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Executive Summary 

In the microbrew category, approximately 100 breweries compete for limited consumer-attention as 

well as limited shelf space in an off-trade sector with a portfolio constantly changing. By 

emphasizing the study of consumer behavior and perception, as to increase sales through an 

improved brand equity, the paper have recommended an array of communication efforts for any 

given microbrewery – and for Fur Bryghus in particular. 

 

For this, the paper obtained knowledge on behaviour through insights into decision making 

paradigms and the formation of loyalty, while deriving an understanding of the perceptions held by 

the consumers, and the influencers of these, by emphasizing communication measures, as well as, 

the relationship consumers have with the Fur brand. An empirical investigation gathered data 

which, applied to theoretical frameworks, resulted in a number of findings relating to the prevailing 

consumer behaviour and perceptions. 

 

The derived information revealed that the majority of microbrew consumers find little risk in 

purchasing microbrew. As such, decisions are made within minutes and category learning (of both 

companies and brand) occurs passively, while continuous brand switching is driven by the search 

for new sensations and reliance on them to fulfill individual and social needs. 

Pleasure in consumption argues for positive motives driving purchases, while the most important 

benefits to deliver on and communicate are: special ingredients, color and taste-storytelling, vivid 

labels congruently branding a (desirable) broad product portfolio, all resulting in a promise of 

positive taste-sensations and experiences of quality. 

 

Thus, recommendations for breweries in general emphasized the creation of intriguing 

communication of above benefits, while identifying means of engaging consumers via social media 

groups, events and sponsorship, by which valuable associations could be derived to enhance loyalty 

formations. Additionally, it is revealed that Fur Bryghus is lacking in many of above aspects: 

primarily due to a low unaided recall and a visual communication not emphasizing above nor their 

point of differentiation sufficiently. Thus, a new label design for Fur was offered, along with 

tactical measures to be undertaken in relation to above findings. Ultimately, it was found that Fur 

via these could enhance brand attraction and leverage their brand identity and brand meaning.  
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Methodology 

The methodology section incorporates the basis on which the paper was developed and is presented 

in terms of the considerations that inspired the provision of the paper and the method by which it 

was carried out. 

1 PURPOSE 

This chapter introduces the purpose of the paper, its underlining problem formulation and finally 

the delimitations made. 

1.1 INTRODUCTION 

Driven by the ongoing processes of globalization that provides today’s consumer with a richer 

range of products and services than ever before, simultaneously increasing emphasis upon branding 

and increasing competition severely, several markets have experienced profound growth, as well as, 

new niche markets have emerged – either on their own or by breaking away from an existing 

market by the creation of their own category and fulfilling previously latent needs. 

A market that has experienced such noteworthy (and explosive) growth is that of the microbrewery 

industry and with Denmark being the fourth largest supplier of beer worldwide (Carlsberg A/S 

holding 5,9% of the global production), the pilsner-nation is highly affiliated with its beer. Once 

originated in the United States, the microbrew-wave (arguably, craze) as it is known today, swept 

the European nations and Denmark was no exception. With a current total of 120 national breweries 

it is estimated that approximately 100 of these are microbreweries – a number that has been almost, 

one dares to say, exponentially growing from the early 2000’s until about 2006 where the market 

started its stagnation, and between 2008 and 2009 it experienced its first none-growth period in the 

establishment of microbreweries. However, during that very same period, national microbrew sales 

(3,5%) was for the first time able to overtake national sales of imported beer (3,4%). A statistic that 

in turn reveals that even though signs of supply exceeding demand perforate the market, the product 

category is earning a still-growing interest and popularity on the national market. In turn, this 

popularity has also been utilized by the retail-chains, restaurants and bars, indicating that both the 

on-trade and off-trade sectors partake in the microbrew-trend. Differentiation seems to be key for 

microbreweries in that the competitive ability is built on the characteristic hand-brewed way of 
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producing special and exclusive beers, thus avoiding the mass-produced products delivering little 

difference in taste.  

Ultimately, what such statistics bespeak and evoke, is the formulation of marketer-questions 

concerning the levels of both loyalty and brand equity present on such a flooded (arguably even 

saturated) market. Through the observation and testing of consumer decision making (viewed 

through the factors of actual decision making and level of involvement) and the identification of 

communication in relation to such involvement and consumer motivation, the paper is set to define 

how, if possible, loyalty and brand equity can be (or is) created in a market where retailers are 

constantly shifting brands and product-types in order to reap any potential benefit from the 

expanding product-ranges. 

 

Having contemplated the main areas above, the authors engaged in a dialogue with Fur Bryghus 

ApS in order to observe the microbrewery from a general, as well as, company specific angle and 

hereby gain the ability to identify an increased number of (as well as more specific) touch points of 

the industry and thus of interest to the chosen company which, ultimately, drove the below problem 

formulation.  

1.2 PROBLEM FORMULATION 

The thesis seeks to illuminate the relationship between microbreweries (and their products) and 

their consumers to enhance the understanding of how to improve the ties between the two parties in 

order to consolidate and improve the brand equity of a given microbrewery. More specifically this 

will touch upon the symbolic meaning inherent in the product and the emotional ties found in the 

product-relationship and the consumer loyalty towards the brand, as to arrive at an understanding of 

how the consumers view and interact with a given brand. 

A comprehension of the inherent factors of consumer behavior and communication of the niche 

products of the microbrewery-industry will offer an improved approach as to how a microbrewery 

can connect with their consumers, motivate the buyer, and enhance consumer brand loyalty. The 

findings of this analysis will be applied to Fur Bryghus Aps with the objective of enhancing the 

overall marketing of their product portfolio and how they interact with their consumers, as to aid in 

the positioning of them as a preferred brand amongst the target segment. This hereby leads to the 

following problem formulation for the paper: 
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Through an analysis of the consumer behavior and perceptions prevailing in the Danish microbrew 

industry, an understanding of how to enhance communication efforts undertaken by the 

microbreweries is to be obtained, thereby enabling an application on how to improve the brand 

equity of Fur Bryghus ApS through such efforts. 

 

Conclusively, in order to identify areas of recommendations the paper will therefore set out to 

initially identify the basis on which consumers make their decision, how brand communication is 

undertaken, the perceived level of brand loyalty, and ultimately the strength of consumer based 

brand equity – as research suggests, (a high) brand equity is positively linked to economic success 

(of any product) on any market (e.g. Bauer, Sauer & Schmidt, 2004; Robinson & Miller, 2003). As 

such, the thesis is expected to result in a multi-faceted outcome that will demonstrate potential 

guiding beacons for a further development of a current strategic communication strategy for Fur 

Bryghus based upon the enhanced understanding of how consumers view and interact with 

microbrew brands. 

1.3 DELIMITATION 

The paper assumes a practical, albeit based on generalizing theory, approach to the consumer-brand 

interaction with specific focus on the previously mentioned four ground pillars: consumer decision 

making, communication in relation to consumer involvement, brand loyalty, and brand equity.  

 

First and foremost, the market-focus of this paper has been limited to only include Danish 

microbreweries distributing nationally. Additionally, Fur Bryghus have, in communication with the 

authors, identified their primary competitors, which hereby will form the competitive view of the 

paper. Likewise, the paper takes the stance that the largest microbrewery in Denmark is 

GourmetBryggeriet with a production of 1.2 million liters each year. A stance reached through the 

definition given by Bryggeriforeningen (the Danish Brewery Association) on the difference 

between microbreweries and non-microbreweries on the Danish market: “any independent brewery 

producing less than 30.000 hectoliters, i.e. 3 million liters, can be considered a microbrewery”. 

This hereby delimits the paper from breweries such as Jacobsen Bryggeri and Kongens Bryghus – 

two breweries labeled housebreweries due to their strong affiliation with the larger mass-production 

brand of Carlsberg. Likewise, this implies that Ølfabrikken will be delimited from the paper as a 

microbrewery since it is owned fully by GourmetBryggeriet.  
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Second, emphasis will be put on recommending communication efforts in relation to the off-trade 

and general media, due to both the nature of the paper as well as the limited communication 

opportunities available in the on-trade. 

 

Thirdly, the paper will refrain from putting focus on areas such as costs, expenses, profit (in its 

financial sense), and turnover. This is due to the fact that primary objective of the paper is not 

bottom-line management, rather customer-brand relationship management. Due to this approach, 

any potential focus on price-strategy, supply chain management, distribution strategy, etc. – all 

driving bottom-line – is likewise limited. However, the recommendations offered by the paper will 

none the less be given in relation to the limited marketing budgets of microbreweries in general, as 

to make recommendations relevant and applicable for both the industry in general, as well as, Fur 

Bryghus. Compiled, the paper refrains from a complete market strategy, but will, as previously 

stated, focus on the inherent factors of both brand loyalty and brand equity in relation to a 

communication strategy.  

2 METHOD 

This chapter contains information about the data lying to ground for the conclusions and 

recommendations offered by the project, as well as, the models and frameworks applied to assess 

the data and conclude upon it. As such, it includes information on models, as well as, the manner in 

which primary data was accessed and treated, hereby delivering clarification on data collection, 

sample selection, data analysis, trustworthiness, and criticism. 

2.1 DATA COLLECTION 

The primary data will provide the project with specific and up-to-date empirical data for what is to 

be investigated. The secondary data is utilized as to obtain a solid and reliable knowledgebase of 

relevant concepts and models, and furthermore serve as a basis for an elaboration of the projects 

findings. As such, both data types are necessary in order to fulfill the purpose of the project. 

2.1.1 Primary Data 

In order to obtain first-hand data, the authors defined 38 clear points of interest each touching on 

identifiable areas within each of the four theoretical pillars, whilst individually and/or 
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simultaneously, relating to the microbrew industry in general as well as Fur Bryghus specifically. 

The 38 questions were of both qualitative and quantitative nature (predominantly the latter relieving 

comparability across certain responses) which helped both identifying causes and effects to the 

respective points of interest. The outcome was an online survey that primarily relied on the social 

network facebook as a point of contact between respondents of interest and the survey, whilst also 

being communicated to peers and colleagues of the authors. The primary data will be applied for 

determining, and ultimately making suggestions on how to develop the communication paradigm 

employed towards microbrew consumers as well as identifying the loyalty degree of the consumers 

and lastly, assessing the current brand equity of Fur Bryghus. 

2.1.2 Secondary Data 

The secondary data is among others originating from the academic disciplines that create the levels 

of foundation for the masters program of Marketing Communication Management. These draw on 

several aspects of courses revolving around the creation, nurturing, and continuous securing of 

consumer loyalty, and thus also increasing brand equity. For the purpose of this paper, the main 

disciplines and theories that are directly utilized are: 

 

Consumer Behavior aids the paper in the focus on the factors lying behind the decision making 

process and hereby also the given product category’s abilities and position within the consumer 

mindset. Brand (and product) communication is primarily derived from Positioning and Creative 

Strategies highlighting the connection between a brand’s communicative abilities and it appealing 

and to the consumer. Lastly, Strategic Brand Management will, through its thorough walkthrough 

of a consumer’s evaluation and connection to a brand, serve as the prime aid in the identification of 

elements and processes in the consumer based brand equity pyramid. Furthermore, the Revised 

Psychological Continuum Model (Funk & James) will address the element of loyalty by identifying 

stages by which consumers create an increasing stronger bond with a brand or product as they move 

upwards in the process. Extensive supporting literature and writings, in the form of published books 

and journals touching on the abovementioned subjects will be utilized as to complement the course 

literature. 

2.2 MODELS 

First and foremost, the authors recognize that the use of models (idealized logical frameworks) 

entails the acceptance of a simplified view on reality, since these rarely are able to take a holistic 
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approach and do therefore seldom encompass all variables that may affect what the models seek to 

describe and assess. Thus, albeit taking a stance in the theoretical background of the literature, the 

paper will seek to reach practical and applicable conclusions in order to overcome potential 

restrictions of the models described below, where possible.  

Consumer Behavior and Decision Making 

In order to lay a sufficiently strong theoretical ground for the analysis of the microbrew consumers, 

the paper predominantly assumes the teachings and theories put forward by Henry Assael. In his 

simplified model, Assael puts forward that a consumer’s decision making is influenced by the 

psychological and personal factors as well as the external environment (the market). Hereby, the 

paper is able to both consider the “internal” and external elements of the decision making situation 

– a decision that, in turn, afterwards feeds information both to the consumer memory and the 

market. Following, Assael likewise identifies four different processes – one of which, a consumer 

will undertake depending upon the product (category) concerned – that explain the levels of 

decision making and involvement needed for a specific purchase to take place. 

 

By applying this approach, the paper will refrain from the use of models such as the AIDA formula 

and Maslow’s Hierarchy of Needs predominantly because these models only consider one or few 

specific elements in the consumer behavior arena, but likewise due to these being based on more 

“convenient” assumptions about behavior rather than facts on psychological behavior (Buhl 2005; 

Gripsrud 2002; Severin & Tankard 1992). E.g. the AIDA formula, among others, assume that 

individuals function rationally, implying a high degree consciousness and a behavior in congruence 

with the hierarchical process of first learning and then acting thereafter (Larsson 2001: 146). 

However, recent research has shown that human purchasing behavior actually is irrational; in the 

sense that feelings – in relation to what product or service that is preferred – are made in the part of 

the brain for emotional treatment of information (the limbic system) and whenever a choice is made 

it is made rational by arguments of the consciousness that post-rationalizes the subconscious 

decision (Buhl 2005: 38). Thus, by choosing a more holistic take on consumer behavior, combined 

with supplementary theory, such simplified models are not needed. 

Communication 

In order to build upon the findings of Assael, the authors have chosen to utilize the Rossiter-Percy 

Grid which allows for the projection of the level of involvement – a conceptualization of 
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involvement equal to that found in Assael’s theories being either high or low, combined with the 

either positive or negative purchase motivation, to identify the brand attitude strategy to be 

promoted to microbrew consumers – factors culminating in four different combinations: High-

involvement Transformational; High-involvement Informational; Low-involvement 

Transformational; and, Low-involvement Informational. Thus, the model builds on the outcome of 

the decision making process, whilst laying the foundation for an attitude formation. The Rossiter-

Percy Grid have among others been preferred to FCB grid, as the latter by its emphasis on think and 

feel touches upon areas already covered in the decision making model by Assael, while neglecting 

to consider whether motivation is negative or positive as the Rossiter-Percy Grid does.  

 

Furthermore, the Expectancy Value Model has been adopted as a useful tool for the identification of 

consumer product-attitudes and thus the perception on which benefits to communicate. Relying on a 

three-value-scale (0 – not relevant, 1 – somewhat relevant, and 3 – very relevant), the model has 

however been adapted to allow respondents to identify which (predefined) factors they value via the 

scale, which in turn enables marketers to augment or refocus the communication that is delivered 

through any vehicle (the original focus of the model was to evaluate a given brand in relation to a 

set of predefined variables with predefined levels of relevance based upon the product category in 

general – however, it was deemed of such relevance to the purpose of the project to obtain 

information on which factors that were of greatest relevance, compared to doing this beforehand, 

that the revision of the model was undertaken). The paper assumes the model as a tool for such 

identification and as such it will be utilized for the further provision of information to Fur Bryghus 

and their current benefit communication, as well as, general recommendations.  

Loyalty 

The Loyalty Typology model (Backman & Crompton, 1991) is included as it holds relevant abilities 

as a qualitative reference-tool in order to enhance understanding of loyalty, as based upon the 

attitudinal and behavioral degree to which the consumer is engaged with a brand. Furthermore, the 

loyalty typology model is preferred over the Loyalty Model Groupings (Percy & Elliot 2009; 115), 

due to the latter somewhat neglecting the behavioral aspect of loyalty – something which is 

considered of great importance to microbrew given the diverse and varying offerings of the 

products relative to the retail outlet chosen.  
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The framework for which to observe, analyze and define the general microbrew consumer is the 

Revised Psychological Continuum Model (Funk & James, 2006) that highlights a ladder of four 

steps ranging from the creation of basic awareness to the establishment of innate allegiance with a 

brand. With the division of the elements, the authors are offered an effective tool for identifying the 

level at which the majority of consumers can be found, thus allowing for the recognition of 

approaches to focus on in order to move the consumer through the processes and/or enhance the 

current position, and hereby increasing the likelihood of ultimately creating attachment or even 

allegiance with a brand. This model is perceived to go beyond the borders of both the The Loyalty 

Typology model in that it directly identifies the areas belonging to each level and outcome, thus 

relating the drivers of the processes to one another, hereby allowing for swift focus and clarity on 

what consumer-related areas to make use of. 

Brand Equity 

Sprouted from the writings of David A. Aaker, Kevin Lane Keller developed his six-element 

pyramid on consumer based brand equity as a response to David Aaker’s four-element “world-

view” on brand equity. The paper therefore adopts the Consumer Based Brand Equity Pyramid 

(Keller 2001) as it takes a more quantifiable approach to brand equity with increased specificity 

through its (theoretical) detailed categorization of the mindset of the consumer, which is deemed of 

primary interest to the paper compared to the brand equity theory of Aaker. Furthermore, it is found 

that the model generally synthesizes concepts and measures found in other leading models on brand 

equity, while covering additional fundamental areas relating to brand awareness, and is 

distinguishing between the emotional and rational considerations in build branding, which is of 

particular interest to the paper. 

The model consists of six building blocks that serve the user when asking the following questions 

about a brand: who are you? (brand identity); what are you? (brand meaning); what about you? 

(brand responses); and, what about you and me? (brand relationship). The specific usage of the 

model befalls Fur Bryghus and thus the identification, analysis and projection of the current brand 

equity, which also includes highlighting areas of concern that, through the collaboration with the 

revised psychological continuum model, will attempt elevating the brand equity.  

2.3 SAMPLE SELECTION 

As highlighted, the survey was posted on several group-sites on facebook all of which relating to 

microbreweries, beer in general or otherwise are affiliated with the alcoholic beverage industry in 
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Denmark, as well as, on the personal profiles of the authors. Furthermore, the networks (both 

private and work-related) of both authors were utilized, which in turn also increased the geographic 

dispersion of responses in that one of the authors has a strong network in Jutland and as such a more 

justified “image” of the consumer is believed to have been obtained.  

The method of sample selection has been one of non-probability sampling, as all units in the 

population did not have an equal opportunity of being selected for the sample due to the online 

nature of the survey and the focus on certain websites. It is estimated that since approximately half 

of the respondents were recruited via the online postings on facebook and Danske Ølentusiaster, a 

certain level of bias is expected to have affected the outcome, due to a consumer with ongoing 

participation in discussions and forums can be assumed to have stronger (and more outspoken) 

preferences and/or presuppositions, than the actual average consumer. However, it is expected that 

the non-probability approach that was undertaken is appropriate and thus advantageous to the paper, 

due to time and resource limitations of the project and the relatively wide reach obtained through 

the authors respective network. More specifically, this was done through convenience sampling, i.e. 

members of the population were chosen on the basis of ease of access – which was done in relation 

to personal networks, as well as, purposive sampling, i.e. members of the population are chosen in 

relation to their assumed relevance for the paper – which was done with groups in social media and 

the utilization of certain websites. 

A total of 225 questionnaires were collected – with a response rate of 86% of those who activated 

the survey by clicking the link (260 clicks). It should be noted that 102 answered all general 

questions (questions 2-26), whereof 89 completed the entire survey (hereby, also answering 

questions related specifically to Fur Bryghus – questions 27-38). The amount of respondents can be 

regarded to be low compared to the amount of members in different groups and online forums (and, 

as such, the estimated population of microbrew consumers in Denmark), and personal networks 

relating to co-workers and peers, which in turn deems the sample to be non-representative for the 

target population. However, the responses are determined (albeit containing a certain amount of 

bias) to deliver high quality answers in that a potentially more participatory attitude towards the 

category is expected to be held by the respondents and therefore also more precise answers are 

estimated to have been given. 

The approach to the selection of the sample was undertaken as to widen the reach of the survey, 

rather than targeting a narrow part of any particular geographic area, age group, or the likes. 
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Furthermore, the survey asked, as its second question, about the consumption-frequency of the 

respondent and those stating to consume it with less than minimum regularity (“seldom” and 

“never”) were not given access to the questionnaire (80 people) – with an additional 43 people 

dropping out throughout the survey. As such, the sample applies to the population of microbrew 

consumers in Denmark. 

2.4 DATA 

The questionnaire contained both qualitative and quantitative questions and, as mentioned, 

predominantly the latter in order to more easily compare and quantify data, whereas the qualitative 

were chosen for the possibility of subjective input to certain areas of interest. In addition, the 

questionnaire made use of the adapted expectancy value model, which required the use of an 

importance-scale ranging from 0 (not relevant), through 1 (somewhat relevant), to 3 (very relevant). 

A deeper analysis of the data received, and thus information processing, is undertaken in chapter 10 

and 11. 

2.5 THEORETICAL STANCE OF THE PAPER 

The theoretical aspects of the academic elements relevant to the paper will be outlined in order to 

clarify each specific theory and hereby identifying the various important touch points: Assael’s 

theories on consumer decision making will identify the process consumers go through, whilst Percy 

and Elliot’s approaches to communication take a stance in an identical involvement-concept as seen 

through Assael (as is argued by Percy and Elliot: “involvement is a key dimension for defining 

brand attitude strategy (…)”), hereby allowing the paper to make interconnected conclusions upon 

these scholarly approaches. In turn, the revised psychological continuum model will allow for the 

identification of the outcome of the interaction between the product category and consumers, 

whereas the consumer based brand equity pyramid will observe the interaction between the brand 

chosen for this paper, Fur Bryghus, and the consumers.  

As such, the theories will be treated separately for the academic understanding of the aspects to be 

considered when dealing with the microbrew industry (as perceived by the authors). From here, an 

analysis of the survey undertaken will be performed, which in turn leads to an informational 

application of the data in relation to the theory. This will hereby allow for a parallel analysis of both 

the market and brand interaction with the same consumer – an analysis that will permit the paper to 

observe, conclude, and base recommendations upon implications from the market to the brand and 
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vice versa in relation to the consumer decision making paradigm and the brand communication 

paradigm. 

2.6 TRUSTWORTHINESS 

For research projects there are two fundamental aspects relating to the trustworthiness and 

relevance of the findings one may produce; namely validity and reliability. The project has been 

undertaken, and the survey conducted, with regards to these. 

 

Validity is congruence between the theoretical concepts and the empirical variables and thus 

referring to the extent the investigation actually measures what was sought to study. Reliability is 

how securely and precisely what is desired to be measured is in fact measured and thus referring to 

consistency of results when measuring the same phenomena. As such, it is noted that reliability 

does not automatically imply validity when having a reliable measurement, simply because one may 

not be measuring the phenomena one seeks to measure.  

 

Taking the above into consideration, the survey was scrutinized several times, both internally and 

externally, as to increase validity and to minimize chances of biased answers (where possible) from 

the respondents. For that purpose a pilot testing was conducted with 5 respondents, with the authors 

sitting next to the respondent as to enhance feedback. This resulted in the elimination of one 

question and a reformulation of others. In addition, serious thought was given to the channels that 

would mediate the contact with the respondents as not to decrease validity. Therefore, it is believed 

to have achieved validity to the extent possible. Furthermore, the project sought to create reliability 

through focus on contemporary secondary data and by emphasizing on published sources from 

books and journals rather than electronic sources.  

2.7 CRITIQUE 

This paper is a culmination of the Marketing Communication Management program – a program 

with predominant focus on the brands and their intangible values as well as the methods and 

considerations employed in order to approach (new) markets and (new) consumers. For a more 

complete and holistic approach it could have been interesting to investigate and analyze any 

potential impacts the outcomes of the paper will have on the bottom-line – briefly said, the 

inclusion of a cost-profit management analysis can be deemed desirable – both in relation to the 

anticipated effect of the enhanced communications efforts and the cost of these. Since such a 
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holistic approach is not seen to be thoroughly covered in 120 pages, focus of the paper has been 

placed on branding, brand management, and consumer-brand relationship – hereby highlighting the 

primary focus throughout the entire MCM-program. 
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Conceptual Framework 

The conceptual framework emphasizes the main theoretic body that is utilized throughout the 

project to support and evaluate the paper’s findings and conclusions. As this paper sets out to 

explore the forces lying behind the creation and consolidation of brand equity for microbreweries 

the conceptual framework will approach this mission in the following academic manner: Consumer 

Decision Making, seeking to describe the process through which consumers make selections and the 

foundation of these; Communication, as based upon involvement and motivation as to highlight the 

advertising-foundations specifically directed towards affecting consumer decision making and 

hereby describe the link between the consumer, his or her reaction towards a brand, and how this 

brand is presented through benefits; Brand Loyalty, determining the steps a consumer goes through 

in relation to a product category in order for a brand to reach the allegiance between its products 

and consumers – a similar point of view is sought with the use of Consumer Based Brand Equity, 

seeking to highlight the relational aspects between a specific brand and consumers. 

3 CONSUMER DECISION MAKING 

Opting to become consumer choice – the ultimate goal for many brands – leads the paper to initially 

highlight the factors that lie behind the actual decision making and how these influence the 

consumer. Assessing the consumer as an individual; the internal influences; and, the environment 

that surrounds that very same consumer (hereby observing the external influences) as well as a 

discussion on decision making itself, hereby underlines the various decision-making situations (and 

the ruling forces that relate to each of them) a consumer will find him or herself in. 

 

Everyday any given individual is put in situations that require a stance on a subject or an attitude 

towards a specific matter – more generally, situations towards which they must make a decision 

between one or more options. These situations are also found in the consumer-setting, where a 

choice between one or more brands takes place whenever purchases are undertaken. As Assael 

(1998; 23) highlights in his model below, predispositions (of various degrees and strengths) lying 

within the mind of the individual consumer’s previous experiences and beliefs, as well as, external 

influences such as peer judgment and communication by the brand or category in question – the 

consumer’s general interaction with his or her environment(s). 
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Figure 3.1 – Influencers of the Consumer Decision Making situation and response feedback (Assael, 1998) 

 

The decision making process depicted reflects the components of influence that directly affect the 

consumer and hereby also his or her choice. The internal factors of Personal and Psychological 

elements, reflecting the consumer as a person, the main psychological influences, and the past 

experiences this person might have had with a brand are all affecting the decision making. The 

“external” consumer elements of Social Factors and Class, Culture, and Geo-demographics, 

highlighted under the Environmental Influences, are perceived to belong within the environmental 

category as outside influences to the decision making process. 

3.1 THE INDIVIDUAL CONSUMER 

Assessing how the consumer, consciously or unconsciously, shapes the decision making process 

requires an understanding of the internal factors that lie to ground for this influence and how it is 

created, which is obtained by observing the Personal and Psychological factors. 

Personal factors 

Personal factors are highly intertwined and have an interdependent relationship; personality – the 

patterns of individual behavior that are consistent and enduring, lifestyle – the consumer’s modes of 

living as reflected in their activities, interests and opinions, and Self-concept – the consumer’s 

actual self and ideal in terms of personality, lifestyle, as well as knowledge of one’s personal 

abilities, skills and physical attributes. When incongruence between these two “personas” occurs 

(the actual- and ideal self) the self-concept will engage in processes that seek to eliminate the gap 

(Assael, 1998: 422). Ultimately lifestyle variables – or psychographic characteristics (Assael 1998: 

423) – are defined by how people spend their time (activities), what they consider important in their 

environment (interests), and what they think of themselves and the world around them (opinions).  
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Psychological factors 

While the personal factors, albeit psychological in nature despite of their theoretical application, 

relate to the behavioral paradigms of a consumer, the psychological factors, conversely, relate to 

consumers conscious and unconscious drives that are affecting their behavior through respectively 

knowledge, learning, perception and attitudes. 

Knowledge and Learning 

These elements of the individual consumer can identify, sort, and organize the masses of 

information the consumer is exposed to on a daily basis (Assael 1998: 293). Due to the sorting of 

information, consumers will ignore less relevant information received and through this, knowledge 

becomes a neural “tool” for avoiding and reducing uncertainty and confusion (ibid).  

Relative to the sorting of information, there are three recognized ways of learning – i.e. three ways 

that consumers observe and attain information in their memory: 

Active learning concerns a participatory involvement by the consumer in the process of acquiring 

information. This type of learning, in turn, depends on the level of involvement of the consumer. 

Consumers will be involved with the product or service in question and will, until a satisfactory 

amount of information is gained, search for information (Assael 1998: 254).  

Passive learning is a learning process that is reflected in situations where a consumer is less 

involved with the product category and / or brands and does as a result does not seek information, 

but rather receive it. Passive learning is stored in memory as fragments of emotions and feelings 

and will be activated through impulses that trigger these (Buhl 2005: 50). 

Implicit learning: is a reflection of the unconscious awareness. It is continually active (opposed to 

the conscious awareness, i.e. active learning, which can be “turned on and off” at the will of the 

consumer) and the learning itself occurs through unfocused attention and awareness (Buhl 2005: 

50). Like the passive learning, implicit learning comes forth as emotions, feelings, and knowledge 

when stimulated. 

Motivation 

Motives are defined as the “general drives that direct a consumer’s behavior toward attaining his 

or her needs” (Assael 1998: 78). It is hereby recognized that the greater the discrepancy between an 

individual’s current situation and desired goals (i.e. wants), the greater the motivational drive to act 

to satisfy consumer needs (ibid). Motivation – through the light of this – hereby, seeks to diminish 

the size of this disparity. 
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Perceptions 

Perception is, in its abbreviated form, the process by which consumers select, organize, and 

interpret outside stimuli in order to make sense of them and hereby form both beliefs and attitudes 

(Assael: 1998; Belch & Belch 2009: 119). Perceptions are a key element of the feedback occurring 

between the response and the individual consumer and influence greatly the predispositions a 

consumer might have when interacting with a given brand or product category in question. 

Attitudes 

A consumer’s attitude is the learned predispositions towards a product or service or categories of 

these, to which three components are connected: the cognitive element, the affective element, and 

the conative element – the concept of attitude likewise assumes an important position in relation to 

brand attitude as this assumes the same definition as given by Percy and Elliot (2009). 

The Cognitive component (the element of thinking – also referred to as brand beliefs) concerns the 

characteristics consumers ascribe to a brand. Often it is seen that brand beliefs are collected by 

marketers through consumer interviews and developed into vocabulary of product benefits.  

The Affective element (the feeling component) represents the consumer’s overall emotional 

evaluation of the brand. It is a one-dimensional component (opposed to the cognitive component) as 

it theoretically can be summed up into one word the consumer will use when prompted to describe a 

brand and hereby highlighting the emotional disposition of that consumer towards the brand. 

The last component – the Conative – relates to the actual behavior itself and is generally measured 

in terms of intention to buy (Assael 1998: 285). These measurements can be very useful by 

marketers in terms of developing marketing strategies and determining the most likely influencers 

of the purchase behavior (ibid). 

3.2 THE ENVIRONMENTAL INFLUENCES 

Several external elements affect the behavior of each individual consumer and these elements are 

regarded to stem from either marketing stimuli or environmental stimuli. 

Whether regarding marketing stimuli from a framework perspective that classifies different 

categories or simply as a term describing marketing initiatives undertaken by a company, marketing 

stimuli have the potential of being a strong external influence on consumer decision making – an 

influence that is of great interest through this paper and will be touched upon in the chapters to 

come. 
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Environmental stimuli is relating to elements falling outside the scope of organization induced 

advances and can be viewed through social factors (predominately ruled by reference groups), geo-

demographics, culture, and social class as the four main areas through which environmental stimuli 

is found. Albeit these are not controlled as marketing stimuli is, an understanding of them is likely 

to enhance the marketing efforts conducted, which among others can relate to socialization agents, 

and the cultural and social values being communicated. 

3.3 CONSUMER DECISION MAKING 

It has so far been highlighted that there are two overarching factors affecting and influencing the 

Consumer Decision Making situation, thereby underlining what lies to ground for the decision 

making process. Henceforth, a discussion on the types of decision making processes is undertaken 

to facilitate an understanding of the conditions under which these occur and their respective 

implications. 

 

Decision making is the process of perceiving and evaluating brand information, considering how 

brand alternatives meet the needs of the consumer, and ultimately deciding on a brand. 

This does however not occur before the initial step of need recognition (hereby the arousal of needs) 

has been triggered – something which occurs when there is a discrepancy between a current state 

and a desired end state – the motivational aspect being the driver towards the wanted end state.  

 

Undertaking a behavior that is preplanned as a result of a given decision making process refers to a 

conscious reflection a consumer undertakes towards a product category and hereby sets out to 

purchase it (in many cases, this is even specified on specific brand and product level, as will be 

demonstrated below). Any reflection will require the consumer to invest a certain amount of time on 

information search (which is defined across a continuum of involvement (Assael 1998: 68)). It is 

found that high involvement products are goods and services that are highly significant and 

important to the consumer. This is due to the products being closely tied to the consumer’s ego and 

self-image leading them to carry a certain amount of risk (be it financial, social, and/or personal). 

This leads the consumer to invest a high amount of time and energy in order to evaluate the 

alternatives within the category carefully (Assael 1998). Low involvement concerns those products 

a consumer does not deem as important (i.e. closely linked to, for instance, ego and self-image) and 

therefore they do not hold an extensive amount of risk. Due to this, the time and effort invested in 
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information search from the consumer will be diminished and, as opposed to high involvement, the 

evaluation of brand alternatives will likewise be lowered (this, namely due to the lowering of risk).  

 

There is, at the same time, a regard towards how reflective the decision actually is. This is to say 

that, even though it is a decision consumers make, it can range from an active decision making to a 

habitual pattern of, for instance, brand selection. These continuums (involvement and the degree of 

decision making) is what Assael (1998) defines as the factors that make up the range of decision 

processes a consumer can find him or herself in when confronted with a purchase. Through this 

categorization, the paper will discuss the four identified decision processes and illuminate the 

inherent factors and functions of each process.  

 

 

Figure 3.2 – Decision Making Processes (Assael 1998) 

3.3.1 High Involvement 

As has been defined, high involvement describes an elevated level of engagement from the 

consumer towards the brand or product category and includes the purchase behaviors affected by 

decision making and habit.  
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Complex Decision Making 

Observing the Complex Decision Making, it is found that consumers evaluate brands in a detailed 

and comprehensive manner before engaging in a purchase. More information is sought beforehand 

and more brands are evaluated than in other types of decision processes. As was demonstrated 

above, this is chiefly due to the amount of perceived risk attached to the purchase. The hierarchy 

that comes into effect in this process is a classic “think before you act”-hierarchy and unfolds in 

three steps: (1) Beliefs are formed about the brand that influence (2) attitude toward the brand 

which then influence (3) an intention to buy (or not to buy) (Assael 1998). This hierarchy also 

highlights the type of consumer learning that comes into play; the thought process of cognitive 

learning reflects how consumers, without reinforcements, recognize a goal, undertake a purposive 

behavior in order to reach this goal, gain insight in the product category and brands and ultimately 

achieve their goal (Assael 1998: 84; Belch and Belch 2009: 133; Jobber 2007: 134).  

 

A purchase intention carries a consumer through the instrumental actions stage – the link between 

brand evaluation and the actual purchase – where the consumer will make final decisions such as 

store selection, arrange for financials (if this is needed) and determine options for the product or 

service in question (Assael 1998). Once completed, a purchase will be made, product usage will 

commence and post-purchase evaluation gradually begins to take place in the mind of the 

consumer. Satisfaction versus dissatisfaction is projected through the product’s or service’s ability 

to meet, fulfill (and potentially exceed) the expectations of the consumer.  

Brand Loyalty 

Habit (the opposing force to decision making) can be defined as “the repetitive behavior resulting 

in a limitation or absence of 1) information seeking and 2) evaluation of alternative choices (Assael 

1998: 122). The more times a brand is purchased (hereby continuously limiting alternative brand 

interaction and additional information) the further a consumer moves into a routine-based decision 

making and it is this routine that refers to brand loyalty. Brand loyalty represents a favorable 

attitude toward a brand resulting in consistent purchase of the brand over time (Assael 1998: 130; 

Belch & Belch 2009: 127). It is the result of the consumer learning that one brand can sufficiently 

satisfy the needs within a given product category, thus leading to repeat purchase and, as such, a 

habitual pattern in behavior arises. Most often the learning is of a cognitive nature, as demonstrated 

in complex decision making, which in turn can lead to true loyalty due to continued satisfaction.  
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The hierarchy of effects in this decision process highlights that the consumer has already 

established beliefs and that an evaluation has previously taken place, which allows for the consumer 

to “jump” directly to exercising the habitual behavior. What the habitual act does for the consumer 

is an active lowering of risk (the consumer does not doubt a satisfactory product that has been 

purchased before) as well as it facilitates decision making (again, due to the previously established 

evaluation). 

It must be noted that an important factor exists within store choice, as consumers can be store loyal 

to the same extent as they can be brand loyal (arguably store loyalty is brand loyalty) (Assael 1998). 

If a consumer is store loyal there is a great chance that brand loyalty towards a product stems from 

this, which will result in spuriously loyal behavior.  

3.3.2 Low Involvement 

Opposite to high involvement, low involvement demonstrates that since a lower risk is connected 

with the purchase itself, a lower level of engagement in the process is demanded of the consumer. 

Within the low involvement category consumers engage in behavior before evaluation, leading this 

category to hold less loyal, but more experimental consumers.  

Limited Decision Making 

A low involvement decision making situation, i.e. limited decision making process, is one in which 

the lower level of engagement stems from the fact that consumers are governed by a principle of 

cognitive economy (where they search for only as much information as they feel necessary to 

adequately evaluate brands). Behind the level of involvement a lack of motivation to process 

information related to a purchase is found, which also argues for why brand beliefs are formed 

through passive learning of communication. As previously noted, passive learning is stored in 

memory as fragments and therefore, the more a piece of information (i.e. advertisement) is repeated, 

the higher the probability for the consumer to recall the brand or benefit advertised when a response 

is stimulated. Passively observing a certain message is what Lastovicka (1979) refers to as 

information catching as opposed to information searching. This formulates the hierarchy of effects 

for Limited Decision making in the following way; 1) brand beliefs are formed first by passive 

learning (and as such forms the cognitive approach), 2) a purchase decision is made, and 3) the 

brand may or may not be evaluated afterward. 

The behavioral process a consumer undergoes is reflected by, firstly, need recognition (a household 

is for instance running low on toilet paper). Hereafter, the consumer recognizes the brand on the 



21 

 

store shelf (brand recognition) and associates it with the theme of the advertisement observed or 

thinks of it prior to the purchase situation (brand recall). Obviously, these two scenarios do not 

apply when undertaking trial of a brand not heard of before – consumers may have little stake in the 

product category or choice of brand, and therefore exert a willingness to engage in open-minded 

trials (Assael, 1998: 287). Brand recall, brand recognition or a desire to undertake brand trial is 

sufficient to create purchase behavior.  

Since some consumers may be driven by variety seeking and novelty (which in some cases can lead 

to impulse buying), limited decision making can in some cases border to unplanned behavior 

(outside the specific scope of Assael’s decision making model). In such instance where variety 

seeking (and thus also impulse purchases) occurs, consumers are more likely to be affected and 

aware of stimuli such as symbols and imagery that shape their feelings about a brand and as such be 

likely to focus on the anticipated experience to be derived from the product rather than its attributes 

– a behavior rooted in the hedonic needs of the consumer (Assael 1998: 287). 

Inertia 

The last decision making process within Assael’s model, involves repetitive buying of the same 

brand to avoid making a decision. Inertia reflects that the consumer does not make a subsequent 

brand evaluation until after the first few purchases. If the brand achieves a certain minimum level of 

satisfaction, the consumer will repurchase it on a routinized basis. This process is sometimes 

referred to as spurious loyalty, because repetitive purchases may make it appear as the consumer is 

loyal to the brand when actually no such loyalty exists (Backman and Crompton 1991).  

 

In this chapter it has been demonstrated that consumers are influenced both by internal processes, 

such as personal and psychological stimuli, as well as external forces, i.e. marketing efforts from 

brands and companies and the social and cultural context which the consumer navigates through on 

an ongoing basis. Likewise, individuals engage in behaviors that force them to make selections 

based on cognitive, affective, and/or conative drivers motivated by basic utilitarian or hedonic 

needs. The consumer can, in turn, be either highly involved or little involved in relation to a either 

an actual decision making or habitually based behavior when a purchase is to be undertaken – 

situations that each demand a different type of learning by the consumers in order to give him or her 

satisfactory amount of information concerning a given product category and/or brand. Thus, a 

descriptive approach to what governs consumer decision making have been undertaken, as to depict 
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what need be considered in relation to that by a marketer when communicating a brand – 

considerations that will lie to ground for the recommendations to be offered. 

4 COMMUNICATION RELATIVE TO INVOLVEMENT AND MOTIVATION 

This chapter offers insights into some of the most fundamental aspects of communication as to 

provide measures that will be applied when formulating the recommendations of the paper. As such, 

the chapter will shed light upon: 1) the communication objectives that lie to ground for engaging in 

communication with target groups – as to enable a distinction and thus a correct application of these 

in relation to the effect sought, 2) the brand attitude objective in particular – given that this will 

differ relative to consumer perception of the brand being communicated, and finally approaches to 

3) selecting benefits – thus enabling an understanding of how to leverage these.  

4.1 COMMUNICATION OBJECTIVES 

When undertaking communication a company will always be faced with a decision relating to the 

objectives that are sought to be reached, and their effects established, through the communication – 

these being; category need, brand awareness, brand attitude, and/or brand purchase intention. 

Basically these address whether there is a need, awareness of alternatives, what consumers think of 

these, and whether one or more products will be bought. According to Percy & Elliot (2009: 8) 

brand awareness and brand attitude are always communication objectives, as any communication 

about a product is linked to the brand and is trying to signal a positive feeling about the product (the 

latter being brand attitude). Communicating category need is only required when it is preferable to 

establish a need for the category or remind of the products within it, while brand purchase intention 

is utilized when giving a reason to buy through advertising or simply undertaking promotion (Percy 

& Elliot, 2009).  

Relative to the two communication objectives that are always affected through communication, the 

importance of brand awareness should be recognized in that people will only buy a product if they 

have actively thought of it (i.e. the brand) during the decision making process (unless they are 

undergoing unplanned decision making) and can either recognize it at the point of purchase or recall 

it on its own prior to a purchase when thinking of its category. In comparison, brand awareness is, 

however, dependent upon brand attitude, as the latter is the link from the brand (awareness) to the 

motive to buy or use it (Percy & Elliot 2009). Thus, the brand attitude is of particular interest when 
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considering communication, as the communication must be based upon the motive to buy and use, 

as to link the communication to awareness of the brand.  

4.2 BRAND ATTITUDE STRATEGIES 

The motivation driving the desire to buy and use, combined with the degree of consumer 

involvement (equivalent to the involvement variable pertaining in the decision making model) make 

up four different brand attitude strategies that can be applied (Percy & Elliot, 2009). While 

involvement is either high or low, motivation is either negative or positive relative to whether the 

product is an aid to help solve a problem or provide its user with personal satisfaction. Thus, 

combined these make up for four strategic scenarios (Percy & Elliot, 2009; 9). 

 

Via every strategy the marketer can seek to create, increase, maintain, modify, or change the brand 

attitude of the target group (Percy & Elliot, 2009; 201). In order to choose an appropriate strategy, it 

is required to have an insight into the category and consumer perceptions as to apply the correct 

strategy and thus optimize the communication efforts. Given that the paper will seek obtain such 

data, it is desirable to conceptualize upon the four brand attitude strategies in terms of how to 

communicate to a given target group and for that purpose the Rossiter-Percy Grid is adopted 

(Rossiter & Percy, 1997). It describes the perceived level of risk is combined with motivation type 

as to create a strategic grid in which brand attitude strategies are referred to as being 

transformational when motives are positive (i.e. positively transforming ones mood) and 

informational when they are negative (ibid). 

Low-involvement informational 

This strategy is aimed at low risk purchase decisions driven by negative motivations. As the 

motivation for choosing the given brand is to solve or avoid a problem the brand benefit that will 

solve the problem must be communicated.  

For this strategy the pivotal element is to communicate and manifest the brand benefit so that when 

recognizing the product it will remind the consumer of the need for the benefit and when the 

consumer thinks of the category the product benefit should be recalled as a result of this. As such, 

this strategy uses a problem-solution format, while disregarding whether the execution of the 

communication is likable, and keeps it simple with focus on the benefit(s) that are communicated 

towards the extreme.  
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Low-involvement transformational 

Likewise being for low-risk purchases, this strategy is driven by positive motivations. Unlike an 

informational strategy, the focus is on the emotional transformation that the brand may provide and 

thus the benefit should be based upon this. For that reason emphasis should be on emotions as to 

elicit a response with the consumer that is based upon a desire to experience the feeling being 

communicated. This desire is either sought by presenting the emotional state that the brand can 

deliver on its own or by presenting a product benefit that in turn will make the user experience a 

positive sensation (Percy & Elliot, 2009; 307).  

As such, the benefit of the brand lies in what is communicated and how this is done, which calls for 

an execution that is liked by the target audience, thus allowing for the visual components of the 

advertising to spawn the desired emotional association. Undertaking this strategy successfully will 

result in an association between the emotion and the brand. 

High-involvement informational 

For this strategy there are cost and/or psychological considerations that enhance the level of risk, 

while the motivation to buy is negative. As there is a problem to solve, information on how to do so 

must be provided, but the high level of risk associated with making a purchase calls for in depth 

information, which in turn will be evaluated in terms of validity due to involvement. How easily the 

information is accepted relates to the brand attitude of the target group (and congruence with 

current beliefs) that will be exposed to the message and therefore a knowledge of this must be 

obtained before deciding on the information that should support the benefits, as well as, the benefits 

themselves (Percy & Elliot, 2009; 214). 

High-involvement transformational 

The final strategy once more deals with purchase situations involving considerable risk but requires 

the delivery of positive motivation. Again the message must be accepted as true upon evaluation 

due the high involvement. However, despite of it being transformational in nature it might also be 

necessary to include information as it is a high risk purchase. None the less, the emotional 

authenticity portrayed is the critical concern and must allow for personal identification of the target 

group with the brand and its benefits (Percy & Elliot, 2009; 217). Thus, the advertisement must be 

liked, but not just in terms of the execution, as the liking also should relate to the product and the 

brand for the message to prove successful (ibid).  
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4.3 SELECTING BENEFITS 

When having decided upon the communication objectives as well as the brand attitude strategy, an 

additional challenge is to decide which benefits that should be communicated. The benefits 

communicated will in turn either serve the purpose of emphasizing a point of differentiation or a 

point of parity in relation to competitors (Keller, 2008; 107). Which benefits to choose requires an 

understanding of the perception of the given brand and the market in which one competes, as to 

understand whether it is perceived that the brand can respectively deliver the benefit, whether is 

favorable, and finally if its unique. 

Arguably, a primary step to take when selecting benefits, relating to those that are most relevant for 

a given brand attitude strategy, is to distinguish between the various types of benefits that may be 

utilized. As such, a benefit can be experienced as an attribute (an objective component of a 

product), a characteristic (a subjective claim about a product), or an emotion (a feeling associated 

with the product) (Percy & Elliot, 2009; 182). 

 

Another step to take as to understand which benefits that are driving consumption within the 

category – a step alleviated by the use of the Expectancy Value Model of attitude (Fishbein & Ajzen 

1975). This model suggests that a person’s attitude towards an object (Ao), is the sum of all the 

things that is believed about it (B1i), weighted by how important each of these are to them (Ai). 

The model utilizes a scale of 0, 1 and 3 on which an object is weighted by importance and 

multiplied with the belief about the brands quality in relation to that object or the relevance of the 

object in relation to the product category. By implementing several objects (i.e. perceived benefits) 

one can investigate, relatively, how a given group of consumer’s attitudes are likely to be, based 

upon how they perceive a brand and its competitors. However, drawing conclusions based upon the 

evaluation of an amount of given objects requires an understanding of the potential benefits in the 

assessed products, as not to arrive at a misrepresenting image of which brand within a category that 

is typically preferred. As such, the paper has adapted the model to evaluate the importance weight 

of the benefits within the microbrew category, i.e. (Ai), as to achieve an understanding of which of 

these that should be emphasized in the communication towards the consumer – rather than 

evaluating a set of variables with predetermined value against a brand. More specifically the 

adaptation of the model will be utilized to emphasize one of the most important touch points in the 

consumer relationship – namely which benefits that influence the consumers as they select 

microbrew at the store. By taking this stance it is believed that pivotal knowledge of the bottle as a 
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communication vehicle will be obtained, as well as general knowledge, which is considered 

interesting and moreover important as the beverage container makes up for an important (if not the 

most important) communication channel in the marketing mix of microbreweries. 

By doing so, the model will provide hints on which benefits to build a uniqueness upon, where 

competitors might be weak, which key benefits your brand is likely to deliver upon, and which 

benefits to increase and/or decrease in relation to the evaluation of the category benefits as 

perceived by the consumers when in the store making their purchase decision (Percy & Elliot, 2009; 

182).  

 

Conclusively, it should be stated that when having identified and selected the attributes, 

characteristics, and/or emotional benefits to be emphasized, the next, appropriate step is to consider 

how the benefit should be communicated. Quite a few brands have come to communicate the cause 

of the benefit as a benefit, and not the benefit itself. For that reason it is emphasized, that it is the 

usage category benefit that should be communicated, rather than the product category benefit; e.g. it 

is not the new wrapping of a chocolate bar that should be communicated, but what the benefit of 

that new wrapping is (Buhl 2005; 62). 

 

By addressing the four communication objectives the paper has presented a basic understanding of 

what motives that lie to ground for marketing and more specifically that communication will always 

have an effect upon brand awareness and attitude – no matter if is a banner add, a poster, or the 

label on a bottle. Additionally, it has been found that the brand attitude to be communicated is not a 

given as it is related to the consumption of the product and the risk involved in the purchase. 

Furthermore, it was presented that the benefits that are communicated by companies should be 

assessed in relation to consumer perception, as well as, the strength of competitors as to enhance the 

impact of the message.  

Ultimately, understanding how to utilize such measures will enhance the communication of the 

brand and thus, ceteris paribus, the likelihood of enhancing the respective loyalty degrees found 

among the consumers of the brand – loyalty types that will be further investigated in the chapter to 

come. 
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5 CONSUMER LOYALTY 

This chapter is undertaken as to achieve an understanding of how loyalty develops in order to 

incorporate this knowledge, and build upon it, in the communication strategy. Thus, a descriptive 

approach to the components of loyalty will be undertaken as to enhance the understanding of how 

various initiatives might affect this. Finally, a framework for loyalty will be assessed in relation to 

its forthcoming application in the paper, as a means to depict how loyalty evolves, what drives that 

development, and how loyalty may be further affected. 

 

To take a contemporary stance towards loyalty that is academically rooted in theory of 

communication and more particularly in relation to brand equity, it may be defined as referring to a 

tendency to purchase a brand based upon awareness of it and some level of preference based upon 

the consumer’s attitude toward the brand (Percy & Elliot, 2009; 114). It should also be noted, that 

loyalty does not imply that a consumer buys only one brand, it means buying the brand(s) that one 

prefer (Rossiter & Bellman, 2005; Percy & Elliot, 2009; 114). As such, brand loyals may buy one 

or multiple brands within a single product category to which they hold a strong preference. 

However, the higher the degree of loyalty the less likely it is that substitutes to that brand can be 

found. 

5.1 CUSTOMER LOYALTY AS A TWO-DIMENSIONAL CONSTRUCT 

No consensus has been reached on how loyalty should be conceptualized and empirically measured, 

but it is commonly done via a relationship between attitudes and behavior, which combined form 

loyalty (Uncles et al 2003) as: 

• Favorable attitudes or beliefs manifested in an emotional attachment to a brand. 

• In terms of behavior, manifested in the regular purchasing of a brand. 

 

Such a two-dimensional approach, incorporating both the attitudinal and behavioral elements, is 

generally considered to give the most accurate depiction of the loyalty concept. It originated with 

Day (1969) and since then, various modifications of this structure have been suggested, with some 

of the best known being proposed by Jacoby and Kyner (1973), Jacoby and Chestnut (1978), 

Pritchard et al. (1992, 1999), and Mahony et al. (2000). The most widely cited model is the Loyalty 

Typology Model developed by Backman and Crompton (1991).  
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The loyalty typology will be utilized in the paper as it offers a depiction of the respective level of 

behavioral loyalty and attitudinal attachment. Thus its application will allow for an understanding of 

the (theoretical) elements of loyalty, thereby allowing for an understanding of loyalty as a concept 

prior to a focus upon how to affect it through communication efforts. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Behavioral Consistency 

Behavioral consistency (i.e. behavioral loyalty), represents past behavior and behavioral intentions. 

Past behavior comprises past purchasing behavior and past positive word-of-mouth. The intentional 

component represents positive and persistent future involvement and also embraces intended loyal 

behavior as cross-buying intentions (Homburg & Giering 1999). 

Attitudinal Commitment 

In contrast to behavioral consistency, attitudinal commitment (i.e. attitudinal loyalty), cannot be 

bought through incentives and does not come as a direct effect of habitual purchasing. Still, it 

should be noted that a relationship between behavioral loyalty (involvement) and attitudinal loyalty 

(commitment) does exist. 

Attitudinal loyalty is represented by the degree of psychological commitment which is typically 

defined as the emotional or psychological attachment to a brand (Beatty & Khale, 1988). 
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Figure 5.1 – The Loyalty Typology (Backman & Crompton 1991)  
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Furthermore, it comprises the inner relatedness of a consumer to a preferred brand and therefore 

argues for the distinction between spurious loyalty and “true” loyalty.  

 

Customers with high or true loyalty are characterized by both a strong attitudinal attachment and a 

high repeat patronage (behavioral loyalty). They almost always patronize a particular company or 

brand and the idea of in-group loyalty - out-group hostility concept is illustrated among this loyalty 

segment as they are least vulnerable to competitive offerings (Mahoney et al 2000).  

Those with latent loyalty demonstrate low patronage levels, although they hold a strong attitudinal 

commitment to a given brand. The low behavioral loyalty may occur due to various behavioral 

barriers such as insufficient resources to increase patronage or due to the price, accessibility, or 

distribution strategy. 

Customers with spurious loyalty exhibit high retention, even though they are not emotionally 

attached to a brand. The high patronage levels of this segment can be explained by factors such as 

habitual buying, economic incentives, convenience, and lack of alternatives. 

Finally, the low-loyalty group exhibits low or no levels of both attitudinal attachment and repeat 

patronage. Therefore, suppliers face a lot of impediments as to respectively retain or win over 

customers from this particular segment. As such, low-loyalty groups, and also the spurious group, 

are highly volatile and prone to embrace competitors. It is noteworthy that the low loyalty segment 

inhabits two consumer types; those with an awareness of the brand and those without. 

5.2 THE REVISED PSYCHOLOGICAL CONTINUUM MODEL 

Loyalty towards a brand is not manifested immediately, but develops over time due various 

influences. Therefore, this section provides a framework to be drawn upon when attempting to 

understand the development of loyalty among consumers. An understanding of that development 

will in turn offer a comprehension of what to emphasize when trying to enhance the loyalty of the 

users of a given brand. For that purpose the Revised Psychological Continuum Model (PCM) by 

Funk and James (2006) is adopted and applied with a focus on loyalty amongst microbrew 

consumers. 

 

A continuum refers to anything that goes through a gradual transition from one condition to a 

different condition without any abrupt changes or "discontinuities". The revised PCM was 

developed with emphasis upon sport brands, but despite of its origin is deemed a useful tool for 

comprehending the development of brand loyalty within the microbrew category, given its approach 
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to loyalty formations and the drivers of these, and is thus adopted. This stance is supported by the 

notion that research and writing from a number of disciplines (e.g., consumer behavior, marketing, 

sociology, and psychology) was integrated into the making of the model.  

Depicted in Figure 5.2, it is proposed that the processes of Awareness, Attraction, and Attachment 

operate within and between four outcomes: Level 1, Level 2, Level 3, and Allegiance (the terms 

“loyalty” and “allegiance” are often used interchangeably and therefore to enhance the 

comprehension of their interrelatedness, reference to the following notion of Pritchard et al. (1999) 

is made: “loyalty can be described as the steadfast allegiance to a person or cause”. As such, the 

final stage of allegiance can be perceived as a stage of true loyalty).  
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Figure 5.2 — The Revised Psychological Continuum Model (Funk & James 2006) 
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The theory behind the revised PCM is that certain inputs, labelled processes in the model to which 

examples are given, will generate certain outcomes when incurred by the consumer. The knowledge 

of these stage-based outcomes, and the influencers lying to ground for their creation, can aid in the 

identification of necessary inputs when aiming to drive a customer further up the “ladder”. 

 

The Awareness Process describes an individual who is aware of a brand’s existence but without 

interest in following that particular brand. Ideas to explain the creation of awareness are describing 

the means through which knowledge about, but not necessarily preference for, a brand may be 

created.
 
This process is influenced by socializing agents and catalysts such as media, advertisement, 

and parents and peers (James, 2001).  

• Level 1 Outcomes – Socialization create level 1 outcomes such as realization and knowledge 

of that a brand exists. 

 

This process is directed towards the low – non – loyalty segment of the Loyalty typology, thus 

being low in both attitudinal- and behavioral loyalty.  

Although companies to a great extent can rely on agents to initiate and/or enhance the awareness 

process, they themselves also play a crucial role in the nurturing of extrinsic aspects (as mentioned 

in chapter 3 on decision making) and product realization and knowledge (Funk & James 2006: 193). 

Exemplifying this is the fact that if a corporate brand exhibits values that are similar to those of 

their potential target segments it will be easier to create awareness, and liking, within the mind of 

those consumers. 

It should be noted that the low (non) loyal-segment may be highly loyal towards competitors and if 

they are sufficiently resistant it is possible that recruitment efforts may backfire and strengthen the 

recipient's resistance to change – what Kiesler (1971) describes as the boomerang effect. As such, 

aggressive marketing efforts may not be the best approach (trying to go directly from the awareness 

to the attachment process) but, more appropriately, companies should drive the awareness process 

according to the revised PCM model (Mahony et al., 2000: 24).  

 

The Attraction Process describes when distinct interest or initial attitude formation towards a 

brand has developed. Thus, level 1 outcomes will interact with hedonic motives, dispositional 

needs, and social situational factors to create level 2 outcomes.
 
When hedonic and dispositional 
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needs are realized, social-situational factors become less influential, and preferences activate a 

liking for the given brand.  

Hedonic needs relates to, or is marked by, pleasure. Thus, these motives are the pleasure-related 

motives a consumer experiences such as entertainment and/or escapism.
 
 

Dispositional needs represent psychological needs, personality traits, and individual attributes that 

serve as to initiate interest in a brand. These needs act as catalysts and motivate people to connect 

with a brand as to satisfy the need for belonging and provide opportunities for social interaction. 

Social situational factors describe attraction based on “ambassadorship” among the peer group and 

factors based on managerial or marketing initiatives, e.g. special promotions, price discounts, etc.  

• Level 2 Outcomes – Initial attitude formation, usage of the brand to fulfill social and 

individual needs, and the creation of beliefs about the brand are all level 2 outcomes. 

 

Consumers that are targeted through the attraction process are well aware of the brand in question 

and derive group affiliation, family, self-esteem, economic and/or escapism as extrinsic motivators 

via the brand. As such, the objective of the process is to create a positive attitude towards the 

product in terms of the individual and social needs it can fulfill, obtained through an initiation of 

brand associations (Funk & James 2006: 194). 

Although those who are being targeted through the attraction process are likely to be spuriously 

loyal, incentives that strengthen their behavioral loyalty may prove useful as the individuals that can 

be characterized by spurious loyalty will demonstrate a positive relationship between Level 2 

outcomes and Allegiance (Funk & James, 2006: 198) – which also can be found in the loyalty 

typology between the latently loyal and the true loyals.  

 

The challenge regarding the customer segment at this stage is that they may appear to be loyal 

because they behave in the same manner as the truly loyal, exemplified by, for instance, preference 

loyalty and retention. But due to their low attitudinal loyalty, minor changes in incentives or their 

behavioral context may very well erode their loyalty (Mahony et al. 2000: 23). Therefore, with 

individuals in the attraction process, the primary strategy should be to increase the psychological 

commitment to the brand they are already supporting behaviorally. Again, increased attitudinal 

loyalty among this segment is extremely important because these are generally those who easily can 

stop purchasing, e.g. during marketing efforts by competitors (Mahony et al. 2000: 21). As such, 

coupling purchasing with support of a relevant cause via corporate values and corporate social 
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responsibility could be an approach to enhance non-product related attributes and thus potentially 

lessening the effects of competitive marketing (Mahony et al. 2000: 22).  

 

As the attraction process seeks to provide the consumer with an understanding of what needs the 

brand can fulfill it stands to reason, that the more needs a brand satisfies and fulfils, the more 

important it in itself is likely to become to the individual user. 

 

The Attachment Process – This is a process where level 2 outcomes take on functional, symbolic, 

and emotional meaning interacting with ideas of the self and identity construction, and link to 

existing core values. As depicted in figure 5.2, the attachment process can create both the level 3- 

and the allegiance outcome. Therefore, the double-headed arrow represents a feedback loop that 

contributes to the development of allegiance. 

• Level 3 Outcomes – Level 3 outcomes reflect the degree of attitude formation, level of 

identification, and the decreased likelihood of replacing a given brand with another (Dick & 

Basu, 1994; Khale et al. 2001; Madrigal, 2003).  

• Allegiance Outcomes – The feedback loop between Attachment and level 3 outcomes 

describes how attitudinal loyalty may fluctuate to some degree. Therefore, the allegiance 

outcome reflects the durability of the inner attachment, persistence, and resistance. 

 

As previously described, the process of attachment is driven by the formation of highly meaningful 

psychological connection (an increased positive attitude) motivated by the various personal 

standpoints and feelings that are in alignment with the statements signaled by a specific brand and 

those of the producer mediated through it. It is by default also in this process where the level 2 

outcomes create a bridge and take on a functional and symbolic meaning that interacts with the self-

concept of the consumer and hereby commences an identity construction that, in time, will root 

deeper in the individual and form true loyalty. 

This step enforces the belief that if a company focuses on values that the consumers can “live 

through”, hereby giving them the possibility to relate – on a more personal level – to these, they will 

have a greater desire to be a part of the brand and contribute to the consumption, production, and – 

ultimately – the growth and wellbeing of the company. Consequently, because brand loyalty is the 

justification of high brand identification, it cannot be allegiant if it is not true in the mind of the 
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consumer, i.e. showing “strong resistance to counter-persuading attempts” (Schiffman & Kanuk, 

1997).  

Another approach to appeal to the needs of the customer, and possibly activate latent ones, is that of 

image transfer: an increase in psychological commitment towards a brand can be derived from the 

use of tapping into e.g. sports loyalty through the image transfer sought to be derived from 

sponsorship. Arguably, endorsing one or more entities will also have the potential of being of useful 

input into the process undergone by those attracted to a brand and to some extent those that are only 

aware of it. 

 

Having described what constitutes loyalty and what different types of loyalty exist, as viewed 

through the loyalty typology model, the understanding of the appearance of a given target group 

have been enhanced as to recognize that there is more to loyalty than mere behaviour. A knowledge 

of this complemented with an understanding of what stages of loyalty a target group may be in, 

what have led them there, as well as, what variables that may drive them to a higher stage, will 

serve as a to recognize that decision making, and affecting this through a given brand attitude 

strategy, stand in relation to exactly how loyal the given target is. Thus, knowing the barriers to 

loyalty and its drivers one can emphasize upon the ultimate manifestation of loyalty, namely the 

brand equity. 

6 CONSUMER BASED BRAND EQUITY  

This chapter provides an understanding of what theoretical stances there is to brand equity, but first 

and foremost it emphasizes how it develops and can been stimulated. For that purpose the Customer 

Based Brand Equity pyramid is adopted as to offer a framework that depicts the cornerstones of the 

equity of a brand. 

 

Except for the financial value there are also a number of economic and marketing related benefits to 

be derived from high brand equity, such as; decreased price sensitivity among customers, improved 

customer retention, enhanced word of mouth, and decreased sensitivity to competitive marketing 

campaigns. Therefore, this paper will assess brand equity in terms of the following definition and 

applied frameworks as to provide a foundation for the purpose of the paper; namely, suggestions on 

how to increase brand equity for Fur Bryghus. 
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6.1 THE DEVELOPMENT OF BRAND EQUITY 

One definition generally given to brand equity is that it refers to the managerial and marketing 

effects or outcomes that accrue to a product with its brand name compared with those that would 

accrue if the same product (or service) did not have a brand name. According to Keller (2009; 638) 

it can be built in three major ways; 1) through the initial choice of the brand elements making up the 

brand, 2) via marketing activities and the design of the marketing program, and 3) through the 

leverage of secondary associations that link the brand to other entities and brands. All such actions 

relate to the attempt to position ones brand at the most optimal way in the mindset of the consumer. 

Therefore, brand positioning is central to communicating to the target audience and can be defined 

as the act of designing the company’s offer and image so that it occupies a distinct and valued place 

in the target customer’s mind (Kotler, P & Keller, K, 2006). 

 

As a concept brand equity can be approached and utilized at three different levels: the firm-, 

product-, and consumer level: 

• Firm Level – At which the brand is considered to be a financial asset. When measuring 

brand equity at this level one seeks to calculate the value of the brand as an intangible asset. 

For example, if one was to take the value of the firm, as derived by its market capitalization 

– and then subtract tangible assets and "measurable" intangible assets – the residual would 

be the brand equity. 

• Product Level – The classic product level brand measurement example is to compare the 

price of a non-branded product with that of an “equivalent” branded product. The deviation 

in price, ceteris paribus, is the value generated by the brand. 

• Consumer Level – This is an approach with a more psychological orientation. By mapping 

the mind of the customer, the goal is to find out what the customer associates with a specific 

brand. The variables upon which measurement is conducted are awareness and brand image 

– the latter is also referred to as brand associations.  

 

In this paper focus will be on the consumer level as this is where loyalty towards a brand and the 

drivers behind this are conceptualized in the most satisfactory manner, while being the level at 

which competitive brands of relative equal price are best compared as based upon associations.  
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6.2 KELLER’S CUSTOMER BASED BRAND EQUITY PYRAMID 

In the quest to analyze the brand equity of the case company and the drivers of this within the 

product category, Keller’s (2001) Customer Based Brand Equity Pyramid (CBBEP) model will be 

applied throughout the paper.  

The model highlights a natural sequence implying that meaning cannot be created unless identity 

have been created, that responses cannot occur unless meaning has been developed, and that a 

sound relationship cannot be formed unless the proper responses are present. As such, the model 

offers a hierarchical approach to building and measuring brand equity, which is well suited for the 

purpose of the paper in terms of analyzing, measuring and improving brand equity. 

 

 

 

 

 

 

 

 

 

 

 

 

Brand Identity measures the awareness of a brand and is determined by how often, and under 

which circumstances, customers think about a specific brand and thereby to what degree the brand 

is top of mind. By striving to link brand, logo, symbols, etc. to certain associations the awareness of 

the brand will relatively increase. Keller proposes two variables on which measurement of 

awareness can be based upon: the depth and breadth of awareness (a highly salient brand is one that 

possesses a high degree of both depth and breadth of brand awareness). 

• Depth of awareness; referring to how easily a customer can recall a brand. In terms of this 

measure, there is an important distinction between unaided and aided recall of a brand. 

• Breadth of awareness; referring to the range of purchase and consumption situations in 

which the brand comes to mind through recognition. 
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As such, the ability to recognize and recall a brand is considered a prerequisite to the formation of 

brand associations and the resulting intentions to buy.  

 

Brand Meaning is based upon brand performance and brand imagery. 

Brand performance is a measure of how well a product or service meets the consumers more 

functional needs. Five important types of attributes (descriptive features that characterize a product 

or service) and benefits (the personal value and meaning that consumers relate to the product or 

service) often lie behind brand performance; primary characteristics and supplementary features, 

reliability, serviceability, style and design, and finally price (Keller, 2008; 65).  

Brand imagery is based upon the more extrinsic properties of the product as to what degree it meets 

the psychological and social needs of the user. As such, brand imagery is the way the brand is 

thought of, rather than what it actually does (ibid). Given the intangible nature of this variable in the 

CBBE imagery associations can be formed by user experience, but also from advertising or word of 

mouth. The main intangible sources of brand imagery are user profiles, purchase and usage 

situations, personality and values, and history, heritage, and experiences. 

Both brand performance and brand imagery can be scrutinized through a three step approach for 

assessing the brand meaning of the given associations. The steps can be characterized and profiled 

as below and should be present in the ranked order: 

• Strength – How strongly is the brand identified with a brand association? 

• Favorability – How important or valuable is the brand association to customers? 

• Uniqueness – How distinctively is the brand identified with the brand association? 

 

Brand Responses concern the thoughts and feelings of customers towards the brand and are based 

upon brand judgments and brand feelings. 

Brand judgments concern how customers combine all performance and imagery associations to a 

complete opinion. Thus, it is the consumer’s personal opinions and evaluations of the brand. 

According to Keller the most important judgments about a brand are quality, credibility, 

consideration, and superiority. 

Brand feelings are the emotional responses and reactions with respect to the brand. These feelings 

concern how the brand affects the customer’s feelings (positively or negatively) about themselves 

and their relationship with others and are as such an estimate of the worth of the brand as social 

currency (Keller, 2008; 68).  
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Brand Relationship addresses the relationship between the individual and the brand and the degree 

to which the consumer identifies with the brand. Resonance is characterized by the psychological 

bond the consumer has with the brand, as well as, the behavioral activity that occurs (Keller, 2008; 

72). Overall, the brand relationship can be categorized through intensity and activity; intensity 

refers to the strength of the attitudinal attachment (as perceived in the Loyalty Typology) of the 

consumer, as well as, identification with a brand community, while activity is characterized by 

behavioral loyalty (also defined through the similar aspects as in the Loyalty Typology) and 

engagement in the brand through non-purchase or usage situations (ibid).  

 

Considering brand equity on a consumer level reflects a customer centric approach to the 

relationship between the consumer and the brand. This approach is considered ideal as a brand 

constantly is scrutinized by its target group as to evaluate to what degree it offers value. Brand 

equity is not a constant and as such, the underlying variables should be known and monitored in 

order for the company to be able to offer an identity with real meaning, as to spawn a response from 

the consumer that ultimately will lead to a relationship between the consumer and the product that is 

based upon a strong brand relationship.  
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7 A COMBINED CONCEPTUAL PERSPECTIVE 

The conceptual framework introduced pivotal theory in the pursuit of a deeper understanding of the 

variables that need to be considered when marketing microbrew. As such, decision making, 

communication strategy, and loyalty were assessed and described in terms of drivers and underlying 

variables with brand equity described as the overarching manifestation of the aforementioned. 

Through an assessment of consumer decision making it was learned that any decision making is 

governed by internal and external influences that, combined with the relative involvement of the 

consumer, ultimately leads the consumer to engage in one of four types of decision processes. 

Consequently, knowing what type of decision making process a brand’s target is likely to find itself 

in is crucial for its marketing efforts. As such, it becomes focal to determine the decision making 

process prevailing to the microbrew industry through the identification of both the level of 

involvement and whether decision making or habit rules the consumer mindset in order to base 

further recommendations on the underlying factors pertaining this process. 

Furthermore, a chapter on communication offered insights as how to act relative to the level of the 

type of involvement, as well as, whether the given product opted for positive or negative 

motivations, as to select the optimal benefits to be utilized in the brand attitude strategy. Therefore, 

projecting the type of involvement found in the decision making, set in relation to the motivation 

that is driving consumers, will assist in determining what to emphasize in order to optimize the 

brand communication for microbreweries. 

The knowledge of the possible decision types and how to communicate based upon these, as well as 

one’s own product, was complemented with a chapter on brand loyalty as to determine the causes of 

consumer allegiance towards a brand. By investigating and addressing specific elements within 

specific steps of the revised PCM, the paper can determine where the majority of microbrew 

consumers are to be found and thus, through theoretical fundamentals, contemplate further 

considerations for moving (mainly) the majority of consumers closer to the outcome of allegiance.  

 

Ultimately, insights to brand equity were offered and how it as a manifestation of the 

aforementioned decision types, communication strategies, and loyalty types will evolve according 

to the brand strategy. Hereby, through an application onto the Fur-brand and the analysis of the 

current state, suggestions and recommendations will seek to promote a positive movement of 

consumer mindsets and thus take a more hands-on approach in augmenting brand responses and 

thus the brand relationship.  
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THE DANISH MICROBREW INDUSTRY 

In this part of the paper the Danish microbrewery industry will be assessed in terms of market 

definition, characteristics of the market and the general marketing paradigm to shed light upon the 

prevailing market constituents. Additionally, Fur Bryghus will be described and their market 

strategy assessed as to arrive at an understanding of what lies to ground for their current status. 

Thus, a necessary understanding will be obtained of the market in which the communication efforts 

are sought to be enhanced. Both in general, as well as, more specifically for Fur, which in turn 

argues for the emphasis upon the market strategy of Fur, as to understand the current assumptions 

and strategies being employed, which thereby lie to ground for the current brand equity.  

8 THE MARKET 

The market of interest to the paper has been set forth as that of the Danish microbreweries. 

Analyzing this in terms of definition, important market drivers, marketing paradigms, and major 

competitors to Fur (and Fur itself) will aid in the comprehension of the basis upon which the 

microbreweries brand themselves. 

8.1 MARKET ANALYSIS 

In this section the competitive situation prevailing in the Danish microbrewery market will be 

described via size and growth trends, rivalry, cost structure, distribution systems, market trends and 

key success factors as to arrive at an understanding of what characteristics that pervade the market 

(Aaker, 2005; 80).  

In terms of size and growth Danish microbreweries have experienced explosive growth rates 

throughout the last decade. However, as these have tailed off lately, industry commentators suggest 

that sales volume growth prospects for microbreweries now lie below 10% per annum given that the 

competitive landscape for microbreweries quickly has matured and, to a certain degree, supply is 

beginning to exceed demand (Euromonitor, 2009). 

Thus, competition has become fierce on the Danish microbrewery market and many breweries have 

been forced to capitulate and close. The economic downturn and the following change in 

consumption patterns struck both large and small microbreweries, as it started in mid 2008. 

However, despite of this development new microbreweries are still being established; e.g. in 2009 

12 microbreweries were closed but simultaneously 12 new opened (Per Steen Nielsen, 2010).  
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Overall, premium sales continue to drive total Danish beer sales, as Denmark has undergone a “beer 

revolution” with countless numbers of microbreweries popping up across the market (Euromonitor, 

2009). However, Per Steen Nielsen of the Danish brewery association note that “the current amount 

of 120 breweries, as per June 2010, is likely to decrease, but given the characteristics of the market 

the decrease is not estimated to be below hundred”. This notion is supported by trade commentators 

that believe that many microbreweries will struggle to remain profitable and this should result in a 

reduction in the number of market players (Euromonitor, 2009).  

 

One of the factors that may lie to ground for above estimate is that the microbrewery industry keeps 

gaining marketshare from the standard beer market – a share that since 2003 has increased with 

700% so that microbreweries as of 2009 now sell 3,5 % of the total amount of beer sold in Denmark 

(Bryggeriforeningen, 2010).
1
 As such, the recent growth in demand for microbrew have aided in 

keeping the number of competitors on the microbrew market relatively stable despite of the many 

breweries that are forced to close. 

Additionally, this trend in development highlights a really interesting achievement of the industry; 

for the first time Danish microbreweries account for a larger marketshare than that of foreign 

(imported) beer. Even more so, this is interesting as the microbreweries have continued to grow 

their marketshare in a market (the Danish beer market) that since 2000 have decreased with 24% in 

terms of sales volume (ibid). As such, it might seem that microbrew, opposed to mainstream brew, 

has thrived from and adopted to the changes in consumption patterns (amongst others, the demand 

for premium goods have increased and alcohol consumption per capita has changed from 10 liters 

in 1995 to 8,3 liters in 2009), as well as, it has been able to adopt to the competition with wine. 

 

Diagram 8.1 – Sales share of imported beer and microbreweries (in %) (Bryggeriforeningen 2010). 

                                                           
1
 http://www.business.dk/foedevarer/danskere-vilde-med-specialoel  

(On-trade) 

(Off-trade) 
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There is an intense rivalry within the industry as the majority of the breweries compete for the same 

(niche) target group and distribution channels, while threats from potential entrants are high, as new 

competitors arrive at a monthly basis due to low entry barriers. Additionally, in terms of 

substitutions, the rivalry is primarily being spurred by the fierce competition from wine, while new 

competitors continue to emerge – the recent introduction of premium alcoholic cider being the most 

prominent of these. In July, it has furthermore been put forward by Bryggeriforeningen that wine-

consumption (43,3%) has now overtaken beer-consumption (39,8%) on the national market and as 

such puts further pressure on the already strained microbrew industry – “a change starting already 

in 2007, but now cannot be explained by any statistical errors or incertainties”.
 2

 

These factors cause a great amount of rivalry between the microbreweries in terms of obtaining the 

profitable B2B customers and keeping these. To support the notion of high rivalry it can be noted, 

that the Danish Competition Authority in 2006 removed the beer industry from the list of markets 

with lacking competition after years of dominance by Carlsberg and Royal Unibrew.
3
  

The increased competition can also be seen in the prices of beer in general (i.e. not just microbrew) 

as the beer price index recently has had a lower rate of growth than the consumer index 

(Bryggeriforemingen, 2010). The initial decrease of the beer price index around year 2001 can 

likely be attributed to a decreasing demand for alcohol in general and an increase in demand for 

wine (as supported by the above consumption pattern). Following this development the index rose 

again after a couple of years of recession and did so around the time that microbrew started to pose 

a serious threat on the beer market and grew their market share, thereby driving the price index up 

being a premium product. 

 

Diagram 8.2 – Development of consumer and beer price index in Denmark (I.Y = 1996) (Bryggeriforeningen 2010) 

                                                           
2
 http://bryggeriforeningen.dk/default.asp?pid=191&visnyhed=349  

3
 http://www.dev-bryggeriforeningen.dk/default.asp?pid=289 

Consumer Price 

Index 

Beer Price Index 
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With regards to the cost structure, the major cost for a microbrewery in the production stage is to be 

found in the fabrication process, i.e. the time it takes to make the beer and the required machinery 

(Aaker, 2005; 89). The key success factors of a microbrewery are very well connected with this, as 

the fabrication determines the taste of the beer, while the actual geographic location of the 

production facility have an impact on distribution costs and thereby distribution opportunities, as 

well as, it is likely to affect the benefits used in the positioning of the brand.  

 

Focusing on enhancing the distribution system may be a way to counter the costs found in the 

production stage. These systems rely on distribution through on- and off-trade, but a few of the 

bigger microbreweries such as GourmetBryggeriet and Nørrebro Bryghus also utilize their 

homepage as an alternative distribution channel, as you can buy their products online. 

Future on-trade sales for microbrews are likely to be concentrated in players’ own on-trade outlets, 

so-called “Brew-Pubs” (Euromonitor, 2009). This is supported by Per Steen Nielsen 

(Bryggeriforeningen, 2010) who notes that one of the major trends in the market is for 

microbreweries to open their own restaurant, or vice versa, as to obtain a relatively low-cost 

distribution channel that they fully control. Such initiatives may very well come as a somewhat 

forced reply to the distribution system which is largely controlled by the major beer companies of 

Carlsberg and Royal Unibrew, as they also have the licenses to distribute respectively the Coca 

Cola Company and the Pepsi Co products in addition to their own portfolio.  

 

Thus, microbreweries suffer from an asymmetric bargaining relationship with the majority of their 

sales channels as these hold a better bargaining position. Such poor bargaining relationships 

typically stem from microbreweries being small in size compared to the distribution channels, i.e. 

Dansk Supermarked and COOP, and having the products of a specific microbrewery on the shelves 

is typically of less importance to the off-trade, than it is for that specific microbrewery.  

The on-trade is the smaller distribution channel as this account for 23%, but opposite to the off-

trade, hotels, restaurants, etc. generally tend to only have one supplier of beverages (ibid). As such, 

microbreweries may find themselves in a poor bargaining situation with the on-trade, as with the 

off-trade, as they tend to lack a wide selection in the portfolio they offer in terms of soda and more 

standard beers and thus it may be relatively hard to become a supplier to the on-trade when facing 

competition from bigger companies with bigger portfolios. However, it is accepted that draught 

beer sales is an area in which microbreweries may become more price competitive in the on-trade 
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and be able to compete against more established breweries and thus target the general on-trade 

(Euromonitor, 2009). 

 

Additionally, trends on the product side have throughout recent years given rise to beers that focus 

on contemporary social values. Nørrebro Bryghus have launched a CO2 neutral beer, many 

microbreweries have produced beers with organic ingredients, and the microbrewery Ørbæk have 

decided to solely produce organic beers and complement this by other organic products. This trend 

is very contemporary in nature, but also a symbol of an increasing need to differentiate on a 

microbrewery market that is becoming clustered with brands that all claim superior quality and 

craftsmanship. Thus, being able to detect changes in consumption trends, cultural values and 

consumer groupings is an important area of focus in order to differentiate your offerings and 

thereby sustain and enhance your position in the market. An example of such an option is the 

growing supply of cider as an alcoholic beverage – a product that primarily is being offered by 

larger breweries. Utilizing a similar approach as that of competing on the beer market with premium 

microbrew against more standard brew, microbreweries could potentially diversify their portfolio 

and offer premium cider (an option that however is outside the scope of this paper).   

 

The key success factors governing the Danish microbrewery industry have implicitly been touched 

upon in this brief section on market characteristics. Undoubtedly, great taste and superior quality of 

the beer are pivotal variables, but given that this is claimed by all competitors this is a strategic 

necessity (at the least claim wise), rather than a strategic strength (Aaker, 2005; 91). Strategic 

strengths can on the other hand be found in e.g. the distribution agreements that a given 

microbrewery hold as to reach as many of the target group as possible, while doing so at a minimal 

cost. Thus, a successful microbrewery needs to emphasize several business areas and make sure to 

exploit the potential key success factors and thereby potentially obtain a strategic strength. 

One of the areas that may function as a strategic strength, but so far is unsuccessfully addressed by 

microbreweries today is that of obtaining a unique positioning for the respective brand. On a market 

that is increasingly being crowded with products that all claim superior quality there is a definite 

need to be able to obtain and utilize points of differentiation – undoubtedly, this is a (future) 

strategic strength.  
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8.2 MARKETING PARADIGM  

For microbreweries, the main part of their marketing efforts is not conducted via utilization of 

several media channels. The main reason being, that the marketing budget is too small for large 

scale campaigns and that the funds available are directed at more simple, and somewhat necessary, 

initiatives such as exposure in off-trade circulars. In fact, the only branding initiative undertaken by 

the breweries in focus that can be considered relatively large is done by GourmetBryggeriet. 

Throughout recent years the microbrewery has been the main sponsor of the Danish soccer club 

Frem Boldklub from Valby. 

As such, when regarding the communication undertaken by the companies that aid in the branding 

of their products, a holistic approach is necessary in order to grasp all the (potential) communication 

vehicles that may aid in the positioning of the brand. Thus, product appearance as seen through 

labels, circulars, homepages, social media groups, etc. needs to be considered. 

 

 

Image 8.1 – Beer labels for six major Danish microbreweries 

 

Given the relatively similar marketing budgets and plans that Danish microbreweries have and 

employ, the branding of their products becomes all the more important. For that reason the basis of 

the positioning should be scrutinized in terms of establishing the correct points of differentiation 

(POD) and points of parity (POP) associations (Keller, 208; 107). 

 

By assessing the six mentioned microbreweries via their websites and products it was found that 

these utilize quite similar benefits to establish POP’s and POD’s – in relation to these it is worth 

noticing that below table display the POP’s and POD’s as they are considered by the brewery, not 

the consumer.  
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Brewery Point of Differentiation Points of Parity 

    Category POP's Competitive POP's 

Svaneke Bryghus   Quality claim Region of Bornholm 

      Unfiltered 

Thisted Bryghus   Quality claim Since 1902 

      Region of northern jutland 

Ørbæk Bryggeri 100% organic products Quality claim Since 1906 

      Also whisky, snaps and soda 

Nørrebro Bryghus   Quality claim Food 

      Renowned restaurant 

Fur Bryghus Characteristic water filtered 

through unique underground 

Quality Claim Region of Fur 

GourmetBryggeriet Frem Boldklub Quality claim "Øl, mad og mennesker" 

      Food 

Table 8.1 – 6 Danish microbreweries, their PODs and POPs 

 

In terms of POP’s these need consideration on the basis of category points of parity and competitive 

points of parity (Keller, 208; 109). Necessary conditions for brand choice, i.e. category points of 

parity, are well defined in the general marketing paradigm of the Danish microbreweries; given the 

nature of microbreweries, it is not surprising that all claim their product to hold high quality 

obtained through craftsmanship and as such, this characteristic benefit becomes a category POP 

(Percy & Elliot, 2009; 182). Curiosa is that all products of above breweries are sold in brown glass 

bottles of varying size and as such, it could be argued that this type of container is a category POP, 

opposed to e.g. green glass bottles which typically are used for mass produced beer. 

While all claim the same category POP, the competitive POP’s vary in terms of the associations 

being employed to negate the competitor’s potential points of difference (Keller, 2009; 109). Many 

utilize their geographical heritage as an attribute, while Thisted Bryghus and Ørbæk also 

communicate another attribute as a benefit, namely the year they were founded. Obviously it can be 

argued that the geographical heritage is unique based on the respective location. However, given 

that many use geographical location as an attribute a local affiliation is not unique, as many hold 

such an affiliation. Thereby it is used to negate similar benefits rather than being applied in a unique 

manner. 

 

Another interesting competitive POP to be found is the slogan utilized by GourmetBryggeriet. By 

addressing that their beer should be consumed in a social context and preferably with food through 
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the payoff “Beer, food, and people” (Øl, mad og mennesker) they have made a range of positive 

emotions and characteristics associated with their brand. This may very well have been a POD a 

few years ago, but with the growing number of brewpubs and the marketing strategy of addressing 

microbrew in the context of food, as e.g. Nørrebro Bryghus do, this have instead become a 

competitive POP. 

    

As for the identified points of differentiation, few attributes or/and benefits that consumers strongly 

associate with the brand, positively evaluate, and believe they could not find to the same extent with 

a competitive brand are found (Keller, 2008; 107) – primarily the latter is scarce as many attributes 

and/or benefits are found amongst many of the brands. The endorsement made by 

GourmetBryggeriet of Frem Boldklub is however one of these. By becoming the main sponsor of a 

sport brand they have obtained unique associations that they can leverage in the positioning of their 

brand. Such associations may very well manifest themselves as emotions that may serve as a strong 

benefit within part of their target group. 

Ørbæk on the other hand have obtained a POD that as an attribute have helped them obtain a unique 

position in the market place through their focus on organic ingredients. Although, that position is 

vulnerable as it is not sustainable (organic ingredients are easily copied), it for the time being 

differentiates them from their competitors.  

Fur Bryghus have also focused on an attribute aiding in the pursuit of a strong positioning, but 

theirs is however more sustainable as it is the water only to found on Fur. It is recognized that 

whether the water makes for a better beer is subjective and thus, this could be deemed a 

characteristic as taste is quite subjective. Even more so, it could also be argued that while the water 

might be a unique ingredient, it still serves the overall claim of superior quality that is employed by 

all breweries as a category POP. 

 

Throughout this chapter it has been highlighted that Danish microbreweries face similar challenges 

in relation to their marketing plans; small budgets, similar channels of communication and similar 

positioning strategies that all make up for variables that need to be accounted for when deciding 

upon the future communication strategy. Undoubtedly, it is somewhat of a paradox that the claim of 

unique quality, and thereby the search for a unique position in the market place, has led to a market 

in which the Danish microbreweries basically are centrally positioned (Percy & Elliot, 2009) – with 
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the possible exception of Ørbæk. Thus, arguably, the recommendations to be given should aid 

obtaining a superior benefit claim or/and provide measures as to differentiate a microbrew brand. 

9 FUR BRYGHUS ApS 

This chapter takes a descriptive stance to Fur Bryghus in terms of a company description which 

focuses upon history, portfolio and how Fur themselves regard the market in which they compete. 

Additionally, the market strategy of Fur will be addressed with emphasis on their communication 

strategy given the focus of the paper. 

9.1 COMPANY DESCRIPTION  

In 1997, when the old quarry facility of diatomite and siliceous sedimentary underground and its 

surrounding area on Fur had been standing unattended for 15 years, the foundation for Fur Bryghus 

was bought by local business tycoon Mogens Fog, who started restoring the structure. In early 

2003, Mogens and his wife, Mildred, decided to commence the adventure of a local microbrewery – 

although not aware of the market trend of microbreweries, Mogens was however observant of the 

microbrew-culture as being something special and unique. 

In present day, these initiatives have lead the brewery (and thus the island) being nationally 

recognized for its beer as well as the brewery (and the company owned Restaurant Bryghuset) that 

is visited by more than 30.000 guests each year, who take the trip to Fur Island for tours, 

gastronomical experiences, and microbrew. 

The current prime activities for the company lie within production and sale of beer and restaurant 

management. The production itself is stated to yearly be of 400.000 liters – an amount that currently 

can be expanded to 500.000 liters. At present Fur holds a product portfolio containing a “special 

beer” series which includes ten regular products (although the organic lager is to be discontinued) 

with the top-sellers of Ale, Bock, and Renæssance, two seasonal beers (Easter Brew and Christmas 

Brew), and one limited supplied product (Barley Wine). Additionally, market demand has driven 

the inception of the Vulcano-series including a regular Pilsner, a Classic pilsner and an Easter 

Brew. This series has been created in order to meet consumers’ general demand for more 

mainstream beer and simultaneously enhance the likelihood of supplying restaurants that typically 

primarily serve pilsner, rather than only microbrew.  
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Furs primary competitors are: Nørrebro Bryghus (Copenhagen), Svaneke Bryghus (Bornholm), 

Ørbæk Bryggeri (Funen), Thisted Bryghus (Thisted), and GourmetBryggeriet (Roskilde). This gives 

way to indicate that Fur’s current aim is to become a select beer-brand nationwide. It is likewise 

highlighted by the company itself that wine is the ultimate competitor for the product category as a 

whole and as such, their end-goal is not only to gain market-share held by microbreweries, but also 

by wine brands (Per Kristensen, 2010). In terms of how to compete nationally, both with 

microbreweries and wine brands, Fur have chosen to rely on relatively traditional values, which 

they also consider to be governing the prevailing trends on the market; good service to their B2B-

customers, as well as, enduring quality in their products to the end consumers (Kristensen, 2010).. 

Relative to the rather generic values Fur emphasize, they have assumed a broad market approach 

that targets consumers in the age group of 30 years or more and primarily male (Kristensen, 2010). 

Hereby, the company seeks to limit discrimination and allow for broader and quicker assimilation in 

the national market – targeting (albeit primarily male) potential buyers with sufficient income and 

interest in the microbrew category. This is also seen through the distribution strategy that is 

spanning countrywide by retail-chain driven off-trade sales – Dansk Supermarked, Coop, and 

Løvbjerg – rather than the on-trade. 

 

In relation, retail stores take between a 20-30 yield of the price of a Fur microbrew, which in turn is 

fixed at an amount of DKK 35 (for the Fur special beer series) – a price that is relatively congruent 

with the prices of the microbrew offered by their competitors.  

9.2 MARKETING STRATEGY 

The main channels utilized to advertise for and build the Fur brand are circulars from the retail-

chains, B2B-magazines such as FoodExpo Magazine, as well as, in-store activities including direct 

contact through tasting booths at select stores. Furthermore, they undertake activities with the main 

emphasis on their brewpub and have done this via TV-spots on a local network (TV-MidtVest) and 

small adverts in local newspapers. The marketing activities account for 5-10 percent of the yearly 

turnover, with approximately two-thirds financing the circular-advertising (Kristensen, 2010). 

The packaging of beer lends itself to communication and Fur utilize their bottles by having the label 

for each individual brew of the special beer-series highlight a prehistoric remain that has been found 

in the diatomite underground on the island – with the only exception being the Steam Beer, which 

has the image of a steam-locomotive that was used during the time when the factory was operating. 

E.g. the Barley Wine incorporates the image of a skull of a giant tortoise that was found on the 
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island; the Renæssance beer shows the image of snail-fossils more than 55 million years old, etc. In 

relation, Kristensen (2010) of Fur Bryghus however states that they via their label-imagery attempt 

only to communicate about the water and not the island of Fur itself. 

Fur believe to be bringing relatively well-known products to market in which perceived to offer 

quality and taste that go hand-in-hand, with consumers wanting to introduce friends and family to 

the Fur portfolio (identity). Ultimately, Fur desire to become the brand of choice when guests and 

visitors both in private and in public social settings seek to indulge in and engage with a brand 

symbolizing good service, natural raw materials and continued quality (profile). In relation, a 

discrepancy in brand perception might exist when comparing the two aforementioned views, as 

perceived by Fur, to the perception of the microbrew consumers (image). These different views are 

those of profile (how the brand ideally should be perceived), image (how the brand is seen and 

perceived by consumers), and identity (how the brand is perceived by the parent organization) 

(Larsson 2001: 96). As profile and identity are the two corporate views of the three, Fur have 

claimed to be eager to learn about their image – something which the project will touch further 

upon as this will allow for an insight into how to improve the brand equity. 

 

Ultimately, Furs drive towards delivering a versatile brand that will be the brand of choice for many 

microbrew consumers, illustrates a need for focusing on and excelling in many points of the 

consumer-brand-relationship. This focal point is what has spurred the following part of the thesis, 

which will walk through and cover a number of hypotheses derived from both the combined 

conceptual framework and the Danish microbrewery industry, which in turn has lead to the creation 

of a questionnaire seeking to answer these hypotheses. Via validation or falsification, the project 

aims to obtain knowledge on how to better brand microbrew, and more specifically how to improve 

the brand equity of Fur.  
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Analysis 

By analyzing the data gathered through the survey, the paper seeks to identify an array of pivotal 

challenges and opportunities of interest to companies in the microbrewery industry. A number of 

hypotheses are put forth to test the understanding of the variables governing consumer perception 

and behavior within the microbrew category. Furthermore, the manner in which the survey was 

conducted will be assessed, as well as, the survey and the replies to the questions will be presented 

and elaborated upon in terms of their respective purpose. Hereafter a chapter on the implications of 

the data is presented in which opportunities and challenges are formulated and highlighted as to 

identify areas that microbreweries need to address and thus, ultimately, the hypotheses will be 

assessed on the basis of these implications upon which the recommendations to the Danish 

microbreweries in general, as well as, Fur are to be made. 

10 CONSUMER INSIGHTS 

This chapter will develop on the theory and secondary data that the paper has offered so far by 

making a range of overriding hypotheses that by either falsification or validation will provide 

insights to be used in the marketing of microbrew. 

10.1 HYPOTHESES  

The paper identified four different distinct types of decision making processes consumers may 

undertake before selecting a brand – processes that are affected by a wide range of variables.  

The paper does however find that one decision type in particular seems to fit the microbrew 

consumers – namely that of limited decision making. This assumption is based upon the perception 

that microbrew is not connected with high financial risk and as such does not carry high 

importance, which hereby argues for a low involvement. Furthermore, due to the many types and 

brands of microbrews, consumers engage themselves sufficiently to deviate from a habitual 

behavioral pattern, which, in turn, argues for an active decision making taking place. Thereby, 

leading to below hypothesis: 

H1: The decision process that microbrew consumers undergo is typically one involving limited 

decision making 
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Due to the difficulty of communicating to a specific target group, it becomes important to select the 

proper communication strategy and thus the correct brand attitude strategy for delivering messages.  

As seen above, the level of involvement is assumed to be low and simultaneously, microbrew is not 

believed to help solve a problem such as thirst, as soft-drinks might do, but rather the purpose 

encouraging microbrew purchase is perceived to be the provision of satisfaction in the form of a 

quality beverage offering (tasty) enjoyment. Thus, leading to the following hypothesis: 

H2: the attitude of microbrew consumers towards a brand is founded upon low involvement and 

positive motivations. 

 

In relation to the presented revised psychological continuum model (and thus the perceived level of 

loyalty), it is believed that microbrew consumers predominantly are to be found at the second stage 

– the attraction stage – as, it is contemplated that:  

H3: Microbrew consumers will typically have formed a limited attitude towards a brand and use it 

to fulfill social and individual needs, without having an attachment to it. 

 

Given the aforementioned hypothesis it is implicitly acknowledged that microbrew consumers are 

not considered to be a target group that easily lend themselves to the creation and sustainability of 

strong brand equity. In relation to the CBBE pyramid it is assumed that the strength of the brand 

relationship of the case company, Fur Bryghus, is relatively low and that this lie to ground for 

incongruence between the identity and the image of the brewery, respectively the perception of the 

brand as held by Fur Bryghus and the perception held by the consumers. 

H4: The identification of the average microbrew consumer with the Fur brand is low and Fur 

Bryghus have a misperception of this. 

 

The descriptive approach of the market offered insights into a relatively homogenous market, 

gaining an increasing foothold due to its growing popularity, but however being influenced by 

fierce competition amongst microbreweries and competition from outside forces – especially wine. 

Thus, it is believed that the microbrew category is well defined in the mind of the consumer in 

terms of consumption and usage situations, and thus the category need, and that microbrew a result 

is in a somewhat direct competition with wine given its similar benefits. 

H5: Microbrew is consumed in a wide array of occasions, which the consumer is aware of, and 

furthermore considers the product a valid substitute for wine 
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Given the many microbrews to choose from, and the many different brands, it is hypothesized that 

consumers will have a somewhat generic set of values which they quickly can base their purchase 

decision on. As the off-trade selection (brands offered) is perceived to typically be wide, it is likely 

that there are a vast number of microbrews that; 1) have been tried before (and stored in memory in 

terms of the level of satisfaction), 2) have been tried (but the consumer is unable to recall the 

experience), and finally, 3) have not been tried. When faced with this situation the consumer will 

scan the offered brands and brews and do so within a limited time frame, relative to their assumed 

limited decision making, and thus a set of values by which the decision is based upon is likely to 

come into play. Therefore, it is contemplated that; 

H6: Generic values of evaluation that are important to the majority of microbrew consumers are 

thought to be found as these will be needed when evaluating the available microbrew products in 

the off-trade. 

 

The hypotheses that have been presented serve as to touch upon areas of interest in relation to 

decision making, communicating to microbrew consumers, consumer behavior and loyalty, as well 

as, the brand equity of Fur Bryghus. By their assessment, these hypotheses will enable a deduction 

of an array of challenges and opportunities for Danish microbreweries and Fur in specific, while 

providing the foundation for the recommendations to be offered.    

10.2 SCHEME 

In order for the survey to analyze each of the four academic pillars, the questionnaire construction 

was initialized through each element separately. Hereafter, questions were compared and analyzed 

to identify potential overlaps and deciphered if questions could answer multiple areas within and 

across the individual pillars as well as determining if the questions actually investigated what was 

sought. Following, it was decided for the survey to utilize a method of firstly inquiring into the most 

general questions leading towards more specific questions in the end, as to build on a continuous 

increasing level of specificity. This was done through posing highly general consumer-behavior 

questions within the microbrew market. Moving forward in the questionnaire, the respondents’ path 

was narrowed and ultimately questions concerning only one brand namely, Fur Bryghus, were 

posed. This type of scheme has likewise allowed for the questionnaire to sort respondents in terms 

of their engagement on the microbrew arena; two questions (Q2/3 and Q26) were respectively used 

to determine whether or not answers would generate enough credible data in general and in relation 
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to Fur-products, which then resulted in respondents to be excluded from the following questions if 

they gave certain pre-determined answers. It should likewise be noted that the questionnaire was 

constructed on the basis of specific theory, thus rendering questions and certain answers theory-

specific. The outcome may be biased, but nevertheless deemed highly useful for the purposes 

sought.  

10.3 CONDUCTING THE FIELD RESEARCH 

Pilot-testing was conducted prior to the release of the questionnaire. Five relatives and friends were 

asked to answer the questionnaire and also to write down any comments and thoughts they might 

have about the questionnaire as a whole, the individual questions, the layout, the language, etc. 

Hereby, obtaining an acceptable standardized language, layout, as well as remaining true to its 

purpose of investigating the current consumer feelings and opinions on the Danish microbrewery 

market. The questionnaire was posted Thursday 24/06-2010 and was ended Sunday 08/08-2010. In 

order to primarily reach respondents of interest, the survey was posted on the following basis: 

Main webpage Groups / Forums Members (at the time of use) 

www.facebook.com Fur Bryghus 995 

 Nørrebro Bryghus 456 

 Svaneke Bryghus Gi os mer! 289 

 Thisted Bryghus  2426 

 Gourmetbryggeriet As (not reached) N/A 

 Danske Ølentusiaster 1664 

 Estwine 2907 

www.cbs.dk Mail from the MCM Secretariat (mass mailing lists) 

www.ale.dk Danske Ølentusiaster 9225 

www.ibm.dk IBM Klubben (Øl-sektionen) 174 

Personal networks Reached via e-mail 343 

Table 10.1 - Channels used for the Survey 

 

The above list was chosen on the basis of obtaining the vastest reach within the target group (not 

based on amount of members) and hereby achieving a high response-rate. Although this objective 

might not have been achieved, it is however deemed that the responses received are from people 

who have an interest in microbrew, also given how the survey segmented the respondents in relation 

to this, thus leaving the answers of a high quality. It should be recognized that members of one 

group might be members of other groups contacted, hereby decreasing the total amount of 

individuals potentially reached. 



55 

 

 

As the selection of specific groups on certain general websites will exclude the possibility of 

answers from non-members, allowing for equal opportunity to answer amongst the members, the 

survey was also posted on non-member mandatory forums and on the profiles of the authors on 

facebook as to enhance the likelihood of reaching potential respondents. In addition to the 

respondents reached through various forums, data was also gathered through personal networks by 

emailing the survey to friends, colleagues and family. Compiled, responses looked the following: 

Response overview  Amount 

Total amount of clicks  260 

Commenced surveys  225 

Response rate  86,5% 

Total amount answering the survey (excluding questions relating to Fur)  102 

Total amount answering the entire survey (including Fur questions)  89 

Total drop-outs throughout the survey  43 

Total amount eliminated by survey due to low microbrew consumption  80 
Table 10.2 – Response overview 

10.4 CRITIQUE 

Certain elements of critique must be highlighted relative to the validity and reliability of the survey: 

Timing and representation of the questionnaire: it should be emphasized that posting the survey 

during summer vacation-period somewhat reasons the relatively low amount of responses received 

– being that the potential amount respondents possible surpasses 15.000, it is recognized by the 

authors that the amount of responses is far from representative – both on a microbrew-consumer 

level as well as a national level. Furthermore, as there is no consensus on the ideal demographic 

profile of a microbrew consumer the demographic data on respondents have not been compared 

with such a measure. Given that the paper gathered data via non-probability sampling, via 

convenience sampling and purposive sampling, the data is prone to contain bias and is not weighted 

to adjust for different amount of respondents obtained through diverse channels. 

However, a certain level of representation is expected to have been achieved, given the wide 

demographic profile of the respondents that practically relate to all applied demographic variables 

and as such, the survey seem to have been distributed well without, however, being able to reach a 

satisfactory amount of respondents. 

 

Type of questionnaire: The ideal type of questionnaire was found to be that of an electronic survey, 

as to enable a wide reach through electronic distribution. Even though all questions in the survey 
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have been deemed relevant by the authors and that a lower amount of questions would have been 

insufficient given the purpose of the paper, it seems that respondents felt overwhelmed whilst 

answering the questionnaire. It is estimated that the pilot-testing was unable to reveal this due to a 

higher degree of commitment by the tested respondents and as such, the questionnaire was unable to 

maintain the interest of the respondents when posted, which in turn also has contributed to the level 

of responses. Such deficiency could potentially have been avoided (to a limited extent) had the 

questionnaire been available for a longer period, in that potential and willing respondents would 

have had more time to find a chance to respond. Lastly, it is recognized that a questionnaire 

containing 38 questions with duration of 10-15 minutes demands high involvement from the 

respondents to have the motivation to complete the questionnaire – an issue that was attempted to 

be overcome by offering two prizes to be won through random selection (Fur Bryghus agreed to 

sponsor the questionnaire).  

 

Type of respondent: being that an estimated majority of the respondents were reached through 

facebook and general forums that are geared towards certain brands, it is believed that the survey 

has reached a rather specific type of microbrew consumer – namely, one that has a deeper affiliation 

with the product category (and thus more prone to have deeper-rooted opinions and attitudes) than 

the average retail-microbrew consumer. It is however not expected that the quality of the responses 

is lessened due to this bias. Nonetheless, the authors attempt to adjust for such potential bias where 

appropriate and possible. An arguable antidote for such narrowly defined consumer could 

potentially be to undertake further investigations and surveys of the consumer on-site at nationwide 

retailers – a process demanding a higher resource-allocation than the authors were able adhere to. 

10.5 RESULTS 

In this section the results obtained through the survey are shown and each question will be 

presented via diagrams and a small purposive description. The results are presented here, as the 

implications and recommendations to be derived thereof often make use of several questions in one 

discussion and due to that the results from any given question are applied several times. 

The following walkthrough is seen in relation to each of the four academic fields, hereby not in the 

order to which the respondents answered. This is done to more easily represent the elements in the 

order they will be assessed in the following chapter, where they will be analyzed. Albeit the below 

questions are applicable to more than one element, the primary aim with the question is utilized 
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when describing each. Please observe that no question 1 exists as the software-program used to 

create the questionnaire used this space for an introduction to the questionnaire. 

 

Question 2 and 3: Background information (demographics) on the respondents. 

Respondents overview (Question 2 and 3 included)   

Respondents by Gender Male 78% 

 Female 22% 
   

Respondents by Geography Nordjylland 3% 

 Midtjylland 26% 

 Sønderjylland 7% 

 (Jylland total 36%) 

 Fyn 2% 

 Sjælland 17% 

 Hovedstaden (including Bornholm) 45% 

 (Sjælland total 62%) 

 Total 100% 
   

Respondents by Education Student 12% 

 Skilled (Faglært) 22% 

 Continued education 

(Videregående uddannelse) 

31% 

 Further continued education 

(Længere videregående uddannelse) 

31% 

 Other (Andet) 4% 
   

Respondents by Age 15-19 0% 

 20-29 37% 

 30-39 16% 

 40-49 21% 

 50-59 20% 

 60-69 6% 

 70 + 0% 

   

Respondents by consumption frequency 4-7 times per week 15% 

 1-3 times per week 36% 

 1-3 times per month 0% 

 1-5 times per 6 months 22% 

 More seldom 17% 

 Never 10% 
 

Utilized predominantly as a demographic indicator, question 1 sought to give an image of the 

respondents through five different categories. This further allows for, as will be seen, a cross-



58 

 

comparison of the “average” microbrew consumer, the perceived microbrew consumer, and the 

“actual” microbrew consumer (the “average” and “actual” as deducted from this survey). 

10.5.1 Consumer Decision Making 

Question 7: Do you normally purchase microbrew at the same retailer? 

 

The question sought to investigate the level of habit a consumer puts into microbrew purchases, 

hereby saying that if a consumer does not normally purchase microbrew at the same retailer, it is 

expected that a certain amount of decision making must take place in that new brands are 

encountered (with respect to “same retailer” also meaning different stores). 

 

Question 8: Do you consider going to another retailer if you are not satisfied with the selection 

where you are? 

 

This question is a further investigation into the habitual pattern of consumer, in that it seeks to 

determine if consumers are basing the selection of their product / brand on store selection or 

actually judge the offered brands and hereby make a decision based on this judgment (thus, active 

decision making). 

 

Question 9: Which statement most precisely describes the way you most often select microbrew? 

 

To make a more specific estimation of whether selection is based on brand recall, brand recognition 

or trial, this question highlighted the three “options” and hereby asked the consumer to identify with 

13,5% 86,5%100,0%
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89,4% 10,6%100,0%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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No

12,6% 34,0% 53,4%100,0%

0% 20% 40% 60% 80% 100%

I decide which microbrew to purchase before I 

arrive at the retailer

I most often choose microbrew I recognize when 

I am at the retailer

I most often choose a microbrew I have not 

tried/cannot remember the taste of
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one of the three. This would further add to knowledge on the matter of whether consumers are 

driven by habitual or experiential patterns in their decision making. 

 

Question 10: Which statement most precisely fits how you select microbrew brand(s) at the 

retailer? 

 

This question follows question 9 and digs deeper into the potential level of trial, in that it seeks to 

determine how strong trial-potential is. This in turn assist in determining if brand loyalty or limited 

decision making is most prominent within the microbrew consumer segment.  

 

Question 11: In average, how much time do you think you spend selecting microbrew at the store? 

To broadly determine the level of 

involvement, the consumers were 

asked to identify the amount of time 

in relation to purchase. It was hereby 

postulated that the less time spent with 

selecting microbrew the less the 

involvement is with the category 

(either high or low). 

 

 

 

 

19%

3%

4%

74%

I randomly choose one or more brands

I specifically choose the same brand every 

time

I normally choose brands that I have tried 

before

I normally mix unknown brands with brands 

I have tried before

6%

60%

23%

11% 0-1 minute (short time)

1-5 minutes (medium 

time)

6-9 minutes (long time)

10 minutes or longer 

(very long time)
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Question 13: Is price a factor when you are selecting microbrew? 

 

In order to determine whether price is a factor of loyalty the paper asked respondents to describe the 

level of influence of price on purchase. It was perceived that the less influence price has on 

purchase: the less risk is connected with the product, the more products can be accessed (price is not 

a restriction); and, thus, the more variety seeking and experimentation is expected to occur. 

 

Question 20: Are you interested in microbrew and do you seek information about this? 

 

As the decision making process is affected by the level of involvement, this question sought to 

determine if there were signs of either situational involvement or enduring involvement (seen in 

relation with question 11). Due to the respondents-source, it is deemed to show a certain degree of 

bias in that it does not account for the average Danish microbrew consumer – thus, actual the level 

of information seeking is estimated to be lower than indicated above. 

10.5.2 Communication 

Question 6: Write down your 3 primary reasons for purchasing microbrew. 

 

In order to determine whether motivation for microbrew purchase and consumption stemmed from 

positive or negative streams, this question asked respondents to qualitatively verbalize the driving 

24,5% 60,8% 14,7%100,0%

0% 20% 40% 60% 80% 100%

Price has great influence

Price has a minor influence

Price very seldom has influence

74,5% 25,5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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forces behind their purchases. Hereby, through categorization performed by the authors, it was 

possible to determine general “areas” of drive and if these were of a positive or negative nature. 

 

Question 12: Describe how relevant each of the following statements is for the communication of 

microbrew when you are to choose at the retailer. 

 

This question was grounded in the adapted Expectancy Value Model in order to determine consumer 

attitude towards “variables” that currently are applied by the market in general, thus also Fur 

Bryghus. In order to observe the held sentiments, consumers were asked to rate each statement by 

the relevance-scale and hereby stating what microbrew is expected to deliver on and communicate. 

 

Question 18: Do you believe that microbrew, in general, can be served with food equally to wine. 

 

With Fur Bryghus’ statement on wine being a competitor, respondents were asked to determine if 

they believed that microbrew is able to compete with wine in its (estimated) primary usage 

situation. Thus, the primary objective of the question is to determine whether or not the category 

need should be communicated. It is estimated that the higher the level of respondents accepting 
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microbrew as a equal opponent to wine, the more established (part of) the product category is in the 

mind of the consumers, and thus, the lesser the need for communicating category need. 

 

Question 19: How often do you make the choice between microbrew and wine for a specific event? 

Elaborating further on (and arguably, adding to) 

the findings of question 18, this question likewise 

set the competitive scene for the consumer and 

thus allows for a deciphering of whether or not 

category need should be a communication 

objective. It is believed that the more often 

consumers contemplate the two categories, the 

lesser the requirement for communicating 

category need. 

10.5.3 Loyalty 

Question 14: In relation to the following situations, how often do you consume microbrew? 

 

5,9% 8,8% 8,8% 5,9% 3,9%
10,8%

15,7%

49,0%
35,3%

30,4%

15,7%

2,0%

35,3%

50,0%

38,2%

40,2%

32,4%

28,4%

13,7%

45,1%

26,5%

6,9%
13,7%

12,7%

22,5%

37,3%

8,8% 3,9%
2,0%

15,7%
27,5%

43,1%

3,9%

0,0%

10,0%

20,0%

30,0%

40,0%

50,0%

60,0%

70,0%

80,0%

90,0%

100,0%

1: With snacks 

or foods in 

private (at 

your place or 

at others 

places)

2: In 

connection 

with parties 

and sociale 

get-togethers 

/ 

arrangements

3: Without 

other people 

drinking with 

you (infront of 

the fireplace, 

TV, etc.)

4: An 

enjoyment 

used as a 

reward (for 

example after 

moving the 

lawn)

5: After 

physical 

exercise (for 

instance after 

a soccer-

match)

6: At 

restaurants

7: At bars

Every time Often Sometimes Seldom Never

5%

16%

40%

29%

10%
Every time

Often

Sometimes

Rarely

Never



63 

 

Focusing on indications for a general consumption-pattern, this question seeks to further illuminate 

the consumer in relation to the revised psychological continuum model (predominantly the 

attraction process). Furthermore, indication towards a general microbrew-consumption, assumes 

that this to a certain extent also is applicable to Fur Bryghus as part of the product category. 

 

Question 15: How much influence does your social circle have on your selection of microbrew? 

 

In order to observe the level of potential meaningful psychological connection a consumer might 

have with a brand, this question set out to determine whether consumers are being influenced by 

their peers and, as such, it is estimated that the higher degree of influence, the more user profiles 

need be considered. 

 

Question 16: Do you like sharing / introducing microbrew to your friends / family? 

 

This question was utilized in order to observe the level of attraction present on the microbrew 

market, and as such it was estimated that the higher the amount of respondents promoting 

microbrew to their peers and family, the higher the degree of attraction is towards the product 

category amongst those individuals. 

 

Question 17: Do you like using microbrew as a topic of discussion? 

 

Supporting the investigation on the level of attraction, this question delved into whether or not the 

product category, as such, is perceived to be of interest (potentially even outside its usage 
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situations). It is estimated that the higher the level of acceptance for microbrew as a topic of 

discussion, the higher the level of attraction. 

 

Question 21: Do you share information and your opinions about microbrew in clubs / beer-forums? 

 

Supporting questions 16 and 17, this question also focuses on the active behavior of the consumer. 

The question also focuses on the level of attraction of the product category, but likewise 

investigates if consumers are prone to take further steps to interact with the category – as such, if 

the product category aids in fulfilling social utility needs. As previously stated, it is expected that 

the respondents are more engaged than the actual average Danish microbrew consumer and as such 

this question is expected to be somewhat biased as the actual average consumer is less engaged.  

 

Question 22: Which is your preferred Danish microbrewery? 

 

This question focused on the border between the attraction and the attachment process in that 

respondents were asked to identify if they had one or more preferred microbreweries or none at all. 

The authors postulate that respondents who have one (1) preferred microbrewery exude elements of 

attachment, whereas respondents who have several preferred microbrewery remain closer to the 

attraction process in that no one microbrewery has, for the respondents, been able to fulfill all 

subjective requirements they have for a microbrew product. Lastly, users with no preferred 

microbrewery are likely to be found in the awareness process. 
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Question 23: Do you believe that you can find the same quality and experience with another 

microbrewery that your own? 

 

By subjecting respondents to such a question, the paper is allowed to actually test its assumption in 

relation to question 22. Question 23 investigates whether the previous assumed attachment-like 

answer also entails forms of exclusive loyalty. The higher the level of consumers responding 

positively (“yes”) to this question, the less any level of innate loyalty. This in turn would also argue 

for a possibility of substitutability present and this hereby lay ground for any potential variety 

seeking-behavior. 

 

Question 24: With 3 of the following, please describe why this is / these are your preferred 

microbreweries. 

 

This question was used as a simple elaboration of question 22, in that it sought to make respondents 

verbalize why they had preference to one or more microbreweries. As a bonus feature, it also served 

as to cooperate with question 12 and thus highlight more general points of interest (benefits) in 

relation to how the market appreciates these. 
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Question 26: Are you familiar with these microbreweries and have you tasted their products? 

 

Utilized as a filter as to recognize Fur consumers, and hereby disregarding any non-Fur consumers, 

this question primarily served the paper in recognizing the level of aided brand awareness and trial, 

hereby laying the ground for both the Revised Psychological Continuum Model, as well as, the 

Consumer Based Brand Equity Pyramid, as both rely on initial brand awareness. 

10.5.4 Costumer Based Brand Equity 

Question 4: Write the names of Danish microbreweries that you are familiar with. 

 

In order to observe the level of unaided brand awareness, the respondents were asked to list (up to 

eight) Danish microbreweries each. Without any further introduction, it therefore stands to reason 

that the more times a brand were named, the better the recall and top-of-mind awareness. The 

diagram shows the main competitors of Fur and their top-of-mind awareness-ranking. 
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Question 5: Which microbrewery is behind each of the 6 products shown in the images? 

 

In order to observe brand recognition, respondents were asked to identify (in writing) six images of 

products of which the brand name had been removed (as opposed to only showing brand names, 

which would result in, supposedly, the same result as question 26). This hereby allowed the authors 

to observe the level of brand recognition without any direct aid, through the primary 

communication vehicle – the bottle with labels. It is postulated that the higher the degree of correct 

answers, the higher the degree of brand recognition. Furthermore, the responses are likewise 

expected to reflect the importance between brand and visual content as well as the importance of 

recognition across product portfolio.  

 

Question 27: How often do you purchase products from Fur Bryghus? 

 

In order for brands to be able to boast of a positive (arguably, high) attachment or allegiance and 

brand equity a behavioral loyalty or active engagement must occur from the consumer’s side. In 

order to determine a potential frequency of this, consumers were therefore asked to identify their 

purchase regularity (predominantly in relation to one of the factors in the brand meaning). 
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Question 28: Where do you purchase products from Fur Bryghus? 

 

To observe the purchase situations of respondents in relation to Fur, a stance was taken in the on-

trade versus off-trade scene of the industry in order to determine where respondents contemplate 

this brand. It must here be recognized that the responses are by default relative to supply within 

each category – a factor the question in itself is not able to measure (although it is perceived that 

this could be supported by question 27). 

 

Question 29: With 3 words, describe your own experience with Fur. 

 

It was deemed necessary to obtain qualitative input on consumer experience, as a quantitative 

would not be able to achieve a fulfilling image of what each consumer had experienced. Therefore, 

this question is able to determine experiences and thus allow for a more qualitative representation 

on brand meaning. 
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Question 30: Do you believe that the product portfolio of Fur Bryghus can satisfy your needs and 

wants in relation to microbrew? 

 

A relatively extreme question seeking to determine an overall perception of the product portfolio of 

Fur. The respondents were shown an image of the entire portfolio, and hereby asked to indicate 

whether they believed that one brand, Fur Bryghus, can fulfill all needs and wants held by the 

respective consumer. Ultimately, what this question can lead to is the indication of a broad product 

portfolio potentially being able to add to the strengthening of a total brand perception. Noteworthy, 

is however that an unspecified amount of the respondents might have been unaware of the entire 

portfolio of the brand and thus, in a possible surprise, might have answered “yes”. 

 

Question 31: To what extent do you believe that Fur Bryghus’ product portfolio delivers quality in 

relation to other Danish microbreweries? 

 

In order to observe the perception of quality (and thus focusing on brand responses) this question 

asked the respondents to indicate their perception of this element. It should probably be considered 

that this is one single element in the brand judgment element and as such not holistic and, 

furthermore, a certain level of bias might have been enforced since the respondents have merely 

seen an image of the portfolio (question 30). 
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Question 32: Are you familiar with anything special about the water Fur’s beers are brewed with? 

 

To study the primary ingredient of Fur Bryghus (the water) this question asked into the knowledge 

of this and investigated whether those believing to know it actually could name why. 

 

Question 33: Which of the following 5 words do you associate with the shown labels? 
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In order to observe the current perception of the primary communication vehicle (the products) this 

question allowed the paper to determine how these are observed and thus, ultimately, the 

associations that respondents have towards the Fur brand. Specifically, this question assists in 

evaluating the style and design of the products, which in turn relates to the overall perception of 

brand performance. For a more simplified investigation, the word-selection could have been limited 

to 3 (or even only 1), however some associations might thus have been lost which would give a less 

correct image of the overall respondent perception. 

 

Question 34+35: What do you believe the typical Fur-consumer characteristics are? 

Respondents perceptions on the typical Fur-consumer Percentage 

Gender Male 97% 

Geography Nordjylland 59% 

Education Continued education (Videregående uddannelse) 45% 

Age 40-49 43% 

This question sought, as its primary objective, to observe whether there was congruence between 

the perceived Fur-consumer (highlighted) and the actual Fur-consumer (also defined by this 

questionnaire).  

 

Question 36: Which price-range do you believe Fur microbrew is in? 

 

In order to get an indication on the price-perception respondents were asked to identify the range to 

which they believed Fur’s product portfolio belongs. Such a question would reveal if there is any 

discrepancy of the de facto-price and the perception held by respondents outside the point of 

purchase. 
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Question 37: Are you a member of Fur Bryghus’ facebook fan-page and do you visit online sites 

where the brand is highlighted? 

 

Again, an active brand loyalty and allegiance demands an active engagement from the consumer – 

an element this question set out to investigate. As online social networks are gaining more and more 

ground (as well as an estimated large part of the respondents came from facebook) it was of interest 

to see if there was any affiliation with the brand on such levels, thus answering a deeper-rooted 

question: does the brand lend itself to a sense of community? 

 

Question 38: Is Fur a brand you would like to buy more often and / or get to know better? 

 

Lastly, and somewhat in projection of the question 37, this question highlights and asks whether 

respondents have a high or low level of attitude of further interaction with the brand (attitudinal 

attachment) and thus allows for the authors to observe primary sentiments in the consumer-brand 

relationship. It should be noted that respondents replying “no” might already be engaged in a high 

attitude relationship to the brand and simply is satisfied with this – as such, the replies being 

somewhat eschewed and thus biased. 
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11 IMPLICATIONS 

This chapter is dedicated to the analysis of the data gathered and thus the opportunities and 

challenges that can be found for a microbrewery by applying the chosen theoretical frameworks to 

the findings of the survey. 

11.1 DECISION PARADIGM FOR MICROBREW CONSUMERS 

Below, the survey will be put in relation to the decision making process by determining which of 

these the microbrew-consumer will undergo, in order to conclude upon the quadrant prevailing the 

microbrew-consumer’s decision making process. 

11.1.1 Motivation and Perception of the Individual Consumer 

Through question 6 and 24 it was revealed that motivation within the microbrew category belonged 

both to the intrinsic and extrinsic factors in that both taste and variation were highlighted. This 

indicates that consumers “utilize” the element of eustress, which is the enjoyment of the activity 

(consumption) itself. Furthermore, question 16 indicated that some type of group affiliation 

(alternatively, group creation) and family / peer relation is sought from the use of microbrew as 

95% of the respondents like to share microbrew with friends and family. This notion is further 

strengthened by question 17, as 77% of the respondents like using microbrew as a topic of 

discussion – something also leading to the motivation of escape and stimulation. Likewise, 

questions 20 and 21 confirmed that general interest in the category exists, which, through 

interaction with others (in forums and clubs) facilitates (to different degrees) several of both the 

intrinsic and extrinsic (predominantly the latter) motivational elements. 

 

What becomes evident in relation to how consumers perceive the microbrew-category is that the 

subjective sensory elements assert themselves as powerful influencers. Through the survey, it was 

made clear that taste, variation and experience are by far the most outspoken reasons for 

respondents engaging in microbrew (see question 6). It therefore is recognized that microbrew-

products and the selection of these are highly affected by the consumer’s expected sentiments in 

relation to the product consumption. Question 24 furthermore highlights that consumers (also in 

relation to taste) logically make selections based on the product portfolio (the wider the product 

portfolio, the higher the opportunity for a brewery to satisfy the needs and wants of consumers) and 

the brewing-method which also has an effect on the taste of the final product. 
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By observing the microbrew consumer through such important factors as motivation and 

perception, two specific traits can be identified: (1) the average microbrew consumer does not only 

find motivation within few, specific motivators – both intrinsic and extrinsic drivers of consumption 

psychologically defines and affect the end user and will, in turn, vary in relation to the individual 

consumer - therefore, the more motivators a microbrewery and its products can touch the better; 

and, (2) consumers are highly controlled by the sensory elements due to the fact that microbrews 

often are judged by their cover (labels and containers). Being such a subjectively perceived product, 

microbrews must appeal to several sensory elements – not only the individuals’ taste buds. 

11.1.2 Decision Making versus Habit 

The amount of time spent at the retailer in relation to the choosing of microbrew indicates that there 

is a limited information-search due to the fact that 60% of the respondents take between 1-5 minutes 

in order to decide on which microbrew(s) to choose (see question 11). Furthermore, question 8 

highlights that the majority of consumers are willing to engage in a cross-retailer-spanning search 

for the microbrew they desire / need (be it type, brand, etc.), since merely 11% of all respondents 

choose to let the retailer’s selection define their choice. The other 89% commit to actually partaking 

in some type of decision making in that, if they are not satisfied with the selection the retailer has to 

offer, they will visit another. Such store switching may occur due to consumers may have had 

unsatisfactory experiences with (or have unsatisfactory perceptions of) the microbrews offered at 

the given store and therefore will not subject themselves to any potential “bad” or insufficient 

experience (again). Ultimately, it must be highlighted that 74% of the respondents, grounded in 

question 10, actively select brands they have not tried before (combined with brands they have 

tried) and 19% select brands through some random and vicarious order.  

As a result, it is found that since 87% of the respondents indicate that they do not purchase 

microbrew at the same retailer (see question 7) and that 89% of all respondents are willing to switch 

store if the selection is not deemed satisfactory, decisions are not based on habitual patterns, but 

involve some type of actual decision making. This, in turn, is supported by the desire from the 

majority of respondents to satisfy their two main reasons for purchasing microbrew, namely taste 

and variation (see question 6) – a desire which is harder to fulfill if routine based decision making is 

driving consumer behavior. 
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11.1.3 Level of Involvement 

For microbrew consumers the level of involvement can be determined from factors predominantly 

“belonging” to the point of sale, as this is where decision making in the majority of times occur of 

(see question 9 – 87% of all respondents decide upon microbrew-brands while they are at the store). 

The survey indicates that the involvement-level needed from the consumer is limited in that 

question 10, as stated above, identified that almost three in four respondents mix unknown brands 

with known brands which indicates that a low level of risk is connected with the product category, 

which highlights willingness from the consumer-side to experiment with the unknown. Question 11, 

complementarily and in relation to a low level of risk connected with the product, confirms that 

little information is sought at the point of purchase (the main point of interest since this is where the 

majority of decision making takes place – 87% of the respondents decide on brand selection at the 

retailer) where 60% spend 1-5 minutes in average. Thus, given that consumers often find 

themselves switching between known and unknown brands, and their related portfolio of products, 

the low involvement in the category is deemed to be driven by consumption that involves a 

relatively low level of risk, both financially, as well as, psychologically. 

11.1.4 Decision Making for Microbrew Consumers 

It is therefore found that since consumers engage in a low-involvement, low-risk decision making 

processes, they conform to the quadrant of limited decision making, which leads them to rely on 

predominantly passive learning and a hierarchy of effects that proceeds through beliefs (the 

cognitive element), to the behavioral (conative) element, ending up with and evaluation (the 

affective element). 

The knowledge-base for microbrew consumers (and hereby, limited decision making) is defined 

through question 16, which indicates that the wide “use” of consumers telling friends and peers 

about and introducing them to microbrew underlines that the most dominant type of learning 

amongst microbrew consumers is passive learning – knowledge and attitude is created on the basis 

of information pushed towards the majority as opposed to being actively sought. 

Likewise, at the point of sale, consumers settle for the information given by the labels, given the 

large amount of decisions made at the store, and therefore base their selection on the product 

description. It is deducted from the responses of question 10 that since attitudes and expectations 

are formed through product observation, a set of beliefs are made before any behavior occurs (only 

19% of the respondents identify themselves through a hierarchy of effects that disregards beliefs 

and solely acts on behavior). Once 74% of the respondents have adequately scanned and analyzed 
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the product selection at the retailer they are able to move on to the behavioral element (where their 

variety seeking kicks in and they mix untried products with known) and make their purchase, which 

is then evaluated when consumed. Questions 6 and 24 identified that the main reasons for 

microbrew consumption and favored microbrewery stemmed from taste (hereby also including 

brewing method), variation, and product portfolio – elements that are commonly described on the 

labels of the products, which allows for sufficient “belief-creation” at the point of purchase and 

hereby quickly allowing the consumer to move on to the behavioral step.  

 

Conclusively, it hereby becomes clear that the decision making process consumers go through is 

one of limited decision making, as; they actively decide if the selection offered at a given store is 

sufficient; the information given at the store is sufficient to base a decision; consumers make use of 

a hierarchy of effects that is grounded in the cognitive (beliefs) element and how well they perceive 

a brand or product fulfill their needs and wants, which results in a purchase decision (the behavioral 

element), which in turn is followed by a evaluation of the product (the affective element); and 

finally, as a willingness to try new products (variety and novelty seeking) including unknown 

brands (alone or together with known) from a product category in which other familiar brands are 

present in the given store, since the products carry little financial, social, and functional risk (points 

that can also be deducted from question 13 as price affects 76% to a little or lesser extent in the 

purchase situation).  

11.2 COMMUNICATING MICROBREW 

Microbreweries typically do not have a marketing budget that lends itself to campaigns across mass 

media channels. However, this does not make a well founded communication strategy less relevant 

as communicating about ones microbrew brand(s) can be done, and to a large degree always is, 

through a number of channels (e.g. circulars, merchandise, labels, festival stands, social media, 

etc.). Thus, microbreweries still need to consider whether the chosen communication strategy is 

congruent with how the target group should be addressed as these channels combined make up for a 

platform of a relative wide reach that communicates their brand – a communication that in turn need 

be enhanced by an understanding of the target group.  
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11.2.1 Communication Objectives 

As it is only an objective to communicate category need when it is preferable to remind of the need 

for the products in the category, or to establish a need, the paper set out to investigate whether 

category need should be a communication objective for microbrew communication.  

Question 14 investigated seven potential consumption situations for microbrew and out of those 

only two stood out as not being a typical consumption situation; utilizing microbrew as a personal 

reward and drinking it after physical activity. None the less, 50% of the respondents as a minimum 

still utilized microbrew as a personal reward from time to time. Thus leading to the conclusion that 

microbrew, although within the specified situations, appears to have an established need that can be 

compared to that of mainstream pilsner – except for situations that calls for a more thirst quenching 

alcoholic beverage, as e.g. after physical activity, which pilsner can be sad to be on the basis of a 

comparison to microbrew. 

 

Having established an array of consumption situations for microbrew it was considered relevant to 

estimate the category need as based upon its strongest substitute outside the beer category, namely 

wine (see question 18), as to assess whether the category need was lacking when being compared in 

the mindset of the consumer. Doing so, it was revealed that 83 % of the respondents considered 

microbrew a beverage to be served with food on equal terms as wine. Additionally, 61% said that 

when in need of an alcohol beverage for an occasion they found themselves choosing between 

microbrew and wine (see question 19) – simultaneously the remaining 39% did not indicate whether 

they choose wine or microbrew seldom, merely that they did not choose between these often. Based 

upon these findings it is found that microbrew is considered a valid substitute for wine as 

consumers regard it to be able to fulfill the same function as wine.  

Thus, based upon the range of likely consumption situations for microbrew, as well as, its well-

established position as a substitute to wine it is concluded that category need for microbrew is well 

founded in the consumer mindset and as such, category need should not be an objective when 

communicating microbrew. 

 

A message can either seek to make the consumer act immediately upon the message, thereby 

making it a promotion, but the function of a message can also be to help form positive intentions to 

buy the brand, and thus not immediately. The difference amongst these two approaches to 

communicating ones brand leads to the last potential objective that the survey set out to assess in 
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terms of the importance of including it in the communication strategy, namely brand purchase 

intention. The elusiveness of such an inquiry is somewhat apparent, as it is not ideal to make a 

general recommendation for an industry with multiple brands in terms of whether or not to 

emphasize brand purchase intention. However, as the paper have concluded that the microbrew 

brands in the market have similar associations it stands to reason that many microbreweries need to 

emphasize brand attitude and awareness and thus, it is found interesting to investigate whether there 

also is a general need for brand purchase intentions to be generated as based upon the detected 

consumer behavior and perceptions as found in the survey. 

 

It was found that 89 % of the respondents would consider going to another store if they were not 

content with the selection offered at the current location (see question 8). To be willing to undertake 

such a behavior indicates that consumers do not choose based upon the brews available, but upon 

whether they are content with the selection and the potential incentives given – the latter arguably 

increasing the likelihood of retaining the customer at the current store. A somewhat paradoxical 

finding in relation to the proneness of switching stores is one which highlights that 95 % of the 

respondents believe that they can find a quality in multiple brews that is equal to that which they 

find in their favorite(s) (see question 23). As such, although consumers might switch stores if they 

are not content with the selection, this is not likely to be based upon a favorite brewery and as such, 

consumers will be willing to try other (new) brews if “persuaded” by the selection at the store and 

the incentives offered. Finally, an additional finding that opts for in-store incentives is the finding 

that only 13 % decides upon which microbrew to buy before arriving at the retailer (see question 9). 

Thus it stands to reason, that incentives at the store increase the likelihood of the consumer 

selecting a particular brew all else being equal. 

 

As for price sensitivity, 24 % considered price to be of great influence (see question 13), while the 

rest considered it be a minor influence at best when it came to selecting microbrew. As such only a 

rough quarter of the target group can be said to be explicitly price sensitive, but in relation to price 

one must also keep in mind that microbrews compete on a promise of premium quality, a promise 

that amongst others is argued for by a high price. As such, a difference of a few crowns between 

different brews might not make a big difference in the mind of the consumer in terms of evaluating 

the quality of the product – or the desire to buy it, but arguably too big a difference is likely to cause 

quality-related considerations. Thus, it can be argued that when applying price as a brand purchase 
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intention driver it should not be done via a “cheapest microbrew” claim, rather via limited time only 

price-off reductions for a set quantity of the same microbrew or microbrew from the same brand. 

Based upon the findings in relation to where the purchase decision takes place, loyalty towards a 

single brewery, the proneness to switch stores, as well as, price sensitiveness, it is concluded that 

brand purchase intention can be applied as a primary objective for communicating of microbrew. 

However, given the need of enhanced brand attitude and awareness within the microbrew category, 

the finding does not support brand purchase intention to always be an objective, but rather it should 

utilized as a tool that, from time to time, is adopted to enhance the communication platform when 

not simultaneously trying to actively enhance or defend the brand image as primary objective. 

11.2.2 Brand Attitude Strategy 

It has been determined that microbrew consumers find little risk in engaging with the product 

category which in turn reasons the low level of involvement. As such it remains to investigate 

which brand attitude strategy to undertake – a task that is aided by identifying whether microbrew is 

driven by positive or negative motivation. 

Being a beverage the obvious potential problem microbrew could address was to quench thirst. 

However, considering the price range that microbrew is found in it stands to reason that the product 

does not appeal to consumers seeking to merely quench their thirst. Furthermore, given the analysis 

of the POD’s and POP’s of microbreweries on the Danish market it was found that a common 

denominator was the claim of quality. What the quality claim in turn is to substantiate about the 

microbrew can be found by looking at the reasons for why consumers drink the beverage 

microbrew. In the survey the respondents were asked about their three primary reasons for 

purchasing microbrew (question 6) and all of the 102 respondents replied with “taste”, while 96,2% 

of all, gave a reason that can be said to exist to stem from the realm of “experience”. Arguably, with 

the emphasis upon these reasons, it stands to reason that the motive for purchasing microbrew is of 

a positive nature as it provides the consumer with a quality beverage that lends itself to a good 

drinking experience that allows the user to explore exiting tastes. 

Thus, it can be concluded that the brand attitude strategy to be applied by microbreweries is one that 

takes the low involvement of the target group into consideration, as well as, that microbrew is 

bought and consumed as based upon a positive motivation. As such, the brand attitude strategy to 

apply is that of a low-involvement transformational. 
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11.2.3 Benefit Driven Positioning 

Data has been gathered upon which benefits that are valued by microbrew consumers in terms of 

the generic benefits that are applied within the category. Considering the benefits that consumers 

value the most when at the store, the data lends itself to a range of conclusions as illustrated by 

figure 11.1 and as indicated below.  

A key benefit is said to be that the product signals good taste and quality (see question 6), thereby 

implicitly giving a promise to the consumer of delivering a good experience (see question 12). This 

is the broadest of the variables making up for the various benefits, and ranked the second most 

important, while the remaining variables support the claim and promise of “the good experience” by 

other focus areas. One of these is the potential presence of a special ingredient in the brew and by 

this it can be concluded that if present it should be highlighted as an extra argument for why the 

brew is special – i.e. do not save a surprise in the brew, make it known. Label-wise it seems that 

consumers are not under the assumption that microbrew (although brewing being old tradition) is 

best brewed by old (looking) companies. As such, vivid and appealing labels are preferred 

compared to classic labels – hereby indicating that standing out might trump traditional values. 

Unsurprisingly, consumers value information on the taste the most. They want to know about it and 

the color of the brew as to decide upon whether to choose it. However, this is not given particularly 

much more importance than the promise of quality and enjoyment so arguably these most go hand 

in hand – and the consumer must believe this.  

 

It seems that information on what food and snacks that might accompany the beer the best is not 

valued that much by the consumers and they instead rely on information on taste and experience, 

thereby emphasizing that the brew in itself should encompass enough quality to be selected (see 

question 12). Relatively surprising when considered the importance of the local region for many 

microbreweries, the history of the brewery and its region is deemed to have little importance for the 

consumers (see question 12). Arguably, these are interesting benefits to utilize to brand a 

microbrewery, but based upon the data it seems that these are complimentary benefits, rather than 

important ones – i.e. competitive POP’s rather than POD’s, which was also assumed in the chapter 

on the market. Finally, the portfolio of the brewery is of importance, although not one of the most 

important. Addressing this, without overestimating its importance, could be done via an emphasis 

upon ease of recognizing all the products as belonging to the portfolio of the given microbrewery. 



 

These notions on which benefits that are important when selecting microbrewery are found to be 

congruent with the arguments the respondents have given as to why they have a preference for a 

particular brewery (see question 24). When asked about this “taste” and “a good product portfolio” 

stood out as the primary reasons for having that particular bre

reasons that arguably relate well to how consumers evaluated the importance of the benefits 

displayed via the bottle in the store.

 

Based upon the evaluation of the benefits in the survey it is possible to determine whi

the most by consumers and thus, which importance weights (ai) that should be emphasized when 

forming the communication done via the microbrew bottle. 

A pattern thus emerges in terms of benefits to emphasize (obviously these should be conside

relation to the given product) – as based upon the scale used to rate the given benefits; 0, 1 and 3. 

As such, there should be made a subjective claim about delivering taste and quality (c), if any 

special ingredient is utilized it should be highlig

of being able to provide the consumer with a good experience (e), the microbrewery should make it 

easy to identify the microbrews belonging to their portfolio (a), and finally the aforementioned 

should be communicated via appealing labels rather than classical ones (e).

Diagram 11.1 – Importance of benefits when selecting microbrew in the store

These notions on which benefits that are important when selecting microbrewery are found to be 

ongruent with the arguments the respondents have given as to why they have a preference for a 

particular brewery (see question 24). When asked about this “taste” and “a good product portfolio” 

stood out as the primary reasons for having that particular brewery as their favorite and these are 

reasons that arguably relate well to how consumers evaluated the importance of the benefits 

displayed via the bottle in the store. 

Based upon the evaluation of the benefits in the survey it is possible to determine whi

the most by consumers and thus, which importance weights (ai) that should be emphasized when 

forming the communication done via the microbrew bottle.  

A pattern thus emerges in terms of benefits to emphasize (obviously these should be conside

as based upon the scale used to rate the given benefits; 0, 1 and 3. 

As such, there should be made a subjective claim about delivering taste and quality (c), if any 

special ingredient is utilized it should be highlighted (a), the microbrew should make an impression 

of being able to provide the consumer with a good experience (e), the microbrewery should make it 

easy to identify the microbrews belonging to their portfolio (a), and finally the aforementioned 

ommunicated via appealing labels rather than classical ones (e). 
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11.3 LOYALTY DEGREE OF MICROBREW CONSUMERS 

Working with and understanding loyalty amongst consumer segments is a complementary approach 

to succeeding in the two aforementioned areas and as such, the paper have collected data on loyalty 

as to understand the degree of loyalty of the average microbrew consumer and thus, which loyalty 

level in the revised PCM that prevails in the microbrew industry. 

Thus, data will be assessed on a level by level basis as to learn about the loyalty that a given 

microbrewery can expect their general target group to hold all else being equal a hereby, partly, 

base a strategy upon this. 

 

Showing traits of level 1 outcomes the consumer will be in a process of awareness, thus being 

aware of a brand’s existence, but without grounded interest in following that particular brand. To 

test whether the extrinsic aspects, knowledge and the realization of the level 1 outcome are present, 

data, as based upon the six microbreweries (competitors) seen in chapter eight, is applied. 

 Product Awareness and Trial Awareness Product Trial 

Brand Unaided Aided Yes 

Svaneke 28,7% 78,4% 76,5% 

Thisted Bryghus 7,8% 89,2% 82,4% 

Ørbæk 22,5% 79,4% 74,5% 

Nørrebro Bryghus 45,0% 90,2% 90,2% 

Fur Bryghus 26,4% 89,2% 87,3% 

GourmetBryggeriet 21,7% 88,2% 87,3% 

Table 11.1 – Data on six microbreweries and their degree of awareness (questions 4 and 26). 

 

The percentages displayed in table represent the degree to which the respondents could name one of 

the six microbreweries without aid (see question 4), the degree to which they admit to know of them 

when seeing the name and the degree to which they have tried their products (see question 26). 

 

Question 4 furthermore revealed that, at least one fifth of the respondents named the chosen 

microbreweries without aid. When aided, the percentages rose markedly and only close to a fifth 

had not heard of all breweries. Simultaneously, the numbers revealed an astoundingly high rate of 

trial, as close to everyone having heard of a brewery also claimed trial of their products.  
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Arguably, these numbers reveal a very high degree of aided awareness of the microbreweries 

competing in the market and thus it can be generally concluded that microbrew consumers as a 

minimum experience level 1 outcomes as seen through the revised PCM.  

When consumers show traits of a distinct interest or initial attitude formation towards one or more 

brands, and use this/these to fulfill social and individual needs, they (as a minimum) are found in 

the attraction process and experience the level 2 outcomes of loyalty. 

 

Based upon the data gathered it becomes evident that microbrew for many consumers is a product 

that is a part of social occasions and thus fulfill a purpose when consumed, as it is a natural part of 

evenings with snacks and food, and other social gatherings at bars, restaurants, etc., as the majority 

of the respondents claim to use microbrew in such a manner (see question 14). That the majority of 

the respondents claimed to enjoy sharing microbrew with other and introducing them to new 

microbrew further substantiates the notion of the social utility achieved by sharing the experience of 

consuming quality beer (see question 16). Furthermore, the liking of introducing friends and family 

to types of microbrew substantiates the presence of social situational factors, as consumers may act 

as ambassadors by encouraging others to undertake trail of one or more brands. 

Additionally, 77 % claim to like using microbrew as a topic of conversation, thereby highlighting 

the social functions it serves and that e.g. either talking about a microbrew or experiencing that your 

guests enjoy the brew being served, fulfill the dispositional need of belonging and social interaction 

(see questions 17 and 21). Simultaneously, microbrew is used by half the respondents as a reward to 

oneself after undertaking a certain task, while 72 % take pleasure in drinking a microbrew alone and 

enjoy its taste and character. Thereby, hedonic motives are present as a driver of consumption, as 

individuals take pleasure in enjoying a microbrew alone and to do so in the company of others. 

 

Of the respondents 69% said to have at least one preferred brewery, which in itself supports the 

notion of a high ratio of consumers to be found in the attraction process as a minimum, and when 

arguing as for why these breweries were preferred the respondents revealed the typical reasons as to 

why they have started to form an attitude towards these brands and thus a liking for them (see 

question 22). The overriding argument for why a given microbrewery was preferred was 

unsurprisingly taste. As trivial as this may seem, it none the less marks a connection between the 

consumer and the brand as the consumer find that the brand can fulfill his or her needs and thereby 

agree to their perception of quality. On a similar note two thirds of the respondents stated the 
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product portfolio as a reason for preferring a given microbrewery, thereby again admitting to 

trusting the brand to be able to live up to its promise of quality. As for reasons that were more 

explicitly tied to the consumers’ personality and were frequently named as arguments, were those of 

brewing method and region of the brewery, thus fulfilling a psychological need in terms of e.g. 

having the same values (region-wise) and respectively being able to claim agreement to the 

knowledge of how to produce quality beer via the brewing method (see question 24).   

Based upon the findings that have been highlighted in relation to the process of attraction it is found 

that the majority of microbrew consumers do undergo the attraction process and as many as 69% 

have explicitly stated that they have one or a few preferred brands (see question 22) that are utilized 

and consumed as to fulfill and achieve level 2 based outcomes such as social needs and the resulting 

psychological satisfaction that is derived thereof. However, having concluded this, the next step 

becomes to determine whether the attraction towards a select or a few brands can be seen to have 

evolved into an attachment.  

 

For a consumer to experience the attachment process the individual need to have formed a 

meaningful psychological connection with a brand that makes it hard to substitute, offers a strong 

attitude towards it and identification with the brand and its values.  

As previously have been touched upon, 87% of the respondents do not exercise store loyalty as they 

do not go to the same retailer when buying microbrew see question 7). The variety in purchase 

behaviour stands to argue for consumers being exposed to different microbrew brands per store and 

an increasing number of different brands as store behaviour is not consistent. Simultaneously, it is 

worth noticing that only 13 % percent decide upon which microbrew to buy before arriving at the 

store, which argues for a low degree of top of mind awareness of their preferred brand, should they 

have one (see question 9). Combined these two points argue for an attitude towards the given brand 

that is not strong, as the consumer is not purposely planning to buy it nor acting to do so.    

The aforementioned can be said to show traits of low ideal attachment to the preferred brand(s), that 

the consumers none the less are attracted to as shown in previous section, and the low degree of 

attachment is further highlighted when considering substitutability. An amazing high 95 % believe 

that they can find the same quality and experience with another microbrewery than their preferred 

and as such, it stands to reason that the majority of the respondents do not have a psychological 

connection to their preferred brand that make it non substitutable (see question 23). 
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Conversely, 22% of the respondents of the respondents stated that they had a single preferred 

microbrewery, and named it, and thereby showing an outspoken attachment. This stands in 

juxtaposition to above notions and given the substitutability of the preferred brand, it must be 

assumed that naming a preferred microbrewery does not automatically imply strong attachment.  

Therefore, it is found that the majority of the respondents are found to be attracted to one or several 

brands, while some of these are likely to show traits of attachment without displaying the outcomes 

of such loyalty. Thus, it is concluded that the respondents in the survey primarily are undergoing the 

attraction process and experience the outcomes of this as found in level 2 of the revised PCM. As 

such, a handling of the ultimate state of loyalty, allegiance and the outcomes of this, hereby 

projecting on the subject, will not be assessed. Rather, emphasis will from hereon be placed on 

utilizing the knowledge about the attraction process and how to strengthen this process and 

ultimately ensure a progression towards to the attachment process, as well as, generating an 

enhanced process towards those stages by addressing the awareness process. 

11.4 CURRENT BRAND EQUITY OF FUR BRYGHUS 

In order to touch upon the associations currently connected with Fur Bryghus, the Consumer Based 

Brand Equity Pyramid lays the foundation for the mapping of consumer sentiments. Divided into 

the hierarchical method of the model the following walkthrough allows for analyzing, measuring 

and improving brand equity. 

11.4.1 Brand Identity 

Through the survey, unaided brand recall was measured and revealed that just above a fourth of the 

respondents recalled Fur Bryghus through top-of-mind awareness (see question 4). In addition, the 

respondents were asked to observe the labels of the six breweries, where the name of each brewery 

had been erased, as to achieve a measure on “unaided recognition”. This was done due to the 

assumption that, in a market flooded with products from approximately 100 microbreweries, each 

brewery must, apart from producing products appealing to the taste and variation (in terms of 

novelty and innovation) of consumers, stand out visually due to the majority of decision making 

processes taking place at the store – 87% of the respondents selecting products when at the retailer 

(see question 9). It can thus be concluded (as was seen in 11.3 on awareness and trial) that labels are 

far from satisfactory in terms of creating sufficient high recollection between brand and visual 

content, which thereby leads to a lacking recognition in purchase situations.  
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It hereby comes forth that the brand identity of Fur Bryghus is acceptable as based upon aided 

awareness (depth), but when observing unaided recall (depth) and label-recognition (breadth) (see 

table 11.1 above) of the brand, it becomes clear that it does not possess the abilities of a relatively 

salient brand which is illustrated by the low unaided brand awareness of 26,4%. 

11.4.2 Brand Meaning 

Brand Performance 

The survey demonstrates that brand performance, in terms of quality of the products within the 

portfolio (and hereby the portfolio put in relation to those of other Danish microbreweries when 

displayed to the respondents), is rather well-regarded due to 33% of the respondents viewing Fur to 

deliver better or a lot better quality than the market, compared to 3% believing that Fur deliver 

worse or a lot worse quality than the average brewery (see question 31). Such a percentage hereby 

indicates that Fur Bryghus is perceived to deliver high level products – at least outside the point of 

purchase. Furthermore, when asked to determine the primary ingredient (the POD of Fur), question 

32 asked respondents to determine their level of familiarity with this. Only 49% of the respondents 

said yes to knowing there was something particularly special about the water at Fur. More 

alarmingly, only 65,9% of these 49% were able to articulate the water is filtered through the many 

layers of diatoms and volcanic ash for thousands of years (which lets the water absorb natural 

minerals and salts). This indicates that even though communicated on the labels, Fur Bryghus must 

come across with their POD in a much more clear and memorable way than they do currently, as 

only 32% of all respondents claim to know of it while also being able to identify it. This does, 

however, not indicate a lessening in the holistic perception of the product, but it does define that a 

lack of memorability of the primary ingredient (the POD) is present – a fact that indicates that the 

actual POD is not perceived as one by the consumers, but merely a quality claim.  

 

Reliability is perceived to be attributable to Fur (see question 33) since 46,7% of the respondents 

selected this as one of their five descriptive associations towards the label and as such recognizing 

that consistency of performance over time is present and from purchase to purchase and therefore 

argue a positive view of reliability. 

Style and design applies to the associations that consumers may have with the product that go 

beyond its functional aspects to more aesthetic considerations such as size, shape, materials and 

colors involved. Question 33, when observing product labels, asked respondents to articulate 
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dominant sentiments arising in five words. As the labels were not put in relation with other labels, 

the consumer judgment is based solely on the associations stemming from Fur’s own labels 

unaffected by others. Hereby it is found that, even though being viewed as a “reliable, “believable”, 

and “serious” brand, a “boring” association is still applied to it by 42,2% of the respondents as well 

as the only association selected by more than 50% of the respondents was “traditional”, which does 

not indicate Fur Bryghus is a leading brand within its class. Put in relation to question 12, it stands 

to reasons that a brand presentation-flaw exists in that 83,3% of the respondents see relevance in a 

label looking vivid and appealing (compared to 52% not seeing any relevance at all for the label 

looking old fashioned and classic – arguably, traditional). A greater concern in relation to label-

associations is the fact that only 12,2% believe the Fur labels to signal a brand worth spending 

money on (see question 33). Therefore, being that 60% of the respondents “only” spend 1-5 minutes 

on observing and analyzing the microbrews offered at a given store, there is indication that the style 

and design of Fur Bryghus’ products is insufficient in creating a competitive demand (seen through 

time versus appeal).  

Lastly, it is found that price has somewhat of an influence on the perception of brand performance 

and, in relation to microbrew, question 13 reveals that 24% of the respondents feel that price has a 

great influence. In specific relation to Fur, it is found that 65% of the respondents were aware of Fur 

being a medium (authors’ labeling) price range product. However, when asked to describe Fur, 

86,7% of the respondents highlighting price in their description did so negatively (see question 29), 

which indicates that the perception of the performance of Fur Bryghus products in relation to price 

is negatively perceived.  

 

Overall, it seems that brand performance demonstrates mixed perceptions from the respondents: 

viewed positively, (at least outside the purchase situation) quality and reliability support the brand 

presence on the market. However, when set to compete (in-store) with other brands, style and 

design and price are seen to degrade the perceived performance, and hereby consumers are found to 

have a lesser degree of appeal to be pulled towards the Fur brand. 

Brand Imagery 

The survey revealed that the typical Fur consumer (based on purchases undertaken “often” and 

“from time to time”) is a skilled 20-29 year old male living in central Jutland, consuming 

microbrew 1-3 times per month. A consumer characteristic applying to approximately 12,5% of the 

respondents. However, respondents generally perceived the Fur consumer to be a 40-49 year old 
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male with further education living in northern Jutland – a full characteristic applicable to 0% of the 

respondents (see questions 34 and 35). Once disregarding the level of education (the element 

deemed of least interest in the consumer demographics for microbrew) it turns out that less than 1% 

of the respondents fit this description. Compared with Fur’s identified target group (male 30+ years) 

it can therefore be determined that the actual (average) consumer falls outside this category. 

Compiled, this reveals that even though correct market division is undertaken (the actual and 

perceived consumer are found within the primary geography), a potential customer segment is 

insufficiently targeted – consumers in the age range of 20-29 year old (in the capital area) as Fur 

have an articulated target group of 30+ years. 

It is however contemplated that, with respect to the major reasons for microbrew consumption 

being taste and variation, microbrew, in general, has been adopted by a diverse group of consumers 

and therefore permeate different demographic layers. This, combined with only 11% of the 

respondents have stated that their peers have an influence of relative importance upon their 

purchase decisions, leads to the conclusion that user profiles are not important in relation the 

communication of microbrew, as it is not for the consumers themselves. 

 

By observing purchase and usage situations, it is revealed that Fur is a brand primarily consumed at 

home, with very low consumption patterns outside the private quarters. Question 28 reveals that 

55,5% of all respondents purchasing Fur products do so in off-trade realm (either in the supermarket 

or in specialty-stores), whereas only 24,4% of the respondents buy Fur products on-trade (in either 

restaurants or pubs and bars). This indicates that average consumption in relation to Fur products 

primarily takes place at home (either one’s own or in other people’s homes) and little preference for 

Fur exists in the on-trade. Put in relation with question 27, it is found that the majority of consumers 

lack a drive to purchase Fur products relatively frequently; 61% of all respondents seldom or never 

purchase Fur products themselves. It therefore becomes clear that Fur Bryghus produce microbrew 

that is primarily considered for home-consumption when other products and brands are not able to 

outcompete the brand. A notion that makes up for the current image of Fur – an image which stands 

in juxtaposition to Fur’s own perception of how they are perceived, i.e. their identity, as they 

consider themselves to be a well-known option when wanting to serve microbrew. The image is 

even more incongruent with the desired profile of Fur – when wanting to serve microbrew the Fur 

brand should be a select brand in the mind of the target group – and although profile is a vision for 

the brand it must be said to be far from the actual image. An image which in turn is alarmingly far 
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from the identity and highlights a gap which can be attributed to the low recognition in relation to 

purchase and consumption situations and a low recall of the brand.  

Brand personality and values is often related to more descriptive usage imagery, but involves more 

contextual information. Five dimensions of brand personality have been identified in literature: (1) 

sincerity; (2) excitement; (3) competence; (4) sophistication; and (5) ruggedness. In order to 

simplify the measurement of brand personality, all of the above associations (and their ascribed sub-

elements as described by Keller) were offered as options when respondents were asked to describe 

the label (again, the visual element of the products) with five words (see question 33): Fur Bryghus 

is seen as a brand that is “down to earth” and “honest” (sincerity) by more than 25% of the 

respondents, while also being rated high on “reliability” (16,7% of the respondents specifically 

choosing “competent” as a direct association to the brand) of the products. Besides these brand 

associations, respondents indicate that Fur Bryghus do not come across as having a strong brand 

personality through the observation of the five dimensions due to the brand scoring low on all above 

“sub-associations” (with the highest percentage being 4,4 belonging to upper class). 

History and heritage, per se, seems to be little existent for microbreweries in general – many of 

them saw the light of day in the early 2000’s and thus have not had sufficient time to build on it 

either. Question 29 asked the respondents to identify their experience (the last element) with Fur in 

three words, where to 37,5% of the words highlighted a positive taste experience (in juxtaposition, 

26,6% highlighted a negative taste experience). Furthermore, a total of 23% of the words concerned 

positive emotions, positive view on the portfolio and the brand presentation (as opposed 7% 

highlighting these factors negatively). Thus, there seems to be more positive views than negative 

amongst the respondents who have tried Fur and to an extent that they remember. A fact that in turn 

demonstrates that Fur has the ability to reach the more abstract needs of consumers through their 

products and are as such linked positively to the experience. However, currently the positive 

experience seems to do little good in relation to the big picture of brand imagery, as hurdles such as 

brand personality, brand image, identity and perception, as well as considered purchase situations 

must be overcome in order for (positive) brand meaning to occur. 

 

Compiled from the above, it can be seen that brand meaning has not been established by Fur 

Bryghus in that brand performance is not positively viewed to any sufficient extent and is not 

perceived to outcompete the main competitors. Furthermore, the brand does not project any 

memorable imagery that consumers adopt which, in turn, is also seen in the incongruence between 
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image and identity of the brand. As such, few (if any) strong, favorable, and unique associations 

exist between the brand and the consumers. 

11.4.3 Brand Responses 

Brand Judgments 

Quality, the least important judgment (of the four) consumers may hold towards a brand, 

additionally also encompasses perceptions of value and satisfaction. As previously mentioned, the 

survey covered the element of quality in question 29, 30, 31, and 33. It was disclosed that 37% of 

the respondents mentioned a “positive taste” and “quality experience” when asked to describe their 

own experience with Fur in 3 words. Likewise, 57% of the respondents believe that Fur holds the 

element of quality in that they believe Fur can satisfy their needs and wants in relation to 

microbrew. Furthermore, 33% believed that Fur delivers a product-quality that is better or a lot 

better than other Danish microbreweries (64% believe that the quality is average – like most other 

microbreweries). Lastly, 27,8% perceived that quality was associated to the labels of the product 

portfolio. Compiled it stands to reason that even though quality is, to a rather wide extent (57%), 

associated with the brand, the term itself is not regarded highly in relation to the selection of 

microbrew – only 8,1% stated it to be one of the three primary reasons for purchasing microbrew 

(see question 6). Thus, Fur Bryghus is deemed to be positively viewed in terms of the qualitative 

aspect, which however is a threshold benefit – a category POP. 

Credibility; Since the major part of the interaction between a consumer and a microbrewery occurs 

through product usage, question 33 can again be used to describe the compiled associations of the 

respondents. It is found that “credibility” as a stand-alone term is highly regarded as 46,7% finds 

the labels to promote this association. In juxtaposition, the very same question illustrates that only 

16,7% of the respondents find the brand competent. Furthermore, when it comes to likeability and 

whether or not the brand is worth spending time with, respondents reveal that, there is a rather low 

association in that only 12,2% of them felt that the labels created an indication the Fur microbrew is 

a product worth spending money on.  

Consideration of purchasing or using the brand depends on how personally relevant customers find 

the brand (i.e. whether consumers view the brand as appropriate and meaningful to them). What 

question 27 reveals is that there is a rather low consideration towards Fur, due to the fact that a 

whole 61% of the respondents seldom or never purchase Fur products themselves; a percentage 

indicating that Fur lacks sufficient stimuli to pull consumers towards the brand. Furthermore, 57% 
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state that they have no interest in getting to know Fur Bryghus better or purchase the products more 

often (see question 38). Thereby, being the second most important element, respondents indicate 

that they hold little consideration for the brand when it is evaluated at the point of purchase. 

Lastly, superiority, the most important element of brand judgments, refers to what extent consumers 

view the given brand unique and better than other brands. As has been highlighted before, 64% 

believed that Fur delivers an average quality compared to other Danish microbreweries, which 

indicates that Fur Bryghus is not perceived as being a market leader or offering a superior product. 

The survey does however reveal room for capturing market share as merely 3% believe that Fur 

offers a worse quality than the average microbrewery – a sentiment that however should be assessed 

on the basis of quality being a threshold in order for a microbrewery to compete in the market. 

 

Conclusively, it is therefore found that the overall judgments of Fur Bryghus are inferior due to the 

two main judgments elements (superiority and consideration) are negatively viewed. In order for the 

product portfolio to be considered at the point of purchase, it is not enough that the brand is 

perceived positively in terms of the qualitative element and that credibility is connected with the 

labels (but arguably not the brand at the actual point of purchase), when these elements cannot lift 

the element of consideration (respondents giving little thought to the brand at point of sale), which, 

in itself, leads to the brand being perceived as inferior.  

 

Brand Feelings 

It can, for Fur, be stated that positive feelings (more correctly termed emotions) connected to the 

products exist, in that these are highlighted by respondents in question 29. Words such as 

“comfort”, “coziness”, and “togetherness” illustrate that the products from Fur Bryghus (and 

microbreweries in general) are able to evoke sentiments that are desirable from the brewery given 

the consumption motives identified for microbrew. There does, however, seem to be a lack in the 

brand feelings element in that none of the above emotional classifications are promoted by the 

respondents to any noteworthy degree compared to statements not relating to feelings (7% consider 

mentioning positive emotions). Furthermore, it is postulated that since microbrew is a limited 

decision making product and, as previously acknowledged, lack the ability to drive high significant 

levels of attachment (or even allegiance), it is assumed to be odd, should such emotions be highly 

connected with the general product category. 
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Therefore, since brand judgments and feelings only can influence consumer behavior favorably if 

consumers internalize or think of positive responses in any of their encounters with the brand, it 

must be said that a minority of the respondents hold positive brand responses towards Fur Bryghus 

and that these are predominantly ruled by the mind of the consumers. Arguing which response-

source is more important – the heart or the brain – is not a discussion for this paper, it should 

however be put forward that consumers choose microbrews which taste good to them (or appear to 

do so) and deliver a promise of quality and experience. 

11.4.4 Brand Relationship 

Referring to the frequency and volume of purchase, behavioral loyalty is of interest and the survey 

indicates that, through question 27, little behavioral loyalty is present since 61% seldom or never 

purchase Fur products themselves and 57% of the respondents have no interest in purchasing Fur 

more often or getting to know the brand better – arguably, this might also include satisfied 

customers who are not interested in increasing their engagement with the brand. It can hereby be 

said that there is sufficient behavioral loyalty to uphold the current situation, but there is far from 

sufficient drive in order to create a strong, ongoing behavioral loyalty. 

 

Attitudinal attachment concerns brands being perceived as something special in broader context. 

Exemplifying this would for instance be consumers stating that they “love” a brand and describe it 

as one of their favorite possessions. In relation to Fur, the questionnaire revealed that only 2% of all 

respondents have Fur Bryghus as their one preferred microbrewery (see question 22), which 

indicates that there is a very low attitudinal attachment towards the brand. 

Identification with a brand (sense of community) may help consumers feel a kinship with other 

people associated with a brand. Such connections can involve fellow brand users or consumers or 

may instead be employees or representatives of the company. The survey underlines that little sense 

of community is sought by the consumers in that only 9% actively seek to belong to brand-induced 

profiles such as facebook (see question 37). Projected into an active engagement, which is perhaps 

the strongest affirmation of brand loyalty when consumers are willing to invest time, energy, money 

or other resources into the brand beyond those expended during purchase or consumption, it 

becomes clear that few microbrew consumer exemplify such behavior. For active engagement to 

occur, strong attitudinal attachment and / or sense of community are prerequisites. It can therefore 

be stated that very little (if any) actually exists for Fur Bryghus. 
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It is therefore found that the strength of the brand relationship for Fur Bryghus is low in that all four 

categories are prompted by the respondents at very low levels. This in turn defines that even though 

brand awareness exists (however, predominantly in an aided form), brand meaning is not able to 

create sufficiently (positive) strong, favorable, and unique associations and hereby lift the brand 

further up the pyramid, which in turn leaves brand performance inadequate (especially the 

communication of the uniqueness of the POD) in the competitive (in-store) situation – a 

circumstance that puts higher pressure on brand imagery associations currently unable to promote 

satisfactory, positive memorable connections to usage situations, brand experience, and personality 

(as could be observed by the incongruence between brand image, brand profile, and brand identity). 

This lack leads to the brand being unable to promote adequate positive and accessible reactions, 

primarily within consideration and perception of superiority of the brand as well as a general low 

level of positive brand feelings. Largely deprived of this, Fur Bryghus is inadvertently countered in 

the search for driving an intense and active loyalty, thus leaving the microbrewery with overall low 

brand equity. 

11.5 IMPLICATIONS AND HYPOTHESES 

It has been put forward by the respondents that, due to the low risk they perceive to be connected 

with microbrew found in the overall low influence price has, the brand switching that occurs, and 

the limited time they inject in the decision making, a low level of involvement exists towards the 

product category. Put in relation to actual decision making that takes place (the offered selection at 

the point of purchase is judged extensively enough to decide whether or not to go to another retailer 

or if the brands and types offered will “suffice”) the first hypothesis is validated since microbrew 

consumers typically undergo a decision process that is entails limited decision making. Projected 

further, and set in relation to the low level of involvement, respondents highlight microbrew 

purchases as being motivated predominantly by taste and experience as well as – to some extent – 

the sense of “reward” when consuming the product, which, when compiled, argue that the attitude 

of microbrew consumers towards a brand is founded upon low involvement and positive 

motivations. This hereby, verifies the second hypothesis in that the appropriate brand attitude 

strategy (needed) is that which give full attention to these variables, which in argues for a full 

understanding of the product itself (also compared to competitors) and the benefits appreciated by 

the market in order to promote a low involvement transformational approach. 
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It was furthermore seen that microbrew has its influence on the social circle – in both consumption 

and non-consumption situations. A usage hereby reasoning that the category fulfils the social needs 

and as such also the psychological, individual needs as well. Although allowing for such 

fulfillment, it is seen that microbrew consumers rarely form an attachment with a brand in that most 

often more than one brand is preferred, a high level of brand switching exists and that there is a 

perception of high potential substitutability. This hereby argues (and confirms the third hypothesis, 

in that) microbrew consumers have typically formed a limited, strong attitude towards a brand and 

use it to fulfill social and individual needs, without having an attachment to it.  

 

Due to severely low levels of both intense and active relationship, it is recognized that consumers 

have a low brand relationship with Fur Bryghus, which in turn defines that currently a poor 

relationship exists between the brand and the consumer - driven by a rather insufficient level of 

brand meaning and brand identity. Thus, a discrepancy between the image (the brand perceived by 

consumers) and the identity (the company’s own perception of the brand) exists, and consumers do 

not consider it as a “well-known option” when wanting to serve and enjoy microbrew. In short, it 

hereby becomes clear (and the fourth hypothesis is validated) that the identification of the average 

microbrew consumer with the Fur brand is low and Fur Bryghus, in turn, has a misperception of 

this. 

 

It became clear that microbrews hold competitive abilities when compared to wine, while the 

category had many usage situations of which the consumers was aware. Hereby verifying the fifth 

hypothesis in that microbrew is consumed in a wide array of occasions which the consumer is 

aware of and furthermore considers the product a valid substitute for wine. Furthermore, and 

likewise important in both the competitive and communicative scene, an understanding of the basis 

of evaluation consumers apply when seeking out the product(s) of choice for a decision making 

situation must be obtained. As such, the data demonstrates that the majority of consumers gather 

around a set of generic values of evaluation that are important to them. The survey hereby confirms 

the sixth and last hypotheses in that such generic values are primarily grounded in taste, color, 

specific ingredients, the signaling of quality, as well as the vivacity of the appeal which the product 

carries – while finding heritage and local history of the microbrewery, and information on what 

food and snacks that best accompany the microbrew to be of less importance. 
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The validation of all of the hypotheses thus confirm that the general microbrew industry compete 

heavily for the attention and selection of the consumer within a short time frame. Such a benefit-

driven selection occurs when, through the appeal of the products, these exude and mirror the values 

consumers put focus on at the point of purchase evaluation and as such become select products. 

Therefore, it becomes the objective, through the communication, to come across the obstacles of 

low attachment and furthermore set guiding beacons, generally and for Fur Bryghus, in order to 

create initiatives for consumers to strengthen their bond with a brand by portraying benefits that are 

deliverable by the brand and leveraging these when in contact with potential consumers, as well as, 

creating such contact points. Thus, for Fur Bryghus, the objective becomes the creation of 

congruence between image and identity and, ultimately, the enhancement of brand equity – aspects 

that demand a thorough walkthrough in order to identify specific and applicable recommendations. 
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CONSUMER BASED COMMUNICATION 

12 RECOMMENDATIONS 

To provide a set of recommendations for microbreweries the challenges which the industry face as a 

whole, will be presented through the revised PCM, as to apply a framework offering insights into 

what communication efforts that need be undertaken on the basis of the given customer loyalty. 

Ultimately, the general recommendations obtained hereby will be applied to Fur Bryghus as viewed 

through the CBBE, thus identifying which measures to take to enhance brand identity and brand 

meaning, including a practical description of potential measures, as well as, how these are 

anticipated to affect the brand responses and ultimately brand relationship. Hereby, this chapter 

offers a set of recommendations in terms of how to improve the brand equity of a given 

microbrewery and specifically that of Fur Bryghus.  

12.1 GENERAL RECOMMENDATIONS FOR THE MICROBREW INDUSTRY 

Microbrew is a product category in which many of the defining variables of its quality are 

subjective in nature and thus microbrews must be able to appeal to several sensory elements and not 

merely the individuals’ taste buds and as such, a solid communication strategy is needed.  

12.1.1 Consolidating the Awareness process 

Driven by the variety-seeking nature of the microbrew consumer, awareness about a brand within 

the category may quickly be created (specifically in the off-trade sector). However, the information 

that lies to ground for that knowledge is likely to be processed so briefly, i.e. when looking at the 

bottle, that it may disappear from the mind of the consumer if interest is not spawned in that brief 

moment of truth (or, at best, is memorable when recognized).  

 

As such, the limited decision making that occurs for microbrew consumers is not likely to create 

brand recall for previously unknown products unless they have been tried. But even with previous 

product trial, brand recall (or brand recognition) may not occur when the consumer is exposed to 

the same product once more. This sentiment arguably calls for products and communication efforts 

that are intriguing as to enhance the awareness process and manifest knowledge of the given brand. 

 



97 

 

Recognizing that consumers undergoing limited decision making typically obtain information via 

passive learning furthermore calls for intriguing communication, as well as, an approach to 

branding the takes this learning type into consideration. 

By accepting the above, i.e. that brands need to earn even the slightest interest from the potential 

consumer, the microbrew-marketer will need to take a more “humble” approach – and thereby 

become equipped with the necessary knowledge – to the communication towards the consumers 

undergoing the awareness process and those yet having to do so. 

 

Brand awareness is typically achieved through passive learning and derived from a cognitive 

economy. Thus, communication efforts need to be intriguing, and to the point, in order to capture 

the attention of the microbrew consumer. 

 

The analysis found that the consumption of microbrew is not spawned by a need to get a thirst 

quencher or an alcoholic beverage to intoxicate its user. Rather, the need that is fulfilled by 

consuming microbrew is one of indulgence and eustress, alone or in a social setting, through a taste 

that by its nature allows the consumer to experience new as well as known and favored sensations – 

sensations that might be accompanied by food and/or snacks or are enjoyed on their own. It was 

furthermore found that category need should not be a primary communication objective for 

microbreweries as microbrew is associated with the usage and consumptions situations it serve to be 

utilized in. However, in order to create and enhance brand awareness in the communication it must 

be ensured that the brand on its own is linked to the need it fulfills. 

 

The category need of microbrew is indulgence in good taste that allows the consumer to experience 

known and unknown sensations. 

 

It was found that consumers, when at the store, typically only spend 1–5 minutes, and if not content 

be likely to look for microbrew elsewhere, the label is a communication vehicle that should ensure 

that the consumer realizes the presence of that particular bottle (and brand) and the creation of 

knowledge of the portfolio offered by the microbrewery. Additionally, given that it was found that 

87 % of all the respondents decide upon microbrew-brands when at the store, it is evident that the 

label is the knight in shining armor that needs to win the interest and desire of the consumer. 
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Despite the appearance of a label being a somewhat subjective matter due to the esthetic variables 

of it, like taste, the analysis of the paper none the less found that vivid labels are preferred to classic 

labels. Obviously, vivid is a term in need of interpretation and any label should express values that 

relate to the brand attitude. None the less, since the label is the last affecter for a product (brand) to 

be selected by the consumer (potentially the best, given the marketing budget) its graphical 

expression is of high importance in terms of creating trial and thus brand awareness. 

 

As the purchase decision typically takes place when viewing store selection, and it is likely that trial 

and the buying of several brands will occur, the label of the brew is pivotal to create awareness of a 

brand. 

 

Considering the (limited) communication opportunities that typically are at hand for 

microbreweries, the notions relevant for communicating on the basis of creating brand awareness 

are not only to be implemented all customer touch-points in addition to advertisements. 

Bearing in mind the increasingly easy access to social media and the relatively low costs incurred 

when utilizing these as a communication channel, this channel may prove itself to be a useful 

vehicle for creating brand awareness. Arguably, such media are not primarily directed at the non-

loyals, but these may serve as a powerful way of getting in contact with them. As such, by utilizing 

social media other consumers found in the attraction or the attachment stage will act as socialization 

agents when they write something on the wall of the profile, participate in a competition held by the 

group or become a fan – thereby having this displayed on their message flow and thus informing all 

of the “friends” in the social network (such initiatives can arguably also serve social and individual 

needs within the target group, as found in the attraction process, when offering fun stories, contests, 

special events, etc.).  

Such examples from social media serve as typical cases of how passive learning can occur, when 

actually initiated by a microbrewery, and thereby build upon the respondents’ enjoyment of 

utilizing microbrew as a topic of conversation and/or introducing it to friends and peers. By 

undertaking such behavior these consumers aid in generating brand awareness amongst people who 

have yet to perform trial of a given brand or fail remembering to have done so. 
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Social media lends itself as a preferable channel to encourage microbrew-consumers to act as 

socialization agents in order to stimulate brand awareness – while simultaneously increasing their 

own interaction with the brand. 

 

For the awareness process to be created and sustained a range of communication tools typical for 

microbreweries have been presented, but a somewhat different approach should also be touched 

upon – namely that of brand purchase intention, as it, when applied, may create brand awareness as 

well as potentially spawn a purchase. 

 

When considering undertaking promotions (or giving an incentive to buy through advertising) it 

should be noted that the survey revealed only 25% of the respondents to be price sensitive. 

Simultaneously, it was found that microbreweries compete on a promise of premium quality and 

that this, amongst others, is argued for by a premium price, which arguably can be said to lie to 

ground for the low price sensitivity. However, being that brand purchase intention is a powerful 

approach to create trial and thereby affect the brand awareness, it should not be disregarded by 

microbreweries when they are not in the process of building or reinforcing their image. In such 

instances sampling is deemed a relevant initiative; this will give the consumer a small sensation of 

the experience and taste brews have to offer. Sampling is furthermore of interest, as it does not 

tamper with the price and thus it does not directly stand in relation to any potential negative 

perceptions that are supported by the premium price. Another method that is found applicable is to 

utilize a limited time only rebates for quantities, i.e. a price-off, and e.g. offer three microbrews for 

99 kr. if the standard price is 39 kr. Given the quantity, the consumer will get a relative value for 

money, without compromising with the price as an indicator of good quality, as the accumulated 

price is relatively high. However, it should be noted that a price-off brand purchase intention 

strategy also should be promoted outside the store, which ideally could be done in circulars from 

the respective sales channel, as to ensure that it, via an increased exposure, encourages brand-

switching and not “only” act as a loyalty incentive – which arguably will be more directed towards 

another target group than those undergoing the awareness process. 

 

Brand purchase intention may be utilized to create trial and brand-switching, thus enhancing brand 

awareness, but should not be utilized too frequently in order not to damage the premium price as a 

promise of superior quality. 
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12.1.2 Enhancing the Attraction process 

As consumers that are attracted to one brand, or more likely several, will undergo the same decision 

making paradigm as those within the awareness process many of the notions that need be 

considered remain the same. What however changes are the motives for engaging with the brands 

purchased, as the consumers now not only are aware of the brands’ existence, but also have an 

interest in them. 

So besides seeking the eustress available in the product, a type of group affiliation (alternatively, 

group creation) and family / peer-relation is sought as the respondents like to share microbrew with 

friends and family. These variables are some of the major motivations for utilizing the brand for 

consumers in the attraction process, as it to them will serve both individual- and social utility needs. 

Thus, the microbrew-consumers that, for any given brand, are to be found within the attraction 

process can be said to be very conscious of the category need the individual brand fulfills, as the 

benefits they derive from the brand(s) are congruent with the category need as defined in the 

previous section on brand awareness.  

 

Microbrew consumers do not need to be more than attracted to a brand in order for that brand to 

fulfill the category need and thus obtain pivotal (positive) brand associations. 

 

Thus, the objective of communication directed towards consumers attracted to a given brand is to 

create a positive attitude towards it in terms of the individual and social needs it can fulfill through 

an initiation of brand associations. However, the obvious challenge that follows from being able to 

fulfill the category need so relatively easy, is to ensure that the given brand does so in a manner that 

is memorable in order to establishing a strong (favourable) brand attitude. 

For that purpose the brand attitude strategy of low-involvement transformational should be applied 

by microbreweries, as to elicit a response from the consumer that is based upon a desire to 

experience the feeling sought in the product and thus it stands to reason that brand communication 

must be liked by the recipients, as they are relating to a feeling portrayed via the communication.  

To elicit the desired response within the mind of the consumer the benefits communicated need to 

represent the underlying motivation for the purchase behavior and not only the category, but more 

specifically the benefits of the brand in questions. Thus, a benefit ideally should be important to the 

consumer, the brand should be able to deliver it, and do so better than others. 
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Through the adapted expectancy value model the paper identified an array of benefits that were of 

great importance to the average microbrew consumer and these should be applied as a measure of 

which benefits that the given brand ideally should communicate - naturally after having investigated 

if the individual brand could deliver on these and to what extent.  

 

The ideal brand meaning is built upon a communication of benefits relating to taste, special 

ingredients, experience, and a wide selection in the portfolio of microbrews. 

 

However, it should be kept in mind that not being able to deliver a benefit better than other brand 

does not imply that the given benefit is not of value to the individual brand. Thus, the analysis on 

the benefits currently applied by six microbreweries showed that many communicated benefits that 

were not superior, but none the less such benefits may be relevant to communicate as they may 

function as a competitive POP that can is utilized as to negate other brand’s strong benefits. Clearly, 

and ideally, a brand should at the least have one benefit that is superior to its competitors so that 

competitive POP’s only support it. However, few microbreweries have been identified that have 

been able to achieve this or at the least been able to create a perception of that. Arguably, when that 

is the case for a brand, being able to negate the benefits of other brands becomes all the more 

important and given that the brand-landscape of the microbrew category is as homogeneous as was 

found, it must be a recommendation to do so, while trying to develop a superior benefit. 

 

Previously the labels on the microbrew-bottles were identified as an excellent communication 

channel to create brand awareness. However, as not to make the label a beacon that is simply 

designed to achieve attention, emphasis must also be on how to utilize it as to build upon the 

awareness, now that it is obtained for a brief moment, and create a certain level of attraction. 

Thus, the question becomes what to do with the attention and to that point it is once again relevant 

to look at the main reasons for microbrew consumption, as well as, why certain microbreweries 

were favored in terms of benefits. Curiosa are that many of these variables are easily, and to some 

extent commonly, communicated via the label. The main reasons for microbrew consumption 

explicitly noted by the respondents were that; the product should signal quality, the label should tell 

of special ingredients, and the label should also tell about the color and taste of the brew. 

Additionally, the respondents preferred a vivid label to classic looking labels as have been touched 

upon. The reasons for preferring certain microbreweries were quite similar and to that inquiry the 
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respondents identified taste, brewing method or brewed via a special ingredient and product 

portfolio as the overriding loyalty drivers.  

Obviously, there is a task in selecting which variables to emphasize in relation to the individual 

brand, but even more so there is a task in how to do this in terms of design of both the front- and 

backside label. However, it can be said that no matter the chosen variables these should, along with 

the logo representing the brand, be consistently communicated. Doing so will explicitly and clearly 

show the microbrews available from the given brand and thus show the selection in the portfolio, 

opposed to having brews that appear as originating from several microbreweries and thereby not 

adding to the overall brand attraction. 

 

The labeling on the bottles should be consistent across the portfolio and signal quality, tell of 

special ingredients (if any), describe color and taste, and do so in a vivid manner. 

 

A final point that should be noted in relation to the labeling of the microbrew is that these may 

serve not only as a powerful tools to drive consumers to act immediately and purchase the brew in 

the store, but also to further strengthen the attraction towards the given brand via a focus on how to 

utilize the labels in a manner that also may be relevant after the purchase. Thus, the label, arguably 

preferably the backside, may be utilized to communicate initiatives directed at enhancing loyalty 

through an interaction with the brand. Such initiatives may be a small quiz or general information 

on microbrew or the particular brew, or provide information about events at the brewery and its 

brewpub (if the latter is operated by the microbrewery), etc. – ideally these should also make a 

reference or direct the consumers to the website of the microbrewery or a fan-group in a social-

media channel such as facebook. 

 

Given that the analysis of consumer behavior within the microbrew category found that users 

typically utilize the brew as a discussion topic, when at social events and like introducing their 

social circles to new microbrews, it is likely that such initiatives on the labeling would become a 

topic of conversation. Arguably, when shared during a social event such initiatives will serve as to 

fulfill social utility needs, provide the initiator with a sense of ambassadorship in the peer group (a 

social situational factor), dispositional needs will be served as the users interact with the brand, a 

give a hedonistic experience when having fun with the service provided by the microbrewery. 

Thereby, such initiatives would arguably serve as to create and enhance the brand attraction 
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process, while simultaneously aid in enhancing brand awareness with those present at the event that 

are found in the awareness process in relation to the given brand.  

Notably, above initiatives should e.g. not come at the expense of creating a sound communication 

of benefit(s) serving as POD, but may be potentially be utilized as a competitive POP, as to lead 

users to interact with the brand and derive learnings about them from social-media and the webpage 

of the brewery. Ultimately, if implemented with success and social-media groups and homepages 

are managed optimally, such initiatives will enhance the likelihood of the consumer developing his 

or hers attraction to the brand as to become an attachment. 

 

Loyalty initiatives communicated via the backside label of a bottle may serve as powerful tool to 

create interaction with the brand, have it fulfill social needs and drive traffic to homepages and 

groups within social media. 

  

Undoubtedly the attraction process demands an insight into the brand in question as to apply the 

correct benefits and communicate these in a manner that elicit the desired response. But when 

managed properly, it will enhance the consumers’ attitudinal loyalty through the investment made 

in the brand and thus drive loyalty towards the attachment process.  

12.1.3 Creating the Attachment process 

Microbrew consumers are prone to switch brands, as they find that the benefits derived from the 

favorite brand(s) easily may be obtained through another. Another potential reason for 

microbreweries having trouble obtaining a group of consumers, of a relative size, that are 

undergoing the attachment process is that such a group will undergo a different decision making 

process than the aware or attracted consumers. These consumers will be acting out of a more 

habitual purchase behavior founded in a higher degree of attitudinal brand loyalty and therefore the 

decision making process they will undergo when attached to a microbrew brand is that of Brand 

Loyalty. 

 

To address consumers having an attachment (or allegiance) to a given brand, the microbrew-

marketer needs to consider a habitual decision making paradigm based upon loyalty, as well as, a 

utilization of the brand through category needs that are fulfilled and exceeded. 
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The loyalty of consumers attached to a brand arguably make these consumers some of the most 

powerful communications tools as to target non-loyal, spuriously loyal, and latently loyal 

microbrew consumers and therefore it should be recognized that their value does not only lie in 

their direct consumption. Thus, although the likelihood of attached consumers switching to another 

brand is low, these should not be neglected and communications efforts directed at them will both 

serve as to enhance their attachment, while simultaneously supporting the ambassadorship 

undertaken by these individuals. 

 

A communication initiative that could be addressed for that purpose is that of sponsorship, as it 

through image-transfer may tap into the values of the entity being endorsed, be it an NGO or a 

sports club, and thereby deliver values and meaning that may interact with the self-concept of the 

truly loyal or simply provide brand imagery to the brand aware or attracted. Thereby, strengthening 

the brand attitude, providing a platform of identification with the microbrew brand, and potentially 

more importantly, a non-substitutable association that may come to serve as a POD or at the least a 

competitive POP. Arguably, one of the major impediments, if not the one, to engaging in 

sponsorship is the cost involved in obtaining the rights and activating these and as such, 

microbreweries should only engage in such an activity if the fit between the entity endorsed and the 

microbrew brand is good, while being affordable. 

 

Sponsorship is an ideal opportunity for microbreweries to associate values to their brand that are 

similar to their corporate values and to obtain values that are atypical for microbreweries and 

unique. 

 

In the section on how to communicate to the brand aware, the label of the microbrew-bottle was 

touched upon as a potential communication vehicle for various loyalty initiatives. Similarly, if a 

brewery is engaged in sponsorships, it should (as any company ought to) seek to activate it and an 

ideal channel for this would be the labels. Relating to the individual endorsement it could be 

activated via e.g. an extra small logo on the front-label, a capsule with the logo of the endorsed 

entity, by adding a “special” brew to the portfolio that is named and designed in relation to the 

endorsement, or simply by using the backside label as to tell more of the endorsement and/or direct 

users to an internet site as to read more about it and potentially, and arguably ideally, engage in an 

activity relating to this.  
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Other initiatives that could be considered for the labels, but also for other channels as homepages, 

advertisements, and social-media groups, and primarily be aimed at those attached to the brand and 

somewhat those with an attraction to it, would be to invite the consumers to come to the 

microbrewery and taste new microbrews that have yet to be released and even potentially allow for 

feedback that could be incorporated in its production. Such an event would not just build attraction 

to the brand, but also appeal to those attached to it, as they, by being able to “co-produce” the 

microbrew, interact with other who are truly loyal to the brand, share their passion, be affiliated to 

this group of people, etc. – thereby providing the consumer with a sense of ownership and have 

multiple needs fulfilled simultaneously. Additionally, given that the survey conducted showed that 

87 % of the respondents are interested in such events it can be concluded that such initiatives can 

serve as an excellent tool for enhancing loyalty for consumers.  

 

By offering events where consumers can engage with the brewery, its microbrew and head-brewer, 

the visitors will achieve group affiliation, co-creation, and multiple-need satisfaction and have their 

attraction and attachment to the brand enhanced. 

  

An array of implications for the communication efforts that may be undertaken by Danish 

microbreweries have been identified and scrutinized as to arrive with above set of recommendations 

for how to build the brand equity of any given Danish microbrewery. Albeit these are somewhat 

general in nature, they are based upon the consumer behavior within the category and the perception 

of the various brands that lie to ground for that very behavior. As such, microbreweries should seek 

to assess which benefits their product holds in terms of attributes, characteristics, and emotions, and 

integrate benefits that can either be leveraged as a POD or used to negate the strengths of 

competitors in their communication material, as based upon the benefits identified by the paper. Via 

an integrated communication of the benefit(s) – being through adverts, banners, homepages, social 

media groups, POS material, merchandise, etc. – promising the consumer that the brand can deliver 

the sought (emotional) sensations, the microbrewery will enhance its chances of breaking away 

from the cluster of similar brands through an improved positioning.  

 

Set in relation to the identified, and somewhat, passive approach to communication of most 

microbreweries, these recommendations should be relevant and implementable for many 
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microbreweries, ultimately leading to an improved communication effort. This assessment is based 

upon that the recommendations stand in close relation to the limited marketing budget that the 

majority, if not all, Danish microbreweries have, the market conditions, the general marketing 

paradigm within the industry, and – as stated – the governing consumer behavior found in the 

microbrew category.  

 

Thus, to illustrate the applicability of the above recommendations and to focus upon a single brand 

and its brand equity, given the prevailing market conditions, additional data was gathered in relation 

to Fur Bryghus, as to enable an application of the papers findings on a case basis. Therefore, the 

following section will emphasize the brand equity of Fur Bryghus in relation to above 

recommendations, and the additional data found on the microbrewery’s current brand equity, as to 

enable specific recommendations for the microbrewery on how to enhance its brand equity. 

12.2 RECOMMENDATIONS FOR FUR BRYGHUS 

This section will emphasize Fur Bryghus and more specifically how their current communication 

strategy may be enhanced as based upon the implications of the analysis of their brand equity, as 

well as, the recommendations to Danish microbreweries formulated in the previous section. This 

will be done by determining which facets of the brand identity and brand meaning that needs 

addressing and by what practical measures.  

 

The previous section revealed the areas in which Danish microbreweries need to increase their 

efforts, as to either communicate their benefits better or as to take new initiatives required for 

defending or improving their positioning in the mind of the consumer. As was previously 

concluded, the positioning of Fur is in need of an enhancement given the implications derived from 

the analysis, which found that their brand relationship was weak, due to lacking salience, and that 

brand meanings were not considered sufficiently strong. Thereby, a somewhat indifferent judgment 

of the brand currently exists and brand feelings are seen as being somewhat negative. Ultimately, 

this result in the weak brand relationship identified. 

 

The urgency of the state of the Fur brand is further highlighted by the existing discrepancy between 

their image and identity; Fur Bryghus consider their identity to be that of a well-known 

microbrewery that is relevant – through a high quality – for all microbrew consumption situations, 

when the fact is that their image is one of microbrew that primarily is for home consumption and a 
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brand that is poorly recalled. This misperception of the current state of the brand may become fatal 

if not addressed and thereby the understanding of the benefits available as considered by the 

management should also be changed, as they consider their current quality claim to be enough to 

prevail in the market (Kristensen, 2010). Arguably, the weak brand relationship begs to differ and 

calls for measures to enhance it. Thus, the following sections will address the opportunities and 

challenges previously identified and do so in terms of what measures that, realistically, can be taken 

as to enhance the communication strategy of Fur Bryghus. 

12.2.1 Enhancing the Brand Equity of Fur Bryghus 

Brand Identity 

Given the findings in relation to the brand identity of Fur, the communication strategy should 

address their low unaided recall and the alarmingly low “unaided recognition”. 

A communication objective to create trial, and thus the resulting awareness, is that of Brand 

Purchase Intention. As Fur Bryghus currently is in need of being fully associated with the category 

the utilization of a price-off limited offer would serve as to do just that without damaging the 

premium price as a promise of superior quality if not used to frequently. However, it is found that 

this strategy already is adopted by Fur Bryghus in the off-trade and as such, this is not regarded a 

communication strategy that rapidly can change the current status (as it is undertaken). Thus, it is 

recommended that this strategy is continued and that it could be combined with in-store stands 

where store visitors could have a sample of Furs microbrews. 

 

As was concluded in relation to the general recommendations, communication efforts need to be 

intriguing and to the point in order to capture the intention of the microbrew consumer. The low 

“unaided recognition” is an evidence of a less intriguing packaging design, i.e. primarily the 

labeling of the bottle, and thus a point that need consideration by Fur. Additionally, as the purchase 

decision typically takes place when viewing the store’s selection this is also the most frequent 

situation in which the customer will come into contact with the brand, without necessarily 

interacting with it, and thus the label is not only crucial to build recognition, but also as to associate 

the brand with category. Finally, the lacking unaided recall is a trait of the brand not being 

optimally associated with the category need of microbrew – defined to be indulgence in good taste 

that allows the consumer to experience known and unknown sensations. Thus, for the Brand 
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Identity of Fur the label of the brew is pivotal to create brand awareness (i.e. both recall and 

recognition) and they need to change their labeling as a result of this.  

Brand Meaning 

As described, the variables relating to the brand performance of Fur and their brand imagery were 

not found to show traits of being particularly strong – thereby making a consideration of 

favorability and uniqueness of less interest. Thus, the variables the most prone to be positively 

affected relative to strength need be addressed by Fur. 

Brand Performance 

When assessing the Brand Performance of Fur, particularly the primary ingredient of the water 

comes to mind, as the benefit (and potential POD if leveraged) is claimed to add a unique body to 

the brew, which is obtained via the water only accessible by the brewery on Fur – thus both 

potentially favorable and unique. In relation, the analysis found that only 32 % of those who are 

familiar with the Fur brand could identify the trait of the water and therefore there is a need for a 

differentiated communication of this, as to leverage the only seemingly potential benefit of Fur that 

may serve as a POD. In relation to such a critical communication task, it should be remembered that 

it is the usage category benefit which should be communicated, rather than the product category 

benefit, i.e.; it is not the water which should be communicated, but that it provides a unique body.  

 

A potential additional step for the communication of the POD could be to reach a broader audience 

through their bottled water, that is not supplied nationally (a category also becoming a benefit-

driven market), which in turn can be seen as the ultimate communication vehicle of characteristics 

of the water and thus further promote the POD-linkage. As such, Fur needs to communicate why 

their water is a benefit and do so in a manner enhancing recall and thus enhancing its strength and 

hereby the likelihood of it being perceived as a Point of Differentiation. 

 

Yet another recommendable approach to above is to deliver a payoff encompassing these 

sentiments is recommended for implementation; “Fur Bryghus – Smag i udbrud” (i.e. Fur Bryghus 

– eruption of taste). The payoff will implicitly represent the benefit of their water by the reference 

to a volcanic eruption and thus build upon the extra full-body to be tasted, the special ingredient of 

the water, and the special experience in relation to the consumption of Fur microbrew. 
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Simultaneously, by utilizing this payoff across the microbrew portfolio on the labels, as well as, on 

homepages, social media, the sale-cars, etc. it creates an integrated communication of the benefit. 

 

Another feature that performance-wise should be touched upon is that of style and design which 

once again leads to the labeling – already mentioned as a feature for change. That change obviously 

should be based on consumer insights and here it was revealed that the most frequent perceptions of 

design and style was that it was considered boring and traditional; boring being a clearly negative 

word, while a traditional label stand in stark contrast to the desire of a vivid product-look expressed 

by the microbrew consumers (opposed to a classical look). These notions, most likely, stand to 

explain the negative perception in relation to yet a descriptive feature, namely that of price, as only 

12,2% believe that the Fur labels signal a brand worth spending money on, which arguably stands to 

reason that the labels do not live up to the requirements as perceived by the consumers. 

Thus, both in relation to style and design, value for money, as well as, primary ingredients, the 

labeling on the bottles of Fur should be consistent and signal quality, tell of special ingredients,, 

describe color and taste, and do so in a vivid manner. 

 

Due to above notion the existing labels have been scrutinized in terms of what should be removed 

from them as to facilitate this change. Fur currently utilize their bottles by having the label for each 

individual brew of the special beer-series highlight a prehistoric remain that has been found in the 

subsoil on the island. Per Kristensen (2010) of Fur Bryghus states that this label-imagery 

communicates about the water, but as it was found the POD awareness was alarmingly low amongst 

Fur consumers. It is concluded that the label-imagery does not serve its purpose and should as such, 

be substituted in order to make way to aforementioned notions. 

 

Additionally, it should be noted that Fur currently utilize the geological symbol for volcanic 

underground (the circle with a triangle carved into the top) in their logo. However, given the low 

awareness of the meaning of this, it needs leveraging in a different manner. Being that is a powerful 

symbol that is well connected with the product, and thus a relevant tool for Fur, it should be 

emphasized even more and thus the shape of the front label should be changed to that of the 

geographical symbol, while having two sentences on the backside label to explain its utilization in 

relation to another sentence explaining why the water makes for a unique microbrew experience – 
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thereby ensuring that awareness of the benefit is created not only through graphical elements, but 

also through telling the story behind the brand. 

 

A final approach to leverage the above, although subtle, is to change the color of the capsule which 

currently is grey/metallic. Firstly, that color is not “vivid” and secondly it is not related to the water 

of Fur, which would imply a blue color, or the volcanic ashes, which would imply a black color, or 

even a volcano, which could be signaled by a red capsule. 

Brand Imagery 

With relation to the brand imagery of Fur, the brand personality in particular revealed a lack of 

associations in terms of how the consumers think of the Fur brand, as it only had noticeable 

association to sincerity of the dimensions of brand personality, and additionally, it suffered from a 

limited array of usage and purchase situations.  

As the lack of imagery associations can be countered by user experience, advertising and word of 

mouth, Fur need to initiate communication efforts directed at this and thus loyalty initiatives 

communicated via the backside label could serve as to create interaction with the brand, fulfill 

social needs and drive traffic to homepages and groups within social media. A further emphasis 

upon the Fur-profile on facebook (currently with 995 friends) could potentially e.g. offer quizzes for 

its members offering prizes by lottery to those writing at their wall and inviting friends (which as a 

result would be shown to all those in the individual consumers network) and thereby he or she 

would act as socialization agents to stimulate brand awareness – social media lends itself as a 

preferable channel for this – which ultimately, also can be expected to affect the brand personality 

through the dimension of excitement in particular. 

 

Another approach Fur should consider emphasizing is that of user experiences, as to create an 

interaction with the brand by emphasizing events at the brewery; By offering events where 

consumers can engage with the brewery, its microbrew and its head-brewer, the visitors will 

achieve group affiliation, co-creation, and multiple-need satisfaction and have their attraction and 

attachment to the brand enhanced. However, it is found that Fur already offers events at their 

brewpub, being promoted via their facebook fan-group (as well as on the homepage and in local 

circulars and newspapers). These are typically food-related events and celebrations of local events, 

but as such events are relatively narrowly aimed at locals, they should emphasize events located 
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elsewhere in the country as to reach new consumers and additionally, offer events that are primarily 

affiliated with their brew and the creation of this – in addition to food and local festivals. 

 

Therefore, Fur could make an inquiry to Berlingske Media (BEM) in relation to the “lidtmere” 

concept that they currently offer – BEM is Denmarks largest media company. The idea behind this 

event-initiative by BEM is that their partners provide the content of an event and are responsible for 

the costs incurred by this, while BEM in turn market the event(s), while also handling payment for 

participation and providing the conference rooms through one or more of their offices (JP/Politikens 

hus, BEM’s largest competitor, have a similar offering called “Plus”, which also is relevant). The 

event could e.g. be a presentation of microbrew in general that includes a tasting session, to which 

Fur supplied a large selection of microbrew, while their head-brewer potentially could do the 

presentation of the products. By teaming up with BEM Fur would not only have a high likeliness of 

trial, but also be widely exposed through an array of mainstream media channels due to the 

marketing of the event. Typically the setup behind “lidtmere” is a 50/50 cut of revenue, but given 

the attractiveness of the event for Fur, they (in principle) could agree to an engagement in it if they 

were guaranteed break-even as a minimum. Through such an initiative, the brand identity would be 

enhanced through trial, user experience and the storytelling, while brand meaning would be 

enhanced via the head-brewer, storytelling, and group affiliation. 

 

On a similar note, Fur could also sell private microbrew-events to individuals and companies – 

given that one of their brewers have the competences for this which also relates to the previous 

suggestion made. Such events would spawn the same benefits as above, and the direct profits of 

such events need only to be minimal as the indirect benefits may be big when considering their 

implications on brand identity and brand meaning. Finally, the events at their brewpub should also 

relate to the brewing of their microbrew and they could offer e.g. two yearly special events through 

which “beta-version” microbrews were tested and the participants would have a chance to feedback 

– potentially relative to a participation fee. Expected to be mainly of a minimal product-value for 

Fur, it is likely that the user experiences of co-creation and group affiliations will be very valuable. 

 

While the above suggestions primarily relate to individual needs, as well as social utility needs, a 

final measure that need consideration in relation to brand imagery (and complements the previous 

ones by potentially resulting in an improved attitude formation towards the brand) is that of 



112 

 

sponsorships, being that it is an ideal opportunity for microbreweries to associate values to their 

brand that are similar to their corporate values and to obtain values that are unique.   

Entities relevant for this and that are likely be relatively cheap objects of endorsement are the 

Danish Association of Mountain-climbers and the Geological Society of Denmark (respectively, 

Dansk Klatreklub and Dansk Geologisk Forening). These two organizations do by their nature 

encompass values that by association will aid Fur in leveraging of their POD given the benefit’s 

affiliation with volcanoes and thus mountains and geology. 

 

The endorsement can be activated by incorporating the logo of one of the unions on the front-label 

– in a small scale, on the capsule, or by doing on a larger scale on the backside and tell the story of 

the organization and its affiliation to Fur Bryghus. The endorsements will be somewhat odd in 

nature, but stand out due to the distinct field to which they belong and thus it is likely that 

consumers more easily will make a transferring of the associations of these entities to the Fur brand.  

Additionally, the fan-group of Fur on facebook should be utilized as to activate the endorsement, by 

e.g. having a contest where the prize could be a climbing experience somewhere in Denmark with 

the Danish Association of Mountain-climbers. As for the Geological Society of Denmark the prize 

could be eating at the restaurant at the Geologic Museum in Copenhagen – a dining experience that 

obviously should be accompanied with Fur microbrew. 

After the winner(s) have received their prizes, pictures and storytelling should be implemented on 

the Fur homepage and in their social media – arguably, an integration of the endorsement in 

advertisements are also desirable, but currently Fur only have adverts in B2B magazines and a TV 

spot running on a local network that markets their brewpub in addition to the promotion undertaken 

in circulars. Thus, the primary channels for integration of the endorsement are those of labels and 

electronic resources – however, if there is financial opportunities to conduct B2C marketing 

endorsements should be integrated as to active them and enhance the image-transfer, potentially via 

an online banner campaign based upon a low cpm-cost due to the free inventory currently available.  

 

Ultimately, Fur could build upon their endorsement (and their POD in general) by, for instance, 

being ready to act swiftly and support regions being subjected to volcanic eruptions, and preferably 

receiving a relative size of media coverage, with DKK 2 every time a Fur product is purchased. 

This would be a separate CSR initiative that would provide yet a source of valuable associations to 

be derived and communicated. In addition, the brewery could (should natural disasters related to 
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their own “geographic and geologic profile” occur alike the previous example) produce limited 

products that are affiliated with financial relief of these areas through a mark-up on price on the 

particular brew. 

 

Relative to the suggested initiatives to be implemented by Fur, a final recommendation relating to 

the mindset of Fur Bryghus itself and thus the approach to communicating their microbrew should 

be made. It was revealed that they had a misperception of their identity in relation to the image held 

in the mind of the consumers and furthermore, it may seem that there also exists a similar 

misperception in relation to their consumer segment as Fur have explicitly stated that they target a 

30+ male segment. However, after having collected empirical data it is found by the paper that 59% 

of the respondents in the age group of 20 – 29 years consumed microbrew to such an extent that 

they were considered relevant to the analysis and more to the point, 81 % of those have consumed 

Fur microbrew. As such, it is concluded that Fur with their strategic offset is neglecting a relevant 

and relatively large target group that should be considered in their communication. Additionally, the 

recommendations offered – both in general and to Fur in specific – are partly based upon the 

responses of this particular age group given their participation in the questionnaire. Thus, to not 

consider them part of the target group is to disregard part of the foundations that lie to ground for 

the recommendations offered by the paper. 

 

Conclusively, based upon the recommendations offered in relation to the labeling of the microbrew 

of Fur, this section is concluded with a presentation of a proposed new style and design of Furs 

labels, both front and back. These are based upon what have been highlighted in relation to required 

information to be provided, aesthetic guidelines, as well as, congruence across the microbrew 

portfolio. As such, the front labels are simpler, more easily identifiable, emphasize the POD, 

incorporate the symbol for the volcanic underground to a larger extent, communicate the new 

payoff, and are vivid by applying a single clear color derived from the old label of the given 

microbrew. The backside-labels tell of the color and taste of the individual microbrew, the special 

ingredient of the water, tells the story of the shape of the front-label, and leaves room for 

communicating a quiz, an endorsement, promoting a website or facebook group, etc. In addition, it 

is found that the color of the capsules on their bottles should be changed to the color of red; both as 

to signal the association of red lava erupting from a volcano, but also as to make use of an atypical 
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capsule color that will create an enhanced recognition in the off-trade. Ultimately, only the label on 

the neck of the bottles will remain the same (which is the logo of Fur). 

 

 

Image 12.1 – Graphical representations of proposed Fur labels and capsules 

12.2.2 A New Relationship 

An array of recommendations aimed at enhancing the brand identity and brand meaning of Fur 

Bryghus have been presented. It is believed that these are implementable by Fur both in terms of 

financial costs, as well as, practical feasibility. Amongst other, consideration have been given to the 

current graphical identity of Fur, which to a large extent rely on their logo which is on cars, t-shirts, 

glasses, etc., and as such, this will remain for practical and financial purposes.  

Brand Responses 

By implementing above recommendations it is found that the lacking brand judgments will be 

addressed and improved via an enhanced understanding of Furs fulfillment of the category need and 

thus an increased brand identity that ultimately will improve consideration. Also, it is found that the 
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perception of quality will be enhanced through the emphasis upon a communication of benefits in 

relation to the individual product that is valued by the consumers; color, taste, special ingredients, 

and a promise of quality. In turn, the judgment of superiority will be enhanced as the promise of 

quality will relate to a POD by which Fur become superior by comparison on that given variable. 

 

With relation to brand feelings it is found that by; emphasizing events gathering groups of people 

with similar interests, offering excitement through testing of un-launched microbrew, providing fun 

via quizzes on labels and competitions in social-media, and social approval by supporting the small 

organizations being endorsed – and potentially volcano eruption victims, amongst others, brand 

feelings associated with Fur will be created and sustained through the identified recommendations. 

Brand Relationship 

By implementing the identified recommendations it is found that what currently is a low and a 

somewhat absent brand relationship will develop positively and ultimately result in an improved 

brand equity for Fur Bryghus as brand recall and recognition will be enhanced and result in an 

improved brand identity, while brand meaning as a result of the new communication initiatives will 

be able to create strong, favorable, and unique associations. These will primarily be sustained by a 

POD that is leveraged as a unique characteristic, as well as, a label that have been redesigned based 

upon consumer preferences. As such, the perceived performance of the brand will be improved and 

the brand imagery will be enhanced as it is communicated on the basis of consumer decision 

making, loyalty groupings and consumer behavior.  

Thereby, it is found that brand responses will evolve as described above and result in an improved 

brand relationship. By implementing the specified recommendations Fur will actively and positively 

affect the behavioral- and attitudinal loyalty towards their brand held by microbrew consumers on 

the Danish market and thus; 1) enhance the likelihood of not only creating an awareness of the 

brand, but also a certain degree of attraction towards it and thereby, increase the loyalty amongst 

consumers found in the awareness process, 2) thereby moving some of those previously present in 

that process, as well as, a new users obtained through trial to the attraction process, and 3) finally a 

larger proportion of the microbrew consumers, albeit relatively small, will feel an attachment to the 

Fur brand and add to those who currently do so (e.g. exemplified by those actively engaging in Furs 

facebook group). Ultimately, the recommendations are expected to result in improved brand equity 

for Fur and an increased market share within the microbrew category.  
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CONCLUSION 

13 CONCLUDING REMARKS 

This chapter will reflect on the purpose of the paper in terms of the consumer behavior and 

perceptions prevailing in the Danish microbrew industry as identified through the analysis and the 

understanding of how to enhance the communication efforts undertaken by the microbreweries 

derived from this, as well as, how that (combined with consumer insights), have enabled a 

recommendation on how to improve the brand equity of Fur Bryghus ApS. Thus, concluding upon 

the learnings, the implications of these in relation to applied frameworks, and resulting 

recommendation. Conclusively, reflections upon the findings are offered. 

13.1 SUMMING UP 

To identify the consumer behavior and their perceptions existing in the microbrew category certain 

theoretical measures were applied and combined with empirical data. 

The approach was thus to obtain knowledge on behavior through insights into decision making 

paradigms and the formation of loyalty as found in the category. For that purpose, the framework on 

Decision Making by Assael was applied, revealing that the majority of microbrew consumer make 

decisions based upon a low perceived risk of undertaking a purchase and only seeking the minimum 

information required to make a decision, thus resulting in short decision time, passive learning of 

information, a variety seeking behavior and a category need that was relatively easily fulfilled – in 

short, the majority of consumers undergo limited decision making. 

To assess the degree of loyalty, a two dimensional construct by Backman & Crompton was 

presented, aiding in descriptively illustrating that loyalty formations do not rely only upon the 

behavior undertaken, but also the attitude towards the brand and thereby paving the way to the 

application of the Revised Psychological Continuum Model by Funk & James. Through its usage 

(processes and stage based outcomes), it was determined that the majority of microbrew consumers 

are attracted to one or more brands, being very aware of the brands found in the category, and the 

reliance on the brands to fulfill both social and individual needs, while simultaneously being prone 

to switch brands despite of traits of an attraction to favored brands. 

An understanding of the perceptions held by the consumers, and the influencers of these, was 

derived by emphasizing communication objectives and the benefits employed within the category, 

as well as, the relationship towards the Fur brand. The application of empirical data relative to 
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communication objectives revealed that the category need generally is well established, and 

furthermore based upon positive motivations for engaging in microbrew consumption. Brand 

awareness and brand attitude were found to be the primary communication objectives, the latter 

considered crucial as to differentiate a brand in an increasingly homogenous market clustered with 

brands all claiming superior quality, as well as, to portray the benefits held by the brand. Thereby, it 

was found that benefits, primarily to be communicated via the labeling on bottles, should relate to: 

special ingredients, storytelling related to the color and taste, vivid labels congruently branding a, 

desirably, broad product portfolio and thereby leveraging the promise of indulgence in quality brew.  

Knowledge on the relationship to be found in the category towards the Fur brand was derived by 

categorizing perceptions in relation to the Customer Based Brand Equity Pyramid by Keller. 

Through its hierarchical approach it was determined that the Fur brand had a weak brand identity 

resulting from poor unaided brand recall, illustrating a poor connection to category need, and 

lacking brand recognition in terms of limited usage situations, as well as, a labeling deprived of 

recognition by the majority of its consumers when shown without “Fur”, but with the remains of the 

design, text, and symbols. Additionally, brand meaning suffered from a, primarily, lacking strength 

of benefits and in particular that which could be leveraged as a point of differentiation – the water 

filtered through layers of volcanic-ashes. Thus, resulting in weak brand responses that combined 

with the brand identity and meaning make up for a low and absent brand relationship of the Fur 

brand. 

 

Ultimately, above implications for the Danish microbreweries resulted in a set of recommendations 

to enhance the communication efforts being employed by Danish microbreweries.  

Recommendations for creating brand awareness were to offer an intriguing communication of an 

awaiting experience of indulgence, best represented through the label, as to create trial and hereby 

instigate brand-switching, while also noting that this could be sustained via the application of brand 

purchase intention as a communication objective. As to fulfill the outcomes sought by consumers 

attracted to a brand, and to create this process, it was emphasized that the benefits ideally should 

relate to taste, special ingredients, and experience, while labeling should be consistent across the 

portfolio and signal quality through a vivid appeal. Finally, it was found that relationship initiatives 

purposefully could enhance the loyalty formation and should be leveraged via labels, and electronic 

media at the disposal of the brewery. The recommendations as to enhance brand attachment (and 

potentially allegiance) were to consider that this group of consumers utilized the brand for more 
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than mere indulgence through taste and social utility needs, but related to the brand in terms of 

values portrayed. Thus, sponsorship was emphasized as an ideal opportunity for microbreweries to 

associate values to their brand, both to strengthen existing corporate values, as well as, to obtain 

unique values. Finally, events through which consumers could engage with the brewery, its 

products and head-brewer, were emphasized as a means to enhance both the loyalty formation of 

the aware, attracted and attached to the brand in question. 

  

In continuation, the general recommendations were conceptualized for Fur to address the state of 

the brand equity of Fur, while suggestions to practical measures to be taken by Fur were offered. 

Thus, an overarching recommendation for Fur is to change their visual identity expressed through 

their labeling as it does not meet its purpose. For that reason new labels have been presented. 

Considerations to purchase paradigms and consumer preferences have lead to this label-creation in 

order to signal value for money, benefit description of the water, color and taste of the product and 

congruently communicating the entire portfolio in a vivid manner. 

Additionally, a new payoff represented by “Fur Bryghus – Smag i udbrud” (i.e. Fur Bryghus – 

eruption of taste) has been offered to give reference to the benefits held by the brand. In relation to 

labels, and all other communication channels, it was noted that Fur must emphasize the benefit of 

their water, creating a unique full-bodied beer, and not merely that it is filtered through sedimentary 

layers of volcanic-ashes. Also, examples of events have been offered, as to engage with their users 

and create trial, enhance loyalty formations, and obtain broad media exposure through partners. 

Finally, an endorsement of relevant entities has been recommended to aid in enhancing brand 

imagery and for that purpose a sponsorship of the Danish Association of Mountain-climbers and the 

Geological Society of Denmark has been put forth, as these have values that by association will aid 

Fur in leveraging of their point of differentiation – for that purpose suggestions for activation of the 

endorsement were offered. The final recommendation for Fur has not been directed at 

communication initiatives per se, but an appeal to recognize that their target group, as proved by the 

empirical data, encompass consumers under 30, while also noting that their current perception of 

how their brand is viewed is wrong by being too positive, but however arguing, that the 

recommendations would be communication initiatives to enhance their brand equity.  

 

In conclusion, to obtain a majority of highly allegiant followers seems to be an unattainable goal for 

any Danish microbrewery, while creating brand attachment is deemed possible, but not for a larger 
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part of the consumers of a brand – however, as stated, applying the highlighted recommendations 

will assist any brand in delivering on valuable determinants, particularly relating to brand identity 

and brand meaning, and thereby enhancing outcomes related to attraction and thus the brand equity. 

13.2 REFLECTIONS 

Through the analysis of consumer behavior and perceptions within the microbrew category it is 

found, that it is extremely difficult for a microbrewery to obtain a group of allegiant consumers of 

relative importance. The very nature of microbrew consumption, i.e. the category need, is somewhat 

based upon a disloyalty as consumers constantly seek new experiences, while the market is built 

upon a homogenous product (and arguably brand) offering and thus, even a group of attached 

consumers of relative size will be hard to achieve – however not impossible. Via a broad microbrew 

portfolio and a branding practice that differentiates the given brand from the competitors it is found, 

that it is possible to attract the majority of the users within the category and thus enhance the equity 

of the brand, and possibly even earn truly loyal consumers. This in turn requires an optimal product 

appearance in the stores, but even more so a marketing of the brand that is based upon product 

insights in terms of what benefits that may be delivered as well as market insight, in terms of which 

of these that are valued and potentially unique. If adhering to these notions, the given microbrewery 

will not necessarily become a select brand for all microbrew consumers, but none the less be likely 

to improve its branding practice and thus enhance the brand equity. 
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APPENDIX I – THE SURVEY 

 



0% 0%  100% 

1 af 40. Introduktion

Kære Respondent,

Dette spørgeskema vedrører købssituationer og potentiel loyalitet overfor danske mikrobryggerier generelt på
det danske marked samt, at der vil blive stillet mere dybdegående spørgsmål til et bestemt dansk
mikrobryggeri.

Du bedes tage udgangspunkt i dine egne oplevelser og holdninger samt at visse spørgsmål vil relatere til
henholdvis mikrobryg som produkt (det man ser på hylden hos forhandleren) og individuelle mikrobryggerier
som brands (i dette spørgeskema kaldet "mærke").

Når du har besvaret alle spørgsmål (dette tager 10-15 minutter) har du chancen for at deltage i lodtrækningen
om forskellige mikrobryg-præmier.

På forhånd mange tak for din deltagelse!

powered by defgo.net® info    

0% 2%  100% 

2 af 40. Inden du påbegynder spørgeskemaet, beder vi dig udfylde noget
information om dig selv:

 Husk 3 svar i hver linje

 Din bopælsregion Din uddannelse Din alder

Din info: - Vælg fra listen - - Vælg fra listen - - Vælg fra listen -

 
Køn Hvor ofte drikker du mikrobryg?

Din info: - Vælg fra listen - - Vælg fra listen -

powered by defgo.net® info    

 
Spring:
3=1_2/5 GOTO 40
3=1_2/6 GOTO 40
0% 7%  100% 

4 af 40. Skriv navne på danske mikrobryggerier du er bekendt med (skriv
gerne bryggeriets fulde navn):

 Ét svar i hver linje

1 -

2 -

3 -

4 -

5 -

6 -

7 -

8 -

powered by defgo.net® info    

Vis udskrift: "Forbrugere og mikrobryg i Danmark" https://app01.defgosoftware.net/defgo/SurveyServlet?print=true&prev...
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0% 10%  100% 

5 af 40. Skriv navnet på de mikrobryggerier du tror står bag hver af de 6
forskellige øl herunder (skriv "ved ikke" hvis dette er tilfældet):

 Ét svar i hver linje

Billede A

Billede B

Billede C

Billede D

Vis udskrift: "Forbrugere og mikrobryg i Danmark" https://app01.defgosoftware.net/defgo/SurveyServlet?print=true&prev...
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Billede E

Billede F

powered by defgo.net® info    

0% 12%  100% 

6 af 40. Notér de 3 primære årsager til at du køber mikrobryg:

 Ét svar i hver linje

1 -

2 -

3 -

powered by defgo.net® info    
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0% 15%  100% 

7 af 40. Køber du normalt mikrobryg hos den samme forhandler?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 17%  100% 

8 af 40. Overvejer du at gå til en anden forhandler, hvis du ikke er tilfreds
med udvalget af mikrobryg hvor du befinder dig?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 20%  100% 

9 af 40. Hvilken af følgende beskriver bedst den måde du oftest vælger
mikrobryg på?

 Kun ét svar

Jeg beslutter oftest hvilken mikrobryg jeg vil købe før jeg ankommer til forhandleren.

Jeg vælger oftest mikrobryg jeg genkender når jeg er hos forhandleren.

Jeg vælger oftest en mikrobryg jeg ikke har prøvet / ikke kan huske smagen på.

powered by defgo.net® info    

0% 23%  100% 

10 af 40. Hvilket udsagn passer bedst til dit valg af mærke?

 Kun ét svar

Jeg vælger vilkårligt et eller flere mærker

Jeg vælger bevidst kun det samme mærke hver gang

Jeg vælger normalt mærker jeg har prøvet før

Jeg blander normalt blandt nye mærker med mærker jeg har prøvet før

powered by defgo.net® info    

0% 25%  100% 

11 af 40. I gennemsnit, hvor lang tid tror du at du bruger på at vælge
mikrobryg i butikken?

 Kun ét svar

0-1 minut (meget kort tid)

Vis udskrift: "Forbrugere og mikrobryg i Danmark" https://app01.defgosoftware.net/defgo/SurveyServlet?print=true&prev...
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1-5 minutter (mellem tid)

6-9 minutter (lang tid)

10 minutter eller mere (meget lang tid)

powered by defgo.net® info    

0% 28%  100% 

12 af 40. Med 0, 1, eller 3, beskriv hvor relevant hver af nedenstående
sætninger er for en mikrobryg at kommunikere når du skal vælge den hos
forhandleren:

 Kun ét svar i hver linje

 
Relevans (0 = ikke relevant / 1 = lidt relevant / 3 =

meget relevant)

0 1 3

Produktet signalerer kvalitet og nydelse

Etiketten fortæller om brugen af en speciel ingrediens.

Etiketten ser levende og tiltalende ud.

Etiketten ser en smule gammeldags og klassisk ud.

Etiketten fortæller om øllets smag og farve, m.m.

Etiketten giver forslag til hvilke snacks og madretter
øllet gør sig godt til.

Bryggeriet har en unik historie bag sig.

Bryggeriet har mange øl-sorter at vælge imellem (Ale,
IPA, Lager, etc.).

Området hvor bryggeriet ligger har en unik historie bag
sig.

powered by defgo.net® info    

0% 30%  100% 

13 af 40. Er pris en faktor når du vælger mikrobryg?

 Kun ét svar

Pris har en stor indflydelse

Pris har en mindre indflydelse

Pris har sjældent nogen indflydelse

powered by defgo.net® info    

0% 33%  100% 

14 af 40. I forbindelse med nedenstående situationer, hvor ofte drikker du
mikrobryg?

 Kun ét svar i hver linje

 

Hyppighed af mikrobryg-konsumption i forhold til
situation

Vis udskrift: "Forbrugere og mikrobryg i Danmark" https://app01.defgosoftware.net/defgo/SurveyServlet?print=true&prev...
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Hver gang Ofte
Engang
imellem Sjældent Aldrig

Til mad eller snacks i private sammenhæng (hos dig
eller hos andre)

I forbindelse med fest og sociale sammenkomster

Uden at andre drikker med dig (f.eks. foran pejsen
eller fjernsynet)

En nydelse du bruger som belønning (f.eks. efter du
har slået græs)

Efter fysisk udfoldelse (f.eks. efter boldspil)

På restaurant

På bar

powered by defgo.net® info    

0% 35%  100% 

15 af 40. Hvor meget indflydelse har din omgangskreds på dit valg af
mikrobryg?

 Kun ét svar i hver linje

 
Niveau af indflydelse

Stor indflydelse Lille indflydelse Ingen indflydelse

Indflydelse

powered by defgo.net® info    

0% 38%  100% 

16 af 40. Kan du lide at dele / introducere mikrobryg for venner / familie?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 41%  100% 

17 af 40. Kan du lide at bruge mikrobryg som et samtale-emne?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    
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 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 46%  100% 

19 af 40. Hvor ofte står du og vælger mellem mikrobryg og vin til en specifik
begivenhed?

 Kun ét svar

Hver gang

Ofte

Engang imellem

Sjældent

Aldrig

powered by defgo.net® info    

0% 48%  100% 

20 af 40. Er du interesseret i mikrobryg og søger du information om dette?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 51%  100% 

21 af 40. Deler du information og dine meninger om mikrobryg i klubber /
øl-fora?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 53%  100% 

22 af 40. Hvilket er dit foretrukne danske mikrobryggeri?

 Kun ét svar

Jeg har ikke noget foretrukkent mikrobryggeri

Jeg foretrækker flere end 1 mikrobryggeri

Mit foretrukne mikrobryggeri er: 

powered by defgo.net® info    
 Spring:
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22=1 GOTO 26
22=2 GOTO 24
0% 56%  100% 

23 af 40. Tror du at du kan finde samme kvalitet og oplevelse ved et andet
mikrobryggeri end dit foretrukne?

 Kun ét svar

Ja

Nej

powered by defgo.net® info    

0% 58%  100% 

24 af 40. Med 3 af de nedenstående ord, beskriv hvorfor du foretrækker
netop dette / disse mikrobryggeri(er):

 Gerne flere svar

Smag

Navn og design

Produkt sortiment

Engagement i lokalmiljø / mærkesager

Brygningsmetode

Økologi

Lokalt bryghus

Anden årsag? 
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0% 61%  100% 

25 af 40. Hvilke af følgende muligheder er interessante for et mikrobryggeri
at bruge, som relationsskabende initiativer til at nå dig som øldrikker?

 Gerne flere svar

SMS service der, via flasken, tilbyder yderligere information om den enkelte øl

SMS service der, via flasken, tilbyder små quizzer omkring øl

SMS service der, via flasken, tilbyder dybdegående information om sæson øllene / Barley Wine fra
pågældende mikrobryggeri

Mulighed for at give øllet karakter på det respektive mikrobryggeris hjemmeside og/eller via SMS

Specielle events på respektive bryggerier, der giver mulighed for at smage "prototyper" af øl og samtale
med brygmesteren
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0% 64%  100% 

26 af 40. Hvilke af disse bryggerier er du bekendt med og har smagt øl fra?

 Husk 2 svar i hver linje
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Er du bekendt med disse bryggerier? Har du smagt øl fra disse bryggerier?

Ja Nej Ja Nej

Ørbæk Bryggeri

Thisted Bryghus

Fur Bryghus

GB (GourmetBryggeriet)

Svaneke Bryghus

Nørrebro Bryghus

powered by defgo.net® info    

 
Spring:
26=3/2 GOTO 39
0% 66%  100% 

27 af 40. Hvor ofte køber du mikrobryg fra Fur Bryghus?

 Kun ét svar

Når jeg køber mikrobryg, er et eller flere Fur-produkter oftest en del af mit valg

Fra tid til anden køber jeg Fur

Jeg køber sjældent Fur

Jeg køber aldrig Fur selv (venligst motivér hvorfor ikke): 
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Spring:
27=4 GOTO 29
0% 69%  100% 

28 af 40. Hvor køber du Fur øl?

 Gerne flere svar

Supermarkedet

Special-forretninger

Internettet

Restauranter

Pubber og barer

powered by defgo.net® info    

0% 71%  100% 

29 af 40. Hvilke 3 ord (positive som negative) vil du bruge til at beskrive din
egen oplevelse med Furs produkter?

 Ét svar i hver linje

1 -

2 -

3 -
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powered by defgo.net® info    

0% 74%  100% 

30 af 40. Tror du at Fur Bryghus' produkt portefølje kan tilfredsstille dine
behov / ønsker hvad angår mikrobryg?

 Kun ét svar

Ja

Nej (Venligst beskriv hvorfor ikke?) 
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0% 76%  100% 

31 af 40. I hvor stor udstrækning synes du af Furs produkt portefølje leverer
kvalitet i forhold til andre danske mikrobryggeriers porteføljer?

 Kun ét svar i hver linje

 

Fur Bryghus' produkt portefølje i forhold til andre danske mikrobryggerier

Meget dårlig Dårlig
Middel (som de
fleste andre) Bedre

Meget bedre
(blandt top-3 i

Danmark)

Kvalitet

powered by defgo.net® info    

0% 79%  100% 

32 af 40. Er du bekendt med om noget specielt kendetegner vandet som Furs
øl brygges på?

 Kun ét svar

Nej

Ja - i så fald hvilket? 
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0% 82%  100% 

33 af 40. Med minimum 5 ord, hvad associerer du med mikrobryggeriet Fur i
forhold til billederne?

 Gerne flere svar

Kedelig

Interessant

Opmærksomhedsskabende

Levende

Lokkende

Tiltalende

Udstråler varme

Utiltalende

Sjov

Middel

Traditionel

Ordinær

Nede på Jorden

Ærlig

Seriøs

Munter

Vovet

Moderne
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Fantasifuld

Pålidelig (hvad du ser, er hvad du får)

Succesfuld

Charmerende

Overklasse

Discount

Rå

Mandlig

Kvalitet

Slidt

Umoderne

Useriøs

Kompetent

Innovativ

Troværdig

Forbruger-fokuseret

Værd at bruge penge på

powered by defgo.net® info    

0% 84%  100% 

34 af 40. Hvad mener du karakteriserer den typiske Fur-drikker?

 Husk 2 svar i hver linje

 Bopælsregion Uddannelse

Karakteristik: - Vælg fra listen - - Vælg fra listen -

 
Køn Alder

Karakteristik: - Vælg fra listen - - Vælg fra listen -
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0% 89%  100% 

36 af 40. Hvilken af de følgende prisklasser tror du Fur mikrobryg befinder
sig i?

 Kun ét svar

Lav pris (21-30 kroner)

Mellem pris (31-40 kroner)

Høj pris (41-50 kroner)

powered by defgo.net® info    
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0% 92%  100% 

37 af 40. Er du medlem af Fur Bryghus' facebook fan-side, besøger du deres
hjemmeside, eller andre internet sider hvor mærket bliver diskuteret?

 Kun ét svar

Ja

Nej
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0% 94%  100% 

38 af 40. Er Fur et mærke du gerne vil købe oftere og/eller lære bedre at
kende?

 Kun ét svar

Ja

Nej
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0% 97%  100% 

39 af 40. Du har nu mulighed for at deltage i lodtrækningen om nogle fine
mikrobryg-præmier ved at udfylde nedenstående felter med dit navn og din
e-mail - vinderne vil få direkte besked!

 Ét svar i hver linje

Dit navn

Din e-mail adresse

powered by defgo.net® info    

0% 100%  100% 

40 af 40. Tak for din deltagelse!

Dine svar er blevet registeret.
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