
 Eindhoven University of Technology

MASTER

Branding of trappist beer

Vink, Michiel W.

Award date:
2004

Link to publication

Disclaimer
This document contains a student thesis (bachelor's or master's), as authored by a student at Eindhoven University of Technology. Student
theses are made available in the TU/e repository upon obtaining the required degree. The grade received is not published on the document
as presented in the repository. The required complexity or quality of research of student theses may vary by program, and the required
minimum study period may vary in duration.

General rights
Copyright and moral rights for the publications made accessible in the public portal are retained by the authors and/or other copyright owners
and it is a condition of accessing publications that users recognise and abide by the legal requirements associated with these rights.

            • Users may download and print one copy of any publication from the public portal for the purpose of private study or research.
            • You may not further distribute the material or use it for any profit-making activity or commercial gain

https://research.tue.nl/en/studentTheses/da62f66f-5853-48af-90ca-c520a06ed154


ARW 
2004 
BDK 

TU/ 
tec:hnisc:he 

e. uni11ersitelt 
elndhO'llen 

Department of Technology Management 

Subdepartment of Organisation Science and Marketing 

Branding of Trappist Beer 

Master's Thesis Industrial Engineering and Management Science 

Date 

Place 

Author 

Supervisors 

August, 2004 

Eindhoven 

Michie! W. Vink (s458870) 

Dr. Ir. Adam Lindgreen 

Dr. Ing. Joost Wouters 

Dr. Michael Beverland 



Branding of Trappist Beer 
TU/e · 

Abstract 

The beer industry is becoming increasingly concentrated with a large number of 

different brands. Because of the grown competition, differentiation is becoming more 

and more important, and branding is an important marketing tool to accomplish this. 

The subject of this investigation is the Trappist beer market. It is a small niche market 

that is stable and has survived for a long time in the competitive beer industry. The 

aim of the investigation is to learn how Trappist beer is branded and how this 

branding is dealing with developments in the market. 

To obtain this information, first the developments in the world, European and Belgian 

beer market have been identified through a literature review. The major developments 

appear to be a decline of the consumption in the traditional beer industry markets; an 

increase of the consumption of international, special and premium beers; an increase 

of the consumption of beer at home; and the processes of consolidation, 

internationalisation and product differentiation. 

During the next phase the Belgian Trappist market have been investigated both 

through interviewing and a literature review. It appeared to be a stable market with a 

slowly increasing consumption and production level and a growing export segment. 

Nowadays this market feels competition from the growing popularity of the abbey 

beers. 

After investigating the Trappist market, the branding of Trappist beer has been 

analysed. Information was gathered through interviewing people from different levels 

of the product chain. The analysis was done with the help of the luxury brand model 

by Beverland (2004). From this analysis it became clear that the main issues in the 

branding of Trappist beer are quality, exclusiveness and authenticity. 

From the analysis of the branding of Trappist beer can be concluded that the Trappist 

breweries do not respond to developments in the beer market. This attitude originates 

from their origin and philosophy. Differentiation will be important for their future 

because of the threat from the abbey beers. 
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1 Introduction 

The aim of this chapter is to introduce the subject, and to describe the problem 

definition and the research questions. Also the structure of the report will be 

discussed. 

1.1 Introduction of the subject 

'Beer is one of the world's most favourite alcoholic beverages' (Heineken 2002 p. 

10), it is consumed all around the world, and 'with water, tea, soft drinks, milk and 

coffee it belongs to the most consumed drinks' (Everatt 2000 p. 3). People drink beer 

in a cafe or restaurant, when they go out, sitting on a terrace enjoying the sun, during 

dinner or at home before the TV at the end of the day (Cooreman 2003). 

To describe the problem of this research first a summary will be given concerning the 

world, European and Belgian beer market, which is derived from the first report on 

this investigation (Vink 2004). 

The beer consumption in the world beer market strongly differs in the different 

regions in the world. The market can be split up into mature markets such as West 

Europe and North America, and growth markets such as East Europe and Asia

Pacific. The mature ones are characterised by a stable or slowly declining annual beer 

consumption per person (Koster and Van Lamoen 2002), and the growth markets by 

an increase of the annual consumption level (Goerzen 2000). The structure of the 

European beer industry can be indicated as concentrated because only a few large 

breweries control the major part of this market (Goerzen 2000; Vink 2004; Wesley 

2003). 

The European beer market is a mature market characterised by a slowly declining 

consumption and production volume, and an increasing competition level (Koster and 

Van Lamoen 2002). The structure is comparable with the world beer market because 

it is also controlled by a few large breweries, which have large market shares in the 

main European beer industry countries (Vrontis 1998). In Europe the Dutch brewery 

Michie! W. Vink, August 2004 1 
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Heineken and the Belgian brewery Interbrew are the largest companies (Koster 2002; 

Koster and Van Lamoen 2002), whereas Germany and the UK are having the largest 

beer industry (Perro 2003). From a former analysis (using Porter's five forces model 

combined with the PEST analysis) it became clear that the European beer market is 

under pressure. Main reasons are the increase of the competition level and the slowly 

declining consumption quantity (Vink 2004). 

The Belgian beer market has a very rich beer tradition and is at this moment the 

eighth largest beer industry in Europe (Perro 2003). The market can be indicated as 

mature because of its declining consumption volume (Perro 2003) and increasing 

competition level (Houthoofd and Heene 1997). The competition level is increasing 

mainly because of the increase of the different types of beer, the growth of the import 

segment and the decrease of the consumption (Vink 2004). Furthermore its industry is 

well known for its special beers, it is the European country with the greatest diversity 

of beers with a number of different beers estimated on 650 (Jackson 2001). This 

segment includes around thirty per cent of the total beer sales, which is a relatively 

large part compared to other countries (Cooreman 2003). The structure of the market 

is highly concentrated because of the dominance of Interbrew that controls more than 

half of the market in terms of sales (Houthoofd and Heene 1997). But still a lot of 

small breweries are active and brew only their own special traditional beer (Johnson 

2003 ; Koster and Van Lamoen 2002). The market has been analysed using Porter's 

five forces model and the PEST analysis, from which has been concluded that also 

this market is under pressure (Vink 2004). As already mentioned, the consumption 

level is decreasing (Cooreman 2003) and the competition is increasing, not only 

between the different beer brands but also with water, soft drinks and wine; the 

consumption of soft drinks grew with more than 27 per cent between 1990 and 2000 

(see Table 4.3 Vink 2004) (Vloeberghs 2002; Vloeberghs 2003). 

During the investigation regarding the beer market several developments have been 

observed. These developments will be described in the next part. 

Michiel W. Vink, August 2004 2 
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Declining consumption in the traditional beer industry markets 

The consumption of beer is slowly declining in the European beer market, from 306 

million hi in 1995 to 296 million hi in 2001 (see Table 3.2 Vink 2004). The 

consumption volume in most of the traditional beer industry markets (Germany, the 

UK and the Netherlands) is declining (Perro 2003). In Belgium the total consumption 

and the consumption per capita is also decreasing (Perro et al. 2003). The 

consumption in Belgium per capita of beer even declined from 121 litres per capital in 

1990 to 96 litres in 2002 (Cooreman 2003). The reasons for this market behaviour are 

similar in many countries: 

• The population is getting older with an increase of people older than 35 (Perro et 

al. 2003; Van Polet and Letarte 2001; Vloeberghs 2002). The group between 15 

and 30 is decreasing, they are the main beer drinkers (Koster and Van Lamoen 

2002). 

• The increase of the consumption of wine and other beer substitutes such as soft 

drinks, has a negative impact on the consumption of beer (Koster and Van 

Lamoen 2002). In Belgium the consumption of soft drinks, water and fruit juices 

increased strongly during the last ten years. For instance, the consumption of soft 

drinks increased from 88.8 litres per capita in 1990 to 113.2 litres in 2002 

(Vloeberghs 2002). 

• The social attitude towards drinking changed. This has mainly been strengthened 

because of an increased awareness on drink-driving, health, and sport activity, 

which all negatively influence the consumption of beer (Perro et al. 2003; Vrontis 

and Vignali 1999). 

• The drinking legislation regarding the consumption of alcoholic beverages 

(Vrontis and Vignali 1999). In Belgium the minimum age for drinking beer is 16 

(Ingham 2002). 

• Tougher drink-driving penalties with a tiered system of penalties (Ingham 2002; 

Vrontis and Vignali 1999). 

Michie) W. Vink, August 2004 3 
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Increase of the consumption of international, special and premium beers 

People are choosing more frequently different kinds of beers compared to what they 

did. One reason for this change in behaviour is that they are expecting more from their 

professional and private life, people are looking for possibilities for differentiation 

and variation. Besides that, quality in life is now seen as really important. This all 

resulted in an increase of the consumption of international, special and premium 

beers, which, for example, can be seen in England where the segment of premium 

beers grew from a consumption of 1,275 million hl in 1998 to 1,617 million hl in 

2002 (Mintel 2003b). 

In Belgium this trend is also visible mainly in the import and export segment. The 

import segment grew with 25 per cent between 1995 and 2002 (Cooreman 2003), 

which indicates a growing consumption of international beers (Van Po let and Letarte 

2001). Also the export volume of special beer from Belgium is growing, one of the 

reasons for the production increase. This volume grew from 1,184,000 hl in 1995 to 

1,512,000 hl in 2001, which is an increase of 28 per cent in five years (Cooreman 

2003; De Brabanter 2001). So countries are importing more beer from Belgium 

because of its well known special beers. The abbey and Trappist segment show the 

same trend, the export of the abbey beers even increased with 71 per cent between 

1995 and 2001 (see Table 4.8 Vink 2004). So the Belgian brewery industry profits 

from the increasing popularity of international, premium and special beers (Clarke 

1992; Cooreman 2003). 

Increase of the consumption of beer at home 

The number of consumers in Europe and Belgium that drinks their beer at home 

instead of in a cafe or restaurant, is growing (Perro et al. 2003 ; Vrontis and Vignali 

1999). In Europe the percentage of beer consumed at home increased from 45.1 per 

cent in 1995 to 48.6 per cent in 2001 (Perro 2003), in Belgium this percentage grew 

from 36 per cent in 1995 to 42 per cent in 2001 (Perro 2003). Reasons for this change 

are the increase of the opening hours of supermarkets and its growing availability of 

cold beers. Moreover it is cheaper to buy beer in a supermarket than in a cafe. 

Another strong reason is the massive growth of the home entertainment, as the 

introduction of the DVD (Ingham 2002). The increase of home drinking also 

influences the amount of beer that is consumed. Most people drink more when they go 
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to a cafe than when they drink beer at home, which decreases the total volume of beer 

consumption (Koster and Van Lamoen 2002). 

Consolidation 

The large players in the world and European beer market are trying to increase their 

market shares. This is done by a process of consolidation with as result many mergers, 

acquisitions and alliances, for example the acquisition of Cruzcampo in 

Spain by Heineken and the one by Carlsberg of Feldschlossen (Foote 2000; Johnson 

2003). Another result of this trend is the decrease of the number of active breweries, 

in the UK this number decreased from 80 in 1998 to 67 in 2001 (Wesley 2003), and 

the focus of companies on the export segment to enlarge their market shares and to 

increase their production volumes (Goerzen 2000). The increase of a firm's market 

share and production volume is important because of the economics of scale, which 

creates a cost advantage. Furthermore many breweries are enlarging the capacity of 

their major breweries and are closing smaller ones (Goerzen 2000; Heineken 2002; 

Scottish & Newcastle 2003). 

This process is still going on in a lot of countries, but in Belgium it slowed down at 

the end of the 1990s (Cooreman 2003). During the 1980s and the beginning of the 

1990s, the large players in Belgium became larger and the number of active breweries 

decreased from 143 in 1980 to 113 in 2000 (see Table 4.9 Vink 2004). At this 

moment, the number of active breweries, and the market shares of the main breweries 

(Interbrew, Alken Maes, Palm and Haacht), are quite constant. 

Regarding the process of consolidation in Belgium, one trend that can be identified, is 

the increase of the export segment. The breweries are trying to enlarge their 

production volume, which is important because of the economics of scale (Cooreman 

2003; Houthoofd and Heene 2002). 

Internationalisation 

Internationalisation in the beer industry is moving on (Koster and Van Lamoen 2000), 

large companies are becoming bigger, and major brands are becoming even more 

global (Heineken 2002). Also the import and export volumes are increasing. One of 

the reasons for this internationalisation process is the choice of consumers for more 

variation and quality. But also the players who are looking for possibilities to increase 
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their market share and production level have a positive impact on this process (Buford 

et al. 2001; Scottish & Newcastle 2003). 

In Belgium the same trend is visible: increasing export and import segments 

(Cooreman 2003). Also the largest brewery in Belgium, Interbrew, has become a large 

international company and is still growing, its production volume grew from 97 

million hl in 2001 to 102 million hl in 2002 (Goerzen 2000; Interbrew 2002). 

Product differentiation 

A company must try to identify ways to differentiate its products with the object to 

obtain a competitive advantage. Differentiation can be explained as 'the act of 

designing a set of meaningful differences to distinguish the company' s offerings from 

competitors' offerings' (Kotler 1997 p. 282). Nowadays, consumers in Europe are 

more frequently drinking premium and special beers, and are more interested in new 

products such as ice beers (Vrontis and Vignali 1999). Large brewers react to this 

trend and are trying to compensate declining sales by increasing their new product 

development with the purpose to introduce a new product in a segment which is 

growing. Examples of this trend are the introduction of abbey beers such as Affligem 

brewed by Heineken (Van den Steen 2003) and the new seasonal beers in the Dutch 

beer market (Johnson 2003; Vrontis 1998). 

In many countries a high innovation rate can indicate the trend of product 

differentiation. The innovation level is defined by the number of new product 

innovations in brewing in a certain country per year. In Belgium, already with a high 

level of product differentiation because it is the European country with the greatest 

diversity of beers with an estimated number of different beers of 650 (Jackson 2001 ), 

this level is on European level (Johnson 2003). One effective way for a brewery to 

differentiate its brand in Belgium is anticipating on the increasing popularity of 

original tastes and flavours . An example of this trend is the increase of the 

consumption of abbey beers (Cooreman 2003; Van Polet and Letarte 2001). 

The analysis of the different beer markets indicates that the beer industry is under 

pressure because of an increasing competition level. From the analysis of the 

developments in the beer industry the causes can be identified. The main ones are the 

process of consolidation initiated by large breweries trying to increase their market 
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shares (Foote 2000), the internationalisation which results in an increase of the 

number of players in the different countries (Koster and Van Lamoen 2000), and the 

decline of the consumption of beer (Perro 2003; Perro et al. 2003). 

This all indicates an increasingly concentrated market with a large number of different 

brands and a high competition level (Koster and Van Lamoen 2000; Vrontis 1998). 

From this observation the question arises how the players in this market can survive, 

how can they hold and possibly fortify their position in this competitive environment? 

In such a situation it is important for the companies to differentiate their offerings 

from competitors offerings because 'in a competitive industry, the key to competitive 

advantage is product differentiation' (Kotler 1997 p. 301 ). 

From an investigation done by Vrontis (1998) it became clear that three of the four 

components of the marketing mix, which are product, price, place and promotion 

(Kotler 1997), do not differentiate beers from each other 'to a considerable degree' 

(Vrontis 1998 p. 81). Major differences in price, promotion and distribution can not 

be established in this market. Regarding the product component, it is not easy to 

differentiate beer on physical terms because, especially in the lager segment 'beer is 

considered to be a homogeneous product in the eyes of the consumer (Vrontis 1998 p. 

81 ). What actually distinguishes the companies in this investigation, and effected the 

different successes of the investigated companies, was their branding strategy. The 

importance of this tool was stressed by the consideration 'how few beers exist without 

a brand name' (Vrontis 1998 p. 82). So this is an important marketing tool for 

brewing companies, allowing positioning and differentiation between products and 

thus incrementing value (Meldrum and McDonald 1995; Vrontis 1998). 

More generally speaking, branding is seen as an important issue in the product 

strategy. Kotler (1997 p. 460) argues that 'branding is expensive and time-consuming, 

and can make or break a product'. So it is an important issue, but how can this tool be 

described? During time the term branding has been defined by researchers in various 

ways. Table 1.1 provides an overview of some of these definitions. In spite of the 

differences between these definitions, they share the same main ideas. Branding 

differentiates the offerings from competitors offerings, branding adds value to the 
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product, and branding consists of various attributes such as the name, symbol and 

design of a product. 

Table 1.1. Definitions of branding 

Source 

Arnold (1992) 

Cateora and 
Graham (2002) 

Czinkota and 
Ronkainen (1995) 

De Chernatony and 
McDonald (1998) 

Kotler ( 1997) 

Vrontis (1998) 

Page Definition 
number 

241 The personality or identity of a product, range of products of an 
organisation, derived from consumer perception of both tangible and 
intangible attributes. 

367 

284 

25 

443 

81 

A brand is defined as a name, term, sign, symbol, design, or 
combination thereof intended to identify goods or services of one 
seller and to differentiate them from those of competitors. 

A good brand refers to a name, term, symbol, sign, or design, used by 
a firm to differentiate its offering from those of its competitors. 

A brand is an identifiable product, service, person or place, 
augmented in such a way that the buyer or user perceives relevant, 
unique added value. 

A brand is a name, term, sign, symbol, or design, or a combination of 
them, intended to identify the goods or services of one seller or group 
of sellers and to differentiate them from those of competitors. 

Is clear that a brand is more than a product, its adds meaning, value 
and personality. It can be said that branding is: product + brand name, 
packaging, symbols, themes = image. 

As already mentioned branding is expensive and time consuming, furthermore one 

incurs the risk of unsatisfying the consumers with the product. In spite of these 

disadvantages many companies see advantages in using this tool and spend a lot of 

time and money. One of the main identified advantages of branding is the legal 

protection of unique product features of a brand, competitors like to copy (Kapferer 

1992; Kotler 1997). Also, branding helps the seller to segment the market and it may 

offer intangible benefits to the product that positively influences its image (Arnold 

1992; Riezebos 1994). Beside this all branding gives the companies the opportunity to 

attract a loyal and profitable set of customers (Kotler 1997). 
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1.2 Problem definition 

From the description of the beer market, the explanation of the link between branding 

and beer, and the description of branding, now the problem definition of the 

investigation can be described. 

As already mentioned the European beer market is under pressure. One of the main 

reasons is the decline of the consumption level in most of the traditional beer industry 

markets (Germany, the UK, the Netherlands and Belgium) (Perro 2003), and the 

process of internationalisation (Koster and Van Lamoen 2000). An exception is the 

special beer market, which identifies an increase in the consumption volume because 

of a growing demand for quality, premium and international beers (Perro et al. 2003). 

The Belgian beer market, with a slowly decreasing consumption level (Perro 2003), is 

also under pressure. A same consumption trend can be indicated in the special beer 

industry of this country, although this segment is very well known all over the world 

(Cooreman 2003), and has the greatest diversity of beers in Europe estimated on 650 

(Jackson 2001). 

In the Belgian special beer market the segments of abbey and Trappist beer, which are 

very close to each other, are growing in popularity as a result of the increasing 

popularity of original tastes and flavours (Cooreman 2003; Van Polet and Letarte 

2001). In this segment the consumption of Trappist is stable but the consumption of 

abbey beers is growing strongly (see Table 4.7 Vink 2004). Between these beers there 

are major differences because Trappist beers have a religious foundation and are 

produced in an abbey (Van den Steen 2003). The abbey beers, which do not have 

these restrictions, are brewed by commercial breweries. In this segment large 

commercial breweries frequently introduce a beer because of the increase of this 

segment compared to the decrease of the overall beer industry (Johnson 2003). 

Examples are Affligem of Heineken and Leffe of Interbrew (Lodahl 1994; Van den 

Steen 2003 ). The increase of the number of abbey beer results in a higher competition 

level in the sectors of the abbey and Trappist beers (Johnson 2003). 
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1.3 Research questions 

The study will try to answer the research questions, which will be discussed in this 

paragraph. The Belgian Trappist beer market is chosen as the subject of the 

investigation because this segment, as could be read in the problem definition, is 

under pressure. Because of the increase in competition level the Trappist breweries 

have to distinguish themselves. As mentioned in the first paragraph of this chapter, 

branding in the beer market is a very important tool to accomplish this. This 

observation results in the research question how the Trappist breweries are branding 

their beers. To investigate how the Trappist breweries are dealing with the increase of 

competition, first the developments in the different beer industries have to be 

investigated. Only after this study the anticipation on developments, such as the 

increase of the competition, by the Trappist breweries can be explored. The above 

consideration results in the following research questions: 

• What are the major developments in the world, European, Belgian and Trappist 

beer market? 

• How are the Trappist breweries branding their beers? 

• What maJor developments have been incorporated into the branding of the 

Trappist breweries, and if there are developments not incorporated, how, if they 

should be, can these branding strategies be adapted? 

In the first part of this study the world, European, Belgian and Trappist beer market 

have been analysed. To identify the developments in these markets first an overview 

regarding these industries has been made. A summary of this overview and the 

identified major developments in the world, European and Belgian beer market has 

been given in the first part of this chapter. A complete description of these markets 

can be found in the report 'An Overview of the World, European and Belgian Beer 

Market' (Vink 2004). 
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The second part of the investigation will focus on the branding of the Trappist 

breweries. This branding strategy will be described using the framework of Beverland 

(2004), which will be introduced and discussed in the next chapter. The use of a 

framework in this phase of the investigation has the advantage of a structured 

approach and a clear overview. In this part of the investigation attention is also given 

to the religious foundation incorporated into the branding of Trappist beer and how 

the breweries are dealing with this. 

The last research question combines the results of the first and the second research 

question (see Figure 1.1). The main market changes are identified in the investigation 

of part one, part two investigates the branding of the Trappist beers. In part three the 

results are combined in a continued investigation to analyse which of the 

developments identified in the first part are incorporated in the branding strategy of 

the second part. 

RQI -
... RQIII 
~ 

RQII -
Figure 1.1. Research questions 

1.4 Outline of the report 

The research report consists of five chapters, as has been outlined in Figure 1.2. 

In Chapter 1: Introduction, first the subject is introduced summansmg the 

developments in the world, European and Belgian beer market. This information has 

been summarised from the previous report of this study (Vink 2004). Subsequently, 

the subject branding is introduced and explained and thereafter the problem definition 

and the description of the research questions. The outline of the report ends this 

chapter. 
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• Introduction of the subject 
Chapter 1 • Problem definition 

• Research questions 

• Outline of the report 

+ 
• Research model 

Chapter 2 • Case study method 

• Market study procedure 

+ 
Chapter 3 

• Global overview of the Belgian Trappist market 

• Structure of the Belgian Trappist market 

• Future of the Belgian Trappist market 

• Analysis of the Belgian Trappist market 

• Conclusions 

+ 
• Description of the brand name Trappist beer 

Charter 4 • Branding strategy of the Trappist breweries 

• Comparison with luxury wine market 

+ 
• Conclusions 

Chapter 5 • Discussion of findings 

• Future of the Trappist market 

• Limitations 

• Recommendations to future research 

• Personal reflection 

Figure 1.2. Structure of the report 

The developed research model is discussed at the start of Chapter 2: Research 

Methodology. Subsequently the resources of the different research questions are 

explained and the case study method is described. The last paragraph discusses the 

applied procedure of Eisenhardt (1989). Also the framework of Beverland (2004), 

used to analyse the branding of the Trappist breweries, is introduced in this part. 
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The findings of the investigation are presented in two chapters. First of all the 

Trappist market is described and analysed in Chapter 3: The Belgian Trappist Market. 

In the next chapter, Chapter 4: Branding of Trappist Beer, the branding of Trappist 

beer is explained and analysed. 

The last part of this report, Chapter 5: Conclusions and Discussion, answers the three 

research questions. 
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2 Research Methodology 

The previous chapter discussed the research questions of this investigation. How 

information is gathered to answer these questions will be discussed in this part. First 

the research model will be described, and then the case study method. To end this 

chapter the procedure used to structure the investigation, is introduced and explained. 

2.1 Research model 

Discussing the research questions in the previous chapter of this report it became clear 

that the research questions are interrelated (see Figure 1.2). This section describes the 

research model made to visualise the investigation, the relationships between the 

research questions, and the resources consulted to answer the questions. The model is 

derived from the method described by Van Aken et al. (2000) and is shown in Figure 

2.1. The research questions are indicated in this figure with the abbreviations: RQ I, 

RQ II and RQ III. 

Literature 
review 
concerning 

• World 
market 

• European -
market 

• Belgian 
market 

RQI 
• Trappist - Developments 

market ~ 

,__ 

Interviews - RQ III 

- Conclusions and 
~ 

recommendations 

Interviews -
RQII 

... Branding of ,__ 
~ 

Trappist beer 
Literature -
review 

Figure 2.1. Research model 
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The first column of the research model shows the resources. To be able to answer the 

first research question, the world, European, Belgian and Trappist beer market have 

been investigated. The descriptions of the world, European and Belgian beer market, 

obtained via a literature study, can be found in the report called 'An Overview of the 

World, European and Belgian Beer Market' (Vink 2004). To give an overview of, and 

to identify developments in, the Trappist market also interviews with representatives 

of Trappist breweries and other relevant organisations are needed. From these 

investigations the first research question can be answered: What are the major 

developments? 

The two resources of the lower part of the first column will be used for the second 

research question: How are the Trappist breweries branding their beers? The subject 

branding was already discussed in the first chapter of this report. But to answer the 

second question also interviews are necessary with representatives of the Trappist 

breweries and relevant organisations. Further explanation of the interview part of this 

investigation will follow in this chapter. 

The third research question is answered using research questions one and two as 

resources. This part analyses whether the identified developments (RQ I) have been 

incorporated into the branding of the Trappist breweries (RQ II). Recommendations 

can be developed in case the branding strategies have not incorporated the identified 

developments. 

2.2 Case study method 

The investigation applied the case study method because of the long and independent 

history of each of the Trappist breweries. Every brewery is independent and has its 

own way of doing business. To understand the cases and to identify similarities 

between the cases, detailed case investigations are required. Information about both 

issues can be obtained with the case study method (Eisenhardt 1989; Yin 1984). 

In this research, in-depth interviews have been chosen as one of the main sources of 

information. The reason is the possibility to react on replies during personal meetings, 

so the interviewer has the opportunity to explore the motivation for the attitude and 
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opinion of the interviewee. This is very important in the Trappist market because of, 

for example, the religious restrictions. Also questions, which are not understood, can 

be rephrased and reluctant or anxious respondents can be helped by given 

encouragement (Keats 2000). 

Besides interviews also folders, brochures, company reports, the internet and 

encyclopedia have been used in this research as source of information. 

2.3 Market study procedure 

After having motivated the use of the case study method and the use of interviews, the 

market study phase of this investigation will be described. During the market study, 

information will be gathered from interviews and literature reviews. Besides 

answering research question II (How are the Trappist breweries branding their beers?) 

also general information about this market will be collected. This information will be 

used for the description of the findings in chapter three and four. 

To structure this part of the investigation, the procedure of Eisenhardt (1989) will be 

followed. This method allows theory to be developed from case study data. For the 

investigation the last three steps of the Eisenhardt procedure are not applied because it 

is not the purpose to build theory from case study research, which is the objective of 

the last three steps. The resulting guideline is shown in Table 2.1. 

Table 2.1. Market study procedure 

Step 

Getting started 

Selecting Cases 

Crafting instruments and protocols 

Entering the field 

Analysing data 

Activity 

Define research questions 

Specify and argument the population 

Make an interview protocol 

Interviewing 

Within-case analysis and cross-case analysis 

Source: Eisenhardt, K. (1989), "Building theories form case study research", The Academy of Management 
Review, Vol. 14, No. 4, pp. 532-550, p. 533. 
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2.3.1 Getting started: Define research questions 

The starting point of the first step of this procedure is already available because the 

research questions of the investigation have already been formulated in paragraph 1.3. 

Below the three research questions are repeated. For each research question sub

research questions have been formulated, which have to be answered during the 

interviews and literature reviews. In the interview process, the second research 

question is the most important one, although it should also be possible to gather 

information about the first and third question. 

1. What are the major developments in the world, European, Belgian and Trappist 

beer market? 

• What are the major developments in the Trappist beer market? 

• Which developments in the (Trappist) beer industry do the Trappist breweries 

foresee? 

2. How are the Trappist breweries branding their beers? 

• What kind of branding are the Trappist breweries using to brand their beers? 

• How is the religious foundation incorporated in the branding strategies of the 

Trappist breweries? 

3. What maJor developments have been incorporated into the branding of the 

Trappist breweries and if there are developments not incorporated, how, if they 

should be, can these branding strategies be adapted? 

• How do Trappist breweries incorporate the identified developments m their 

branding strategies? 
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2.3.2 Selecting cases: Specify and argument the population 

During this step the people who will be interviewed, are selected. The population has 

been divided into five groups. The purpose of this division is to obtain interviews with 

people from all five different levels. These groups are: industry associations, the 

Trappist breweries, distributors, retailers and cafe's or restaurants. So every group that 

could participate in the development of the branding of Trappist beer has been 

included in this investigation. For every group first companies or organisations have 

been searched, followed by a selection and request for an interview. The search results 

of every interview group can be seen in Table 2.2, in which the selected ones are 

underlined. To explain the selection process every group will be described briefly. 

Industry organisations 

In branch magazines two industry organisations were found, one in Belgium and one 

in the Netherlands. Especially the Belgian industry organisation could help in this 

research because every brewery in Belgium is a member of this organisation. It was 

expected that also the Dutch organisation could give some interesting ideas. So both 

of them were asked for an interview, preferable with the spokesman, chairman or 

manager of these organisations. The Dutch industry organisation Centraal Brouwerij 

Kantoor did not want to co-operate in this investigation. They mentioned that they 

could not, and are not allowed to, say anything about the subject of this research. This 

resulted in only one interview in this category as can be seen in Table 2.3 . 
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Table 2.2. The different interview groups 

Industry 
organisations 

Trappist 
breweries 

Centraal_Brouwerij Ache) (B) 
Ka.!11Q.OJ ilil-2 

Belgische Chimay (B) 
Brouwers (B) 

La Tragge (NL) 

Orval (B) 

Rochefort (B) 

Westmalle (B) 

Westvleteren 
(ID 

Distributors 

Bier & Co (NL) 

Brewers Special 
Beers (NL) 

Brouwketel (NL) 

Drankenhandel 
Daems (B) 

Drankenhandel 
9§~r~J:m 

Omnidrink (NL) 

Retailers 

Carrefour (B) 

Delhaize (B) 

Guile Bottelier 
frl]..,) 

Mitra (NL) 

Super de Boer 
(NL) 

TU/e 

Cafe's / 
restaurants 

Het Traggistenhuis 
(ID 

't Jagershof (B) 

Note: underlined means organisation has been interviewed, dashed underlined means organisation was asked for 
an interview but responded negatively, not underlined means the organisation was not asked for an interview. 

Trappist breweries 

Regarding the Trappist breweries, all of them were asked for an interview. Also with 

the more closed ones, like Westvleteren and Rochefort (Van den Steen 2003), it was 

succeeded to arrange an interview. Meetings with the (marketing) manager of these 

breweries were preferred, but this could not always be arranged because some 

breweries are so small that they do not have such a manager (see Table 2.3). 

Regarding these breweries an appointment was made with the person closest to this 

function. 

Distributors 

The distributors were found via the internet. They were selected on their 

specialisation, their seize and the country in which they distribute beer. Most of the 

selected distributors are specialised in distributing special beers and have Trappist 

beer in their assortment. Their seize is important to make sure that they are not very 

marginal players in the market, which are only active on a very regional basis. The list 
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includes distributors both from Belgium and the Netherlands, which increases the 

representativeness of the list. Three distributors have been selected for an interview. 

Brouwketel BV is the only Dutch distributor that was selected because of its large 

seize and its specialisation in the distribution of special beers. The other two 

distributors are from Belgium, from different regions. One of them did not want to co

operate with this research because they were too busy. With two distributors who 

wanted to participate it was requested and succeeded to speak with one of their 

managers. 

Retailers 

This group can be split into two. First the supermarkets were investigated followed by 

the liquor stores. After a short survey, Albert Heijn and Super de Boer were the 

supermarkets found in the Netherlands, which had at least two Trappist beers in their 

assortment. In Belgium Delhaize and Carrefour were found. The Dutch supermarket 

Albert Heijn owns very large supermarkets, named XL, with a large assortment of 

beer and wine. Because of this reason Albert Heijn was selected for an interview, but 

a meeting with someone from this company was not possible because they do not co

operate with students. In Belgium Delhaize was selected because of the large 

assortment of wine and beer. Regarding this company an interview could be arranged 

with the category manager of drinks. 

The second group includes liquor stores. In the Netherlands Mitra and Gulle Bottelier 

were both selected because they are the two largest liquor stores chains in the 

Netherlands that sell Trappist beer. Only with Mitra an interview could be arranged 

because Gulle Bottelier did not want to co-operate because of time problems. With the 

company Mitra, actually only one meeting could be appointed (with the assistant 

product group manager non-food), but because of the limited availability of this 

person the company itself planned another meeting with the marketing manager. In 

Belgium no interviews could be arranged with liquor stores because there are no large 

ones in this country. 
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Table 2.3. Arranged interviews 

Interview group Organisation Name interviewee Function Time and date 

Industry Belgische Mr. de Brabanter Director External 13 April 2004 
organisation Brouwers Relationships 10.30h 

Trappist brewery Ache) Mr. Benedict Sales Manager 4 April 2004 
15.00h 

Chimay Mr. Henroz Marketing and 28 April 2004 
Communication 14.00h 
Manager 

La Trappe Mr. Thijssen Commercial 23 April 2004 
Director 09.00h 

Orval Mr. de Harenne Administrative and 5 April 2004 
Commercial 14.00h 
Director 

Rochefort Mr. Verantwan Retired Manager 3 May 2004 
14.00h 

Westmalle Mr. Bastiaensen Director Sales 26 April 2004 
10.30h 

Westvleteren Miss Benoit Manager 13 May 2004 
13.00h 

Distributor Brouwketel Mr. de Krom Horeca• Sales 10 May 2004 
Manager 10.00h 

Daems Miss Daems Manager 22 April 2004 
11.00h 

Retailer Delhaize Miss de Deken Category Manager 7 May 2004 
Group Drinks l l .00h 

Mitra Mr. Philipsen Assistant Product 27 April 2004 
Group Manager l l .30h 
Non-food 

Mr. Dost Marketing Manager 27 April 2004 
10.00h 

Cafe Trappistenhuis Mr. Uytterhaegen Manager 5 May2004 
18.00h 

a) Note: horeca stands for the hotel, restaurant and cafe industry. 
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Cafe 's I Restaurants 

To arrange an interview with someone from this group, first cafe's and restaurants 

were searched on the internet. In the Netherlands only one cafe / restaurant could be 

found which sells all the six Trappist beers: De Beyerd. An interview with someone 

from this company was not possible because of time problems. 

In Belgium two cafe's/restaurants were found (see Table 2.2). An interview was 

arranged with the manager of Het Trappistenhuis, this cafe was selected because it 

sells all the Trappist beers and also a large assortment of other Belgian special beers. 

So interviews were appointed with all six Belgian Trappist breweries, the Dutch 

Trappist brewery, two distributors, three retailers and one cafe. Also a meeting was 

arranged with the director external relationships of the beer industry organisation in 

Belgium. To increase the reliability of the results, people were interviewed from 

different organisations, and from different levels in the product chain. Meetings were 

arranged with seven Trappist breweries and six non-brewing companies. Regarding 

the different groups of non-breweries, it worked out to arrange a more or less equal 

number of interviews with persons from the various groups. All this was given 

attention because large differences between groups can have a negative impact on the 

reliability. 

At the end of the project, when the findings of the just mentioned interviews were 

analysed, five consumers were interviewed. The objective of these interviews was to 

discuss the findings. The age range of this group lies between 20 and 54, it includes 

two females and three males. 

2.3.3 Crafting instruments and protocols: Make an interview protocol 

This step of the case study procedure of Eisenhardt (1989) aims at the creation of 

instruments to obtain the searched information via the interviews. These interviews 

were held with the assistance of an interview protocol. Before describing the 

procedure of making these protocols, first is discussed how to analyse and describe 

the branding of the Trappist breweries. 

To answer the second research question (how are the Trappist breweries branding 

their beers?) a framework is searched to structure the answering of this question. In 
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this survey three frameworks were found. The first one is an explanation by Kotler 

( 1997), who argues that a brand consists of six levels of meaning, which are attributes, 

benefits, values, culture, personality and user (see Figure 2.2). 

Attributes 

Benefits 

Values 
BRAND 

Culture 

Personality 

User 

Figure 2.2. Six levels of meaning 

Source : Kotler, P. (1997), Marketing Management: Analysis, Planning, Implementation and Control, 9th ed., 
Prentice-Hall, New Jersey, USA, p. 443 . 

The second identified framework is the brand identity prism by Kapferer ( 1992). This 

model identifies six facets (physique, personality, culture, self-image, reflection and 

relationship), which together define the brand identity and its potential territory. 

Kapferer demonstrates that these facets form a structured entirety (see Figure 2.3). 

PICTURE OF SENDER 

Physique Personality 

z ....... ........................ . ..................... z 
0 0 - -E-< E-< < < r:/) r:/) 

:J Culture -Relationship ...:l < < 
~ ~ w w 
E-< E-< 
~ ............................. .......................... 25 w 

Reflection Self-image 

PICTURE OF RECIPIENT 

Figure 2.3. Brand identity prism 

Source: Kapferer, J. (1992), Strategic Brand Management, 1st. ed., Kogan Page Limited, London, the UK, p. 38. 
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The third framework is the one of Beverland (2004), which gives the interrelated 

components of a luxury brand identified after an investigation in the luxury wine 

market (see Figure 2.4). 

Value driven 
Emergence 

Culture 

History 

Luxury 
Brand 

Marketing 

Endorsements. 

Figure 2.4. Components of a luxury wine brand 

Source : Beverland, M. (2004), "Uncovering "theories-in-use": building luxury wine brands", European Journal of 
Marketing, Vol. 38, No. 3/4, pp. 446-466, p. 457. 

From Figures 2.2, 2.3 and 2.4 it becomes clear that there are similarities in the three 

different approaches considering the components of a brand. All the frameworks do 

identify the component of culture and all of them pay attention to the value of a brand. 

In the methods of Beverland (2004) and Kotler (1992) there is even a separate 

component called 'value' . Considering the framework of Kapferer (1992) the value is 

included in several components such as in 'reflection' and 'self-image'. Also the 

character of the brand is mentioned in all the methods. Beverland (2004) does this in 

the component called 'product integrity'. In the frameworks of Kapferer (1992) and 

Kotler (1997) this is included in the 'personality' component. 
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But there are also differences between the mentioned frameworks. For example, the 

ones of Kapferer ( 1992) and Kotler ( 1997) do pay more attention to the physical 

component of the brand. In the method of Kotler (1997) this issue is included in the 

component called 'attributes', where the framework of Kapferer (1992) even has a 

component called 'physique'. Beverland (2004) gives this issue less attention and 

divides it between different components, such as 'product integrity' , ' value' and the 

component of 'marketing' . The main difference between these frameworks concerns 

the attention to marketing. The methods of Kapferer (1992) and Kotler (1997) do not 

give much attention to the marketing of the brand. From the four marketing P's 

(product, price, place and promotion) these two frameworks do not mention the 

promotion and distribution (place) of the brand. This is one of the preferences for the 

framework of Beverland (2004). Moreover the Beverland method is also more 

specific for the Trappist case, compared to the other ones. The components identified 

by Kotler (1997) and Kapferer (1992) are both suitable for general frameworks, 

developed for all sorts of brands. The framework of Beverland (2004) is about the 

components of a luxury wine brand. This market is close to the subject of the 

investigation, which is Trappist beer, also a luxury drink (Cooreman 2003). The 

framework of Beverland is therefore more specific than the other two. Together with 

the attention to marketing, the framework of Beverland (2004) has been chosen in this 

investigation. 

Before actually using the framework, which is shown in Figure 2.4, first has to be 

verified whether the framework is suitable for the Trappist brewery industry. This will 

be done comparing the characteristics of the Trappist market with the luxury wine 

market for which the framework has been developed. Is this niche market comparable 

to the Trappist market? Also can be looked at the investigation that has delivered the 

framework. Is this investigation profound and extensive? The third way to consider 

the suitability of the framework for the Trappist brewery market is discussing this 

issue with the people of the breweries during the interviews. 

After a survey it became clear that the luxury wine market is comparable to the luxury 

beer market, to which Trappist beer belongs. As has been described in the first chapter 

of this report, brands are very important in the beer market. The same can be 
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concluded for the wine market as can be read in the Mintel report (2003b). Culture, 

history and product integrity are relevant components for both brands. Beside this, 

there are more similarities. In chapter one was concluded that the beer consumption is 

decreasing (Perro et al. 2003), also the wine market shows a decline of the 

consumption (Mintel 2003b ). In the wine market the demand for luxury wines is 

increasing (Beverland 2004), which also holds for the beer market (Perro et al. 2003; 

Van Po let and Letarte 2001 ). Still another similarity is the profile of the drinkers, who 

are in both cases older people from higher social classes (Cooreman 2003; Mintel 

2003b). This all results in the conclusion that the luxury wine market is comparable to 

the Trappist market. 

The data collection in the investigation by Beverland (2004) included 24 luxury wine 

producers from all over the world (Austria, France, Lebanon, New Zealand and 

Portugal). This resulted in 35 taped interviews, in total over 100 hours. Furthermore, 

data was also collected from in total 110 consumers and eight international luxury 

wine distributors/retailers/agents. So it can be concluded that this investigation was 

done profoundly and extensively. 

Also from the interviews of the Trappist breweries it became clear that the Beverland 

framework was suitable for this market because it was possible to describe the 

branding of the Trappist breweries with this framework, as can be read in chapter 

four. During the interviews not one interviewee came up with an item considering the 

branding of Trappist that could not be mapped onto the components of the Beverland 

model. 

So, to identify and analyse the branding of the different Trappist breweries, the 

components of the framework will be applied. Every branding strategy will be 

analysed in the same way, applying the components of a luxury brand. The results can 

be read in chapter four. To explain the framework more in depth each of the 

components will now be discussed briefly (see Figure 2.4). 
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Product integrity 

This item involves all aspects of a product's existence, and touches all who and 

everything that contact the product, from producer to user. Product quality, 

unimpaired condition, and variability are major issues, but also reliability, purity and 

uniqueness. 

Value-driven emergence 

This component is about the value of the product. Important issues are those that 

determine the value and how this value constantly is increased in time. Also important 

is the strategy that is used, for example with the positioning of the product. 

Culture I history 

The brand may represent a certain culture or history. This component is about how the 

breweries are communicating their culture and history with their customers, which 

includes the retaining of the link between their history and culture, and their brand. 

Marketing I endorsements 

These two items are concerning the four marketing P's. Endorsements, which mean 

support or recommendation, are seen as promotional activities. Marketing is 

mentioned by Kotler (1997 p. 9) as ' a social and managerial process by which 

individuals and groups obtain what they need and want through creating, offerings, 

and exchanging products of value with others'. This description includes all the four 

marketing P's, but because promotion is already covered by the endorsements 

component, the marketing issue in this framework is restricted to place, price and 

product. 

After having discussed the framework the interview process will now be described. 

The structure, or sequence, of the interviews will depend on what is included, and 

which of the aims it will serve (Fletcher 1988). The main structure of the interviews is 

given by the research questions. During the preparation has to be decided how to link 

the main questions to each other and how to determine the strategy for their following 

up. The tree-and-branch method (Rubin and Rubin 1995) has been chosen. In this 

method the interviews are linked to a tree, the trunk is the core topic or main question, 
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the branches are the sub-questions. Every question has to be explored to more or less 

the same depth. This method has been chosen because it is already clear which 

questions have to be asked to cover the entire subject. Also most of the items that 

have to be discussed are already known (Rubin and Rubin 1995). 

Together with the tree-and-branch method a conversational guide, considering what is 

going to be asked, is made. Such a guide, in the form of a protocol, outline or 

checklist, helps the interviewer to focus to the main topics (Rubin and Rubin 1995). 

For the investigation an interview protocol has been chosen as a conversational guide 

because in this method the main questions are fully written out and each question is 

supported by a few words or short sentences that have to be discussed to answer the 

particular question. This gives a good structure, the discussions in the different 

interviews always start with the same question. Related to the tree-and-branch 

method, the main questions are the trunk, and the words and short sentences are the 

branches in the tree-and-branch method (Rubin and Rubin 1995). An example of this 

method can be seen in Figure 2.5. 
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Figure 2.5. Example of the tree-and-branch method 
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Such an interview protocol is more than just a checklist. This frame structures a list of 

words and phrases that cover the topics which should be mentioned during the 

interview. It can also jog the memory of the interviewer and at the end of the 

interview the list can be used as a sort of checklist. Using such a framework all the 

interviews will receive more or less the same character and the same issues will be 

discussed. This is important for the comparison of the interviews during a later phase 

and so this will increase the reliability (Hickman and Longman 1994; Keats 2000). 

In the previous part on the procedure of Eisenhardt (1989) a classification (industry 

organisations, Trappist breweries, distributors, retailers, cafe' s/restaurants and 

consumers) has been made between different interview groups. For each of these 

categories a separate interview protocol has been developed, because every group 

could give specific information concerning a specific area. Regarding the branding 

strategies of the different Trappist breweries, the framework of Beverland (2004) has 

been used as a basis to structure this part of the interviews and to describe the 

branding strategies. The interview protocols, developed for the interviews of the 

managers of the different companies and organisations, can be seen in Appendices A -

D. 

2.3.4 Entering the field: Interviewing 

To arrange the interviews, the respondents were first contacted by telephone, which 

was done to inform the respondent briefly. After this first contact, a letter with more 

in-depth information about the objective was sent to them all, followed by the 

technical arrangement of the meetings by phone or mail. 

All the meetings were personal in-depth, face-to-face interviews, which took one to 

two hours each. In total fourteen persons from thirteen different companies or 

organisations were interviewed. Only one interview was done in English, the one with 

the manger of the Trappist brewery of Chimay, the rest was done in Dutch. All these 

interviews were taped. The transcription of these tapes was time consuming but 

worthwhile because the written interviews were easier to analyse. 
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Because of the time schedule of the interviews, which were very close to each other, it 

was not possible to transcribe an interview before actually having the following one. 

To compensate for this disadvantage a short analysis of an interview was made by 

listening and making notes, before having the next one. The notes of this analysis 

were used in the next interviews. 

2.3.5 Analysing data: Within-case analysis and cross-case analysis 

In this step of the procedure, the descriptions of Eisenhardt (1989), concerning the 

within-case analysis and cross-case analysis, and the framework of Beverland (2004) 

were used. First, the cases were investigated separately, for the within-case analysis. 

The information from the interviews was mapped onto the luxury brand components. 

Parts of the interviews were also categorised if these could be used for the analysis of 

the Trappist beer market. This analysis resulted in a description of the branding of the 

Trappist beers for each case. 

After this within-case analysis the cross-case analysis followed, in which the first 

tactic described by Eisenhardt (1989) was used. Within-group similarities and 

intergroup differences were searched for each of the components of the luxury 

framework. The above described approach resulted in a structured analysis, which 

improved the accuracy and reliability of the study (Eisenhardt 1989). 
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3 The Belgian Trappist Market 

This chapter analyses and describes the Belgian Trappist beer market. First a global 

overview of the Trappist market will be given, then follows a more specific look in 

the paragraph called structure. This part also describes the different Trappist 

breweries. The next two paragraphs will concentrate on the future of the Trappist 

beers and the analysis of the Trappist breweries. 

3.1 Global overview of the Belgian Trappist market 

Trappist beer originates from the Trappist monks, who belong to the order of 

Cistercians of the Strict Observance, generally known as the Trappists. The 

Cistercians monasteries are divided into two great orders, one of them was founded in 

1662 by Armand de Rance in the French place La Trappe and is so historically 

attached to the Abbey of La Grande Trappe in Normandy. From this abbey and the 

place called La Trappe the popular name Trappist originates. The monks from this 

order are following the Rule of Saint Benoit that goes back to the 6th century (Buford 

et al. 2001). Soberness and simplicity are very important in their lives. To be 

independent the monks have to look after their own living. Because actually not one 

abbey could look after itself totally, the oldest instructions of the order of the 

Cistercians allowed the monks to sell remainders with the purpose to buy from the 

income things they could not make themselves (Grote Spectrum Encyclopedie 1975; 

Van den Steen 2003). 

When the abbeys of these monks were raised again after the Belgian independency in 

1830, they did not own the large properties as before the French Revolution anymore. 

To survive, their agriculture and cattle breeding were not enough for the communities 

since their land was not large enough or was not fertile. This resulted in the search for 

other ways to create income because the Rule of Saint Benoit told them to live from 

their handwork. They started to brew their own beer and later to sell this beer which 

they called Trappist beer (Van den Steen 2003). 
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The great breakthrough for the Trappist beers came after the second world war. This 

development was caused by the increase of the standard of living, the extension of the 

road transportation and the development of the mass tourism. Beers, until then only 

regionally or locally known, now became nationally or even internationally known 

(Van den Steen 2003). 

At the same time, the mechanisation in the brewery sector came up. The monks were 

now able to answer the increase of the demand for Trappist beer. Because of this 

success other breweries had the idea to brew their own Trappist beer and try to profit 

from the increase of the beer demand. These beers, now known as abbey beers, try to 

refer to tradition and religion applying symbols of monks and abbeys, although they 

were not brewed in an abbey (Van den Steen 2003). 

During the 1980s and 1990s the difference between the Trappist beers and the abbey 

beers, brewed by commercial breweries in the style of the Trappist beers, became less 

visible for the normal consumer. Examples of abbey beers are Leffe, manufactured at 

the production facility of Interbrew in Leuven, and Affligem, brewed by Heineken. 

Some commercial breweries licensed the name of an existing abbey with a share of 

the profit for the abbey, such as Leffe. In other cases the names used were from 

abbeys that no longer existed or of abbeys that never did exist, such as with the abbey 

beer Grimbergen brewed by the Belgian brewery Alken-Maes (Lodahl 1994). The 

main reason for the decrease of the difference was not because of the names used, but 

the misleading advertising of the abbey beers that suggested the monastery origin of 

these beers by the appearance of monks (Van den Steen 2003). 

To ensure that the beer drinkers can identify the difference between real Trappist 

beers and other products with a monastic image, the International Trappist 

Organisation was raised. This organisation launched the Trappist label in 1997 (see 

Figure 3 .1 ). Although this label is also used for other products ( for example cheese), it 

is first used for beer. This logo guarantees that the beer originates from a Trappist 

abbey, that it has been produced by monks or nuns or by secular collaborators 

controlled by Trappist monks or nuns, and that the greatest part of the income is 
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intended for social help, as well as to assist the foundations ran by the Trappist monks 

and nuns (Van den Einde and Gillard 2002; Van den Steen 2003). 

So the name of Trappist beer does not refer to a certain brew technique or quality 

label but the name provides information about the source of the beer, which is an 

abbey where a community of monks or nuns lives (Van den Einde and Gillard 2002). 

Since this label certificates the monastic origin of the product, it also guarantees that 

the product reflects the quality and tradition, originated from the life of the Trappist 

community, although this is not restricted to products wearing this label (Van den 

Steen 2003). Also important to mention is that the Trappist label does not restrict the 

type of beer, which results in some variation of different Trappist beers. 

Figure 3.1. Authentic Trappist product logo 

Source: Van den Steen, J. (2003), Trappist: Het Bier en de Monniken, I st ed., Allmedia, Leuven, Belgium, p. 13. 

In the beginning only six abbeys could use this label: Orval, Chimay, Rochefort, 

Westmalle, Westvleteren in Belgium and La Trappe in the Netherlands. Achel started 

brewing beer in 1998, and got the label on 10 December 1999. In the mean time La 

Trappe lost the label because the brewery was sold to the commercial beer brewer 

Bavaria. Now La Trappe can only use the name Trappist (Jongerius 1998; Van den 

Steen 2003). Therefore this investigation will only look at the Trappist breweries 

identified by the International Trappist Organisation which allows them to use the 

logo and Trappist name. These breweries are Westmalle, Chimay, Orval, Rochefort, 

Westvleteren and Achel, all located in Belgium. 

Table 3.1 shows the consumption volume of the Trappist breweries between 1993 and 

2002. During the period 1993 to 1998 the consumption declined with 7 per cent. More 

recently, the Trappist consumption in Belgium is increasing, although the level is still 

lower compared to the volume of 1993 (Cooreman 2003). The consumption of 
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Trappist per capita shows the same trend, also this level is still not as high as in to 

1993 (Vloeberghs 2003). 

Looking at the production level can be concluded that the Trappist market is really a 

small niche of the Belgian beer market. With a production of around 300.000 hl it 

represents 1.9 per cent of the production of the total Belgian beer market. But the 

production of Trappist in Belgium grew during the last couple of years from 287,000 

hl in 1998 to over 302,000 hl in 2002 (Cooreman 2003). Beside the recent increase of 

the consumption of Trappist in Belgium also the growth of the export volume is an 

important reason for the production increase. 

Table 3.1. The Belgian Trappist market, from 1993 to 2002 

Year Production Consumption Consumption Export Export in% 
in 1,000 hi within Belgium within Belgium in 1,000 hi of production 

in 1,000 hi per capita in litres 

1993 NIA 233 2.30 NIA NIA 

1998 278 217 2.10 61 21.9 

1999 NIA 219 2.12 NIA NIA 

2000 284 219 2.14 65 22.9 

2001 287 220 2.14 67 23.3 

2002 302 224 2.17 78 25 .8 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, pp. 9-11; Vloeberghs, E. (2003), "Wat drinkt de Belg?", Nieuwsflits, No. 44, Nationaal Instituut voor de 
Statistiek, Brussels, Belgium, p. 2. 

Concerning the consumption of Trappist, the place where it is consumed is also 

interesting. From Table 3.2 can be concluded that almost half of the Trappist 

consumption in Belgium is consumed in private homes. This percentage increased 

slightly between 1993 and 2002 (Cooreman 2003). Compared to the share of total 

beer sales consumed in private homes in Belgium (see Table 4.4 Vink 2004) the 

percentage of the Trappist is slightly higher. So relatively more Trappist beer is 

consumed in private homes than other beer types (Cooreman 2003; Perro 2003). 
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Table 3.2. Share of total Trappist sales consumed in private homes in Belgium, 

from 1993 to 2002 

1993 1998 1999 2000 2001 2002 

Share in% 44 45 44 44 45 46 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 11. 

The export segment of Trappist beer in Belgium, which represents 1.1 per cent of the 

total beer export from Belgium, is increasing (see Table 3.1; Table 4.2 Vink 2004). 

This segment even increased 16 per cent between 2001 and 2002 (Cooreman 2003). 

Reasons for this trend are the developments in the global beer market, especially in 

the European beer market. The most important development concerning the increase 

of the Trappist export volume is the increase of the consumption of international and 

special beers in many countries (Perro et al. 2003; Vrontis ana Vignali 1999). Belgian 

beers are facing an increase in popularity in foreign countries, especially the special 

beers like Trappist and abbey beers (Van den Einde and Gillard 2002). 

About one quarter of the production of Trappist is exported. The export volume 

increased between 1998 and 2002 with almost 30 per cent. This export segment is 

expected to continue to grow and will strengthen its position in the Belgian Trappist 

sector (Cooreman 2003). 

3.2 Structure of the Belgian Trappist market 

The Belgian Trappist market consists of six Trappist breweries as already was 

described in the previous paragraph. Table 3.3 gives their production volumes, market 

shares, and the types of beer they brew. In Figure 3.2 the Trappist beer market is 

visualised, it mentions all the different beers per abbey under the name of the 

concerning abbey. 
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Trappist beer market 

Westmalle Chimay Orval Rochefort W estvleteren Achel 

Double Red Blond 

Triple Triple Double 

Blue 10 12 

Figure 3.2. The Trappist beer market 

Table 3.3. Production volumes and market shares of Trappist breweries in 2002 

Trappist Production Market share Market share Different beers per abbey 
brewery volume of Trappist of abbey (alcohol content in%) 

in 1,000 hi market in% market in% 

Westmalle 120.0 39.7 7.6 Double (8), Triple (10) 

Chimay 115.0 38.1 7.3 Red (7), Triple (8), Blue (9) 

Orval 45 .0 14.9 2.9 Blond (6) 

Rochefort 15.6 5.2 1.0 6 (6), 8 (8), 10 (10) 

Westvleteren 4.5 1.5 0.3 Blond (6), 8 (8), 12 (11) 

Achel 2.0 0.7 0.1 Blond (5), Double (8) 

Source : Buford, H., Foti, B., Lopez, A. and Raneri, P. (2001), The Chimay Brewery: A Belgian Case Study, 
unpublished report, Catholic University of Louvain, Louvain-la-Neuve, Belgium, pp. 6-7; Cooreman, R. (2003), 
"Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 6-32, pp. 9-11; Van den Steen, 
J. (2003), Trappist: Het Bier en de Monniken, 1st ed., Allmedia, Leuven, Belgium, p. 13; interviews. 

The largest Trappist brewery is Westmalle with a production of 120.000 hl. Because it 

is such a large brewery, the monks are not directly working in the production 

anymore. The increase of the level of communication, the specialisation, the increase 

of the administration and the public relationships have resulted in activities which do 

not correspond to a prayer's reflection of rest, quietness and loneliness. Still the 

monks try to support and supervise the activities although the actual work is done by 

others (Van den Steen 2003). 
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The second largest brewery is Chimay, this brewery has a different reason why it is so 

large. Most of the Trappist breweries produce as much as their community needs, or 

as much as their larger community needed in the past, which is the case of Westmalle. 

In Chimay the monks had to make an important decision during the 1970s. Either they 

choose to stop the growth of the production quantity, or they choose to support the 

region and let the production quantity grow. The region was suffering a high level of 

unemployment and higher educated people were leaving. The monks were worried 

about the influence on their religious lives because of the growth of the brewery, but 

they also were aware of the problems in the region. They decided to concentrate the 

commercial, bottling and administrative tasks of the brewery into one company called 

S.A. Bieres de Chimay, located outside the abbey. Now the brewery could grow, the 

beer was still produced in the abbey and the monks were supporting their region. At 

this moment they brew over 100,000 hl, and export their beer to more than 40 

countries, and they are still growing (Buford et al. 2001; Van den Steen 2003). 

Orval has always been a special one in the Trappist family because in the past Orval 

did not accent that they were a Trappist brewery, they still do not wear the name 

'Trappist' on their label. They also commercialise only one beer compared to the 

other Trappist breweries who commercialise mostly two or three beers. The taste of 

an Orval is also very special, it is a beer with an intensely dry taste, the most complex 

taste of the Trappist beers (Buford et al. 2001; Van den Steen 2003). 

Rochefort is producing 15,600 hl a year, the Rochefort 8 and 10 are taking the main 

part with 60 and 30 per cent of the production. The Rochefort 6 is a very special and 

exclusive beer that is only produced a few weeks a year (Van den Steen 2003). 

After the second world war the monks of Westvleteren decided not to commercialise 

their beers because they were afraid it would have too much impact on their lives. 

They limited the production of beer to the quantity necessary to finance the abbey and 

they only sold to individuals at the gate of the abbey. Because of this limited 

availability, the monks opened a phone number people can call to find out whether 

beer is available. Still the beers are only sold at the gate and are only produced in 
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limited quantities, which makes it one of the most wanted Trappist beers. Especially 

the Westvleteren 8 and 12 have reached this status in Belgium (Van den Steen 2003). 

The smallest Trappist brewery is located in Achel near the Dutch border (see 

Appendix E). This community made beer till the first world war, during the war they 

had to leave the abbey. In the 1990s they had to earn money for their living, which 

resulted in the start of the new brewery in 1998. Although they started on a small 

scale, their production increased in the following years. The demand strongly 

increased after they received the label of 'Authentic Trappist Product' in 1999 (Van 

den Steen 2003). 

3.3 Future of the Belgian Trappist market 

From Table 3.1 can be concluded that the Trappist market is a rather stable market, 

the numbers of, for example, the consumption and production do not change so much. 

Actually it is expected that the consumption and production of Trappist beer will grow 

really slow. The Trappist breweries are no commercial companies, only Chimay 

intends to grow further. So the growth of this market will mostly come from Chimay 

with some incidental growths of the other breweries. These incidental growths occur 

when the breweries renew equipment, what may result in an increase of the 

production (Buford et al. 2001; Van den Steen 2003). 

The structure of the Trappist market will neither change much the coming years. 

Because of the expected increase of the production of Chimay, this brewery will 

become larger than Westmalle, and become the largest Trappist brewery. No other 

changes are expected (Cooreman 2003). 

The last identified development in this market is the growth of the export segment. 

This volume is already increasing for a couple of years and this growth is expected to 

continue. Main reason for this increase is the growth in the consumption of 

international, special and premium beers in many countries (Vrontis and Vignali 

1999). Consumers are more orientated towards quality and differentiation, and are 

choosing more often a high quality beer. Also international beers are easier accepted. 

Belgium profits from this trend, the popularity of its beers is increasing in foreign 
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countries, especially a special beer like Trappist (Van den Einde and Gillard 2002). 

This all creates an increase in the export volume of Trappist. The export in proportion 

to the production will also continue to grow because the total export quantity 1s 

increasing faster than the production level of Trappist (Cooreman 2003). 

3.4 Analysis of the Belgian Trappist market 

The previous paragraphs describe the Belgian Trappist market. These descriptions 

will be used to analyse the market. First of all the market will be studied using the 

PEST analysis. In this description the environment of the Trappist beer market will be 

discussed (see Figure 3.3). Then the rivalry among the established firms will be 

investigated using Poster's five forces. The analysis will end with the identification of 

the market characteristics and a SWOT analysis (Hill and Jones 2001; Kotler 1997). 

Political and 
legal 
environment 

Bargaining power 
of suppliers 

Sociological and 
demographic 
environment 

Risk of entry by 
potential 
competitors 

Rivalry among 
established firms 

Threat of 
substitute products 

Figure 3.3. Five forces model and the PEST analysis 

Technological 
environment 

Bargaining power 
of buyers 

Economic 
environment 

Source: Hill, C. and Jones, G. (200 I), Strategic Management Theory: An Integrated Approach, 5th ed., Houghton 
Mifflin Company, Boston, Massachusetts, USA, p. 92. 
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3.4.1 PEST analysis 

This investigation focuses on the macro environment of the Trappist beer market. The 

PEST analysis studies the environment of the European beer market and gives a better 

understanding of the external forces the organisations cannot influence (see Figure 

3.3). The analysis includes political and legal, economic, sociological and 

demographic, and technological forces (Hill and Jones 2001, Vrontis and Vignali 

1999). Some results from the analysis of the Belgian beer market have been used 

because from the interviews it became clear that these issues also influence the 

Belgian Trappist market (see QI Appendix F). A summary of this analysis can be 

found in Figure 3.4. 

Figure 3.4. PEST analysis of the Trappist beer market 
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1. Political and legal environment: 

• Drinking legislation regarding the consumption of alcoholic beverages: 

- Minimum age of drinking alcohol is 16 years for beer and wine, and 18 for 

spirits (Ingham 2002); 

- Tougher drink-driving penalties (Ingham 2002; Vrontis and Vignali 1999). 

• Beer duty levels vary by size of the brewery and the strength of the beer, there are 

lower rates of duty for producers with an annual output of 200,000 hl or less 

(Ingham 2002). 

• Restrictions on alcoholic marketing on all broadcast media (Ingham 2002). 

• The excise tax level in Belgium is on an average comparable to other European 

countries (Ingham 2002; Mogensen 2003) but seen by the Trappist breweries as 

very high (see Q3 Appendix F). 

• Establishment of rules by the government to defend consumers from unfair and 

incorrect competition among competitors (Buford et al. 2001 ). 

2. Economic environment: 

• High entry barriers in the lager segment because of the system of tied outlets, the 

capital requirements needed to keep pace with the technological evolution, the 

brand recognition and reputation of the existing lager brewers (Houthoofd and 

Heene 1997). 

• High entry barriers considering the import segment because these beers are more 

expensive because of the transportation costs (Van Po let and Letarte 2001 ). 

• Large export segment of the beer industry. With 39 per cent of its production in 

2001, Belgium is one of the most exporting countries in the world (Cooreman 

2003; Ingham 2002; Perro 2003). Because of the trend towards quality and 

differentiation, the Belgian Trappist beers are growing in popularity in foreign 

countries which results in a growing export volume (see Table 3.1) (Cooreman 

2003, Van den Einde and Gillard 2002). 

• The Belgian brewing industry is a highly concentrated, mature market in which 

competition is very strong (Buford et al. 2001). But still there are a lot of small 

local brewers that brew mainly their own special traditional beers (Houthoofd and 

Heene 1997; Johnson 2003; Koster and Van Lamoen 2002). 
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• The costs of living of the Trappist breweries largely determine their production 

quantity (see Q4 Appendix F). 

3. Sociological and demographic environment: 

• The population in Belgium is getting older with an increase of people older than 

35 (Perro et al. 2003; Van Polet and Letarte 2001 ; Vloeberghs 2002). 

• Increased awareness of controlled alcohol consumption, especially an increased 

attention to drink-driving and health issues (Perro et al. 2003 ; Van Polet and 

Letarte 2001; Vloeberghs 2002). 

• A large part of the consumption of beer is consumed in Belgium in cafe' s and 

restaurants, but this part is decreasing (Koster and Van Lamoen 2002). This trend 

towards more drinking at home could be limited identified in the consumption of 

Trappist beer (Cooreman 2003). 

• Imported products are easier accepted in the Belgian brewing industry (Van Polet 

and Letarte 2001) which results in an increase of the import segment (see Table 

4.2 Vink 2004) (Cooreman 2003). 

• Belgium has a very strong beer culture, a large history, a huge consumption level 

and a great diversity of special beers (Cooreman 2003; Koster 2003; Koster and 

Van Lamoen 2002). 

• Belgium is divided into a French speaking and a Dutch speaking part with, beside 

the language, a lot of other differences (Cooreman 2003; Vloeberghs 2002). 

4. Technological environment: 

• Limited and slow technological changes and innovations (see Q8 Appendix F; 

Vrontis and Vignali 1999). 

• Increased attention to environmental issues, for example, the recycling of water 

and the green house effect (De Brabanter 2000). 

• Technological evolution in the lager segment (large fermentation and storage 

tanks, large brewing vessels, high speed bottling lines etc.) (Houthoofd and Heene 

1997). 
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The Trappist market is influenced, in different ways, by all four environments 

discussed in this section, although the influence is not very strong. 

The Trappist market is influenced not much (retailer, see Q2 Appendix F). 

The environment that influences the Trappist beer market the most is the political and 

legal environment because the government supports the smaller breweries by a lower 

beer duty level, and the government gives financial help to the larger Trappist 

breweries to develop their export (Buford et al. 2001). Also the tougher drink-driving 

penalties (Ingham 2002; Vrontis and Vignali 1999) influence this market; Table 3.2 

shows a slight increase in the consumption of Trappist at home. Furthermore the 

Trappist market is also influenced by the excise tax that has to be paid (Ingham 2002; 

Mogensen 2003) and the restrictions on alcoholic marketing, although this last point is 

not so relevant for the Trappist breweries because their marketing activity is on a low 

level (Buford et al. 2001; Ingham 2002). The last point, the protection from unfair and 

incorrect competition, is important for the Trappist breweries because competitors are 

for example not allowed to use the name Trappist (Buford et al. 2001). 

The second largest influence is from the technological environment. The Trappist 

breweries started brewing beer on a natural way, only using handwork. During time, 

technology became more essential for the monks also because they always try to get 

the most modem equipment. 

All breweries want to have the most modem equipment (industry organisation, 
see Q9 Appendix F). 

Although at this moment there are only small technological changes and innovations 

(see Q8 Appendix F; Vrontis and Vignali 1999), the Trappist breweries still want to 

work with very modem equipment and so they replace their equipment frequently. 

Also environmental issues are important for the Trappist breweries what is another 

reason to replace their equipment frequently (De Brabanter 2000). 

The economic, and sociological and demographic environment, do influence the 

market with the same strength, which is less compared to the other environments. 

Although the costs of living of the monks determine their production quantities the 
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interviews learn that the economic situation does not have a big influence on the 

Trappist market. 

The economy is going down but the sales of the Trappist beers are growing, so 
the economy has not a big influence on these products (retailer, see Q5 
Appendix F). 

The import segment in the Belgian beer market is growing (see Table 4.2 Vink 2004) 

in spite of the high entry barriers, and the Trappist breweries are not influenced by the 

highly concentrated and competitive Belgian beer market (Buford et al. 2001) because 

they are active in a nice market. 

The sociological and demographic environment also does not influence the market 

strongly. But because beer is a feeling product, the social aspect is important. 

The social aspect influences the market, because it is about feeling, beer is a 
product with feeling (retailer, see Q6 Appendix F). 

The increase of the average age of the population can have a positive impact on the 

consumption of Trappist beer because this beer is mostly consumed by older people 

(see Q7 Appendix F; Cooreman 2003). There are no further sociological or 

demographic components that effect this market. An example of the limited influence 

of this environment on the Trappist market is the difference between the French and 

Dutch speaking part of Belgium (Cooreman 2003; Vloeberghs 2002). 

3.4.2 Porter's five forces 

The inside of the Belgian beer market will be examined with the use of Porter's five 

forces . This method gives a better understanding of the competitive forces within the 

market. The analysis focuses on five forces that shape the competition within an 

industry. These forces can also be seen in Figure 3.3. The following three indications, 

+, +/-, -, give the level of impact on the specific force (Hill and Jones 2001). 

Regarding the judgement of the three indications attention is given to how strong the 

development is, as described in literature, and how important the development is in 

the Trappist beer market, considering its characteristics. The '+' indication stands for 

a strong level of impact on the specific force, an ' -' indicates a weak level of impact 

and the '+/-' indication stands for a moderate level of impact. One example is the first 
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point in the force called the 'risk of entry by potential competitors'. Only Trappist 

breweries can wear the name 'Trappist' which results in a limited number of abbeys 

that can enter this market. This has a strong impact on this force and is thereby 

indicated with a'+'. In Figure 3.5 this analysis is visualised. 

Bargaining power of suppliers 

+ image of quality 
+/- importance of volume 

Risk of entry by potential competitors 

+ only possible for certain abbeys 
+ high entry barriers 
+/- large list of abbeys 
+/- mature market 

! 
Rivalry among established firms 

+ low promotion level 
+ Trappist beers stimulate each other 

~ +/- mature market 
- competition based on marketing 

and brand 

l 
Threat of substitute products 

+ competition from abbey beers 
+/- competition from wine and FABs 
- controlled alcohol consumption 
- increased consumption of 

water and soft drinks 

Figure 3.5. Porter's five forces of the Trappist beer market 

Risk of entry by potential competitors 

Bargaining power of buyers 

Public houses 
+ price is fixed 
+ high switching costs 
+/- low volume 

Customers 
+ goal is not to satisfy 

customers 
+/- low switching costs 
- large variation of beers 

+ Only possible to enter the market by a Trappist beer from abbeys belonging to 

the order of Cistercians of the Strict Observance (Buford et al. 2001; Van den 

Steen 2003). 

+ High entry barriers because of the capital requirements needed (Johnson 2003; 

Vrontis and Vignali 1999) and the difficult access to the distribution channels 

because most of the Trappist breweries do have their own distribution channel 

(Buford et al. 2001 ). 

+/- The list of abbeys which may start brewing a Trappist beer is large and is not 

limited to the six who are already making Trappist (see QI Appendix G). 

+/- The Belgian Trappist beer market is a mature market without any strong 

growth (Buford et al. 2001; Cooreman 2003; Vloeberghs 2003). 
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Bargaining power of suppliers 

+ The Trappist breweries are having an image of quality, so it is for the suppliers 

important to be associated with this market (see Q2 Appendix G). 

+/- Producing volume is important in the beer market, also for the suppliers 

(Vrontis 1998). The Trappist breweries together are quite large and so 

important for the suppliers (see Q3 Appendix G). 

Bargaining power of buyers 

Public houses 

+ The price of the Trappist beer is fixed (see Q4 Appendix G). 

+ High switching costs because of many exclusive agreements between 

breweries and cafe owners (Houthoofd and Heene 1997). 

+/- Low volume of beer bought compared to the production of beer in the main 

breweries (Vrontis 1998). 

Customers 

+ The Trappist breweries do not have the goal to satisfy the customers needs, 

they determine the price the customers have to pay (Buford et al. 2001 ). 

+/- Low switching costs between different beer brands. Although most Belgians 

are loyal to a certain beer category, they are not loyal to a certain brand 

(Mintel 2003a). 

Large variation in different types and different brands of beer (Cooreman 

2003; Jackson 2001). 

Threat of substitute products 

+ Strong competition from the abbey beers which try to be very close to the 

Trappist beers as already mentioned in paragraph 3.1 (see Q6 Appendix G). 

+/- The competition from wine and flavoured alcoholic beverages (FAB's) 1s 

strong at this moment (see QS Appendix G; Van Polet van Letarte 2001; 

Vloeberghs 2002). 

Increased consumption of water and soft drinks (Vloeberghs 2002; Vloeberghs 
2003). 
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Increased awareness of controlled alcohol consumption, including an 

increased attention to drink-driving and health issues (Perro et al. 2003; Van 

Po let and Letarte 2001 ). 

Rivalry among established firms 

+ Promotion level of the Trappist beer is very low (see Q7 Appendix G). 

+ The Trappist breweries stimulate each other, which means that when a 

consumer likes a Trappist beer he wants to try them all (see Q8 Appendix G). 

+/- The Belgian Trappist beer market is a mature market without any strong 

growth (Buford et al. 2001; Cooreman 2003; Vloeberghs 2003). 

Competition is based on marketing strategies and brand strategy, and not on 

quality because all Trappist firms produce high quality beer (Buford et al. 

2001). 

The purpose of this analysis is to create an understanding of the competition level in 

this market. It is argues that 'the stronger these forces are, the more limited is the 

ability of established companies to raise prices and earn greater profits' (Hill and 

Jones 2001 p. 80). First of all the risk of market penetration by potential competitors 

will be discussed. Because the Trappist beer market is concerned, the chance of new 

entrance is not large. Main reasons are the high entry barriers, such as the capital 

requirements, and the fact that the beer has to be made by a Trappist order (Buford et 

al. 2001 ). But also the maturity of the market, without any strong growth, is not a 

characteristic that attracts new competitors (Buford et al. 2001; Cooreman 2003; 

Vloeberghs 2003). 

Because producing volume is very important in the beer market it is expected that the 

suppliers are strong in the bargaining processes (Vrontis 1998). But the Trappist beers 

are associated with quality, and the image of the suppliers benefit from having these 

breweries as customer, which results in a strong position for the Trappist breweries. 

For example for the malt companies it is very important to deliver small 
breweries such as the Trappist breweries because this stands for delivering 
quality (industry organisation see Q2 Appendix G). 
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The buyers in the Belgian Trappist market can be split up into the public houses and 

the customers. Both of them do not have a strong position in the bargaining process. 

The public houses have to deal with high switching costs (Houthoofd and Heene 

1997) and fixed prices. 

There are no negotiations because the pnce 1s fixed (distributor, see Q4 
Appendix G). 

The bargaining power of the customers is a little bit stronger because they can easily 

switch (Mintel 2003a) between a large variation of brands (Cooreman 2003; Jackson 

2001 ). But also for this group the price of a Trappist beer is fixed which results from 

the philosophy of the Trappist breweries that they do not satisfy the consumers 

(Buford et al. 2001). 

Considering the threat of substitute products of the Trappist beer, wine and abbey 

beers are the most important ones. From these two the abbey beers are really focused 

on creating an image which is very close to the Trappist beers, and so they try to 

improve their image. 

The abbey beers are very close to the Trappist beers, and they certainly are 
competitors. Actually the abbey beers try to be as close as possible to the 
Trappist beers. That is also why they put the name abbey on their label 
(retailer, see Q6 Appendix G). 

The threat of water and soft drinks (Vloeberghs 2002; Vloeberghs 2003) or other 

alcohol free drinks (Perro et al. 2003; Van Polet and Letarte 2001) is not large 

because the specific consumers of Trappist beers are mainly advanced beer drinkers, 

as will be described later on in this report (Cooreman 2003). 

There is almost no competition among the different Trappist beers. Although the 

Trappist market is a mature market without any strong growth (Buford et al. 2001; 

Cooreman 2003; Vloeberghs 2003), the breweries do not see any competition between 

the beers, they even expect that they stimulate each other because consumers want to 

try them all. 

They are not competitors, on the contrary, they stimulate each other. People 
who like to drink a Trappist want to try them all (distributor, see Q8 Appendix 
G). 
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Also the low promotion level of these beers, (see Q7 Appendix G) together with the 

differentiation based on marketing strategies and brand strategy (Buford et al. 2001 ), 

makes sure that the competition between the players is low in this niche market. 

To conclude, it can be argued that the competition level in the Trappist market is not 

increased by the Trappist breweries themselves, but by the substitute products, which 

are the main threat and competition source for the Trappist breweries. The abbey 

beers try to attract the consumers and to gain market share with the aim of increasing 

their competitive position. Although this is the only main source that increases the 

competition level in this market, these beers create a lot of competition because they 

advertise a lot and are produced by large breweries such as Leffe owned by Interbrew 

and Affligem owned by Heineken (see Table 3.3) (see Q6 Appendix G; Buford et al. 

2001). 

3.4.3 Characteristics 

After a description of the Belgian Trappist market in the first three paragraphs of this 

chapter, and the analysis of the environment of this market and the rivalry in this 

market, it is possible to identify characteristics of this market. These will be described 

now. 

Strictly defined market 

As described in the first paragraph of this chapter there are some restrictions, which 

determine whether a beer is allowed to use and wear the name Trappist and the logo 

'Authentic Trappist Product'. First of all, the beer has to be produced in an abbey by 

monks, or under the control of monks, belonging to the order of Cistercians of the 

Strict Observance. Secondly, the money has to go to the community for the 

maintenance of the buildings of the abbey and the costs of living of the monks, and to 

charity goals (Van den Steen 2003). 

The beer has to be made within the walls of an abbey, under the control of the 
monks, the money has to go to the community, the buildings and to charity 
goals (Trappist brewery, see Ql Appendix H). 
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This results in a very strictly defined market, because there are only six beers who are 

allowed to wear and use the name Trappist and the logo (see Q2 Appendix H). 

High entry barriers 

Considering entering the Belgian Trappist market several barriers exist. First of all, as 

just described, there are limitations regarding the use of the name Trappist. Moreover, 

a large capital investment is needed to create a brewing installation inside an abbey 

(Johnson 2003; Vrontis and Vignali 1999). The last serious entry barrier is the 

distribution. The access to this channel will be difficult because the Trappist breweries 

are mostly working with their own distribution channels (Buford et al. 2001). 

There are distributors who are also selling other products but we prefer to 
work with distributors who are only selling Trappist products (Trappist 
brewery, see Q3 Appendix H). 

Competition from abbey beers 

In the previous section the Trappist market was analysed using the five forces of 

Porter. This analysis learns that, although the Trappist market is a mature market, 

there is almost no competition among the Trappist breweries (see Q8 Appendix G). 

Between the different Trappist breweries there is no competition, why, 
because they are making a beer and do not promote it (retailer, Q7 Appendix 
G). 

The main competition comes from the abbey beers, which try to be very close to the 

image of the Trappist beers (see Q6 Appendix G). From the analysis of the Belgian 

beer market can be concluded that this type of beer is one of the most consumed types 

of beer in Belgium and, although the beer consumption decreased during last years, 

the abbey beers are still growing (see Table 4.7 Vink 2004). This increase of the 

abbey beers has as result that the double of the Trappist beers, with a taste very 

similar to the abbey beers, is selling less. 

The double of Westmalle is dropping because of the competition from abbey 
beers, but this is also because of the decrease of the beer market (Trappist 
brewery, see Q4 Appendix H). 
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High quality product 

As mentioned before, the logo 'Authentic Trappist Product' is not standing for a 

certain quality or a certain type of beer. But still all the Trappist beers are really high 

quality beers. The reason is that the monks are following the Rule of Saint Benoit 

(Buford et al. 2001) prescribing them to create quality in everything they do. So this is 

why all the Trappist beers are high quality products, and all of the Trappist breweries 

are investigating in their equipment, which is very modem and frequently replaced 

(see Q5 Appendix H; Van den Steen 2003). 

We pay a lot of attention to the quality of the beer and the production process, 
we invest a lot in our installations (Trappist brewery, see Q6 Appendix H). 

Limited production quantity 

Commercial concerns are mainly interested in market share and profit. The Trappist 

breweries are no commercial companies but have other priorities which force them to 

invest in the quality of their product and the quality of their production process (see 

Q6 Appendix H). Their intention is not to grow anymore, which is related to the 

restrictions of the Trappist name (Van den Steen 2003). This results in limited 

production quantities and sometimes in the situation that Trappist beer is not yet 

available. 

At the end of the summer the situation can arise that the stock is empty and 
that the demand is larger than the production (Trappist brewery, see Q7 
Appendix H). 

This is seen as one of the reasons for the strong increase of the abbey beers (see Q8 

Appendix H). 

3.4.4 SWOT analysis 

To end the analysis of the Belgian Trappist beer market a SWOT analysis is made. A 

SWOT analysis focuses at the internal and external environment of a company. 

Because the Trappist beer market only exists of six breweries, which have the same 

origin and goals, and work on the same manner, the SWOT analysis can also be used 

for this market. The analysis is described in this paragraph, first of all is concentrated 

on the internal environment of the Trappist breweries, their strengths and weaknesses, 
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and secondly on its external environment, the opportunities and threats of the Trappist 

breweries (Kotler 1997). The analysis is visualised in Figure 3.6. 

Strengths Weaknesses 

- very modern equipment - mature market with slow consumption increase 
- high quality beer - beer is made in the abbey, by monks and money is 
- logo Authentic Trappist Product for the community 
- working with their own distributors - limited production quantity and availability 
- strong bargaining power towards suppliers - not an easy beer to drink 
- strong brand name and image 

Opportunities Threats 

- low competiton level - substitute products such as wine and FABs 
- export is growing - strong competition from abbey beers 
- popularity of original tastes and flavours - consumption of beer in Belgium is decreasing 
- population is getting older 

Figure 3.6. SWOT analysis of the Trappist beer market 

Strengths 

• The Trappist breweries are working with very modern equipment (see Q9 

Appendix F) and are making high quality beers (see QI Appendix I). 

• The beers of the Trappist breweries are allowed to be named Trappist and to wear 

the logo 'Authentic Trappist Product' (Van den Steen 2003). 

• The Trappist breweries are mainly working with their own distributors and are 

having trustful relationships with them (see Q3 Appendix H; Q2 Appendix I). 

• Strong bargaining power towards their suppliers because of their quality image 

(see Q2 Appendix F). 

• A strong brand name with an image associated with authenticity and quality (see 

Q3 Appendix I). 

Weaknesses 

• The Trappist beer market is a stable mature market with a slowly increasing 

consumption (Cooreman 2003). 
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• The Trappist beer has to be made within the walls of an abbey, under the control 

of the monks and the money has to go to the community, the building and to 

charity goals (see QI Appendix H). 

• Because of the restrictions, the Trappist breweries have a limited production 

quantity resulting in a limited availability (see Q7, Q8 Appendix H). 

• Trappist is not an easy beer to drink, consumers first have to drink some other less 

difficult special beers before they can enjoy a Trappist (see Q4 Appendix I). 

Opportunities 

• The competition between the Trappist breweries is very low, they actually think 

that they are stimulating each other (see Q8 Appendix G). 

• The export of Trappist beer is growing and is expected to continue to grow mainly 

because of the increase in popularity of Belgian beers in foreign countries 

(Cooreman 2003; Van den Einde and Gillard 2002). The export to the USA and 

the Scandinavian countries is increasing (see QS Appendix I). 

• In Belgium and in Europe the popularity of original tastes and flavours is growing. 

People are also expecting more quality in their lives (Van Pol et and Letarte 2001; 

Vloeberghs 2002). Both trends suit perfectly with Trappist beers (see Q3 

Appendix I). 

• The population in Belgium is getting older, which is an opportunity for the 

Trappist beers because these beers are mostly drunk by older people (see Q8 

Appendix F; Cooreman 2003). 

Threats 

• The threat from substitute products as wine and flavoured alcoholic beverages 

(FAB's) is strong (see QS Appendix G; Van Polet van Letarte 2001; Vloeberghs 

2002). 

• Strong competition from abbey beers which have an image very close to Trappist 

beers (see Q6 Appendix G). The difference between the abbey and Trappist beers 

is not clear for the consumers. The threat from the abbey beers will further grow 

because the abbey beers are also introducing a logo comparable to the Trappist 

logo (see Q6 Appendix I). Also the limited availability of the Trappist beers 

increases this threat (see Q8 Appendix H). 
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• The consumption of beer in Belgium is decreasing. This decline is expected to 

continue. The reasons for this decrease could also effect the consumption of 

Trappist beer, which are the increased awareness of controlled alcohol 

consumption, of drinking-driving and of health issues (Perro et al. 2003; Van 

Po let and Letarte 2001; Vloeberghs 2002). 

From the SWOT analysis can be concluded that the main strengths of the Trappist 

breweries are the very strong brand name and the permission to use the name Trappist 

and the logo of this product. Especially the brand name Trappist is a very strong and 

important item for the Trappist breweries (Van den Steen 2003). 

The image of a Trappist is very strong, an average consumer will say about a 
Trappist: authentic and quality (retailer, see Q3 Appendix I). 

The most important weaknesses of the Trappist breweries are the limited availability 

(see Q7 Appendix H), one of the causes of the most important threats (by the abbey 

beers). 

It can be said that the consumption of the abbey beers has increased because of 
the limited production of the Trappist beers (retailer, see Q8 Appendix H). 

Other important causes of threats are the for a customer not clearly defined difference 

between an abbey beer and a Trappist beer and the introduction of an abbey logo. 

The abbey beers are also coming with a label such as the Trappist logo. This 
logo will have an impact on the Trappist market, because the people do not 
know the difference between an abbey beer and a Trappist beer so well 
(retailer, see Q6 Appendix I). 

Considering the opportunities there are two major items. First of all the increase in 

popularity of original tastes and flavours and the growing demand for quality in 

Belgium, but also in other countries in Europe (Van Po let and Letarte 2001; 

Vloeberghs 2002). The Trappist beers could, with their image, perfectly take 

advantage of this trend (see Q3 Appendix I). The other great opportunity for the 

Trappist breweries is the export segment, which is growing (Cooreman 2003; Van den 

Einde and Gillard 2002). 
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3.5 Conclusions 

This chapter describes the Belgian Trappist market, which is a strictly defined mature 

market. The market is defined by the restriction regarding the use of the name 

Trappist and the logo 'Authentic Trappist Product' (see Ql Appendix H; Van den 

Steen 2003). It is a mature market, which cannot be influenced strongly by 

environments from outside the market (see Q2 Appendix F), because of a very low 

competition between the players in the market (see Q8 Appendix G) and a slowly 

increasing consumption level (Cooreman 2003). From outside the market a major 

threat exists; the growing popularity of abbey beers (see Q6 Appendix G). The main 

opportunities of this market are a growing export segment (Cooreman 2003; Van den 

Einde and Gillard 2002) and a growing popularity of original tastes and flavours (Van 

Polet and Letarte 2001; Vloeberghs 2002). This could perfectly match with the strong 

brand name Trappist which is associated with authenticity and quality (see Q3 

Appendix I). 
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4 Branding of Trappist Beer 

This chapter first describes the brand name Trappist beer using the framework of 

Beverland (2004). Next the branding strategy is analysed followed by a comparison of 

the framework of Beverland (2004) in its original setting (the luxury wine market) and 

the Trappist market. 

4.1 Description of the brand name Trappist beer 

In this part the findings of the interviews, concerning the brand name Trappist beer, 

will be presented using the framework of Beverland (2004), which was introduced 

and described in chapter two. As mentioned before, it is important for the players on 

the beer market to differentiate, and branding is one of the main tools to do this. This 

approach resulted in research question II (How are the Trappist breweries branding 

their beers?), which will be answered in this chapter describing each of the 

components of the Beverland framework including sub-categories. These sub

categories all have references identified with quote numbers (QI etc.), which can be 

found in Appendices J-M. Table 2.3 gives more information about the origin of the 

quotes. The results of the interviews and the description of the components are 

summarised in Figure 4.1. In Appendices N-Q the number of times the different items 

were mentioned during the interviews can be found. 

4.1.1 Product integrity 

Authenticity 

The component product integrity is described, for the brand name Trappist, with a 

number of items. In this part each of these items will be explained starting with 

authenticity, a very important issue for the Trappist breweries as can be concluded 

from the following quote: 

The first word that comes into my mind when I hear the name Trappist is 
authenticity (industry organisation, see Q 1 Appendix J). 
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This association can be illustrated with several topics, among the history and the 

tradition of the Trappist breweries that play an important role. Their tradition is 

preserved, which is visible in their production process. 

The never disrupted tradition is very important. We use new technologies but 
no new ingredients and no new technologies that do not fit into our traditional 
process (Trappist brewery, see Q2 Appendix J). 

So the beer is still brewed on the traditional way, (see Q3 Appendix J), according to 

the original recipes (see Q4 Appendix J). In the production process only original and 

natural ingredients are used. New technologies are only used if they fit into the 

traditional brewing process (see Q2 Appendix J). This all illustrates the consistency in 

preserving the authenticity. 

Their tradition originates from the very rich history of the Trappist communities, 

which is more than 100 years old (Van den Steen 2003). 

The beers refer to their history and recipes that are more than 100 years old 
(Trappist breweries, see Q4 Appendix J). 

The consistency of retaining the history, tradition and recipe of the Trappist beers 

creates a certain atmosphere for the consumers. For them the story (and so the 

tradition and history) behind a beer is very important (see Q5 Appendix J). 

When I am in a supermarket and want to buy a special beer, I always read 
where the beer originates from (consumer, see Q6 Appendix J). 

Furthermore, also the fact that Trappist beer originates from a Trappist community 

and is made under the supervision of the monks, creates an image of authenticity (see 

Q7 Appendix J). 

Mystique 

In the previous part has been depicted that monks are connected to the brand name. 

This is actually, together with authenticity, one of the first associations of this brand 

(see Q8 Appendix J). 

For me a monk has to be involved with the Trappist beer, then it is a real 
Trappist beer (distributor, see Q9 Appendix J). 
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The fact that monks are connected to the beer, and that it is a religious beer, creates a 

mystique atmosphere around the beer (see QI0 Appendix J). This atmosphere is 

further intensified by the setting that the monks are making the beer. 

The monk, who is checking the concoction every thirty minutes, this gives of 
course a special mystique feeling (retailer, see QI I Appendix J). 

Credibility 

Related to the authenticity of the Trappist beers is the issue of credibility, which is 

one of the success factors of this product. 

The success of a product is also dependent on the credibility of the product 
(industry organisation, see Q12 Appendix J). 

To cultivate the credibility the Trappist breweries stress the importance that the 

consumers see and believe this authenticity. Therefore their marketing target is to 

inform the consumer, and to communicate their authenticity. This will further be 

explained discussing the marketing component of this framework (see Q13 Appendix 

J; Q23 Appendix M). 

The credibility of the authenticity of Trappist beer is based on their original and old 

recipes, their histories and the fact that the beers are brewed within a Trappist abbey 

under the control of the monks (see Q4, Q7 Appendix J). 

The credibility has to do with the recipe and history of the product, which 
belongs to the abbey of the Trappist community (industry organisation, see 
Q14 Appendix J). 

These issues are all very important for the communities, some of them can be find in 

the requirements of using the logo 'Authentic Trappist product' (Van den Einde and 

Gillard 2002). The credibility can be damaged by misusing the name Trappist and the 

introduction of a new Trappist beer. 

The image is authentic, when a new beer is introduced then that is not correct 
(retailer, see Q16 Appendix J). 

The Trappist breweries are therefore very strict in the abidance of these requirements. 

A good example is the introduction of the Trappist beer of Achel a couple of years 

ago. To call this beer Trappist, and to be allowed to use the Trappist logo, this 
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community had to make sure that there was evidence for the proof that they already 

brewed beer in the past (see QI 7 Appendix J; Van den Steen 2003). 

From the interviews with consumers became clear that the consumers belief and see 

the authenticity of the Trappist beers. 

I see the authenticity of the beers, because they have a different colour, a 
different taste and a different bottle (consumer, see Q18 Appendix J). 

Exclusiveness 

As just described, the Trappist breweries are very reluctant and sceptical about 

introducing a new Trappist beer (see Q15, Q16 Appendix J). They try to keep their 

exclusiveness. 

I think the image of Trappist is special because we protect it, so we protect the 
exclusiveness of our name (Trappist brewery, see Q 19 Appendix J). 

Authenticity and credibility are very important for exclusiveness, which can be read in 

their just described marketing target (see Q13 Appendix J; Q23 Appendix M). The 

exclusiveness of the Trappist beers has a few pillars. First of all there are only seven 

brand names allowed to use the name Trappist, and there are only six allowed to use 

the logo (Van den Steen 2003). 

Because there are only seven, that makes it special and gives a special feeling 
(retailer, Q20 Appendix J). 

The reason for this has already been explained in chapter three. Secondly, every abbey 

only produces maximal three sorts of beer; one for the working people, one for the 

monks and one for the abbot (see Figure 3.2) (see Q21 Appendix J). But the main 

cause of the exclusiveness of the Trappist beers is their limited production capacity, 

which causes a limited availability (see Q22 Appendix J). The reason of this limited 

production is that the Trappist breweries do not want their brewing activities to 

capture a too large part of their lives. 

To speak with the words of the abbot; it will always be an abbey with a 
brewery instead of a brewery with an abbey (Trappist brewery, see Q23 
Appendix J). 

Their production capacity is high enough to fulfil their needs, which are earning 

money for their living, their buildings and their charity goals (see Q24 Appendix J; 
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Ql 1 Appendix K; van den Steen 2003). This created an image of exclusiveness they 

try to protect and safeguard for destruction by a large increase of the production. 

When you let your capacity grow it will destroy a bit of the image of the 
Trappist beers (Trappist brewery, see Q25 Appendix J). 

Quality 

The exclusiveness of the Trappist beers is also created by a very high quality level, 

which positions these beers in the top of the Belgian beer market (see Q26 Appendix 

J). This quality level is very important for the monks and originates from the past 

when they brew beer only for themselves as their daily drink (Cooreman 2003). 

Not a deviation of a single day, hour, or even one-Celsius degree is allowed, 
quality has absolute priority (Trappist brewery, see Q27 Appendix J). 

Quality is, generally speaking, very important in the life's of the monks. They not 

only focus on the quality of the beer, but more in general they focus on quality in their 

total life. 

The first rule in the life in an abbey is bringing quality in all you can think 
about, quality in the end product, quality in the working conditions (Trappist 
brewery, see Q28 Appendix J). 

The ingredients, the production process and the process control are playing an 

important role ensuring the quality of the Trappist beers. The machineries are very 

modem and are of high quality (see Q29 Appendix J) but still they use their traditional 

recipes. 

We work with very modem machineries, but are still using the traditional 
recipe (Trappist brewery, Q30 Appendix J). 

The productivity is not substantially increased because of the philosophy of the monks 

never to replace people by technology (Buford et al. 2001). 

The product control of the Trappist breweries is very strict, the beers are checked very 

frequently to keep their original taste and quality. 

We have more people in the lab than in the brewery (Trappist brewery, see 
Q22 Appendix K). 
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The ingredients the monks use are natural ones, and are checked before they are 

actually used. Because of the high quality of these materials the Trappist communities 

are willing to pay a high price for them. With the suppliers of these ingredients the 

Trappist breweries try to build a long and trustful relationship to ensure them that high 

quality ingredients are delivered and to secure them that they have enough suppliers 

for their production (see Q31 Appendix J). 

The monks regard it as very important to deal with the suppliers on a valuable 
and commercial correct manner to manage a long-term relationship (Trappist 
brewery, see Q32 Appendix J). 

Besides the physical components, the image of high quality is, for the consumers, 

created because monks are linked to the product. 

It is a religious product, which is made by monks, so 1s has to be ok 
( consumer, see Q34 Appendix J). 

Consistency 

Quality is a very important item for the beer of the Trappist communities. A related 

issue is the consistency of the taste. This point was frequently mentioned discussing 

the interviewees personal associations with Trappist beer. 

I think consistency is the most important for a Trappist, beside authenticity 
(Trappist brewery, see Q35 Appendix J). 

Consistency is a difficult issue because on one hand the Trappist breweries never 

modify their product, they never adapt the taste for instance to the market (see Q36 

Appendix J). Still using their old, original recipe confirms this, as was observed 

discussing the authenticity of the brand name. Also regarding the production process 

they are working on the traditional way, although the breweries are very active 

modernising their process. The Trappist communities invest a lot of money (see Q29 

Appendix J) to create a high quality level, not with the intention to change the recipe, 

but to improve their way of working. 

So we actually did not change the recipe but our way of working we change 
continuously, the abbey has always been very progressive (Trappist brewery, 
see Q37 Appendix J). 

Michie) W. Vink, August 2004 61 



Chapter 4: Branding of Trappist Beer 
TU/e · 

But on the other hand the Trappist breweries do not fully control the consistency and 

reliability of the taste. One of the characteristics of Trappist beer is obtained during 

the fermentation in the bottle, which will be discussed describing the type of beer. A 

certain variation in the taste of this beer is created because the fermentation takes 

place in the bottle during which the taste changes. 

Of course the taste can sometimes be not so good, this is normal because a 
beer of four months and four weeks do not have the same taste (Trappist 
brewery, see Q38 Appendix J). 

Another situation they do not fully control has to do with their natural ingredients, 

whose tastes are related to the weather condition but also to, for example, the nurture 

of these products by the farmers, which can change during time (see Q39 Appendix 

J). But still the Trappist breweries try to create a reliable taste, the monks try to keep it 

within a certain range. 

The consistency of the taste is very special because every concoction is 
different, but there is a certain taste tone, which is the same every time 
(Trappist brewery, see Q40 Appendix J). 

Type of beer 

Speaking about the regularity of the taste of a Trappist beer, what is actually the taste 

of such a beer and what are the characteristics? Discussing the definition of Trappist 

beer in chapter three it became clear that this definition does not restrict the type of 

beer. The Trappist beers have some characteristics in common, such as a high alcohol 

content (see Q41 Appendix J) and a high level of fermentation, which is a chemical 

process of sugar changing into alcohol under control of yeast. 

All the beers are from high fermentation and have after fermentation in the 
bottle, but this does not create Trappist beer because if the monks would make 
a lager beer then this would also be Trappist beer (Trappist brewery, see Q42 
Appendix J). 

Because of the fermentation and the high alcohol content the consumers see Trappist 

beers as ' really dark and heavy beers' (consumers, see Q43 Appendix J). 

Since these similarities do not create a Trappist beer type, a huge variation in the 

Trappist beers results, which is also visible in Table 4.1. Because the definition does 

not include certain qualifications, there is no defined Trappist beer type, which 
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implies that if a Trappist brewery would make a lager beer this also would be a 

Trappist beer (see Q42 Appendix J). 

Table 4.1. Characteristics of the different Trappist beers 

Trappist Different beers Alcohol Characteristics 
brewery per abbey content in% 

Westmalle Double 8 Colour: reddish brown 
Taste: sweetish and fruity 

Triple 10 Colour: golden 
Taste: complex, bitter, sweetish and fruity 

Chimay Red 7 Colour: dark reddish brown 
Taste: sweetish and bitterish 

Triple 8 Colour: between light amber and blond 
Taste: dry, fruity and bitter 

Blue 9 Colour: dark reddish brown 
Taste: sweet and bitterish 

Orval Blond 6 Colour: light amber with orange 
Taste: bitter and dry 

Rochefort 6 6 Colour: amber brown 
Taste: complex, fruity and soft 

8 8 Colour: reddish brown 
Taste: complex, bitter and fruity 

10 10 Colour: dark reddish brown 
Taste: complex, sweet and bitterish 

Westvleteren Blond 6 Colour: light indistinctly 
Taste: bitter 

8 8 Colour: dark amber 
Taste: sweet 

12 11 Colour: dark amber 
Taste: bittersweet 

Achel Blond 5 Colour: light indistinctly and blond 
Taste: bitter and fruity 

Double 8 Colour: dark reddish brown 
Taste: dry and fruity 

Source: Van den Steen, J. (2003), Trappist: Het Bier en de Monniken, 1st ed., Allmedia, Leuven, Belgium, pp. 42-
43, 67, 86, 108-111 , 127-128; interviews. 
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4.1.2 Value-driven emergence 

Strategy 

In the past, the Trappist breweries decided to make a quality beer because they used to 

drink it every day. 

The Trappist breweries have chosen on purpose for a quality product. The beer 
Trappist breweries made was in the first place meant for their own needs, it 
was part of their daily food package (industry organisation, see Ql Appendix 
K). 

This quality level is visible in the total process of the beer, from making to drinking. 

The communities do not want to concentrate on producing and selling large quantities, 

neither they want to modify their product in favour of the profit, both restrictions are 

already discussed in the description of the product integrity (see Q24, Q36 Appendix 

J). So their goal is not to increase the turnover and earn a lot of money. 

We are certainly not focused on mass production and mass consumption 
concerning our price and taste, we focus on being special, being different 
(Trappist brewery, see Q2 Appendix K). 

Because the Trappist breweries do not want to grow, their strategy can be described as 

' to make sure that the consumers of today are the consumers of tomorrow' (Trappist 

brewery, see Q3 Appendix K). The interviews also learnt that the breweries differ 

from the commercial ones and that they want to be special, different, because the 

communities do not have the same origin and beliefs as the commercial companies. 

Their belief encourages them to live from their handwork and to focus on quality 

because 'the first rule of the life in an abbey is bringing quality in all you can think 

about' (Trappist brewery, see Q28 Appendix J) (Grote Spectrum Encyclopedie 1975; 

Van den Steen 2003). This all results in the positioning as luxury abbey beers. 

Image 

Trappist beers are abbey beers, the luxury products within the classification of 
abbey beers (industry organisation, see Q4 Appendix K). 

The fact that the Trappist breweries want to be special and do not want to focus on 

mass production and consumption plays an important role in the image of Trappist 

beer. This image is composed of a few elements. The quality of the Trappist beer, 
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which is very high, was already mentioned in the strategy description, also that it is a 

luxury product priced in the higher categories (this will be described in more detail 

later on in this component). Therefore Trappist beer is positioned high in the Belgian 

beer market. 

The better beer, I see them as the top of the Belgian beer market (distributor, 
see Q26 Appendix J). 

Other main elements of the image of the Trappist beer are authenticity and 

exclusiveness (see QS, Q6 Appendix K). Its strong and special image is also indicated 

by the consumers. 

The image of a Trappist beer is special, and certainly not the same as a normal 
beer ( consumer, see Q7 Appendix K). 

The image is seen as one of the strong sources for the high value of this beer (see Q8 

Appendix K). 

Price 

The just described image of Trappist beer stimulates a high pricing level. First of all 

because of the quality of the beer, people know that Trappist beers are high quality 

beers and are willing to pay more for them. 

The Trappist beers are a little bit more expensive but the consumers do not 
really bother. They pay for it because they get quality (distributor, see Q9 
Appendix K). 

But the main reason why people are willing to pay more for Trappist beer is because 

of its limited availability, exclusiveness and authenticity, and because the beers are 

brewed within an abbey. A lot of interviewees therefore expect that the price can even 

be higher than the present one. 

The beer has to be brewed inside the abbey, and therefore we can actually ask 
for the beer what we want (Trappist brewery, see QIO Appendix K). 

Although the Trappist communities could have started to sell their beer for a very 

high price, they also could have asked a low price because at that time they did not 

have any employees. But the monks chose to 'put the beer on the market with a price 

conform the market' (Trappist brewery, see Ql 1 Appendix K). Main reason for this 
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pricing are their limited needs, which are earning money for their own living, the 

maintenance of the buildings and for charity (see QI I Appendix K; Van den Steen 

2003). 

Indeed the offer is limited because of the strict rules of the Trappist orders. 
The beer brewing activity only has to meet their own financial needs for their 
buildings, their own living and their social goals (industry organisation, see 
Q12 Appendix K). 

So the Trappist beer is priced conform the market what means that because of the high 

quality level of this beer it is priced in the higher price segment (see Q13 Appendix K; 

Buford et al. 2001). 

Luxury product and daily drink 

The price of a Trappist beer is not too high because the breweries have very proud 

consumers in the surroundings of their abbeys. In these villages Trappist beer is a 

daily drink of many inhabitants. Because the Trappist community respects them, they 

do not ask too much so that these people are still able to drink their daily Trappist. 

We have a market that is dual. This means that for instance here in the 
province Luxembourg it is a daily drink. But for Brussels or Luik it is an 
occasional drink (Trappist brewery, see Q14 Appendix K). 

At the same time the Trappist beers have a dual market because outside the 

surroundings of the abbeys Trappist is not seen as a daily drink but more as an 

occasional, luxury product, a segment of the highest level of the abbey beers (see Q4 

Appendix K). These people are willing to pay more for a Trappist beer and therefore 

the price can be increased (see Q9 Appendix K), which is not done because there is a 

fixed price and the monks do not want to increase the price because of the reason 

mentioned before. 

Target market 

Focussing on who is actually drinking a Trappist, besides the communities 

themselves, the interviewees were very clear; older people who are advanced beer 

drinkers and have a developed taste. 

The general phenomenon is that the older people are drinking a Trappist beer 
easier than younger people (distributor, see Q15 Appendix K). 
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Most interviewees expect that the 'target group consists of people above 35, people 

who are already working for a couple of years and who have a very good taste' 

(Trappist brewery, see Q16 Appendix K). This does not imply that certain social 

classes do not drink Trappist beer, although the investigation shows that most of the 

Trappist beer is drunk by men from the higher social classes (Cooreman 2003). 

Our experience is that a target group between thirty and ninety-five drinks 
Trappist and we cannot say that a master is drinking it but a road worker is not 
(distributor, see Ql 7 Appendix K). 

The image of the age of the Trappist drinking consumers is related to the drink 

evolution, remarked several interviewees. The reasoning of this evolution is that 

students are not selective and drink a cheap lager beer. When they start working they 

earn money and try a simple special beer, mostly one that is very popular at that time. 

In the next phase people are trying more special beers, which develops their taste 

further. This process gradually results in the choice for a Trappist ( see Q 18 Appendix 

K). 

Value 

This sub component of the framework will conclude the discussion of the value

driven emergence component. The most compact way to describe the value is the 

quote of a monk from Achel: 

The value of the beer is related to the value of the life of the monks (Trappist 
brewery, see Q19 Appendix K). 

One of the principles of the living of the monks is bringing quality in their life (see 

Q28 Appendix J). This results in a high value for the beer, which was confirmed by 

other interviewees. 

Beer how it is meant to be (distributor, see Q20 Appendix K). 

The value was established on several ways. First of all the image, in which the 

authenticity and the quality of the product play an important role. 

I think a very high value because it has a certain practical image ( distributor, 
see Q8 Appendix K). 
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Also the process from making to drinking the beer was important in the establishment 

of the high value. 

The selected ingredients are of the best quality (Trappist brewery, see Q21 
Appendix K). 

And the beer is checked very strictly. 

We have more people in the lab than in the brewery (Trappist brewery, see 
Q22 Appendix K). 

Furthermore the way how it is served, in the right bottle, at the right temperature, 

creates a high value and insures that people are willing to pay more (see Q19, Q23 

Appendix K). 

In the interviews was also pointed to the value that was created in the distribution 

process. Because of differences between the Trappist breweries these six can be split 

into three groups. In the first group, with Westmalle and Orval, the communities have 

giving away concessions to certain distributors (mostly family owned independent 

companies). They received an exclusive contract for the distribution and 

commercialisation (Van den Steen 2003). 

In Belgium there are fourteen independent main distributors or 
concessionaires, all family companies, who control their own territories, their 
own region, and within this region they commercialise and distribute the beer 
(Trappist brewery, see Q25 Appendix K). 

This co-operation with strongly selected distributors (named concessionaires), which 

distribute the beer only to selected customers (cafe's etc.) (see Q26 Appendix K), also 

creates an exclusive image. 

The second group, with Chimay, Rochefort and Achel, has normal contracts with their 

distributors, although they are strictly selected by the monks (see Q26, Q27 Appendix 

K; Van den Steen 2003). Westvleteren has no distribution channel because this beer 

can only be bought at the gate of the abbey, which creates a high and exclusive value 

for the customer. 

This is the perfect situation, no distribution, no marketing, no packaging, none 
of these costs, the people just buy their crate and they go (Trappist brewery, 
see Q28 Appendix K). 
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All Trappist breweries try to create long term relationships with their distributors 

because then the distributors are able to communicate the story behind Trappist beer, 

which has a positive impact on their value (see Q27, Q29 Appendix K). 

Last point of value creation are the name 'Trappist' and the logo 'Authentic Trappist 

Product'. These are unique attributes, as was mentioned by various interviewees, who 

create a special feeling (see Q20 Appendix J). 

4.1.3 Culture/history 

Story behind the beer 

As already was mentioned in the description of the authenticity of Trappist beer is that 

the story behind a beer is essential for its success. When people are drinking a beer 

they also want to talk about the story behind the beer. How it is made, what is its 

history etc. 

Trappist beer is seen like a strong beer with a lot of character and with history, 
before talking about the taste people like to speak about the story of the beer 
(Trappist brewery, see Ql Appendix L). 

Different interviewees pointed at the consumers who 'are drinking and tasting with 

their month, but also with their mind' (Trappist brewery, see Q2 Appendix L). This 

illustrates the importance of the story behind the beer, which is reinforced by a 

distributor who said: 

I always think that a beer needs a story, then you can sell it. We can make 
every kind of beer, but when a beer has no story it will not be sold (distributor, 
see Q3 Appendix L). 

The consumers also pointed at the story behind the beer, they mentioned that they 

mostly look at its origin before actually buying it (see Q6 Appendix J). 

Story behind Trappist beer 

In the story of the Trappist breweries their culture, history and tradition are the main 

items. Their authenticity is very important for them. They try to keep their tradition 

and history using their original old recipe brewing the beer. Through this recipe the 

monks actually communicate their tradition and history with the consumers and so 

they create a story behind the beer. 
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The Trappist beers are in terms of taste quite different, but it is true that every 
one tries to put its history, its original recipe in the beer (Trappist brewery, see 
Q4 Appendix L). 

The communities want to ensure that the beer originates from a Trappist community 

and is made by ( or under the supervision of) monks. This plays a crucial role in their 

story and image (see Q7 Appendix J). 

The story is very important, the fact that it is made by the monks is the most 
important (retailer, see Q5 Appendix L). 

But also their credibility and the abbeys are important for the monks. 

The monks hold the view that it is important that the consumer really believes the 

origin of Trappist beer. To ensure this the communities seriously look at their history 

and how their beer was made. This is different than the abbey beers, which are 

produced in a commercial brewery and whose taste is constantly adapted to the 

market (see Q12, Q14 Appendix J). 

So I think that the credibility of brewing in a Trappist abbey, controlled by the 
monks, with the priority of the needs of the community is very important also 
for the marketing of Trappist beer (industry organisation, see Q6 Appendix L ). 

Also the abbeys play a role for the Trappist communities. They want to ensure that 

their religious life is more important than brewing a Trappist beer. To keep this 

situation they safeguard the quietness of the abbey. 

It is not a marketing description, the abbey is still there and the production is 
still in the abbey, which is still a peaceful and quite place (Trappist brewery, 
see Q7 Appendix L ). 

The brewery has always been, and will remain, a less important place in the monks' 

life compared to the abbey and the belief. This is argued by interviewees saying that 

'it will be a abbey with a brewery instead of a brewery with an abbey' (Trappist 

brewery, see Q23 Appendix J), and is reflected in the limited production capacity, as 

described discussing the exclusiveness of Trappist beer. 

The internet shows the importance of the abbey in the life of the monks. Searching for 

Trappist beer on the internet you will mostly have to visit the website of the abbey 

first which illustrates the importance of the abbey for the monks, and that the brewing 

process is only a small part of their lives. 
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The marketing is focused to underscore the authenticity. When you look at the 
internet sites you also see this, you are first confronted with the abbey, only 
hereafter you can go to the brand names. At other breweries the priority is 
more with the products (industry organisation, see Q8 Appendix L). 

The other communication that explains the story behind Trappist beer will be 

described in the next part. 

Communication 

After discussing the importance and main issues of the history and tradition of the 

Trappist breweries, it is interesting to see how the communities communicate their 

stories, how the Trappist breweries get their history in the minds of the consumers and 

how they communicate the story behind the beer. Seven communication sources are 

used by Trappist breweries (see Table 4.2). All the Trappist breweries have folders in 

which their history and culture is described. 

They have folders in which you can read about their culture and of course their 
history (distributor, Q9 Appendix L). 

They also co-operate with the writing press regarding interview requests and the 

distributors to communicate their origin and story, although Westvleteren does not use 

this source because they do not have a distributor. 

They try to communicate this with the customers via us, we are the importers 
and we have been in almost every abbey so we communicate this story with 
our customers (distributor, see QlO Appendix L). 

Channels that are not used by every community are the internet, tourism and gift 

packages. Not every brewery makes gift packages, but those who do make them try to 

communicate about their origin adding text on them. Considering the internet, the 

intention of the communities is to communicate the life of a monk instead of making 

promotion for their brands. Both the internet and the acceptance of tourists are not 

used by all the Trappist breweries. The ones that are inviting tourists are only showing 

the brewery, not the Trappist order. During these contacts the communities try to 

explain their history and culture. Orval and Westvleteren do have something special 

for the visitors. Westvleteren has created an information centre that is located outside 

the abbey. They have created this facility because the community is very closed. From 

all the Trappist communities they have the less frequent contacts with people from 
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outside the abbey. For those who are interested they want to create a source of 

information without disturbing their quite and peaceful life. This resulted in building 

the information centre, which is called 'het Claustrum' . 

We have also a website of Westvleteren, and something that is visited by a lot 
of people, called 'het Claustrum'. It is an interactive information centre, the 
monks are communicating via video. The visitors get a good impression of the 
abbey and the life of a monk (Trappist brewery, see Ql 1 Appendix L). 

Orval is the only Trappist abbey, which has very old ruins that originate from the 

twelfth and thirteenth century, which was the beginning of this community. These 

ruins are visible for tourists and are therefore major channels of publicity for Orval. 

It is important to keep the image of Orval in the mind of the consumer. We try 
to reach this on several ways. We have about 80,000 visitors a year who hear 
our history and tradition. Also the television is filming us each year, which 
makes sure that the history and culture is communicated with the customers 
(Trappist brewery, Q12 Appendix L). 

Table 4.2 shows that the label is the communication channel that is hardly used by the 

Trappist breweries. Although some Trappist breweries are thinking about using their 

label and bottle as communication channel, until now this source is not used 

effectively (see Q26 Appendix M). This is a lost opportunity because many 

consumers read this label. 

When I want to buy a special beer I always read what is on the label 
(consumer, see Q14 Appendix L). 
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Table 4.2. Use of different communication channels by the Trappist breweries 

Trappist Folder Label Gift Distributors Co-operating Internet Tourism 
brewery package writing press 

Achel yes no no yes yes yes yes 

Chimay yes no yes yes yes yes yes 

Orval yes no yes yes yes yes yes 

Rochefort yes no no yes yes no no 

Westmalle yes no yes yes yes no no 

Westvleteren yes no no no yes yes yes 

Source : interviews 

Independence 

In this part the main items of the history and culture of the brand name Trappist beer 

are discussed. Actually all the Trappist breweries originate from the same community 

and have the same philosophy, the Rules of Saint Benoit, as discussed in chapter 

three. For all of them holds that the brewery takes only a small part of their life (see 

Q23 Appendix J). 

But still the various abbeys have different traditions and are independent. Every 

community can make its own choices, is financially independent and has its own 

identity. 

Tradition is very different for the Trappist breweries. The Trappist 
communities are independent, also financially, are very closed and have their 
own identity. They all have their own tradition (Trappist brewery, see Q15 
Appendix L). 

Therefore there are also differences in the way they communicate, their marketing, 

but also in their production capacity. Their production is summarised in Table 3.3 

from which becomes clear that large differences exist. The largest ones (Westmalle 

and Chimay) are producing more than 100,000 hl a year and the smallest brewery 

(Achel) is only producing 2,000 hl a year. The reason for these differences stems from 

the history of the Trappist breweries. Actually all the Trappist breweries have the goal 

to earn money for the community. The size of these communities, now and in the past, 
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together with the maintenance costs of the buildings, determine the production 

capacities (Van den Steen 2003). 

The purpose is to earn money for the community. But you see that it is a large 
abbey, there are buildings that originate from 1500, which asks for a lot of 
money (Trappist brewery, Q16 Appendix L). 

There is, however, one exception: Chimay. This brewery has the objective to create 

employment in its environment. The area they are located in is a very poor area, and 

by expanding their production they want to hire more people and to stimulate the area 

(Ql 7 Appendix L). 

I have been at Chimay, the brewery has been through an impressive growth, 
not to earn money but to create work for the youth. So it is about a social 
aspect (Trappist brewery, Q18 Appendix L). 

So the independency causes the differences in production between the Trappist 

breweries. 

Religious component 

To conclude the description of the history and culture it has to be remarked that the 

belief of the monks is the reason that these beers have been created. But still the 

Trappist communities do not want to link their belief with Trappist beer. First of all 

they do not have the intention to enlarge the communities via these beers. 

The religion is very important, and is the reason why we are here, but it is 
absolutely not the intention to win souls (Trappist brewery, see Q19 Appendix 
L). 

You can also observe this strict separation visiting a Trappist brewery. These visits 

are always restricted to the brewery itself, nobody is allowed to access the order of the 

monks (see Q20 Appendix L). Actually the only component that creates a link are the 

gothic letters on the label of the Trappist beers. 

I think that the gothic letters contribute that you know that there is something 
religious, but it is not directly traceable (retailer, see Q21 Appendix L). 
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4.1.4 Marketing/endorsements 

Brand awareness 

The Trappist breweries are actually small breweries in the Belgian beer market. But 

their brand awareness is quite high, especially regarding the beers that are present in 

many shops. The general idea is that their 'share of mind is higher than their share of 

market' (Trappist brewery, see QI Appendix M). 

Limited promotion 

Although the Trappist breweries are not doing much promotion they have activities to 

stimulate their brand awareness. 

You do not hear so much from them (consumer, Q2 Appendix M). 

First of all they work with promotional materials, all the Trappist breweries have 

glasses, coasters and openers. The large breweries, Westmalle and Chimay, also have 

gift packages and larger promotional materials such as announcement boards and 

parasols (see Q4 Appendix M). 

The most breweries have glasses and coasters. Some of them have a wall card 
and that is it. But you see that Westmalle is increasing a little bit, they also 
have announcement boards and parasols (distributor, see Q3 Appendix M). 

The intention is to stay with these promotional materials close to the product, to escort 

the sales of the beer, which means that in cafe's where Trappist beer is served there 

will be some promotion, for example a wallboard. 

We stay with our promotion near the product, at places where people are 
drinking an Orval you can find promotional material (Trappist brewery, see 
Q5 Appendix M). 

Advertising is not often done by the Trappist communities. When they advertise it is 

done in a specialised magazine (for example the magazine of the industry organisation 

de Belgische Brouwers called 'Het Brouwersblad'), often initiated by the distributor 

or as appreciation for an article about the Trappist breweries (see Q7, Q8 Appendix 

M). 
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Another way to promote a product is via sponsoring. Only the two largest Trappist 

breweries, Westmalle and Chimay, are sponsoring certain events. Chimay is 

sponsoring a basketball team and Westmalle certain walking events. Both are 

sponsoring through giving away some barrels because they want to be recognised by 

the event they sponsor (see Q9, Ql 1 Appendix M). 

The Trappist breweries are not doing so much about marketing, but they 
sponsor by giving away a free barrel (distributor, see Ql0 Appendix M). 

The last way of promoting a Trappist beer, used by the communities, is free publicity. 

Most of the Trappist breweries co-operate with the writing press, but Orval is 

specialised in this area. They exploit their ruins, which results in many tourists and a 

lot of TV attention (see Q12 Appendix L). 

Orval has ruins a lot of people are coming to, this creates a lot of publicity. 
Orval considers its abbey as an example abbey, they try to pick every free 
publicity they can (Trappist brewery, see Q12 Appendix M). 

Commercialisation 

From the discussion of the promotional activities of the Trappist breweries can be 

concluded that the Trappist breweries are not commercial companies. 

The Trappist breweries are commercially absolutely not on the same level as 
other breweries, their limitedness is really important (industry organisation, 
see Q13 Appendix M). 

They do not have many promotional materials and they do not advertise and sponsor a 

lot. So the sale of a Trappist beer 'is taking place after the demand of a consumer 

instead of after a commercial activity' (Trappist brewery, see Q14 Appendix M), 

which creates an image that is absolutely not commercial but respected by a lot of 

people. 

The people appreciate a product that is not commercial (Trappist brewery, see 
Q 15 Appendix M). 

But within the group of Trappist breweries there are again differences, actually only 

two do promote actively, the two largest breweries Chimay and Westmalle (Buford et 

al. 2001; Van den Steen 2004 ). They both have a lot of promotional materials like gift 
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packages, announcement boards and parasols. They also sponsor certain events in 

their area and they advertise once in a while. 

It is not true that the Trappist breweries are a special group that does not 
promote anything. When you look at all seven then there are maybe three that 
are doing a lot of promotion and four that are doing totally nothing (retailer, 
see Q16 Appendix M). 

On the other side, the Trappist breweries of Achel, Rochefort and Westvleteren are 

really doing no promotion (Van den Steen 2003). 

Rochefort is considering promotion almost doing nothing, maybe a little bit. 
Westvleteren is also doing nothing, the same as Achel (Trappist brewery, see 
QI 7 Appendix M). 

The brewery of Orval is somewhere in between because this community does not 

actively stimulate the sale of their beer but they try to utilise every opportunity for 

free publicity, such as articles in a magazine, visitors or TV requests (see Q12 

Appendix M; Van den Steen 2003). 

Religious restrictions 

The previous part motivates that the Trappist breweries are no commercial companies, 

they call their way of advertising soft advertising. In this part will be explained why 

the communities do not promote their beers. First of all they do not want a 

commercial image and they do not want to stimulate the consumption of alcohol. 

They do not want to stimulate the consumption of alcohol via beer and they do 
not want a commercial image. We offer a beer for the users but we do not 
want to push, we do not want to exaggerate. We only offer, I call this soft 
advertising (Trappist brewery, see Q18 Appendix M). 

Their reluctance in stimulating the consumption of alcohol is because of its misuse, 

which they do not like and do not want to be associated with. So the Trappist 

breweries actually only want to say that Trappist beer is available, the communities 

absolutely do not want to push their beers. 

Actions, which are supporting the consumption of beer, are never supported by 
us (Trappist brewery, see Q19 Appendix M). 
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The relation between the misuse of alcohol and the religion behind this beer is not 

seen as a problem by the consumers because the Trappist breweries only produce a 

small amount of beer. 

They make such small quantities that they cannot stimulate the misuse of 
alcohol (consumer, see Q20 Appendix M). 

Another reason why the Trappist breweries do not promote their products more 

actively is because of the limited production capacity (see Q13 Appendix M). Almost 

all of the Trappist breweries do sell everything they make so it is not necessary for 

them to stimulate the sales. The production is limited because they do not need more, 

they only need money for their living, the maintenance of the buildings and charity 

goals (Q12 Appendix K; Van den Steen 2003). Moreover, the communities also want 

to keep their product integrity and authentic image. 

We can of course increase the production and make publicity to earn a lot of 
money, but we do not do this because we only need money for our living, the 
building and what is left is going to the charity (Trappist brewery, see Q24 
Appendix J). 

Beside the advertising limitations there are also some restrictions. The monks want a 

totally honest advertisement, so everything that is announced should be true. Another 

restriction is that images of the monks, the abbey or other religious symbols are not 

allowed to be used in these advertisements. 

We never use, for instance, images of the monks in our communication 
because we have to respect the monks and they want not to use them (Trappist 
brewery, see Q21 Appendix M). 

Marketing 

From the previous discussion can be concluded that the Trappist breweries are not 

commercialising their products, but still they have marketing activities. This actually 

has two reasons. The first one only holds for the two largest breweries, Chimay and 

Westmalle. The reason why these breweries use certain promotional methods in their 

marketing is because they are hiring people from outside the abbey to work for them 

in the brewery. So the goal of their promotion is actually to keep the sales at a certain 

level so that the production does not drop and they do not have to fire people. 
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Here work 42 people, which is for the monks a huge responsibility. They 
absolutely do not want things to go less so that they have to fire people 
(Trappist brewery, see Q22 Appendix M). 

The second reason why the Trappist breweries undertake some marketing activities 

holds to all of them. As is mentioned before, their marketing target is 'to inform the 

customers' (Trappist brewery, Q13 Appendix J). The monks want to educate the 

people about the definition of Trappist beer, the origin of Trappist beer and why their 

abbeys are so important for them. This they call public relationship marketing. 

We try to be active on the market with our marketing, which is more public 
relationship marketing (Trappist brewery, see Q23 Appendix M). 

So their marketing is concentrated on informing the consumers about Trappist beer 

and about the image of these beers. The authenticity of Trappist beer is one of the 

main items in their marketing, which is protected by their commitment to product 

integrity. This keeps the volumes low. 

Authenticity, that is the basis. The authenticity, that is the message they 
communicate, especially with the consumer (retailer, see Q24 Appendix M). 

Their marketing is primarily focused on the above, but also on their tradition, their 

original recipe and their quality (see Q4, Q7 Appendix J). This is really important, as 

has been concluded discussing the tradition and history components. The fact that the 

beer is brewed within an abbey under the control of the monks is also for the 

marketing of Trappist beer really important. 

Label 

They use the authenticity, the beer that is brewed within the walls of an abbey 
and Trappist order, this is certainly playing a role in the marketing (industry 
organisation, see Q25 Appendix M). 

To communicate the image the label and bottle of Trappist beer are important objects. 

Several interviewees pointed at the label, which is in their opinion 'the visiting-card 

of the beer' (distributor, see Q26 Appendix M). The label is an important, maybe the 

most important, tool towards the consumers to communicate the image of the beer 

(see Q27, Q28 Appendix M). 
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The label and bottle are the first things people are looking at. People take the 
bottle in their hand, they pour the beer and look at the label and read it. 
Therefore it is such a shame that a lot of breweries do not have more 
information on their bottle (distributor, see Q26 Appendix M). 

This was agreed by different customers, who mentioned that the label is important for 

the image of a beer. 

The label creates for me the image, the feeling of the beer ( consumer, see Q29 
Appendix M). 

The label is used by the Trappist communities to create an atmosphere of authenticity, 

they want to communicate the idea that the monks are working. 

The labelling and packaging are certainly important to communicate the 
atmosphere. Actually you have to communicate the authenticity. A monk is 
brewing and sticks his etiquette on the bottle and takes the feather to write the 
name on it, this is the idea you have to create (retailer, see Q30 Appendix M). 

The Trappist breweries try to create this feeling using gothic letters (see Q21 

Appendix L), but also keeping their label very simple and sober (see Q31 Appendix 

M). 
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4.2 Branding strategy of the Trappist breweries 

This paragraph analysis the strategy of the branding of Trappist, and the relationship 

between the brand name 'Trappist' and the product will be analysed. 

In Figure 4.1 certain differences between the Trappist breweries can be identified. 

These differences originate from the independency of the Trappist breweries ( see Q 15 

Appendix L). Actually there are three areas with differences, their distribution (see 

Q25, Q26, Q27, Q28 Appendix K), their production capacity (Van den Steen 2003) 

and the level of commercialisation (see Q16 Appendix M). The breweries are not 

partitioned into groups regarding the branding because of the relative small 

differences. For example, Westmalle and Chimay are commercialising their beer more 

than the other breweries, but still there is a huge difference between them and the 

commercial breweries (see Q13 Appendix M). Moreover they all try to communicate 

the same brand, the brand name 'Trappist beer'. 

The description of the branding of Trappist beer is applied in two different analysis. 

First will be looked at the relationship between the brand (Trappist) and the six beers 

from the different abbeys, then the strategy of the brand will be discussed. 

Regarding the brand-product relationship, Kapferer (1992) identifies six types of 

relationships. These are: 

• Product brand; 

• Line brand; 

• Range brand; 

• Umbrella brand; 

• Source brand; 

• Endorsing brand. 

As mentioned with the branding of Trappist beer, there are only six abbeys who are 

allowed to use the name 'Trappist' and the logo 'Authentic Trappist Product' (Van 

den Einde and Gillard 2002; Van den Steen 2003). Each of these breweries have their 
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own Trappist beer, which are called according to the abbey, such as Chimay or 

Westmalle. This means that there are actually six brands, with the brand name 

'Trappist' as the head-brand and the names of the abbeys as the product brands 

(Buford et al. 2001; Van den Steen 2003). Also important to realise, before looking at 

the different brand-product relationships, is the similarity in products of the various 

abbeys. They all have the same characteristics (heavy beer with fermentation on the 

bottle and a high level of alcohol), and they all serve the same market (see Q42, Q43 

Appendix J). 

The analysis now continues with the brand-product relationships by Kapferer (1992). 

The 'umbrella' and 'source' relationship are not suitable for the Trappist market 

because they assume that the same brand several products supports in different 

markets. The same holds for the 'endorsing brand strategy' because in this 

relationship the endorsing brand gives its approval to a wide diversity of products 

grouped under product brands. In the 'product-brand relationship' an exclusive name 

is assigned to one product, which is not the case with the Trappist beer because there 

are actually six abbeys with all independent beers. Because the 'line brand' is about 

extending the concept across different products, the brand-product relationship that is 

used in the Trappist market is the 'range brand strategy' (see Figure 4.2). 

Brand 

Brand concept 

Product A Product B Product C 

Figure 4.2. Range brand strategy 

Source: Kapferer, J. (1992), Strategic Brand Management, 1st ed., Kogan Page Limited, London, the UK, p. 112. 
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The 'range brand strategy' is used by the Trappist brewery sector because the brand 

name 'Trappist' stands for a certain type of beer, depicted in the figure as ' brand 

concept'. All the six beers made by the Trappist abbeys get allocated a single name, 

which is 'Trappist'. So, for example Westmalle, has its own name (Westmalle) but 

because it is made in a Trappist abbey it also receives the brand name 'Trappist'. This 

strategy possibly creates an advantage of building up a brand awareness that can be 

shared by the different products, which are in this case the products wearing the brand 

name 'Trappist' (Kapferer 1992). 

After this description concerning the brand-product relationship the strategy of the 

branding of Trappist beer will be analysed in the following part. First branding is 

categorised in a business level strategy, which can be seen in Figure 4.3. 

Offers low-priced 
products to customers 

Offers unique or 
distinctive products to 
customers 

Offers products to only 
one group of customers 

Focused Cost
Leadership Strategy 

Focused 
Differentiation 
Strategy 

Figure 4.3. Types of business level strategies 

Offers products to many 
kind of customers 

Cost - Leadership 
Strategy 

Differentiation 
Strategy 

Source: Hill, C. and Jones, G. (2001), Strategic Management Theory, An integrated approach, 5th ed., Houghton 
Mifflin Company, Boston, Massachusetts, USA, p. 214. 

From Figure 4.3 follows that Trappist beer has a differentiation strategy, because 

Trappist beer is a special and distinctive product. This is due to the type of beer and 

the exclusiveness of the beer (see Q5 Appendix K). Furthermore the main 

differentiation, compared to other beers, is about the production of the product. This 

beer is made by monks in an abbey, it is allowed to be called 'Trappist' and to use the 

logo 'Authentic Trappist Product' (Van den Steen 2003). 
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The second aspect concerns the consumers. Trappist beer is a beer for only a small 

segment (niche) of consumers. Before people actually start drinking a Trappist they, 

generally speaking, are following a drink evolution (see Q18 Appendix K). This 

evolution develops the taste of the consumer needed to appreciate drinking a Trappist, 

which results in an older, more advanced beer drinker as consumer, who is willing to 

pay more for his beer. The high price of Trappist results in the consumption mainly by 

the higher social level (Cooreman 2003). 

The combination of these two aspects results in a 'focused differentiation strategy' for 

Trappist beer, which can be seen in Figure 4.3 (De Wit and Meyer 1994; Hill and 

Jones 2001). 

The market the Trappist breweries are active in, the Belgian beer market, can be 

indicated as mature mainly because of the decline of the consumption of beer (Perro 

2003) and the increase of the competition level (Houthoofd and Heene 1997; Vink 

2004). Considering only the special beer market in this country also a decrease of the 

consumption is indicated (see Table 4.7 in Vink 2004). From literature it seems that a 

niche strategy, such as the focused differentiation strategy by the Trappist breweries, 

can be profitable in a market which is declining or which is mature (Walker et al. 

2004). In such a market situation differentiation is important because it allows a 

competitive advantage and it segments the market (Kotler 1997; Porter 1990). So the 

Trappist breweries do have a profitable strategy considering the market they are active 

in, because the small niche they are active in has a stable consumption volume (see 

Table 3.1) and has a strong differentiation. But it is vital to keep the differentiation, 

which mainly originates from their strong brand name. 

4.3 Comparison with luxury wine market 

To conclude this chapter, the discussed findings are compared with the branding of 

the companies active in the luxury wine market as described in the article of 

Beverland (2004). The differences and similarities in the branding of these two 

markets will de identified. To structure the approach, each component will be 

discussed separately. 
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Product integrity 

With respect to the first component of the luxury brand framework (see Figure 2.4) 

more similarities than differences can be identified between the luxury wine market 

and the Trappist market. Both focus heavily on their quality, their credibility and their 

production process. Both have carefully selected their suppliers, the wine producers 

even try to increase their quality with integrating backward. Actually the only 

difference regarding this component is the mystique image of the Trappist beers, 

which has to do with the monks, whereas only a few wines are produced in 

monasteries (see QI0, QI I Appendix J). 

Value-driven emergence 

The second component discusses the strategy in targeting the luxury market. In the 

luxury wine market some of the producers deliberately choose to target the luxury 

market, but most of them 'agreed that their strategy had been emergent' (Beverland 

2004 p. 457). This is comparable with the Trappist market, where the monks started to 

make a beer for themselves, a high quality beer with a lot of ingredients. Only because 

they needed money, they started to sell this beer. In the beginning this was only done 

in the surroundings of the abbey, and absolutely not with the intention to target the 

luxury market (Van den Steen 2003). A main point of difference is the way of dealing 

with opportunities to target the luxury market. Where the Trappist breweries are not 

interested in such opportunities, the wine producers 'undertook deliberate strategic 

moves to exploit emergent situations' (Beverland 2004 p. 457). 

Culture/history 

Both the luxury wine producers, and the abbeys of the Trappist breweries, have 

almost all very rich and long histories and cultures. For the wine producers it is not 

uncommon to provide a catalogue to communicate their history. This does not hold 

for the Trappist breweries who only made small folders to communicate their history 

(see Q9 Appendix L). Both discuss the story behind the product, which gives the 

consumer a certain idea of the culture. Beverland (2004) mentions that the wine 

producers use these stories in their promotion campaigns and tourism programs. The 

Trappist breweries only use them when they accept tourists, furthermore they do not 

have promotional campaigns (see Q12 Appendix L). 
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Marketing/endorsements 

The last component of a luxury brand is marketing/endorsements. The promotion of 

the different products shows a huge difference. The Trappist breweries do not want to 

push their product, the wine producers have and use budgets 'to sponsor high profile 

events and to run a number of mass marketing campaigns' (Beverland 2004 p. 459). 

The Trappist breweries that do some promotion, the larger ones, have the same 

objective as the wine producers, which is the establishment of the position of their 

products (see Q22 Appendix M). An important similarity is that both do keep their 

volumes low. The motivations differ, the wine producers want to keep their quality, 

whereas the monks want to make sure that the brewery does not become a large part 

of their life (see Q12 Appendix K). 

From discussing all components can be concluded that there are not so many 

differences between the identified branding of the Trappist breweries and the luxury 

wine producers. The main difference has to do with the fact that the luxury wine 

producers are commercial companies, and the Trappist breweries are not (see Q13 

Appendix M). This results in differences such as budgets for promotion purposes. The 

wine producers have mass marketing campaigns and sponsor high profile events. 

Apart from this difference a lot of important similarities exist such as the attention to 

quality, the credibility and the low production volumes. 

As already is concluded in chapter two, the framework of Beverland (2004) is, apart 

from the luxury wine market, also suitable to describe the branding in the Trappist 

market. An important indication for this conclusion is that all the remarks made 

during the interviews on the branding of Trappist beer could be inserted into the 

framework. But at the same time not all components have the same level of 

importance. Beverland (2004 p. 462) mentions in his article; 'it is highly likely that 

different firms will place greater emphasis on some components than on others' . This 

can also be seen in the Trappist market, because a lot of topics discussed during the 

components of value, marketing and culture are related to the product integrity of 

Trappist beer. A good example is the way of doing marketing, in which the 

authenticity and quality are important issues, which is in relation to the product 

integrity (see Q24 Appendix M). 
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5 Conclusions and Discussion 

This last chapter describes the conclusions regarding the findings. To conclude the 

report the limitations of the research will be summarised and some thoughts about 

further research will be mentioned. 

5.1 Conclusions 

In this part the research questions of the investigation will be answered, starting with 

the first one. 

What are the major developments in the world, European, Belgian and 

Trappist beer market? 

The developments of the various markets have been investigated, from global to local. 

The identified developments in the world, European and Belgian beer market have 

been described in the introduction. These are a decline of the consumption in the 

traditional beer industry markets (Perro et al. 2003); an increase of the consumption 

of international, special and premium beers (Perro et al. 2003); an increase of the 

consumption of beer at home (Koster and Van Lamoen 2002); and a process of 

consolidation (Cooreman 2003; Foote 2000), internationalisation (Heineken 2002) 

and product differentiation (Cooreman 2003; Van Polet and Letarte 2001). 

The Trappist beer market is a stable niche market, the consumption and production do 

not change much but are expected to grow very slowly. The export segment of this 

market is the only segment that is really growing (Cooreman 2003), it benefits from 

the increased interest in international, special and premium beers. Apart from this 

trend, the market can profit from the growing popularity of original tastes and 

flavours (Van Polet and Letarte 2001; Vloeberghs 2002), which is a main item in the 

process of product differentiation. This trend is also the main threat for the niche 

Trappist market; the growing popularity of the abbey beers (see Q6 Appendix G; 

Cooreman 2003). 
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How are the Trappist breweries branding their beers? 

The second research question deals with the branding of the Trappist breweries, which 

is described using the framework of Beverland (2004) (see Figure 2.4). From this 

description becomes clear that a few items are important in this type of branding. First 

of all quality, that can be associated with the product itself but also with the entire 

product chain (see Q28, Q31 , Q32, Appendix J). This results, together with other 

issues like the high price (see Q13 Appendix K), in the qualification of Trappist beer 

as a luxury product, which was not the intention of the monks (see Q14 Appendix K). 

Monks are producing, or controlling the production of, the beer, which makes these 

beers a religious product with a mystique image (see QI0, Qll Appendix J). Other 

main issues in the branding of Trappist beer are exclusiveness (see QI 9 Appendix J) 

and authenticity (see QI Appendix J), both valued by the restrictions regarding the 

use of the name Trappist and the logo 'Authentic Trappist Products' (Cooreman 

2003). 

From further analysis regarding the branding of Trappist beer can be concluded that 

the relationship between the brand (Trappist) and the product (beer) is indicated as the 

'range brand strategy' (Kapferer 1992). The strategy applied by the Trappist 

breweries has been analysed, it is a 'focused differentiation strategy' (De Wit and 

Meyer 1994; Hill and Jones 2001). 

What major developments have been incorporated into the branding of 

the Trappist breweries, and if there are developments not incorporated, 

how, if they should be, can these branding strategies be adapted? 

This last research question focuses on reactions on developments in the Trappist 

market. These reactions have to do with the non-commercial characteristic of the 

Trappist breweries. 

The Trappist breweries are commercially absolutely not on the same level as 
other breweries, their limitedness is really important (industry organisation, 
see Q 13 Appendix M). 
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This characteristic results in sales that are 'taking place after the demand of a 

consumer instead of after a commercial activity' (Trappist brewery, see Q14 

Appendix M). Also important in answering this question is their goal. The Trappist 

breweries only need money for their living, the maintenance of their buildings and for 

charity goals (see Q24 Appendix J; Q12 Appendix K; Van den Steen 2003). It is 

important that the Trappist breweries keep their volume because they hire people from 

outside the abbey to work for them in the brewery. 

Here work 42 people, which is for the monks a huge responsibility. They 
absolutely do not want things to go less so that they have to fire people 
(Trappist brewery, see Q22 Appendix M). 

So their production goal is to keep the sales (and so the production) at a certain 

constant level. From Table 3 .1 can be concluded that this level is quite constant 

during a couple of years, so it is for the Trappist breweries not necessary to plan 

developments. 

The incorporation of developments in our strategy is not done, we are doing 
really nothing. The only thing I can think about is that in the past the gift 
packages had only one colour, now there are more colours, so these packages 
are refined. But that is the only thing I can think of. And I assume that in the 
coming ten years there will also be some small changes, but not many 
(Trappist brewery, see QI Appendix R). 

The Trappist breweries are not adapting their branding of their beer (see Q2, Q3 

Appendix R). 

Regarding the identified developments the Trappist breweries are facing a threat from 

the increase of the abbey beers combined with the growing popularity of original 

tastes and flavours. 

During the analysis of the branding of Trappist beer it became clear that the story 

behind the beer is very important. People like to speak about the beer before and 

during drinking. 

The people are drinking and tasting with their month, but also with their mind 
(Trappist brewery, see Q2 Appendix L). 
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Apart from the importance of the story behind the beer, the label and bottle of this 

product was called the 'visiting-cards of the beer' ( distributor, see Q26 Appendix M), 

because it is the first thing the consumer looks at. So this label is a good way to 

promote the beer or inform the consumer. 

The Trappist breweries do not want to push their products, they only want to inform 

the consumer about their origin. 

Our marketing target is to inform the customer, why we are a Trappist beer, 
why is the abbey so important and why we are different than the others 
(Trappist brewery, see Q13 Appendix J). 

This results in calling their promotion 'soft advertising' (Trappist brewery, see Q18 

Appendix M) and their marketing 'public relationship marketing' (Trappist brewery, 

see Q23 Appendix M). 

The story behind a beer is really important for the sales of a beer. This story together 

with the rich history and culture of the Trappist beers (Cooreman 2003), is a perfect 

combination to sell a lot of beer. The Trappist breweries do not have this ambition, 

but still they want to communicate their origin and image, which can be done with the 

help of their label, which is at this moment hardly used. 

The label is very important because it is the visiting-card of the beer. The label 
and bottle are the first things people are looking at. People take the bottle in 
their hand, they pour the beer and look at the label and read it. Therefore it is 
such a shame that a lot of breweries do not have more information on their 
bottle (distributor, see Q26 Appendix M). 

On most of the bottles the story about the restrictions of using and wearing the name 

Trappist (which results in only six Trappist beers) is not communicated (see Q27 

Appendix M). This is a missed opportunity to inform the consumers on the best 

possible way, namely by using the label, which is the first thing consumers look at 

buying or consuming a beer (see Q6 Appendix J). 

When I want to buy a special beer I always read what 1s on the label 
(consumer, see Q14 Appendix L). 

The Trappist brewery of Achel is aware of this opportunity. They are working on a 

neck etiquette, on which they will put information regarding who they actually are, 

what a Trappist beer is and why they do things differently than other commercial 

breweries. 
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We also try to explain things by using the internet, by folders and right now I 
am busy with a neck etiquette which is a very good way of communicating 
information. On this everybody can read what a Trappist is, why it is a 
Trappist. So it is about information (Trappist brewery, see Q13 Appendix L). 

Communicating on their origin using the label also has to do with two developments 

in the market. First the growing popularity of original tastes and flavour stimulates the 

sales of both the abbey and the Trappist beers (Van Po let and Letarte 2001; 

Vloeberghs 2002). Beside this the main threat of the Trappist beers is the growing 

popularity of the abbey beers because the consumers do not know the difference 

between an abbey and a Trappist beer (see Q6 Appendix I). To face this threat the 

consumers have to be informed about the origin of the Trappist beers and about their 

logo. Through this approach people will learn the difference between these two beers, 

which can repelled the threat of a decrease of the sales of the Trappist beer because of 

the growing popularity of abbey beers. The strategies the Trappist breweries are using 

are both important in this. As mentioned, the focus differentiation strategy is a 

strategy that can be profitable in a market, which is declining or which is mature 

(Walker et al. 2004). In this particular situation it is important for the Trappist 

breweries to even strengthened this strategy which will increase their differentiation 

(Kotler 1997; Porter 1990). 

The range brand strategy, as discussed in paragraph 4.2, is also important in this. By 

informing the consumer about the brand name Trappist this advantage is shared by all 

the products because they all wear this brand name (Kapferer 1992). 

5.2 Discussion of findings 

In the last part the findings of this investigation will be discussed. First of all two 

interviews have been done to discuss the results of this investigation with people in 

the field. This is described in paragraph 5.2.1. In the next paragraph the Beverland 

(2004) framework of the components of a luxury brand will be discussed. 

5.2.1 Interviews to verify the conclusions 

After answering the three research questions of this investigation the results of the 

investigation have been discussed with two players in the Trappist market with the 

purpose to find out how they think about the conclusions of this research. For this 
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discussion two interviews have been organised, one with Mr. Bastiaensen, director 

sales of the Trappist brewery of Westmalle, and one with Mr. De Krom, Horeca Sales 

Manager of the distributor De Brouwketel. In both interviews the results of this 

investigation were presented first per research question, followed by a discussion. In 

this paragraph the results of this process will be described following the three research 

questions. 

Developments in the Trappist beer market 

Research question one identifies the developments of the Trappist beer market. Both 

interviewees agreed with the analysis of the market, a stable niche market, a nearly 

stable consumption and production level and a growing export segment (see QI 

Appendix S). 

The consumption and production level are not changing much, only a small 
growth can be indicated (Trappist brewery, see Q2 Appendix S). 

Regarding the growth of the abbey beer consumption and the influence on the 

Trappist market the opinions differed. The Westmalle Trappist brewery does not see 

the threat of the abbey beers because they expect that the consumer does not see the 

abbey and Trappist beers as the same product. They expect that the consumer will see 

the difference, also because of the commercialisation and the price of the abbey beers 

(see Q3 Appendix S). 

The abbey beers are dropped considering their price and their aggressiveness, 
they are going to sell more volume and less atmosphere (Trappist brewery, see 
Q4 Appendix S). 

The interviewed distributor disagreed. Because the consumers do not know the 

difference between these two types of beer, the abbey beers will be a threat for the 

Trappist beers (see Q5 Appendix S). The price difference between these beers will not 

create the differentiation. 

I do not think the consumers know the difference between an abbey beer and a 
Trappist beer, he orders a Trappist and gets an abbey beer, that is the main 
problem (distributor, see Q6 Appendix S). 
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Branding of Trappist beer 

Discussing the findings on the branding of Trappist beer (see Figure 4.1) it became 

clear that both interviewees did not have major concerns (see Q7 Appendix S). All the 

main issues resulting from the analysis of the brand name Trappist beer, such as 

quality, mystique, exclusiveness and authenticity, where confirmed and no other 

aspect was proposed (see Q8 Appendix S). 

Discussing the brand name Trappist beer one point of difference was indicated. This 

came up mentioning the target market of the Trappist beers. Although the Trappist 

breweries do have the idea that their product is drunk by people above 35 or even 

above 45 (see Q9 Appendix S), the distributor mentioned that also younger people 

drink Trappist. 

Older people generally drink a dark Trappist beer or an Orval. And the youth, 
they sometimes drink a triple. But the idea that a Trappist beer is a dusty 
product, what sometimes is heart, is not correct. We experience that also the 
youth drink a Trappist beer, with youth is meant older than 25 years 
(distributor, see QIO Appendix S). 

Incorporation of developments 

In research question three the incorporation of developments in the branding strategy 

of the Trappist breweries has been investigated. The conclusion that the Trappist 

breweries are not responding to developments in the market is confirmed. 

It is true that we are not responding to developments in the market (Trappist 
brewery, see Ql 1 Appendix S). 

Also the possibility of the communication on the difference between the Trappist 

beers and the abbey beers using the label of these beers has been discussed. Although 

the Westmalle Trappist brewery mentioned that they are communicating on a low 

level on this topic (see Q12 Appendix S), both see an opportunity in this idea. 

Yes, indeed, they can do more with their label [ ... ] on the label only limited 
information is available, sometimes a few lines (distributor, see Q13 Appendix 
S). 

As is discussed in the beginning of this paragraph the interviewees disagree on the 

threat of the abbey beers. The Trappist brewery of Westmalle does not see the abbey 
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beers as a threat (see Q3, Q4 Appendix S). The interviewed distributor confirms the 

threat of the abbey beers (see Q5, Q6 Appendix S) and states that the consumption of 

Trappist beer will drop when the differentiation is not established. 

So when the differentiation between the abbey and the Trappist beers has 
become less obvious than the sales of Westmalle will drop. But they will keep 
a certain level because of the real experts who drink it (distributor, see Q14 
Appendix S). 

Conclusion 

From the description of the comparison between these two interviews and the results 

of this investigation can be concluded that the interviewees agreed on most of the 

results of this research. Only a few discussion points were identified. The view on the 

youth, who is also drinking a Trappist beer according to the distributor, was a small 

difference of perception. Actually only one major discussion point remained, which 

was the difference of view on the growth of the abbey beers. The Trappist breweries 

themselves do not see the abbey beers as a threat, whereas other parties in this market 

which do have a better overview over the beer market, such as distributors (see Q14, 

Q15 Appendix S) and retailers (see Q6 Appendix G; Q8 Appendix H; Q6 Appendix I; 

Q 16 Appendix S) do see this threat. 

5.2.2 Beverland model 

This investigation has analysed the branding of Trappist beer with the Beverland 

model (see Figure 2.4). This model has been developed investigating the luxury wine 

market. 

As already mentioned in the introduction and in the motivation of the choice for this 

framework in paragraph 2.3.3, during the interviews not one interviewee came up 

with an item regarding the branding of Trappist that could not be mapped onto the 

components of the Beverland model. So this experience tends to the conclusion that 

this framework is also suitable for the branding of Trappist beer. 

But during the interviews and during the analysis it became clear that the different 

components of the framework (product integrity, value-driven emergence, culture, 

history, marketing and endorsements) were intuitively not clear enough. When an 
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interviewee made a remark it was sometimes difficult to decide to which component 

this remark belongs. The following quotes illustrate this problem: 

The Trappist beers are in terms of taste quite different, but it is true that every 
one tries to put its history, its original recipe in the beer (Trappist brewery, see 
Q4 Appendix L). 

The beers refer to their history and recipes that are more than 100 years old 
(Trappist brewery, see Q4 Appendix J). 

From these quotes becomes clear that the history and tradition are very important for 

the Trappist beers. The breweries use recipes that are more than 100 years old. It is 

difficult to classify this issue into the Beverland model because it can be classified in 

the component of history, but also in the component of value, because using 

traditional recipes, and pointing at these, creates value. 

Beverland himself mentions that the components are ' six interrelated components' 

(Beverland 2004 p. 463), which is also visible in Figure 2.4 because the components 

are allied to each other. If the definitions of related terms are not very clear, an 

overlap between these terms can arise and therefore problems with the classification. 

In fact this overlap is not a real problem, because the total analysis of the brand 

strategy is the subject. But when this strategy is compared with strategies of other 

brands the comparison could be problematic. To reduce or prevent this problem the 

definitions of the different components should be made more specific, which 

decreases the influence of the researcher during the classification. 

Looking at the problem illustrated in the example of this paragraph, the mapping 

problem could be solved if the definition of the culture and history component was 

made more specific. This definition should be restricted to the description of the 

culture and history and to the communication of the culture and history with the 

consumers. Then the quote regarding the use of the traditional recipes could directly 

be categorised into the ' value-driven emergence' component because the quote does 

not describe the culture of the Trappist breweries and the communication of this 

culture. 
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5.3 Future of the Trappist market 

After investigating the Trappist market, the brand name Trappist beer and its 

environment, it is possible to discuss the future of this market. 

From the research it becomes clear that the consumption of Trappist beer is stable. 

The only growing segment in this market is the export of Trappist beer (see Table 

3 .1 ). Because of the trends in the Belgian and European beer market, such as the 

growing popularity of original tastes and flavours and the trend of increased attention 

to quality in people's life (Van Polet and Letarte 2001), it is expected that the demand 

for Trappist beer will not drop, especially not in the countries outside Belgium. This is 

also motivated by the noticed increase in popularity of Belgian beer in foreign 

countries (Cooreman 2003; Van den Einde and Gillard 2002). 

Although the Trappist market is a stable market with a demand that is not expected to 

fall down, the breweries have to pay attention to their differentiation compared to the 

abbey beers otherwise the consumption of the Trappist beers will drop to a lower 

level, which already is the case for the double of Westmalle. 

The double of Westmalle is dropping because of the competition from abbey 
beers, but this is also because of the decrease of the beer market (Trappist 
brewery, see Q4 Appendix H). 

So when the differentiation between the abbey and the Trappist beers has 
become less obvious than the sales of Westmalle will drop. But they will keep 
a certain level because of the real experts who drink it (distributor, see Q14 
Appendix S). 

The description of the threats (see paragraph 3.4.4) already mentions that the 

difference between the abbey and the Trappist beers is not clear for the consumers. 

Therefore the threat from the abbey beers will grow further because the abbey beers 

are introducing a logo comparable to the Trappist logo. 

The abbey beers are also coming with a label such as the Trappist logo. This 
logo will have an impact on the Trappist market, because the people do not 
know the difference between an abbey beer and a Trappist beer so well 
(retailer, see Q6 Appendix I). 
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Because of the special identity of Trappist beer the logo introduction will not harm the 

Trappist breweries if they develop the differentiation with the abbey beers (see Q3 

Appendix I). For this differentiation their image (authenticity, quality and 

exclusiveness), their commercial level and their pricing level are all important, as can 

be read in the description of the brand name Trappist beer (see paragraph 4.1) (see 

Q13, Q15 Appendix M). 

The Trappist beers are compared to other beers always priced quite high 
because of the quality and probably the fact that they are not always on hand 
(Trappist brewery, see Q13 Appendix K). 

It is crucial for the Trappist breweries to be very careful with the introduction of new 

Trappist beers because this could damage the authentic image of these beers (see Q15, 

Q16 Appendix J). To keep or even to extend the differentiation with the abbey beers 

and to decrease the threat of the abbey beers, the marketing is very important because 

the marketing goal of the Trappist breweries is to inform the consumer. 

Our marketing target is to inform the customer, why we are a Trappist beer, 
why is the abbey so important and why we are different than the others 
(Trappist brewery, see Q13 Appendix J). 

The consumers should be informed about the difference between the Trappist and 

abbey beers, and about the rich culture and history of these beers (see Q7 Appendix 

J). So communicating the story behind the beer could have a positive impact on the 

differentiation, as already mentioned discussing the conclusions in paragraph 5.1. 

From this investigation became clear that informing the customer can be improved by 

the further development of the label of the bottles. This has been motivated answering 

research question three whereby both the focused differentiation and the range brand 

strategy strengthened this approach ( see paragraph 5 .1 ). 

5.4 Limitations 

During the reading of the findings of this report certain limitations should be kept in 

mind. These limitations can be split into two categories, namely limitations 

considering the interviews and the branding of Trappist beer. 
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Interviews 

First of all the number of interviews per group was rather small (see Table 2.3). From 

each Trappist brewery only one person was interviewed. Moreover it was the 

intention to interview the marketing manager but this was not always possible because 

a marketing manager does not exist in all breweries, for example with Rochefort. 

From the interview group of the cafe's only one cafe owner could be interviewed 

because from a survey became clear that not many cafe's are actually serving more 

than one Trappist beer. Also the availability and willingness of certain cafe owners 

negatively influenced the number of interviews from this group. 

From the group of the consumers five different persons were interviewed. Because of 

the small number of consumers interviewed the evidence level of the observations on 

how consumers are looking at the brand name Trappist beer is low. Differences in 

social class, age and origin could for example influence the findings of the consumers 

in this investigation. 

In the last phase of the investigation the findings were checked via interviews with 

one Trappist brewery (Westmalle) and one distributor (Brouwketel) (see paragraph 

5.2.1 ). To give a more trustful idea about how the interviewees are thinking about the 

findings of this report more interviews should be hold. 

Branding 

Another limitation deals with the difference in view between the various parties in the 

product chain. In the product chain of Trappist beer people from all the steps (from 

producer to customer) have been interviewed. But during the analysis of the branding 

of Trappist beer the differences between the interview groups have not obtained 

sufficient attention to draw conclusions. It is possible that the consumers see the brand 

name Trappist differently compared to the producers or distributors. These potential 

differences have not been investigated in this research. To illustrate this point two 

examples will be given. From Appendix P can be deduced that the sub-category 

'independence' hardly has been mentioned during the interviews with the distributors 

whereas the breweries mentioned the independency frequently. This could indicate 

that the distributors are looking differently towards the brand name Trappist beer than 

the breweries themselves. Another illustration can be seen in Appendix N regarding 

the sub-category 'regularly'. The Trappist breweries try to preserve that the Trappist 
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taste is always the same, or at least has a certain taste tone (see Q40 Appendix J). 

From the Appendix becomes clear that the consumers do not mention this discussing 

the branding of Trappist beer, which could also be a difference of view or at least 

indicate the absence of certain knowledge with consumers. 

Last identified limitation of this research, which also has to do with the branding 

strategy, is the ignorance with the consumers of the different sorts of beer made by the 

Trappist breweries. Some breweries only make one sort (Orval), some two (Achel and 

Westmalle) and some three (Chimay, Rochefort and Westvleteren) (see Figure 3.2) 

(see Q21 Appendix J; Van den Steen 2003). Between these different sorts of beer 

there could be some differences. Not only in the taste and colour of the beers but also 

in the type of people who drink these beers, even price differences can have influence. 

These differences can have an impact on the branding of Trappist beer, which has not 

been included in this investigation. 

5.5 Recommendations to future research 

In this part certain possibilities for future research will be outlined. First the two 

categories of limitations, the interviews and branding, will be mentioned. 

Interviews 

First of all, as was mentioned discussing the limitations of the research, it is clear that 

the findings of this research were only checked via two interviews. More interviews 

should be done discussing the results of this investigation and asking the interviewees 

to react on the observations. 

Another possibility for future research is to increase the number of interviews with 

consumers. How this group is looking at the brand name Trappist beer should be 

investigated in more detail. Also interesting point is how, for example, social classes, 

age and origin of the consumers influence this vision. 

Branding 

From the limitations considering the branding in this investigation also one possibility 

for future research could be identified. During this research, and described in the 

limitations, the possibility became clear that people from different stages in the 

product chain can have a different view on the branding of Trappist beer. To 
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investigate this the brand name Trappist beer should be analysed for each of the stages 

separately followed by a comparison of the findings. 

The findings of this research could also be used to compare the branding of Trappist 

beer to other markets. It would be interesting to see how other monks are earning their 

money and what kind of products they sell. First of all markets in which products are 

made by monks could be investigated, for example the wine market. After this it is 

interesting to compare the different markets and see how both are dealing with their 

branding and with possible religious restrictions. 

A final recommendation to future research originates from the conclusion of research 

question three, the discussion of the results of this investigation during two interviews 

and from the description of the future of this market. Differentiation between the 

abbey beers and the Trappist beers is very important for the future of this nice market 

(see Q6 Appendix I; Q14 Appendix S). It was recommended to increase the 

information of the origin of the Trappist beers on the label of these beers. A 

possibility for future research could be to investigate whether there are, beside the 

label, other possibilities to maintain or strengthen the differentiation, by keeping the 

marketing restrictions of the Trappist breweries in mind. 

5.6 Personal reflection 

In this part I shall discuss my personal reflection on the performed investigation. 

A vital phase in the investigation is the definition of the research area, the formulation 

of the research questions, the steps to be taken to get the questions answered and the 

planning of these steps. Especially the awareness of what important knowledge is 

already available, what information is really necessary and how to obtain this 

information and in which sequence, is a very difficult process. I learned that it is very 

important to plan in an early stage of the investigation a reflection phase during which 

you think over thoroughly the above mentioned process, formulate explicitly the 

inputs and outputs of the various process steps, estimate the time needed for these 

steps and schedule these steps in a right and efficient order. 
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Considering my planning, a topic that took more time than I expected was the 

arrangement of the interviews. Sending out letters, contacting the interviewees by 

phone, arranging the interviews, travelling, documenting and analysing the interviews 

took more time than anticipated. So more time should have been reserved for this 

stage. 

What I might do differently in the future is to plan a small number of interviews (for 

example two) already in an earlier stage of the investigation. The purpose of these 

interviews would be to discuss the topic and the direction of the research. The 

selection of these interviewees is important, because they have an influence on the 

direction of the research. These interviews could give some interesting directions and 

suggestions, and could cause an acceleration of the definition of the research area. 

In this investigation, which took around ten months, there are plenty of learning 

points. Some of them have already been mentioned but one of the most important 

ones is working on a structured way. Especially in a period in which a large number 

of articles have to be read and interpreted, which is not always the most pleasant 

phase of an investigation, this is a very important approach. 

Another interesting learning experience were the interviews. I learned a lot from 

doing the interviews, for example to identify the moments of letting the interviewee 

talk and to put the interviewee back to the subject. The managing of the interview 

improved during the interview phase, this phase was, in my opinion, the most 

interesting and enjoyable part of the investigation. The personal contact with the 

interviewees, some of them were monks, and the visits to the different abbeys and 

companies, which were mainly located somewhere in the middle of nowhere, was 

always nice and interesting. 

The final stage of the investigation, in which the interviews where analysed and the 

report was written, was also a learning experience. Writing on an academic level 

means that everything should be argued, which forces you to think about all the steps 

you take during the research. 
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Appendix A: Interview protocol industry organisation 

Introduction 

-introduce myself 
-explain the investigation 
-explain what will be done with the information and who will have access to it 
-length of the interview 
-taping the interview 
-explain what will be discussed during the interview 

Belgian beer market 

- What are the consumption and production volumes of the Belgian beer 
market? 

- What are the major players and what is the structure of the Belgian beer 
market? 

-Interbrew, Alken Maes, Palm, Haacht 
-production volumes 
-market shares 
-type of industry concentration / monopoly / concentrated / fragmented 

- What are the major developments in the Belgian beer market? 
developments / trends for example; -home consumption 

-increase consumption abbey 

- Can you describe the Belgian beer market? 
using the PEST analysis 
political and legal environment; 

-laws 

-increasing number of special 
beers 

-government 
-beer duty 
-restriction concerning alcohol marketing 
-excise tax 

economic environment; -prices / different in different countries? 
-competition I from who? 

sociological and demographic environment; 
-social changes 
-demographic changes 
-French speaking vs. Dutch speaking part 
-beer culture 
-caf e consuming country 

technological environment; -technological level / importance 
-technological changes 
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- Can you describe the Belgian beer market? 
using Porter's five forces 
entry-risk by potential competitors; 

-entry barriers 
-capital requirements 

bargaining power of suppliers; 
-volume 
-number of important suppliers 

TU/e 

-suppliers' threat of forward integration 

bargaining power of buyers; 
-number of important buyers 
-switching costs 
-buyers' threat of backward integration 
-public houses/ cafe's / switching costs 
-consumers I switching costs 

threat of substitute products; 
-abbey beers 
-other special beers 

rivalry among established firms; 
-concentration 
-consumption development 

- Can you mention, in your opinion, the main characteristics concerning the 
Belgian beer market? 

-industry structure 
-entry barriers 
-distribution 
-product differentiation 

- Can you mention the strengths, weaknesses, opportunities and threats of the 
Belgian beer market? 

internal environment analysis 
strengths; -beer culture 

-special beers 
weaknesses; -? 

external environment analysis 
opportunity; -export 
threats; -economic depression 

-new, substitute products 

Belgian Trappist market 

- What are the consumption and production volumes of the Belgian Trappist 
market? 
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- What are the major players and hat is the structure of the Belgian Trappist 
market? 

-Westmalle, Chimay, Orval Rochefort, Westvleteren, Achel, la Trappe 
-production volumes 
-market shares 
-type of industry concentra ion / monopoly / concentrated / fragmented 

- What are the major development in the Trappist beer market? 
developments / trends for e ample; 

-home consumption 
-increase consumption abbey 
-consumption Trappist beer 
-increasing number of special 
beers 
-increase export segment 

- Can you describe the Belgian Tr ppist market 
using the PEST analysis 
political and legal enviro ent; 

-laws 
-government 
-beer duty 
-restriction concerning alcohol marketing 
-excise tax 

economic environment; -prices I different in different countries? 
-competition I from who? 

sociological and demogra ic environment; 
-social changes 
-demographic changes 
-French speaking vs. Dutch speaking part 
-beer culture 
-caf e consuming country 

technological environmen ; -technological level / importance 
-technological changes 

- Can you describe the Belgian Tr ppist market? 
using Porter's five forces 
entry-risk by potential co petitors; 

-entry barriers 
-capital requirements 

bargaining power of suppl ers; 
-volume 
-number of important suppliers 
-suppliers' threat of forward integration 
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bargaining power of buyers; 
-number of important buyers 
-switching costs 
-buyers ' threat of backward integration 
-public houses/ cafe's / switching costs 
-consumers I switching costs 

threat of substitute products; 
-abbey beers 
-other special beers 

rivalry among established firms; 
-concentration 
-consumption development 

- Can you mention, in your opinion, the main characteristics concerning the 
Belgian Trappist market? 

-industry structure 
-entry barriers 
-distribution 
-religious organisations 
-product differentiation 

- Can you mention the strengths, weaknesses, opportunities and threats of the 
Belgian Trappist beer market? 

internal environment analysis 

Branding 

strengths; -internal relationship 
-high quality ingredients and beer 

weaknesses; -factory? 
external environment analysis 

opportunity; -no development of new products? 
-export 

threats; -economic depression 
-new, substitute products 

- Can you give me your definition of branding? 
-components 

- Can you describe how the Trappist breweries are branding their Trappist 
beer? 

using the framework of Beverland 
product integrity; 

-product quality 
-uniqueness 
-reliability 
-purity 
-unimpaired condition 
-variability 
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culture / history; 
-how leveraging off/ communicate their history, 
-culture and authenticity? 

value-driven emergence; 
-what determinates the value of the product? 
-how is this value constantly increased? 
-which strategy is used for this? 

marketing / endorsements; 
-promotion 
-place 
-pnce 
-product 

- Considering the branding strategies just described, and the developments 
mentioned by discussing the Belgian Trappist market, which development are 
incorporated into the branding strategy of the Trappist beer? 

-competition from abbey beers 
-consumption is decreasing? 
-increase of export 
-if there are developments not incorporated, how can the branding 
strategy be adapted? 

- Considering the branding strategies just described, how are the Trappist 
breweries distinguishing themselves from other Trappist breweries? 

- How is the religious foundation incorporated in the branding strategies of the 
Trappist breweries? 

-contrast between religious foundation and the need for market success 
concerning a commercial activity 
-restrictions 
-how is business incorporated into religious foundations 
-conflicts between different visions, objective 

- Considering the framework of Beverland used to describe the branding 
strategy, how suitable is in your opinion this framework concerning the 
Trappist brewery sector? 

-strong points 
-weak points 
-components to add or to remove 

Enclosure 

-possible second interview ( contact via e-mail) 
-possible interview other people (outside or within organisation) 
-thanks for your time 
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Appendix B: Interview protocol Trappist brewery 

Introduction 

-introduce myself 
-explain the investigation 
-explain what will be done with the information and who will have access to it 
-length of the interview 
-taping the interview 
-explain what will be discussed during the interview 

Belgian beer market 

- What are the major developments in the Belgian beer market? 
developments / trends; for example 

-consumption of beer slowly decreasing 
-consuming at home 
-production is increasing 
-export increasing 
-popularity of original tastes and flavours 
-increasing number of special beers 

Belgian Trappist market 

- What are the consumption and production volumes of the Belgian Trappist 
market? 

- What are the major players and what is the structure of the Belgian Trappist 
market? 

-Westmalle, Chimay, Orval, Rochefort, Westvleteren, Achel, la Trappe 
-production volumes 
-market shares 
-type of industry concentration / monopoly / concentrated / fragmented 

- What are the major developments in the Trappist beer market? 
developments / trends for example; 

-home consumption 
-increase consumption abbey 
-consumption Trappist beer 
-increasing number of special 
beers 
-increase of export segment 
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- Can you describe the Belgian Trappist market? 
using the PEST analysis 
political and legal environment; 

-laws 
-government 
-beer duty 
-restriction concerning alcohol marketing 

-excise tax 
economic environment; -prices I different in different countries? 

-competition I form who? 
sociological and demographic environment; 

-social changes 
-demographic changes 
-French speaking vs. Dutch speaking part 
-beer culture 
-caf e consuming country 

technological environment; -technological level / importance 
-technological changes 

- Can you describe the Belgian Trappist market? 
using Porter's five forces 
entry-risk by potential competitors; 

-entry barriers 
-capital requirements 

bargaining power of suppliers; 
-volume 
-number of important suppliers 
-suppliers' threat of forward integration 

bargaining power of buyers; 
-number of important buyers 
-switching costs 
-buyers' threat of backward integration 
-public houses / cafe' s / switching costs 
-consumers I switching costs 

threat of substitute products; 
-abbey beers 
-other special beers 

rivalry among established firms; 
-concentration 
-consumption development 

- Can you mention, in your opinion, the main characteristics concerning the 
Belgian Trappist market? 

-industry structure 
-entry barriers 
-distribution 
-religious organisations 
-product differentiation 
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- Can you mention the strengths, weaknesses, opportunities and threats of the 
Belgian Trappist beer market? 

internal environment analysis 
strengths; -internal relationship 

-high quality ingredients and beer 
weaknesses; -factory? 

external environment analysis 
opportunity; -no development of new products? 

-export 
threats; -economic depression 

-new, substitute products 

NAME brewery 

- Can you give a description of the NAME brewery? 
-history 
-organisation I structure 
-product(s) 
-production I consumption volume 
-price and financial relation with abbey 
-distribution I how I who I where is the beer sold / export / why 
-focus on which market / why 

Branding 

- Can you give me your definition of branding? 
-components 

- Can you describe how the NAME brewery is branding their Trappist beer? 
by using the framework of Beverland 
product integrity; -product quality 

-uniqueness 
-reliability 
-purity 
-unimpaired condition 
-variability 

culture I history; 
-how leveraging off/ communicate their history, 
-culture and authenticity? 

value-driven emergence; 
-what determinates the value of the product? 
-how is this value constantly increased? 
-which strategy is used for this? 

marketing / endorsements; 
-promotion 
-place 
-pnce 
-product 
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- Considering the branding strategies just described, and the developments 
mentioned by discussing the Belgian Trappist market, which developments are 
incorporated into the branding strategy of the Trappist beer? 

-competition from abbey beers 
-consumption is decreasing? 
-export is increasing 
-if there are developments not incorporated, how can the branding 
strategy be adapted? 

Considering the branding strategies just described, how 1s the NAME 
brewery distinguishing itself from other Trappist breweries? 

- How is the religious foundation incorporated in the branding strategies of the 
Trappist breweries? 

-contrast between religious foundation and the need for market success 
concerning a commercial activity 
-restrictions 
-business incorporated into religious foundations 
-conflict between different visions, objectives, etc. 

- Considering the framework of Beverland used to describe the branding 
strategy, how suitable is in your opinion this framework concerning the 
Trappist brewery sector? 

-strong points 
-weak points 
-components to add or to remove 

Enclosure 

-possible second interview ( contact via e-mail) 
-possible interview other people ( outside or within organisation) 
-thanks for your time 
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Appendix C: Interview protocol distributor/retailer 

Introduction 

-introduce myself 
-explain the investigation 
-explain what will be done with the information and who will have access to it 
-length of the interview 
-taping the interview 
-explain what will be discussed during the interview 

Belgian beer market 

- What are the major developments in the Belgian beer market? 
developments / trends; for example 

-consumption of beer slowly decreasing 
-consuming at home 
-production is increasing 
-export increasing 
-popularity of original tastes and flavours 
-increasing number of special beers 

Belgian Trappist market 

- What are the consumption and production volumes of the Belgian Trappist 
market? 

- What are the major players and what is the structure of the Belgian Trappist 
market? 

-Westmalle, Chimay, Orval, Rochefort, Westvleteren, Achel, la Trappe 
-production volumes 
-market shares 
-type of industry concentration/ monopoly /concentrated/ fragmented 

- What are the major developments in the Trappist beer market? 
developments / trends for example; 

-home consumption 
-increase consumption abbey 
-consumption Trappist beer 
-increasing number of special 
beers 
-increase of export segment 
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- Can you describe the Belgian Trappist market? 
using the PEST analysis 
political and legal environment; 

-laws 
-government 
-beer duty 
-restriction concerning alcohol marketing 
-excise tax 

economic environment; -prices / different in different countries? 
-competition I form who? 

sociological and demographic environment; 
-social changes 
-demographic changes 
-French speaking vs. Dutch speaking part 
-beer culture 
-caf e consuming country 

technological environment; -technological level / importance 
-technological changes 

- Can you describe the Belgian Trappist market 
using Porter's five forces 
entry-risk by potential competitors; 

-entry barriers 
-capital requirements 

bargaining power of suppliers; 
-volume 
-number of important suppliers 
-suppliers' threat of forward integration 

bargaining power of buyers; 
-number of important buyers 
-switching costs 
-buyers' threat of backward integration 
-public houses / cafe' s / switching costs 
-consumers / switching costs 

threat of substitute products; -abbey beers 
-other special beers 

rivalry among established firms; 
-concentration 
-consumption development 

- Can you mention, in your opinion, the main characteristics concerning the 
Belgian Trappist market? 

-industry structure 
-entry barriers 
-distribution 
-religious organisations 
-product differentiation 
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- Can you mention the strengths, weaknesses, opportunities and threats of the 
Belgian Trappist beer market? 

Branding 

internal environment analysis 
strengths; -internal relationship 

-high quality ingredients and beer 
weaknesses; -factory? 

external environment analysis 
opportunity; -no development of new products? 

-export 
threats; -economic depression 

-new, substitute products 

- Can you give me your definition of branding? 
-components 

- Can you describe how the Trappist breweries are branding their beers? 
using the framework of Beverland 
product integrity; 

-product quality 
-uniqueness 
-reliability 
-purity 
-unimpaired condition 
-variability 

culture I history; 
-how leveraging off/ communicate their history, 
-culture and authenticity? 

value-driven emergence; 
-what determinates the value of the product? 
-how is this value constantly increased? 
-which strategy is used for this? 

marketing I endorsements; 
-promotion 
-place 
-price 
-product 

- Considering the branding strategies just described, and the developments 
mentioned by discussing the Belgian Trappist market, which development are 
incorporated into the branding strategy of the Trappist beer? 

-competition from abbey beers 
-consumption is decreasing? 
-increase of export segment 
-if there are developments not incorporated, how can the branding 
strategy be adapted? 
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- Considering the branding strategies just described, how are the Trappist 
breweries distinguishing themselves from other Trappist breweries? 

- How is the religious foundation incorporated in the branding strategies of the 
Trappist breweries? 

-contrast between religious foundation and the need for market success 
concerning a commercial activity 
-restrictions 
-business incorporated into religious foundation 
-conflicts between different visions, objective 

- Considering the framework of Beverland used to describe the branding 
strategy, how suitable is in your opinion this framework concerning the 
Trappist brewery sector? 

-strong points 
-weak points 
-components to add or to remove 

Enclosure 

-possible second interview ( contact via e-mail) 
-possible interview other people ( outside or within organisation) 
-thanks for your time 
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Appendix D: Interview protocol cafe/restaurant 

Introduction 

-introduce myself 
-explain the investigation 
-explain what will be done with the information and who will have access to it 
-length of the interview 
-taping the interview 
-explain what will be discussed during the interview 

Belgian beer market 

- What are the major developments in the Belgian beer market? 
developments / trends; for example 

-consumption of beer slowly decreasing 
-consuming at home 
-production is increasing 
-export increasing 
-popularity of original tastes and flavours 
-increasing number of special beers 

Belgian Trappist market 

- What are the consumption and production volumes of the Belgian Trappist 
market? 

- What are the major players and what is the structure of the Belgian Trappist 
market? 

-Westmalle, Chimay, Orval, Rochefort, Westvleteren, Achel, la Trappe 
-production volumes 
-market shares 
-type of industry concentration/ monopoly/ concentrated/ fragmented 

- What are the major developments in the Trappist beer market? 
developments / trends for example; 

-home consumption 
-increase consumption abbey 
-consumption Trappist beer 
-increasing number of special 
beers 
-export increase 
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- Can you describe the Belgian Trappist market? 
using the PEST analysis 
political and legal environment; 

-laws 
-government 
-beer duty 
-restriction concerning alcohol marketing 
-excise tax 

economic environment; -prices / different in different countries? 
-competition I from who? 

sociological and demographic environment; 
-social changes 
-demographic changes 
-French speaking vs. Dutch speaking part 
-beer culture 
-caf e consuming country 

technological environment; -technological level / importance 
-technological changes 

- Can you describe the Belgian Trappist market? 
using Porter's five forces 
entry-risk by potential competitors; 

-entry barriers 
-capital requirements 

bargaining power of suppliers; 
-volume 
-number of important suppliers 
-suppliers' threat of forward integration 

bargaining power of buyers; 
-number of important buyers 
-switching costs 
-buyers' threat of backward integration 
-public houses I cafe's / switching costs 
-consumers / switching costs 

threat of substitute products; 
-abbey beers 
-other special beers 

rivalry among established firms; 
-concentration 
-consumption development 

- Can you mention, in your opinion, the main characteristics concerning the 
Belgian Trappist market? 

-industry structure 
-entry barriers 
-distribution 
-religious organisations 
-product differentiation 
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- Can you mention the strengths, weaknesses, opportunities and threats of the 
Belgian Trappist beer market? 

Branding 

internal environment analysis 
strengths; -internal relationship 

-high quality ingredients and beer 
weaknesses; -factory? 

external environment analysis 
opportunity; -no development of new products? 

-export 
threats; -economic depression 

-new, substitute products 

- Can you give me your definition of branding? 
-components 

- Can you describe how the Trappist breweries are branding their beers? 
using the framework of Beverland 
product integrity; 

-product quality 
-uniqueness 
-reliability 
-purity 
-unimpaired condition 
-variability 

culture I history; 
-how leveraging off/ communicate their history, 
-culture and authenticity? 

value-driven emergence; 
-what determinates the value of the product? 
-how is this value constantly increased? 
-which strategy is used for this? 

marketing / endorsements; 
-promotion 
-place 
-pnce 
-product 

- Considering the branding strategies just described, and the developments 
mentioned by discussing the Belgian Trappist market, which development are 
incorporated into the branding strategies of the Trappist beers? 

-competition from abbey beers 
-consumption is decreasing? 
-increase of export? 
-if there are developments not incorporated, how can the branding 
strategy be adapted? 
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- Considering the branding strategies just described, how are the Trappist 
breweries distinguishing themselves from other breweries? 

- How is the religious foundation incorporated in the branding strategies of the 
Trappist breweries? 

-contrast between religious foundation and the need for market success 
concerning a commercial activity 
-restrictions 
-how is business incorporated into religious foundations 
-conflict between different visions, objective 

- Considering the framework of Beverland used to describe the branding 
strategy, how suitable is in your opinion this framework concerning the 
Trappist brewery sector? 

-strong points 
-weak points 
-components to add or to remove 

Enclosure 

-possible second interview ( contact via e-mail) 
-possible interview other people ( outside or within organisation) 
-thanks for your time 
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Appendix E: Location of the Trappist breweries in Belgium 
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Appendix F: Evidence for the PEST analysis 

Category Quote Quote in Dutch Quote in English Source 
number 

General QI Wat geldt voor de What counts for the Belgische 
Belgische bier markt geldt Belgian beer market also Brouwers 
ook voor de Belgische counts for the Belgian 
Trappisten markt. Trappist market. 

Q2 De Trappisten markt wordt The Trappist market is Delhaize 
niet veel bei'nvloed. influenced not much. 

Political Q3 De accijns zijn erg hoog in The excise taxes are really Orval 
Belgie. high in Belgium. 

Economical Q4 De economie is belangrijk The economy is important Belgische 
omdat hun productie because their costs level Brouwers 
hoeveelheid wordt bepaald for their living determines 
door hun kosten van hun their production quantity. 
levensonderhoud. 

Q5 De economie daalt maar de The economy is going Delhaize 
verkoop van Trappist bier down but the sales of the 
is aan het stijgen, dus dit Trappist beers are 
heeft geen grote invloed op growing, so the economy 
de producten. has not a big influence on 

these products. 

Sociological Q6 Het sociale aspect heeft The social aspect Mitra-Dost 
een invloed op de markt influences the market, 
omdat het om een gevoel because it is about feeling, 
gaat, bier is een beer is a product with 
gevoelsproduct. feeling. 

Q7 Mensen die een Trappist People who drink a Belgische 
drinken zijn mensen van Trappist are people of a Brouwers 
een hogere leeftijd, de higher age, beer experts. 
bierkenners. 

Technology Q8 In de technologie zijn er The technology only Orval 
alleen maar langzame includes very slow changes 
veranderingen en or improvements. 
verbeteringen. 

Q9 Alie brouwerijen willen de All breweries want to have Belgische 
modemste apparatuur the most modem Brouwers 
hebben. equipment. 
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Category Quote Quote in Dutch Quote in English Source 
number 

Risk of entry Ql Het is mogelijk dat een andere It is possible that another Orval 
by potential abdij start met het brouwen abbey starts brewing beer, 
competitors van bier, bijvoorbeeld in het for example in foreign 

buitenland. De lijst is niet countries. The list is not 
gesloten. closed. 

Bargaining Q2 Voor de mout bedrijven is het For example for the malt Belgische 
power of bijvoorbeeld heel belangrijk companies it is very Brouwers 
suppliers om te leveren aan kleine important to deliver small 

brouwerijen zoals de Trappist breweries such as the 
brouwerijen omdat dit staat Trappist breweries because 
voor het leveren van kwaliteit. this stands for delivering 

quality. 
Q3 Deze hele groep van kleine This whole group of small Belgische 

brouwerijen is samen redelijk breweries is together quite Brouwers 
groot en belangrijk voor de big and important for the 
leveranciers. suppliers. 

Bargaining Q4 Er zijn geen onderhandelingen There are no negotiations Daems 
power of omdat de prijs vaststaat. because the price is fixed . 
buyers 

Threat of Q5 De belangrijkste concurrenten The most important Delhaize 
substitute op dit moment zijn absoluut competitors are at this 
products de Breezer en andere mixen. moment absolutely the 

En wijn voor op de tafel is ook Breezer and the other 
een sterke concurrent. mixes. And wine on the 

table is also a strong 
competitor. 

Q6 De abdij bieren liggen heel The abbey beers are very Delhaize 
kort tegen de Trappist bieren close to the Trappist beers, 
aan, en ze zijn zeker and they certainly are 
concurrenten. Feitelijk competitors. Actually the 
proberen de abdij bieren zo abbey beers try to be as 
kort mogelijk tegen de close as possible to the 
Trappist bieren aan te liggen. Trappist beers. That is also 
Daarom zetten ze ook de naam why they put the name 
abdij op hun logo. abbey on their label. 

Rivalry Q7 Tussen de verschillende Between the different Mitra-
among Trappist brouwerijen is er Trappist breweries there is Philipsen 
established geen competitie, waarom, no competition, why, 
firms omdat ze een bier maken en because they are making a 

deze niet promoten. beer and do not promote it. 
Q8 Ze zijn geen concurrenten van They are not competitors, Daems 

elkaar, juist tegenovergesteld, on the contrary, they 
ze stimuleren elkaar. Mensen stimulate each other. 
die graag een Trappist drinken People who like to drink a 
willen ze allemaal proberen. Trappist want to try them 

all. 
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Category Quote Quote in Dutch Quote in English Source 
number 

Strictly Ql Het bier moet gemaakt zijn The beer has to be made Westvleteren 
defined binnen de muren van een within the walls of an 
market abdij , onder de leiding van abbey, under the control of 

de monniken, het geld moet the monks, the money has 
naar de gemeenschap gaan, to go to the community, 
naar de gebouwen en naar the buildings and to charity 
goede doelen. goals . 

Q2 De Trappisten markt is The Trappist market is of Belgische 
natuurlijk een zeer strikt course a very strictly Brouwers 
gedefinieerde markt. defined market. 

High entry Q3 Er zijn distributeurs die ook There are distributors who Orval 
barriers andere producten verkopen are also selling other 

maar we geven de voorkeur products but we prefer to 
aan distributeurs die alleen work with distributors who 
maar Trappist verkopen. are only selling Trappist 

products. 

Competition Q4 De dubbel van Westmalle is The double of Westrnalle Ache! 
from abbey aan het dalen vanwege de is dropping because of the 
beers competitie van de abdij competition from abbey 

bieren, maar dit komt ook beers, but this is also 
door de afname van de bier because of the decrease of 
markt. the beer market. 

High quality Q5 De klassieke ondememingen The classical concerns are Westmalle 
product investeren in waarde, in investigating in value, in 

markt aandeel, market share, brand 
naamsbekendheid, in awareness, in promotion. 
promotie. Wij investeren in We invest in quality and 
kwaliteit en het the production process. 
productieproces. 

Q6 We besteden veel aandacht We pay a lot ofattention to Orval 
aan de kwaliteit van het bier the quality of the beer and 
en het productieproces, the production process, we 
hierbij investeren wij veel in invest a lot in our 
onze installaties. installations. 

Limited Q7 Tegen het einde van de At the end of the summer Westmalle 
production zomer kan de situatie the situation can arise that 
quantity ontstaan dat de voorraad op the stock is empty and that 

is en dat de vraag groter is the demand is larger than 
dan het aanbod. the production. 

Q8 Het kan gesteld worden dat It can be said that the Delhaize 
de abdij bieren zijn gestegen consumption of the abbey 
vanwege de beperkte beers has increased 
productie van de Trappist because of the limited 
bieren. production of the Trappist 

beers. 
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Appendix I: Evidence for the SWOT analysis 

Category Quote Quote in Dutch Quote in English Source 
number 

Strengths QI Een heel sterk punt van de A very strong point of Westmalle 
Trappisten bieren is hun the Trappist beers is their 
continue kwaliteit. continue quality. 

Q2 Dit alles betekent dat er This all means that there Orval 
een zeer betrouwbare is a very trustful 
relatie is met de relationship with the 
distributeurs. distributors. 

Q3 Het imago van een The image of a Trappist Mitra-Dost 
Trappist is erg sterk, een is very strong, an average 
gemiddelde consument zal consumer will say about 
zeggen bij een Trappist: a Trappist: authentic and 
authentiek en kwaliteit. quality. 

Weaknesses Q4 Het bier van ons is niet erg Our beer is not very Westmalle 
toegankelijk voor mensen. accessible for people. 
Eerst moet er een bier First there should be a 
cultuur zijn, daama zouden beer culture, after that 
er een paar speciale bieren there should be a few 
moeten zijn en alleen special beers and only 
daama is het tijd om een after that it is time to 
Trappist te exporteren naar export a Trappist to this 
deze markt. market. 

Opportunities Q5 We zien kansen in de We see opportunities in Chimay 
export van Trappist bier. the export of Trappist 
Op dit moment is de VS beer. Right now the USA 
groeiende samen met de market is growing 
Scandinavische landen together with 
Denemarken en Zweden. Scandinavian countries 

like Denmark and 
Sweden. 

Threats Q6 De abdij bieren komen ook The abbey beers are also Delhaize 
met een label vergelijkbaar coming with a label such 
met het Trappisten logo. as the Trappist logo. This 
Dit logo zal effect hebben logo will have an impact 
op de Trappisten markt on the Trappist market, 
omdat de mensen het because the people do 
verschil tussen een abdij not know the difference 
en een Trappist bier niet zo between an abbey beer 
goed kennen. and a Trappist beer so 

well. 
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Sub-category Quote Quote in Dutch Quote in English Source 
number 

Authenticity QI Het eerste woord dat bij The first word that comes Belgische 
mij opkomt wanneer ik de into my mind when I hear Brouwers 
naam Trappist hoor is the name Trappist is 
authenticiteit. authenticity. 

Q2 De onafgebroken traditie The never disrupted Westmalle 
is heel belangrijk. We tradition is very important. 
gebruiken nieuwe We use new technologies 
technologieen maar geen but no new ingredients and 
nieuwe grondstoffen, en no new technologies that 
geen nieuwe technologie do not fit into our 
die niet past in ons traditional process. 
traditioneel brouwproces. 

Q3 We hebben een We have a traditional Westmalle 
traditioneel productie production process with 
proces met aparte separate fermentation 
gistkamer. room. 

Q4 De bieren wijzen op hun The beers refer to their Westmalle 
geschiedenis en recepten history and recipes that are 
die meer dan 100 jaar oud more than 100 years old. 
zijn. 

Q5 Hun geschiedenis is heel Their history is very Orval 
belangrijk. important. 

Q6 Als ik in een supermarkt When I am in a consumer 
ben en een biertje wil supermarket and want to 
kopen, dan lees ik altijd buy a special beer, I 
waar het bier vandaan always read where the beer 
komt. originates from. 

Q7 Ook de herkomst is Also the origin is Westmalle 
belangrijk, bet is important, it originates 
afkomstig van een from a Trappist 
Trappist gemeenschap, community under the 
onder de supervisie van supervision of the monks. 
de monniken. 

Mystique Q8 Wanneer ik denk aan een When I think about a Mitra- Dost 
Trappist dan zie ik direct Trappist then I directly see 
een pater. a monk. 

Q9 Bij een Trappisten bier For me a monk has to be Brouwketel 
moet er voor mij een pater involved with Trappist 
rondlopen, dan is het een beer, then it is a real 
echt Trappist beer. Trappist beer. 

QI0 Als het gaat om religieuze When it is about religious Delhaize 
bieren dan zit er eigenlijk beers then there is always 
altijd mystiek in. mystique in it. 

QI 1 De monnik die om het The monk, who is Mitra - Dost 
halfuur even kijkt ofhet checking the concoction 
nog wel goed gaat met het every thirty minutes, this 
brouwsel, dit geeft gives of course a special 
natuurlijk een speciaal mystique feeling. 
mystiek gevoel. 
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Credibility Q12 Het succes van een The success of a product is Belgische 
product is ook afhankelijk also dependent on the Brouwers 
van de credibiliteit van credibility of the product. 
het product. 

Q13 Our marketing target is to Chimay 
inform the customer, why 
we are a Trappist beer, 
why is the abbey so 
important and why we are 
different than the others. 

Q14 De credibiliteit van dit The credibility has to do Belgische 
product heeft te maken with the recipe and history Brouwers 
met het recept en of the product, which 
geschiedenis van het belongs in the abbey of the 
product, welke thuis hoort Trappist community. 
in de abdij van een 
Trappist order. 

Q15 Maar wanneer men een But when another beer Belgische 
andere biertype maakt type is make which is Brouwers 
welke nog nooit in een never brewed in an abbey, 
abdij is gebrouwen, en and commercialised by 
deze commercieel op de using the name Trappist, 
markt zet met het gebruik then this can damage the 
van de naam Trappist, dan credibility of these beers. 
komt de credibiliteit van 
deze bieren in het 
gedrang. 

Q16 Het imago is authentiek, The image is authentic, Delhaize 
wanneer daar een nieuw when there is a new beer 
biertje bijkomt dan klopt introduced then that is not 
dat dus niet. correct. 

Q17 Ache! is eigenlijk een bier Achel is actually a beer Delhaize 
dat nog niet zo Jang op de that is not for such a long 
markt is, en zij hebben time on the market, and 
moeten bewijzen dat ze al they had to prove that they 
voor de oorlog bier were already making beer 
maakten. before the war. 

Q18 Ile zie authenticiteit van de I see the authenticity of the consumer 
bieren, omdat ze andere beers, because they have a 
kleur hebben, een andere different colour, a different 
smaak en een ander tlesje . taste and a different bottle. 

Exclusiveness Q19 Ik denk dat het imago van I think the image of Rochefort 
de Trappist bieren Trappist is special because 
speciaal is omdat we het we protect it, so we protect 
beschermen, dus we the exclusiveness of our 
beschermen de name. 
exclusiviteit van onze 
naam. 

Q20 Omdat er maar zeven zijn, Because there are only Mitra -
dat maakt het speciaal en seven, that makes it special Philipsen 
geeft een speciaal gevoel. and gives a special feeling. 

Q21 Het is natuurlijk zo dat Of course a Trappist Brouwketel 
een Trappist brouwerij brewery had only three 
van oudsher drie soorten sorts of beer in the past. 
bier had. 

Q22 Als je kijkt naar onze When you look the whole Westmalle 
productielijn over het year to our production line, 
ganse jaar, dan is het we always have too less. 
altijd te weinig. 
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Q23 Om met de woorden van To speak with the words of Westmalle 
vader abt te zeggen; het the abbot; it will always be 
zal altijd een abdij met an abbey with a brewery 
een brouwertje blijven in instead of a brewery with 
plaats van een brouwerij an abbey. 
met een abdij. 

Q24 We kunnen natuurlijk de We can of course increase Achel 
productie verhogen en the production and make 
publiciteit maken om veel publicity to earn a lot of 
geld te verdienen, ivaar money, but we do not do 
dit doen we niet omdat we this because we only need 
alleen geld nodig hebben money for our living, the 
voor ons buildings and what is left 
levensonderhoud, de is going to the 
gebouwen en wat over is charity. 
voor goede doelen. 

Q25 When you let your Chimay 
capacity grow it will 
destroy a bit of the image 
of the Trappist beers. 

Quality Q26 Het betere beer, ik zie ze The better beer, I see them Daems 
als de top van de as the top of the Belgian 
Belgische bier markt. beer market. 

Q27 Hier wordt geen dag, geen Not a deviation of a single Westmalle 
uur, zelfs geen ene graad day, hour, or even one-
afgeweken, kwaliteit Celsius degree is allowed, 
krijgt absolute voorrang. quality has absolute 

priority. 
Q28 De eerste regel voor het The first rule of the life in Westmalle 

leven in een abdij is an abbey is bringing 
kwaliteit brengen in alles quality in all you can think 
waaraan je kunt denken, about, quality in the end 
kwaliteit in het product, quality in the 
eindproduct, kwaliteit in working conditions. 
de werkomstandigheden. 

Q29 Wij hebben bijvoorbeeld We have for instance Westmalle 
80 miljoen geYnvesteerd invested 80 million to 
om het systeem computer make the system computer 
gestuurd te maken. controlled. 

Q30 We work with very Chimay 
modem machineries, but 
are still using the 
traditional recipe. 

Q31 Wij willen eigenhandig Before they are used we Westmalle 
alvorens ze te gebruiken, want to check the 
nog eens alle grondstoffen ingredients ourselves 
controleren op hun considering their quality. 
kwaliteit. 

Q32 De monniken denken dat The monks regard it as Westmalle 
het heel belangrijk is om very important to deal with 
op een waardige en the suppliers on a valuable 
commercieel correcte and commercial correct 
manier met de manner to manage a long-
leveranciers om te gaan term relationship. 
om zodoende een lange 
termijnrelatie te 
bewerkstelligen. 
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Q33 Maar ik denk dat de But I think that the quality Westvleteren 
kwaliteit bij de Trappist has an extra dimension 
brouwerijen een extra with the Trappist breweries 
dimensie heeft omdat de because the monks are 
monniken daarbij related to them. 
betrokken zijn. 

Q34 Het is een religieus It is a religious product, consumer 
product, gemaakt door which is made by monks, 
monniken, dus het moet so it has to be ok. 
wel goed zijn. 

Regularly Q35 Ik denk dat het I think consistency is the Rochefort 
belangrijkst voor een most important for a 
Trappist is, behalve Trappist, beside 
authentiek, is regelmaat. authenticity. 

Q36 We never modify the Chimay 
product, we never adapt 
the taste of the product in 
fortune of the market. The 
Chimay that we see here in 
the cafe and in your 
country are exactly the 
same. 

Q37 Dus we hebben eigenlijk So we actually did not Westmalle 
het recept niet veranderd change the recipe but our 
maar de manier waarop way of working we change 
we aan het recept werken continuously, the abbey 
hebben we continue has always been very 
veranderd, en daarbij is de progressive. 
abdij altijd heel 
vooruitstrevend geweest. 

Q38 De smaak kan natuurlijk Of course the taste can Rochefort 
een keer minder goed sometimes be not so good, 
zijn, dat is natuurl ijk this is normal because a 
moeilijk want een bier beer of four months and 
van vier maanden en vier four weeks do not have the 
weken oud heeft niet same taste. 
dezelfde smaak. 

Q39 De landbouwers in The farmers in France, Westmalle 
Frankrijk die onze gerst who deliver our barley, 
verbouwen die gebruikten were till fifteen years ago 
tot vijftien jaar geleden only using the dung of 
alleen mest van koeien en cows and on a certain 
zijn op een gegeven moment they commute 
moment stelselmatig systematically to artificial 
overgeschakeld op dung, ok this we cannot 
kunstmest, ok daar control. 
hebben we geen vat op. 

Q40 De betrouwbaarheid van The consistency of the Ache) 
de smaak is zeer speciaal taste is very special 
omdat elk brouwsel apart because every concoction 
is, maar er is een zekere is different, but there is a 
smaaktoon welke elke certain taste tone, which is 
keer dezelfde is. the same every time. 
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Type of beer Q41 De Trappist bieren zitten The Trappist beers are in Daems 
in de categorie van de the category of a high 
hogere alcohol, zeker de alcohol content, especially 
tripel, want die zit rond de the triple, which has 
acht graden alcohol around eight percent of 
gehalte. alcohol. 

Q42 Al de bieren zijn van hoge All the beers are from high Orval 
gisting en ze hebben na fermentation and have 
gisting in de fles, maar dit after fermentation in the 
maakt nog geen Trappist bottle, but this does not 
bier want als ze een pits create Trappist beer 
zouden maken zou dit ook because if the monks 
een Trappist bier zijn. would make a lager beer 

then this would also be 
Trappist beer. 

Q43 Ik zie de Trappist bieren I see the Trappist beers as consumer 
als echt donkere en zware really dark and heavy 
bieren. beers. 
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Appendix K: Evidence for value-driven emergence component 

Sub- Quote Quote in Dutch Quote in English Source 
category number 

Strategy QI De Trappist brouwerijen The Trappist breweries have Belgische 
hebben bewust gekozen voor chosen on purpose for a Brouwers 
een kwaliteits product. Het quality product. The beer 
bier dat de Trappist Trappist breweries made 
brouwerijen maakte was in was in the first place meant 
eerste instantie bedoeld voor for their own needs, it was 
hun eigen behoefte en part of their daily food 
maakte dee! uit van hun package. 
dagelijkse voedselpakket. 

Q2 We zijn zeker qua prijs en We are certainly not focused Westmalle 
smaak niet gefocust op on mass production and 
massa productie en de massa mass consumption 
consumenten, wij focussen concerning our price and 
op speciaal zijn, anders zijn. taste, we focus on being 

special, being different. 
Q3 We zijn present in de hogere We are present in the higher Orval 

categorie en we mogen category and we actually are 
eigenlijk niet groeien. Dus not allowed to grow. So we 
willen we er voor zorgen dat want to make sure that the 
onze klanten van vandaag customers of today are the 
ook de klanten van morgen consumers of tomorrow. 
zijn. Dit proberen we te doen This we try to do by creating 
door te zorgen voor een a high quality level but also 
hoge kwaliteit maar ook by a good image. 
door een goed imago. 

Q4 Trappist bieren zijn abdij Trappist beers are abbey Belgische 
bieren, de luxe producten beers, the luxury products Brouwers 
binnen de abdij bieren. within the classification of 

abbey beers. 

Image Q5 Als je naar Chimay gaat en When you go to Chimay and Brouwketel 
zegt dat je tien pallets you say that you want ten 
Chimay acht wilt hebben, pallets from the Chimay 
dan zeggen ze sorry, we eight, then they say sorry, 
hebben er nog drie staan en we have only three left and 
meer kun je niet krijgen. Dat you cannot get more. This is 
is heel speciaal en maakt ze really special and makes 
exclusief. them exclusive. 

Q6 We willen er voor zorgen We want to make sure that Orval 
dat de klanten de the customers can see the 
authenticiteit van het authenticity of the product 
product zien en dit ook and also experience this. 
meemaken. 

Q7 De uitstraling van een The image of a Trappist beer consumer 
Trappist bier is speciaal, en is special, and certainly not 
zeker niet hetzelfde als een the same as a normal beer. 
normaal bier. 

Q8 Ik denk een hele hoge I think a very high value Brouwketel 
waarde omdat het toch een because it has a certain 
praktijk imago heeft. practical image. 
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Price Q9 De Trappisten zijn een The Trappist beers are a Daems 
stukje duurder maar daar little bit more expensive but 
kijken de meeste niet naar. the consumers do not really 
Dat betalen ze omdat ze er bother. They pay for it 
kwaliteit voor krijgen. because they get quality. 

QI0 Het bier moet gebrouwen The beer has to be brewed Achel 
worden in de abdij, en inside the abbey, and 
hierdoor kunnen we therefore we can actually ask 
eigenlijk vragen voor het for the beer what we want. 
bier wat we willen. 

QII Maar ze hebben altijd They have always chosen to Westmalle 
gekozen om het bier op een put the beer on the market 
marktconforme prijs aan te with a price conform the 
bieden en de overvloed in market and to share the 
winst te delen. opulence of profit. 

Ql2 Hetaanbodisinderdaad Indeed the offer is limited Belgische 
beperkt. Dit is uit eigen because of the strict rules of Brouwers 
strikte regels van de the Trappist orders. The beer 
Trappisten orders. Waarbij brewing activity only has to 
de activiteit van het bier meet their own financial 
brouwen de prioriteit heeft needs for their buildings, 
van het invullen van eigen their own living and their 
financiele behoeften voor social goals. 
hun gebouwen, !evens 
behoeften en sociale doelen. 

Q13 De Trappist bieren zijn in The Trappist beers are Rochefort 
vergelijking met andere compared to other beers 
bieren altijd vrij hoog always priced quite high 
geprijsd vanwege de because of the quality and 
kwaliteit en waarschijnlijk probably the fact that they 
omdat ze niet altijd are not always on hand. 
voorradig zijn. 

Luxury Q14 We hebben een markt welke We have a market that is Orval 
product duaal is. Dat betekent dat dual. This means that for 
and daily bijvoorbeeld hier in de instance here in the province 
drink provincie Luxemburg het Luxembourg it is a daily 

een dagelijkse drank is. drink. But for Brussels or 
Maar als we naar Brussel of Luik it is an occasional 
Luik kijken dan wordt het drink. 
een gelegenheidsdrank. 

Target Q15 Het is een algemeen The general phenomenon is Daems 
market verschijnsel dat oudere that the older people are 

mensen makkelijker een drinking a Trappist beer 
Trappist drinken in easier than younger people. 
vergelijking met jongeren. 

Q16 I think that our target group Chimay 
consists of people above 35, 
people who are already 
working for a couple of 
years and who have a very 
good taste. 

Q17 Onze ervaring is dat een Our experience is that a Brouwketel 
doelgroep tussen dertig en target group between thirty 
vijfennegentig een Trappist and ninety-five drinks 
drinkt en dat we niet kunnen Trappist and we cannot say 
zeggen dat een doctorandus that a master is drinking it 
het wet drinkt en een but a road worker is not. 
stratenmaker niet. 
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Q18 Ats je jong bent heb je niet When you are young you do Orval 
genoeg geld om selectief te not have money enough to 
zijn. Je bent tevreden met be selective. You are 
een pits. Dan, als je tussen satisfied with a lager beer. 
de 25 en 35 jaar oud bent, Then, when you are between 
heb je werk en je hebt wat 25 and 35, and you are 
geld waardoor je begint met working and are having 
het drinken van some money you start 
verschillende bieren, vaak drinking different beers, 
modebieren. Dit kan het ene mostly fashion sensitive 
jaar Palm zijn en het andere beers. Which can be this 
jaar een ander bier. Wanneer year a Palm and next year 
de gebruiker ouder wordt another beer. When the user 
weet hij meer en heeft hij is getting older he knows a 
meer geld om een speciaal little bit more and has more 
beer te kopen. Ik denk dat money to buy a special beer. 
hij zal zoeken naar meer I think that he will look for 
verschillende speciale more different special beers, 
bieren, bijvoorbeeld een for example a Leffe. These 
Leffe. Dit zijn bieren die nog are beers that are still not too 
niet te moeilijk zijn. En difficult. And after this, then 
daama, dan zouden ze they could for instance start 
bijvoorbeeld kunnen drinking an Orval. 
beginnen met het drinken 
van een Orval. 

Value Ql9 De waarde van het bier staat The value of the beer is Achel 
in relatie met de waarde van related to the value of the 
het leven van de monniken. life of the monks. The way it 
De manier waarop het is served, the way it is 
geschonken wordt, de threatened, that is all very 
manier waarop het wordt important. 
behandeld, dat is allemaal 
heel belangrijk. 

Q20 Bier zoals bier bedoeld is. Beer how it is meant to be. Brouwketel 
Q21 De uitverkoren ingredienten The selected ingredients are Achel 

zijn van de beste kwaliteit. of the best quality. 
Q22 Wij hebben meer mensen in We have more people in the Orval 

het labo dan op de lab than in the brewery. 
werkvloer. 

Q23 Ik vind ook dat je voor een I also think that you can ask Brouwketel 
Westmalle, in hetjuiste glas more for a Westmalle, in the 
op de juiste temperatuur, right glass, on the right 
meer mag vragen dan voor temperature, compared to a 
een Leffe of een Affligem. Leffe or an Affligem. 

Q24 Aile concessiehouders All the concessionaires have Orval 
hebben een gebied en zijn one area and are responsible 
verantwoordelijk voor de for the sales in that area. 
verkopen in dat gebied. 

Q25 In Belgie zijn er vandaag In Belgium there are Westmalle 
veertien zelfstandige fourteen independent main 
hoofdverdelers of distributors or 
concessiehouders, welke concessionaires, all family 
stuk voor stuk familie companies, who control their 
bedrijven zijn die elk hun own territories, their own 
eigen territorium hebben, region, and within this 
hun eigen regio en binnen region they commercialise 
deze regio gaan zij het bier and distribute the beer. 
commercialiseren en 
distribueren. 
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Q26 

Q27 

Q28 

Q29 

We hebben een contract met 
een doorverkoper in Gent. 
Wij hebben een distributeur, 
deze is van huis uit 
opgegroeid met het !even 
van een Trappistengilde en 
weet hoe het !even van een 
monnik in elkaar zit en 
neemt dit mee in de zorg van 
het bier. Hierdoor verkoopt 
hij het bier met het imago 
van de monniken waardoor 
hij eigenlijk de abdij 
verkoopt. 
Dit is de ideale situatie, geen 
distributie, geen marketing, 
geen verpakking, al deze 
kosten vallen weg. De 
mensen kopen hun bak en 
weg zijn ze. 
Zij hebben contracten voor 
drie jaar welke vaak 
verlengd worden, dus 
sommige zijn al meer dan 
veertig jaar concessiehouder. 

Michie! W. Vink, August 2004 

We have a contract with a 
retailer in Gent. 
We have one distributor, this 
person has grown up with 
the life of the Trappist 
community and knows how 
the life of a monk is and 
uses this in the way he treats 
the beer. Hereby he sells the 
beer with the image of the 
monks whereby he actually 
sells the abbey. 

This is the perfect situation, 
no distribution, no 
marketing, no packaging, 
none of these costs, the 
people just buy their crate 
and they go. 
They have contracts for 
three years, which are 
mostly extended, so some 
are more than forty years 
concessionaire. 

TU/e 

Rochefort 

Ache! 

Westvleteren 

Orval 
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Sub-category Quote Quote in Dutch Quote in English Source 
number 

Story behind QI Trappist beer is seen like a Chimay 
the beer strong beer with a lot of 

character and with history, 
before talking about the 
taste people like to speak 
about the story of the beer. 

Q2 De mensen drinken en The people are drinking Orval 
proeven met hun mood and tasting with their 
maar ook met hun month, but also with their 
geest. mind. 

Q3 Ik vind altijd dat een I always think that a beer Brouwketel 
bier een verhaal moet needs a story, then you can 
hebben, dan kun je het sell it. We can make every 
verkopen. We kunnen kind of beer, but when a 
elk soort bier maken, beer has no story it will not 
maar als een bier geen be sold. 
verhaal heeft dan 
verkoopt het niet. 

Story behind Q4 The Trappist beers are in Chimay 
Trappist beer terms of taste quite 

different, but it is true that 
every one tries to put its 
history, its original recipe 
in the beer. 

Q5 Het verhaal is heel The story is very Mitra-Dost 
belangrijk, het gegeven important, the fact that it is 
dat het door monniken made by the monks is the 
is gemaakt dat is het most important. 
belangrijkste. 

Q6 Dus ik denk dat de So I think that the Belgische 
credibiliteit van binnen credibility of brewing in a Brouwers 
de muren van een Trappist abbey, controlled 
Trappist abdij by the monks, with the 
gebrouwen, onder de priority of the needs of the 
controle van de community is very 
monniken, met de important also for the 
prioriteit voor de marketing of Trappist beer. 
benodigdheden van de 
gemeenschap. Oat is 
heel belangrijk ook 
voor de marketing van 
Trappist bier. 

Q7 It is not a marketing Chimay 
description, the abbey is 
still there and the 
production is still in the 
abbey, which is still a 
peaceful and quite place. 
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Q8 Maar de marketing is er The marketing is focused Belgische 
we! op toegespitst om to underscore the Brouwers 
de authenticiteit te authenticity. When you 
benadrukken. Wanneer look at the internet sites 
je naar de internet sites you also see this, you are 
kijkt dan zie je dit ook, fust confronted with the 
je wordt het allereerste abbey, only hereafter you 
geconfronteerd met de can go to the brand names. 
abdij, hierna pas kom je At other breweries the 
bij de merknamen. Bij priority is more with the 
andere brouwerijen is products. 
de prioriteit meer aan 
de producten zelf. 

Communication Q9 Ze hebben folders They have folders in which Daems 
waarin je kunt Iezen you can read about their 
over hun cultuur en culture and of course their 
natuurlijk hun history. 
geschiedenis. 

QI0 Zij proberen dit over te They try to communicate Brouwketel 
brengen door ons, wij this with the customers via 
zijn de importeurs en us, we are the importers 
wij zijn bijna bij alle and we have been in 
abdijen geweest en wij almost every abbey so we 
brengen dit verhaal communicate this story 
over naar onze klanten. with our customers. 

QI I We hebben ook een We have also a website of Westvleteren 
website van Westvleteren, and 
Westvleteren, en er is something that is visited 
iets dat door heel veel by a lot of people, called 
mensen bezocht wordt, 'het Claustrum'. It is an 
dat is het Claustrum. interactive information 
Dit is een centre, the monks are 
informatiecentrum, communicating via video. 
interactief waarin de The visitors get a good 
monniken het woord impression of the abbey 
nemen via video. and the life of a monk. 
Hierdoor krijgen de 
bezoekers een goed 
beeld van de abdij en 
het !even van een 
monnik. 

QI2 Het is belangrijk om het It is important to keep the Orval 
imago van Orval in de image of Orval in the mind 
geest van de gebruiker of the consumer. We try to 
te houden. Dit doen wij reach this on several ways. 
door middel van een We have about 80,000 
aantal dingen. We visitors a year who hear 
hebben ongeveer our history and tradition. 
80.000 bezoekers per Also the television is 
jaar, zij horen onze filming us each year, 
geschiedenis en traditie. which makes sure that the 
Ook de televisie komt history and culture is 
elke jaar bij ons filmen, communicated with the 
dit zorgt ervoor dat de customers. 
geschiedenis en cultuur 
naar de klanten toe 
komen. 
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Ql3 We proberen ook We also try to explain Achel 
dingen uit te leggen via things by using the 
internet, folders en op internet, by folders and 
dit moment ben ik right now I am busy with a 
bezig met een nek neck etiquette which is a 
etiquette wat een zeer very good way of 
goede manier van communicating 
communiceren is. information. On this 
Hierop kan iedereen everybody can read what a 
lezen wat een Trappist Trappist is, why it is a 
is, waarom dit een Trappist. So it is about 
Trappist is. Dus het information. 
gaat om informatie. 

Ql4 Wanner ik een speciaal When I want to buy a consumer 
biertje wit kopen lees ik special beer I always read 
altijd wat op het label what is on the label. 
staat. 

Independence Q15 De traditie is zeer Tradition is very different Orval 
verschillend tussen de for the Trappist breweries. 
verschillende Trappist The Trappist communities 
brouwerijen. De are independent, also 
Trappist financially, are very closed 
leefgemeenschappen and have their own 
zijn allemaal identity. They all have 
onafhankelijk en zeer their own tradition. 
gesloten. Ook zijn ze 
financieel onafhankelijk 
en hebben ze hun eigen 
identiteit. Met deze 
onafhankelijkheid 
hebben ze hun eigen 
traditie. 

Q16 Het doe! is om geld te The purpose is to earn Rochefort 
verdienen voor de money for the community. 
gemeenschap. Maarje But you see that it is a 
ziet dat het een grote large abbey, there are 
abdij is, er zijn buildings that originate 
gebouwen vanaf 1500, from 1500, which asks for 
dit vraagt veel geld. a lot of money. 

Ql7 A reason for this is that we Chimay 
are in a very poor area. 
The objective of the abbey 
is to try to create 
employment in this area, 
which is important, when 
our production is growing 
we can hire more people. 

Ql8 Ik ben bij Chimay I have been at Chimay, the Rochefort 
geweest, deze abdij brewery has been through 
heeft een an impressive growth, not 
indrukwekkende groei to earn money but to create 
doorgemaakt. N iet om work for the youth. So it is 
geld te verdienen, maar about a social aspect. 
om de jeugd daar werk 
te geven. Dus het 
sociale aspect. 
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Religious Ql9 De religie is heel The religion is very Rochefort 
component belangrijk, dat is de important, and is the 

reden dat we hier zijn, reason why we are here, 
maar het is absoluut but it is absolutely not the 
niet de bedoeling om intention to win souls . 
zieltjes te winnen. 

Q20 Ik denk dat de Trappist I think that the Trappist Belgische 
orders deze bewust orders have divided these Brouwers 
hebben gescheiden. Dat on purpose. That you see 
merkje bijvoorbeeld for instance when you are 
wanneer je een Trappist visiting a Trappist 
brouwerij gaat brewery, then the visit is 
bezoeken, dan is het restricted to the brewery 
bezoek beperkt tot de itself and there is no access 
brouwerij zelf en is er to the order. 
geen toegang tot de 
orde. 

Q21 Ik denk dat de gotische I think that the gothic Mitra- Dost 
letters ertoe bijdragen letters contribute that you 
dat je weet dat het we! know that there is 
een religieus tintje something religious, but it 
heeft, maar je kunt het is not directly traceable. 
niet direct traceren. 
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Sub-category Quote Quote in Dutch Quote in English Source 
number 

Brand awareness QI Wij hebben in Orval We have in Orval a share Orval 
een share of mind die of mind that is higher 
hoger is dan de share than the share of market. 
of market. 

Promotion Q2 Je hoort niet zo veel You do not hear so much consumer 
van ze. from them. 

Q3 De meeste The most breweries have Brouwketel 
brouwerijen hebben glasses and coasters. 
glaswerk en viltjes. Some of them have a 
Sommige hebben een wall card and that is it. 
muurplaatje en dan But you see that 
houdt het een beetje Westmalle is increasing a 
op. Maar je ziet dat little bit, they also have 
Westmalle het iets announcement boards 
aan het opvoeren is, and parasols. 
zij hebben ook 
buitenborden en 
parasollen. 

Q4 De The gift packages of Ache! 
geschenkverpakking Chimay and Westmalle, I 
van Chimay en think these packages are 
Westmalle, ik vind de very good. 
verpakking zeer 
geslaagd. 

Q5 We blijven met onze We stay with our Orval 
promotie dicht bij het promotion near the 
product, op plaatsen product, at places where 
waar mensen een people are drinking an 
Orval kunnen drinken Orval you can find 
daar kun je promotie promotional material. 
materiaal vinden. 

Q6 De promotie van de The promotion of the Mitra-Dost 
Trappist bieren kent Trappist beers do have 
soms kleine extraatjes sometimes small 
zoals viltjes, glazen products included such 
of openers, maar as coasters, glasses or 
vergeleken met openers, but compared to 
commerciele merken commercial brands, like 
zoals Leffe is het Leffe, it is very obvious 
duidelijk dat deze that these brands are 
veel vaker zulke doing such actions more 
acties doen. frequently . 

Q7 Van Trappistenrijen From Trappist breweries Belgische 
zie je vooral you see sometimes Brouwers 
advertenties in advertisements in 
vakbladen, of in specialised magazines, or 
distributie bladen, in distribution 
vaak op initiatiefvan magazines, often after 
de distributeurs zelf. the initiative of the 

distributors themselves. 
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Q8 Wij adverteren niet, We do not advertise, you Westmalle 
je kunt ons soms can find us sometimes in 
terugvinden in een a specialised magazine, 
vaktijdschrift, maar but this is more as an 
dat is dan meer als appreciation for an 
waardering voor een article they wrote for us. 
artikel wat zij voor 
ons geschreven 
hebben. 

Q9 Maar wat ze doen, But what they do, Daems 
Westmalle Westmalle for instance, 
bijvoorbeeld sponsort is sponsoring different 
verschillende wandel walking clubs by giving 
clubs door het away a free barrel. 
weggeven van een 
gratis fust. 

Ql0 De Trappist The Trappist breweries Daems 
brouwerijen doen niet are not doing so much 
zo veel aan about marketing, but 
marketing, maar ze they sponsor by giving 
sponsoren door het away a free barrel. 
weggeven van een 
fustje. 

Ql 1 We are also sponsoring, Chimay 
we are present in sport in 
Basketball in Charleroi. 

Q12 Orval heeft mines Orval has ruins a lot of Westmalle 
waar toch veel people are coming to, 
mensen op af komen this creates a lot of 
en wat zorgt voor publicity. Orval 
veel publiciteit. Orval considers its abbey as an 
is hiervan een example abbey, they try 
voorbeeld abdij, zij to pick every free 
proberen alle gratis publicity they can. 
publiciteit te pakken 
die ze kunnen 
krijgen. 

Commercialisation Q13 De Trappist The Trappist breweries Belgische 
brouwerijen zijn are commercially Brouwers 
absoluut niet even absolutely not on the 
commercieel als same level as other 
andere brouwerijen, breweries, their 
hun beperktheid is limitedness is really 
heel belangrijk. important. 

Q14 De verkoop van bier The sale of a beer like Orval 
zoals Orval heeft Orval is taking place 
plaats na de aanvraag after the demand of the 
van de gebruikers in customers instead of as a 
plaats van als gevolg result of a commercial 
van een commercit!le activity. 
activiteit. 

Q15 De mensen The people appreciate a Orval 
waarderen een product that is not 
product dat niet commercial. 
commercieel is. 
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Q16 Het is niet waar dat It is not true that the Mitra-
de Trappist Trappist breweries are a Philipsen 
brouwerijen een special group that does 
speciale groep zijn not promote anything. 
die totaal geen When you look at all 
promotie doen. seven then there are 
Alleen als je ze alle maybe three that are 
zeven gaat bekijken doing a lot of promotion 
dan zijn er misschien and four that are doing 
drie die heel veel totally nothing. 
doen en vier die 
totaal niks doen. 

Q17 Rochefort doet bijna Rochefort is considering Rochefort 
niks aan promotie, promotion almost doing 
misschien een klein nothing, maybe a little 
beetje. Westvleteren bit. Westvleteren is also 
doet ook niks samen doing nothing, the same 
met Achel. as Achel. 

Religious Ql8 Zij willen niet de They do not want to Orval 
restriction alcohol consumptie stimulate the 

door bier stimuleren consumption of alcohol 
en ze willen geen via beer and they do not 
commercieel imago. want a commercial 
We bieden een beer image. We offer a beer 
aan voor de for the users but we do 
gebruikers maar we not want to push, we do 
willen niet pushen, not want to exaggerate. 
we willen niet We only offer, I call this 
overdrijven. We soft advertising. 
bieden het enkel aan, 
ik noem dit soft 
advertising. 

Ql9 Acties dat het bier Actions, which are Westmalle 
drinken aanzet gaat er supporting the 
bij ons nooit in. consumption of beer, are 

never supported by us. 
Q20 Ze maken zulke They make such small consumer 

kleine hoeveelheden quantities that they 
dat ze het misbruik cannot stimulate the 
van alcohol niet misuse of alcohol. 
kunnen stimuleren. 

Q21 We never use, for Chimay 
instance, images of the 
monks in our 
communication because 
we have to respect the 
monks and they want not 
to use them. 

Marketing Q22 Hier werken 42 Here work 42 people, Westmalle 
mensen, dat is voor which is for the monks a 
de monniken een hele huge responsibility. They 
grote absolutely do not want 
verantwoordelijkheid. things to go less so that 
Ze willen absoluut they have to fire people. 
niet dat het minder 
gaat en dat ze mensen 
moeten ontslaan. 
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Q23 We try to be active on Chimay 
the market with our 
marketing, which is more 
public relationship 
marketing. 

Q24 Authenticiteit, dat is Authenticity, that is the Delhaize 
de basis. De basis. The authenticity, 
authenticiteit, dat is that is the message they 
de boodschap die ze communicate, especially 
overbrengen, zeker with the consumer. 
naar de klant toe. 

Q25 Ze gebruiken de They use the Belgische 
authenticiteit, het bier authenticity, the beer that Brouwers 
gebrouwen binnen de is brewed within the 
muren van een abdij walls of an abbey and 
en Trappisten orde, Trappist order, this is 
dit speelt zeker een certainly playing a role 
rol in de marketing. in the marketing. 

Label Q26 De label is heel The label is very Brouwketel 
belangrijk want het is important because it is 
het visitekaartje van the visiting-card of the 
het bier. De label en beer. The label and bottle 
het glas zijn de eerste are the first things people 
dingen waar mensen are looking at. People 
naar kijken. Mensen take the bottle in their 
pakken het tlesje, zij hand, they pour the beer 
schenken het bier en and look at the label and 
hierbij kijken ze wat read it. Therefore it is 
er op het tlesje staat such a shame that a lot of 
en lezen dit. Daarom breweries do not have 
is het zo zonde dat more information on 
heel veel brouwerijen their bottle. 
maar weinig 
informatie hierop 
voeren. 

Q27 Het tlesje is je imago, The bottle is your image, Mitra-
dat is je tool naar de that is your tool towards Philipsen 
consument. Maar the customer. But they 
deze moeten toevallig have to know 
het verhaal weten dat accidentally the story 
er maar zeven that there are only seven 
Trappisten zijn omdat Trappist breweries 
dat nergens wordt because this is nowhere 
verteld. told. 

Q28 The enige dat het The only thing that Mitra-
imago maakt dat is makes the image is the Philipsen 
het tlesje, en dat is bottle, and this is also the 
ook het enige. only thing. 

Q29 Het label creeert voor The label creates for me consumer 
mij het imago, het the image, the feeling of 
gevoel van het bier. the beer. 
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Q30 Het labellen en The labelling and Mitra-Dost 
verpakken zijn zeker packaging are certainly 
belangrijk voor het important to 
communiceren van de communicate the 
atmosfeer. Eigenlijk atmosphere. Actually 
moetje de you have to 
authenticiteit communicate the 
overbrengen. Een authenticity. A monk is 
monnik is aan het brewing and sticks his 
brouwen en plakt zijn etiquette on the bottle 
etiketten erop en pakt and takes the feather to 
de veer om de naam write the name on it, this 
erop te schrijven, dat is the idea you have to 
is het idee dat je moet create. 
creeren. 

Q31 Ook ons embleem en Also our label and Achel 
label zijn zeer emblem are very simple 
eenvoudig en simpel. and straightforward. We 
We willen hierdoor want to communicate 
soberheid en soberness and simplicity 
simpelheid with the customers. 
overbrengen naar de 
klant. 
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Appendix N: Frequency of product integrity component 

Sub-category Theme 10· TBb DC Rd C/Re er 

Authenticity 2 1,0,1,1,o,1 [41 3,1 [4] 2,2, 1 [5] 1 2 
History 1 0,1,1,2,1,1 [6] 0,0 [0] 0,1,1 [2] 0 3 
Tradition 1 0,1,1,l,3,l [7] 0,0 [0] 0,1,1 [2] 0 4 
Original recipe 1 l,1,0,0,2,l [5] 1,0[1] 2,3,1 [6] 1 1 
Trappist community 1 1, 1, 1, 1,2,2 [8] 0,0 [0] 1,2, 1 [4] 1 5 

Quality 4 4,2,1,3,4,2 [15] 3,3 [6] 3,2, 1 [6] 3 4 
Monks 1 1,2,2,0, 1,0 [6] 0,0 [0] 1,2,0 [3] 0 2 
Natural ingredients 2 l ,l, 1,3,4,0 [10] 1,0 [ 1] 1,1,0 [2] 1 1 
Production process 2 1,1 , l,l,2,2 [8] 0,1 [l] 1,2,0 [3] 1 3 
Process control 1 1,1,2,l,0,l [6] 0, 1 [l] 0,1,0 [l] 0 1 
Relationship suppliers 1 2,0,2,1,1,o [6] 1,2 [3] 1,0,0 [l] 0 0 

Exclusiveness 0 2,2,0,2,0,2 [8] 0,0 [0] 3,1,3 [7] 3 7 
Protected name and 0 1,0,1,1,1,1 [5] 0,0 [0] 2, 1,2 [5] 1 2 
logo 
Three sorts of beer 0 0,2,0,3,0, 1 [6] 2, 1 [3] 1,1,0 [2] 0 3 
Limited production 1 1,1,3,3,2,1 [11] 0,1 [l] 2,3,2 [7] 0 5 
Limited availability 1 0, 1, 1, 1, 1,3 [7] 1,2 [3] 3,3, 1 [7] 1 6 
Careful with 2 1, 1, 1, 1,2, 1 [7] 2,0 [2] 1,3,1 [5] 1 0 
differentiation 
Quality 0 1,1,0,1,1,1 [5] 0,0 [0] 1,1,0 [2] 5 

Regularly 0 l ,l, 1,1,3,l [8] 1,0 [l] 2,1,0[3] 0 2 
Traditional production 0 l,l,1,1,3,1 [8] 0,0 [0] 1,1,0 [2] 0 1 
process 
Original recipe 0 1,2,0,1,1,1 [6] 1,0 [ 1] 0,1 ,1 [2] 0 l 
Natural ingredients l 2,l,0,2,3,0 [10] 1,0[1] 0,3,0 [3] 2 0 
Fermentation 0 1,0, 1, 1,3, 1 [7] 0,0 [0] 0,1,2 [3] 0 0 
Taste tone 0 1,2, 1, 1, 1, 1 [7] 0,0 [0] 1,0,0 [l] 0 1 

Type of beer 0 0, 1,2, 1,0, 1 [5] 0,1 [l] 1,0,0 [l] l 4 
Fermentation 0 1,1,2,3,2,l [13] 1,0 [ l] 0,0,0 [0] 0 3 
High alcohol content 0 1,0,0,2,0, 1 [4] 0,2 [2] 1,0,0 [l] 1 5 

Mystique 0 1, l , 1, 1, 1,2 [7] 1, 1 [2] 2, 1,2 [5] 2 8 
Monk 0 l,l,0,0,1,1 [4] 2, l [3] 1,2, 1 [4] 1 5 
Religious beer 0 o,o,o,o,o, 1 [l] 0, l [ 1] 1,0,2 [3] 0 5 
Production of the beer l 0,0, 1,0, 1, 1 [3] 0,0 [0] 2,2,0 [4] 2 l 

Credibility 3 l,l,1,2,0,l [6] 1,0 [ l] 1,0,0 [l] 0 2 
Original recipe 2 0, 1,0, 1, 1, 1 [4] 0,0 [0] 1,1 ,0 [2] 0 l 
Abbey l l,l,2,l,0,1 [6] 0,0 [0] 1,1,0 [2] 0 5 

a) Note: IO stands for industry organisation. 
b) Note: TB stands for Trappist brewery, the sequence of the breweries is Achel, Chimay, Orval, Rochefort, 
Westmalle, Westvleteren, between brackets the totals are given. 
c) Note: D stands for distributor, the sequence of the distributors is Brouwketel, Daems, between brackets the 
totals are given. 
d) Note: R stands for retailer, the sequence of the retailers is Delhaize, Mitra Philipsen, Mitra Dost, between 
brackets the totals are given. 
e) Note: CIR stands for cafe/restaurant. 
f) Note: C stands for consumer. 
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Appendix 0: Frequency of value-driven emergence component 

Sub-category Theme 10· TBb DC Rd CIR• cf 

Strategy 0 1,0,2,o,o,1 [4J 0,0 [OJ 0,0,0 [OJ 0 0 
To make sure that 0 l, l ,2,0, l, l [ 6J 0,0 [OJ 0,0,0 [OJ 0 0 
the customers of 
today are the 
customers of 
tomorrow 

Value 0 l ,O,l,O,l,l [4J 2, l [3J 1,2,l [4J 2 5 
From making to 0 l ,1,2,l,3,l [9J l ,O [ l J 1,1,l [3J 3 0 
drinking 
Ingredients l l,l,l,l,l,l [6J l , l [2J 0,1,0 [lJ l 0 
Process control 0 0, l ,2,0,2,0 [5J 0,2 [2J 1,2,0 [3J 1 0 
Serving 0 1, l ,0,0,0,0 [2J 3,0 [3J 0,0,0 [3J 1 8 
Distribution l 2,l,2,1,1,l [8J 0,4 [4J 2,1,0 [3J 2 3 
channels 
Westmalle / 0 2, 1, 1, 1,2, l [8J 0, 1 [ l J 1,0,0 [lJ 0 
Chimay 
Chimay / Ache! / 0 2,0,1,l,O,l [5J 0,0 [OJ l,0,0 [lJ 0 
Rochefort 
Westvleteren 0 3,0,l,l,O,l [6J 0,0 [OJ l,0,0 [lJ 0 

Luxury product l ,2,2,0,l,O [6J 0, 1 [OJ 1,0,0 [lJ 0 7 
and daily drink 

Image 0 2, 1, I ,2, l ,2 [9J 3, l [ 4 J 3,1,l [5J 1 7 
Quality 2 l, l, l ,2,3,2 [I OJ 3,1 [4J 2,0,0 [2J 1 6 
Authenticity 0 l ,0,2, 1,2, l [7J 0,0 [OJ 2,2, l [5J 0 5 
Exclusiveness 0 1,2, l, 1, l, 1 [7J 0,0 [OJ 2,1,2 [5J l 2 

Target market 0 l ,2,2, l ,2,2 [ l OJ 1,2 [3J l,1,1 [3J 1 5 
Older people I 1,2,2, 1,2,2 [IO] 1,2 [3] 0, 1, 1 [2] 1 5 
Advanced beer l l,2,4,l,2,l [l lJ l ,2 [3] 0,1,l [2J l 5 
drinkers 
All social classes 0 0,1,1,1,o,1 [41 0,1 [lJ l,1,0 [2] 0 3 

Priced high in the l,0,3,l,l,l [7] 1,3 [4J 2,3,1 [6J 6 
market 

Value related to 0 2,0,1,l,l,l [6J 0,0 [OJ 1,1,0 [2J 0 
the value of the 
life of the monks 

a) Note: IO stands for industry organisation. 
b) Note: TB stands for Trappist brewery, the sequence of the breweries is Ache!, Chimay, Orval, Rochefort, 
Westmalle, Westvleteren, between brackets the totals are given. 
c) Note: D stands for distributor, the sequence of the distributors is Brouwketel, Daems, between brackets the 
totals are given. 
d) Note: R stands for retailer, the sequence of the retailers is Delhaize, Mitra Philipsen, Mitra Dost, between 
brackets the totals are given. 
e) Note: CIR stands for cafe/restaurant. 
t) Note: C stands for consumer. 
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Appendix P: Frequency of culture/history component 

Sub-category Theme 10· TBb DC Rd c/R• er 

Communication I I, I, 1,2, I, I [7] 2,0 [2] 1,0,1 [2] 0 5 
Internet I 2,2,0,0, 1, I [6] 0,0 [0] 2,0,1 [3] 0 4 
Gift packages 0 1, 1,0,0,3,0 [5] 0,0 [0] 0,0,0 [0] 0 3 
Tourists 0 1,0,3,0,2, 1 [7] 0,0 [0] 0,0,0 [0] 0 1 
Folders 0 o,o,o, 1, 1,0 [2] 1, 1 [2] l ,0,0 [I] 0 I 
Label 0 2,0,0, l , l,0 [4] 0,1 [l] 1,0,0 [l] 0 7 
Distributors 0 0,1,l , l,2,l [6] 1,2 [3] 0,1,l [2] 0 0 
Writing press 0 0,0,l,l,l,0 [2] 0,0 [0] 0,0,0 [0] 0 3 

Religion 2 0,0,l,2,0,l [4] 1,2 [3] l,l , l [3] 2 

Independence I 1,3,1,l,l,2 [9] 0,0 [0] 1,2,2 [5] I 3 
Tradition 1 0,3,2,3,l,l [10] 0,0 [0] 0,1 ,0 [I] 0 I 
Identity 0 0,2,1,l,0,l [5] 0,0 [0] 0,0,0 [0] 0 0 
Financially 0 0,l,l,l,l,l [6] 0,0 [0] 0,0,0 [0] 0 0 
Marketing 0 0,l,1,1,2,l [6] 0,0 [0] 0,1,1 [2] 0 5 
Production quantity 1 1,2,3,2, 1,2 [11] 0, 1 [I] 0,2, 1 [3] I 3 
Chimay 1 1,2,2,2,2,2 [I I] 0,0 [0] 0,0,1 [I] I 2 
Rest I 1, I , 1,2,0,2 [7] 0,0 [0] 0,0, I [l] I 2 

Story behind 0 0, l ,0,2, I , I [5] 0,0 [0] 0,2,0 [2] 4 
Trappist beer 

Culture I I, I, 1, I, 1, I [ 6] 0,1 [l] 0,1 ,0 [I] 0 2 
History I l , l , l , l , l,l [6] 0,1 [l] 0,1,0 [I] 0 1 
Tradition 0 1, l ,0,2, 1,0 [5] 0, 1 [I] 0,1 ,0 [I] 0 I 
Authenticity 0 1,0,0,0,0,0 [l] 0,0 [0] 0,2,0 [2] 0 4 
Original recipe 0 1, I, 1,0,2,3 [8] 0,0 [0] 0,1,l [2] 0 5 
Abbey 0 l,l,1,1,l,0 [5] 0, 1 [I] 0,2,1 [3] 1 3 

Story behind 0 l ,0,0,0,0,0 [I] 1,0 [I] 0,2,0 [2] 3 
beer 

Consumers also drink 0 l,0,l,0,l,l [4] 0,0 [0] 0,1,0 [I] 4 
with their mind 

a) Note: IO stands for industry organisation. 
b) Note: TB stands for Trappist brewery, the sequence of the breweries is Ache!, Chimay, Orval, Rochefort, 
Westmalle, Westvleteren, between brackets the totals are given. 
c) Note: D stands for distributor, the sequence of the distributors is Brouwketel, Daems, between brackets the 
totals are given. 
d) Note: R stands for retailer, the sequence of the retailers is Delhaize, Mitra Philipsen, Mitra Dost, between 
brackets the totals are given. 
e) Note: CIR stands for cafe/restaurant. 
f) Note: C stands for consumer. 
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Appendix Q: Frequency of marketing/endorsements component 

Sub-category Theme 10• TBb DC Rd CIR" cr 

Public relationship 0 0,3,1,0,l,2 [7] 1,0 [l] 0,2, 1 [3] 2 
marketing 

Authenticity 1 1,1,l,l,0,l [5] 0,2 [2] 0,1,1 [2] 1 3 
Original recipe 0 0, 1,0,0, 1,0 [2] 1, 1 [2] 0,0,1 [l] 0 0 
Quality 0 1,1,0,1,1,1 [5] 3,1 [4] 0,0,0 [0] 0 4 
Tradition 0 0,2,1,1,1,1 [6] 0,2 [2] 0,0,1 [1] 0 2 

Soft advertising 0,1,2,o,o,1 [4] 0,1 [1] 0,1,1 [2] 0 

Brand awareness 0 2,0,l,1,l,0 [5] 3,1 [4] 0,1,1 [2] 0 4 
relatively high 

Religious 1, 1, 1, 1, 1,2 [7] 1,2 [3] 1,1,0 [2] 2 0 
restrictions 

No commercial 0 1,l,3,1,2,1 [9] 2,2 [4] 0,0,2 [2] 0 4 
image 
No pushing 0 0,3,2,1,l,2 [9] 1, 1 [2] 0,1,2 [3] 1 0 
Limited production 1 1, 1,2,2, 1, 1 [ 6] 0,2 [2] 0,2,1 [3] 1 3 
Advertising 0 0, 1,2,0,2, 1 [6] 0,0 [0] 1, 1,2 [4] 1 0 
restrictions 

Limited promotion 0 3,1,1,2,1,1 [9] 2,4 [6] 2,2,2 [6] 0 
Promotional 0 2, l, 1, 1,2, 1 [8] 3,3 [6] 2,1,0 [3] 3 
materials 
Advertising 0 1,3,0,0,2,0 [6] 1,2 [3] 0,0,0 [0] 0 0 
Free publicity 0 1,2,3, 1,2,0 [9] 0,0 [0] 1,1,0 [2] 0 0 
Sponsoring 0 0,2,0,o, 1,0 [3] 0,3 [3] 1,1,0 [2] 0 0 

Label 1 2,0,1,1,1,1 [6] 1, 1 [2] 4,1,1 [6] l 5 
Sober 1 2,0,1,l,0,0 [4] 0, 1 [ 1] 2,1,1 [4] 0 3 
Simple 1 l,0,1,l,l,0 [4] 1, 1 [2] 1,0,0 [1] 0 4 
Gothic letters 0 0,0,0,2,0,0 [2] 2, 1 [3] 1,2,0[3] 0 5 

Marketing 2 1,1,1,0,1,1 [5] 0,2 [2] 0,1,0 [1] 1 2 
Keep sales volume 0 2,2,1,0,1,o [6] 0,0 [0] 0,0,0 [0] 0 0 
Inform consumer 0 2,2,2, 1, 1,2 [9] 2,2 [4] 0,2,0 [2] 0 0 

Commercialisation 2 l,2,2,1,1,l [8] 2, 1 [3] 1,1,2 [4] 2 2 
W estmalle/Chimay 1 0,1,l,l,2,1 [6] 2,2 [4] 1,1,1 [3] l 2 
Orval 0 1, 1, 1, 1, 1,2 [7] 3,2 [5] 1,0,2 [3] 0 1 
Rochefort/ Ache I/ 1 1,1,1,2,0,2 [7] 1,3 [4] 1,1,1 [3] 1 1 
Westvleteren 

a) Note: IO stands for industry organisation. 
b) Note: TB stands for Trappist brewery, the sequence of the breweries is Achel, Chimay, Orval, Rochefort, 
Westmalle, Westvleteren, between brackets the totals are given. 
c) Note: D stands for distributor, the sequence of the distributors is Brouwketel, Daems, between brackets the 
totals are given. 
d) Note: R stands for retailer, the sequence of the retailers is Delhaize, Mitra Philipsen, Mitra Dost, between 
brackets the totals are given. 
e) Note: CIR stands for cafe/restaurant. 
t) Note: C stands for consumer. 
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Sub-category Quote Quote in Dutch Quote in English Source 
number 

Incorporation QI De invoeging van The incorporation of Westmalle 
of ontwikkelingen in onze developments in our strategy 
developments strategie gebeurt niet. Het is not done, we are doing 

enige waar ik aan kan really nothing. The only 
denken is dat in het thing I can think about is 
verleden de that in the past the gift 
geschenkverpakkingen packages had only one 
enkel een kleur hadden, colour, now there are more 
nu hebben ze meerdere colours, so these packages 
kleuren. Maar dit is het are refined. But that is the 
enige waar ik aan kan only thing I can think of. 
denken. En ik ga ervan uit And I assume that in the 
dat in de komende tien coming ten years there will 
jaar er kleine also be some small changes, 
veranderingen zullen zijn, but not many. 
maar niet veel. 

Q2 Helemaal niet, de bieren Not at all, the beers are Delhaize 
zijn altijd hetzelfde, en de always the same, and the 
smaal is altijd hetzelfde. taste is always the same. 
Oat wordt niet veranderd Developments will not 
door ontwikkelingen. change that. 

Q3 Als de trappistenrijen If the Trappist breweries Daems 
reageren op respond on developments in 
ontwikkelingen in de the market, which will not 
markt, wat niet snel zal happen very fast, they only 
gebeuren, dan doen ze dat react on these very slowly. 
heel langzaam. 
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Category Quote Quote in Dutch Quote in English Source 
number 

Developments QI Dus er is een So the consumption Westmalle 
in the Trappist verschuiving van moves from consumption 
beer market consumptie hier in de close to here to more 

buwt naar meer consumption far away. 
consumptie ver weg. 

Q2 De consumptie en The consumption and Westmalle 
productie veranderen niet production levels are not 
veel, er is eigenlijk maar changing much, only a 
een kleine groei. small growth can be 

indicated. 
Q3 De consument gaat dit The consumer will not Westmalle 

niet zien als hetzelfde see them as the same 
product, daarvoor is het product because of the 
prijsverschil te groot. price difference. 

Q4 De abdij bieren zijn The abbey beers are Westmalle 
vervallen qua prijs en dropped considering 
agressiviteit, ze zijn meer their price and their 
volume gaan verkopen aggressiveness, they are 
en minder sfeer. going to sell more 

volume and less 
atmosphere. 

Q5 Ja, natuurlijk vormen de Yes, of course the abbey Brouwketel 
abdij bieren een beers are a threat for the 
bedreiging voor de Trappist beers. 
Trappist bieren. 

Q6 Ik denk niet dat de I do not think that the Brouwketel 
consumenten het verschil consumers know the 
kennen tussen een abdij difference between an 
bier en een Trappist, hij abbey beer and a 
bestelt een Trappist en Trappist beer, he orders a 
krijgt een abdij bier, dat Trappist and gets an 
is het grote probleem. abbey beer, that is the 

main problem. 

Branding of Q7 Ik denk dat de sfeer goed I think the atmosphere is Westmalle 
Trappist beer begrepen is. well understood. 

Q8 Alles is volgens mij Everything is included, Brouwketel 
meegenomen, je hebt you missed nothing. 
niks gemist. 

Q9 Ik denk dat een I think that a Westmalle Westmalle 
Westmalle wordt is drunk by people above 
gedronken vanaf 35 jaar, 35, but above 45 is our 
maar vanaf 45 is onze main group. 
grootste groep. 
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Ql0 Oudere mensen drinken Older people generally Brouwketel 
algemeen gezien een drink a dark Trappist 
donkere Trappist of een beer or an Orval. And the 
Orval. En de jongeren, youth, they sometimes 
zij drinken soms een drink a triple. But the 
triple . Maar de gedachte idea that a Trappist beer 
dat een Trappist een is a dusty product, what 
stoffig product is, wat sometimes is heart, is not 
soms de algemene correct. We experience 
gedachte is, is niet that also the youth drink 
correct. Wij ervaren dat a Trappist beer, with 
ook de jeugd een youth is meant older than 
Trappist drinkt. Dan 25 years. 
moet je denken aan 
jongeren ouder dan 25 
jaar. 

Incorporation of QI 1 Het is waar dat we niet It is true that we are not Westmalle 
developments reageren op responding to 

ontwikkelingen in de developments in the 
markt. market. 

Ql 2 Wij proberen wet iets te We try to communicate Westmalle 
communiceren. something. 

Q13 Ja, inderdaad kunnen ze Yes, indeed, they can do Brouwketel 
meer met hun label doen more with their label 
[ . . . ] op de label staat [ ... ]on the label only 
alleen maar beperkte limited information is 
informatie, een paar available, sometimes a 
zinnetjes soms. few lines. 

Conclusion Ql4 Dus als de differentiatie So when the Brouwketel 
tussen de abdij en de differentiation between 
Trappist bieren minder the abbey and the 
duidelijk wordt dan zal Trappist beers has 
de verkoop van become less obvious than 
Westmalle dalen. Maar the sales of Westmalle 
deze zullen op een will drop. But they will 
bepaald niveau blijven keep a certain level 
vanwege de echte because of the real 
kenners die het drinken. experts who drink it. 

Ql5 Leffe is de grootste Leffe is the main Daems 
concurrent voor de competitor for the 
Trappist bieren. Trappist beers. 

Ql6 De bier kenner weet dat The beer expert knows Mitra-Dost 
een Trappist is gemaakt that a Trappist beer is 
door monniken, maar de made by the monks, but 
gewone consument kent the general consumer 
het verschil niet tussen does not know the 
een abdij en een difference between a 
Trappist. Trappist beer and an 

abbey beer. 

Michiel W. Vink, August 2004 157 




