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Abstract 

This report is the first part of the master thesis regarding the branding of Trappist 

beer. To analyse its branding strategy first an overview has been made of the world, 

European and Belgian beer market. Various performed literature reviews regarding 

the diverse markets resulted in the overview included in this report. 

The world beer market is concentrated, it shows a growing consumption level, mainly 

because of the growth in East Europe and Asia-Pacific. 

On European level the beer market is a mature one because of the slowly declining 

consumption and production volume and increasing level of competition. The 

structure of the market is also indicated as concentrated with only a few large players. 

Still there are opportunities for growth, especially in East Europe. 

The consumption in the Belgian beer market, which is well known for its special 

beers, is also decreasing. It also identifies an increase of the competition level and is 

concentrated because the two largest players control about 68 per cent of the market. 

In this market there are also growing segments such as the export segment. 

During the investigation of the various beer markets certain developments were 

identified. The main ones are the decline of the consumption of lager beer; an increase 

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

consumption at home; and a process of consolidation, internationalisation and product 

differentiation. 
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1 Introduction 

This report presents the preliminary research of the master thesis performed by 

Michiel Vink. The final part of the investigation will be described in the report 

'Branding of Trappist Beer' (Vink 2004). It explains the motivation of the subject and 

the research questions. Also the problem definition and the research methodology of 

the investigation will be described in that report, therefore these issues are not 

discussed here. 

The subject of the master thesis is the branding of Trappist beer. To analyse this 

branding strategy it is necessary to investigate the developments in the world, 

European and Belgian beer market and to analyse how these strategies meet the 

market developments. To structure the investigation three research questions have 

been formulated. 

1. What are the maJor developments m the world, European, Belgian and 

Trappist beer market? 

2. How are the Trappist breweries branding their beers? 

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? 

This report only answers a part of the first research question because it includes the 

investigation of the world, European and Belgian beer market. The final report (Vink 

2004) describes and analyses the Trappist market and identifies the developments of 

this market. Furthermore this report also answers the second and third research 

question. 

To answer the first research question a literature review is performed, the markets are 

investigated on a structured way. An overview of the particular market is given first, 

including the consumption and production volume, but also the export and import 
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segment. This part is followed by a description of the structure of, and the players in, 

the market. Also the different regions in the investigated market are indicated. From 

these descriptions and the literature review in the next phase certain developments of 

the market can be identified. The European and Belgian beer markets are also 

analysed by means of the PEST analysis in combination with the five forces of Porter, 

because these markets influence the Trappist market, the focus of the final part of this 

investigation. 

As already mentioned this report answers only a part of the first research question, so 

the question that will be answered in this report is the following one. 

• What are the major developments in the world, European, Belgian beer market? 

In order to answer this question, the report consists of five chapters, as has been 

outlined in Figure 1.1. In the second, third and fourth chapter, the world, European 

and Belgian beer market are described. The conclusions of the findings will be given 

in the last chapter. 
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2 The World Beer Market 

This chapter describes the world beer market. The objective is to obtain a better 

understanding of the world beer market in general. This is achieved by first focussing 

at the world consumption and production level of beer. Hereafter the structure of, and 

the different regions in, the world market will be described. The future of the world 

beer market is described in section 2.5, the final paragraph of this chapter summarises 

the conclusions. 

2.1 Global overview of the world beer market 

Beer is a very popular beverage. Table 2.1 shows the consumption volume of this 

beverage during the 1990s. During these years the world beer market grew at an 

annual rate of a little bit between more than one and almost four per cent. Because of 

this growth the beer consumption reached in 2000 a total of 1.4 billion hecto litres (hl) 

(Everatt 2000). Regarding the production of beer also a growth is indicated (see Table 

2.2) (Koster 2003; Koster and Van Lamoen 2002). 

Table 2.1. World consumption of beer in million hi, from 1993 to 2000 

1993 1994 1995 1996 1997 1998 1999 2000 

Total volume m 1,152 1,196 1,226 1,240 1,273 1,306 1,331 1,359 

million hi 

Growth rate in % 3.8 2.5 1.1 2.7 2.6 1.9 2.1 

Source: Everatt, D. (2000), "South African breweries international: Devising a China market strategy", Richard 
Ivey School of Business, No. 9B00A024, 26 September, The University of Western Ontario, London, Western 
Ontario, Canada, p. 15. 

Michie! W. Vink, August 2004 4 



Chapter 2: The World Beer Market 

Table 2.2. World production of beer in million hi, from 1993 to 2000 

1993 

Total volume m NI A 

million hi 

Growth rate in % 

1994 

NIA 

1995 1996 

NIA NIA 

1997 1998 1999 

1,295 1,301 1,365 

0.5 4.9 

TU/e 

2000 

1,391 

1.9 

Source : Everatt, D. (2000), "South African breweries international: Devising a China market strategy", Richard 
Ivey School of Business, No. 9B00A024, 26 September, The University of Western Ontario, London, Western 
Ontario, Canada, p. 15; Koster, P. (2003), Beer Industry 2001/2002, May, Friesland Bank Securities, Amsterdam, 
the Netherlands, p 8. 

2.2 Structure of the world beer market 

We now focus more on the companies that are active in this market. In Table 2.3 the 

five biggest beer producing companies in the world are shown. In this report the 

merge between Interbrew and AmBev was not included because it became public 

during the last phase of this investigation. 

Table 2.3. Top five beer producing brewers in the world in 2002 

Company Country of headquarters Production volume in million hi in 2002 

Anheuser-Busch USA 152 

SABMiller England 151 

Heineken Netherlands 109 

lnterbrew Belgium 102 

AmBev Brazil 66 

World beer production 1,451 

Source: AmBev (2003), AmBev Reports Second Quarter 2003 Results, Sao Paulo, Brazil, p. I ; Anheuser Busch 
(2002), Annual Report 2002: True , St. Louis, Louisiana, USA, p. I ; Heineken (2002), Jaarverslag 2002, Boom 
Planeta, Amsterdam, the Netherlands, p. I; lnterbrew (2002), Annual Report 2002: The World 's Local Brewer, 
Edison, Leuven, Belgium, p. 2; SAB Miller (2003), Annual Report 2003: The Difference is Clear, London, the 
UK, p. 6; Wesley, D. (2003), "Note on the global beer industry", Richard Ivey School of Business, No. 9B03M0l2, 
29 April, The University of Western Ontario, London, Western Ontario, Canada, p. 2. 
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The largest brewer in the world is the American company Anheuser-Busch with a 

production volume of 152 million hl in 2002 and a market share of 10.5 per cent of 

the total world beer market. Although this company is the biggest in the world, and it 

is active in more than 80 countries, its home market, the USA, is still the main market. 

From its sales 81 per cent is sold in this country (Anheuser Busch 2002), which makes 

this company highly dependent on the demographic situation in this particular market 

(Koster and Van Lamoen 2002). This company owns the two largest beer brands in 

the world, Budweiser and Bud, as can be seen in Table 2.4 (Koster 2002). 

Table 2.4. Global beer consumption by brand in million hi in 2001 

Brand Company Consumption in million hi in 2001 

Budweiser Anheuser-Busch 50.7 

Bud Anheuser-Busch 43 .1 

Skol AmBev 27.3 

Corona Modelo 25 .5 

Asahi Super Dry Asahi 22.8 

Heineken Heineken 22.4 

Coors Light Coors 21.3 

Brahma Chopp AmBev 19.9 

Miller LITE SABMiller 19.4 

Busch Anheuser-Busch 17.1 

Source: Koster, P. (2002), Beer: It 's All about Brands, September, Friesland Bank Securities, Amsterdam, the 
Netherlands, p. 11. 

Second largest brewer in the world is the company SABMiller, which originates from 

the merge between the South African Breweries (SAB) and Miller in July 2002. This 

company is active in more than 40 countries across four continents (SABMiller 2003) 

and it has a monopoly position in South Africa with a market share of 99 per cent 

(Wesley 2003). 

Michie( W. Vink, August 2004 6 



Chapter 2: The World Beer Market 
TU/e 

The Dutch brewer Heineken is the third largest beer brewer in the world and is a very 

global player because it sells its product in more than 170 countries (Koster 2002) and 

it owns the most sold brand beer outside of its home market (see Table 2.5). This 

company's strategy is aimed at increasing its market share by acquiring local 

distribution networks. After buying some local breweries in a specific country, the 

operations are integrated into one unit in order to realise economics of scale. On this 

way Heineken is not only able to increase its market share, but it also allows the 

company to sell its own higher positioned branded beers via the acquired local 

distribution networks (Koster and Van Lamoen 2002). 

Table 2.5. Largest beer brands by volume sold outside of home market in 2001 

Brand Company Consumption in million hi in 2001 

Heineken Heineken 18.6 

Corona Modelo 8.9 

Amstel Heineken 8.9 

Carlsberg Carlsberg 8.8 

Budweiser Anheuser-Busch 8.4 

Guinness Stout Guinness 8.2 

Foster' s Fosters 7.5 

Stella Artois Interbrew 7.5 

Source : Koster, P. (2002), Beer: It 's All about Brands, September, Friesland Bank Securities, Amsterdam, the 
Netherlands, p. 11 . 

Just outside the top three is the Belgian company Interbrew. This company is mainly 

present in countries in Europe and North America, but also in Korea (Koster and Van 

Lamoen 2002). The fifth place in the world is for the Brazilian AmBev. This brewer 

was formed in 2000 when the Brazilian government ordered a merger between 

Brahma and Antarctica in order to create a player that could compete in the global 

beer market (Koster 2002). Till now this company does not compete on the global 

beer market and exports only one per cent of its beer mainly to neighbouring 

countries. Their main beer brand is Skol, which is the third largest beer brand in the 

world (see Table 2.4) (Koster and Van Lamoen 2002). 
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Looking at the five biggest brewery companies in the world it can be conclude that 

these breweries control a large part of the global beer market. But still the total beer 

market is, compared to other markets, fairly fragmented since these top five brewers 

only control about forty per cent of the global market. Compared to other markets, 

this is a relatively low figure. In the soft drinks industry this percentage is 78, in the 

tobacco industry 60, and 44 in spirits (Goerzen 2000). The reason for this difference is 

that many countries have numerous brewers with strong local and regional positions. 

Good examples are China and Germany, where in Germany the top three brewers 

only control a quarter of the market. This means that there may be opportunities for 

consolidation in the beer market, and it is expected that this process, which has 

already started, will continue. Examples of this consolidation process are the 

acquisition of Quinsa by Heineken and Beck's by Interbrew, both in 2002 (Koster 

2003). So there is a big chance that this market will end up with just two or three 

major players (Koster and Lamoen 2002). 

Concerning the process of consolidation, there are several factors that mitigate the 

trend toward rapid concentration of the brewing industry. First the fact that the ratio of 

fixed versus variable costs of beer production is relatively high. This means that there 

is a limited cost saving potential that can be achieved bringing more operations under 

a common administration. Real cost saving can be generated by purchasing and then 

rationalising operations through shifting production to more efficient (usually more 

modem) facilities which would need large capital requirements (Goerzen 2000). 

Related to this is the process of industry rationalisation. In this process the production 

is organised in the best way with the goal to improve the performance and decrease 

time and money. The drive behind this process is the need to achieve economics of 

scale in production, advertising and distribution because the best profit margins are 

attained by those who have a commanding position (Koster and Van Lamoen 2002). 

If a company is a major player it can achieve a high level of economics of scale and 

so improve its profit margin (Goerzen 2000). 
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To achieve a higher level of economics of scale, global players have to focus on new 

markets to improve their production quantity. This approach became a trend; global 

brewers are more and more focusing on emerging markets like East Europe, South 

America and Asia-Pacific. Besides the reason of improving their economics of scale, 

the declining consumption in the mature markets also stimulated this trend (Koster 

and Van Lamoen 2002). In the emerging countries the level of consumption is still 

low but strongly rising. Another reason why global brewers are more focusing on 

emerging markets is to limit the risk of incremental beer sales. Since beer sales are 

very dependable on weather conditions, by going global, brewers limit this risk 

(Goerzen 2000). 

So the large companies are trying to get bigger by focusing on new markets. These 

companies try to improve their economics of scale and keep their margins at desired 

levels. Also in order to keep margins at desired levels, large brewers are trying to 

scale up their market share (by taking over smaller competitors) and are improving 

their production network. They do this because keeping their margins at desired levels 

is, together with entering the premium segment, the best way to increase profitability 

(Koster and Van Lamoen 2002). 

2.3 Regional overview of the world beer market 

This part pays attention to the different regions in the world beer market. Table 2.6 

shows the beer consumption in the various world regions. European consumers 

consume almost one third of the total world production. People in North and South 

America together consume little bit more than one fourth of the total beer production 

(Everatt 2000). 
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Table 2.6. Consumption of beer by continent in million hi, from 1992 to 1998 

Region 1992 1994 1996 1998 Annual growth rate 
in% from 1992 to 1998 

Africa 56 52 56 60 + 1.2 

Americas 407 422 444 458 + 1.9 

Asia-Pacific 243 293 318 355 + 5.3 

Europe 439 425 417 429 - 0.4 

Middle East / Central Asia 4 4 4 5 +2.2 

World 1,148 1,196 1,240 1,306 + 2.0 

Source : Everatt, D. (2000), "South African breweries international: Devising a China market strategy", Richard 
Ivey School of Business, No. 9B00A024, 26 September, The University of Western Ontario, London, Western 
Ontario, Canada, p. 15. 

A closer look at the annual growth rate of the beer consumption between 1992 and 

1998 shows that there are great differences between the continents. In Europe the 

overall consumption of beer is declining while the Asia-Pacific region is growing at 

an annual rate of 5.3 per cent. It is expected that the consumption in this region will 

continue to grow but not so strong as in recent years, so it is anticipated that the 

annual growth rate will fall to 4.5 per cent (Koster and Van Lamoen 2002). Other 

regions that will grow in consumption volume are Latin America, Africa and Central 

and East Europe. Regions that will grow slowly or even will fall are Oceanic, North 

America and West Europe, where mainly mature markets can be found (Duvel 

Moortgat 2002). 

There are great regional differences on world level with regards to both market size 

and growth. Because of these large regional differences it is possible to split the world 

beer market into growth and mature markets. 

The mature markets are characterised by a stable or slowly declining annual beer 

consumption per person (Koster and Van Lamoen 2002). These markets can be found 

in North America, West Europe and Australia. At this moment the markets of West 

Europe and North America are featuring slowly declining consumption volumes. In 

1991 West Europeans drank 82.7 litres of beer per head which has fallen to 77.6 litres 

in 2000 (Koster 2003). 
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Besides the mature markets, there are also growth markets. These markets are 

characterised by an increase of consumption. Growing markets are Latin America and 

Asia, but also Central and East Europe (Goerzen 2000). In these markets the most 

exciting growth rates are in Asia, with China as the region's largest market 

(Cooreman 2003). 

2.4 Country overview of the world beer market 

This part now concentrates more on the major beer industry countries. The USA is the 

biggest beer producer in the world with a production of 233 million hi (see Table 2.7). 

Second place is for China, with Germany on a third place. The striking feature of the 

top three beer markets is that these all are very domestically focused beer markets 

with relatively low export levels (Koster 2003). Obviously size matters, as all three 

countries have large populations and brewers therefore can afford to focus mainly on 

their domestic market. Beside Germany other large European beer producing 

countries are the UK, Spain, the Netherlands, France and the Czech Republic. 

Belgium closely follows after these countries (Cooreman 2003). 

Table 2.7 shows that the USA is the most important country concemmg the 

consumption of beer. This explains that it is possible that Anheuser-Busch is the 

largest brewery company in the world just being the absolute market leader in the 

USA without taking part in the global beer market. With a consumption of 225 

million hl China is second, but this country is expected to become the most 

consuming beer country by 2005. Germany is the first European country at the third 

place (Wesley 2003). 

The Czech Republic has the largest consumption of beer per capita (155.5 litre of beer 

in 2001 ). The people of this country are mainly drinking their own beers because the 

import volume is very low in this country (see Table 2.8). Czech Republic is closely 

followed by Ireland and Germany considering the consumption of beer per capita. In 

Belgium people drink 98 litre per capita, which positions Belgium at a seventh place 

in the world. The Netherlands is tenth with 82 litre per capita (Cooreman 2003). 
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Table 2.7. Consumption and production of beer in 2001 

Country Production Consumption Consumption per capita 
in 1,000 hi in 1,000 hi in litres (I) 

Australia 16,968 17,311 86 

Austria 8,588 8,625 107 

Belgium 14,966 9,986 98 

Brazil 84,500 82,200 50 

China 224,682 199,060 18 

Czech Republic 17,734 16,663 156 

Denmark 7,233 5,748 98 

Finland 4,085 4,160 80 

France 19,866 22,663 38 

Germany 108,500 107,304 123 

Greece 4,454 4,181 39 

Hungary 7,009 7,122 76 

Ireland 8,712 5,625 125 

Italy 12,137 15,50 I 27 

Japan 72,244 71,587 56 

South Korea 14,907 13,845 31 

Luxembourg 397 445 101 

Mexico 62,307 47,241 51 

Netherlands 25,231 12,922 82 

New Zealand 3,070 3,243 80 

Norway 2,226 2,297 51 

Poland 22,879 22,600 66 

Portugal 6,554 6,276 61 

Russia 28,000 39,695 45 

South Africa 25,800 25,400 53 

Spain 27,702 30,850 69 

Sweden 4,449 4,932 55 

Switzerland 3,552 4,141 57 

Taiwan 4,234 5,624 26 

UK 56,802 58,234 97 

USA 233 ,000 225,015 82 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 9; Wesley, D. (2003), "Note on the global beer industry", Richard Ivey School of Business, No. 
9803M0l2, 29 April, The University of Western Ontario, London, Western Ontario, Canada, p. 5 and 16. 
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Table 2.8. Import and export of beer in 2001 

Country Export in Import in Export in % of Import in % of 
1,000 hi 1,000 hi production production 

Australia 475 373 2.8 2.2 

Austria 414 456 2.8 5.3 

Belgium 5,857 877 39.l 5.9 

Brazil 1,267 845 1.5 1.0 

China 898 449 0.4 0.2 

Czech Republic 1,911 170 10.8 1.0 

Denmark 2,466 90 34. l 1.2 

Finland 275 78 6.7 1.9 

France 2,342 4,807 12.3 26.7 

Germany 10,797 3,384 9.0 3.1 

Greece 440 163 9.9 3.8 

Hungary 98 211 1.4 3.0 

Ireland 2,442 645 40.4 7.4 

Italy 446 3,841 3.5 31.7 

Japan 506 866 0.7 1.2 

South Korea 552 104 3.7 0.7 

Luxembourg 117 167 29.5 42.l 

Mexico 11 ,838 623 19.0 1.0 

Netherlands 13 ,095 785 51.9 3.4 

New Zealand 95 200 3.1 6.5 

Norway 17 91 0.8 4.1 

Poland NIA NIA NIA NIA 

Portugal 775 310 11.8 4.7 

Russia 1,800 1,800 6.4 6.4 

South Africa 409 77 3.7 0.3 

Spain 626 4,007 2.3 14.5 

Sweden 34 573 0.8 12.9 

Switzerland 22 611 0.6 17.2 

Taiwan 47 948 1.1 22.4 

UK 3,194 4,995 5.6 8.8 

USA 2,563 25,630 1.1 11.0 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 9; Wesley, D. (2003), "Note on the global beer industry", Richard Ivey School of Business, No. 
9B03M0l2, 29 April , The University of Western Ontario, London, Western Ontario, Canada, p. 5 and 16. 
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2.4.1 Import and export of beer in the world beer market 

In 2001 the Netherlands was the number one exporting country regarding the export 

in proportion to the country production quantity (see Table 2.8). More than half of the 

production in this country was exported. Second most exporting country in 2001 was 

Ireland. Belgium is shortly after these two, with Denmark and Luxembourg on a 

fourth and fifth place. These last two countries export about one-third of their 

production to other countries (Cooreman 2003). 

In Table 2.8 the absolute export numbers of the main exporting countries can be seen. 

Also concerning this figure the Netherlands is the leading country in the world (Perro 

2003). Second is Mexico that has with its brand Corona a main export product. Large 

beer industry countries like Germany, Ireland, the UK and Belgium are also main 

exporting countries (Cooreman 2003). 

Now is focused on the maJor importing beer countries. From Table 2.8 can be 

concluded that Luxembourg is, with an import figure of 42 per cent in proportion to 

its production volume, the largest importing country in the world (Perro 2003 ). A 

remark must be made from this point because Luxembourg is not a big producing 

country, so the import percentage in proportion to its production gives only a small 

import quantity. The main reason why this country has to import relatively so much 

beer is because it does not produce enough to reach its high consumption level. 

Looking at the absolute import quantities, the USA is by far the largest importing 

country of the world followed by a group of European countries like France, the UK, 

Italy and Germany (Cooreman 2003). 

2.4.2 Main beer industry countries in the world beer market 

In this section the most important countries concemmg the consumption and 

production of beer will be described briefly. Only countries outside Europe will be 

given attention because major beer countries inside Europe will be discussed in the 

next chapter. 
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The USA 

Beside the fact that the USA is the largest producing and consuming country in the 

world, it is also home of the largest brewer of the world; Anheuser-Busch (Wesley 

2003). With its brand Budweiser the company has a strong position resulting in a 

market share of more than 48 per cent in the USA. Two other breweries, SAB Miller 

and Coors, divide up the rest of this market with market shares of 20 and 11 per cent 

(Koster and Van Lamoen 2002). These three major players have at this moment a 

combined total market share of almost 80 per cent. (Weinstein 1999). 

The beer market of the USA is not growing anymore, and competition is fierce. 

Competition comes from flavoured alcoholic beverages (FAB's) (Ingham 2002). At 

the same time, there are some changes in the consumption of beer. People in the USA 

consume more special beers, this segment increased by 7 per cent in 2002 (Wesley 

2003). Related to this is the increase of the popularity of light and imported beers. 

With light beers the ones are meant that are low in calories but not low in alcohol. 

These beers are unique in the USA and have a market share of 43 per cent of the total 

consumption (Faulkner and Wybom 2003). The segment of imported beers grew by 

more than 10 per cent annually in the last two years (Koster and Van Lamoen 2002). 

This resulted for today in a market share of 10 per cent of the total consumption in the 

USA. The most imported beers come from neighbouring countries like Canada and 

Mexico (Heineken 2002; Weinstein 1999). 

China 

This large beer market is at this moment, after the USA, the largest beer consuming 

and producing country in the world. But it is expected that China will become the 

world largest beer market by volume in 2005 (Everatt 2000; Wesley 2003). 

Traditionally this market is very fragmented and regional. The reasons for this are the 

cultural diversity in China, the low mobility and the huge distance between urban 

centres combined with an inefficient transportation infrastructure. Across the regional 

markets there is considerable diversity in terms of the level per capita of consumption 

of beer (Everatt 2000). Despite a relatively colder climate, consumption is higher in 

the northeastern provinces like Shenyang (42 litres per capita) and Dalian (35 litres 

per capita). During the 1990s this fragmented beer industry was undergoing rapid 
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consolidation, the number of breweries dropped from 850 in 1996 to 325 in 1999 and 

it is expected that this number will drop even more (Wesley 2003). 

Although the consumption per capita is still low in this country, at 16 litres a year, the 

fact that China is by far the most populous country in the world means that even a 

small increase in the per capita consumption will have an enormous effect on the total 

volume of beer. This and the growth (by volume and popularity) of the beer market 

are strong reasons why China is attracted by most of the world's major brewers 

(Wesley 2003). Almost without exception the approach of international brewers in 

China has been to launch their global brand into the highly competitive premium beer 

market. This segment only represents some five per cent by volume of the country's 

total beer sales, and was concentrated in its urban centres (Everatt 2000). Although 

Chinese beer drinkers are slowly demanding higher quality beers the trend from the 

consumption of the low-end towards the consumption of medium segment beers is 

stronger. Moreover, the high regulations and the disappointing demand for import 

beers are reasons why Anheuser-Busch, Heineken and Carlsberg suffered heavy 

losses in this market. Companies that did a better job in this market are the Japanese 

brewer Kirin and the South-African brewer SAB, which entered the market through 

joint-venture partnerships. This approach to enter the Chinese market was successful 

because of the importance of the use of personal relationships built upon trust and 

mutual commitment, which can be accomplished using joint-venture partnerships 

(Beverland 2002). 

Brazil 

Brazil is the fourth largest beer consuming and producing country in the world. 

Together with Argentina and Mexico this country dominates the total South American 

beer market with more than 90 per cent of the total consumption in this region (Koster 

and Van Lamoen 2002; Wesley 2003). 

The Brazilian beer industry is dominated by one large brewer: the American Beverage 

company (AmBev). This company is the third largest brewer in the world and was 

formed in 2000 by the Brazilian government. At this moment it has a market share of 

75 per cent in its domestic market (Koster and Van Lamoen 2002; Wesley 2003). 

The market in which this company is active is an unusual one because soft drink 

producers (Coca-Cola and Pepsi) have interests in the beer industry. This is unusual 
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because for Coca-Cola this is the only investment in the alcoholic beverage industry 

(Koster and Van Lamoen 2002; Wesley 2003). 

The per capita consumption in this country is 50 litres, but the spread in the 

consumption is very large. This spread is difficult to explain because of, for instance 

in the city of Rio de Janeiro, neighbourhoods with similar demographics have 

consumption rates that vary from 35 litres per person to 100 litres per person. Another 

unusual aspect of this market is the percentage of beer consumed in bars and 

restaurants, which is 70 per cent. Compared to other markets this is a really high 

number. All these aspects make this beer industry difficult, unusual and complex 

compared to other beer industries (Wesley 2003). 

Japan 

Japan is one of the leading beer consuming countries in the world. In both the list of 

largest consuming and producing countries Japan takes the fifth place. Two 

companies, Kirin Breweries and Asahi Breweries, which split the market with a 37.5 

per cent market share each, dominate the market. Their beers are sold at higher prices, 

while imported beer tend towards the lower end of the price spectrum. The Japanese 

consumers increasingly favour imported beers because these beers are cheaper and 

because of the trend of looking for more variation which will be discussed in the next 

paragraph. The market share of this segment is increased. In 1994 the imported beers 

controlled four per cent of the total Japanese beer market; in 1998, this percentage 

increased to 25 per cent. Most of the imported beers are from the USA ( over 60 per 

cent), the Netherlands and Mexico (Wesley 2003). 

Mexico 

Mexico has a large beer market. On a world level Mexico is the sixth largest beer 

producing country and the seventh largest consuming country (Wesley 2003). Two 

large brewers dominate the market; Femsa is Mexican's largest brewer company 

closely followed by Modelo, which owns the well-known brand Corona. In this 

market approximately 66 per cent of the beer is purchased for the take home market. 

Compared to other markets this is a really high number. The segment of imported 

beers is in this country small and counts for one per cent of the total beer sales. Most 

of these imported beers (95 per cent) are from the USA (Conklin 1997). 
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Mexico has a very young population (more than 45 per cent are under the age of 18), 

meaning that the population of major beer consumers, between 18 and 35, will 

increase heavily (Wesley 2003). This will have a major impact on the future of the 

beer market which can grow strongly the coming years. But this process will feel 

competition from soft drinks because Mexico has actually one of the highest per 

capita consumption rates of soft drinks in the world (Conklin 1997). 

In the description of large beer industries in the world some characteristics are 

identified more often than other ones. Most of the large beer industry countries are 

dominated by one or only a few players. Because of the small number of players in 

these market the competition level within these beer industries is not high (Hill and 

Jones 2001 ). But from outside there is competition from, for example, soft drinks, 

wine and F AB' s. The third characteristic that is identified is the increase of the import 

segment in some large beer industry countries, motivated by the increase in variation 

and quality which is important for the consumers (Cooreman 2003). 

2.5 Future of the world beer market 

In this paragraph developments in the world beer market will be identified. First of 

all, as already mentioned in paragraph 2.3, the markets of Latin America, Central 

Europe and East Europe are expected to continue to grow. Regarding the countries, 

China will continue to grow and will become the largest beer producing country in the 

world in a couple of years (Cooreman 2003; Everatt 2000; Wesley 2003). The mature 

markets, such as North America and West Europe, have to deal with a strong 

developing wine culture, which is an important competitor of beer (Cooreman 2003; 

Heineken 2002). 

Besides these trends, the global beer market is changing rapidly due to the growing 

sophistication and aspiration of the beer drinkers in every market. There are a few 

trends that will persist. First of all, the internationalisation process will continue 

(Heineken 2002). Another trend is the scale enlargement, because this allows cost 

efficiencies in production, marketing and distribution, it generates profit and provides 

a platform for developments into new markets. As already mentioned also the process 
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of consolidation will continue, with large breweries that will take over smaller ones 

(Koster 2003). 

The trend of the increase of the consumption of international, special and premium 

beer will continue. Reasons for this are the consumers who are willing more quality 

and variation in their life (Cooreman 2003). People demand quality rather than 

quantity, which is called premiumisation (Minter 2002b). 

2.6 Conclusions 

In this chapter the world beer market has been described. This market is growing, the 

consumption of beer is increasing (Everatt 2000). A closer look indicates that the 

market can be divided between mature markets, such as West Europe and North 

America, and growth markets, such as East Europe and Asia-Pacific (Koster and Van 

Lamoen 2002). The consumption level of the last region is growing strongly. 

The structure of the world market can be indicated as concentrated because the top 

five breweries control one third of the market. It is expected that, by a process of 

consolidation, this percentage will increase because the global beer market is fairly 

fragmented (Goerzen 2000). 

Other developments that can be identified in this market are the growing popularity of 

special, premium and international beers (Heineken 2002) and the internationalisation 

process (Foote 2000; Koster 2003). 
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3 The European Beer Market 

The aim of this chapter is to give an overview of the European beer market. About 

one-fourth of the total world beer production was consumed in this market in 1998 

(Everatt 2000). The first paragraph will look at the consumption and production 

figures of beer in Europe in the last couple of years. With a closer look at the structure 

we will give a more detailed analysis of the market. In paragraph 3.3 the different 

regions inside the European beer market are discussed followed by a description of 

the larger beer industry countries of Europe. The recent developments and trends are 

depicted in the fifth paragraph. Next Porter's five forces and the PEST analysis are 

used to describe the market. In the last section the conclusions of this chapter will be 

described. 

3.1 Global overview of the European beer market 

The European market is a mature market with a slowly declining beer consumption 

and production. During the 1980s the production of beer in Europe grew from 270 

million hl to 318 million hl (Perro 2003). In the 1990s the market reached its maturity 

with an average production of around 315 millions hl a year (see Table 3.1). This 

table shows that the production level of beer in Europe remained the same during the 

last years. Between 1990 and 1995 a small increase can be identified, but because of a 

slow decrease during the last couple of years the production level of 1990 and 2001 is 

about the same (Koster and Van Lamoen 2002). 

Table 3.1. European production of beer in million hi, from 1990 to 2001 

1990 1995 1996 1997 1998 1999 2000 2001 

Total volume 318 323 320 322 315 320 315 316 

in million hi 

Growth rate 1.9 -1.3 0.6 -2.0 1.5 -1.5 0.2 

in% 

Source: Perro, P. (2003), "Statistics 2001 ", The Brewers of Europe, Brussels, Belgium, p. 3. 
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Since the 1980s, the consumption of beer grew, but after 1990 the growth stopped. 

The market became mature, with only small changes in the last years. Between 1990 

and 1995 the market growth was only very small and after these years (between 1995 

and 2000) a small decline in the consumption of beer can be indicated (Perro 2003). 

Table 3.2. European consumption of beer in million hi, from 1990 to 2001 

1990 

Total volume in 299 

million hi 

Growth rate 

in% 

1995 1996 

306 301 

2.3 -1.5 

1997 1998 1999 

302 298 300 

0.3 -1.5 0.8 

Source: Perro, P. (2003), "Statistics 2001 ", The Brewers of Europe, Brussels, Belgium, p. 5. 

2000 2001 

296 296 

-1.4 0.1 

Also the consumption of beer per capita is going down. The reason for this is not only 

the ageing of the European population (most beer is drunk by 25-35 year olds) but is 

also caused by the strong competition from other beverages such as soft drinks, water, 

wine and recently flavoured alcoholic beverages (FAB's). In Europe soft drinks are 

still the most favourite beverage (with 213 litres of soft drinks a person a year) and 

this number is increasing. Also the consumption of wine is growing, especially in 

North Europe, what will be described later in this chapter (Koster and Van Lamoen 

2002). 

It is interesting to know where people drink beer because this effects the amount of 

consumption. Do they drink beer at home or in a cafe? The percentage of the total 

beer sales consumed in private homes increased in Europe during the 1980s and the 

beginning of the 1990s. But around 2000 this increase slowed down (Perro 2003). At 

this moment a little bit less than half of the beer sales are consumed in private homes 

in Europe and it is expected that the slow increase of this percentage will continue the 

coming years (see Table 3.3) (Cooreman 2003). 
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Table 3.3. Share of total beer sales consumed in private homes in Europe, from 

1980 to 2001 

1980 1995 1996 1997 1998 1999 2000 2001 

Share in% 36.6 45.1 45.5 48.2 48.5 48.6 48.9 48.6 

Source: Perro, P. (2003), "Statistics 200 I", The Brewers of Europe, Brussels, Belgium, p. 7. 

3.2 Structure of the European beer market 

The European market is approaching its saturation. Because this market is not 

growing anymore there is a continuing process of internationalisation and increasing 

competition. Therefore the players are looking for new opportunities. Concentrating 

on the structure, there are at this moment a few large breweries competing in the 

European market. These breweries control the global beer market as could be seen in 

the previous chapter (Vrontis 1998). 

Among the top ten brewers in the world, five are from Europe: SABMiller, Heineken, 

Interbrew, Scottish & Newcastle (S&N) and Carlsberg. All of these breweries have a 

market leading position in their home market. To illustrate the structure of the 

European beer market, Table 3.4 gives the eight largest European beer industries with 

their market leader and market share (Wesley 2003). 

The largest European brewer is SAB Miller, which was created after the merge of 

South African Breweries and Miller Brewing. This brewery, the second largest of the 

world, is mainly active in Africa and North America. In Europe it is the market leader 

in the Czech Republic with a market share of 44 per cent (SAB Miller 2003) (see 

Table 3.4). 

Table 3.4 shows that Heineken has also large market shares outside its home market. 

It is the market leader in the Netherlands with 50 per cent, but on the European 

continent Spain is its biggest market, as can be concluded from Table 2.7. In this 

market Heineken controls 38 per cent (Heineken 2002). Besides being market leader 
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in Italy, the Netherlands and Spain, this brewery also has a market share of 37 per 

cent in France and small market shares in the large beer markets of the UK and 

Germany. From Table 3.5 can be concluded that Heineken owns the two largest beer 

brands in Europe, Amstel and Heineken, both have very strong positions on this 

continent (Koster 2002). 

Table 3.4. Market share of the market leaders in the largest European beer 

industries in 2001 

Country Market leader Market share in this country in % 

Belgium Interbrew 56 

Czech Republic SABMiller 44 

France S&N 41 

Germany Holsten 9 

Italy Heineken 35 

Netherlands Heineken 50 

Spain Heineken 38 

UK S&N 28 

Source: Koster, P. (2003), Beer Industry 2001/2002, May, Friesland Bank Securities, Amsterdam, the Netherlands, 
pp. 9-22. 

Interbrew is the market leader in Belgium with a market share of more than half of the 

total market (Koster and Van Lamoen 2002). This company is also a big player in the 

markets of the Netherlands, France and the UK. Beside these markets Interbrew owns 

large market shares in East Europe (Croatia, Hungary, Montenegro). Its main brand is 

Stella Artois that is the fifth largest beer brand in Europe (lnterbrew 2002). 

The British company Scottish & Newcastle is market leader in both the UK and 

France (Koster and Van Lamoen 2002). This company is also active in South Europe 

(Portugal). In East Europe Scottish & Newcastle is doing well because of its growing 

market shares in the Baltic countries and Russia (Scottish & Newcastle 2003). 

Michie! W. Vink, August 2004 23 



Chapter 3: The European Beer Market 
TU/e 

Table 3.5. The largest beer brands in Europe in 2000 and 2001 

Brand Company Consumption in 2000 Consumption in 2001 
in million hi in million hi 

Heineken Heineken 12.5 12.7 

Amstel Heineken 8.9 8.8 

Baltika S&N / Carlsberg 8.0 8.1 

Kronenbourg S&N 7.9 8.1 

Stella Artois Interbrew 6.7 7.4 

Carlsberg Carlsberg 6.9 7.3 

Carling Coors 6.5 7.0 

Tuborg Carlsberg 5.8 6.1 

Foster' s S&N 5.9 6.0 

Efes-Pilsner EFES 5.6 5.6 

Source: Koster, P. (2002), Beer: It 's All about Brands, September, Friesland Bank Securities, Amsterdam, the 
Netherlands, p. 12. 

One large European brewer not mentioned in Table 3.4 is the Danish brewer 

Carlsberg, the tenth largest brewer in the world, which is dominating the 

Scandinavian beer market with large market shares in Denmark and Norway (Koster 

and Van Lamoen 2002). In these markets its main brand Carlsberg has a very large 

market share (Table 3.5) (Koster 2003). Beside that, this company is also active in the 

Mediterranean countries where it faces competition from the Dutch brewer Heineken. 

Carlsberg is also trying to increase its market share in the emerging market of Poland 

(Carlsberg Breweries A/S 2002). 

Other non-European large brewers such as Anheuser-Busch are trying to capture 

market share, mostly in the growing markets in East Europe, but this is still on a 

marginal level (Anheuser Busch 2002; Carlsberg Breweries A/S 2002; Koster and 

Van Lamoen 2002). 

It can be concluded that large breweries control the major part of the European market 

and that the structure of the world and the European beer industry are comparable. 

Most of the big players active in the European market are of European origin, but with 

the developments in East Europe also non-European brewers, such as Anheuser-
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Busch, are entering this market (Koster 2003). In most countries large brewers 

dominate the market but there are exceptions such as the two largest beer consuming 

countries in Europe, Germany and the UK. The structure in these two countries is still 

fragmented, and the largest player in Germany not even controls 10 per cent of the 

market. The domination by large brewers in a country does not mean that there is no 

room for little brewers on a country or regional level, which can be seen in Belgium 

where Interbrew controls 56 per cent of the market but still there are a lot of small 

breweries active in this market (Koster and Van Lamoen 2002). 

Concerning the European beer industry, it is expected that the global players will 

increase their market shares. This will be done by consolidations, which already 

started during the 1990s with many mergers, acquisitions and alliances as a result, 

such as the acquisition of Quinsa by Heineken and Beck's by Interbrew (Goerzen 

2000; Koster 2003). This process will continue, especially in the growing East 

European countries where local brewers will be taken over by global players. Another 

reason for this adaptation of local players is the process of economics of scale. In the 

last ten years a large number of small, local breweries in Europe have been closed in 

attempt to raise capacity utilisation. Small breweries were closed and the large 

breweries raised their capacities. Even in a fragmented market as the UK it is 

expected that this trend is going on because in 1990 the top five brewers operated 40 

large plants, in 2000 the corresponding number was only 19 (Johnson 2003). 

3.3 Regional overview of the European beer market 

Beer consumption in Europe on an average slowly declined during the last couple of 

years. But how is the consumption volume divided between the different regions 

inside Europe? The consumption of beer in Europe is very geographically, for 

example, West Europe, compared South and East, accounts for a large share of the 

total consumption on this continent (see Table 3.6) (Johnson 2003). 

In the West European market, which is highly consolidated (Cooreman 2003), the 

more developed and traditional beer consuming countries can be found. In the 

countries in this region the beer consumption dropped in the last couple of years (see 

Table 3.6). The average per capita consumption of beer also went down (Gruijters 
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2001). This all makes this region in Europe a mature market (Vrontis 1998), of which 

one of the characteristics is the stable or slowly declining annual beer consumption 

per person (Scottish & Newcastle 2003). 

An important threat for the beer consumption in this area is the development of the 

wine culture (see Table 3.6) (Cooreman 2003), which is an important competitor of 

beer. Another reason of the decrease of the consumption level is the fact that the 

population is getting older and that the industry is running out of youngsters who 

drink large quantities of beer (Koster and Van Lamoen 2002). Also the more healthy

conscious trends influence the consumption of beer (Perro et al. 2003; Gruijters 2001; 

Vrontis 1998). 

Because of the decrease of the consumption of beer the competition level is increasing 

in this region (Vrontis 1998). Brewers are trying to increase their profits by 

decreasing their costs, which is done by broadening their distribution, scale 

enlargement and trying to increase their market share for example by mergers (Koster 

and Van Lamoen 2002). Growing regions like East Europe and Asia are possibilities 

for this (Cooreman 2003) but there are also opportunities in West Europe because the 

market share of premium brands is growing at this moment (Gruijters 2001; Scottish 

& Newcastle 2003). 

Compared to West Europe, the consumption per capita of beer is low in North Europe 

and is slowly decreasing. Reason for this decrease is the increase of the consumption 

of water and soft drinks together with the growing consumption of wine (see Table 

3.6). Another characteristic of this region of Europe is its import segments. In the 

countries in this area the excise duties on beer are high compared to other countries in 

Europe (see Table 3.6), which explains the small import segments (Koster 2003). 
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Table 3.6. Characteristics of the different European regions 

Region Country Excise duty on Consumption of beer Consumption of wine 
1 hi of beer in per capita in litres per capita in litres 
euros in 2002 

1996 2001 1996 1999 

West Europe Belgium 20.53 103 98 25 20 

France 13.00 41 39 60 57 

Germany 9.48 132 123 22 23 

Ireland 99.35 118 125 20 29 

Netherlands 25.11 85 82 14 19 

UK 95.50 102 97 14 15 

North Europe Denmark 46.43 121 99 28 30 

Finland 142.95 82 80 11 18 

Norway 208.90 53 51 8 10 

Sweden 81.20 59 55 12 15 

South Europe Greece 14.04 38 39 34 35 

Italy 16.80 24 27 58 52 

Portugal 14.45 62 61 57 52 

Spain 8.87 66 69 37 34 

East Europe Czech Republic 7.89 156 156 12 16 

Poland 16.80 41 66 2 6 

Russia NIA 28 45 5 7 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 9; Gruijters, J. (2001 ), Jaarverslag, Productschap voor Gedistilleerde Dranken, Imprimade Bussy, 
Schiedam, the Netherlands, p. 31 ; Koster, P. (2003), Beer Industry 2001/2002, May, Friesland Bank Securities, 
Amsterdam, the Netherlands, pp. 9-22. 

In South Europe, with a tourist sector which is important for the beer industry, a light 

increase in the consumption of beer can be indicated (Koster 2003). But in this part of 

Europe, with traditionally wine drinking countries, wine is still the most popular 

alcoholic beverage, although it is loosing ground to beer during the last couple of 

years (see Table 3.6) (Ingham 2002; Koster and Van Lamoen 2002). 
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The total consumption of beer in East Europe, together with the consumption per 

capita is increasing (Cooreman 2003; Goerzen 2000). One of the reasons for this 

increase is the movement away from spirits (Koster and Van Lamoen 2002). Beside 

the increase of the consumption of beer, the import segment increased in these 

countries (Ingham 2002). The consumers prefer the imported beers because these 

beers have a heavier flavour profile. Because of the growing beer consumption in 

these countries a lot of large breweries are entering this market and so the competition 

level is increasing (Buford et al 2001; Dumicic et al. 2003). 

The future looks good for the beer industry in South and East Europe, because the 

beer industry is uncovering new regions mainly in East Europe. This is one reason 

why it is expected that the consumption of beer in East Europe will increase the 

coming years (Koster and Van Lamoen 2002). Also the consumption rate in the 

southern part will grow but only for a small amount. In West and North Europe the 

trend of a declining consumption of beer is expected to continue (Dumicic et al. 2003; 

Duvel Moortgat 2002). 

3.4 Country overview of the European beer market 

In this paragraph the focus will be more on a country level. It will give the production 

and the consumption rate of the different European countries, also the export and 

import figures. Finally the industry structure in the European countries and the main 

European beer industry countries will be described briefly. 

In the second column of Table 2. 7 the production figures of the different European 

countries can be found. From this can be concluded that Germany and the UK are the 

European countries with the largest production volumes of beer. The Netherlands is 

the fourth largest after Spain (Perro 2003). 

Germany is in Europe the largest beer consuming country, with a consumption of 

more than 100 million hl in the year 2001. Second place is for the UK followed by 

Spain. Other large beer consuming countries are France, Italy, the Czech Republic, 

the Netherlands and Belgium (Perro 2003). 
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It is also interesting to look at where the beer is consumed. Table 3.3 shows that in 

general the percentage of beer consumed at home in Europe increased during the 

1980s and the beginning of the 1990s. But during the more recent years this 

percentage remained stable. On a country level can be concluded that the percentage 

of beer consumed at home is in many countries stable or slowly increasing (see Table 

3.7). In Belgium the consumption of beer at home increased, from 36 per cent in 1995 

to 42 per cent in 2001. The same trend can be seen in the UK and Italy (Perro 2003). 

Table 3.7. Share in percentage of total beer sales consumed in private homes, 

from 1995 to 2001 

Country 1995 1997 1999 2001 

Belgium 36 38 39 42 

Czech Republic NIA NIA NIA NIA 

France NIA NIA NIA NIA 

Germany 35 35 35 35 

Italy 58 59 60 60 

Netherlands 62 63 63 63 

Spain 32 32 32 32 

UK 27 28 32 35 

Source: Perro, P. (2003), "Statistics 2001 ", The Brewers of Europe, Brussels, Belgium, p. 7. 

Table 2.8 shows the absolute export and import figures of the different European 

countries. The Netherlands is and will remain the coming years the main exporting 

country by quantity and in proportion to the production of beer (Perro 2003). On a 

world level the Netherlands feels competition from Mexico, but in Europe its main 

competitor is Ireland, whose export figure has grown rapidly and is expected to 

continue the coming years. Belgium, whose export figure increased during the last 

years, is also becoming a large beer exporting country. The same holds for Denmark 

that exports large volumes because of the Danish global brewer Carlsberg. Other large 

exporting countries are Germany and the UK (Cooreman 2003). 
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In Table 2.8 also the large importing countries in Europe can be seen. The UK and 

France are the largest beer importing countries in Europe followed by Italy and the 

main beer industry countries in Europe like Spain, Germany, Ireland and Belgium 

(Perro 2003). The reason why Italy and France are so high in this list is because of 

their tourist sectors. Therefore the consumption in these countries is during the 

summer high compared to other parts of the year, so in these summer months much 

beer is imported (Cooreman 2003; Koster 2003). 

It is also interesting to look at the consumption per capita in the different countries. 

Table 2.7 shows that the Czech Republic has the largest per capita consumption of 

beer a year with a consumption of 155.5 litre (Perro 2003). Other countries with a 

similar large figure are Ireland, Germany, Austria, Luxembourg, Denmark, Belgium 

and the UK. Countries with a low level of consumption per capita can be found in the 

wine drinking countries like Italy, France and Greece. Other low consumption level 

countries can be found in the northern part of Europe like Norway and Sweden 

(Ingham 2002). 

The picture of the consumption of beer per capita in the different countries is a 

complex one because it is affected by culture, accessibility, price, advertising and 

other issues, each of which varies per country (Ingham 2002). A number of factors 

distort the true national figures. First the tourism, a number of countries have large 

tourist industries, which inevitably inflates the consumption as visitors tend to be 

substantial consumers of alcohol. A good example of the influence of tourism on the 

consumption of beer can be found in Spain. Cross-border shopping also can influence 

the consumption of beer per capita, because the disparities in duty levels can 

encourage shoppers from high tax countries to shop some of their alcohol purchases in 

lower tax neighbouring ones. A well-known example is the cross border sales between 

Germany, Denmark and Sweden because the Swedish and Danish excise duties are 

much higher than those in Germany. Another example is Britain/France but there are 

many others (see Table 3.6) (Koster 2003). 
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In Table 3.6 the beer consumption volumes per capita in European countries in 1996 

and 2001 are shown. The consumption per capita in countries in North and West 

Europe is going down. In Denmark the consumption level even decreased from 121 to 

99 litre of beer per capita, but it is not sure how this decrease should be adjusted 

because of the cross border sales (Ingham 2002). Countries with an increase of the per 

capita consumption of beer can be found in South and East Europe, but the largest 

growth can be found in East Europe, in countries like Poland and Russia (Koster 

2003). 

3.4.1 Structure of the beer industry in European countries 

To give an idea about the structure of the different European countries, the number of 

active breweries per country is shown in Table 3 .8. In several countries there are not 

so many active breweries, so these markets are divided between only a small number 

of players which makes them concentrated markets (Johnson 2003). There are also 

countries with many active breweries. Germany is the most obvious one because this 

country has more than one thousand active breweries in its market (Koster 2003). But 

also in countries like Belgium and the UK the number is high (Perro 2003). 

Table 3.8 shows significant differences between the countries regarding the number of 

active breweries. This has a great impact on the structure of a country industry (Koster 

2003). Also the level of the industry concentration varies significantly from country to 

country. Countries with a low number of active breweries, like Denmark, Greece and 

Ireland, are mostly controlled by one large player so they have a monopoly industry 

situation. In countries with a large number of breweries, such as the UK and 

Germany, the structure of the industry is far more fragmented as can be seen in Table 

3.8 (Vrontis 1998). 
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Table 3.8. Number of active breweries and the three largest breweries per 

country in 2001 

Country Number of active Largest breweries with their market share in % 
breweries 

Belgium 117 Interbrew (55) Alken-Maes (13) Palm (5) 

Czech Republic NIA SAB Miller(44) lnterbrew ( 14) Budvar (7) 

Denmark 13 Carlsberg (74) Bryggerigruppen Harboes (I 0) 

(15) 

Finland 6 Synebrychoff(44) Hartwall (43) Olvi (12) 

France 20 S&N (41) Heineken (37) Interbrew (I 0) 

Germany 1,291 Holsten (9) Interbrew (8) Rade berger 

Gruppe (8) 

Greece 7 Heineken (88) Mythos (11) NIA 

Ireland 6 Guinness (70) Murphy ' s (18) S&N (6) 

Italy 16 Heineken (35) Peroni (26) Carlsberg (9) 

Netherlands 16 Heineken (50) Interbrew (16) Grolsch (14) 

Norway 13 Carlsberg (59) Hansa Borg (27) NIA 

Poland NIA Heineken (32) SAB Miller(3 1) Carlsberg ( 15) 

Portugal 6 Unicer (57) Centralcer (39) Cereuro (I) 

Spain 21 Heineken (38) Grupo Mahou-San Damm (17) 

Miguel (33) 

Russia NIA Baltic Beverages Interbrew (12) Ochakova (8) 

(33) 

Sweden 32 Carlsberg ( 48) Spendrups (25) NIA 

UK 67 S&N (28) Coors (20) Interbrew ( 17) 

Source: Koster, P. (2003), Beer Industry 2001/2002, May, Friesland Bank Securities, Amsterdam, the Netherlands, 
pp. 9-22. 

3.4.2 Main European beer industry countries 

Chapter 2 discussed the main non-European beer industry countries. This chapter 

describes the European beer market and especially the structure within different 

countries of this continent. The seven largest beer producing and consuming West

European countries will be discussed; Germany, the UK, Spain, the Netherlands, 

France, Czech Republic, Belgium and Italy. 
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Germany 

The German market of beer, for 65 per cent consumed in private homes, is declining 

rapidly. In 1991, the per capita consumption of beer was almost 143 litres, in 2000 

this was only 126 litres. During the years 2001 and 2002, the consumption decline 

continued. Reasons are a weak economy, an ageing population and growing concerns 

on alcohol consumption in general (Koster and Van Lamoen 2002). 

This market is the largest in Europe and the third largest in the world (Koster and Van 

Lamoen 2002). Around three-quarters of all breweries in Europe are situated in 

Germany, but only around a third of the beer production is from this country. In 

Germany there are over 1,290 brewers active of which more than 1,100 are 

microbreweries producing less than 100,000 hl per year. All these small breweries 

have very strong regional and sometimes even local positions. In total the market 

consists of around 21 national players, the largest player (Holster) not even controls 

10 per cent of the market (Johnson 2003). 

So the German market is highly fragmented with the highest concentration of brewing 

companies in Europe. The global players control in this industry only a really small 

percentage of the market (Koster and Van Lamoen 2002). There are two reasons for 

the low industry concentration in Germany. First, since the early 1990s the beer 

market has been stagnant in terms of market growth, which has discouraged the entry 

by global players. Second, the Germany system of beer duties benefits the smaller 

brewers (Johnson 2003). 

A look at the import segment of beers shows that this segment only accounts for three 

percent of the total beer sales. One of the causes is the domestic focus of the German 

beer market, which can be called a sense of nationalism. Together with the continued 

belief that only German beers meet high purity standards, the import of beer is only a 

fraction of the total beer market (Wesley 2003). 

In this highly fragmented industry consolidation is inevitable, as German consumers 

are moving away from alcoholic drinks in favour of healthier options such as mineral 

water and juice (Ingham 2002). In addition, the core drinking consumers of 15-30 

year olds is shrinking. Because of recent acquisitions it is expected that the 

consolidation will continue, but the chauvinist attitude of the German people and the 

fragmentation of the market are still the main barriers of entry for the foreign players 

(Faulkner and Wybom 2003). 
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The UK 

This part focuses on the second largest European beer industry; the industry of the 

UK. At this moment the UK market is decreasing in both consumption and 

production, but still the market is good for a total consumption of 58 million hl of beer 

a year (Perro 2003; Scottish & Newcastle 2003). 

Regarding the consumption per capita the UK is the eight largest country in Europe 

(Koster and Van Lamoen 2002), but this figure is also decreasing. Also the number of 

breweries in the UK declined from 80 in 1998 to 67 in 2001 (Wesley 2003). 

The consumption of beer at home increased in the UK from 27 per cent in 1995 to 35 

per cent in 2001 (Perro 2003). So there is an absolute trend towards drinking at home. 

But still the UK is a pub country with 65 per cent of the total beer consumed in non

private homes. This is a high percentage compared to other European countries where 

the off-trade commands around 60 to 70 per cent of the total consumption (Koster and 

Van Lamoen 2002). There are a few reasons why the people are more preferring to 

drink at home. First it is much cheaper to buy beer in the supermarkets, but also the 

massive growth in the home entertainment market, which includes cable and satellite 

TV, DVD and wide-screen TVs, is an important one (Mintel 2000d). The switch to 

home consumption is one reason for the decline in overall national consumption, since 

the social environment of a pub encourages people to drink more than they would do 

at home (Ager 2002; Mintel 2002b ). Furthermore, in a pub people generally seem to 

prefer beer, at home some broadened their choices to include wine and spirits. Also 

the anti-drink and drive campaigns has contributed to the decrease in beer 

consumption. A last reason for the decline in the overall consumption of beer is the 

competition of the flavoured alcoholic beverages (F AB' s) and the wines which both 

increased the last couple of years in this country (Mintel 2003b; Scottish & Newcastle 

2003). 

The UK is the fourth largest exporting country of Europe with an export volume of 

almost 2.5 million hl. The import volume in this country represents about 8 per cent of 

all beer consumed, with Guinness from Ireland as their main importing product 

(Wesley 2003). The majority of the imported beer is consumed in London and in the 

south east of the UK, where over a quarter of the population lives. Main reason for 

this consumption of imported beer is because the tourist sector in this area is large, 
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which encourages the idea that the British people are loyal to their regional and 

national brands (Ager 2002). 

The environment of the UK market is a very competitive one and compared to other 

European markets also fragmented, although it is less fragmented compared to the 

German market (Wesley 2003). Still the country has more than 60 active brewing 

companies that produce some 1,000 brands (Perro 2003; Scottish & Newcastle 2003). 

Three of the major players in this market control around 65 per cent of the market, 

which makes it a concentrated market (Vrontis 1998; Wesley 2003). Market leader is 

Scottish & Newcastle that has a market share of 28 per cent followed by Coors (20 

per cent) and Interbrew (17 per cent) (see Table 3.8) (Koster and Van Lamoen 2002; 

Mintel 2003b). 

As mentioned earlier, there is a notable pub culture in the UK, whereby pub sales 

account for the largest share of consumption. Although preferences are shifting from 

pubs to home consumption, discotheques and restaurants, the volume of beer 

consumed in pubs nevertheless represents a major force in the market. As a result of 

this shift, sales of packaged beer ( cans and bottles) show a steadily increase where the 

sale of draft beer has been declined since the beginning of the 1990s (Ager 2002). 

In the UK, as in many other West European countries, there is a trend toward 

premiumisation, people demand quality rather than quantity (Beamish and Goerzen 

2002). As a consequence the share of lager beer, to be more precise the premium 

brands, is growing fast in favour of traditional ale and stout beer (Heineken 2002). 

Another trend is the growing popularity of the speciality beers, although these remain 

a niche segment. To conclude it is expected that the industry in the UK will go 

through a period of consolidation rather than expanse growth (Mintel 2002a; Mintel 

2003b). 

Spain 

Spain is in Europe the third largest beer consuming and producing country. The main 

reason for the strong beer industry in this wine drinking country is the large tourist 

sector (Koster and Van Lamoen 2002; Perro 2003). 

The consumption and production levels are increasing because of the trend from the 

consumption of wine towards the consumption of beer. Also the consumption per 

capita, which is on an average level compared to other European countries, is growing 
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(Ingham 2002). Beer in Spain is mostly consumed in cafe's and restaurants. Only 32 

per cent of all beer consumed in this country is consumed in private homes (Perro 

2003). 

The market, with only 21 active breweries, is certainly not fragmented. Heineken is 

the market leader with a market share of almost 40 per cent (Koster and Van Lamoen 

2002). Together with Grupe Mahou - San Miguel it controls most of the Spanish beer 

industry with a market share of more than 70 per cent, so the industry can be indicated 

as concentrated (Perro 2003; V rontis 1998). 

The import segment of this country is quite large. Compared to other European 

countries Spain is the fourth largest importing country. Most of the beers are from the 

large beer industry countries like Germany, the Netherlands and the UK. Compared to 

the import segment the export segment is small (Perro 2003). 

To conclude, Spain is one of the few countries in Europe of which it is expected that 

the consumption of beer, mainly because of the trend from wine towards beer, will 

increase the coming years (Koster and Van Lamoen 2002). 

The Netherlands 

The Netherlands 1s the fourth largest beer producing county in Europe with a 

production of around 25 million hl. This amount increased recently mainly because of 

the increase of the export segment (Koster and Van Lamoen 2002). The consumption 

level in the Netherlands, the seventh largest in Europe, is decreasing slowly. One of 

the reasons for this decline is the increase of the wine consumption (see Table 3.6) 

(Johnson 2003; Perro 2003). 

Like the surrounding countries, the consumption of beer in the Netherlands is slowly 

declining for quite some years and now lies around 12.9 million hl (Perro 2003). 

However, on a per capita basis beer consumption has fallen rather dramatically from 

91 litres in 1990 to 82 litres in 2001 (Ingham 2002). The reasons for this decline are 

the composition of the population (people are getting older), the changing consumer 

preferences and the drop of sales in the cafe' s and restaurants (Koster and Van 

Lamoen 2002). 

The decreasing sales in cafe' s and restaurants can be explained by the change towards 

the consumption of beer at home. Reasons are the increase in the opening hours of 

supermarkets and the availability of cold beers in these supermarkets (Heineken 
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2002). At this moment 63 per cent of all beer consumed in this country are consumed 

in private homes (Perro 2003). 

The increase of the production in this country is mainly attributed to an increase in 

exports because of the decrease in the consumption and the stable import volume. 

This export segment rose by 6 per cent on average per annum over the last ten years 

(Koster and Van Lamoen 2002). At this moment this country is the world's largest 

and most global beer exporting country in the world with an export volume of 13 

million hl, which is more than half of the total production. Almost half of this export 

volume goes to the USA, because of the strong position of Heineken in the USA. 

Other countries the Netherlands is exporting to are the UK, Spain and France. The 

import segment is small compared to the export segment because only one million hl 

beer is imported (Perro 2003). 

The beer market in the Netherlands can be characterised as busy and saturated (only 

16 active breweries) with a high competition level (Perro 2003; Vrontis 1998). Three 

brewers are dominating this market. Heineken, with a market share of 50 per cent is 

the absolute market leader. With its strong brands Heineken (no. 1 position) and 

Amstel (no. 2 position) this company almost has an untouchable position (Koster and 

Van Lamoen 2002). Second place is for Interbrew that controls 16 per cent of the 

market, closely followed by the brand Grolsch. This brand is quite popular amongst 

students and has a very strong position in the northern and eastern part of this country 

(Grolsch 2002). 

In the Netherlands lager beer is still the most popular beer with a market share of over 

90 per cent, while the non-alcoholic beers are losing ground resulting in a market 

share of less than 2 per cent in 2000 (Grolsch 2002). The production level will 

continue to increase, but as with many other European countries, the consumption 

level will stabilise or slowly decline. Other trends in this market are the increase of 

the consumption of wine and the consumption of beer in private homes (Koster and 

Van Lamoen 2002). 
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France 

France is in Europe the fourth largest beer consuming country and the fifth largest 

beer producing country, so it is one of the main beer industries in Europe. Both the 

production and consumption volumes have decreased in the last couple of years 

(Perro 2003 ). 

Wine is still the most popular beverage, which results in a very low per capita beer 

consumption of 38 litres per year (see Table 2.7) (Perro 2003). This number stayed 

almost stable during the last five years (Ingham 2002). Together with other wine 

drinking countries like Greece and Italy, France has a very low level of beer 

consumption per capita in Europe (Koster and Van Lamoen 2002). 

The total consumption volume was in 2001 more than 22 million hl with a production 

of about 20 million hl (Perro 2003). So France is a beer importing country, it imports 

almost 5 million hl beer a year. The main countries from which the beer is coming are 

the neighbours Belgium and Germany. Beside these two, the Netherlands is also a 

main importing country for France, mainly because of the Dutch company Heineken, 

a huge player in this market (Brasseries Kronenbourg 2001 ). 

The French beer market is considered to be one of the most consolidated in West

Europe with only 20 active breweries (Perro 2003) and the top three breweries 

controlling more than 80 per cent of the market. The three players that are dominating 

the market are the companies Scottish & Newcastle (41 per cent), Heineken (37 per 

cent), and Interbrew (10 per cent). Heineken and Scottish & Newcastle are the real 

dominant players because they control together almost three-quart of the market 

(Koster and Van Lamoen 2002). 

It is expected that the future will show a decline in the consumption and production 

level in this market, but there will be significant growth in the premium and speciality 

beer segments. The process of growth in these segments already has started in the last 

couple of years (Heineken 2002). Another trend is the switch from the consumption of 

wine towards the consumption of beer, although this trend is not so strong in France 

compared to countries like Italy and Spain (see Table 3.6) (Brasseries Kronenbourg 

2001). 
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The Czech Republic 

The Czech Republic might be considered as the cradle of lager beer because lager 

beer is known in a lot of countries as pilsner, named after the Czech town of Pilzn 

where it was first brewed in the mid nineteenth century (Koster 2003). This country is 

with a production of 1 7. 7 million hl the sixth largest beer producing country in 

Europe. The volume is declining sine 1996. Regarding the consumption of beer the 

Czech Republic is also the sixth largest in Europe with a consumption volume of 16.6 

million hl (see Table 2.7) (Cooreman 2003). 

The consumption per capita is with 156 litres very high compared to other European 

countries. Main reason for this level are the women who also drink a lot of beer. The 

export segment is with 10 per cent of the production volume important in Czech 

Republic. The total export volume was in 2001 1.9 million hl of which a considerable 

part is exported to Germany. Compared to the export segment the import is only very 

small with a volume of 0.2 million hl (Koster 2003). 

The market is mainly controlled by SAB Miller, which has a market share of 44 per 

cent. Second largest brewery is Interbrew with a market share of 14 per cent. Together 

these two companies control the entire market, the first local brewer, Budvar, only 

controls 7 per cent of the market (see Table 3.8) (Koster 2003). 

Although the production and consumption level are both slowly declining the Czech 

Republic is still interesting for global breweries because of the high consumption 

level (Koster 2003). 

Belgium 

Belgium is the eighth largest beer consuming country in Europe and is well known for 

its special beers (Koster and Van Lamoen 2002). The consumption level of beer is 

decreasing at a slow speed. With a production of 15 million hl a year Belgium is an 

important beer industry in Europe. The production level is increasing because of the 

increase of the export volume (Perro 2003). 

The consumption per capita is high with 98 litres a person a year (see Table 2.7). But, 

as with the total consumption volume, also this number is decreasing. It fell from 112 

in 1991 to 98 litres in 2001 (Ingham 2002). People in Belgium are consuming beer 

mostly in cafe's and restaurants, only 42 per cent of the beer consumption is 

consumed in private homes. In 1995 this number was 36 per cent, so the consumption 
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at home is increasing (Perro 2003). Compared to other West European countries still a 

large amount of beer is consumed in cafe and restaurants (Koster and Van Lamoen 

2002). 

The production volume is significantly higher than the consumption volume. This 

indicates that Belgium is an exporting beer country (Johnson 2003). Around 39 per 

cent of the production of beer is exported. The main destinations are the 

neighbourhood countries France, the Netherlands and Germany (Koster and Van 

Lamoen 2002). 

The Belgian beer market is divided into 117 active brewers (Perro 2003), although 

Interbrew is the absolute market leader with a market share of 55 per cent. Number 

two is Alken-Maes, a subsidiary of Scottish & Newcastle. Together these brewers 

control the market with a market share of around 70 per cent (Johnson 2003; Koster 

and Van Lamoen 2002). 

A distinct feature of the Belgian beer market is the fact that speciality beers are a 

relatively large part of total sales compared to the situation in other countries. About 

two third of the consumed beer is normal beer, while the rest mainly consists of 

speciality beers. These are produced in a lot of family-owned brewers that produce a 

specific type of beer that is sometimes made for generations and that has strong 

regional positions (Koster and Van Lamoen 2002). 

It is expected that the export segment in the Belgian beer market and the production 

level, will continue to grow. Also the change from drinking in cafe's towards drinking 

at home is expected to continue (Duvel Moortgat 2002). 

Italy 

Italy is with a consumption of 15.5 million hl in 2001 the fifth largest beer consuming 

country in Europe (Perro 2003), the production level is smaller. The beer consumption 

has increased steadily since the 1970s, mainly at the expense of the wine 

consumption, which declined by half over the same period (Wesley 2003). 

The consumption level per capita in Italy is, with 27 litres of beer per person, really 

low compared to other European countries (see Table 2.7) (Ingham 2002). Reason for 

this level is wine, which is still the most popular alcoholic beverage. The consumption 

per capita of beer increased between 1996 and 2001 from 24 to 27 litres per capita 

(see Table 3.6) which indicates the switch from wine towards beer. Most beer is 
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consumed at private homes (60 per cent), this number is quite stable during the last 

couple of years (Perro 2003). 

The production volume differs from the consumption volume, which indicates that 

Italy is a large importer of beer (Johnson 2003). In 2001 it imported over 3.8 million 

hl beer, which means that about a quarter of the consumed beer was imported. The 

imported beer mostly originates from Germany, the Netherlands and Denmark (Perro 

2003). 

The Italian beer market is concentrated and attracts the interest of a lot of 

multinational players because of the increasing consumption level (Vrontis 1998). 

Heineken is the leader with a share of 35 per cent. Together with Peroni and the 

Danish company Carlsberg it controls the Italian beer market with a share around 70 

per cent (Wesley 2003). 

The future of this market 1s prom1smg. Compared to other stagnating European 

countries this market is expected to continue to grow. Also, because of the influence 

of the North European tourists, the trend from wine towards beer will continue and the 

overall consumption level together with the consumption per capita of beer will 

increase (Wesley 2003). 

3.5 Future of the European beer market 

This paragraph discusses the future of the beer industry in Europe. The same structure 

will be used as applied in the first four paragraphs. First the future of the global 

European beer market will be discussed followed by the expected structure for the 

coming years and the different trends in the regions. At the end the focus will be on 

the future of the European beer market on a more country specific look. In Table 3.9 

the identified trends are summarised. 

Michie) W. Vink, August 2004 41 



Chapter 3: The European Beer Market 
TU/e 

Table 3.9. Summarised future trends in the European beer market 

Level Future trends 

Global European beer market • Stable or slowly declining consumption level 
• Increase of the consumption of premium, special and 

international beers 
• Increase of the import and export of beer 

Structure • Mergers because of the process of consolidation 
• Decrease of the number of breweries because of the process of 

economics of scale 
• Increase of the competition level 

Regions • Stagnating or falling beer sales in West and North Europe 
• Slow increase of the consumption of beer in South Europe 
• Increase of the consumption of beer in East Europe 

Countries • Decrease of the consumption in the traditional beer markets 
• Structure becomes more concentrated 

3.5.1 Future of the global European beer market 

Beer has a very strong heritage in Europe and is at this moment the predominant 

alcoholic drink in the European market because it has a large share of alcoholic drinks 

in all countries (Vrontis 1998). 

The European beer market is at this moment a mature market in which the total 

consumption has declined slowly since 1995 (see Table 3.2) (Perro 2003). It is 

expected that this trend will continue and therefore this industry has to prepare for a 

stable or slowly declining consumption level (Johnson 2003; Vrontis 1998). 

Several issues cause a continuous decline of the beer demand in Europe. First the 

population is getting older, so the number of youngsters is decreasing. This will have 

a major impact on the consumption of beer in Europe because these youngsters are the 

main beer drinkers (Vrontis and Vignali 1999). There are also other issues such as the 

competition from non-alcoholic drinks, the consumer concerns about health issues, 

the increased attention to drink-driving, and an increased competition from flavoured 

alcoholic beverages (FAB's) and wine. These reasons all have a negative impact on 

the consumption of beer (Perro et al. 2003). 
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The location where people are drinking beer is also changing. More and more people 

consume beer at home instead of, for example, in cafe' s. It is expected that this trend 

will continue. Consumers are moving away from traditional 'session' drinking to 

'occasional' drinking, often at home. Reasons for this change are the increase in the 

opening hours of the supermarkets, the growing availability of cold beers in 

supermarkets, the lower price of beer in a supermarket than in a cafe, and the massive 

growth of the home entertainment (Vrontis and Vignali 1999). An example of this last 

aspect is the introduction of the DVD. The increasing home drinking also influences 

the amount of beer that is consumed. People do drink more when they go to a cafe 

than when they drink at home which decreases the total consumption of beer (Perro et 

al. 2003). 

Also the choice of beer is changing. Nowadays people expect more from their 

professional and private life, so they are looking for more quality and differentiation 

(Perro et al. 2003). Because of these trends the consumers of beer are choosing more 

often for premium brands (premiumisation) or special and international beers. These 

beers are more expensive and so consumed less, which has a negative impact on the 

total consumption of beer in Europe. The segments of the premium, special and 

international beers are all expected to grow in the declining beer market. Because of 

the increasing consumption of international beers there is a trend of a growing import 

segment in many European countries. The producers of beers are responding to these 

trends by stimulating new product developments, such as ice beers, as well as 

premium and luxury products. Companies also are increasing the export of their 

products so consumers can choose from a larger assortment of international brands 

(Vrontis and Vignali 1999). 

Different form the beer market, the wine consumption will continue to increase. The 

same holds for the non-alcoholic beer market, which is also growing. Spirits are 

relatively stable (Vrontis and Vignali 1999). 
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3.5.2 Future of the structure of the European beer market 

The lower consumption level in many European countries put pressure on the 

profitability of the brewers because of the relatively large amount of fixed costs. In 

order to keep the margins at desired levels the overall capacity has to shrink. Brewers 

are achieving that via a concentration process, through acquisitions room is created 

for decreasing costs and raising brewery efficiency. Meanwhile the leading breweries 

are raising their market share and strengthening their distribution network. This period 

of consolidation already started during the 1990s with as result a lot of mergers, 

acquisitions and alliances (Koster 2003). Several examples of transactions are the 

acquisition of Cruzcampo in Spain by Heineken, the acquisition by Carlsberg of the 

largest Swiss brewer Feldschlossen and South African Breweries acquiring Badegast 

and Pilsner from Noullra in the Czech Republic (Johnson 2003). 

This process of acquisition and transactions will continue especially in the growing 

East Europe where global players will adopt local brewers. As a result there will be a 

lot of reorganisations and optimisations, and often original brands are stopped in 

favour of the global brands of the new mother concern (Johnson 2003). In this process 

the large companies will become bigger and the markets will be more concentrated 

(Grolsch 2002). 

Beside the process of consolidation it is also expected that the process of economics 

of scale will continue. In the last ten years a large number of breweries in Europe have 

been closed in attempt to raise capacity utilisation. Small breweries will be closed and 

the capacity of large breweries will be enlarged. To give an example, in the UK in 

1990 the top five brewers operated 40 large plants, in 2000 the corresponding number 

was only 19. It is expected that this number will continue to decrease (Johnson 2003). 

The global brewers are more and more focusing on export to increase their market 

share and so their production level because of their quest for growing markets, the 

idea of economics of scale and the consumption volumes in large national markets. 

Exports as a percentage of production have increased from 8.3 per cent in 1991 to 

14.1 per cent in 2000 in Europe (Johnson 2003). Because of the increased production 
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level the players can produce at a lower price, which is good for their competition 

strength, of great importance in a competitive market such as the European beer 

market (Johnson 2003; Koster and Van Lamoen 2002). 

Because of the consolidation process the European beer market is becoming 

increasingly concentrated with big international players consolidating their shares 

through acquisitions and licensing agreements (Vrontis and Vignali 1999). These 

breweries are also exporting their domestic brands, and are snapping up existing 

brands in foreign markets, so the beer industry is globalizing (Haddock 1999). 

The consumption level of beer is declining in the main European beer industries, so 

the competition level is increasing. To arrest the declining sales breweries introduce 

new products that may offer new opportunities. The innovation rate is high in the 

large stagnant beer market where taste changes have forced global, national and 

regional players to innovate and target niche markets where growth exists. Examples 

of this can be found in France, Germany, the Netherlands and the UK with production 

innovation rate above European average. These markets are good opportunities for 

innovations because of the changing tastes of the consumers. In countries like 

Finland, Greece, Portugal and Denmark the innovation rate is low or moderate 

because these markets are characterised as small beer markets with rigid consumer 

tastes (Johnson 2003). 

3.5.3 Future of the regions in the European beer market 

The large beer industry markets in West Europe are experiencing stagnation or falling 

beer sales, which will continue. The consumption per capita in most of these countries 

will also continue to decline. One of the reasons for this decline is the increase in the 

consumption of wine. Spirits in this part of Europe are staying at a stable level 

(Vrontis and Vignali 1999). 

The same trends are seen in North Europe. In this part the total consumption of beer, 

and the consumption of beer per capita, are also decreasing and is expected to 

continue. Main reason of this decline is the increased consumption of wine (Koster 

2003). 
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On the other hand, in the Southern part of Europe, there is a trend towards beer 

(Vrontis and Vignali 1999). In the wine drinking countries of this part of Europe the 

consumption of beer is increasing and will continue to capture market share from the 

wine industry. But still the consumption per capita of beer will stay low because wine 

will remain the most popular beverage in this part of Europe (Koster and Van Lamoen 

2002). 

In East Europe there are really growing markets that have already experienced a 

consumption increase during recent years. In these countries the consumption of 

spirits will further decline in favour of the consumption of beer. Because of the 

increase of the beer demand, and the fact that people want to choose from different 

kind of beers, also the import segment in these countries will grow strongly (Koster 

and Van Lamoen 2002). 

3.5.4 Future of the countries in the European beer market 

In general the beer consumption in Europe is decreasing, but there are also countries, 

such as Ireland and the wine drinking countries (Spain, Italy and Greece), where the 

consumption of beer is increasing. In most of the traditional beer industry markets 

(Germany, the UK, and the Netherlands) the consumption volume is declining (Perro 

2003). 

The structure of the European market is becoming more and more concentrated, also 

in countries where the market is dominated by only a small number of breweries. But 

still there are a few countries were the fragmentation is still high and is expected to 

stay at this level. Such countries are Germany and the UK, and to a lesser extend 

Belgium (Johnson 2003). 

3.6 Analysis of the European beer market 

The previous paragraphs describe the European beer market. These descriptions will 

be used to analyse the market through the PEST model. This model is applied in the 

next description discussing the environment of the European beer market (see Figure 

3 .1 ). Hereafter is looked at the rivalry among the established firms using Poster's five 
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forces. The analysis will end with the identification of the market characteristics (Hill 

and Jones 2001; Kotler 1997). This analysis will be performed from the point of view 

of the breweries active in this market. 

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 3.1. Five forces model and the PEST analysis 

Technological 
environment 

Bargaining power 
of buyers 

environment 

Source: Hill, C. and Jones, G. (2001), Strategic Management Theory: An Integrated Approach, 5th ed., Houghton 
Mifflin Company, Boston, Massachusetts, USA, p. 92. 

3.6.1 PEST analysis 

The PEST analysis facilitates a better understanding of the environment of the 

European beer market and gives a better understanding of the external forces the 

organisations cannot influence. This analysis includes political and legal, economic, 

sociological and demographic, and technological forces (Vrontis and Vignali 1999). 

In Figure 3.2 the PEST analysis for the European beer market is visualised. 
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Figure 3.2. PEST analysis of the European beer market 

1. Political and legal environment: 

• Drinking legislation regarding the consumption of alcoholic beverages: 

- Minimum age legislation (Ingham 2002); 

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

• Raising levels of taxation and duty on alcohol (Ingham 2002). 

• Monopolies and Mergers Commission. In particular aimed at prevention of further 

vertical integration by the big breweries (Competition Commission 2001). 

• Restrictions on alcoholic marketing on many broadcast media in many countries 

(Ingham 2002). 

2. Economic environment: 

• Changes in income distribution: 

- More working women with higher disposable incomes; 

- Expected increases in disposable incomes of older people (Vrontis and 

Vignali 1999). 

• Increasing expected expenditure on leisure activities (Perro et al. 2003). 

• Relative price elasticity on demand for beer (Vrontis and Vignali 1999). 
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• Fewer larger brewers (Johnson 2003). 

• Barriers of entry caused by the capital requirements, distribution and advertising 

of beer (Johnson 2003). 

3. Sociological and demographic environment: 

• Beer has a very strong heritage in Europe and is the predominant alcoholic drink 

in the European market (Vrontis 1998). 

• The changing population demographics with the increase of 35+ and older age 

groups (Perro et al. 2003). 

• Changing social attitude towards drinking. These are mainly evolved by increased 

awareness on drink-driving, increased health awareness, and increased sport 

activity (Vrontis and Vignali 1999). 

• Trend towards drinking at home (Perro 2003). 

• Imported products are easier accepted (Koster and Van Lamoen 2002). 

4. Technological environment: 

• Limited technological innovation (Vrontis and Vignali 1999). 

• Increased automation in the production of bottled and canned products (Vrontis 

and Vignali 1999). 

• Technological evolution in the lager segment (large fermentation and storage 

tanks, large brewing vessels, high speed bottling lines etc.) (Houthoofd and Heene 

1997). 

The four environments discussed in this section influence the European beer market in 

different ways. The technological environment is the one with the least power because 

there are not so many technological changes in this market. The economic 

environment influences the industry mainly due to the barriers of entry and the 

consolidation process resulting in fewer larger breweries formed. The industry is 

influenced by the sociological and demographic environment mostly because of the 

changing social attitude towards drinking, the changing population demographic and 

the trend towards drinking at home. The economic environment and the sociological 

and demographic environment have about the same influence towards the industry. 

The political and legal environment has the most power to influence this industry 
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because of the drinking legislation, the taxation and duties and restriction on marking 

advertising (Vrontis and Vignali 1999). 

3.6.2 Porter's five forces 

With the use of Porter's five forces model the inside of the European beer industry 

will be discussed. This method gives a better understanding of the competitive forces 

within the European beer market. The five forces, which can be seen in Figure 3 .1, 

shape the competition within an industry. The following three indications, +, +/-, -, 

give the level of impact on the specific force of Porter. 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 European beer market, 

considering its characteristics. Through analysis of these forces a better understanding 

is obtained of the rivalry in the European beer industry (see Figure 3.3) (Hill and 

Jones 2001). 

Risk of entry by potential competitors 

+ High entry barriers because of the capital requirements needed for operation 

scale, the marketing expenditure and the tied distribution channels (Johnson 

2003; Vrontis and Vignali 1999). 

+/- Increased drinking legislation regarding the consumption of alcohol in a lot of 

countries during the last couple of years (Ingham 2002; Vrontis and Vignali 

1999). 

+/- International competition in the European beer industry (Johnson 2003). 

Bargaining power of suppliers 

+ Importance of volume in the production of lager beer where economics of 

scale is really important (Vrontis 1998; Vrontis and Vignali 1999). 
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Bargaining power of suppliers 

+ importance of volume 

Risk of entry by potential competitors 

+ high entry barriers 
+/- increased drinking legislation 
+/- international competition 

! 
Rivalry among established firms 

+ slowly declining consumption 
+ high concentrated market 
+/- increased diversification 
- increased cost efficiency 
- high exit barriers 

i 
Threat of substitute products 

+ consumption of water and soft drink 
+ competition from wine and FABs 
- home drinking 

Figure 3.3. Porter five forces of the European beer market 

Bargaining power of buyers 

Public houses 

TU/e 

Bargaining power of buyers 

Public houses 
+ lowvolume 
+ high switching costs 
+/- low buyer concentration 

Customers 
+ low switching costs 
+/- price sensitivity 
+/- changing drinking habits 

+ Low volume of beer bought by public houses compared to the production of 

beer in breweries (Vrontis and Vignali 1999). 

+ High switching costs because of many exclusive agreements between a brewer 

and cafe owners (Houthoofd and Heene 1997). 

+/- Low buyer concentration because of the many public houses (Vrontis and 

Vignali 1999). 

Customers 

+ Low switching costs between different beer brands (Mintel 2003b; Vrontis and 

Vignali 1999). 

+/- Price sensitivity of the consumers (Vrontis and Vignali 1999). 
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+/- Changing drinking habits such as the increased awareness of drink-driving, 

increased health awareness, and increased sport activity (Vrontis and Vignali 

1999). 

Threat of substitute products 

+ Increased consumption of water and soft drinks (Vrontis and Vignali 1999). 

+ The competition from wine and flavoured alcoholic beverages (F AB' s) 1s 

increasing (Perro et al. 2003 ; Vrontis and Vignali 1999). 

Trend towards drinking at home (Perro 2003). 

Rivalry among established firms 

+ Slowly declining annual beer consumption (Perro 2003). 

+ Highly concentrated market with large breweries that are becoming larger 

(Johnson 2003). 

+/- Increased diversification because of the introduction of new special beers 

(Johnson 2003 ; Vrontis 1998). 

Increased cost efficiency in the lager segment. The production of lager beer 

has to be done on a large scale in order to be price competitive (Houthoofd and 

Heene 1997; Vrontis 1998). 

High exit barriers because of the capital requirements (Vrontis and Vignali 

1999). 

The purpose of Porter' s five forces is to create an understanding of the rivalry among 

established firms in a particular market. Porter argues that the stronger each of these 

forces, the more limited is the ability of established companies to raise prices and earn 

greater profits (Hill and Jones 2001). First the risk of the market entry by potential 

competitors will be discussed. 

This risk is not so high because of the high entry barriers, the drinking legislation and 

the international competition in the European beer market. Because volume is 

important in this industry, suppliers need to reach a large demand to produce large 

quantities, which increases the competition level. The bargaining power of the buyers 

is split into two sections; the public houses and the customers. The public houses do 
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not have such a strong position because they order only low volumes and they have to 

deal with high switching costs and a low buyer concentration. The customers do have 

a strong position because they can easily switch between different beers. In a lot of 

European countries the consumption of water, soft drinks, wine and FAB's is 

increasing, which is a serious threat for beer market (Vrontis 1998; Vrontis and 

Vignali 1999). 

The rivalry among the established firms indicates the competition level in the 

European beer market. The decrease of the number of players in the brewery market 

indicates a decline of the competition level. But because of the stable or slowly 

declining beer consumption, and also the strong position of the customers and the 

threat of substitute products, the competition level is still high in the European beer 

market (Vrontis 1998; Vrontis and Vignali 1999). 

3.6.3 Characteristics 

In this paragraph certain characteristics of the European beer market will be 

emphasised and highlighted. These characteristics are concentration, economics of 

scale, unique distribution channels, high entry barriers, product differentiation, and 

product segmentation (Vrontis 1998). All these characteristics will be discussed 

briefly. 

Concentration 

In a lot of European countries the beer market is concentrated as can be seen in Table 

3.8. There are countries that can be indicated as monopolies such as Greece, but there 

are also countries like Germany and the UK that are still very fragmented (Vrontis 

1998). In general, the European beer industry is concentrated and dominated by a few 

large players such as Heineken, Interbrew and Scottish & Newcastle (Koster and Van 

Lamoen 2002). 

Economics of scale 

The second characteristic is the law of the economics of scale. Beer production is 

often cited as a classic case of the 'economics of scale' operation. This law certainly 

holds for the market in the USA because there the top brewers operate with a capacity 
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exceeding six million hl a year. This is only possible if the plants are producing only a 

limited number of brands (Johnson 2003). 

In Europe the situation is not totally the same because here the industry is more 

fragmented and there is more need to produce a wide range of beer products. This, of 

course, seriously limits the law of the economics of scale. But still, the fact that the 

large brewers in Europe have forced production to be concentrated into a smaller 

number of large plants shows that the law of the economics of scale is important 

(Johnson 2003). 

Also in advertising the economics of scale may be important. Unit advertising costs 

tend to fall with increased sales volumes (Johnson 2003). So when a company can 

increase its sales volume the total advertising budget has to increase relatively less 

which decreases the unit advertising costs (Competition Commission 2001). 

Unique distribution channels 

The distribution of beer in the European market is extremely complicated and varies 

between national markets. A main characteristic of this industry is the vertical 

integration in the distribution segment. The retailing outlets in the European market 

are categorised as on-trade or off-trade. The distribution towards the outlets may be 

undertaken by the brewer, retailer or an independent contractor. Off-trade retailers in 

Europe include the large supermarket chains, specialist retailers of alcoholic drinks or 

small neighbourhood shops licensed to sell wines, beers and spirits. The on-trade 

retailing in the European beer market is complex and can be categorised in three 

groups: leased/tenanted outlets, managed outlets and independent retailers. This all 

makes the distribution system in the European beer market unique with complex 

supply chains and vertically integrated brewers. And so it creates an entry barrier for 

brewers outside the market (Johnson 2003). 

High Entry Barriers 

A general entrance into European brewing requires production facilities, abilities to 

market the product and access to retailers. The technology of brewing is easy so this 

cannot be considered as a real entry barrier. For the marketing of the product there are 

a few options. One possibility to enter the European market is by importing beer. The 

importers do have a cost disadvantage due to additional outlay on transport. Another 

Michie! W. Vink, August 2004 54 



Chapter 3: The European Beer Market 
TU/e 

option would be to focus on marketing the beer whilst contracting out production to 

another brewers. Important disadvantage of this option is that the control of the 

production process is given away. Companies can also create a small scale brewing 

factory insight the country, but then there is a cost disadvantage compared to the large 

breweries in this country because the operations of brewing and packaging are subject 

to the economics of scale. So the best option would be to construct a minimum 

efficient mega scale brewer. But this option involves large capital requirements, 

which makes it a serious entry barrier (Johnson 2003). 

Another entry barrier is advertising. Certainly for large scale entry into maJor 

European markets, such as Germany and the UK, entrants would need to develop 

brands with significant national main media advertising. This is very expensive and 

takes time to build such brand awareness. Also the advertising costs are difficult to 

regain if the result of the entry is a price competition (Johnson 2003). 

As already mentioned, the unique distribution channels in this market are also entry 

barriers. The complexity of the supply chain in the European brewing industry 

together with vertically integrated brewers, can make entry extremely difficult. This is 

a serious entry barrier for new entrants, and is one of the reasons why entering a 

foreign market by acquisitions or alliances to overcome these barriers is becoming 

particularly attractive in these days (Johnson 2003). 

Product differentiation 

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

objective to obtain a competitive advantage. Differentiation can be explained as ' the 

act of designing a set of meaningful differences to distinguish the company's offering 

from competitors' offerings' (Kotler 1997 p. 282). 

Competitive advantage can be accomplished by a differentiation of certain variables 

such as the product, services, personnel, channel and image. In the European beer 

industry this is mostly accomplished by a differentiation in product, channel or image 

(Vrontis 1998). Recently, consumers in Europe are more and more drinking premium 

and special beers, and are more interested in new products such as ice beers. Brewers 

react on this trend increasing their new product developments (Perro et al. 2003; 

Vrontis and Vignali 1999). 
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Product segmentation 

Product segmentation sorts the products according to the product characteristics 

(Kotler 1997). In the beer market strong product segmentation exists. There are light 

beers, non-alcoholic beers and malt beers but also season beers, brown and white 

beers (Cherkassky 1998). The reason for this segmentation is that consumers like to 

drink different kinds of beer, and that these consumers are still loyal to regional 

brewers with special kind of beers. Large brewers applied segmentation by still 

serving mass markets with global brands and launched niche products that reflects the 

differing lifestyles and personalities of customers (Scarpa 1991 ). 

3. 7 Conclusions 

The European beer market is a mature market because of the slowly declining 

consumption and production volume (Koster and Van Lamoen 2002), and the increase 

of the competition level. Also the fact that the breweries are trying to decrease their 

costs by the law of economics of scale (Johnson 2003), and the decrease of the 

number of players (Grolsch 2002), indicate the maturity of this market. 

The structure of the European beer market can be indicated as comparable to the 

world beer market. Also a few players control a large share of the market, which 

makes this industry concentrated. It is expected that these large players will increase 

their market shares by a period of consolidation (Koster 2003). 

Although the European beer market is a mature market, still there are opportunities to 

grow. Most important ones are the increase of the consumption in East Europe 

(Koster 2003) and the growing popularity of the premium, international and special 

beers (Perro 2003; Vrontis and Vignali 1999). 

Other major developments identified in this market are the increase of the 

consumption of beer at home (Perro 2003) and the internationalisation process 

(Vrontis and Vignali 1999). 

From the analysis can be concluded that the threat of new competitors in this market 

is low because of the barriers of entry (Vrontis and Vignali 1999). But although the 

consumption volume of beer is increasing in South and East Europe and the overall 

consumption volumes of premium, special and imported beers are increasing, the 

market is under pressure. The main reasons are the slowly declining consumption in 

North and West Europe, the increase of the consumption of substitute drinks and the 

Michie! W. Vink, August 2004 56 



Chapter 3: The European Beer Market 
TU/e 

unstable consumer attitudes as well as the increased legislation of age and volume 

consumption that will further undermine beer consumption. So the competition level 

is intense, a substantial part of the market is controlled by only a few large players, 

which use alliances and acquisitions to keep their sales at high levels (Johnson 2003). 
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4 The Belgian Beer Market 

Belgium is a country with a strong beer culture and tradition. Already during the 14th 

century the first breweries were established in the places Bruges, Louvain and Liege. 

In the next centuries the brewery industry increased strongly. In these times the 

consumption of beer per capita per year raised to over 500 litres and beer accounted 

for 78 per cent of all the alcoholic drinks consumed in Belgium. Wine only accounted 

for 20 per cent (Vloeberghs 2003). So beer is a very popular beverage in this country. 

Because of the rich history and tradition, the great diversity in sorts of beer and the 

dynamic entrepreneurship, the Belgian beer industry is doing a good job on the 

international beer market (De Brabanter 2000). 

The aim of this chapter is to give a better understanding of the Belgian beer market in 

general. This is done by first looking at the consumption and production level of this 

market. Also the import and export segment will be discussed. The industry structure 

is the subject of the second paragraph, followed by a short look at the different 

regions inside this country. The future of the Belgian beer market will be discussed 

next. Finally paragraph 4.5 gives an analysis of the industry using the description of 

the previous paragraph and the PEST together with Porter's five forces. The last 

section of this chapter formulates the conclusions. 

4.1 Global overview of the Belgian beer market 

Beer is a very popular drink in Belgium; lager is drunk by 60 per cent of the 

population. On a global level, Belgium is the eighth largest beer consuming country in 

Europe (Perro 2003). With an annual consumption level of almost 10 million hl, only 

Germany, the UK, Spain, France, Italy, the Czech-Republic and the Netherlands are 

larger consuming countries with respect to the total consumption (see Table 2.7) 

(Cooreman 2003; Koster and Van Lamoen 2002). 

During the 1990s the Belgium consumption volume dropped 20 per cent in total. 

More recently during the years 2000, 2001 and 2002, the volume decreased at a slow 

speed of one to two per cent a year (Buford et al. 2001; Koster and Van Lamoen 
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2002; Perro 2003). In the next five years it is expected that this development, similar 

as in Germany, Denmark and other European countries, will continue slowly or 

stabilise (Competition Commission 2001 ; Datamonitor 2000; Ingham 2002; Johnson 

2003). Reasons can be found in the consumption of other drinks. The consumption of 

water and soft drinks show an enormous boost ( from 49 .2 litre per capita in 1980 to 

113.2 litre per capita in 2000) and there is also a steady grow in the consumption of 

wine (see Table 4.3) (Cooreman 2003). 

In the last column of Table 4.1 the consumption of beer per capita is given. This level 

with 98 litres in 2001 is high compared to other European countries (Perro 2003). 

Belgium is the seventh largest beer consuming country after Czech-Republic, Ireland, 

Germany, Austria, Luxembourg and Denmark (Cooreman 2003; Ingham 2002; Koster 

and Van Lamoen 2002). A closer look at this number indicates, already for several 

years, a decreasing trend. During the 1990s, this number dropped from 121 in 1990 to 

99 litres in 2000, which is a decrease of more than 20 per cent (Ingham 2002). The 

last couple of years it declined with only one to two per cent a year (Koster and Van 

Lamoen 2002; Vloeberghs 2002). 

This last trend, a slowly declining volume of beer consumption per capita, is expected 

to continue in the near future. Reasons are that the Belgian inhabitants more often 

choose water, soda or fruit juice instead of beer (Vloeberghs 2002; Vloeberghs 2003). 

Also the consumption of yoghurt, tea and chocolate milk has increased recently. So 

more and more people are choosing for a healthier lifestyle (see Table 4.3) (Clarke 

1992; Ingham 2002; Koster and Van Lamoen 2002; Perro 2003). 

Michie! W. Vink, August 2004 59 



Chapter 4: The Belgian Beer Market 
TU/e 

Table 4.1. Consumption and production of beer in Belgium, from 1970 to 2002 

Year 

1970 

1980 

1990 

1995 

1999 

2000 

2001 

2002 

Production 
in 1,000 hi 

13,015 

14,291 

14,141 

14,528 

14,575 

14,734 

14,966 

15,696 

Consumption Consumption per capita 
in 1,000 hi in litres 

12,781 132 

12,945 131 

12,037 121 

10,513 104 

10,206 100 

10,064 99 

9,986 98 

9,901 96 

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

Table 4.2. Import and export of beer in Belgium, from 1970 to 2002 

Year Export Import Export Import 
in 1,000 hi In 1,000 hi in % of production in % of production 

1970 973 739 5.6 5.7 

1980 2,315 969 16.2 6.8 

1990 2,715 648 19.2 4.6 

1995 4,608 593 31.7 4.1 

1999 5,072 703 34.8 4.8 

2000 5,474 804 37.2 5.5 

2001 5,857 877 39.1 5.9 

2002 6,539 744 41.7 4.7 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 6. 
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Table 4.3. Consumption of drinks per capita in Belgium, from 1980 to 2000 

Drinks 1980 I in litres I 1990 [ in litres] 2000 [ in litres] 

Liquor 6.8 3.4 3.4 

Beer 131.4 120.7 99.0 

Wine 20.6 18.4 21.0 

Water 41.8 95.4 121 .0 

Soft drinks 49.2 88.8 113.2 

Milk 72.3 59.0 64.2 

Buttermilk 4.0 NIA 1.4 

Chocolate milk 1.8 NIA 3.2 

Coffee 139.5 149.5 130.0 

Tea 5.0 13 .0 10.8 

Fruit Juices NIA 10.0 30.0 

Source: Vloeberghs, E. (2003), "Wat drinkt de Belg?", Nieuwsflits, No. 44, Nationaal lnstituut voor de Statistiek, 
Brussels, Belgium, p. I . 

Considering the total beer consumption and the consumption per capita it 1s 

interesting to see where people are consuming this beverage. In Table 4.4 the 

percentages of the total beer sales consumed in private homes in Belgium are shown. 

From this table follows that most of the beer is consumed outside private homes in, of 

example, cafe's and restaurants. In 2001 42 per cent of the total beer sales were 

consumed at homes compared to 58 per cent outside private homes (Cooreman 2003 ; 

Perro 2003). 

In Europe this percentage (see Table 3.3) is at this moment at a constant level, around 

48 per cent (Perro 2003). So Belgium is compared to most other European countries, 

an outside drinking country. But this number is decreasing as can be seen in Table 

4.4. In 1995 36 per cent of the beer was consumed in private homes, this number 

increased to 42 in 2001, and it is expected that this trend will continue as is mentioned 

in the description of the future of the European market. But still, compared to other 

West-European countries, a large amount of beer is consumed in cafe's and 

restaurants (Cooreman 2003; Ingham 2002; Koster and Van Lamoen 2002). 
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Table 4.4. Share of total beer sales consumed in private homes in Belgium, from 

1995 to 2001 

1995 1996 1997 1998 1999 2000 2001 

Share in% 36 37 38 39 39 41 42 

Source: Perro, P. (2003), "Statistics 2001 ", The Brewers of Europe, Brussels, Belgium, p. 7. 

Focussing on the production level (see Table 4.1), Belgium is with more than 15 

million hl an important beer industry in Europe (Perro 2003). To be precise, Belgium 

is the seventh largest country in Europe after Germany, UK, Spain, the Netherlands, 

France and the Czech-Republic (Cooreman 2003; Koster and Van Lamoen 2002). 

During the 1980s and 1990s this production volume remained about the same. But in 

the last years this level increased slowly, which was unexpected and much higher than 

the European average (Cooreman 2003). Reasons for this small increase are the 

increase of the number of breweries and the increase of the export volume (Buford et 

al. 2001; Koster 2003). 

The production volume differs significantly from the consumption volume. This 

indicates that Belgium is a large exporting beer country (Cooreman 2003). A look at 

Table 4.2 shows that, in 2002, Belgium was exporting more than 6.5 million hl, which 

means that it exported around 42 per cent of its production. Several years ago, in 

1990, this percentage was only 19 (Johnson 2003 ; Koster 2003; Koster and Van 

Lamoen 2002). 

In Europe, Belgium is the third largest exporting country of beer (Perro 2003). Only 

the Netherlands and Germany are exporting more beer. Looking at the export in 

proportion to production, Belgium is also in the top of the most exporting countries. 

In 2001 it exported 39 per cent of its production. Compared to other European 

countries only the Netherlands (52 per cent) and Ireland (40 per cent) show higher 

figures (Cooreman 2003; Ingham 2002). 

Michie! W. Vink, August 2004 62 



Chapter 4: The Belgian Beer Market 
TU/e 

A closer look at Table 4.2 shows that the export volume is growing constantly. Last 

year it grew even with 10 per cent. But also the export in proportion to the production 

of beer is growing in Belgium. In 1990 this percentage was only 19, in 2002 this 

figure increased to 43 (Perro 2003). This raise of the export market is the main reason 

for the increase of the production volume. Other reasons are the large Belgian 

breweries (lnterbrew, Alken-Maes, Palm, Duvel-Moortgat etc.) who are improving 

their international positions constantly by licensing, joint ventures and acquisitions 

(for example the acquisition of Gilde Brauerei in Germany by Interbrew in 2002) and 

the further internationalisation of the premium brand Stella Artois of Interbrew 

(Cooreman 2003; Koster and Van Lamoen 2002). 

So the export segment in Belgium is growing. But where does the beer go to? This 

can be seen in Table 4.5 where the four main importing countries of Belgian beer are 

given. The main destinations are the surrounding countries, France, the Netherlands 

and Germany, but also the UK imports a lot of Belgian beer (Cooreman 2003). France 

is the main importing country, and its volume increased last year with 14 per cent. 

Also the UK indicates such a growth. Not on this list but interesting to see is Spain 

that shows a growth of more than 75 per cent of its imported Belgian beer volume 

(Johnson 2003; Koster and Van Lamoen 2002). 

Table 4.5. Export volume of Belgian beer, from 2000 to 2002 

Country 2000 (in 1,000 hi) 2001 (in 1,000 hi) 2002 I in 1,000 hi I 

France 2,270 2,399 2,733 

The Netherlands 1,450 1,517 1,603 

Germany 518 575 557 

The UK 360 380 433 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 8. 

In Table 4.2 also the Belgian import volumes of beer are given. Belgium imported in 

2002 744,000 hl beer (Cooreman 2003). Compared to the production, consumption 

and export figures, this volume is really small, so Belgium is not a major beer 
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importing country. This can also be seen considering the import figure in proportion 

to the production volume, which was in 2002 only 4.7 per cent (Perro 2003). 

Focussing on the absolute import figures in 2001, Belgium is in Europe the sixth 

largest importing country (Perro 2003). The UK, France, Italy and Spain lead this list 

with each importing more than 4 million hl beer. A look at the import figure in 

proportion to the production shows that Belgium is the seventh largest of Europe with 

a percentage of 5.9 in 2001 and 4.7 in 2002. Luxembourg is the absolute leader with 

an import of 42 per cent of its production (Cooreman 2003; Ingham 2002). 

A closer look at Table 4.2 shows that the import decreased for the first time since 

1995 and stayed last year under 750,000 hl. Also the import in proportion to the 

production of beer decreased from 5.9 to 4.7 per cent, the years before showed a 

constant increase starting in 1995. One of the reasons for this decrease is the increase 

of the production of beer in Belgium, as mentioned before (Cooreman 2003). 

In Table 4.6 the main sources of the Belgian import volume are given: Denmark, 

Germany, the Netherlands and Mexico. The import from the Netherlands is stable but 

the import from Mexico increased in 2002 with 12 per cent (Cooreman 2003). The 

import from countries outside Europe is increasing, the import from European 

countries is decreasing, with 18 per cent in 2001 (Ingham 2002; Perro 2003). 

Table 4.6. Import volume of beer in Belgium, from 2000 to 2002 

Country 

Denmark 

Germany 

the Netherlands 

Mexico 

2000 (in 1,000 hi) 

151 

129 

115 

93 

2001 (in 1,000 hi) 

146 

164 

116 

93 

2002 I in 1,000 hi I 

143 

142 

117 

104 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, p. 10. 
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After considering the production, consumption, export and import figures of Belgium 

the following conclusions can be drawn. First the most important facts in a nutshell: 

increasing export and production, decreasing import and a slightly dropping 

consumption (Ingham 2002). The decrease of the consumption is compensated by the 

increase of the export to France, the Netherlands, UK and Germany. More recently 

the decrease of the consumption of beer in Belgium has come to a standstill and 

stayed almost stable (Vloeberghs 2002). The production is still growing and the 

import segment remains weak. So Belgium experienced a strong international 

expansion (Cooreman 2003). 

4.1.1 Belgian special beer market 

In this section the special beer market in Belgium, which includes all the beers except 

the lager ones, will be discussed. Belgium is well known for its special beers, it is the 

European country with the greatest diversity of beers with an estimated number of 

different beers of 650 (Jackson 2001). This special beer market makes up a relatively 

large part of the total sales compared to the situation in other countries. About seventy 

per cent of the consumed beer is normal lager beer, while the rest mainly consists of 

speciality beers (Cooreman 2003). In the Netherlands the special beer market only 

accounts for approximately five per cent, so compared to other countries the special 

beer market in Belgium is rather large (Koster 2003; Koster and Van Lamoen 2002; 

Wiegel and Verhoek 2003). 

A mam characteristic of these special beers is that they are often priced higher 

because of their small scale production, which increases the unit costs. But their price 

is also a commercial trump card. The production according to traditional methods and 

the less availability of these beers create a differentiation that can offset the 

differentiation of the larger beers from the large breweries, built up by large 

advertising campaigns (Houthoofd and Heene 1997). 

The consumers of special beers have some different characteristics compared to 

general beer drinkers. They are more prepared to experiment and are likely to be more 

appreciative of new beers. This category is also more focused on quality rather than 

quantity. Factors such as ingredients, purity and heritage are likely to be considered 
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far more important by this group of drinkers. Research in this sector indicates that 

loyalty is not to the brand but to the category as a whole (Mintel 2003b). These 

special beers are mostly drunk by men, ageing between thirty and sixty, with a higher 

education, still actively engaged and belonging to the higher social classes (Cooreman 

2003). 

In Table 4.7 the consumption volume of the different beer types is shown. Larger beer 

is still the most popular beer in Belgium with a consumption of more than 7 million 

hl, which is around 70 per cent of the total beer consumption. So 30 per cent of the 

beer consumption is related to the special beer market. This percentage is slightly 

dropping during the last couple of years. The trend of a decreasing consumption, as 

seen with the total beer consumption, is also indicated in the special beer segment. 

Both the volume of the larger beer market and the special beer market remain constant 

or are slowly decreasing (Cooreman 2003). 

As already mentioned, lager beer is the most consumed type of beer in Belgium. It is 

followed by abbey, white and amber beer. During the last couple of years most of the 

beer types showed a slight volume decrease except for Trappist and abbey beer. The 

consumption of abbey beer has doubled between 1993 and 2001, with in increase of 

10 per cent between 1999 and 2001 (Vloeberghs 2002). Another beer type with an 

increasing consumption is blond beer. The consumption of Trappist is showing a 

slight increase during the last couple of years. Strong decreasing beer types are amber, 

British, regional, table and white beer (Cooreman 2003). 
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Table 4.7. Consumption of different beer types in Belgium, from 1993 to 2001 

Different beer 1993 1996 1999 2001 
types (in 1,000 hi I (in 1,000 hi I (in 1,000 hll (in 1,000 hll 

Abbey beer 273 445 518 573 

Alcohol free beer 183 117 95 85 

Amber beer 732 680 591 457 

Blond beer 166 191 203 213 

British beer 239 179 152 138 

Geuze/fruit beer 247 240 221 215 

Lager beer 7,301 6,887 6,974 7,027 

Luxury lager beer 224 227 210 173 

Regional beer 152 84 84 79 

Sour beer 77 77 77 68 

Table beer 382 320 293 244 

Trappist 233 217 219 220 

White beer 653 619 565 488 

Total lager beer 7,525 7,114 7,184 7,200 

Total special beer 3,337 3,169 3,019 2,779 

Source: Cooreman, R. (2003), "Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, pp. 9-11 ; De Brabanter, J. (2001), "Classificatie van Belgische bierstijlen", Het Brouwersblad, October, pp. 
6-24, pp. 12-14. 

Related to the consumption of special beers is the choice between the different types. 

This choice is related to the age of the consumers, certain trends and the region the 

consumers are from. Examples are Belle Vue and geuze-lambiek (a kind of strong 

Brussels beer with a flavour of cherry), which are preferred by women. Favourite by 

young people are Mort Subite and Tongerle. Corona is popular with young French

speaking people belonging to the higher social classes. Duvel is more preferred by 

mature and upper-class people, Dutch-speaking men seem to like Palm (Cooreman 

2003). 
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Table 4.8. Export volume of different beer types in Belgium, from 1995 to 2001 

Different beer types 1995 (in 1,000 hi] 2000 (in 1,000 hi] 2001 [in 1,000 hi] 

Abbey beer 389 595 665 

Alcohol free beer 9 23 7 

Amber beer 246 265 254 

Blond beer 44 58 59 

British beer 76 39 28 

Geuze/fruit beer 102 65 65 

Lager beer 2,474 3,303 3,624 

Luxury lager beer 268 266 255 

Regional beer 21 28 28 

Sour beer 2 

Table beer 95 49 44 

Trappist 55 65 67 

White beer 145 371 294 

Total lager beer 2,742 3,569 3,879 

Total special beer 1,184 1,559 1,512 

Source : Cooreman, R. (2003), " Sector overzicht van de Belgische brouwnijverheid", Het Brouwersblad, June, pp. 
6-32, pp. 9-11 ; De Brabanter, J. (2001), "Classificatie van Belgische bierstijlen", Het Brouwersblad, October, pp. 
6-24, pp. 12-14. 

Considering the export of the different beer types (see Table 4.8) can be concluded 

that both the export of lager beer as well as the export of special beers is growing. The 

export of special beers increased more than 30 per cent between 1995 and 2000 

(Cooreman 2003). So Belgian speciality beers are beginning to find favour with 

foreigners (Clarke 1992). 

The total export of lager, abbey and white beer amounted for over 85 per cent of the 

total export volume. Other large exporting types are luxury lager beer and amber beer. 

Abbey beer indicates a strong increase of its export volume together with Trappist, 

regional and lager, although these increased at a slower speed. Decrease of exporting 

volumes hold for British and alcohol free beer (Cooreman 2003). 
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4.2 Structure of the Belgian beer market 

To consider the structure of the Belgian beer market first have a look at Table 4.9 

which gives relevant information regarding the number of active breweries m 

Belgium from 1970 to 2002. This table shows that there has been a period of 

consolidation where the number of breweries strongly decreased (Perro 2003), but 

recently this process stopped and at this moment the number of active breweries is 

quite stable (Cooreman 2003; Johnson 2003). 

Table 4.9. The number of active breweries in Belgium, from 1970 to 2002 

Year Number of active breweries 

1970 232 

1980 143 

1990 126 

1995 115 

1999 112 

2000 113 

2001 117 

2002 118 

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

The number of active breweries is high compared to other European countries, only 

Germany has an even higher number (Perro 2003). The reason for this market 

characteristic is the large number of special beers that are produced in Belgium 

(Cooreman 2003). These are mainly produced in own breweries, this increases the 

number of active breweries (Johnson 2003). 

From Table 4.10 can be concluded that the beer market in Belgium is to a reasonable 

extend controlled by one player, Interbrew. This company has such a large influence 

on the market that the industry situation can be indicated as a monopoly (Kotler 1997; 

Vrontis 1998). Interbrew has one main competitor, Alken-Maes. Together they have a 

market share of 68 per cent. Concerning the lager market this percentage is even 

Michiel W. Vink, August 2004 69 



Chapter 4: The Belgian Beer Market 
TU/e 

higher, 80 per cent, because both players are well positioned in this segment 

(Houthoofd and Heene 1997). In other segments their power is much smaller. So the 

Belgian brewing industry is highly concentrated, both in terms of output produced by 

the largest breweries, and in terms of their control over the distribution channels. But 

still there are a lot of small local brewers that only brew their own special traditional 

beer. Because the market is controlled by Interbrew and Alken-Maes these two 

companies will be described briefly (Johnson 2003; Koster and Van Lamoen 2002). 

Table 4.10. The nine largest breweries in Belgium in 2001 

Breweries Market share 

Interbrew 55 

Alken-Maes 13 

Palm 5 

Haacht 4 

Martens 4 

Moortgat 2 

De Koninck NV 

Debrabandere 

W estmalle Trappist 

Source: Houthoofd, N. and Heene A. (1997), "Strategic groups as subsets of strategic scope groups in the Belgian 
brewing industry", Strategic Management Journal, Vol. 18, No. 8, p. 653-666, p. 656; Houthoofd, N. and Heene, 
A. (2002), The Analysis of Strategic Groups and Its Contribution to Competence Theory and Practice, VLEKHO 
Business School, Brussels, Belgium, p. 14; Koster, P. and Van Lamoen, H. (2002), European Beer Brewers, 
January, Friesland Bank Securities, Amsterdam, the Netherlands, p. 6. 

The period of consolidation delivered in Belgium one giant, Interbrew. This company 

was formed in 1988 by the merger of two breweries, Jupiter Piedboef and Stella 

Artois (Barnard and Ladika 2000; Goerzen 2000). The merger took place because of 

the increased international pressure, the constantly decreasing consumption in the 

Belgian market and the drive of the companies to increase their presence abroad. 

After the merger, the new company became international very competitive. During the 

1990s it entered a period of rapid growth with a lot of acquisitions and purchases 

(Interbrew 2002; Wesley 2003). By far the most important one for Interbrew was the 

acquisition of John Labatt in Canada, which came with a substantial minority stake in 

Femsa Cervesa, the leading Mexican brewer (Marinov and Marivnova 1998). One 
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reason for the exceptional sales of Interbrew and profitability growth was the result of 

the shift of this company in its product mix. It took advantage of the rapidly growing 

premium and speciality beer markets and the superior margins these products offered 

(Beamish and Goerzen 2002; Clarke 1992; Koster and Van Lamoen 2002). 

As this moment Interbrew controls 55 per cent of the Belgian beer market (see Table 

4.10). Interbrew is not only active in Belgium, it is the fourth largest brewery 

company of the world with a production of 5 8 million hl beer in 2001 and an 

employment of 34,000 people world-wide (Interbrew 2002). Its runs operations in 21 

countries across the Americas, Europe and Asia Pacific, and has strategic minority 

stakes in various brewers around the globe. In Europe Interbrew is a large player in 

markets like the Netherlands, France and the UK (Koster and Van Lamoen 2002). It is 

market leader in countries like Belgium, Luxembourg, Croatia, Hungary, Montenegro 

and the Ukraine. From this list can be concluded that it is also active in Eastern 

Europe, which is a growing market at this moment (Goerzen 2000; Van Polet and 

Letarte 2001; Wesley 2003). 

This strategy of Interbrew, which calls itself 'The World's Local Brewer', is to build 

strong local platforms in the major beer markets around the world. Its strength is its 

brand portfolio, which puts the company in a number one or two position in almost 

every market it operates (Interbrew 2002; Koster and Van Lamoen 2002). This brand 

portfolio is a combination of local brands with international premium and speciality 

beers. These are divided into three major groups; the global powerhouse brands, the 

global strategic speciality brands and the multi-country targeted brands (Goerzen 

2000; Wesley 2003). 

The global powerhouse brands, Beck's and Stella Artois, have priority and receive 

full market support and focus to increase their presence month by month. Beck's is at 

this moment the leading international premium lager in Germany and Stella Artois is 

the number five premium beer in Europe (see Table 3.5) (Koster 2002). The next 

group includes the global strategic speciality brands, Hoegaarden and Leffe. 

Hoegaarden was inspired by the Belgian white beer revival and Leffe is on world 

level the leading abbey beer. The priority in this group is to build an enduring 
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reputation when their qualities are successively discovered in countries. The aim is to 

develop these speciality products on a regional basis across a group of markets 

(Goerzen 2000). The third group includes the multi-country targeted brands, which 

currently include Bass and Staropramen. These brands will be selectively marketed by 

Interbrew in countries where their qualities are likely to attract many consumers 

(lnterbrew 2002; Wesley 2003). 

The second largest brewery company in Belgium is Alken-Maes with a 13 per cent 

market share (Koster and Van Lamoen 2002; Perro 2003). This company originated 

from the fusion between Alken and Maes in 1988. In the year 2002 Scottish & 

Newcastle together with Brasseries Kronenbourg bought this company (Scottish & 

Newcastle 2003). At this moment it has an annual production capacity of nearly 2 

million hl beer and a product range of approximately 30 different beers. The key 

brands of Alken-Maes are the mainstream Maes Pils and Grimbergen, the speciality 

abbey beer (Buford et al. 2001; Clarke 1992; Cooreman 2003). 

4.3 Regional overview of the Belgian beer market 

Belgium is due to their languages divided into two main parts. Officially there are 

three languages, Dutch, French and German, but the two main languages divide this 

country. The north is the Dutch speaking part called Flanders, which is the largest and 

economically strongest part of the two. The French speaking part of this country, 

located in the south, is called Wallonia (Johnston 2001). 

Between these two parts segments there are different drinking habits (Cooreman 

2003). The Walloons buy more drinks in the shops compared to the Flemish people. 

The Walloons also drink more at home, while the Flemish people spend more in 

restaurants and cafe' s. There are also differences in what they drink. Walloons drink 

more wine, coffee and liquor while the Flemish people prefer soft drinks and beer. 

Speciality beers are more appreciated by the Walloons while the Flemish people 

generally drink normal lager (Vloeberghs 2002). 
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Considering the choices for different kind of beers, the region of origin of the 

different types of beer is also important for the consumers. Examples are Piedboeuf, a 

beer from the French part of Belgium, which is mostly drunk by the Walloons and 

Cristal Alken, which is drunk by people from the Dutch part of Belgium, originates 

form the North (Cooreman 2003). 

It is expected that the Flemish are becoming a more beer drinking part of Belgium, 

they mostly drink in cafe's. The Walloons are more and more drinking wine and 

prefer drinking at home (Vloeberghs 2002). 

4.4 Future of the Belgian beer market 

In this paragraph the developments in the Belgian beer market will be discussed. The 

consumption level of beer is slowly decreasing. Also the consumption per capita 

shows this development (Perro et al. 2003). These trends are already visible for quite 

some years and are expected to continue. Reasons are, first of all, the increased 

awareness of controlled alcohol consumption, influenced by the increased attention to 

drink-driving. There is also competition from other drinks as well as new soft drinks 

and sport drinks (Van Po let and Letarte 2001 ). Beer is also facing competition from 

wine and flavoured alcoholic beverages (F AB ' s ). Another reason is the health issue 

people are more concerned about. All these reasons caused a decrease of the 

consumption of beer compared to an increase of the consumption of fruit juices and 

water (Vloeberghs 2002). Moreover the population is getting older, which means that 

the general beer drinker is getting older. The number of youngsters is decreasing 

which has a negative impact on the consumption of beer because this group comprises 

the main beer drinkers (Vrontis and Vignali 1999). 

Related to the trend of a decreased beer consumption, is the change in consumption 

behaviour from beer consumed in cafe' s or restaurants towards more and more 

consuming beer at home. This trend is very clear in Belgium and is expected to 

continue (Duvel Moortgat 2002). This trend has a negative impact on the beer 

consumption because generally speaking consumers drink less at home than, for 

instance, in a cafe. Reasons for this change in consumption behaviour are the increase 

of the opening hours of supermarkets, the growing availability of cold beers in these 
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supermarkets, the lower price of beer in a supermarket and the growth of the home 

entertainment (Perro et al. 2003; Vrontis and Vignali 1999). 

Considering the production of beer can be concluded that this level is increasing. 

Main reason for this trend is the export volume that increased significantly the last 

couple of years (Duvel Moortgat 2002). This segment, and so also the production, is 

expected to continue to increase. Export profits from the increasing popularity of 

international beers and special beers. Countries are more and more importing beer 

from other countries, especially from Belgium, because of its well-known special 

beers (Perro et al. 2003; Vrontis and Vignali 1999). 

A closer look at the export segment, regarding the export of the different types of 

beer, results in the conclusion that the share of special beers is increasing and the 

share of normal lager beer is decreasing (Cooreman 2003). A reason for this 

development is that people generally are looking for more variation and more quality 

in their life (Goerzen 2000) and so they more often choose for special beers instead of 

just normal lager (Clarke 1992; Heineken 2002). 

This trend is also visible in the growing import volume in Belgium. Although this is 

only a small segment in the Belgian beer market, there is an evident development of 

importing more international beers. Also in Belgium people are expecting more from 

life and are looking more frequently for different beers, which increases the 

consumption of international beers (Van Pol et and Letarte 2001 ). 

The structure of the Belgian beer market did not change so much recently. During the 

last couple of years the market shares of the main brewery companies almost stayed 

the same and major changes are not expected (Koster and Van Lamoen 2002). The 

number of active breweries neither changed so much during the last couple of years, 

and no major changes are expected (Cooreman 2003). 
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A trend in this market is the popularity of original tastes and flavours. This popularity 

is visible in the increase of the consumption of abbey beers (Cooreman 2003). The 

name 'abbey beer' indicates that these beers are brewed in the same way the monks 

did, on a traditional way with traditional ingredients. This type of beer is stimulated 

by the popularity of original tastes and flavours, but it is also stimulated by people 

who are expecting more quality from their life and so are looking for more quality 

beers. These beers have good chances to be successful if they are packed by a strong 

marketing campaign (Van Pol et and Letarte 2001; Vloeberghs 2002). 

4.5 Analysis of the Belgian beer market 

The previous paragraph describes the Belgian beer market. This information has been 

used for the market analysis, described in this part. The analysis will be performed on 

the same way the European beer market is analysed in the previous chapter. First the 

market will be discussed using the PEST analysis. In this analysis the environment of 

the Belgian beer market will be investigated (see Figure 3.1). Then the rivalry among 

the established firms is inspected, using Porter's five forces model. The relationship 

between these two analyses can be seen in Figure 3.1. The analysis is closed with 

identifying the market characteristics (Hill and Jones 2001; Kotler 1997). In this 

analysis the view will be determined by the breweries active in this market. 

4.5.1 PEST analysis 

First the macro environment of the Belgian beer market will be discussed. The 

broader political and legal, economic, sociological and demographic and 

technological environment of this market will be examined. This PEST analysis 

facilitates a better understanding of the Belgian beer market environment, in which 

there are external forces the organisations cannot neglect (see Figure 4.1) (Hill and 

Jones 2001). 
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Figure 4.1. PEST analysis of the Belgian beer market 

l. 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). 

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

incorrect competition among competitors (Buford et al. 2001). 
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2. Economic environment: 

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

exclusive contracts, the capital requirements needed to keep pace with the 

technological evolution and the brand recognition and reputation of the existing 

lager brewers (Houthoofd and Heene 1997). 

• High entry barriers regarding the import segment because young people in 

Belgium want to buy international beers but these beers are more expensive 

because of the transportation costs (Van Polet 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 beer exporting countries in the world (Cooreman 

2003; Ingham 2002; Perro 2003). 

• The Belgian brewing industry is highly concentrated, but still there are many 

small local breweries that brew mainly their own special traditional beers 

(Houthoofd and Heene 1997; Johnson 2003; Koster and Van Lamoen 2002). 

3. Sociological and demographic environment: 

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

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

• Increased awareness of controlled alcohol consumption, 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 cafe' s and restaurants, but 

this part is decreasing (Cooreman 2003 ; Koster and Van Lamoen 2002). 

• Imported products are easier accepted in the Belgian brewing industry (Van Polet 

and Letarte 2001). 

• 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 between a French speaking and a Dutch speaking part with, 

beside the language, a lot of other differences (Cooreman 2003; Vloeberghs 

2002). 
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4. Technological environment: 

• Technological evolution in the lager segment (large fermentation and storage 

tanks, large brewing vessels, high speed bottling lines etc.) (Houthoofd and Heene 

1997). 

• Increased attention to environmental issues, for example the recycling of water 

and the thermal isolation (De Brabanter 2000). 

These four environments influence the Belgian beer industry in different ways. The 

technological environment is the one with the least power because of limited 

technological innovations in this industry. The economic environment influences the 

industry the most because of the entry barriers, both in the import segment and the 

lager segment. Compared to the sociological and demographic environment it has 

approximately the same power. This environment influences the market mainly 

because of the ageing of the population, the strong beer culture and the increased 

awareness of controlled alcohol consumption. The industry is influenced the most by 

the political and legal environment, because of the advertising restriction, the beer 

duties, the excise tax and the drink legislation (Ingham 2002; Mogensen 2003; Vrontis 

and Vignali 1999). 

4.5.2 Porter's five forces 

The inside of the Belgian beer market will be examined with 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 3.1. 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 Belgian beer 

market, considering its characteristics. In Figure 4.2 this analysis is visualised. 
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+/- high concentrated market 

~ +/- increased cost efficiency 
- increased diversification 

t 
Threat of substitute products 

+ competition of water and soft drink 
+/- competition from wine and FABs 
+/- controlled alcohol consumption 

TU/e 

Bargaining power of buyers 

Public houses 
+ lowvolume 
+ high switching costs 
+/- home drinking 

~ Customers 
+ low switching costs 
+/- large variation of beers 
- controlled alcohol 

consumption 

Figure 4.2. Porters five forces of the Belgian beer market 

Risk of entry by potential competitors 

+ High entry barriers for non lager breweries that want to penetrate into the lager 

segment because of the system of tied outlets, the needed capital requirements 

and the brand recognition and reputation of existing brands (Houthoofd and 

Heene 1997). 

+/- High entry barriers for international beers because of the transportation costs 

and the excise taxes (Ingham 2002; Van Polet and Letarte 2001). 

+/- The Belgian beer market is already a consolidated market that is to a great 

extend controlled by one player (Houthoofd and Heene 1997; Johnson 2003). 

Bargaining power of suppliers 

+ Importance of volume in the production of lager beer where economics of 

scale is really important (Vrontis 1998). 
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Bargaining power of buyers 

Public houses 

+ Low volume of beer bought compared to the production of beer by the main 

breweries (Vrontis 1998). 

+ High switching costs because of many exclusive agreements between 

breweries and cafe owners (Houthoofd and Heene 1997). 

+/- Although still a large percentage of the consumption of beer is consumed in 

caf e's and restaurants, consumers are drinking more and more at home 

(Cooreman 2003; Koster and Van Lamoen 2002). 

Customers 

+ 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 2003b). 

+/- Large variation in different types and different brands of beer (Cooreman 

2003; Jackson 2001). 

Increased awareness of controlled alcohol consumption (Perro et al. 2003; Van 

Po let and Letarte 2001 ). 

Threat of substitute products 

+ Increased consumption of water and soft drinks (Vloeberghs 2002; Vloeberghs 

2003). 

+/- The competition from wine and flavoured alcoholic beverages (FAB's) 1s 

increasing (Van Po let van Letarte 2001; Vloeberghs 2002). 

+/- The increased attention to drink-driving and health issues (Perro et al. 2003; 

Van Po let and Letarte 2001 ). 

Rivalry among established firms 

+ Stable or slowly declining annual beer consumption (Cooreman 2003). 

+/- Highly concentrated market with a lot of small breweries with their own 

special beers (Houthoofd and Heene 1997; Johnson 2003). 
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+/- Increased cost efficiency in the lager segment. The production of lager beer 

has to be done on a large scale in order to be price competitive (Houthoofd and 

Heene 1997; Vrontis 1998). 

Increased diversification because of the introduction of new special beers 

(Johnson 2003; Vrontis 1998). 

The purpose of this analysis is to create an understanding of the rivalry among 

established firms in this market. First of all the risk of market entry by potential 

competitors will be discussed. This risk is not big because of the high entry barriers. 

Because volume is very important in this industry, suppliers need to reach a large 

demand to be able to produce large volumes. This necessity increases the competition 

level (Houthoofd and Heene 1997; Vrontis 1998). 

The buyers in the Belgian beer market can be split up into the public houses and the 

customers. The public houses do not have a strong position, they only order a small 

amount compared to the production level of the breweries, they have to deal with 

agreements with the breweries, and there is a trend of consuming more and more beer 

at home. The consumers have a strong position mainly because it is easy to switch 

between different beer brands (Houthoofd and Heene 1997; Vrontis 1998). 

The market feels also competition from other drinks; competition from soft drinks and 

water is strongly increasing and the level of wine consumption is growing steadily. 

This all in combination with the decrease of the consumption of beer and the increase 

of the number of different types of beer, increases the competition level in this market 

(Houthoofd and Heene 1997; Vrontis 1998). 

4.5.3 Characteristics 

After a description of the Belgian beer market in the first four paragraphs of this 

chapter, and the analysis of the environment of this market and the rivalry in this 

market, it is possible to identify certain characteristics. These will be described now. 
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Cafe drinking country 

The first characteristic to mention is the amount of beer that is consumed in cafe' s and 

restaurants. In 2001 58 per cent of all the consumed beer was consumed here (see 

Table 4.4) (Perro 2003). Generally speaking for Europe, this percentage was around 

48 per cent, which means that Belgium is really an outside drinking country 

(Cooreman 2003; Johnson 2001). This percentage is even higher in the northern part 

of Belgium (Vloeberghs 2003). 

Concentration 

The market structure is very special. Two companies control the market, but still there 

are a lot of small local breweries that brew mainly their own special traditional beers 

(Koster and Van Lamoen 2002; Vrontis 1998). The two large companies, that control 

the market, are Interbrew and Alken-Maes (see Table 4.10). The market situation can 

be indicated as a monopoly (Kotler 1997) because Interbrew controls over 50 per cent 

of the market. So the industry is highly concentrated ,both in terms of output produced 

by the largest breweries, as in terms of their control over the distribution channels. 

But because of the large special beer market, there are still a lot of small breweries 

(Houthoofd and Heene 1997; Johnson 2003). 

Product segmentation I special beer market 

With product segmentation the products are sorted according to the product 

characteristics (Kotler 1997). As mentioned in the chapter on the European beer 

market, the beer industry is strongly segmented. Main reason for this segmentation are 

the consumers who like to drink different kinds of beer, and still remain loyal to 

regional special beers breweries, which is characteristic for the Belgian beer market. 

Actually the segmentation is very strong because of the large special beer market. 

Belgium is well known for these beers, it is the European country with the largest 

diversity of beers (Jackson 2001), and around 30 per cent of this market can be 

indicated as the special beer segment (Cooreman 2003). This part of the market can be 

divided into many different ways, the most common way can be seen Table 4.7 

(Koster 2003; Koster and Van Lamoen 2002). 
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Export 

A main segment of the Belgian beer industry is the export of beer. In 2002 it exported 

more than 40 per cent of its production, which makes its one of the most beer 

exporting countries in the world (Perro 2003). Reason for this large export segment is 

that Belgian special beers are well known all around the world. This export segment 

consists for one-third of Belgian special beers and this proportion is still increasing. 

Another reason are the strong international positions of Interbrew and Alken-Maes. 

Especially the premium brand Stella Artois of Interbrew is exported in large quantities 

(Cooreman 2003; Koster and Van Lamoen 2002). 

Product differentiation 

Product differentiation is the way a company tries to differentiate its products with the 

object to obtain a competitive advantage (Kotler 1997). In the Belgian beer market 

people are expecting more from life and are looking more frequently for different 

beers. They are looking for more quality and variation. Breweries react on this 

development increasing their product developments. The import segment profits from 

this trend because of the increase of international beers (Van Po let and Letarte 2001; 

Vrontis 1998). 

Distribution 

As already mentioned, the Belgian beer market is highly concentrated in terms of 

outputs produced. This industry is also highly concentrated concerning the control 

over the distribution channels. These channels are mostly controlled by the large 

breweries that apply a system of tied outlets. In this system there is an exclusive 

agreement between a brewer and a cafe owner related to the beers produced by this 

brewer itself as well as to the beers this brewer buys from other breweries to fill up its 

product line. As such, the brewer has complete control over the sales of the cafe 

owner. Only the sale of brands, often 'special beers', for which the brewer has no 

alternative, cannot be forbidden in a tied outlet. So the number of free cafe's is very 

limited and the ones that are not free are mostly controlled by the large breweries 

(Houthoofd and Heene 1997). 
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Entry barriers 

Several barriers exist regarding entering into the Belgian beer market by foreign 

breweries. First of all when foreign breweries want to export their beers into Belgium 

they have to pay excise taxes for these beers, which means that the imported beers 

will become more expensive. Especially for the younger people, who are interested in 

buying foreign beers, this is a main issue (Van Po let and Letarte 2001 ). 

Beside that, the brand recognition and reputation of the existing breweries are a strong 

handicap for potential entrants. As mentioned before, this industry is highly 

concentrated regarding the control of the distribution channels. So the number of free 

cafe's is very limited. Starting up a new network of tied outlets is theoretically 

possible, but would require huge capital injections. Such a project seems doomed to 

fail as the best locations are already occupied by the existing cafe' s (Houthoofd and 

Heene 1997). 

Another barrier is the capital needed to keep pace with the technological evolution. 

This issue is mostly relevant when a foreign brewer wants to launch a new lager beer 

into Belgium. The production of lager beer needs to be done on a large scale, which 

means large fermentation and storage tanks, large brewing vessels, high speed bottling 

lines and so on. This large scale is necessary to produce competitively priced beer, to 

justify the advertising expenses, to be able to give the needed promotional support 

( other than advertising) and to justify the needed investments in manufacturing 

(Houthoofd and Heene 1997). 

With all these barriers taken into account, it can be concluded that especially in the 

lager segment there are poor chances of success when a new lager brand is launched 

by a new firm. For the special beer market, where people are used to pay more for 

their beers, these barriers are less high (Houthoofd and Heene 1997). 

4.6 Conclusions 

In this chapter the Belgian beer market is described. This market is 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). 

The structure of this market is highly concentrated because two breweries control 

about 68 per cent of the market. But still there is room for numerous small local 
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breweries that brew only their own special beer (Johnson 2003). The market is more 

concentrated than the European average. 

In spite of the maturity of the market still certain developments exist such as the 

increase of the export segment, both the lager beer and special beer. Reasons for this 

development are changing global preferences of people who are consuming more 

special, international and premium beers (Houthoofd and Heene 1997; Johnson 2003). 

Other identified developments are the increase of the consumption of beer at home 

(Duvel Moortgat 2002) and the increase of product differentiation because of the 

introduction of new special beers ( Johnson 2003; V rontis 1998). 

Michie! W. Vink, August 2004 85 



Chapter 5: Conclusions 
TU/e 

5 Conclusions 

In this last chapter the findings of this report are described. This is done by answering 

the research question of this report. 

What are the major developments in the world, European, Belgian beer 

market? 

In this report the different beer markets (the world, Europe and Belgium) are 

discussed individually in the chapters two to four. Analysing these markets several 

developments were identified. The main developments will be described here. 

Declining consumption in the traditional beer industry markets 

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

million hl in 1995 to 296 million hl in 2001 (see Table 3.2). From Table 2.7 is 

concluded that 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 per capita of beer even declined in Belgium 

from 121 litres per capital in 1990 to 96 litres in 2002 (see Table 4.1). The reasons for 

this market behaviour are similar in many countries: 

• The population is getting older with the 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, soft drinks increased 

from a consumption of 88.8 litres per capita in 1990 to 113.2 litres in 2002 (see 

Table 4.3) (Vloeberghs 2002). 
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• The changing social attitude towards drinking. This is strengthened mainly 

because of an increased awareness of drink-driving, health awareness, 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: 

Minimum age legislation (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). 

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 behaviour change 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 (see Table 4.2), which 

indicates a growing consumption of international beers (Van Polet 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 (see Table 4.8). 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). So the 

Belgian brewery industry profits from the increasing popularity of international, 

premium and special beers (Clarke 1992; Cooreman 2003). 
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Increase of the consumption of beer at home 

More consumers in Europe and Belgium are going to drink their beers at home than in 

a cafe or restaurant (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 (see Table 3.3), in Belgium this percentage grew from 36 per cent in 

1995 to 42 per cent in 2001 (see Table 4.4). Reasons for this change are the increase 

of the opening hours and the growing availability of cold beers in supermarkets. 

Besides that 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 to a cafe then 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 their 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 they are enlarging the capacity of their major 

breweries and are closing smaller ones. (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). At this moment, the 

number of active breweries, and the market shares of the main breweries (lnterbrew, 

Alken-Maes, Palm and Haacht), are quite constant. 
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Internationalisation 

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

large companies are becoming bigger, and major brands are becoming 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 

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 product in a segment which is growing 

such as the abbey beers. Examples of this trend are the introduction of more 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. 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 the increasing popularity of original tastes and 
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flavours. An example of this trend is the increase of the consumption of abbey beers 

(Cooreman 2003; Van Polet and Letarte 2001). 

The described market developments supply the answer of the research question of this 

report. This answer is the starting point for the next phase of the investigation, which 

will be described in the report ' Branding of Trappist Beer' (Vink 2004). For further 

information regarding this research, such as the research methodology and the 

limitations is referred to this report. 

Michie! W. Vink, August 2004 90 



Bibliography 
TU/e 

Bibliography 

Aaker, D. (1992), Strategic Market Management, 3rd ed., John Wiley & Sons, New 
York, USA. 

Abbott, A., Lawler, K. and Ling, M. (1998), "An empirical investigation into the 
effects of the MMC beer orders (1989) on the UK brewing industry", Applied 
Economics, Vol. 30, No. 1, pp. 145-154. 

Ager, D. (2002), "Femsa Cerveza: SOL in the UK", Richard Ivey School of Business, 
No. 9A95A015, 25 November, the University of Western Ontario, London, Western 
Ontario, Canada. 

AmBev (2003), AmBev Reports Second Quarter 2003 Results, Sao Paulo, Brazil. 

Anheuser Busch (2002), Annual Report 2002: True, St. Louis, Louisiana, USA. 

Barnard, B. and Ladika, S. (2000), "Interbrew", Europe, No. 393, pp. 30-32. 

Bavaria (2002), Jaarverslag 2002, Lieshout, the Netherlands. 

Beamish, P. and Goerzen, A. (2002), "Stella Artois in the UK", Richard Ivey School 
of Business, No. 9B01A017, 23 November, The University of Western Ontario, 
London, Western Ontario, Canada. 

Beer and Health (2002), The Benefits of Moderate Beer Consumption, 2nd ed., The 
Brewers of Europe, Brussels, Belgium. 

Beverland, M. (2002), "Unlocking the Asian wine market: an exploratory case study", 
International Journal of Wine Marketing, Vol. 14, No. 3, pp. 53-65. 

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

Brasseries Kronenbourg (2001), Annual Report 2000, Jave and Voituriez & Obringer, 
Strasbourg, France. 

Buford, H., Foti, B., Lopez, A. and Raneri, P. (2001), The Chimay Brewery: A 
Belgian Case Study, unpublished paper, the Catholic University of Louvain, Louvain
la-Neuve, Belgium. 

Carlsberg Breweries NS (2002), Annual Report for 2002, CVR No. 25 50 83 43, 
Copenhagen, Denmark. 

Cherkassky, I. (1998), "Dubbing dry dreary, publicity, guy says, 'let's get wet"', 
Beverage World, Vol. 117, No. 1663, p. 3. 

Michiel W. Vink, August 2004 91 



Bibliography 
TU/e 

Clarke H. (1992), "Belgium's strong drinks", International Management, Vol. 47, No. 
6, pp. 62-65. 

Competition Commission (2001), A Report on the Acquisition by Interbrew SA of the 
Brewing Interests of Bass Pie, London, the UK. 

Conklin, D. (1997), "Note on the Mexican beer industry", Richard Ivey School of 
Business, No. 9A97H006, 26 September, the University of Western Ontario, London, 
Western Ontario, Canada. 

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

Czinkota, M. and Ronkainen, I. (1995), International Marketing, 4th ed., Dryden 
Press, Chicago, Illinois, USA. 

Datamonitor (2000), Western Europe Beer and Cider 1999: Market Data Report, 
Datamonitor Europe, London, the UK. 

Dawson, H. (2002), "The good, the bad and the FAB's", Beverage World, Vol. 121, 
No. 1711, pp. 30-38. 

De Brabanter, J. (2000), "Didactisch Nummer", Het Brouwersblad, July, pp. 4-33. 

De Brabanter, J. (2001), "Classificatie van Belgische bierstijlen", Het Brouwersblad, 
October, pp. 6-24. 

De Brauwer, P. (2003a), "Resultaten voor enkele branches van de voedingsindustrie: 
derde kwartaal 2003", Enquete Fevia, Federatie Voedingsindustrie, Brussels, 
Belgium. 

De Brauwer, P. (2003b), De Jnnovatie Uitdaging: Innovatie in de Voedingsindustrie ... 
Voedingsbodem voor Duurzame Groei, Federatie Voedingsindustrie, Brussels, 
Belgium. 

De Chernatony, L. and McDonald, M. (1998), Creating Powerful Brands in 
Consumer, Service and Industrial Markets, 2nd ed., Butterworth-Heinemann, Oxford, 
the UK. 

De Wit, B. and Meyer, R. (1994), Strategy; Process, Content, Context: An 
International Perspective, West Publishing Company, St. Paul, Minnesota, USA. 

Dumicic, K., Renko, S. and Renko, N. (2003), "A case study of the Croatian beer 
market structure and performances", British Food Journal, Vol. 105, No. 3, pp. 193-
203. 

Duvel Moortgat (2002), Jaarverslag 2002, Philippe Moortgat, Puurs, Belgium. 

Eisenhardt, K. (1989), "Building theories form case study research", The Academy of 
Management Review, Vol. 14, No. 4, pp. 532-550. 

Michie! W. Vink, August 2004 92 



Bibliography 
TU/e 

Emans, B. (1990), Interviewen; Theorie, Techniek en Training, 3rd ed., Wolters
Noordhoff, Groningen, the Netherlands. 

Everatt, D. (2000), "South African breweries international: Devising a China market 
strategy", Richard Ivey School of Business, No. 9B00A024, 26 September, the 
University of Western Ontario, London, Western Ontario, Canada. 

Faulkner, G. and Wyborn, H. (2003), World Drinks Report, No. 197, Agra Europe, 
London, the UK. 

Fletcher, J. (1988), Effective Interviewing, 3rd ed., Kogan Page, London, the UK. 

Foote, A. (2000), "The world's local brewer", Beverage World, 15 November, pp. 72-
79. 

Foster's Group (2002), Concise Annual Report 2002: The Story of a Unique Strategy, 
Melbourne, New South Wales, Australia. 

Goerzen, A. (2000), "The global branding of Stella Artois", Richard Ivey School of 
Business, No. 9B0OA019, 23 August, The University of Western Ontario, London, 
Western Ontario, Canada. 

Grolsch (2002), Jaarverslag 2002, Drukkerij te Sligte, Enschede, the Netherlands. 

Gruijters, J. (2001), Jaarverslag, Productschap voor Gedistilleerde Dranken, 
lmprimade Bussy, Schiedam, the Netherlands. 

Haddock, F. (1999), "The globalisation of beer", Global Finance, Vol. 13, No. 7/8, 
pp. 53-56. 

Heineken (2002), Jaarverslag 2002, Boom Planeta, Amsterdam, the Netherlands. 

Hickman, L. and Longman, C. (1994), Case Method: Business Interviewing, 1st ed., 
Addison-Wesley, New York, USA. 

Hill, C. (2002), Global Business Today, 2nd ed., McGraw-Hill, New York, USA. 

Hill, C. and Jones, G. (2001), Strategic Management Theory: An Integrated 
Approach, 5th ed., Houghton Mifflin Company, Boston, Massachusetts, USA. 

Houthoofd, N. and Heene, A. ( 1997), "Strategic groups as subsets of strategic scope 
groups in the Belgian brewing industry", Strategic Management Journal, Vol. 18, No. 
8, pp. 653-666. 

Houthoofd, N. and Heene, A. (2002), The Analysis of Strategic Groups and Its 
Contribution to Competence Theory and Practice, VLEKHO Business School, 
Brussels, Belgium. 

Michiel W. Vink, August 2004 93 



Bibliography 
TU/e 

Howell, D. (2001), "Mass tips glass to spike in new breed beer and wine", DSN 
Retailing Today, Vol. 40, No. 16, pp. 29-30. 

Ingham, A. (2002), "An overview of the regulatory environment for commercial 
communication of alcoholic beverages in Europe", Responsible Marketing of 
Alcoholic Drinks: Regulations and Enforcement, June, Canadean Limited, 
Basingstoke, the UK. 

Interbrew (2002), Annual Report 2002: The World's Local Brewer, Edison, Leuven, 
Belgium. 

Jackson, M. (2001), "Brewed in Belgium", Redhot, September-November, pp. 42-47. 

Johnson, G. and Scoles, K. (1993), Exploring Corporate Strategy, 5th ed., Prentice 
Hall Europe, London, the UK. 

Johnson, P. (2003), Industries in Europe: Competition, Trends and Policy Issues, 
Edward Elgar Publishing, Cheltenham, the UK. 

Johnston, P. (2001), Operation World, 21st century edition, Authentic Lifestyle, New 
York, USA. 

Jongerius, S. (1998), "Broeder Samuel steekt neus nog in brouwketels: brouwerij 
Koningshoeve verliest logo, naam Trappist blijft", Brabants Dagblad, 15 December, 
's Hertogenbosch, the Netherlands. 

Kempen, P. and Keizer, J. (2000), Advieskunde voor Praktijkstages: 
Organisatieverandering als Leerproces, 2nd ed., Noordhoff Wolters, Groningen, the 
Netherlands. 

Koster, P. (2002), Beer: It's All about Brands, September, Friesland Bank Securities, 
Amsterdam, the Netherlands. 

Koster, P. (2003), Beer Industry 2001/2002, May, Friesland Bank Securities, 
Amsterdam, the Netherlands. 

Koster, P. and Van Lamoen H. (2002), European Beer Brewers, January, Friesland 
Bank Securities, Amsterdam, the Netherlands. 

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

Laverick, C. (1996), "The new list: red, white, sparkling ... but where's the beer?", 
Restaurant Hospitality, Vol. 80, No. 8, pp. 102-103. 

Lawler, K. , Abbott, A. and Ling, M. (1997), "Advertising investment in the UK 
brewing industry: an empirical analysis", Economic Issues, Vol. 2, Part 1, pp. 54-67. 

Lindgreen, A. (2000), The Emergence and Rise of Relationship Marketing, published 
PhD thesis, Cranfield University, the UK. 

Michie! W. Vink, August 2004 94 



Bibliography 
TU/e 

Marinov, M. and Marivnova, S. (1998), Investor Strategy Development and 
Adaptation: The Case of Jnterbrew, University ofWitten/Herdecke, Witten, Germany. 

Meldrum, M. and McDonald, M. (1995), Key Marketing Concepts, Macmillan 
Business, Basingstoke, the UK. 

Mintel (2000a), Canned Lager - UK, January, Mintel International Group Limited, 
London, the UK. 

Mintel (2000b), Bottled Lager - UK, February, Mintel International Group Limited, 
London, the UK. 

Mintel (2000c ), Draught Lager - UK, March, Mintel International Group Limited, 
London, the UK. 

Mintel (2000d), Drinking Trends - UK, November, Mintel International Group 
Limited, London, the UK. 

Mintel (2001a), Impact of Cross-Channel Shopping on the Alcohol Market - UK, 
June, Mintel International Group Limited, London, the UK. 

Mintel (2001 b ), Flavoured Alcoholic Beverages - UK, October, Mintel International 
Group Limited, London, the UK. 

Mintel (2002a), Attitudes Towards Drinking - UK, March, Mintel International Group 
Limited, London, the UK. 

Mintel (2002b ), Pub Visiting - UK, August, Mintel International Group Limited, 
London, the UK. 

Mintel (2003a), Low-alcohol and Alcohol-free Drinks - UK, January, Mintel 
International Group Limited, London, the UK. 

Mintel (2003b), Lager - UK, June, Mintel International Group Limited, London, the 
UK. 

Mogensen, T. (2003), Excise Duty Tables, December, Ref. 1.018, European 
Commission, Brussels, Belgium. 

Molson (2003), Molson 2003 Annual Report: Continuing to Deliver, Belanger 
Rheault, Montreal, France. 

Parker-Pope, T. (1995), "A sobering thought: beer consumption waning in Europe", 
Wall Street Journal, 21 February, p. 13. 

Perro, P. (2003), "Statistics 2001 ", The Brewers of Europe, Brussels, Belgium. 

Michie! W. Vink, August 2004 95 



Bibliography 
TU/e 

Perro, P., Bergqvist, P., Steward, B. and Ruys, A. (2003), European Brewery 
Convention: Future Challenges and Opportunities for the Brewing Industry, 21 May, 
The Brewers of Europe, Dublin, Ireland. 

Perry, C. (1998), "Processes of a case study methodology for postgraduate research in 
marketing", European Journal of Marketing, Vol. 32, No. 9/10, pp 785-800. 

Ponterotto, J., Rivera, L. and Sueyoshi, L. (2000), "The career-in-culture interview: a 
semi-structured protocol for the cross cultural intake interview", The Career 
Development Quarterly, September, Vol. 49, No. 1, pp. 85-96. 

Rubin, H. and Rubin, I. (1995), Qualitative Interviewing: The Art of Hearing Data, 
1st ed., Sage publications, Thousand Oaks, California, USA. 

SABMiller (2003), Annual Report 2003: The Difference is Clear, London, the UK. 

Scarpa, J. (1991), "Drafts, carafes & spirits: roll out the barrel", Restaurant Business, 
Vol. 90, No. 12, pp. 185-188. 

Scarpa, J. (2000), "Foreign service", Restaurant Business, Vol. 99, No. 15, pp. 57-58. 

Scottish & Newcastle (2003), Annual Report and Accounts 2003, Tayburn Corporate, 
Edinburgh, the UK. 

Steinriede, K. (1998), "The Belgian beer boom", Beverage Industry, Vol. 89, No. 10, 
pp. 8-12. 

Tanner, L. (1999), "Alcohol taxes, tax revenues and the single European market", 
Fiscal Studies, Vol. 20, No. 3, pp. 287-305. 

Thomas, R. (1995), New Product Success Stories: Lessons from Leading Innovators, 
1st ed., John Wiley & Sons, New York, USA. 

Van Aken, J. (1994), Strategievorming en Organisatiestructurering: 
Organisatiekunde vanuit Ontwerpperspectief, 1st ed., Kluwer Bedrijfswetenschappen, 
Deventer, the Netherlands. 

Van Aken, J., Van der Bij, J. and Berends, J. (2000), Bedrijfskundige Methodologie 
College 1 Z350: Dictaat Collegejaar 2000/2001, Augustus, Eindhoven University of 
Technology, the Netherlands. 

Van den Einde, J. and Gillard, P. (2002), "Belgie, het bierparadijs: een ronde van 
Belgie van het bier", Speciaal Dossier, No. 5, Belgische Dienst voor de Buitenlandse 
Handel (BDBH), Brussels, Belgium. 

Van den Steen, J. (2003), Trappist: Het Bier en de Monniken, 1st ed., Allmedia, 
Leuven, Belgium. 

Michie! W. Vink, August 2004 96 



Bibliography 
TU/e 

Van Po let, Y. and Letarte, P. (2001 ), Belgium - Luxembourg Market Development 
Reports: Survey of Belgian Beer Market 2001, No. BE1039, Global Agriculture 
Information Network, The Hague, the Netherlands. 

Verschuren, P. and Doorewaard, H. (2000), Het Ontwerpen van een Onderzoek, 3rd 
ed., Lemma, Utrecht, the Netherlands. 

Vignali, C. and Vrontis, D. (2000), "Survey research in the UK beer industry", British 
Food Journal, Vol. 102, No. 5/6, pp. 371-378. 

Vink, M. (2004), Branding of Trappist Beer, unpublished paper, Department of 
Technology Management, Technical University of Eindhoven, the Netherlands. 

Vloeberghs, E. (2002), "Wat drinkt de Belg?", Nieuwsflits, No. 18, Nationaal Instituut 
voor de Statistiek, Brussels, Belgium. 

Vloeberghs, E. (2003), "Wat drinkt de Belg?", Nieuwsflits, No. 44, Nationaal Instituut 
voor de Statistiek, Brussels, Belgium. 

V rontis, D. ( 1998), "Strategic assessment: the importance of branding in the European 
beer market", The British Food Journal, Vol. 100, No. 2, pp. 76-84. 

Vrontis, D. and Vignali, C. (1999), "Bass plc: an assessment, evaluation and 
recommendations for their strategic approach in entering foreign beer markets", 
International Marketing Review, Vol. 16, No. 4/5, pp. 391-405. 

Walker, 0., Boyd, H., and Larreche, J. (1999), Marketing Strategy: Planning and 
Implementation, 3rd ed., McGraw-Hill, New York, USA. 

Walker, 0., Boyd, H., Mullins, J. and Larreche, J. (2003), Marketing Strategy: A 
Decision Focused Approach, 4th ed., McGraw-Hill, New York, USA. 

Webster, F. (1991), Industrial Marketing Strategy, 3rd ed., John Wiley & Sons, New 
York, USA. 

Weinstein, S. (1999),"Let the good times roll", Progressive Grocer, Vol. 78, No. 3, 
pp. 45-53 

Wesley, D. (2003), "Note on the global beer industry", Richard Ivey School of 
Business, No. 9B03M012, 29 April, The University of Western Ontario, London, 
Western Ontario, Canada. 

Wiegel, H. and Verhoek, J. (2003), "Jaarverslag 2002", Centraal Brouwerij Kantoor, 
SHD Grafimedia, Amsterdam, the Netherlands. 

Yin, K. (1984), Case Study Research: Design and Methods, 1st ed., Sage publications, 
Thousand Oaks, California, USA. 

Michie! W. Vink, August 2004 97 



Websites 
TU/e 

Websites 

Belgische Brouwers (2003), http://www.beerparadise.be/, last accessed on 2 April 
2004. 

Brewers of Europe (2003), http://www.brewersofeurope.org/. last accessed on 16 July 
2004. 

Centraal Brouwerij Kantoor (2003), http://www.cbk.nl/, last accessed on 2 December 
2003. 

Centraal Bureau voor de Statistiek (2003), http://www.cbs.nl/, last accessed on 2 
December 2003. 

Commissie gedistilleerd van het productschap dranken (2003), http://www.pgd.nl/, 
last accessed on 2 December 2003. 

Haacht (2003), http://www.primus.be/beer/, last accessed on 13 January 2004. 

Interbrew (2003), http://www.interbrew.com/, last accessed on 13 January 2004. 

Keynote (2003), http://www.keynote.co.uk/, last accessed on 2 December 2003. 

Mintel International Group Ltd (2003), http://www.mintel.co.uk/, last accessed on 2 
December 2003. 

Nationaal Instituut voor de Statistiek (2003), http://statbel.fgov.be/home nl.htm, last 
accessed on 2 December 2003. 

Productschap Dranken (2003), http://www.productschapdranken.nl/, last accessed on 
2 December 2003. 

Promotie Informatie Traditioneel Bier (PINT) (2003), http://www.pint.nl/, last 
accessed on 2 December 2003. 

Richard Ivey School of Business (2003), http://www.ivey.uwo.ca/, last accessed on 2 
December 2003 . 

Michiel W. Vink, August 2004 98 




