss, H. P, Hogg, T., Pintado, M., & De Graaf,
C. (2016). Functional or emotional? How Dutch and Portuguese conceptualise beer, wine and
non-alcoholic beer consumption. Food Quality and Preference, 49, 54-65. https://doi.org/10.1016/j.
foodqual.2015.11.007

Smart, R. G. (1988). Does alcohol advertising affect overall consumption? A review of empirical
studies. Journal of Studlies on Alcohol, 49(4), 314-323. https://doi.org/10.15288/jsa.1988.49.314

Snellman, K. (2000). From one segment to a segment of one - The evolution of market segmentation
theory. Swedish School of Economics and Business Administration.

Souza, L., Freitas, A. A., Heineck, L. E, & Wattes, J. L. (2021). Groups of gamers: Market segmentation
of Brazilian Electronic Gamers. Brazilian Business Review, 18(2), 177-195. https://doi.org/10.15728/
bbr.2021.18.2.4

Statista. (2022). Beer - Worldwide. Statista. https://www.statista.com/outlook/cmo/alcoholic-drinks/
beer/worldwide

Suri, R., & Monroe, K. B. (2003). The effects of time constraints on consumers’ judgments of prices
and products. Journal of Consumer Research, 30(1), 92—104. https://doi.org/10.1086/374696

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024


https://doi.org/10.1016/j.foodqual.2010.07.011
https://doi.org/10.1007/s11151-004-8113-x
https://doi.org/10.15288/jsa.1980.41.807
https://doi.org/10.1509/jim.11.0105
https://doi.org/10.1509/jim.11.0105
https://doi.org/10.1108/13522750210423814
https://doi.org/10.1016/j.jretconser.2016.01.019
https://doi.org/10.1086/209162
https://doi.org/10.1108/BFJ-05-2022-0456
https://doi.org/10.2307/588726
https://doi.org/10.1016/j.foodqual.2012.11.005
https://doi.org/10.1016/j.foodqual.2015.11.007
https://doi.org/10.1016/j.foodqual.2015.11.007
https://doi.org/10.15288/jsa.1988.49.314
https://doi.org/10.15728/bbr.2021.18.2.4
https://doi.org/10.15728/bbr.2021.18.2.4
https://www.statista.com/outlook/cmo/alcoholic-drinks/beer/worldwide
https://www.statista.com/outlook/cmo/alcoholic-drinks/beer/worldwide
https://doi.org/10.1086/374696

BBR

20

Venter, K., van der Merwe, D., de Beer, H., Kempen, E., & Bosman, M. (2011). Consumers’ perceptions
of food packaging: An exploratory investigation in Potchefstroom, South Africa. International
Journal of Consumer Studies, 35(3), 273-281. https://doi.org/10.1111/j.1470-6431.2010.00936.x

Wedel, M., & Kamakura, W. A. (2000). Market segmentation: Conceptual and methodological foundations.

Springer Science & Business Media.

Wilcox, G. B., Kang, E. Y., & Chilek, L. A. (2015). Beer, wine, or spirits? Advertising’s impact on
four decades of category sales. International Journal of Advertising, 34(4), 641-657. https://doi.or
£/10.1080/02650487.2015.1019961

Yankelovich, D., & Meer, D. (2006). Rediscovering market segmentation. Harvard Business Review,
84(2). https://hbr.org/2006/02/rediscovering-market-segmentation

Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional consumer-based
brand equity scale. Journal of Business Research, 52(1), 1-14. https://doi.org/10.1016/s0148-
2963(99)00098-3

Young, S. (2002). Packaging design, consumer research, and business strategy: The march toward
accountability. Design Management Review, 13(4), 10—14. https://doi.org/10.1111/j.1948-7169.2002.
tb00324.x

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end model
and synthesis of evidence. Journal of Marketing, 53(3), 2—22. https://doi.org/10.2307/1251446

AUTHOR’S CONTRIBUTION

SC - Project administration; Supervision; Validation; Writing — review & editing.

MM - Project administration; Supervision; Validation; Visualization; Writing — review & editing.
LS — Conceptualization; Formal analysis; Investigation; Methodology; Writing — original draft.
FG — Conceptualization; Formal analysis; Investigation; Writing — original draft.

CONFLICTS OF INTEREST

There are no conflicts of interests

EDITOR-IN-CHIEF

Talles Vianna Brugni

ASSOCIATE EDITOR

Emerson Mainardes

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 21(5), 20221385, 2024


https://doi.org/10.1111/j.1470-6431.2010.00936.x
https://doi.org/10.1080/02650487.2015.1019961
https://doi.org/10.1080/02650487.2015.1019961
https://hbr.org/2006/02/rediscovering-market-segmentation
https://doi.org/10.1016/s0148-2963(99)00098-3
https://doi.org/10.1016/s0148-2963(99)00098-3
https://doi.org/10.1111/j.1948-7169.2002.tb00324.x
https://doi.org/10.1111/j.1948-7169.2002.tb00324.x
https://orcid.org/0000-0002-9025-9440
https://orcid.org/0000-0003-2525-275X

