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"International brands are still the preferred choice over
their domestic counterparts in the premium segment.

Given consumers’ tendency for trading up, domestic
brands are likely to face increasing pressure, in particular

during out-of-home occasions, where premium brands are
more likely to be well received by beer drinkers." -

David Zhang, Senior Drink Analyst

This report looks at the following areas:

• How to target female consumers in the beer market?
• How to tap into the growing premium segment
• How to differentiate a product using revitalised claims of limited edition?
• Is craft beer ready to move into the mainstream market?
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Brands plays a key role in the beer industry
Figure 40: Beer decision-making process, September 2014

Word of mouth remains a powerful information channel

On-trade channels enjoy high level of willingness to trade up
Figure 41: Selected decision making behaviour, by drinking occasions, September 2014

Mid-level earners are more likely to be under the influence of their peers
Figure 42: Agreement with the statement ‘I prefer to buy beer products recommended by people around me’, by personal monthly
income, September 2014

Men from affluent families in their twenties are more likely to decide which beer to buy
Figure 43: Agreement with the statement ‘I am the one who decides which beer to buy’, by selected demographics, September 2014
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Ingredient quality plays a key role in defining premium products
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Brands have huge impact in the premium segment
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Figure 57: Beer Spritzer from Asahi launched in Japan, Q4 2014

Effective communication with female drinkers from the flavour aspect
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The Consumer – Attitudes towards Premium Brands

The Consumer – Attitudes towards Product and Packaging Innovation
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Effective communication with female drinkers from a health aspect
Figure 59: Sugar-free beer with minerals from Asahi Japan, Q4 2014

Effective communication with female consumers from food pairing
Figure 60: Beer for Japanese food, Suntory, Q2 2014
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Figure 85: Most popular attitudes towards premium beer – Rank 3, by demographics, September 2014
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Figure 119: Attitudes towards product and packaging innovation, by target groups, September 2014

Figure 120: Attitudes towards labelling, by target groups, September 2014

Figure 121: General attitudes towards beer, by target groups, September 2014
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