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RESUMO GERAL

O mercado de cervejas artesanais, também chamadas de cervejas especiais, apresenta
elevado crescimento no Brasil, tanto em producdo quanto em consumo, evidenciando-se a
importancia de pesquisas envolvendo produtores e consumidores de cervejas artesanais.
Diante disso, o estudo teve como objetivos (i) identificar, junto a produtores da industria
cervejeira, suas percepcdes quanto ao comportamento dos consumidores de cervejas
artesanais e analisar o comportamento de diferentes categorias de consumidores de cervejas
artesanais em relacdo as suas preferéncias, percepcdes e fatores que influenciam no processo
de compra (artigo 1); (ii) identificar o perfil e avaliar a percepgéo, conhecimento e fatores que
influenciam na intencdo de compra de consumidores iniciantes e consumidores experientes de
cerveja artesanal (artigo 2). Para tanto, foram realizadas entrevistas com 14 produtores de
cerveja artesanal e aplicacdo de questionario online a 301 consumidores de cerveja artesanal
(artigo 1), além de realizacdo de pesquisa mercado e analise conjunta de fatores (avaliando a
influéncia dos fatores IBU (International Bitternes Units), teor alcodlico e selos de premiacéo
na intengdo de compra) com 148 consumidores iniciantes e 143 consumidores experientes de
cerveja artesanal (artigo 2). Os dados obtidos foram analisados por meio de andlises
qualitativas e quantitativas com uso dos softwares IBM® SPSS® Statistics 28.0.1, SAS/STAT®
e Microsoft® Excel®. Os resultados do artigo 1 demonstraram convergéncia nas percepcoes
dos produtores da industria cervejeira em relacdo ao comportamento dos consumidores de
cervejas artesanais, sendo que teor alcoolico, IBU e selos de premiacdo foram apontados
como fatores determinantes no momento da compra de cerveja artesanal. Além disso, a
analise de cluster permitiu identificar trés segmentos de consumidores de cerveja artesanal:
iniciantes no universo de cervejas artesanais que também bebem cervejas comerciais;
consumidores regulares dispostos a pagar mais por cervejas especiais; e consumidores
legitimos de cervejas especiais avessos a cerveja comercial. Em relacdo a experiéncia de
consumo (artigo 2), consumidores iniciantes (que realizam consumo de cerveja artesanal ha
menos de 5 anos) e experientes (ha mais de 5 anos) apresentaram diferenca no perfil
socioeconémico (género, faixa etaria, renda e escolaridade) e na frequéncia de consumo. Os
consumidores iniciantes de cerveja artesanal mostraram ndo conhecer profundamente o
atributo 1BU, enquanto consumidores experientes ndo consideram 50 IBU e 7,0% de teor
alcoolico como valores altos para cervejas artesanais. Finalmente, na analise conjunta de
fatores, ambos os grupos de consumidores atribuiram maior importancia relativa para o fator
teor alcodlico, sendo a cerveja sem alcool a de menor intencdo de compra, acompanhada de
cervejas com 10 IBU e sem selo de premiacgéo, enquanto cervejas com 30 IBU e 4,5% de teor
alcodlico apresentaram maior intencdo de compra. Os resultados obtidos podem contribuir de
forma tedrica, para pesquisas académicas, e gerencial para indastrias produtoras de cerveja no
direcionamento de desenvolvimento de novos produtos e na definicdo de estratégias de
marketing adequadas para diferentes segmentos de consumidores.

Palavras-chave: Cerveja especial. Cerveja tradicional. Cevada. Lupulo. Comportamento do
Consumidor. Pesquisa de Mercado. Intengdo de Compra. Analise conjunta.



GENERAL ABSTRACT

The craft beer market, also called special beers, presents a high growth in Brazil, both
in production and consumption, highlighting the importance of research involving producers
and consumers of craft beers. In view of this, the study had the following objectives (i) to
identify, together with brewery industry producers, their perceptions regarding craft beer
consumers behavior and analyze the behavior of different categories of craft beer consumers
in relation to their preferences, perceptions and factors influencing the purchasing process
(article 1); (ii) to identify the profile and evaluate the perception, knowledge and factors
influencing the purchase intention of beginners and experienced craft beer consumers (article
2). To this end, interviews were conducted with 14 craft beer producers and an online
questionnaire was applied to 301 craft beer consumers (article 1), and market research and
conjoint analysis (assessing the influence of IBU (International Bitterness Units), alcohol
content, and award seals on purchase intention) was conducted with 148 beginner and 143
experienced craft beer consumers (article 2). The data obtained were analyzed by qualitative
and quantitative analyses using IBM® SPSS® Statistics 28.0.1, SAS/STAT® and Microsoft®
Excel® software. The results of article 1 showed convergence in the beer producers
perceptions regarding the craft beer consumers behavior, with alcohol content, IBU, and
award seals being pointed out as determining factors when purchasing a craft beer. Moreover,
the cluster analysis allowed the identification of three segments of craft beer consumers:
beginners in the craft beer universe who also drink commercial beers; regular consumers
willing to pay more for special beers; and legitimate consumers of special beers averse to
commercial beer. In relation to consumption experience (article 2), beginner consumers (who
have been consuming craft beer for less than 5 years) and experienced consumers (for more
than 5 years) showed differences in socioeconomic profile (gender, age group, income, and
education) and frequency of consumption. Beginner craft beer consumers showed no deep
knowledge of the IBU attribute, while experienced consumers do not consider 50 IBU and
7.0% alcohol content as high values for craft beers. Finally, in the conjoint analysis, both
consumer groups attributed greater relative importance to the alcohol content factor, with non-
alcoholic beer having the lowest purchase intention, accompanied by beers with 10 IBU and
no award seal, while beers with 30 IBU and 4.5% alcohol content had the highest purchase
intention. The results obtained can contribute in a theoretical way, for academic research, and
in a managerial way for beer producing industries in directing the development of new
products and in defining appropriate marketing strategies for different consumer segments.

Keywords: Special beer. Traditional beer. Barley. Hops. Consumer behavior. Market
research. Purchase intention. Conjoint analysis.
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PRIMEIRA PARTE

1 INTRODUCAO

A cerveja, obtida por meio de fermentagdo do mosto cervejeiro contendo
principalmente &4gua, malte de cevada, lGpulo e levedura, é uma das bebidas alcoolicas mais
antigas e mais consumidas em todo 0 mundo, com origens que remontam a mais de nove mil
anos (GALLONE et al., 2016; HAYWARD; WEDEL; McSWEENEY, 2019; HUMIA et al.,
2020).

A producdo e o consumo de cerveja tornaram-se difusos e populares, sendo a terceira
bebida em geral mais consumida depois da dgua e do chd (MELEWAR; SKINNER, 2020) e,
entre as bebidas alcodlicas, a mais consumida em todo 0 mundo (GOMEZ-CORONA et al.,
2016; VILLACRECES; BLANCO; CABALLERO, 2022). Diante desse alto consumo,
considerando o tamanho do mercado e o nimero de cervejarias que surgiram recentemente em
todo o mundo (BETANCUR et al., 2020), a cerveja tem sido foco de inumeros estudos
(CALVO-PORRAL; OROSA-GONZALEZ; BLAZQUEZ-LOZANO, 2018; ZANETTA et
al., 2021).

O mercado mundial de cerveja sempre foi dominado por cervejarias tradicionais e
producdo em alta escala, tendo como produto a cerveja comercial que apresenta caracteristicas
de leveza, simplicidade e economia. Porém, principalmente nos ultimos anos, aspectos
relacionados a ingredientes, producéo e consumo apresentaram modificacdo, tendo as cervejas
artesanais, ou especiais, ganhado destaque por apresentarem sabores e aromas especificos,
ingredientes diferenciados e novos estilos.

Enquanto os consumidores de cervejas comerciais normalmente se atentam para a
industrializagéo, alta producdo e preco, consumidores de cervejas artesanais deixam sua
atencdo no sabor, processo produtivo, ingredientes da bebida e rotulo do produto. Em
particular, o aumento da popularidade deste segmento de cerveja se beneficiou de inovagéo,
criatividade, tipicidade e autenticidade que caracterizam a cerveja artesanal como uma
experiéncia que oferece prazer, gozo, senso de identidade e de pertencimento, reconhecimento
social e sustentabilidade (DONADINI; PORRETTA, 2017; WILLIANS; BARRETTA, 2018).

O consumidor de cerveja artesanal muitas vezes realiza o processo de compra do
produto com base em atributos extrinsecos (como marca, prego, teor alcoodlico, design da
embalagem, ilustragdes, origem, tipo e tecnologia de producéo, que séo informagdes contidas

no rétulo e na prépria embalagem) e atributos intrinsecos (como cor, aroma, amargor (IBU),
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gaseificacdo). A informacédo fornecida sobre o produto tem papel fundamental na escolha e
compra dos consumidores, sendo que na maioria das situacfes de compra, 0s consumidores
tomam suas decisGes usando informac6es sobre a marca e informacgdes contidas no rotulo
(DELLA LUCIA et al., 2010; JAEGER et al., 2021; MEYERDING; BAUCHROWITZ;
LEHBERGER, 2019; PAULA et al., 2021; THONG et al., 2018).

A tendéncia de demanda em favor da cerveja artesanal tornou-se bem consolidada,
uma vez que a chamada “atividade de producdo e consumo artesanais” ganhou espaco ao
redor do mundo (CARBONE; QUICI, 2020). Assim, muitas cervejarias ttm ampliado seu
portfélio de producdo (PARKER et al., 2020), e conhecer os diferentes consumidores de seus
diferentes produtos pode ser essencial para uma correta segmentacdo de mercado. Varidveis
baseadas no consumidor podem ser utilizadas para diferenciar segmentos de consumidores
(CALVO-PORRAL; OROSA-GONZALEZ; BLAZQUEZ-LOZANO, 2018; CARDELLO et
al., 2016) e, com isso, cervejarias podem destinar seus produtos para diferentes categorias de
consumidores de cervejas especiais. Porém, os produtores de cervejas especiais realmente
conhecem o0s consumidores de seus produtos e suas preferéncias em relacdo as cervejas
artesanais?

Nos ultimos anos, 0 comportamento do consumidor em relacdo ao consumo de cerveja
mudou em diferentes paises (CARVALHO et al., 2018; ZANETTA et al., 2021). Pesquisas
demonstram que consumidores de cerveja artesanal buscam por uma grande variedade de
estilos e sabores de cerveja, e que isso vem sendo um impulsionador de seu consumo. Porém,
diferentes grupos de consumidores apresentam comportamentos distintos no que tange ao
perfil, dados socioecondmicos e caracteristicas de consumo (AQUILANI et al., 2015;
GOMEZ-CORONA et al., 2016, 2017; JAEGER et al., 2020). Diante deste contexto, a
experiéncia de consumo torna-se uma variavel na diferenciacdo de grupos de consumidores de
cerveja artesanal com base no tempo em que realizam o consumo do produto. Consumidores
iniciantes de cerveja artesanal ttm o0 mesmo comportamento de consumidores experientes que
realizam o consumo ha mais tempo?

Assim, tem-se a necessidade da realizacdo de estudos abrangendo produtores e
consumidores de cerveja devido ao constante crescimento de produgéo e consumo de cervejas
artesanais. E importante investigar as percepcdes dos profissionais cervejeiros a respeito dos
consumidores e o real comportamento desses consumidores para agregar conhecimento a
cadeia de mercado cervejeiro. Além disso, torna-se importante identificar diferentes grupos de

consumidores de cerveja com base em perfil socioeconémico, caracteristicas de consumo,
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conhecimento, percepgdo e fatores que influenciam a intencdo de compra de cervejas
artesanais.

Estudos envolvendo produtores e consumidores sdo capazes de gerar informacdes e
conhecimentos cientificos que podem auxiliar a industria cervejeira no desenvolvimento de
novos produtos de acordo com o publico consumidor especifico, modificando
rotulos/embalagens e definindo estratégias de marketing, bem como criando estratégias para
aproximar produtores e consumidores em beneficio de ambas as partes.

Diante disso, o trabalho teve como objetivo a) identificar, junto aos produtores da
indUstria cervejeira, suas percepcdes quanto ao comportamento dos consumidores de cervejas
artesanais; b) analisar o comportamento de diferentes categorias de consumidores de cervejas
artesanais e identificar o perfil, preferéncias, percepces e fatores que influenciam na compra
desses consumidores; c) identificar o perfil e caracteristicas de consumo de consumidores
iniciantes e consumidores experientes de cerveja artesanal, d) avaliar a percepcdo e
conhecimento de consumidores iniciantes e consumidores experientes de cerveja artesanal em
relacdo ao teor alcodlico, IBU e selos de premiacdo; e) avaliar e quantificar o efeito de
atributos do rotulo de cervejas artesanais (IBU, teor alcoolico e selos de premiacdo) na
intencdo de compra de consumidores iniciantes e consumidores experientes de cerveja

artesanal, utilizando andlise conjunta de fatores.
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2 REFERENCIAL TEORICO

2.1 Histdria da cerveja

Diante de um consumo amplo e generalizado, a cerveja é a bebida alcoodlica mais
consumida no mundo e a terceira bebida em geral. Nos tempos antigos, a cerveja era
amplamente utilizada na nutricdo humana, em préticas religiosas e também para tratamento de
doencas. Atualmente, existem muitos estilos e tipos de cerveja, dependendo do processo de
fabricacéo e dos ingredientes utilizados (HUMIA et al., 2019).

A historia da cerveja estd ligada a historia da agricultura. Pelo fato de seus
ingredientes basicos serem os mesmos do pdo, na Antiguidade a cerveja era conhecida como
"pao liquido”. A cerveja foi desenvolvida paralelamente aos processos de fermentacdo de
cereais, e sua producdo era uma atividade realizada por mulheres (CARVALHO; BENTO;
ALMEIDA e SILVA, 2006).

Os primeiros campos de cultura de cereais surgiram na Asia Ocidental por volta de
9.000 a.C. Os agricultores primitivos colhiam os grdos e os transformavam em farinha,
surgindo assim uma lenda de que a fixacdo do homem se deu pela necessidade de se produzir
pdo e cerveja. Muitos indicios demonstram que a época em que 0 homem comecou a construir
cidades, por volta de 6.000 anos a.C., a fabricacdo de cerveja ja era uma atividade bem
estabelecida e aparentemente organizada (MORADO, 2011).

Antes de se iniciar a escrita, desenhos rupestres e simbolos primitivos que remetem a
producdo de uma bebida semelhante a cerveja foram registrados. Os documentos mais antigos
ja encontrados, por volta de 6.000 anos a.C., estdo repletos de simbolos da cerveja como
mercadoria e moeda de troca, principalmente em cidades dos povos da Sumeéria, Babildnia e
Egito (CARVALHO, 2019).

Conforme descrito por Nardi (2018), a cerveja foi criada através de um erro de
producdo em que se descobriu um processo de fermentacdo de cereais, dando origem as
primeiras bebidas alcodlicas similares a cerveja. Na antiga Mesopotamia, nos povos sumérios,
0s responsaveis pela fabricagdo primitiva de cerveja foram os padeiros, pois estes eram 0s
responsaveis por trabalhar com ingredientes como a cevada.

Ja Beltramelli (2012) descreve que, na antiguidade, o homem era responsavel pela
caca enquanto as mulheres colhiam cereais no campo para fazer pdo. Acidentalmente, um

recipiente com graos de cevada foi esquecido ao tempo e, em contato com a dgua da chuva,
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ocorreu a germinacdo dos grdos, gerando o processo de malteacdo da cevada e,
consequentemente, apds aquecimento deste liquido, a cerveja primitiva foi elaborada.

No periodo medieval, além de ser uma necessidade nutricional, a cerveja era, as vezes,
usada como remedio. Adiante, as primeiras iniciativas de producdo em maior escala
aconteceram nos mosteiros, a partir do século VI. Numa época de sociedade iletrada, os
mosteiros eram locais de conhecimento, desenvolvimento de técnicas e com capacidade de
registrar as receitas e 0s acontecimentos que serviram para construir sua historia (MORADO,
2011).

No fim da idade média, os cervejeiros de origem germanica foram os primeiros a
incrementar o lGpulo a cerveja, 0 que conferiu a bebida as caracteristicas basicas da cerveja
atualmente conhecida e produzida. No inicio do século XVI, em 1516, um fato marcante no
mundo da cerveja ocorreu com a criacdo da Lei Alema da Pureza — Reinheitsgebot —
determinando que a cerveja poderia ser elaborada somente com utilizagdo de malte de cevada,
lipulo e &gua pura (BELTRAMELLI, 2012). Este fato se tornou fundamental para a atual
diferenciacdo entre cervejas comerciais e cervejas especiais.

De acordo com Cruz (2007), a producdo de cerveja alterou-se decisivamente no século
XIX, uma vez que métodos e conceitos cientificos foram adotados pelos fabricantes da época,
substituindo o modo empirico com que se prevaleceu durante muitos séculos na producéao
pelo mundo. Diante disso, passou-se a obter uma cerveja com maior durabilidade, mais
reprodutivel e de qualidade mais consistente. Como resultado, as unidades produtoras foram
se tornando cada vez maiores, fazendo com que se originasse a verdadeira inddstria
cervejeira.

Em relacdo ao Brasil, presume-se que a cerveja chegou ao pais com a colonizagao
holandesa no século XVII através da Companhia das indias Ocidentais. Porém, quando os
holandeses se retiraram do pais, a cerveja ficou esquecida, destacando-se a retomada em seu
consumo somente no final do século XVIII (MADEIRA, 2015).

Com a vinda da familia real portuguesa ao Brasil, em 1808, ha relatos de que Dom
Jodo VI, apreciador da bebida, teria trazido ao pais tonéis de cerveja em suas embarcacdes.
Além disso, muitos comerciantes estrangeiros, principalmente ingleses, instalaram-se no
Brasil e fizeram vir da Europa, entre outros produtos, a cerveja (SANTOS, 2003).

Até 1880, poucas cervejarias brasileiras ja tinham se estabelecido. As bebidas eram de
fabricacéo artesanal e se localizavam nos estados do Rio de Janeiro, S&o Paulo e Rio Grande

do Sul. As cervejarias, de cunho artesanal, tinham um controle bem precério de fermentacéo e



14

consequentemente obtinham sempre caracteristicas e pressées diferentes, sendo as rolhas das
garrafas amarradas nas mesmas por barbantes (DANTAS, 2016).

As primeiras indudstrias brasileiras de cerveja surgiram na época da Proclamacédo da
Republica, em 1889. No inicio do século XX houve aumentos nos impostos de importacao,
fortalecendo a industria cervejeira local. Com o aumento do nimero de cervejarias no Brasil,
a cerveja se consolidou como bebida nacional ao passar dos anos (MADEIRA, 2015).

Conforme estudiosos, a importancia da cerveja na histéria e vida humanas vai de um
ponto de vista econdmico a um nivel simbédlico e de funcional a um nivel experimental
(DARPY, 2012; GUINARD et al., 1998; MEJLHOLM; MARTENS, 2006; NIELD;
PEACOCK, 1995).

2.2 Ingredientes da cerveja

Hé& cerca de 5.000 anos a.C. a cerveja vem sendo incluida na dieta humana como um
produto fermentado de cereais contendo agucares e uma variedade de nutrientes importantes
como proteinas, vitaminas, minerais e compostos fendlicos. A cerveja consiste em cerca de
90% de agua; contém carboidratos e alcool cujos metabolismos no corpo humano seguem a
liberacdo de certa quantidade de energia. O teor alcodlico dos diferentes tipos de cerveja varia
e, frequentemente, se situa entre 3,5 e 10% v/v (DE GAETANO et al., 2016).

A cerveja, conforme Instrucdo Normativa n® 65/2019, é a bebida resultante da
fermentacdo, a partir da levedura cervejeira, do mosto de cevada malteada ou de extrato de
malte submetido previamente a um processo de coccao adicionado de lupulo ou extrato de
lapulo, hipdtese em que uma parte da cevada malteada ou do extrato de malte podera ser
substituida parcialmente por adjunto cervejeiro (BRASIL, 2019).

Conforme legislagdo brasileira, a cerveja apresenta como ingredientes obrigatorios
agua, malte e ldpulo ou seus extratos, além de ingredientes opcionais como adjuntos
cervejeiros e leveduras. Pode ainda conter ingredientes de origem animal, vegetal ou outros
ingredientes aptos para o consumo humano e outros microrganismos fermentativos (BRASIL,
2019).

2.2.1 Agua
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A &gua, em volume, é o principal constituinte da cerveja, representando cerca de 92%
do total. Para cada litro de cerveja produzida sdo utilizados, em média, 12 litros de dgua em
todo o processo de fabricacdo (TOZETTO, 2017).

Para a producdo de cerveja, a 4gua deve ser livre de impurezas, filtrada, sem cloro,
insipida e inodora, indcua, livre de contaminacdes, servindo de nutriente para as leveduras
fermentativas (REBELLO, 2009; VIEIRA, 2009). A &gua € uma das matérias-primas basicas
para a producéo de cerveja, e 0 conhecimento de sua composicédo e de seu pH é essencial para
a conducdo adequada de todo o processo de fabricacdo (PUNCOCHAROVA; PORIZKA,;
DIVIS, 2018).

A &gua destinada a producdo de cerveja deve apresentar caracteristicas de sais
minerais especificas para assegurar um pH desejavel na mistura durante a mosturacao,
fazendo com que as enzimas realizem adequadamente suas fungdes durante o processo. A
maioria das enzimas possui maior atividade em um pH inferior ao do mosto, que geralmente é
de 5,8. Assim, a melhor faixa de atuacdo das amilases e consequente degradacdo do amido é
5,5-5,6. Recentemente, a tecnologia tem possibilitado o uso de dgua com teores de pureza e
minerais ajustados a producdo de cerveja (AQUARONE et al., 2001; MEGA; NEVES;
ANDRADE, 2011; PALMER; KAMINSKI, 2021).

Conforme Papazian (2014), alguns dos sais minerais mais comuns adicionados ou
mensurados na agua de fabricacdo de cerveja sdo o sulfato de calcio (CaSOa4) e o cloreto de
sodio (NaCl). Quando estes ou qualquer outro sal mineral se dissocia ap6s se dissolverem em
agua, passam a contribuir com sabores caracteristicos para a cerveja, apresentando também
potencial para reagir com outros minerais e ions presentes em outros ingredientes utilizados
no processo de fabricacdo da bebida.

A 4gua e suas propriedades apresentam influéncia em todos os processos de fabricacdo
de cerveja. Malteacdo, mosturacdo, fervura, fermentacdo e limpeza derivam da eficiéncia e
caracteristicas, em parte, da agua utilizada, uma vez que hd uma importante interacéo entre a
quimica da agua e o processo de fabricacdo de cerveja, podendo haver interferéncia no sabor,
aroma, cor, retencdo de espuma, turbidez, teor de alcool e estabilidade da cerveja
(PAPAZIAN, 2014).

2.2.2 Malte e adjuntos

O malte € um produto de origem da germinacdo das sementes de qualquer cereal,

destacando-se na producéo de cerveja a cevada, milho, trigo, entre outros. O mais utilizado é
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0 malte de cevada, que confere sabor, odor e corpo caracteristicos a cerveja. A cevada, planta
graminea do género Hordeum, é umedecida e germinada a fim de produzir enzimas, que serdo
utilizadas na conversdo das matérias-primas em mosto cervejeiro (VENTURINI FILHO,
2000).

Conforme Carvalho (2009), quando o grdo de cevada é submetido a um processo de
germinacdo controlada para desenvolver enzimas e modificar o amido, tornando-o mais macio
e soluvel, ele é chamado de malte. Resumidamente, o processo de malteacéo € constituido por
trés etapas: maceracdo, germinacao e secagem.

a) Maceracdo: a maceragdo prepara o0 gréo para a etapa fundamental da germinacao.

O gréo, inicialmente com valores de umidade na ordem de 12-14%, é posto em
contato com a agua, elevando seu teor até cerca de 43%;

b) Germinacdo: A germinacdo é o processo bioldgico que torna as paredes celulares
do grdo quebradicas e facilita a extracdo do amido. Durante a germinacdo, séo
sintetizadas as enzimas hidroliticas necessarias a hidrélise parcial dos
componentes da cevada (amido, proteina, parede celular) que ddo origem aos
nutrientes requeridos pela levedura;

c) Secagem (torrefacdo): quando o tamanho do cauliculo do grdo atinge um
comprimento que se situa cerca de 75% de seu tamanho, a germinacdo é parada
por secagem ou torrefacdo controladas em elevadas temperaturas, conferindo
coloracdo e sabor peculiar ao malte.

A contribuicdo da cevada para o sabor e aroma da cerveja é amplamente desenvolvida
durante o processo de malteacdo, bem como sua contribuicdo quimica para o processo de
fabricacdo de cerveja. Como um ingrediente, o malte fornece sacarideos, proteinas, nitrogénio
amino livre (FAN — free amino nitrogen) e enzimas que facilitam a reacdes fermentativas do
processo, € o conteido dessas caracteristicas ¢ usado para descrever a “qualidade do malte”
como ingrediente. Essas caracteristicas de qualidade do malte podem influenciar o sabor e
aroma, como excesso de sacarideos que ndo sdao completamente fermentados resultam em
uma cerveja doce, e excesso de componentes FAN que influenciam a reacdes de fermentacéo
resultam em niveis altos de 2,3-butanodiol e diacetil, produzindo sabor de caramelo e pipoca
amanteigada (BAMFORTH; BARCLAY, 1993; BETTENHAUSEN et al., 2018; FOX, 2010).

A composi¢do quimica do malte varia de acordo com fatores do processo de
malteacdo, como a duracdo da germinacdo ou a extensdo da modificacdo do gréo. No entanto,
durante sua fabricacdo, sdo nas etapas de processamento térmico (secagem ou torrefacdo) que

h& os maiores impactos sobre a cor e sabor/aroma do produto. Com isso, flavor e cor séo
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caracteristicas importantes e a combinacéo especifica de matéria-prima e processos térmicos
que ddo origem as caracteristicas desejadas de interesse (YAHYA; LINFORTH; COOK,
2014).

Na producdo de cerveja, 0 malte ja moido é adicionado em &gua quente
(aproximadamente 62°C). Neste ponto, os grénulos de amido incham e permitem sua
conversdo em acgucares fermentéaveis através de enzimas, principalmente alfa e beta amilases.
Etapas adicionais em diferentes temperaturas sdo realizadas, por exemplo, para que outra
atividade enzimatica prossiga o processo como fitases, proteases e peptidades. O amido é
hidrolisado em oligossacarideos em até quatro graus de polimerizacdo (DP4), como maltose,
maltotriose, frutose, glicose e sacarose (VAN DONKELAAR et al., 2016).

O malte pode ser substituido parcialmente por adjuntos cervejeiros, que sao definidos
como produtos ou materiais que fornecem carboidratos para 0 mosto cervejeiro, com excecao
da cevada maltada. Normalmente, os adjuntos sdo produtos do beneficiamento de cereais ou
de outros vegetais ricos em carboidratos, sendo os mais comuns utilizados o milho, arroz,
aveia, cevada ndo maltada, trigo e sorgo (SCHABO et al., 2020). Os adjuntos sdo empregados
principalmente por razdes econémicas por apresentarem menor custo na producdo de extrato,
além de poder melhorar a qualidade fisico-quimica e sensorial da cerveja acabada
(AQUARONE et al., 2001).

A Lei da Pureza Alema da cerveja foi estabelecida para evitar o uso de matérias-
primas perigosas como raizes, especiarias €, em alguns casos, derivados de animais. Porém,
trigo, arroz, centeio, aveia, milho, cevada ndo maltada e, em menor grau, sorgo, milheto e
mandioca séo todos usados na fabricagdo de cerveja. A maioria destes grdos, particularmente
arroz e milho, é frequentemente usada por grandes indUstrias como adjuntos, a fim de
suplementar o ingrediente principal do mosto e produzir um produto mais econdmico;
pseudocereais como quinoa, trigo sarraceno, amaranto e aveia sdo utilizados na producéo de
cerveja sem gluten; trigo e aveia sdo comumente utilizados como adjunto devido a capacidade
de promover a estabilidade da espuma e, antes do uso do lupulo, outras ervas amargas,
especiarias e flores eram adicionadas para gerar perfis sensoriais diferentes e criar cervejas
personalizadas (BENUCCI et al., 2020; HUMIA et al., 2019; MASTANJEVIC et al., 2018;
VILLACRERES et al., 2022).

2.2.3 Lapulo
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O lupulo (Humulus lupulus), espécie da familia das Cannabaceae, se caracteriza por
ser um vegetal didico (produz flores masculinas e femininas). Na producdo da cerveja, sao
utilizadas apenas as flores femininas, nas quais contém a substancia lupulina quando
fecundadas, conferindo o amargor, aroma e outras propriedades a cerveja. Alem das
caracteristicas citadas, o ltpulo apresenta propriedades bacteriostaticas, contribuindo também
para a estabilidade do sabor e da espuma da cerveja (MATOS, 2011).

Os principais constituintes quimicos encontrados nas flores de lupulo séo resinas (15-
30%), 6leos essenciais (0,5-3%), proteinas (15%), polifendis (4%) e celulose (43%), entre
outros componentes (ALMAGUER et al., 2014). Dentre os citados, 0s compostos mais
influentes na producdo de cerveja sdo as resinas e 0s Oleos essenciais, ambos contidos na
lupulina. As resinas sao constituidas, em sua maior parte, dos acidos alfa e beta, responsaveis
pelo amargor das cervejas. Os 6leos essenciais, por sua vez, sd0 uma mistura de componentes,
principalmente hidrocarbonetos da familia dos terpenos, ésteres, aldeidos, cetonas, acidos e
alcodis, os quais influenciam no aroma e o sabor da cerveja (REITENBACH, 2010).

Na producdo de cerveja, especificamente na etapa de fervura, o lUpulo é adicionado ao
mosto. A alta temperatura proporcionada nesta etapa permite a isomerizagdo dos a-acidos
humulonas em iso-a-acidos (transisohumulonas), fracdo responsavel pelo amargor da bebida
(BLANCO et al., 2006). Uma grande quantidade de proteina é precipitada durante a fervura e,
posteriormente, extraida do liquido que continuara no processo de fabricacdo da cerveja.

A unidade de amargor da cerveja (IBU — International Bitterness Unit) é uma medida
da estimativa do amargor da bebida, sendo que 1mg de iso-a-acidos, a cada litro de cerveja,
corresponde a 1 IBU. Normalmente, quanto maior o nivel de iso-a-acidos na cerveja, maior a
intensidade percebida de amargor (OLADOKUN et al., 2016; OLIVER; COLICCHIO, 2011).

Ainda que o lupulo seja conhecido ha milhares de anos, seu uso na cerveja nao é
antigo como a historia da cerveja em si. Inicialmente, o lupulo foi adicionado & fabricacéo de
cerveja por sua capacidade de preservar o produto. No entanto, 0os consumidores comegaram a
gostar de seu sabor e o lupulo se tornou um ingrediente basico da cerveja, sendo capaz de
contrabalancear, com seu amargor, a dogura proporcionada pelo malte (BAMFORTH, 2000;
HAYWARD; WEDEL; McSWEENEY, 2019; OLADOKUN et al., 2016; SAKAMOTO;
KONINGS, 2003; SCHONBERGER; KOSTELECKY, 2011).

Apesar de o lupulo ser um ingrediente utilizado em pequena quantidade, apresenta
grande impacto no sabor da cerveja, principalmente no amargor, aroma, estabilidade e
aparéncia. O mercado de cerveja artesanal mudou a forma como o lGpulo € utilizado no

processo de fabricacdo de cerveja e este ingrediente tornou-se um componente fundamental
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para o sucesso do movimento artesanal, devido a demanda e producdo de estilos de cerveja
altamente lupuladas (VILLACRERES et al., 2022; YAN et al., 2019).

Para a salde humana, uma maior quantidade de componentes amargos derivados do
lUpulo, como iso-a-acidos ou isohumulonas na cerveja, tem sido associada a uma atenuagéo
do declinio cognitivo (ANO et al., 2019) ou depdsitos de gordura corporal (OBARA et al.,
2009). Para as caracteristicas sensoriais, 0 lpulo pode conferir & cerveja volateis e aromas,
aspectos fundamentais para o consumidor na hora de escolher um tipo ou marca especifica de
cerveja (MAYER; LACHENMEIER, 2015; ROSALES et al., 2021).

2.2.4 Levedura

As leveduras sdo organismos eucarioticos pertencentes ao Reino Fungi. Por serem
unicelulares, crescem mais rapidamente do que os fungos filamentosos e estdo presentes em
varios processos bioquimicos, sendo utilizadas na fabricacdo de cervejas e paes ha milhares
de anos. Reproduzem-se atraves de brotamento ou assexuadamente por fissdo binaria
(CARVALHO; BENTO; ALMEIDA e SILVA, 2006).

As leveduras (Saccharomyces spp.) sdo utilizadas na inddstria de alimentos e bebidas
em diversas formas, como na industria de panificacdo, na fermentacdo alcodlica nas industrias
de cerveja, vinhos e alcool, além de em outros processos fermentativos como catalisador
biolégico (PINTO et al., 2013).

A utilizacdo de leveduras no processo de fabricacdo da cerveja ocorre devido aos
processos metabolicos produzidos pelas mesmas. Na presenca de oxigénio, produzem
crescimento elevado do nimero de células (biomassa), sendo que na auséncia do oxigénio,
essa taxa diminui, originando como subprodutos etanol e diéxido de carbono. Além de
converter 0 agtcar em etanol e CO3, a levedura produz compostos secundarios resultantes de
seu metabolismo, o que impacta no sabor e aroma da cerveja (EINFALT, 2021). Assim, 0 uso
de levedura especifica afeta a complexidade sensorial do produto final, além de caracteristicas
como eficiéncia de fermentacdo ou capacidade de floculagdo (BUDRONI et al., 2017).

Os géneros que estdo diretamente relacionados com a fermentagdo alcodlica séo, em
sua maioria, as leveduras do género Saccharomyces, mas 0s géneros Brettanomyces, Dekkera,
Torulaspor e Zygosaccharomyces também séo utilizados na producdo de bebidas alcodlicas
(SILVA, 2017).

Conforme Silva (2019), a Saccharomyces cerevisiae, espécie mais estudada do género,

é 0 microrganismo mais explorado industrialmente em todo o mundo. As cepas desta espécie
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sdo utilizadas na producdo industrial de etanol e na fermentacdo em bebidas alcoodlicas,
incluindo cerveja, vinho, saqué e destilados. Esta espécie também é utilizada como fermento
para paes e, provavelmente, é a espécie mais utilizada nos casos de fermentacao de alimentos
artesanais na Africa, Asia e Américas.

As espécies Saccharomyce cerevisiae geralmente sdo leveduras do tipo Ale (alta
fermentacgdo), com temperatura 6tima de multiplicacdo e acdo entre 10-25°C e se situam no
topo dos fermentadores durante o processo de fermentacdo, normalmente produzindo uma
cerveja com alta taxa de ésteres. Por outro lado, as leveduras Saccharomyces pastorianus sdo
de baixa fermentacdo (tipo Lager), apresentam temperaturas étimas entre 7 e 15°C e se
sedimentam no fundo dos fermentadores quando a fermentacdo se aproxima do seu fim
(SILVA, 2019).

Muitos laboratorios se concentraram em expandir o numero de cepas utilizaveis na
producdo de cerveja artesanal, e novas cepas de S. cerevisiae, S. pastorianus e outras
leveduras e bactérias estdo sendo desenvolvidas continuamente para atender aos estilos e
caracteristicas sensoriais exigidas pelos cervejeiros artesanais. Exemplos disso € a
Saccharomyces cerevisiae var diastaticus usada para a producdo de cervejas de alto teor
alcodlico (como as tradicionais Saison, Farmhouse Ales, Belga Witbier ou Brut IPA),
Saccharomycodes ludwigii, para a fabricacdo de cervejas de baixo teor alcodlico, ou Kveik,
uma cultura mista de madaltiplas linhagens de S. cerevisiae originarias da Noruega que
apresentam boa tolerancia ao alcool, alta atenuacao, alta velocidade de fermentacdo e com alta
temperatura de fermentacdo sem sabores estranhos (BURINI et al., 2021; VILLACRERES et
al., 2022).

2.3 Cervejas especiais

A cerveja € uma das bebidas alcodlicas mais populares e consumidas no Brasil e em
todo o mundo. De acordo com a tradicional Lei da Pureza Alemd, a cerveja é produzida
apenas utilizando os ingredientes basicos: agua, cevada, lupulo e levedura. Porém,
consumidores de cerveja estdo frequentemente procurando por caracteristicas Unicas e
diferentes daquelas ja encontradas em cervejas comerciais (HUMIA et al., 2020).

O mercado mundial de cerveja € dominado por cervejarias tradicionais e produgdo em
alta escala. Porém, uma tendéncia apresenta significante crescimento no segmento de
cervejas: consumidores de cerveja estdo buscando por caracteristicas diferentes do que marcas

muito conhecidas oferecem (AQUILANI et al., 2015). Novos estilos de cerveja com novos
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sabores e aromas, além de processos de producdo modificados, estdo ganhando popularidade
nos mercados da Europa e EUA (DUCRUET et al., 2017; SANNA,; PRETT]I, 2015), além do
Brasil, principalmente nos estados de Minas Gerais, Santa Catarina, Rio Grande do Sul e Séo
Paulo.

A indUstria cervejeira caracteriza-se pela concorréncia monopolista como estrutura de
mercado com muitos concorrentes, diferenciacdo de produtos especificos e com livre entrada
e saida. A diferenciacdo do produto reduz a concorréncia entre as empresas e, portanto, as
empresas podem adquirir alguma participacdo de mercado. As preferéncias especificas e
diferenciadas dos consumidores do setor cervejeiro levam a diferenciagdo, que representa um
importante nicho de mercado para a cerveja especial (POKRIVCAK et al., 2019).

Diante do sucesso das cervejas especiais produzidas por cervejarias artesanais no
mercado, tem-se uma oportunidade de exploracdo por cervejarias industriais. As grandes
cervejarias estdo percebendo essa nova tendéncia e estdo tentando se reposicionar com maior
foco e investimento no setor de cervejas especiais. Os fabricantes de cerveja estdo
considerando as cervejas especiais como uma opcao para combater baixas vendas em toda a
Europa, melhorar as margens de lucro, atrair mais consumidores femininos e novos
consumidores, concentrando-se em cervejas com sabores especificos, além de atrair
consumidores que escolheriam outros tipos de bebida alcodlica. Consequentemente, varias
cervejarias comerciais tentam explorar este segmento comprando cervejarias artesanais ou
fabricando cervejas pseudo-artesanais como parte da estratégia de diversificacdo (DONADINI
etal., 2016).

Uma definicdo simples e oficial de cerveja artesanal é complicada pelas diferencas de
significado e legislacdo entre os paises e sua tradicdo cervejeira (GARAVAGLIA;
SWINNEN, 2018). Em resumo, as cervejas artesanais sdo caracterizadas por possuirem
caracteristicas sensoriais originais, novos sabores e aromas, estilos Unicos de fabricagéo,
diversidade de estilos de cerveja e qualidade superior as cervejas comerciais
(VILLACRECES; BLANCO; CABALLERO, 2022).

Outra vertente expde ainda duas caracteristicas importantes da cerveja artesanal: a
natureza tradicional do método de producédo da cerveja e o pequeno tamanho da instalagdo de
producdo em que é fabricada. A primeira caracteristica foi descrita pelos entusiastas da
cerveja como cerveja "que é cuidadosamente produzida” ou produzida por "um processo mais
complicado”, enquanto a Ultima caracteristica foi descrita como cerveja "produzida em
pequena escala" ou "que tem uma producdo limitada” (ELZINGA; TREMBLAY;
TREMBLAY, 2015; JAEGER et al., 2020).



22

A cerveja especial, particularmente em comparagdo com a cerveja comercial de alta
produtividade, é uma categoria de produtos que chama a atencdo de pesquisadores em todo o
mundo. Enquanto os consumidores de cervejas comerciais normalmente se atentam na
fabricacdo industrial, consumidores de cervejas especiais deixam sua atencdo no sabor,
processo produtivo e ingredientes da bebida. Em particular, o aumento da popularidade deste
segmento de cerveja se beneficiou de inovacdo, criatividade, tipicidade e autenticidade que
caracterizam a cerveja especial (artesanal) como uma experiéncia que oferece prazer, gozo,
senso de identidade e de pertencimento, reconhecimento social e sustentabilidade
(DONADINI; PORRETTA, 2017; WILLIANS; BARRETTA, 2018).

De acordo com os ingredientes e com o processo de producdo, sdo muitas as
variedades de cervejas elaboradas. Dois grandes grupos de cervejas sdo definidos conforme o
tipo de fermentacdo utilizado no processo. Cervejas Lagers, mais populares ao redor do
mundo, s&o produzidas com cepas de Saccharomyces pastorianus, iniciando a fermentacéo
em temperaturas entre 3,3 e 13 °C e no fundo do recipiente fermentador; por outro lado,
cervejas Ales normalmente sdo fermentadas em temperaturas mais altas (aproximadamente 20
°C), no topo, com cepas de Saccharomyces cerevisiae, sendo mais comuns em paises do norte
do mundo como Alemanha, Bélgica, Canada, Estados Unidos e Gra-Bretanha (OLIVEIRA
NETO et al., 2017).

As caracteristicas organolépticas da cerveja sdo altamente discerniveis pelos
consumidores com base no sabor, aroma, aparéncia e sensacdo na boca. Estes atributos
organolépticos sdo variaveis e definem o estilo geral da cerveja e as tendéncias seguidas pelos
consumidores (BRIGGS et al., 2004). VariacBes na genética de ingredientes como levedura
(cepa) e lapulo (cultivar) sdo criticos no desenvolvimento de estilos de cervejas: por exemplo,
a Hefeweisen criada com levedura de cerveja Ale Hefeweizen e a Imperial IPA criada
utilizando lupulos Cascade, Columbus e Amarillo (GALLONE et al., 2016;
BETTENHAUSEN et al., 2018).

Atualmente, varios compostos volateis diferentes que podem afetar a qualidade do
flavor final da cerveja estdo sendo identificados, podendo distingui-los em grupos como os
compostos originados a partir de ingredientes, a citar malte de cevada e lGpulo; a partir da
secagem do malte e fervura do mosto; como subprodutos do metabolismo da levedura durante
a fermentacdo, além de contaminacGes e condigdes inadequadas de armazenamento
(BOGDAN; KORDIALIK-BOGACKA, 2017; HOLT et al., 2018).

Embora as matérias-primas sejam praticamente uniformes em todos os estilos de

cerveja, alguns sabores e aromas sdo Unicos conforme tradicdo de producdo da cerveja.
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Muitos estudos estdo sendo conduzidos em relacdo a quimica dos compostos de aroma das
cervejas especiais, especialmente em termos de composicéo e estrutura de ésteres volateis,
que podem variar bastante entre os diferentes processos de fabricacdo de cerveja. Neste
cenario, a vantagem das cervejas especiais € baseada na variedade de matérias-primas
alternativas na lista de ingredientes e a experimentacdo de combinagBes inovadoras de
ingredientes e sabores no copo (DONADINI et al., 2016; HUMIA et al., 2019).

A cerveja € fonte de muitos nutrientes como vitaminas, minerais, carboidratos,
aminoacidos e compostos bioativos. Além disso, cervejas adicionadas de ingredientes
diferenciados e com matéria prima de qualidade podem apresentar caracteristicas favoraveis
ao produto. O consumo moderado de cerveja tem mostrado impactos benéficos no sistema
imunolégico humano e resultado em mudancas favoraveis em varios biomarcadores
cardiovasculares como o perfil lipidico plasmatico, status antioxidante plasmatico total, bem
como os niveis de apolipoproteina Al, adiponectina e fibrinogénio (SPAGGIARI et al.,
2020).

De acordo com pesquisadores, o consumo didrio moderado de cerveja corresponde a
cerca de 330 mL para mulheres e 660 mL para homens (BRIEN et al., 2011; DIAZ et al.,
2002; DUCRUET et al., 2017). Poli et al. (2013) ja citam os teores de etanol diarios
recomendados como consumo moderado, sendo em até 12 g de etanol por dia para mulheres e
24 g de etanol para homens, para todos os tipos de bebidas alcodlicas combinadas.

A identificacdo de atributos especificos de caracterizagdo do produto para quais 0s
consumidores ou segmentos revelam uma sensibilidade e interesses especificos é fundamental
para traduzir as necessidades, desejos e expectativas dos consumidores, objetivando o melhor
produto possivel. Os consumidores sdo essenciais para esse processo e incluir a voz dos
consumidores nos estagios iniciais do desenvolvimento de novos produtos, como uma
referéncia antes da tomada de decisdes finais, é extremamente valioso, pois essa abordagem
ajuda a garantir as diregdes a serem tomadas no processo de desenvolvimento de produtos
(DONADINI et al., 2016).

2.4 Comportamento do consumidor

De acordo com Blackwell, Miniard e Engel (2009), comportamento do consumidor
sdo as atividades nas quais as pessoas se ocupam quando obtém, consomem e dispdem de
produtos e servigos. De forma geral, é tradicionalmente o estudo de “por que, como, quando ¢

onde as pessoas compram, usam e descartam”. Segundo esses autores, encontrar estratégias
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mais eficazes para influenciar o comportamento dos consumidores tem sido uma das
principais preocupagdes das empresas e de outras entidades (ANTONIALLI, 2015).

Conforme Blythe (2013), as pessoas compram coisas para satisfazer varias
necessidades todos os dias. Tomar decisdes de compra afeta ndo apenas o préprio comprador,
mas também a seus familiares, meio ambiente e, 0 mais importante, as empresas das quais 0s
consumidores compram o produto. Portanto, torna-se essencial entender a maneira como as
pessoas compram e 0s motivos dessa compra.

A compreensdo do comportamento dos consumidores contribui para o aumento do
namero de clientes das empresas. Entretanto, eles encontram um vasto universo de produtos,
marcas, precos e fornecedores pelos quais optar. Acredita-se que os consumidores avaliam
qual produto proporciona maior valor, ou seja, procuram sempre maximizar o valor do
produto dentro dos limites impostos pelos custos e pelas limitacbes de conhecimento,
mobilidade e receita. Assim, os consumidores formam uma expectativa de valor e agem com
base nela, e a probabilidade de satisfacéo e repeticdo da compra depende de o produto atender
ou ndo a essa expectativa de valor (ENGEL et al., 1999).

No ambito gerencial, as empresas devem estar cientes da experiéncia que 0S
consumidores obtém da compra, pois geralmente isso afeta a sua atuacdo futura. Assim, a
construcdo de lealdade do cliente é outro aspecto que deve ser claramente entendido em
conjunto com a compreensio do comportamento do consumidor (SPACIL;
TEICHMANNOVA, 2016).

Segundo Rezende e Avelar (2012), o principal objetivo ao se estudar o comportamento
dos consumidores é investigar os fatores de influéncia e as caracteristicas do consumidor a
fim de compreender os processos de consumo de forma critica e obter subsidios para a
proposicdo de ofertas de marketing adequadas, bem como de politicas publicas de
regulamentacdo. Ainda, conforme Kotler (2000), o estudo do comportamento do consumidor
fornece informacdes para o desenvolvimento de novos produtos, modificacdes de produtos e
embalagens, determinacédo de preco e de mensagens publicitarias.

Referente ao comportamento do consumidor de alimentos, Lucchese, Batalha e
Lambert (2006) ressaltam que os produtos alimentares tém um importante papel na vida
quotidiana uma vez que suas funcées para os seres humanos vao alem de fontes de suprimento
de uma necessidade vital. Alem disso, a alimentacdo humana ndo pode ser definida
simplesmente como uma necessidade fundamental, mas como uma ferramenta a servigo da

salde, prazer, estética, entre outros.
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Asp (1999) ainda destaca que os alimentos podem denotar identidade étnica, podem
ser utilizados socialmente para descrever amizades, proporcionar hospitalidade, para mostrar
status ou prestigio, para expressar sentimentos e emocdes, entre demais atributos.

Conforme Bongoni et al. (2013), as opinides, necessidades e expectativas dos
consumidores sobre os alimentos mudaram drasticamente nas uUltimas décadas. Além das
preferéncias sensoriais, 0s beneficios a salde gerados pelos alimentos sdo fatores cada vez
mais importantes para a escolha dos produtos. Para Bragante (2012), os consumidores
modernos estdo mais exigentes e menos leais a marca, obrigando as empresas a Sse
diferenciarem continuamente.

A palavra “experiéncia” esta diretamente ligada ao estilo de vida do consumo
contemporaneo, sendo observado, muitas das vezes, um consumo experimental no lugar de
funcional. Ou seja, o consumidor esta deixando de ser um colecionador de posses, se tornando
um colecionador de experiéncias (GOMEZ-CORONA et al., 2017). Nesse contexto de
constantes mudancas, o estudo do comportamento do consumidor se torna uma importante
ferramenta para as industrias.

A ocasido de consumo de bebidas alcodlicas pode incluir fatores como a localizacao
fisica do consumidor, o tipo e 0 nimero de pessoas presentes, o dia da semana, a ocasido do
uso e até a hora do dia (SILVA et al., 2017). Por esse motivo, as variaveis situacionais do
consumo de bebidas alcoodlicas se tornaram um aspecto bastante complexo do comportamento
do consumidor (CALVO-PORRAL,; LEVY-MANGIN, 2019).

As expectativas criadas no consumidor dependem da experiéncia anterior, diferencas
individuais e informacfes intrinsecas ou extrinsecas relacionadas ao produto. Os fatores
intrinsecos sdo aspectos de um produto que estdo diretamente relacionados as suas
propriedades fisico-quimicas e sensoriais, como cor ou aroma; os fatores extrinsecos, por
outro lado, estdo relacionados ao produto, mas ndo fazem parte dele: normalmente estéo
relacionadas a embalagem e aos rétulos do produto (BLACKMORE et al., 2020).

As informagbes contidas no rétulo sdo exemplos de fatores extrinsecos relacionados
aos produtos, sendo a rotulagem uma forma de comunicacdo fécil e conveniente com o
consumidor. Informacbes explicitas sobre um produto, incluindo informacGes éticas,
informacdes sobre producdo, nutricdo, mas também sobre sabor e propriedades sensoriais do
produto, bem como informagdes mais implicitas transmitidas pela marca, cor da embalagem
ou imagens, demonstraram alterar as expectativas dos consumidores e/ou a percepgédo
(BLACKMORE et al., 2020; GIL-PEREZ et al., 2019; REBOLLAR et al., 2017; SPENCE et
al., 2015).
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Em relagcdo ao comportamento do consumidor de cervejas especiais, tem-se algumas

ponderacdes importantes ja elucidadas na literatura, conforme descritas a seguir.

2.4.1 Comportamento do consumidor de cervejas especiais

Nos ultimos anos, houve uma notavel mudanca no comportamento de uma parcela dos
consumidores de cerveja, 0s quais se tornaram mais conscientes, sofisticados e exigentes em
relacdo a cultura de bebidas em termos de qualidade e habitos de consumo desejados. Tais
consumidores representam um segmento que leva em consideragdo as caracteristicas e a
qualidade dos ingredientes utilizados na fabricacdo da bebida, além de estar disposto a pagar
mais do que o preco de mercado convencional por estes produtos diferenciados, conhecidos
como cervejas especiais (CARVALHO et al., 2018).

Estudos sobre o comportamento do consumidor de cervejas especiais vém sendo
realizados e, tratando-se do perfil do consumidor, ao contrario do mercado de cervejas de
massa, 0 mercado de cervejas artesanais tende principalmente a atender um segmento da
populacdo com alta renda, caindo na faixa etaria de 21 a 35 anos, e diferenciado por um alto
nivel de educacdo (JAEGER et al., 2020; RIVAROLI; CALVO-PORRAL; SPADONI, 2022).

Em relacdo ao mercado, Donadini et al. (2016) relatam que as cervejas especiais
parecem satisfazer a demanda por variedade com mais sucesso do que as marcas industriais
comercializadas em massa, pois estdo melhor posicionadas para criar uma cultura de consumo
Unica e intima. Consumidores de cervejas especiais europeus, por exemplo, consomem menos
cerveja, porém buscam mais as cervejas especiais e mais caras pelo fato de estarem mais
dispostos a experimentar novos sabores da bebida.

Conforme Cardello et al. (2016) e Rivaroli, Calvo-Porral e Spadoni (2022), os
consumidores comegaram a ser cada vez mais atraidos por novos estilos e sabores de cerveja
oferecidos por cervejarias artesanais e microcervejarias, evitando cervejas produzidas em
massa por seu perfil de sabor convencional. Na busca por cervejas com diferentes
caracteristicas das oferecidas por grandes marcas e de elevado consumo, novos estilos de
cerveja com novos sabores, aromas e processos de fabricagdo modificados ganham
popularidade com os consumidores de cervejas especiais (DUCRUET et al., 2017). Além
disso, Donadini et al. (2016) constataram que uma experiéncia de consumo positiva com
cervejas especiais aumenta a vontade de experimentar outros produtos e buscar mais

informacdes sobre cerveja.
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As diferengas no comportamento de consumo entre cervejas especiais e comerciais
estdo, basicamente, na premissa de que o consumo de cervejas especiais é mais voltado a uma
experiéncia, enquanto o consumo de cervejas comerciais € visto mais como utilidade
(WILLIAMS; BARRETTA, 2018). Especificamente, as cervejas especiais sdo vistas como
uma experiéncia pelos consumidores com ou sem conhecimento sobre cerveja, oferecendo,
durante o consumo, prazer, reconhecimento social e senso de identidade que os consumidores,
geralmente, ndo associam a cervejas comerciais produzidas por grandes cervejarias
(HAYWARD; WEDEL; McSWEENEY, 2019). Os consumidores de cerveja artesanal
também foram caracterizados como tendo uma forte autoidentidade (RIVAROLI; HINGLEY;
SPADONI, 2018) e buscadores de novidades (MALONE; LUSK, 2018).

Em relacdo ao consumo de cerveja, 0s consumidores tornaram-se mais conscientes em
termos de qualidade desejada. Conforme Lee, Frederick e Ariely (2006), as caracteristicas
intrinsecas que influenciam na qualidade percebida do produto sdo os componentes
nutricionais, a natureza e as tecnologias de processamento da cerveja. Por outro lado, entre 0s
atributos extrinsecos estdo o tipo de recipiente e a embalagem da cerveja (DONADINI;
PORRETA, 2017).

Da mesma forma, a conscientizacdo da qualidade da cerveja aumentou entre 0s
consumidores, sendo que as preferéncias de cerveja do consumidor parecem estar voltadas a
busca pela qualidade e ao aspecto artesanal do produto. Por outro lado, a cerveja convencional
industrial é percebida como um produto secundario menos especial, consumido em momentos
de socializacdo, frequentemente relacionado a uma mercadoria da categoria de bebidas cujo
consumo se baseia em suas caracteristicas funcionais de “saciar a sede” (AQUILANI et al.,
2015; BRINK et al., 2011; GOMEZ-CORONA et al., 2016; MEJLHOLM; MARTENS,
2006).

Gomez-Corona et al. (2016) descreveram seis percepcdes sobre o comportamento de
consumo de cervejas especiais: € uma experiéncia multissensorial; a cerveja é o ponto focal
do consumo, normalmente em casa ou em evento ou atividade especificos; a cerveja é um
produto de alta qualidade e producéo local; concentra-se nos atributos do produto como sabor,
textura e embalagens diferenciadas; a cerveja é consumida sozinho ou com companhias muito
seletivas; a cerveja tem baixa disponibilidade e, para ndo conhecedores, € um produto caro e
impraticavel.

Em pesquisa realizada por Donadini e Porretta (2017), avaliando os padrdes de
preferéncia dos consumidores de cervejas especiais na Italia, observou-se que consumidores

italianos de cervejas especiais atribuiram maior importancia ao tipo de recipiente e a
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tecnologia de fabricacdo de cerveja, enquanto a menor importancia foi atribuida aos
equipamentos utilizados na produgdo. Quanto ao interesse do consumidor sobre o produto,
atributos como garrafa de vidro com tampa de coroa e microfiltracdo da cerveja apresentaram
efeitos positivos, enquanto lata de aluminio e cerveja produzida em alta escala apresentaram
Impactos negativos.

O comportamento do consumidor de cervejas especiais também pode ser avaliado
quanto ao local de consumo. Calvo-Porral e Levy-Mangin (2019), avaliando a influéncia do
local de consumo de cerveja no comportamento dos consumidores, notaram que 0S
consumidores de cervejas que preferencialmente consomem o produto fora de suas
residéncias exigem uma cerveja de alta qualidade, enquanto os consumidores domésticos
preferem pagar menos por uma cerveja, buscando boa relacéo custo-beneficio.

Enquanto os consumidores de cerveja artesanal sdo frequentemente caracterizados por
suas preferéncias sensoriais por cervejas inovadoras de alta complexidade de sabor, alta
qualidade e autenticidade, ha também uma série de outras caracteristicas atitudinais,
motivacionais e comportamentais que ja foram identificadas. Primeiramente, os consumidores
de cerveja artesanal sdo levados a buscar cervejas auténticas (GOMEZ-CORONA et al.,
2016), que sdo produzidas em pequenos lotes por cervejeiros artesanais locais. Eles foram
observados desenvolvendo regularmente seus conhecimentos sobre cervejas e brew pubs,
explorando novos sabores em cervejas e procurando novas cervejas e cervejarias
(THURNELL-READ, 2016).

Os consumidores de cerveja artesanal também tendem a fazer compras em lojas de
cervejas especiais e demonstraram ter uma alta consciéncia e conhecimento de cervejas
(GOMEZ-CORONA et al., 2016; JAEGER et al., 2017). Eles viajam para cervejarias
artesanais locais, véo a degustagdes de cervejas artesanais, procuram e participam de eventos
de cervejas artesanais (MURRAY; O'NEILL, 2012), incluindo festivais de cervejas
artesanais, e trocam informacGes sobre cervejas artesanais em redes sociais destinadas aos
entusiastas desse produto (JAEGER et al., 2020).
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3 CONSIDERACOES FINAIS

A cerveja, feita principalmente a partir de agua, malte de cevada, lUpulo e levedura, é
uma bebida altamente produzida e consumida ao redor mundo e, com o crescente aumento no
surgimento de novas cervejarias, inimeras pesquisas estdo sendo desenvolvidas. O mercado
de cervejas, nos ultimos anos, passou por transformaces com a solidificacdo das cervejas
artesanais.

Cervejas artesanais (ou especiais) sdo cervejas que se diferenciam das cervejas
comerciais (ou tradicionais) quanto a aspectos sensoriais, escala de producdo, capacidade e
porte da unidade produtiva, entre outros. Acompanhado dessa diferenciacdo, surge-se também
um puablico consumidor diferente.

O consumo de cervejas artesanais € visto pelos consumidores como uma experiéncia
capaz de gerar senso de identidade e reconhecimento social. Consumidores de cervejas
artesanais buscam por produtos com novos sabores, aromas e estilos, com maior
complexidade sensorial e processos de producéo diferenciados.

Diferentes consumidores de cerveja artesanal apresentam diferentes comportamentos
quanto as suas preferéncias, percepcdes e intencdo de compra. Diante disso, 0 estudo desses
comportamentos é capaz de contribuir gerencialmente com produtores de cerveja no
desenvolvimento de novos produtos e definicdo de estratégias de marketing direcionadas para
diferentes grupos de consumidores.

Produtores de cervejas especiais devem buscar conhecer seu publico consumidor e 0s
diferentes segmentos de mercado. Assim, a compreensdo do comportamento do consumidor é
fundamental para as industrias cervejeiras atenderem os desejos e as necessidades dos
consumidores.

Dessa forma, estudos que identifiguem a percepcdo que produtores tém sobre os
consumidores e o real comportamento desses consumidores, bem como a identificacdo dos
diferentes grupos de consumidores de cervejas artesanais com base em suas caracteristicas,
preferéncias e percepcles, sdo importantes para o crescimento e solidificacdo do mercado de
cervejas artesanais.

Estudos futuros podem ser realizados objetivando melhoria na defini¢do dos termos de
classificacdo de cervejas como especiais, artesanais, comerciais e tradicionais, contribuindo

de forma tedrica com novos e adequados conceitos para as cervejas acima mencionadas.
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Specialty beers market: a comparative study of producers and consumers behavior

Beer producers and consumers’ behavior

Abstract
Purpose: This study aimed to identify, with producers of specialty beers (SBs), producers’
perceptions regarding the consumers, besides analyzing the consumer’s behavior of SBs
regarding consumers’ preferences, perceptions and determining buying factors.
Methodology: In the qualitative analysis, interviews were performed with 14 professionals
from the SB industry. In the quantitative study, 301 consumers of SB answered a
questionnaire about preferences, perception and determining buying factors of special beer.
Techniques such as content analysis, frequency analysis, cross-tabulation and hierarchical
cluster analysis were used in this study.
Findings: The study demonstrated an important convergence in the perceptions of producers
about consumers, and the real behavior of SB consumers, mainly on factors of beer
packaging, label, style and price. Those respondents consuming just SB were characterized by
having higher income, frequency and time of beer consumption and willingness to pay more
for the product. Cluster analysis allowed to segment respondents into three groups: (1)
beginners in the universe of SBs who also drink commercial beers; (2) regular consumers
willing to pay more for SB; and (3) legitimate consumers of SB averse to commercial beer.
Originality: By addressing professionals and consumers, this study generated scientific
information and knowledge to assist the specialty brewing industry in developing new
products and defining marketing strategies as well as creating actions for bringing producers
and consumers closer together to benefit both parties.

KEYWORDS: behavior, brewing, consumer, craft beer.
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1 INTRODUCTION

Beer, an alcoholic beverage obtained from the wort fermentation process from malted
cereal and grains (especially barley), yeast, water and hops (Albanese et al., 2018; Humia et
al., 2019; Santos et al., 2021), is one of the world's oldest and most popular alcoholic
beverages, with its origins dating back over 9,000 years ago (Morado, 2011; Gallone et al.,
2016). The beverage is highly consumed around the world, but, in recent years, aspects
related to ingredients, production and consumption have been changing. Specialty beers (SB)
or craft beers, already established in many countries, have gained space and inserts itself as
the favorite beverage by a portion of consumers (Murray and O'Neill, 2012). This fact may be
explained by the different aromas and flavors, the superior quality of ingredients and
processes and the great care taken in its preparation, generating a high-quality final product
when compared to commercial beer, the beer category dominated by a single style, lager, for a
long time (Aquilani et al., 2015; Gémez-Corona et al., 2016b).

In the well-established markets, as North America and Europe, there is an increasing
consumption of craft beer in detriment of commercial beer (Rosales et al., 2021). Specialty
beer consumers are increasingly focused on variety, and producers have necessity to respond
facing a competitive market. The demand trend in favor of specialty (artisanal or craft) beer
now appears well consolidated, while the so-called “home-based craft production-
consumption activity” became trendy (Elliot, 2016; Carbone and Quici, 2020). Thus, many
brewers have responded to this trend by broadening their portfolio of production (Parker et
al., 2020), and knowing the different consumers of their different products can be essential for
a correct market segmentation. Gémez-Corona et al. (2016a) developed a research using
consumer ethnographies to understand the benefits and motivations of beer consumption in
Mexico, suggesting that beer consumers could be classified as “industrial”, “occasional

industrial” and “craft beer” consumers.
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Specialty (or craft) beer consumers can be differentiated from traditional (or
mainstream) beer consumers on the basis of several characteristics, in addition to the
possibility of personal differences shown among them. Among these are their demographic
profiles, their preferences for certain styles and flavors of beer and the product-related
behaviors they often exhibit toward beers (Jaeger et al., 2020). Consumer-based variables
could be used in order to differentiate consumer segments (Cardello et al., 2016; Calvo-Porral
et al., 2018) and, therewith, different categories of SB consumers can be formed. In view of
several surveys with general beer consumers, what can be said only about SB consumers? Do
SB producers really know the consumers of their products and their preferences in relation to
SBs?

Thus, there is a need for studies on producers, traders, and consumers of the beverage
industry due to the constant growth on production and consumption of SB. It is important to
investigate the perceptions of beer professionals about consumers to add knowledge to the
chain.

The growing number of consumers of SB raises the need to understand the factors
influencing purchase behavior, preference, and perceptions of the product. Besides that, in the
face of the growth and diversification of the consumer market, the solution is evaluating the
different kinds of behavior and the features of the different categories of SB consumers. Thus,
there is a complete evaluation between the real behavior of consumers and what producers
think about consumers.

The contribution of this research is wide and provides a basis for future researchers to
further develop this research area, as consumer-focused surveys are key tools of marketing
analysis. Data and information of this study involving brewing professionals and consumers,
the first in the academic inquiry, and the observation of different SB consumer groups

generate scientific information and knowledge that assist the specialty brewing industry in
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developing new products according to the specific consuming public, modifying
labels/packaging and defining marketing strategies as well as creating strategies for bringing
producers and consumers closer together to benefit both parties (Carvalho et al., 2018). The
industry manages to direct its production of SBs according to the perception and determining
factors in the purchase made by consumers, while different consumers will always find beers
that satisfy their needs and desires when buying and consuming a SB.

Therefore, the aims of this study was (1) identify, with producers from the brewing
industry, their perceptions regarding the behavior of special beer consumers related to the
style, packaging, label, and price of specialty beers, characteristics of these consumers and
obtaining information regarding beers; (2) analyze the behavior of different categories of SB
consumers regarding their preferences, perceptions and determining buying factors; and (3)

compare producers and consumers perceptions and behaviors.

2 LITERATURE REVIEW
2.1 Premium products

The constant change in the level of education, access to information and income of the
population has led to important changes in the food and beverages sector. Among them, the
consumption trend regarding sensoriality and pleasure has increased the demand for
‘gourmet’ and ‘premium’ products. Consumer innovativeness refers to the predisposition to
buy new and different products rather than remaining with previous choices and consumption
patterns (Steenkamp et al., 1999; Makrides et al., 2021).

In fact, the demand for product innovation is ongoing (Santeramo et al., 2018), and
consumer segments of higher value-added products have grown both about ‘gourmet’ and

‘premium’ products, which generally aimed at the high-income population as well as
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sophisticated foods that are affordable for emerging consumers (Food Technology Institute,
2020).

In this sense, a consumer’s demands for quality and social habits contributed the
emergence of ‘premium beverages’, leading to an increase in the consumption of special beers

(Carvalho et al., 2018; Zanetta et al., 2021).

2.2 Beer and consumer behavior

Food and beverage industries seek to develop products that meet the needs of
consumers. Thus, beers must present style, packaging, label and price, among other attributes,
that satisfy the consumers. According De Paula et al. (2021), consumers are influenced by
sensory characteristics (appearance, aroma, flavor and texture) resulting from the balance of
compounds in foods and also by non-sensory characteristics which include product-extrinsic
information such as brand, price, product origin, color and illustrations stamped on the label
and several other factors, such as those related to the consumer itself.

About beer, Aquilani et al. (2015) and Zanetta et al. (2021) reported that some factors
have been shown to affect the beer choices such as price, brand, distribution, differentiation
and packaging, contributing to consumer choice. A significant body of knowledge is now
emerging, which investigates the role of consumer characteristics, patronage and other
behavioral actions (Arum et al., 2021).

Regarding the non-sensory characteristics, many studies have been carried out with the
objective of evaluating the effects of packaging attributes on consumer behavior, since this is
relevant when selecting a product (Carneiro et al., 2018). In Brazil, studies assess consumer
behavior and preferences in relation to sensory and non-sensory attributes (such as packaging
and labels of SBs), citing Carvalho et al., (2018), Jardim et al., (2018), De Paula et al. (2021)

and Santos et al., (2021). However, analyzing the relationship between what the producer
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thinks about the consumer and how the consumer actually behaves is still a gap to be

explored.

2.3 Segmentation in brewery sector

New trends are emerging in the brewery sector, such as the increase of beer
consumption at home, the increase of the awareness of beer quality among consumers, a
higher demand for new flavors and varieties and the increasing demand for craft and SBs
(Aquilani et al., 2015; Calvo-Porral et al., 2018). As a consequence, there was a segmentation
of the brewing sector, since different groups of consumers have different consumption
characteristics. Thus, segmentation analysis helps to account for consumer heterogeneity in
product acceptability and strengthens interpretations of results (Jaeger et al., 2019).

Some studies were conducted on consumer segmentation in the brewery sector,
offering different profiles of beer consumers. Using ethnographic criteria of beer consumers,
Gbmez-Corona et al. (2016a) observed that the segmentation of consumer groups was formed
based on the type of beer consumed (craft x commercial); Calvo-Porral et al. (2018) found
five distinct groups of beer consumers with variations mainly in gender, age and frequency of
consumption; Cardello et al. (2016) using consumer-based variables as order to differentiate
consumer segments, such as product loyalty, product image, perceived quality and purchase
intention, noting that consumers characterized beers by attitudinal, situational and emotional
measures, showed each of the variables to be important differentiators.

Similarly, prior research on the topic supports that factors affecting beer choice and
consumption, subsidizing the brewery sector segmentation, could belong in different
categories such as the consumer-based attributes, product-based attributes and factors related

to the purchasing and consumption situation (Aquilani et al., 2015; Calvo-Porral et al., 2018).
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3 MATERIALS AND METHODS

Data from 2017 pointed out Brazil as the 3rd largest beer producer in the world,
behind China and the United States of America (Kirin Beer University, 2018). Data from the
Ministry of Agriculture, Livestock and Supply (MAPA) showed in 2020, 204 new breweries
registered in Brazil, totaling 1,383 registered breweries in the country. Minas Gerais is the
third state with the most registered breweries (Brazil, 2021); therefore, it was the defined
region for the research.

The study was approved by the local Human Research Ethics Committee, with
permission through Certificate of Presentation of Ethical Appreciation CPEA
26389519.4.0000.5148 and CPEA 38745920.2.0000.5148. The research was conducted

between March, 2019 and September, 2021 with unpaid participants.

3.1 Qualitative analysis — producers of specialty beers

A qualitative descriptive study was performed to interview 14 producers of SB
industry in the state of Minas Gerais. The sampling was defined as non-probability sampling
for convenience in which the elements were selected for their convenience or by volunteering,
as described by Aaker, Kumar and Day (2001) and Emerson (2015).

Data were collected using a semi-structured interview script. The number of
respondents was delimited by the saturation criteria, which is a criterion of suspending data
collection at the moment when the addition of information to the research does not change the
understanding of the phenomenon under study (Guerra, 2006; Antonialli, Rezende and
Carneiro, 2018).

Data analysis and interpretation was performed using the content analysis, which
consists of a set of communication analysis techniques that use systematic procedures and

objective description of message content, seeking to overcome uncertainty and enrich the
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reading, using Microsoft Excel software. Content analysis was developed in three phases,
according to Bardin (2010): (1) pre-analysis, to establish the first contact with the results; (2)
material exploration, a long phase which included coding tasks and (3) data processing,
inference and interpretation validated the data.

The interview script consisted of 16 questions divided into 8 themes: determining
factors at the time of purchase; beer style; beer packaging; beer labeling; beer price; beer
consumer characteristics; special beer versus commercial beer and suggestions for future

studies.

3.2 Quantitative analyses — specialty beers consumers

In this stage, a quantitative study was carried out to analyze the behavior of Minas
Gerais consumers of SB regarding preferences, perceptions and determining factors when
purchasing this product, using the same topics discussed with professionals in the brewing
industry.

The respondents (n = 301) were consumers of SB born or residing in the state of
Minas Gerais. Data collection was carried out through an online questionnaire available by e-
mail, social media and cell phone applications. Online data collection offers advantages such
as quick data collection and recording, as well as reduced cost when compared to other types
of research (Eldesouky, Pulido and Mesias, 2015). The number of participants (n = 301)
followed the criteria described by Hair et al. (2005) that for each predictive variable of the
questionnaire, a minimum of 5 respondents is necessary. As the questionnaire contained 20
predictor variables, the minimum number expected was 100 respondents. Control gquestions
were used at the beginning of the questionnaire, with exclusion criteria being less than 18
years old, not being consumer of SB, not being born and not residing in Minas Gerais. This

stage of the study also used a non-probability sampling for convenience (Emerson, 2015).
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Data were analyzed using descriptive statistics (frequency analysis and cross-
tabulation) and multivariate statistics (hierarchical cluster analysis). The cluster analysis used
sociodemographic variables, consumption behavior variables and associations between
special and commercial beers, and a hierarchical cluster was used by the Ward Method
(Ward, 1963). In addition, a chi-square analysis considering significance level of 5% was
realized. The software used in the analysis was IBM® SPSS® Statistics 28.0.1 (International
Business Machine, Statistical Package for the Social Science). Cluster analysis was
performed, using, as a criterion for segmentation, the cross-tabulation between the groups and

the predictor variables themselves, by the chi-square test.

4 RESULTS AND DISCUSSION
4.1 Qualitative study — producers of specialty beers
The answers obtained at this study stage describe the perception that SB producers

have in relation to consumers.

4.1.1 Determining factors at the time of purchase

The most frequently pointed out determining factors by respondents when buying beer
were style, price and label of beer. As part of the beer buying process, consumers make their
decisions based on extrinsic attributes, such as price, alcohol and brand as well as intrinsic
attributes, such as aroma, bitterness and carbonation (Meyerding et al., 2019).

Beer style is a strong influencing factor at the time of purchase. The growing number
of breweries producing SB results in new styles, and among the beer ingredients, there is a
great variability of malt and hops both in quality aspects and contents added during the

preparation of the product.

4.1.2 Beer style
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Regarding the style of beer, all respondents believed that it interfered in the purchase,
highlighting responses relating to consumer curiosity and choice of a new style of beer, as
answers below:

[...] because the consumer of specialty beers no longer seeks the same, but is thirsty
for new beers. Although they end up not liking the style, at least one should consume one
unit, at least out of curiosity. Respondent 5

In a study conducted in Germany, Meyerding, Bauchrowitz and Lehberger (2019)
analyzed the preferences of beer consumers regarding product attributes. Beer style was the
most important attribute in the process of beer selection by consumers.

Another factor observed by the respondents was the relationship between the
preference for a style and the context (occasion) of consumption of SB. In various segments,
the relationship between the consumption of gourmet/premium food and beverages and the
occasion of this consumption was observed. Similarly, beer is also consumed on occasions, as
demonstrated by Nardi (2018), in which consumers prefer drinking Pilsner or Pale Ale beers
in pubs, with consumption of beers in emporiums or specialty stores the last in consumer
preference. As the occasion of consumption is part of the sub-decisions regarding the
intention to buy by a brand (Kotler and Keller, 2012), it is also present when choosing a beer
style.

Among the styles most consumed by consumers of SB, according to respondents, were

India Pale Ale (IPA), Pilsner and American Lager.

4.1.3 Packaging of beer
All the respondents believed that packaging interfered in the purchase of SB. The main
features of the packaging identified as the influencing factors were the material, size (volume

of beer), color and shape.
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Donadini and Porreta (2017) showed that packaging had an influence on consumer
preferences of SBs in Italy. In this study, the authors argued that white beer bottles had
positive effects on consumer acceptance, while cans had negative effects on the interest of
Italian beer consumers.

Packaging affects attention, understanding of value, perception of product
functionality as well as consumption, with important consequences for responses and
consumer experience. The packaging should highlight the product and inform the consumer
about brand authenticity, tradition, origin and quality. Packaging affects the emotional aspect,
associating a lifestyle that connects to the occasion for which the consumer is buying the

product (Roncarelli and Ellicott, 2010; Krishna, Cian, and Aydinoglu, 2017).

4.1.4 Beer labeling

Questions were asked regarding the special beer labels. When asked if the beer’s front
label style could interfere at the time of purchase, all respondents agreed, especially regarding
colors and images, as follows:

Yes. Because it is the first thing that the consumer sees, who does not know about the
product. He comes across the bottle and makes the choice to whether buy it or not, depending
on the information on the label. Respondent 1

Subramanian (2017) stated that there are some features used in packaging to bring
customers closer. The graphic label design enables to post messages that encourage
consumers to buy the product, while the physical design adds convenience to distribution,
handling, stacking, opening, closing, reusing, recycling and ease of disposal.

Most respondents also stated that the presence of additional information on beer labels
may influence consumers at the time of purchase, such as drinking temperature, drinking tips,

special ingredients and technical information about product quality.
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Regarding the degree of importance that some information may have when presented
on the special beer labels, the interviewees considered alcohol content, bitterness
[International Bitterness Unit IBU] and the term “pure malt” as very important; product or
company sustainability and beer award seal as important and coloration [European Brewing
Convention EBC], malt type, hop type, water source, and proper yeast cultivation/selection as

unimportant.

4.1.5 Beer price

According to the producers who were interviewed, the price is a determining and
important factor at the time of purchase by the consumer. Typically, SBs cost more as
compared to commercial beers, making its price an obstacle to their expansion in the market
(Carvalho et al., 2018). This is mainly due to the quality of the raw material used as well as
the taxes throughout the product chain, since the importation of raw materials until its
commercialization increases the cost of the product.

Nardi (2018) analyzed the consumer behavior of craft beer in the state of Rio Grande
do Sul and found that price can influence consumers in choosing a particular beer, with a cost-
benefit assessment. Regular consumers consider SBs to be of higher quality than commercial

beers.

4.1.6 Beer consumer characteristics

The profile that the consumer of SBs presents in the perception of professionals in the
field of special beers was addressed in the interview script. It was pointed out that the public
consuming this type of drink has been diversifying due to the fact that it is increasing but still

belonging to middle to upper class, with the majority of men, between 25 and 49 years of age,
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with income above three minimum wages and with higher education and greater clarification
of information. In addition, it’s an audience looking for news and new consumer experiences.

When asked about a possible approach between commercial and SB consumers
regarding beer knowledge, most respondents believed that this fact was being observed but
with the price variable causing interference.

Customers have seen that there are other beer options in the market that can bring a

better experience, and if they can afford it (price), try it. Respondent 14

4.1.7 Special beer versus commercial beer

About both beers type, in the producers view, factors such as industry size and
production objective were raised according to the findings as follows:

Commercial beers are produced in large industries and have a price-oriented
positioning; specialty beers are friendlier to their audience and create consumer status.
Respondent 3

Such perceptions are in agreement with the result as documented by several authors
that commercial beers are produced by traditional and large-scale breweries, while SB have
different flavors, in addition to greater care in all their preparation, generating a differentiated
product when compared to commercial beer in relation to ingredients, production and
consumption. The global beer market faces a significant increase in artisan and SB because
beer lovers search for products other than those produced on the mass scale (Aquilani et al.,
2015; Donadini et al., 2016; Ducruet et al., 2017; Kawa-Rygielska et al., 2019). Different
authors report that industrial mass-produced food represents a decline in quality of food,
especially in terms of flavor (Gémez-Corona et al., 2016a; Donadini and Porretta, 2017;

Rytkdnen et al., 2018; Schésler and de Boer, 2018).
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The biggest difficulty for large beer producers who want to be involved in the
production of SBs is that the evidence reviewed suggests that consumer perception of product
craftsmanship seems to be strongly affected by the belief that on a small-scale production, the
artisan is putting great care in his craft, thus producing unique products of higher value than
those produced on a large scale. Besides, in recent years, many small-scale and independent
breweries have been purchased by large brewing organizations vying to get a share of the
growing and profitable niche market in craft beer, and this raises the question of whether the
beer produced by such breweries can still be defined as “craft” or “special” (Morgan, Lane,

and Styles, 2020; Rivaroli, Baldi and Spadoni, 2020).

4.1.8 Suggestions for future studies
About future studies, topics were suggested regarding trends in styles to be consumed,
differentiation of beer flavors, the price range to pay and packaging and labeling factors that

might interfere with product purchase.

4.2 Quantitative study - specialty beers consumers
4.2.1 Profile and characterization of the sample

There were 301 respondents, 67.1% male, and the majority aged between 26 and 35
years (42.5%). Similar to the study carried out by Gémez-Corona et al. (2016a), there was an
age effect with Mexican consumers, being those aged between 25 and 35 years and men, more
likely to consume craft beer. As for the income, 22.9% of the respondents had a monthly
family income between R$ 6,270.01 and R$ 10,450. Concerning level of education, 51.5%
are studying or have completed postgraduate studies.

Regarding the frequency of consumption of SBs, most participants (63.8%) consumed

special beers at least twice a month. In addition to ingredients and production methods, SB
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also differs from commercial beer in terms of consumption characteristics. Consumers of SB
tend to consume less beer, but they seek more specialty and more expensive beers because
they are more willing to try new flavors of the beverage (Murray and O'Neill, 2012; Aquilani
et al., 2015; Donadini et al., 2016).

Regarding the type of beer consumed, only 12.6% of the participants stated they
consumed just special beer, while the majority (87.4%) stated they consumed both special and
commercial beers. According to Donadini et al. (2016), large breweries are realizing this and
are trying to reposition themselves with greater focus and investment in the SB sector,
without abandoning the commercial beer market segment.

Among the determining factors interfering purchase of a SB, the most pointed out
factors were the style of the beer (83.7%) and the price (49.8%). The beer styles most
preferred by the participants were IPA (59.8%) and Pilsen (36.5%). In addition, more than
half of the respondents (53.4%) agreed that there is a relationship between the selection of
beer style at the time of purchase and the occasion for consumption or harmonization.

Consumer research also shows craft beer drinkers seek wide variety of beer styles and
flavors. These often include highly innovative beers, some of them having high levels of
hops, strong flavor profiles and/or high alcohol content (Jaeger et al., 2021). As described by
Silva et al. (2017), the occasion of consumption of alcoholic beverages may include factors
such as the physical location of the consumer, the occasion of use and even the time of day,
showing the relationship between style consumed and occasion/harmonization.

Once two options of special beer labels with their information were presented, in text,
89.4% of consumers preferred the label containing, in addition to mandatory information like
alcohol content, beer type and volume and other characteristics such as bitterness (IBU),
coloring (EBC) and types of malt and hops used in the manufacture of beer. Among the

information on the label that most influence consumers in the purchase and consumption,
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62.1% of the respondents mentioned the bitterness (IBU), 55.8% the alcohol content and
33.6% the presence of award seals. Merlino et al. (2020), in a study with beer consumers in
Italy, also found that two consumer samples were defined on the basis of individual
statements regarding their preferred method of beer packaging: The “traditional” consumer iS
loyal to the conventional beer packaging material (glass bottle) and the “innovative”

consumer is more inclined to packaging innovation (the use of aluminum cans).

4.2.2 Specificities in the consumption of SB

Based on the predictive variables of the questionnaire, by frequency analysis,
important differences between consumers of only SB and the consumers of special and
commercial beer were noted.

Participants consuming only SB were mostly male (86.8%), aged between 36 and 45
years (42.1%), with high household income and level of education. Specifically in relation to
the income level, the majority (55.2%) of consumers of only SB had income above R$
10,450/month. On the other hand, among consumers of specialty and commercial beer, 71.1%
of respondents had income below R$ 10,450/month.

Regarding the frequency of consumption, the majority (44.7%) of consumers of only
SB consumes 2-3 times a week. Regarding consumers of both types of beer, only 17.1% of
respondents consume SB in the same period of time.

In the last decade, consumers worldwide have had a growing interest in
microbreweries and specialized beers (Donadini and Porretta, 2017; Gomez-Corona et al.,
2017). Assessing the time that respondents already consumed SB, the majority (42.1%) of
consumers of only SB consumed between 5 and 10 years, while, among consumers of special

and commercial beer, 53.6% consumed SBs between 1 and 5 years.
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Regarding the preferred special beer style, the majority (57.9%) of consumers of only
SB preferred the consumption of IPA, while the Pilsen style stood out among consumers of
special and commercial beers, being preferred by 41.1% of respondents. The IPA style is
characterized as an ale beer that is hoppier and bitter, complex, moderately strong and with a
color between medium golden and reddish amber, while Pilsen is a lager beer that is neutral,
moderately hopped and with notes of malt and golden color (BJCP, 2015).

Although the raw materials are practically uniform in all beer styles, some flavors and
aromas are unique according to the beer production tradition, and the loyal and more frequent
audience of SB tends to look for new flavors and experiences in the consumption of the drink,
opting for more complex and differentiated styles. While consumers of commercial beers
usually focus on industrial manufacturing, consumers of SB leave their attention on the taste,
production process and ingredients of the drink (Donadini and Porretta, 2017; Willians and
Barretta, 2018; Humia et al., 2019).

Regarding packaging, consumers of only SB were, in general, not influenced by their
characteristics at the time of purchase. Most of these consumers said they were not influenced
by material, size, bottle shape and color of the special beer packaging. In addition, most have
no preference regarding the packaging material over glass, aluminum and plastic and also the
volume (size) of the beer.

Finally, regarding price, the majority (34.2%) of consumers of only SB stated that they
are used to paying between R$ 18.01 and R$ 22.00 in a 600 mL unit of special beer, while the
group of consumers of both types of beer a value below between R$ 10.01 and R$ 14.00.
Regarding the maximum price that would be paid for this same product, the majority (55.3%)
of consumers of only SB would spend over R$ 22.00; at the same time, only 22.8% of

consumers of both products would pay this amount.
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4.2.3 Cluster analysis

Based on the predictor variables of the questionnaire, Cluster analysis was performed,
using, as a criterion for segmentation, the cross-tabulation between the groups and the
predictor variables themselves, by the chi-square test.

Of the 301 participants, 41.5% (n = 125) was allocated to Cluster 1, while 37.2% (n =

112) to Cluster 2 and 21.3% (n = 64) to Cluster 3.

4.2.3.1 Sociodemographic profile

Table 1 presents the results of the sociodemographic characterization obtained by the
cluster analysis. The variables of gender, monthly income and education did not show
significant difference (p<0.05) between the groups, being that all the clusters composed,
mainly, by male individuals, with minimum monthly income of R$ 3,135.01 and high level of
education. Regarding the age group, when compared to the other clusters, Cluster 1 was
characterized by the greater presence of respondents up to 35 years old, while Clusters 2 and 3

included consumers aged 36 years or over.



TABLE 1 Clusters sociodemographic characterization

Variables Cluster 1 (%) Cluster 2 (%) Cluster 3 (%) p-value*
(n=125) (n=112) (n=64)
Gender 0.093
Female 38.4 25.2 344
Male 61.6 74.8 65.6
Age (years) p=<0.05
18-25 22.4 15.2 17.2
26-35 51.2 34.8 39.1
36-45 16.0 33.0 26.6
46-55 4.8 9.8 14.1
56-65 4.8 5.4 1.6
Over 66 0.8 1.8 1.6
Monthly family income 0.062
Up R$ 1,045.00 4.0 0.9 1.6
R$ 1,045.01 - R$ 2,090.00 4.8 6.3 10.9
R$ 2,090.01 - R$ 3,135.00 18.4 134 3.1
R$ 3,135.01 - R$ 6,270.00 21.6 22.3 25.0
R$ 6,270.01 - R$ 10,450.00 27.2 18.8 21.9
R$ 10,450.01 - R$ 15,675.00 14.4 18.8 17.2
Over R$ 15,675.00 9.6 19.6 20.3
Education level 0.600
Complete high school 3.2 2.7 7.8
Incomplete higher education 20.8 16.1 15.6
Complete higher education 24.8 29.5 25.0
Post graduate 51.2 51.8 51.6

* Confidence level > 95%: result with p-value < 0.05.

4.2.3.2 Consumer behavior and associations between specialty and commercial beers
Table 2 presents the results obtained for variables describing the respondents'
consumption behavior. The clusters showed a significant difference (p<0.05) in relation to the
variables of frequency and time of consumption of SB, type of beer consumed and preferred
style. In addition, Table 3 presents the results about associations and definitions made by the

clusters regarding special and commercial beers, showing a significant difference (p<0.05) in

aspects related to price, quality and quantity of consumption and production.
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Variables Cluster 1 (%) Cluster 2 (%) Cluster 3 (%) p-value*
(n=125) (n=112) (n=64)
Consumption frequency p=<0.05
Less once a month 15.2 54 6.3
Once a month 20.8 11.6 17.2
2-3 times a month 29.6 20.5 31.3
Once a week 17.6 17.9 12.5
2-3 times a week 9.6 21.7 29.7
Over 3 times a week 4.8 8.0 3.1
Daily 2.4 8.9 -
Consumption time p=<0.05
Less than 1 year ago 8.0 8.9 3.1
1-5 years 59.2 36.6 57.8
5-10 years 25.6 38.4 29.7
Over 10 years ago 7.2 16.1 9.4
Beer consumed type p=<0.05
Specialty beer only 4.8 17.0 20.3
Specialty and commercial beer 95.2 83.0 79.7
Determining buying factor 0.556
Beer style 84.7 81.3 87.5
Beer price 121 9.8 7.8
Others 3.2 8.9 4.7
Preferred beer style p=<0.05
Pilsen 49.2 30.8 27.0
American Lager 18.0 16.8 19.0
India Pale Ale 19.7 35.5 44.4
Weiss 5.7 2.8 4.8
I do not know/without preference 74 14.0 4.8
When purchasing a special beer, | 0.159
select the beer style based on the
occasion  of  consumption  or
harmonization
Disagree 25.6 17.0 14.1
Indifferent 304 24.1 234
Agree 44.0 58.9 62.5
Packaging characteristics that 0.167
interfere at the purchase time
Material 55.7 45.9 42.2
Volume 24.6 23.4 15.6
Others 4.1 8.1 9.4
None 15.6 225 32.8
Material preference 0.057
Glass 63.2 57.1 59.4
Aluminum 8.8 6.3 -
Aluminum and glass 16.8 17.9 14.1
None 11.2 18.7 26.5
Volume preference 0.358
269 mL 4.0 3.6 3.1
350 mL 14.4 7.1 4.7
473 mL 8.0 16.1 18.8
600 mL 52.0 49.1 50.0
1,000 mL 4.0 2.7 3.1
None 17.6 21.4 20.3
When purchasing a special beer, | 0.105

select the beer packaging type



(material or volume) based on the
occasion of consumption

Disagree

Indifferent

Agree

Preference label

Label with mandatory information
Label with varied characteristics
Indifferent

Label information  that  most

influences purchase/consumption

Bitterness (IBU)
Color (EBC)
Alcohol content
Malt type

Term “Pure Malt”
Hop type
Product/company sustainability
Award stamp

None

Price usually paid
<R$6.00

R$ 6.01 - R$ 10.00
R$ 10.01 - R$ 14.00
R$ 14.01 - R$ 18.00
R$ 18.01 - R$ 22.00
> R$ 22.00
Maximum price to pay
Up to R$ 6.00

Up to R$ 10.00

Up to R$ 14.00

Up to R$ 18.00

Up to R$ 22.00
Over R$ 22.00

28.8
22.4
48.8

3.2
88.0
8.8

63.2
5.6
16.0
3.2
3.2
0.8
0.8
4.0
3.2

18.4
36.0
30.4
14.4
0.8

6.4
21.6
24.0
29.6
18.4

34.0
241
41.9

3.6
89.3
7.1

57.1
3.6
15.2
7.1
54
3.6
0.9

7.1

0.9
14.3
32.1
241
16.1
12.5

6.3
9.8
21.4
25.0
375

28.2
20.3
51.5

7.8
92.2

68.8
6.3
12.5
1.6
1.6
3.1

1.6
45

20.3
25.0
29.7
17.2
7.8

1.6
6.3
18.8
21.9
26.6
25.0

0.100

0.450

0.059

0.061

* Confidence level > 95%: result with p-value < 0.05.
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TABLE 3 Associations between special and commercial beers made by the clusters

Variables Cluster 1 (%) Cluster 2 (%) Cluster 3 (%) p-value*
(n=125) (n=112) (n=64)
Specialty beer has a high price, while p<0.05
commercial beer has a low price
Disagree 0.8 43.6 3.1
Indifferent 12.8 375 21.9
Agree 86.4 18.9 75.0
Specialty beer has a high quality, p=<0.05
while commercial beer has a low
quality
Disagree 28.8 41.9 -
Indifferent 48.8 25.0 3.1
Agree 22.4 33.1 96.9
Specialty beer is consumed in low p=<0.05

quantities, while commercial beer is
consumed in high quantities

Disagree 0.8 30.4 -
Indifferent 12.8 28.6 94
Agree 86.4 41.0 90.6
Specialty beer is produced in low p<0.05

quantities, while commercial beer is
produced in high quantities

Disagree 20.0 17.9 -
Indifferent 22.4 21.7 1.6
Agree 57.6 54.4 98.4

* Confidence level > 95%: result with p-value < 0.05.

Cluster 1 (41.5%) was formed predominantly by consumers of SB who consume the
product less frequently, 1 and 3 times a month and who, when compared with the other
groups, consumes the product for less time (67.2% consumes for a maximum of 5 years). This
group concentrates the smallest portion of consumers only of SB, showing that these
individuals also consume commercial beer, in addition to presenting the Pilsen style as being
the preferred one for purchase and consumption. In addition, the majority of consumers
(86.4%) demonstrated agreement that the SB has a high price and the commercial beer has a
low price, while only 22.4% agree that the SB has high quality and the commercial beer has
low quality. With that, it is possible to define Cluster 1 as being the group of “beginners in the

universe of specialty beers, still consumers of commercial beers”.
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The beer category has been dominated by a single style, lager, for a long time
(Gbmez-Corona et al., 2016b). In Brazil, commercial beers are almost always defined as lager
beers, American Lager or Pilsen style, characterized as lighter, refreshing and less-complex
beers. This fact comes in line with the preferred style and characterization of Cluster 1.

Cluster 2 (37.2%) was defined by the presence of consumers who mostly consume
SBs more frequently (2 to 3 times a week) and there is a longer period of time, with 54.5%
started consumption at least 5 years ago. This group has a preference for the IPA style, and
approximately 1/3 of consumers are willing to pay over R$ 22.00 in a unit of 600 mL of SB.
A small number of consumers in this group (18.9%) agree that SB has a high marketing price
and commercial beer has a low price, in addition to having the lowest rate of agreement that
SB is consumed in low quantities and commercial beer has high quantity. Thus, Cluster 2 is
made up of “regular consumers and willing to pay more for special beer”.

These regular consumers are not influenced by price and constitute the principal
market for small and microbreweries (Koch and Sauerbronn, 2018). The product quality,
including ingredients and brewing processes, is the most appealing marketing component for
these consumers.

Finally, the group with the lowest number of consumers (21.3%) is Cluster 3, which is
characterized as “legitimate consumers of special beer and averse to commercial beer”. They
are consumers who, when compared to other groups, present a larger portion that consumes
only the SB, greater preference for the IPA style and who believe that the IBU is the attribute
of greatest influence in the purchase and consumption of a SB. In addition, 96.9% believe that
SB is of high quality and commercial beer is of low quality, with the majority also agreeing
with the characterization of commercial beer as being of high production and consumption.

Craft and special beer drinkers have shown to place a high degree of importance on

the quality of the beer and on its authenticity (Aquilani et al., 2015; Jaeger et al., 2020).
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Research by GoOmez-Corona et al. (2016a) with special beer consumers illustrated
characteristics of the SB such as “that is carefully produced” or produced by “a more
complicated process”, “produced on a small scale” or one “that has a limited production”.
Koch and Sauerbronn (2018), analyzing the Brazilian craft beer subculture of
consumption with consumers at beer festivals, craft beer meetings and collective mashing,
noted the existence of the "drink less, drink better" idea, showing commitment to enjoyment
and responsibility as part of craft beer consumers reject mass-produced beer and antisocial
behaviors usually associated with beer drinkers. However, there is a recent emergence of a
group of beginning special beers consumers even if they are still consumers of commercial
beers as observed in the present study, being an important market niche opportunity for
medium and large breweries, and also observed by Jaeger et al. (2020). In this research with
declared craft beer drinkers, two distinct flavor preference segments were identified. One
segment, designated as a strong flavor liking segment, enjoyed the characteristically novel

and high flavor impact profiles of craft-style beers, whereas another segment preferred the

lower flavor impact of more traditional-style beers.

4.3. Comparative of perceptions

In view of the study, producers and consumers defined the most influential buying
factors of SB as the style and price of the beer. In addition, both classes believe that the
packaging and label of the product also interfere at the buying moment.

The beer styles preferred by consumers were IPA and Pilsen, while producers of SBs
believe that, in addition to these, the American Lager style has a high preference for
consumers. The possible relationship between the style consumed and the reason or occasion
of consumption, in addition to the harmonization with certain foods, was exposed by

producers and confirmed by consumers of SBs.
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Regarding the packaging, producers and consumers of SB indicated that the material
and size (volume) of the beer packaging are the buying factors that most interfere.
Specifically regarding the label, producers believe that the creation of classic and traditional
labels, in addition to modern and interactive labels, is important according to the type and
style of beer produced. However, approximately 90% of consumers participating in the study
indicated that they prefer a more modern label with greater interaction with the consumer,
while only 4.3% of consumers prefer a classic and traditional label containing only mandatory
information defined by legislation.

Although the public that consumes only SBs presents some divergences in relation to
the producers perceptions, in addition to the differences in behavior when compared to
consumers of both types of beers (specialty and commercial), as previously discussed,
consumers of only SB have a higher monthly family income, above R$ 10,450, and, in
general, contrary to the producers perceptions, they are not influenced by packaging
characteristics as material, size, bottle shape and color of the special beer packaging at the

time of purchase.

5 CONCLUSION

The study demonstrated an important convergence in the perceptions of professionals
in the beer industry in relation to consumers and the real behavior of SBs consumers.

In view of the study, it was observed that professionals in the SB industry believed
that the main influencing factors at the time of purchase by consumers are beer style, price
and product label. The consumer research confirmed that the style and price of the SB are the
factors that most influence purchase. Still on the styles, IPA and Pilsen, pointed out by

professionals as preferred by consumers, was confirmed in the research.
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Still in the view of professionals, sensory information, such as alcohol content and
bitterness, as well as quality attributes, such as the term “pure malt” and award seals were
noted as relevant for exposure on the beer’s front label in order to influence product
perception and purchase intention. For private information on beer revenues, the source of
water used and company’s day-to-day practices, such as sustainability, was found to be
unimportant. For consumers, the same bitterness and alcohol content are important attributes
of the label in SB.

According the professionals respondents, the profile of special beers consumers has
been changing and diversifying, mainly due to the fact that numerous new consumers are
emerging. Through the study with consumers, three groups of consumers of special beers
were identified: (1) beginners in the universe of SB, still consumers of commercial beers; (2)
regular consumers and willing to pay more for SB and (3) legitimate consumers of SB and
adverse to commercial beer. Special beer consumers experience different sentiments and
characteristics, and the identification of consumer groups with different consumption profiles
and perceptions is able to subsidize industries in the development and offer of products
according to the specific characteristics of the consuming public with their distinct typologies.

Finally, in the study with consumers, it was possible to observe important differences
in monthly family income, frequency of consumption, time of consumption of SBs, preferred
beer style and maximum price to pay for a SB between the consumer group of SB only and
the consumer group of special and commercial beer.

The converging results of opinions between producers and consumers of special beers
may suggest that beer companies are directing the development of their products according to
the desire and perception of consumers. However, the different categories of consumers of
special beers have different characteristics and behavior, which makes it of fundamental

importance to define different strategies, such as, the extension of the product line and,
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consequently, the service to different niches of market by companies. Other studies showed
the segmentation of the beer market, but the current research presented the segmentation only
of consumers of special beers, showing that, specifically in this public, there may already be a
defined segmentation. Previous research studies of beer consumers showed a segmentation
based on the type of beer consumed (craft and commercial) about the motivations to consume
a product for experiential vs. functional reasons (Gémez-Corona et al., 2016a); place of
consumption (home and hostelry consumption) (Calvo-Porral and Levy-Mangin, 2019);
socioeconomic profile, as gender and age and consumption frequency of the participants,
namely “beer lovers”, “circumspect seniors”, “social drinkers”, “homelike women” and “beer
to fuddle consumers” (Calvo-Porral et al., 2018) and characterization of beers by attitude,
situation and emotion measures, active or passive, using consumer-based variables such as
product loyalty, product image, perceived quality and purchase intention (Cardello et al.,
2016). On the other hand, the present study observed that SBs consumers presented
segmentation, at the same time, based on the time they became a consumer of SB, type of
beer consumed (special and commercial), opinion about beer type and willingness to pay for a
special beer, unlike previous studies mentioned.

Data and information of this study involving brewing professionals and consumers and
the observation of different SB consumer groups generate scientific information and
knowledge which assist the specialty brewing industry in developing new products according
to the specific consuming public, in addition to generating important information related to
labeling/packaging aspects.

Future studies with consumers may investigate regarding the taste and style
preferences as well as specific labeling and packaging factors that may influence the time of
purchase, creating alternatives in the development of products that meet consumers' needs and

generate practical applications for brewers in the definition of marketing strategies, with
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consequent strengthening of the beer sector. In addition, future research with a greater number
of interviewees and in other locations could contribute to obtaining more results and

improving subject understanding.
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Influence of consumption experience on the behavior of craft beer consumers: beginner
consumers vs. experienced consumers
Perception, knowledge, and purchase intention of craft beer consumers with different

experience levels and consumption time

Abstract
Purpose - Identify the profiles of beginner and experienced consumers of craft beer and
evaluate their perception, knowledge, and purchase intention.
Methodology - A total of 291 craft beer consumers including 148 beginner consumers (BCs)
and 143 experienced consumers (ECs) participated in the study, which was divided into two
stages: market research through a questionnaire and conjoint analysis.
Findings - BCs are mostly female, with a lower age, income, education, and consumption
frequency, presented a shallower understanding of International Bitterness Units (IBU), and
considered 7.0% alcohol by volume (ABV) as a high relatively value in craft beers. On the
other hand, ECs are mostly men with a higher age, income, education, and consumption
frequency; they do not consider 50 IBU as high value for craft beer and do directly relate the
award presence with the beer sensory quality. The results of conjoint analysis indicate that
both groups of consumers attribute greater relative importance to ABV and nonalcoholic
beers had lower purchase intentions. Finally, we show that beer with 30 IBU and 4.5% ABV
is preferred by both BCs and ECs.
Originality - Our identification about the distinct behaviors of different groups of consumers,
based on their consumption time of craft beer, as managerial implications for industries
producing craft beer and, as a theoretical contribution, we have defined “BCs” and “ECs”

based on the experiences with and durations of craft beer consumption.
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1. Introduction

Beer is one of the oldest and most often consumed alcoholic beverages worldwide,
with origins dating to over nine thousand years ago (Gallone et al., 2016; Hayward et al.,
2019). According to the traditional German Beer Purity Law, and also followed by
legislations in many countries, beer is currently brewed using basic ingredients such as water,
barley, hops, and yeast (Zapata et al., 2019; Humia et al., 2019; Kawa-Rygielska et al., 2019;
Humia et al., 2020), besides existing, on the other hand, the possibility of using brewing
adjuncts. Nevertheless, beer consumers often search for different and unique characteristics
compared to those already found in commercial beer (Ducruet et al., 2017). Thus, so-called
craft beer is gaining popularity due to its new styles, unique flavors, and aromas, which result
from using new ingredients. In other words, craft beer is often perceived by consumers to
originate from small and independent breweries that produce small batches of beer using the
highest quality raw ingredients while employing traditional brewing processes to produce an
end product that is of superior quality with a distinctive taste and aroma (Gomez-Corona et
al., 2016; Morgan et al., 2020).

The global beer market is experiencing a significant increase in craft beer because beer
lovers search for products other than those that are produced on a mass scale (Aquilani et al.,
2015). In this context, the advantage of craft beer is based on innovation, creativity, typicality,
and authenticity due to the variety of alternative raw ingredients and the experimentation with

innovative combinations of ingredients and flavors in a final glass (Donadini et al., 2016),



81

resulting in diversified final products in terms of their style, ingredients, alcohol content,
bitterness, body, color, etc.

Beer consumers often purchase this product based on extrinsic attributes (such as
brand, price, alcohol content, packaging design, illustrations, origin, type, and production
technology—information that is usually on the label and on the packaging itself) and intrinsic
attributes (such as color, aroma, bitterness, gasification). In addition, consumer behavior is
affected by demographic and socioeconomic contexts (such as sex, age, income, culture,
politics, etc.). Although there are relatively few data that demonstrate the effects of extrinsic
product factors on craft beer perception, acceptance, and consumption, in other food and
beverage categories, extrinsic factors—the information provided to consumers about a
product, especially at the point of purchase, through packaging and labeling—are most
influential on these response variables. During most beer purchases, consumers thus make
their decisions using information about a brand on a bottle or label as indicators of what lies
inside (Della Lucia et al., 2010; Thong et al., 2018; Meyerding et al., 2019; Jaeger et al.,
2021; Paula et al., 2021).

Several studies have evaluated the roles of the label and/or packaging information in
consumer acceptance and purchase intention (Paula et al., 2021). Information on the
packaging of some beverages, such as champagne (Lange et al., 2002), wine (Boncinelli et
al., 2019), or beer (Della Lucia et al., 2013) regarding a brand that is expressed through label
formats, colors, and illustrations (Gamba, 2016), packaging formats, and alcohol levels
(Thong et al., 2018), as well as the relation of type and consumption context (Nijman et al.,
2019), have also been studied.

Furthermore, consumer research shows that craft beer drinkers seek a wide variety of
beer styles and flavors, and demographic variables including gender, age, education level and

country have also been employed in beer research (Betancur et al., 2020; Tong, 2022).
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GOmez-Corona et al. (2016) and Gomez-Corona et al. (2017) have found that the unique
flavor of craft beer is an important driver of its consumption and that different groups of
consumers, based on the type of beer consumed (craft and commercial) and gender, show
different consumption behaviors. Regarding gender, different studies have also shown that
men outnumber women as consumers of specialty or craft beer (Brasseurs du Nord., 2013;
Aquilani et al., 2015). In the same study, Aquilani et al. (2015) find that some
sociodemographic characteristics, such as age, and consumption habits, are also important
factors that influence the choice to consume craft beer. In recent research on declared craft
beer drinkers, Jaeger et al. (2020) have identified two distinct flavor preference segments, a
strong flavor-liking segment, and a lower flavor-impact segment. As a matter of fact, every
year a greater number of new craft beers appear in the market (Duran-Sanchez et al., 2022).

In recent years, the Brazilian craft beer market has grown and distinguished itself from
other beer markers. Data from the Ministry of Agriculture, Livestock, and Supply (MAPA)
show that in 2020, 204 new breweries were registered in Brazil, leading to 1,383 registered
breweries in the country (Brazil, 2021). Data from the last 5 years show that between 2016
and 2020, the number of registered breweries increased by 280%; this significant growth has
been accompanied by increased representativeness in consumption, as interest in the purchase
of craft beer has also increased and consumer behavior regarding beer consumption has also
recently changed in different countries. These changes have arisen from consumers' demands
for quality and social habits; since they are willing to pay more than a conventional market
price for differentiated products (Carvalho et al., 2018), this has led to an increase in the
consumption of craft or premium beer (Zanetta et al., 2021).

Nevertheless, do consumers with different levels of consumption and experience
regarding craft beer have the same consumption profiles and characteristics? Given the great

diversity of flavors and aromas and styles of craft beer, what influence do attributes such as
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alcohol content, International Bitterness Units (IBU) and award seals have on a consumer’s
purchase intention? Moreover, how are the perceptions of consumers with different levels of
experience and consumption of craft beer impacted by these attributes?

There is still a lack of studies on consumers with different consumption experiences,
on consumers’ perceptions of qualitative beer attributes, such as alcohol content, bitterness, or
award seals, or on the relationship of these attributes with consumers’ purchase intention.
Knowledge of consumer profiles, derived from socioeconomic data, consumption
characteristics, and groupings based on similar behaviors can aid beer-producing industries in
their product development. Understanding how the qualitative attributes of beer, e.g., alcohol
content, bitterness, and award seals, are perceived by consumers can help industries develop
products, segment markets, and define marketing strategies.

Therefore, the identification of the specific product quality attributes that consumers,
in one or more segments in a target population, have a particular sensitivity and to interest in
is paramount to translating these consumer needs, wants, and expectations into manufacturing
that produces the best possible cost-competitive product in a relatively short period.
Consumers are central to this process; including the voice of consumers in the early stages of
new product development as a reference before final design decisions are made is extremely
valuable, as this approach aids in ensuring design directions that are on target. Hence, it is
paramount for marketers and product developers to release craft beer that matches consumers’
demands in terms of not only availability, accessibility, retail price attribution, ingredient
formulation, and sensory appeal but also perceived level of novelty due to unconventional
ingredients or unexpected flavors (Grunert et al., 2008; Jaeger and MacFie, 2010; Sparke and
Menrad, 2011; Donadini et al., 2016).

Thus, the objectives in the present study are to i) identify the profiles and consumption

characteristics of beginner consumers and experienced consumers of craft beer, ii) evaluate
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the perception and knowledge of craft beer consumers concerning alcohol content, IBU and
award seals, and iii) evaluate and quantify the effect of craft beer label attributes (IBU,

alcohol content and award seals) on consumers’ purchase intention using conjoint analysis.

2. Materials and Methods
This study was approved by the local Human Research Ethics Committee, with
permission granted through CAAE 52240521.0.0000.5148. The research was conducted

between November 2021 and February 2022 with unpaid participants.

2.1 Study subjects

The target audience of the study was beer consumers aged 18 years or older, and we
obtained a total of 291 participants. Nonprobabilistic accessibility sampling was used, and the
number of participants was obtained according to the criterion of Hair et al. (2005), i.e., for
each predictor variable of the questionnaire, at least 5 participants were needed.

According to data from the Ministry of Agriculture, Livestock and Food Supply
(Brasil, 2021) in the Yearbook of Beer 2020 document, a significant increase in the number of
registered breweries in Brazil began in 2016 and was accompanied by an increase in the
consumption of craft beer across the country. Between 2016 and 2020, the registration of new
breweries increased by 280%, demonstrating the advancement of the sector. In addition,
among the 1,383 breweries registered in the country at the end of 2020, 1,051 (76%) had been
registered in the last 5 years.

Moreover, a study conducted by Duran-Sanchez et al. (2022) analyzing the worldwide
researches on craft beer in Web of Science and Scopus databases showed that 90% of the

documents found have been published in the last 5 years.
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Therefore, based on their time as a craft beer consumer and their level of the
consumption experience, two groups of consumers were interviewed: individuals who had
consumed craft beer for less than 5 years (148 respondents) were designated beginner
consumers (BCs); individuals who had consumed craft beer for more than 5 years (143
respondents) were designated experienced consumers (ECs). Both consumer groups
participated in our market research questionnaire and conjoint analysis, which are presented

below.

2.2 Research stages

This research was developed in two stages: a) market research, i.e., the application of a
questionnaire to characterize the profiles of the participants and obtain data on their
perception and knowledge of craft beer; b) conjoint analysis, i.e., an evaluation of the

influence of label factors on the purchase intention toward craft beer.

2.2.1 Market research: questionnaire application

Data collection for our market research was carried out through an online
questionnaire that was accessible through social media and smartphone applications. Online
data collection offers advantages, e.g., quick data collection and recording, as well as reduced
costs compared to other types of research (Eldesouky et al., 2015). Control variables were
used at the beginning of the questionnaire. Our exclusion criteria were being younger than 18
years old, not being a beer consumer, or refusing to participate in the study.

The questionnaire was structured in the following sections: a) initial questions for
participation control; b) profile of consumers of craft beer; ¢) consumption characteristics of

craft beer; and d) perception and knowledge of beer attributes (alcohol content, IBU, and



86

award seals). In total, the questionnaire had 28 predictor variables that required a minimum of

140 participants. As mentioned above, 291 people completed the questionnaire.

2.2.1.1 Data analysis
In the analysis of the market research data, frequency analysis and cross-tabulation
techniques were used, in addition to a chi-square test with a significance level of 5% that was

conducted via IBM ® SPSS ® Statistics 20.0 software.

2.2.2 Conjoint analysis

Conjoint analysis is a very powerful tool for obtaining information regarding the effect
of different product attributes on the fondness and/or purchase intention toward food products
(Green and Srinivasan, 1978; Louviere, 1988; Naes et al., 2001). In most cases, different
consumer groups respond differently to various attribute combinations. Hence, conjoint
analysis is of great importance for generating marketing strategies to identify market
segments and interpret them in terms of demographic or other external information, called
consumer variables. Indeed, conjoint analysis has proven to lead to great commercial success
(Wittink et al., 1994).

Conjoint analysis was performed to evaluate the influence of craft beer label factors on

consumers’ purchase intention.

2.2.2.1 Choice of factors and levels

Table 1 shows the factors and levels of the labels that were evaluated in conjoint
analysis. The factors chosen were IBU, alcohol content, and award seals; these are the label
factors that most influence consumers during the purchase or consumption of craft beer,

according Haddad et al. (2022). Studies by Della Lucia et al. (2010), Thong et al. (2018),
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Meyerding et al. (2019), Jaeger et al. (2021), and Paula et al. (2021) support selection of these

research factors.

Table 1. Label factors and their respective levels

Factors Levels
IBU 10
30
50
Alcohol content 0.0%
4.5%
7.0%
Award seal No information

1st place in national competition
1st place in international competition

Gold medal

The levels of IBU and alcohol content were defined by considering the large presence
of these values in the craft beer market as well as the increasing presence of nonalcoholic beer
in this market. Regarding award seals, three different types of seals that are found in the
market were chosen in addition to the lack of a seal. Thus, the choice of factor levels

regarding these values and information in commercial products was justified.

2.2.2.2 Method of data collection and experimental design
To define the treatments of the study, the full profile data collection method was used

(Green and Srinivasan, 1978); each treatment was formed by the combination of all factors
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and levels, for a total of 36 treatments. Given the high number of treatments, we decided to
work with the fractional factorial (1/4 of the complete factorial) formed by a subset of 9

conveniently selected treatments (Table 2) to estimate all the preference coefficients.

Table 2. Treatments evaluated in the study

Label (treatment) Factors/Levels
IBU Alcohol content Award seal
1 50 7.0% Gold medal
2 50 0.0% No information
3 50 4.5% 1st place in international competition
4 30 7.0% 1st place in national competition
5 30 0.0% 1st place in international competition
6 30 4.5% No information
7 10 7.0% No information
8 10 0.0% Gold medal
9 10 4.5% 1st place in national competition

2.2.2.3 Elaboration and evaluation of the treatments used in the study

Nine craft beer labels were prepared according to the treatment descriptions in Table 2
using CorelDRAW Graphics Suite® software version 20.0, 2018. On the labels, there was
variation only in the IBU, alcohol content, and beer award seal information. Figure 1 shows

two examples of the labels that were evaluated in the study.
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Figure 1. Examples of evaluated labels via conjoint analysis: Treatment 3 (left) and treatment

8 (right)
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The treatments (labels) were evaluated by the study participants online using the
Google Docs tool, and their purchase intention toward a product was evaluated using a 9-
point structured scale, ranging from definitely not buying (1) to definitely buying (9). The
treatments (labels) were presented in a balanced way to prevent any effects due to the order of
presentation and the residual effect. In addition, before the presentation of each treatment
label, an initial label that was identical to the treatment label was presented, but without
information on the IBU, alcohol content, or award seals (white label) to remove the effect of

the first sample (Deliza, 1996).

2.2.2.4 Statistical analysis of the data

To evaluate the data from our conjoint analysis, the additive model was used as a rule
of composition, and an aggregate analysis was performed (Moore, 1980) for each consumer
group (beginner consumers and experienced consumers). The results of the conjoint analysis

were thus evaluated to obtain the contribution of each level of each factor (part-worths) and
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the relative importance of each factor by using the Statistical Analysis System (SAS/STAT®)

(SAS Institute Inc, 2022) software, version 9.4.

3. Results and Discussion
3.1 Participants profile

The socioeconomic data of the 291 craft beer consumers who participated in the study
are shown in Table 3. Most participants were male, aged between 26 and 35 years, and had a
monthly family income between R$3.135.01 and R$6.270. Regarding education, 51.8%
completed or were attending graduate school. Studies conducted in Brazil (Sebrae, 2014;
Carvalho et al., 2018), Mexico (Gomez-Corona et al., 2016), and Italy (Aquilani et al., 2015)
show similar socioeconomic profiles of craft beer consumers and study participants, who have
consisted mainly of male individuals aged up to 35 years with a high monthly family income
and higher or graduate education. Typically, men are more likely to drink beer than women,
and beer is more popular with consumers younger than 45 than with those over 45 (Colen and

Swinnen, 2011; Poelmans and Rousseau, 2017).
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Table 3. Socioeconomic data of the participants

VARIABLE DESCRIPTION FREQUENCY (%)
Gender Male 57
Female 43
Age group 18-25 years 14.8
26-35 years 41.2
36-45 years 29.3
46-55 years 10.6
56-65 years 3.8
Over 65 years 0.3
Monthly family income Up to R$1.045 1.9
R$1.045.01-R$2.090 10.6
R$2.090.01-R$3.135 14.1
R$3.135.01-R$6.270 26.2
R$6.270.01-R$10.450 154
R$10.450.01-R$15.675 17.7
More than R$15.675 14.1
Education Elementary education 0.3
Secondary education 5.1
Incomplete higher education 145
Complete higher education 28.3
Post graduate 51.8

Regarding their time of consumption, 50.9% of the participants reported having been
consumers of craft beer for less than 5 years, while 49.1% reported having consumed it for

more than 5 years, thus defining the two groups of consumers that we used in our analyses.
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3.2 Craft beer consumption experience: Consumers’ profile, perception, and knowledge

As mentioned above, using consumption experience as a criterion, two consumer
groups were defined: individuals who had consumed craft beer for less than 5 years (BCs, 148
consumers) and individuals who had consumed craft beer for more than 5 years (ECs, 143
consumers).

Below, Table 4 shows the socioeconomic data, and Table 5 shows the characteristics

of beer consumption among both groups (BCs and ECs).



Table 4. Socioeconomic profiles of craft beer consumers groups

VARIABLE DESCRIPTION BC (%) EC (%) p-value*
(n=148) (n=143)
Gender Male 42.6 73.4 p<0.05
Female 57.4 26.6
Age group 18-25 years 27.0 21 p<0.05
26-35 years 39.2 44.8
36-45 years 20.3 38.5
46-55 years 10.8 10.5
5665 years 2.7 4.2
Monthly family Up to R$1.045 4.1 -- p<0.05
income
R$1.045.01-R$2.090 14.9 6.3
R$2.090.01-R$3.135 16.9 10.5
R$3.135.01-R$6.270 26.4 24.5
R$6.270.01-R$10.450 14.2 16.8
R$10.450.01-R$15.675 14.2 21.7
More than R$15.675 9.5 20.3
Education Elementary education 0.7 -- p<0.05
Secondary education 4.7 4.9
Incomplete higher 20.9 7.0
education
Complete higher 21.7 30.8
education
Post graduate 45.9 57.3

* Confidence level > 95%: Results with p-value < 0.05.

BC: Beginner consumer who has consumed craft beer for less than 5 years.

EC: Experienced consumer who has consumed craft beer for more than 5 years.
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Table 5. Consumption characteristics of craft beer consumers groups

VARIABLE DESCRIPTION BC (%) EC (%) p-value*
(n=148) (n=143)

Frequency of Up to 1 time per month 57.4 30.1 p<0.05
consumption (craft beer)

2 times per month up to 1 34.5 34.3

time per week

2 or more times per week 8.1 35.7
Frequency of Does not consume 14 4.2 0.260
consumption
(commercial beer)

Up to 1 time per month 18.2 23.8

2 times per month up to 1 52.7 45.5

time per week

2 or more times per week 27.7 26.6
Do you observe  Not observed 115 4.2 p<0.05
information on  beer
labels at the time of
purchase or
consumption?

Occasionally 29.1 25.2

Frequently 31.8 29.4

Always 27.7 41.3
Do you observe the Yes 46.6 69.2 p<0.05
IBU?

No 53.4 30.8
Do you observe the Yes 14.2 21.7 0.095
EBC?

No 85.8 78.3
Do you observe the Yes 72.3 81.1 0.075
alcohol content?

No 21.7 18.9
Do you observe the Yes 71.6 70.6 0.852
ingredients?

No 28.4 29.4
Do you observe the Yes 23.6 35 p<0.05

award seal?
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No 76.4 65
Do you observe the Yes 57.4 83.2 p<0.05
style?

No 42.6 16.8

* Confidence level > 95%: results with p-value < 0.05.

BC: Beginner consumer who has consumed craft beer for less than 5 years.

EC: Experienced consumer who has consumed craft beer for more than 5 years.
IBU: International Bitterness Units.

EBC: European Brewing Convention.

Regarding the socioeconomic profiles of BCs (who have consumed craft beer for less
than 5 years) and ECs (who have consumed craft beer for more than 5 years), there was a
significant difference in the variables of gender, age group, income, and education. The first-
time consumers of craft beer were mostly female and of a lower age (18-35 years), monthly
family income, and education. On the other hand, the ECs were predominantly male
individuals aged between 26 and 45 years with a higher income and educational level.

The characteristics of beer consumption were also different for the two groups of
consumers. There was a significant difference in the frequency of consumption of craft beer
and in the observation of labels and their attributes at the purchase time. It was found that
most beginner consumers of craft beer consume it a maximum of 1 time per month and that
only 8.1% consume it 2 times or more per week, demonstrating that many consumers who are
just entering the “universe of craft beer” have a low consumption of the product.

On the other hand, 35.7% of experienced consumers consume craft beer at least twice
a week, a result that is similar to that of Aquilani et al. (2015), who, analyzing the Italian
consumer market for specialty beer, has observed that 24.5% of beer drinkers consumed up to
4 times a week. According to Gomez-Corona et al. (2017), several studies have pointed out
that young adult men drink more often than young women in almost every society, aligning

with our observation that the group that consumes craft beer for a longer time and to a greater
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extent is composed predominantly of men. However, according to Gomez-Corona et al.
(2016), there is no gender difference for industrial beer consumers, suggesting that attitudes
toward craft beer consumption have a gender difference that does not exist for industrial beer.

Beer consumed in Brazil is typically the American Lager type, which has a light
golden color, light taste, and low alcohol content at approximately 4.0% alcohol by volume
(ABV) (Mega et al., 2011). To meet this identity standard, some Brazilian breweries use
unmalted cereals in their beer formulation, characterizing them as the commercial beer that
still entails greater consumption among Brazilians than craft beer. However, the consumption
of craft beer has increased in recent years, following a movement that was initiated in the
USA and the United Kingdom in the 1970s called the “Small Brewery Revolution” (Zanetta
etal., 2021).

The labels observation was also different between the two groups. Most BCs perform
their observation frequently, but 11.5% simply do not observe label information at the time of
purchase or consumption. From another perspective, most ECs always perform their
observation, indicating that experienced consumers of the product pay more attention to a
label at the time of purchase or consumption of craft beer. One of the main factors that
differentiate craft from traditional beer is the different beer styles that confer a different
aroma, flavor, and texture of the beverage (Carvalho et al., 2018). This is what more
experienced consumers of craft beer were shown to value in the present study.

Regarding the beer attributes that are observed on a product label, which entailed a
significant difference between the groups, IBU and beer style were more observed by
experienced consumers, while award seal was less observed by beginner consumers.

Several studies have shown that various elements of beer information can have
profound effects on the consumer-centered evaluative properties of beer (Jaeger et al., 2021).

According to Poelmans and Rousseau (2017), product characteristics such as color, alcohol
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content, and price can play an important role in consumers’ selection of a beer to buy and/or
consume. In addition, the wide variety of craft beer styles, which are produced with numerous
ingredients, some of which have high levels of hops, strong flavor profiles, and/or high
alcohol content, highlights the importance of observing attributes such as alcohol content,
ingredients, style and IBU, as demonstrated in the present study.

Regarding their perception and knowledge of IBU (Figure 2), alcohol content (Figure
3), and beer award seals (Figure 4), the consumer groups also showed differences.

During the evaluation of the perception and knowledge of consumers on IBU, alcohol
content, and award seals, 9 statements were made; 5 showed a significant difference (p<0.05)

between the groups of consumers, as shown in Figures 2, 3, and 4.
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Figure 2. Perception and knowledge of consumer groups regarding IBU statements and p-

value, obtained by chi-square test

BECR WITH 30 IBU 15 LESS BITTER THAN BECR CRAFT BLER SHOULD HAVE MORLC IBU THAN
WITH 10 18U

COMMERCIAL BECR
TES% 54.5%

5%

345% 345% 357%
19.9% 3111%
16,8%
98%
[ [ I l
BC

pE0.05 EC BC pE0.05 EC

| THINK 50 IBU 15 A HIGH BITTER VALUE FOR
CRAFT BECR

538%
453%
0,4% 5%
283%
I 147%
BC PS0.05 EC

mIAGREE mIDISAGREE mlDON'T KNOW HOW TO ANSWER

Confidence level > 95%: result with p-value < 0.05.
BC: Beginner consumer who has consumed craft beer for less than 5 years.

EC: Experienced consumer who has consumed craft beer for more than 5 years.
IBU: International Bitterness Units.
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Figure 3. Perception and knowledge of consumer groups regarding alcohol content

statements and p-value, obtained by chi-square test

| THINK 7.0% ALCOHOL 15 A HIGH ALCOHOL I THINK & BECR WITH 0.0% ALCOHOL CONTENT
CONTENT FOR CRAFT BECR PRESENTS LOW SENSORY OQUALITY
545%

47.3% 33‘55; 39.9%

439%

392%
189%
ai‘ n

BC p=0,185 EC p=0332
| WOULD NOT CONSUME A CRAFT BECR WITH | THINKE THE ALCOHOL CONTENT OF CRAFT
0.0% ALCOHOL CONTENT (ZERD ALCOHOL) BEER SHOULD BE HIGHER THAN THE

ALCOHOLIC CONTENT OF COMMERCIAL BLER

59.5% 57.3% T3A%
561%
38.5%
33A%
A 37 A%
24.5%
6A% 473% 61%
. 21%
[ | [ | o

BC p=0506 EC BC pE0.05 EC

mlAGREE mIDISAGREE ml DON'T KNOW HOW TO ANSWER

Confidence level > 95%: result with p-value < 0.05.
BC: Beginner consumer who has consumed craft beer for less than 5 years.
EC: Experienced consumer who has consumed craft beer for more than 5 years.
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Figure 4. Perception and knowledge of consumer groups regarding award seal statements and

p-value, obtained by chi-square test

| THINK A CRAFT BLCCR WITH MNATIONAL | THINK CRAFT BEERS WITH AWARDS FROM
AWARDS HAS LESS SCENSORIAL QUALITY THAN COMPETITIONS HAVE BETTER SCNSORIAL
AN CRAFT BECR WITH INTERNATION AL QUALITY THAN BEERS WITHOUT AWARDS
AWARDS
60,8%
BE%
7% 52%
38,2%
329%
A%
11,5% 115% 6.3%
56% A% I -
| -
BC p=0.113 EC BC ps008 EC
m | AGREE ml DISAGREE | DON'T KENOW HOW TO ANSWER

Confidence level > 95%: result with p-value < 0.05.
BC: Beginner consumer who has consumed craft beer for less than 5 years.
EC: Experienced consumer who has consumed craft beer for more than 5 years.

It was found that for IBU, there was a significant difference in the perception and
knowledge of the two groups. There was a higher incidence of “I don’t know how to answer”
responses for beginning consumers, showing how IBU may still be unknown to this audience.
As observed in Figure 2, approximately 40% of BCs did not know that a beer with 30 IBU is
more bitter than one with 10 IBU. For experienced consumers, this attribute seems to be better
known and well interpreted in terms of its meaning, e.g., a value of 50 IBU is not high for
most consumers in this group—in contrast, most BCs did not know how to respond to this
item.

Regarding alcohol content (Figure 3), there was a significant difference (p<0.05)
between the groups; 73.4% of experienced consumers disagree that craft beer should have a
higher alcohol content than commercial beer. Furthermore, most consumers in this group do

not consider 7.0% alcohol a high alcohol content for craft beer, which is similar to our results
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for IBU. In addition, 59.5% of BCs and 57.3% of ECs stated that they would not consume a
craft beer with 0.0% alcohol content.

When evaluating award seals on beer labels, as illustrated under perception and
knowledge in Figure 4, most consumers in both groups disagree that beer with a national
competition award seal has a lower sensory quality than beer with an international
competition award seal. In addition, approximately 61% of experienced consumers disagree
that craft beer with a competition award seal has superior sensory quality compared to beer
without an award. Thus, we observed that craft beer beginner consumer attribute a higher
quality to beer that has an award seal than do older consumers, demonstrating the importance

of this attribute on a beer label for this consumer audience.

3.3 Conjoint analysis

Conjoint analysis was performed to evaluate the influence of craft beer label factors on
consumers’ purchase intention. Table 6 shows the results of the aggregate analyses for each
group via the contribution of each level of each factor and the relative importance of each

factor.
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Table 6. Results of the aggregate analysis of the formed groups in conjoint analysis

BC EC
(n=148) (n=143)
% of total consumers 50.9% 49.1%
Attributes and levels Part-worths
IBU
10 -0.0248 -0.3182
30 0.0676 0.1760
50 -0.0428 0.1422
Relative importance 2.54% 10.70%
Alcohol content (%)
0.0 -2.1914 -2.0186
4.5 1.2455 1.0594
7.0 0.9459 0.9592
Relative importance 79.11% 66.65%
Award seal
1st place in international 0.0895 0.3374
competition
1st place in the national 0.1774 0.2010
competition
Gold medal 0.2652 0.1696
No information -0.5321 -0.7080
Relative importance 18.35% 22.65%

Negative signs indicate a negative impact on purchase intention.
BC: Beginner consumer who has consumed craft beer for less than 5 years.
EC: Experienced consumer who has consumed craft beer for more than 5 years.
IBU: International Bitterness Units.

Accordingly, it was found that BCs have higher purchase intention for a beer with 30
IBU, 4.5% alcohol content, and gold medal award seals. Experienced consumers also
demonstrate higher purchase intention for a beer with 30 IBU and 4.5% alcohol content,
differing only in terms of award seal, i.e., a seal representing 1st place in an international
competition has the greatest positive impact on ECs’ purchase intention toward a product.

For both groups, alcohol content was of greater relative importance than the other

attributes (79.11% for BCs and 66.65% for ECs). Thus, both groups of consumers are very
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influenced by alcohol content when determining their purchase intention toward craft beer.
Regarding alcohol content, a 0.0% alcohol factor harmed purchase intention for both groups
of consumers. Similar to their intention to purchase nonalcoholic beer, as Silva et al. (2017)
observed, an ordinary beer that was labeled nonalcoholic without the knowledge of consumers
produced more negative emotional responses when consumed. In addition, the acceptance of
nonalcoholic beer increased when it was incorrectly labeled as common beer.

Regarding beer with 0.0% ABYV, the result obtained regarding purchase intention
aligns with finding concerning perception and knowledge of alcohol content (Figure 3);
approximately 60% of the consumers in both groups stated that they would not consume a
craft beer with 0.0% alcohol content. However, some authors have reported an increase in
global interest in nonalcoholic or low-alcohol beer (Merinas-Amo et al., 2022), in contrast to
our finding of a negative impact of nonalcoholic beer on purchase intention. Such growing
interest in nonalcoholic beer can be observed among a specific group of consumers seeking
low-calorie beer since nonalcoholic beer has a lower carbohydrate content (Lamiquiz-Moneo
et al., 2022), and in an even greater proportion among consumers seeking improved
healthiness. Such behavior is contrary to our findings that the main distinction between beer
consumers is based on their consumption experience. Another specific nonalcoholic beer
consumer public is who do not consume alcoholic beverages but still consume alcohol-free
beer.

Regarding the IBU and award seal factors, both consumer groups attributed a negative
impact to the value of 10 IBU and the lack of an award seal, with IBU having the least
relative importance for all consumers. The low relative importance of IBU may be related to a
lack of knowledge about the attribute, especially among BCs (Rl = 2.54%), as shown in

evaluation of their perception and knowledge of beer attributes.
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The International Bitterness Unit is an analytical measure of the amount of bitterness
that brewers expect in their beer and offers an approximate value of beer’s iso-a-acids by
milligrams per liter. The bitter taste of beer is an important flavor attribute that consumers
expect and enjoy to varying degrees during consumption (Hough et al., 1982; Hough et al.,
2012; Oladokun et al., 2017). According to Oladokun et al. (2016), the meaning of the
“quality” or “character” of bitterness remains unclear, even to many in the brewing industry
who often use the term. However, bitterness perception is multifaceted. Thus, the perception
of bitterness seems to be different for different beer consumers, since experienced consumers

of craft beer seem to know and attribute greater importance to IBU.

4. Conclusion

Consumers with different levels of experience and consumption time of craft beer
have different socioeconomic profiles and consumption characteristics. It was shown that
individuals who have consumed craft beer for less than 5 years, i.e., beginner consumers,
mostly include women of lower age, monthly income, and education; in contrast, the group of
individuals who have consumed craft beer for more than 5 years, called experienced
consumers, primarily contains men of higher age, monthly income, and education. In
addition, the frequency of consumption among beginning beer consumers is lower than that of
experienced individuals who have been immersed in the world of craft beer for a longer
period.

Regarding the attributes of alcohol content, IBU, and award seals, it was found that
these groups also have different perceptions and knowledge levels. Beginning consumers of
craft beer do not deeply understand the IBU attribute, consider 7.0% alcohol a high alcohol
content for craft beer, and attribute a superior quality to beer with an award seal. On the other

hand, experienced consumers have knowledge about the bitterness index of beer, do not
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consider 50 IBU and 7.0% alcohol content high values for craft beer and disagree with the
direct relationship between award seals and the sensory quality of beer.

Finally, conjoint analysis has demonstrated that beginner consumers have greater
purchase intention toward beer with 30 IBU, 4.5% alcohol content, and a gold medal award
seal and that experienced consumers prefer beer with 30 IBU, 4.5% alcohol content, and a 1st
place seal from an international competition. In addition, alcohol content information has
greater relative importance for purchase intention than IBU and award seals, while
nonalcoholic beer has the lowest purchase intention among both groups of consumers. Beer
with a low bitterness index (10 IBU) and no award seals also generates low purchase
intention.

The identification about the distinct behaviors of different groups of consumers, based
on their levels of experience and consumption time of craft beer, as managerial implications
for the industries producing craft beer; can facilitate understanding and enable the creation of
efficient marketing campaigns and market niches in the brewing industry based on different
consumer profiles. Moreover, as a theoretical contribution, it was defined “beginner
consumers” and “experienced consumers” based on the experiences with and durations of
craft beer consumption, which had not yet been accomplished in the literature. In addition, we
not only demonstrate how certain qualitative attributes—Dbitterness, alcohol content, and
award seals—are interpreted by consumers but also evaluate the relationship of these
attributes with craft beer purchase intention.

The results obtained in conjoint analysis, therefore, demonstrate the need for brewing
industries to invest in marketing strategies to increase consumers’ awareness of IBU, which
will make them more aware of their options and facilitate their purchasing process. In
addition, regarding nonalcoholic beer, more research is needed to better understand the

perception of consumers and thus increase the consumption of this type of product. Future
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studies could be performed with methodological optimization by either increasing the
respondent audience size, expanding the investigation of the attributes of IBU, alcohol
content, and award seals, or evaluating a more extensive set of additional qualitative beer
attributes, e.g., brand, style, or color, in addition to explore BC and EC terms definition based

on other consumer variables as consumption frequency and consumed beer style.
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