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THE GOOD BEER DRINKER INTRODUCTION

The Good Beer Drinker
5 Distinct Drinker Profiles

Pleasure Seekers
High-Fidelity Allstars

Deep Connectors
Better beer, better conversations

Deep

The Beer Geeks Connegtors
The Joy of searching for excellence 24%

Communiteers
The warm heart of communion

Curious Casuals Pleasure Seekers
surfing the trends 34%




PLEASURE SEEKER




THE GOOD BEER DRINKER THE FIVE PROFILES

Pleasure Seeker
Hi-Fidelity Allstars

This group love the hi-fidelity
nature of beer and infinite
possibilities of choice

o) .
On gender they match 63/0 Size of
We Are Beer norm - Male audience:

37% identify female 37%

Skew younger than other Female
groups - hotspot is 25-35

‘| like creativity, something unexpected, if | see something on a menu that | wouldn't | Jug |
expect to go well together. | like to try that. It's the same with beers, I'm always looking
for new flavours, something that's slightly different”
Pleasure Seeker, 25-55 6




MINDSE T

THE GOOD BEER DRINKER THE FIVE PROFILES

They're seeking fun and thrills
- look for suprise and delight
moments

They look for new and novelty
They’re active planners, and highly social

Segment least interested in news, politics and
history

“I love the Get Your Guide app. | found that
when I'm travelling as a platform it provides
smaller, maybe family run businesses and
experiences that wouldn't necessarily have
the budget or ability to market through the

bigger tourist companies.”

We went to Barcelona a couple years
ago and | went on a few forums and
looked on Instagram for inspiration.
We were only there for three days
but it's worth doing some research to
find specific places that are probably
slightly off the beaten track.



MINDSE T

THE GOOD BEER DRINKER THE FIVE PROFILES

All about distintive flavours and brands

Respond to the discovery trend driving a lot of f&b culture
Enjoy “ticking off restaurants”

Brands that resonate deliver high energy, fun experiences

It's something to talk about,

isn't it? When you sit around

the table in the pub, it's like,
oh, did you try that ridiculous
donut beer that they had on?”

» “Beer Shou/ol just be fun
/m not looking for beer to do politics”

Pleasure Seeker, 25-55




BEER RELATIONSHIP

THE GOOD BEER DRINKER THE FIVE PROFILES

We- are
SEER
Beer represents a Wh()Ie universe “Quite often you'll get a dud and you'll pay a pretty premium for
. it, which hurts a little bit but | would rather do that and just try
o eXplore and enjoy weird new things and discover crazy combinations. | really love
the discovery side of it, | just got a kick out of it."

More than any other drink, beer offers v Pleasure Seeker, 25-55
a never ending world to explore TR s e ST
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modern brands

Beer newcomers - lightbulb
moment “| never knew beer could
taste like this”

“I'm drinking a Magic Rock rhubarb
cheesecake, pastry sour.

91 % It's a talking boint, isn’t it?’

. Pleasure Seeker, 25-55
love learning

and discovering

new flavours 60%

porefer the exotic
flavours in beer
over traditional
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BEER OCCASIONS

THE GOOD BEER DRINKER THE FIVE PROFILES

Love of discovery means they enjoy
high-energy places with lots of choice

Enjoy the choice and vibe of taprooms and craft beer bars
Festivals are a place to get lost in flavour
They love travel and finding breweries

“I've had loadss of really good times with my friends
in BrewDog bars, so when | see their beer on the
shelf, | am reminded of those experiences”

Pleasure Seeker, 25-55
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SEER

Whenever we go on a city break somewhere we
make a google map and plot out all of the craft beer
places, not to make the trip revolve around it but
just so that when we want a break, it was very easy
to pull something up and go, this is only like half a
mile down the road, let’s stop in.




HEY WANT TO BE SURPRISED AND
ARE WILLING TO EXPERIMENT

,f.
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‘My local Brevacg has 12 Guest te/cs and they change them every three c/eys Or So.

| had a ree//y good lemon and b/ue/cerry cheesecake sour the other week which was amazing.”
P/easure Seeker, 2 -55 v 1;- . /
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BEER BRANDS

THE GOOD BEER DRINKER THE FIVE PROFILES

They like full-throttle flavours: Hazy IPAs
and Sou Irs cut th rough “I've started like recognise some breweries that are particularly

good at doing like weird, outrageous stuff in a way that you can
kind of trust that like if it says it's going to be a marshmallow Biscoff
coffee stout with whipped cream it will really taste like that”

Pleasure Seeker, 25-55

Tiny Rebel and Vault City cut through as playfully avant-garde

They enjoy bold with a strong personality:

BrewDog and Northern Monk - bold brands with a big range
These brands have a sense of humour that speaks to them

ﬁ‘ ; ’q@é’ '
cobog | NG
w‘ PRAWN COCKTAL
NORTHERN
MONKe

Higher ABV

Happy to drink more
specialist styles as tend to
have more flavour impact




BEER ENGAGEMENT

THE GOOD BEER DRINKER THE FIVE PROFILES

Social media captures attention.
But they're consumers not sharers

Not as influential as other beer-forward profiles

Only 15%

‘I get sucked in by can launches on
instagram - stuff looks great and just
makes me want to try it.”

Pleasure Seeker, 25-55

post on beer
more than
once a month

we anre
SEER

“I've had some good beer boxes ordered from social media -

they do a different theme each month”




THE GOOD BEER DRINKER THE FIVE PROFILES

How to connect with
Pleasure Seekers

Brand & Marketing

« Communicate what your
beers will be like to experience
- over process or brewery story

 Enjoy novel collaborations
- with breweries or other
producers

» Bold personality and tone of
voice

« Utilise bold, bright social
media comms focussed on
product experience

Sales channel /
occasions

Product and portfolio

 Be in places of discovery
- extensive tap list (over
curated), mixed tasting boxes,
flights

« Appear in high energy bars
and environments over
quieter, more considered side
of craft

« Promote your beer / taproom
experiences via tourist /
culture listings media

« They're going to connect with
the more innovative parts of
the portfolio

« Be flavour led - interesting
use of ingredients and
combinations
- use food to inspire




THE GOOD BEER DRINKER THE FIVE PROFILES

FESTIVAL CHEAT SHEET

If you're all about discovery and
experimentation then there is no
better spot to go explore.

we anre
SEER

Make sure you're coming with as many different
beers as you can

Excite before hand with launches around specials

Think about serves, garnishes, novelty, on
bar pairings - activate and engage on flavour
experience

They enjoy the hi-fidelity, bold brands, so spaces
nheed to attract them

Are there special collaborations you can drop or
work with another brewery to create something
unique

Do blind tastings / tutored tastings at the bar -
focus on the boldest beers

15



DEEP CONNECTORS



THE GOOD BEER DRINKER THE FIVE PROFILES

Deep Connectors
Better beer, better conversations

Motivated by moments amongst
friends - better beer brings better

moments
71% Size of iy
Skew slightly male Male audience:
o 1 B
Skew younger, 29/0
hot spot 25-35 Female

‘I go to beer festivals because I'm gonna have a good c conversation : ¥
with my brothers. We will touch upon the beer briefly but | | go because
it's all about a good day out with them.”

Deep Connector, 25-55

17
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Beer helps drive a cohversat/oh r/ght”? You get into the
pub ano/ you say ‘what are you having’, you're already

ta king. You have a bit of d/SCUSS/On about which beer

AT T N R T S W R 2

you're going to pick, and then you can move on to the
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tant o//SCUSS/onS about our
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BEER RELATIONSHIP

THE GOOD BEER DRINKER THE FIVE PROFILES

Deep Connectors have more of a
traditional beer drinker mindset

Good beer is a symbol of good conversation and more meaningful
connections; more about having a few pints pints with friends than the
beer itself

Big group for our business and the category discovery, knowledge
and community does not cut through like it does for Beer Geeks,
Communiteers and Pleasure Seekers

Craft has to compete with whole category for this audience

“| like better beer, but some people go bonkers about
it and start talking about yeast types and what flavour
wMhops they used. | quite like the flavour, that's the kind of
oleta// | want to get into. For me it's about more the social
aspect and relaxing.”

Deep Connector, 25-55

19



BEER RELATIONSHIP

THE GOOD BEER DRINKER THE FIVE PROFILES

Beer has always been a
cornerstone of their social life

“I've always been into good beer, before craft,
really going back to drinking with my Dad.
Wed always look for good pubs with good

beer. That's the kind of beer | like today too.”

Important - the medium which they connect
with close friends and family

Accessible - simple luxury, unpretentious

A reward - open that beers with mates are
either a reward or momentary escape from

pressure of life "My wife and | we have a glass of beer on an evening after a
difficult day at work. If the weather’s nice we can go sit out on
the patio and watch the kids play.”

20




BEER RELATIONSHIP

THE GOOD BEER DRINKER THE FIVE PROFILES

“| think the term craft beer has become a bit of marketing rather

|dentlfy IeSS as ”CI’aft beer fa nS" than any description of a kind of beer. It's been robbed of all

w“ " meaning, except to say we've loaded the prices.”
than “beer fans Deep Connector, 25-55

But they're quite protective over what good beer is and are less likely
to be impressed by novelty

Beer is their go-to, and theyre more likely to choose beer than any
other profile at music festivals, late night places or restaurants

20utof3 On|y1 in3

orefer traditional say-they enjoy

flavours in beer researching breweries
More than half vill

never post about beer

Less likely than other

Least likely to give segment to follow
recommendations beer influencers

ike trad/t/on you /<novv old pubs with wood pane//

they re the kinds of beer brands I go for
- Deep Connector, 25-55
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BEER BRANDS

THE GOOD BEER DRINKER THE FIVE PROFILES

Driven by what they consider to be a
“good pint” focused on session beers
- particularly lagers and session ales

Big craft cuts through - brands like Beavertown, Camden Town,
BrewDog and Brooklyn

Also brands that focus on consistent, readily available core range;
Thornbridge, Lost & Grounded, Siren etc

o o i ]
85% 2in3
drink craft drink SIPA
lager regularly regularly

99%

regularly drink
global brands
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BEER RELATIONSHIP

THE GOOD BEER DRINKER THE FIVE PROFILES g
& are
SEER

They experiment far less frequently,
Stl Cking Wlth What th ey kn OW an d I ove ‘I don't have the fruity stuff or anything that's

overly fancy. Anything that tastes like grapefruit or

, o , looks like a pint of piss | don't particularly want to
They're less regular drinkers of specialist styles, if at all, imiae i EE e el Sramm”

especially those furthest away from lager and ale.

50% will drink Hazy pales - this is category they'll experiment in

Our beer app data shows newer beer brands cut through to;
Northern Monk ‘Faith” and DEYA ‘Steady Rolling Man’

(o)
hgg!' (!gkﬁ%e/?r Only1in4

repertoire, same  claim to ocecasionally
with-stouts / porters  drink sour

Only1in3

have specialist IPA - like
New England or Double -
as an occasional choice




“The fancy flavours I'm not that bothered.”
Deep Conn




BEER OCCASIONS

THE GOOD BEER DRINKER THE FIVE PROFILES

Craft specialist retail and occasions don't
cut through as much with this group

Pub is number 1 on trade outlet

Only 48% visited a taproom this summer (vs /8% on other segments)
Taproom Frequency is around once per year

Driven by convenience and price - off trade purchasing is
supermarket and convenience stores

More driven by a favourite they have in stock than place of discovery

Lessthan1in 3

regularly shop in
specialist off-licenses

‘| tend to just buy beer locally because it's
convenient. Most local shops have small selection of
beer and supermarkets have a reasonable level too.”

Deep Connector, 25-55




THE GOOD BEER DRINKER THE FIVE PROFILES

How to connect with
Deep Connectors

Brand & Marketing

» They're creatures of habit so
brand recognition is really
important to becoming one
of their beers

 Celebrate the perfect pint
- Do not be too kitsch or
novelty if you want to build
loyalty

Sales channel /
occasions

Product and portfolio

» They're unlikely to search
you out, so access is key to
being part of their repertoire -
regular lines etc

« If opening up retail - look
toward pubs rather than
taprooms

 Off-trade focus on outlets of
convenience and keen pricing
over speciality and brand led

* Focus DTC on core range,
good deals, and social
occasions like friends round
for dinner, BBQs

 Primarily lagers and drier pales
are going to connect with this
group and under 5% ABV

« Do not try to push them
into specialist styles or
experimental beers - can be a
big turn off




THE GOOD BEER DRINKER THE FIVE PROFILES

FESTIVAL CHEAT SHEET ‘

beer festivals are a place to get a group
together and have a good time

Hero the beers they know
Focus on sessionable styles

Create environments or things for their group of
friends to enjoy, not about process or education

> 81% say the primary reason they attend is - Only 5% are interested in learning albbout the process
~toenjoy the company of friends — - Chouffe Hats and Phantom T-shirts
Sl & e s S 2 - Big Drop Games
mm They're more beer led than brewery led
m e AOME. YRR " - Only 1in 4 are interested in meeting people behina
the brands

Make accessing that beer after the festival easy -
things to take away and remember your beer by,
links to retail deals

27




THE BEER GEEK




THE GOOD BEER DRINKER THE FIVE PROFILES

€) This group loves the search for
the very best in beer and sharing
their knowledge

"As you get older your tolerance for mediocrity diminishes, you

realise that your time and your money is limited, and therefore
you want to make use of it in the best way possible. Your ‘

leisure time is more valuable than maybe it was when you were

younger. So you want to have the best possible experiences.”
Beer Geek, 25-55

29



Beer Geek, 25-55




THE GOOD BEER DRINKER THE FIVE PROFILES

€) Our wealthiest,
most male category

< O
9%
of profile
ity as male

id

Highest % of

enior and middle
@management VS
other segments

Amongst lowest
representation in
under 3bs

Most likely
to shop in premium
groceries - M&S
and Waitrose

- "l've got a reasonably good job, my wife's got an excellent job,
- “=we don't have kids. We're not flush but we've got a reasonable

_ﬁ_ e T T —

amount of disposable income. It doesn't mean we just don't

5
—
-
i

care what we spend less but we want a great experience.”
Beer Geek, 25-55

31



THE GOOD BEER DRINKER THE FIVE PROFILES

€) As people, they're obsessed
by knowledge: consuming

information fuels their passions

69% love researching the

orocess and history their

beer choices “ like buying one nice thing. Like one nice chef’s knife, something that
iS going to last me forever, it might be 10 times the price but | never
The group most interested have to buy ever again. One kitchen knife, but Damascus steel.”

iNn Nnews, current affairs,
history and politics

“I'm really into cycling. | spent a lot on my road bike.
| go away regularly with my friend cycling in France.
'L We'll research routes - often stopping via some nice vineyards.”



THE GOOD BEER DRINKER THE FIVE PROFILES

€) They're status driven -
like to share their knowledge

“Food and drink stimulates conversation, it gives you

some social powers, it's a sort of like storytelling, sharing

experiences and making you feel like you've got a
connection with people.”

“I like sharing things | discover with my mates. If | go to a
new bottle shop | buy the beer that | really like for myself
but | always buy a new product every time to try. When I'm
next out with the people that | meet up with | can say try
this, | think it's really good because of x and y.”

94%

e themselves

sionate about
ood and drink

< -
Other beverages they enjoy offer o ~
similar worlds of knowledge and S £$x

status - whisk(e)y and wine



THE GOOD BEER DRINKER THE FIVE PROFILES

€) Their relationship with beer is driven by this
thirst for knowledge

® 96% say love learning about new beers, breweries and flavours

® They're product and process obsessives: 69% say they love researching
the processes behind styles and histories behind breweries

® Discovery is product knowledge based - diving deep into a style
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THE GOOD BEER DRINKER THE FIVE PROFILES

€) First movers in the craft revolution and
have the most varied repertoire

“I go through phases of being massively into somethinag.

o drink nothing but that style and then I'll move on to something
® Over half have been drinking craft for over 10 years else. Right now it's Belgium, all | want to drink is doubles and

® Collectors mindset - regular drinkers of biggest variety of beer les_thats it_nothing else interests me.
styles Beer Geek, 25-55

® Enjoy specialist styles - big flavours, higher ABV and exclusivity.
Like Double IPA or Belgian

® Their history with beer is important to them

RAPPIST

a

THEY'RE MOST LIKELY TO BUY THAT SPECIAL
RELEASE TO SHARE WITH FRIENDS 35




THE GOOD BEER DRINKER THE FIVE PROFILES

€) Change to “Desire for “the best”
means brands with an expert singular
offer cut through

® Verdant - hops, Burning Sky - saisons, Amunsen - Pastry Stouts etc

® Of the higher penetration brands, Northern Monk with focus on
“series” they can get into

“If vou’re going to buy a

hazy IPA from Verdant it's

going to be pretty much

at the top drawer, because

\

that's what they do.’
Beer Geek, 25-55
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‘I like breweries like Burning Sky that have their own styl
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They're brewing one type of beer that they make rea//ys i

Wb,

well, rather than, 50 different styles. — :
That's what's interesting about them”
Beer Geek, 25-55 | b
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THE GOOD BEER DRINKER THE FIVE PROFILES

“When I'm at a festival like to try as many styles

o They aCtively drive Craft beer CUIture as possible, partly with the intention of trying to

on socials and at festivals

® They're most likely to follow brewery and beer influencer social medias,

as well as being likely to post about beer

® They're one of the top two groups to attend festivals most regularly and
have the largest variety of reasons to attend - with greater emphasis on

knowledge and learning.

O
say frienlt{?t in 3

them for beer OOSt oNnce a
recommendations month about beer

%

will attend a festival
at least once a year

figure out how they're made so | could potentiall
try making them myself later or riff upon them and

tweak them slightly into different ways.”
Wp— \
Beer Geek, 25-55 v
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It was brilliant with the festival app this year - seeing all ——

Tl ol

the beers on the train on the way and highlighting all the ==
things we wanted to go and drink”

Beer Geek, 25-55

‘I like to express to my mates what I'm dr/nk/ng
because | know that they will appreciate it. | '
know that if | find a beer that | think is abso/ute/yl
awesome, | know that my mates are going to »
orobably think the same.’

.
Beer Geek, 25-55 6



THE GOOD BEER DRINKER THE FIVE PROFILES

Brand & Marketing

 Give them the information
behind the products and
processes
- Bvents, social media, tastings,
tutorials

 Use product process and
desire to create the best beer,
to drive your brand story
- What can you tell them at
point of purchase or in
marketing comms

« Offer them exclusives
- First access / event invites/
exclusive product

Sales channel /
occasions

Product and portfolio

 Focus on specialist retail

 Off-trade important to access
specialist styles or products

 Special releases
- They respond to bigger, more
specialist parts of the portfolio

 Product Series
- Take them on the journey




THE GOOD BEER DRINKER THE FIVE PROFILES

FESTIVAL CHEAT SHEET

)
Festivals are a distillation of their passion -
at best they're peak moments to indulge in >
their primary passion
)
)
)



COMMUNITEER



THE GOOD BEER DRINKER THE FIVE PROFILES

) This group loves the sense of
community beer has and the
feeling of belonging it brings

Communiteers match
the gender dem rap
we know atten our

962%

festivals Valo
(o)

Highest representation 8/0

Female

iINn 35-55, among
lowest representation
in under 35s

“‘Community is a big one for me, when | moved to

we moved to an suburb where there's a couple more local

brewery bars and sma//er ubs that we started to feel that

drink almost as much as the beer quality.’
Communiteer, 25-55

41



THE GOOD BEER DRINKER THE FIVE PROFILES

They love to bond with others.
A strong affinity for the local

MINDSE T

Like-minded people and places give them a sense of
belonginging:

Enjoy watching sports, being memlbers of clubs
- j.e. running clubs

They value cultural institutions that bring people
together

Most likely to attend music festivals

Communiteer, 25-55

Communiteer, 25-55
42




MINDSE T

THE GOOD BEER DRINKER THE FIVE PROFILES

ur most ethically minded consumer
- they support the things they value
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Communiteer, 25-55

Communiteer, 25-55

Communiteer, 25-55
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Communiteer, 25-55
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THE GOOD BEER DRINKER THE FIVE PROFILES

) The explosion of brands, taprooms,
bottle shops and events has allowed

them to feel part of a community

® Story Seekers: enjoy finding out the human story
behind the beer

o Authentic to passions: cultural provenance over
oroduct story

7%
oy taking
lons ang

giving them out

e
81%
el part of the

unity of beer
enthusiasts

QO tO a taproom, you

You find out all about their world and that b‘r.evvery’

Communiteer, 25-55




o Most likely to have a couple of pints and a pub
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THE GOOD BEER DRINKER THE FIVE PROFILES

() Because beer is about the
community, the on-trade is vital

Craft beer consumption centres on:

® Good Pubs "Beer is such a social thing. | got some beer boxes
® Taprooms during lockdown but I'd rather go to the pub and
® Bottle shops speak to people than sit at home drinking these 4~ .
. days. I'm not a big beer drinker at home.””
® Festivals '/

Communiteer, 25-55

Enjoy styles with long history of people enjoying together -
cask beer, ales, porters

® Cask, ales, porters etc.

> They like lower ABV beers that allow
them to focus on conversing and
connecting

Communiteer, 25-55

46




THE GOOD BEER DRINKER THE FIVE PROFILES

we- anre

) They invest in their local, rooted
offerings as much as possible

® Alongside beer geeks they're most invested in beer as a primary
passion and likely to share recommendations in person and on
social media

(o)
say theirlen/dos in 4

trust them for beer OOSt once a
recommendations month about beer

Communiteer, 25-55

O

SEER

“It's about passion. When vou find places where the
wners, chefs or brewers are front and centre, there'’s a

bit of story behind it that entices me”

Communiteer, 25-55




THE GOOD BEER DRINKER THE FIVE PROFILES

) They're drawn to breweries with a
story to tell or with strong local roots

Love breweries with strong local roots

® Strong local presence like Kernel, Wiper & True, DEYA,
Gipsy Hill and North

® Or have tied themselves to a certain communities -
.e. Mikkeller / Running, Signature / Music, ‘Queer Brewing / _ : h SN \ )
LGBTQI+ g /A Bl “ §

W‘m\-‘- o SUPERPALE |
i ﬁ_&‘}'{;ﬂﬂEALE
.‘;' | R | CENTENGAL O34 « EXLANST | ~_ “
R :‘ ‘;. -
\ \ ..‘.l .F
lh
.

“Our audience is good, decent local people.
For us it's about hospitality.

John Gyngell, North Brewing Co.

48



THE GOOD BEER DRINKER THE FIVE PROFILES

How to connect with
Communiteers

Brand & Marketing

 Put people at the centre of our your brand
- your founders, brew team, drinkers and
community

« Communiteers are your local champions -
utilise your taproom(s) to connect with local
community

« Connect and access them through other
interest groups, events, passion / social groups

« Tell your founder story - they respond to
people-led stories - build the romance around
your brewery

 Express your values as business
- Build your brand around those (Brewgooder,
Gipsy Hill carbon neg. Queer Brewing Project)

Sales channel
/ occasions

Product and
portfolio

« On-trade is key - pubs
and taprooms

 Events / spaces where
people come together

« Champion your
sessionable and core
range - and the care
that goesinto it

« Educate on styles /
cultural provenance
and why you're
passionate about them




THE GOOD BEER DRINKER THE FIVE PROFILES

FESTIVAL CHEAT SHEET

Festivals are highlight calendar moments
for their community to come together and
share their passions.

we anre
SEER

Showcase products that tell stories of the place
you're from

Run ‘meet the brewers’ talks and tastings on the

people, place and stories behind your products
and brand

Invite your audience to support you at festivals /
and reward their support for coming

Run fringe events or activate around festival with
other passions - music, sports, arts etc

Create welcoming spaces for people to enjoy
each other’s company
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CURIOUS CASUALS



THE GOOD BEER DRINKER THE FIVE PROFILES
€) This group do not have a strong affiliation

with beer - it's just one of many drinks
they enjoy.

They follow the crowd, the fact beer
today has so much going on makes it
much more interesting than it used to be.

Cale Watts, Froth Distribution
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THE GOOD BEER DRINKER THE FIVE PROFILES

€) The group most representative of mainstream
urban food and drink culture.

91% ®

Female

more than
orofiles

signific
beer ce

® They skew younger, like Pleasure Seekers

® While majority are still passionate about food and
drink, they're less so than our other segments

® Less representation in higher SEC

Curious Casual, 25-55 53




THE GOOD BEER DRINKER THE FIVE PROFILES

© Beerisjust one of the Tl e vl et e g ekt

d ri N kS they enjoy, Curious Casual, 25-55
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THE GOOD BEER DRINKER THE FIVE PROFILES

€) Good beer has a few more
barriers for this group...

® 2 out of 3 agree that going deep into
discussions on beer is a bit boring

® 41% find the amount of choice overwhelming Curious Casual, 25-55

® And, they are more price sensitive than other
orofiles

Recruiting this target is difficult, as they don't
necessarily want to be “beer people”
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THE GOOD BEER DRINKER THE FIVE PROFILES

€) They're less confident about beer
and experiment less

Craft lager and global
brand lager are only Deep Connector, 25-55

categories that majority
drink regularly

nly 48%

nk IPA regularly

less tha
1in3

ur say their friends ask them
for recommendations

1in4
would on occ

experiment wi
or dark beer




THE GOOD BEER DRINKER THE FIVE PROFILES

€) When beer cuts through its {Tm ot reallysure about th breweries or the styes
about brand not beer styles supermarket shop’

Curious Casual, 25-55

® They gravitate toward brands that have defined “craft beer” in
the mainstream- e.g. BrewDog and Beavertown

® Theyre more into the tropical hop-forward pales, though they
wouldn't necessarily know the provenance of the style

® A good beer is synonymous with a good pub occasion and
they're often choosing it to connect with more invested friends




THE GOOD BEER DRINKER THE FIVE PROFILES

How to connect

 Hard to reach, but are looking
to their more invested
friends (our other profiles) for
recommendations so you will
catch these people through
them

 Brand needs to convey
modern craft creativity, or a
cut through story

« Make sure style and or flavour
references are easy - they
need to help navigating

» Bartenders recommendations
are important - trade
marketing and education will
drive trial
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