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RESUMEN

El area de estudio de esta tesis es el andlisis sensorial y estudios con consumidores, con una fuerte
influencia del campo de la psicologia cognitiva y social. La tesis se enfoca en el estudio de la experiencia
de consumo, con el objetivo de profundizar en el entendimiento de los procesos de eleccion y consumo de
alimentos y bebidas, asi como desarrollar una herramienta capaz de medir la experiencia de consumo a
través de los diferentes sistemas que tiene el ser humano (sensorial, afectivo y cognitivo).

El caso de estudio utilizado para medir la experiencia de consumo es la cerveza, comparando a través de
la tesis las relaciones y diferencias que existen entre el consumo de cerveza artesanal e industrial. La
experiencia de un producto se refiere a todos los efectos emocionales, sensoriales y cognitivos que un
producto puede tener sobre una persona. Sin embargo, este concepto, aunque no es nuevo en el area de la
psicologia del consumidor, ha sido poco estudiado con respecto a su relacion con alimentos y bebidas.

En los ultimos treinta afios, el concepto de consumo experiencial, experiencia de producto ha sido
utilizado en servicios (ej. turismo), objetos materiales (ej. celulares, tasas, etc.). Pero, no se conoce las
diferencias que podrian existir con respecto al consumo de alimentos y bebidas.

La tesis a lo largo de cinco capitulos plantea un estudio de la experiencia de consumo de bebidas, mas
especificamente del consumo de cerveza. El primer capitulo tiene por objetivo conocer al consumidor de
cerveza en México con respecto a los habitos de consumo, actitudes, macas de cerveza que mas se
consumen y encontrar una tipologia de los consumidores. Adicionalmente se profundiza en los resultados
de un estudio cualitativo (etnografias con consumidores) para profundizar en las motivaciones, variables
involucradas y actitudes hacia el consumo de cerveza artesanal.

El segundo capitulo explora las variables asociadas a la experiencia de tomar cerveza, utilizando un
estudio también cualitativo (sesiones de grupo contextuales) y pone en evidencia las diferencias entre la
experiencia de consumo en un objeto material versus una bebida. Los resultados de este estudio muestran
que la experiencia de tomar cerveza esta relacionada con: los habitos de consumo, actitudes, la
experiencia sensorial, la experiencia afectiva (o emocional), la experiencia cognitiva, la experiencia de
compra del producto, el consumo individual versus social, y los beneficios especificos buscados en el
consumo de cerveza.

El tercer y cuarto capitulo profundizan en la representacion mental y social de la cerveza. En primer
lugar, la representacion mental de la cerveza es percibida diferente de acuerdo al género y tipo de
consumidor (cerveza industrial o artesanal). Para obtener la representacion mental se realizé una prueba

de categorizacion (sorting task) en done los resultados muestran que las mujeres categorizan las cervezas
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basadas en las actitudes hacia la cerveza, mientras que los hombres realizan la categorizacion basados en
su experiencia previa o informacion sobre las cervezas. Por otro lado, al estudiar la representacién social
de la cerveza, usando la metodologia estructural de las representaciones en psicologia social se ponen en
evidencia las diferencias culturales que existen en el consumidor en dos paises: México y Francia. Los
resultados muestran que la forma en la que se construye la representacion es diferente entre paises,
teniendo como eje la descripcion de la cerveza en Francia, y como aspectos heddnicos en el caso del
consumidor mexicano. En el caso del consumidor frances, la representacion de la cerveza artesanal es
méas compartida entre consumidores de cerveza industrial y artesanal, mientras que los diferentes tipos de
consumidores en México no comparten una misma representacion social.

Finalmente, el capitulo cinco muestra como se utilizé la informacion de los estudios precedentes de la
tesis para disefiar un estudio cuantitativo en donde se midiera la experiencia de tomar cerveza. El estudio
constaba de dos condiciones: evaluacién visual y prueba de producto. Los resultados muestran que es
posible medir la experiencia de tomar cerveza con base en las dimensiones mas relevantes durante el
consumo, mas afectiva, cognitiva o sensorial. En el estudio se encontré que las cervezas artesanales
tienen una experiencia de consumo mas cognitiva, mientras que las cervezas industriales son mas
emocionales y sensoriales.

La tesis concluye con los resultados de la medicion de la experiencia de consumo en las cervezas y
muestra que los caminos para una mayor investigacion del concepto de experiencia pueden ser en
alimentos y otras bebidas, con el objetivo de validar el uso del concepto y las variables relacionadas con

el mismao.
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Summary

The area of study of this thesis is sensory and consumer science, with a strong influence of the field of
cognitive and social psychology. The thesis focus is on the study of the experience of drinking
(consumption experience or product experience). With the objective to contribute to the understanding of
food choice processes and consumption of food and beverages. As well as to develop a tool
(methodology) capable of measuring the experience of drinking threw a set of human systems (affects,
senses and cognition).

The case study used in this thesis to measure the experience of drinking is beer, comparing through
different studies the similarities and differences between craft and industrial beer. Product experience
refers to all the effects the product has on consumers, they can be emotional, sensory or cognitive.
Although this concept is not new in the field of consumer psychology, it has been less explored in the
food and beverage domain.

In the past years, the concept of consumer experience and product experience has been used in services
(e.g. tourism), material objects (e.g. cell phones). Today we do not know the differences that may exist in
the use of the concept of product for material products compared to food and beverages.

The thesis throughout five chapters raises a study of the experience of drinking, more specifically the
experience of drinking beer. The first chapter has for objective to understand the beer consumer in
Mexico in respect to the habits of consumption, attitudes, brands usage more often, and to find a typology
of industrial and craft consumers. Additionally, the results of a qualitative study are exposed (consumer
ethnographies) to have a deep dive in the motivations towards the consumption of craft beer in the
Mexican consumer.

The second chapter explores the variables associated to the experience of drinking beer, also via a
qualitative study (contextual focus groups) and put in evidence the differences between the experience of
using a material object and the experience of drinking a beverage (or a food). The results of this study
show that the experience of drinking beer is related to: habits of consumption, attitudes, sensory
experience, affective experience (emotional), cognitive experience, shopping, individual vs social
consumption and the specific benefits searched by consumption.

The third and fourth chapter deepen in the mental and social representation of beer. In first place, the
mental representation of beer is perceived differently according to the gender and type of consumption
(industrial or craft beer). To access to the mental representation, a sorting task was used. The results show

that women categorize the beers based on their attitudes while men make the categories based on their
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previous experience or information of the beer. On the other hand, by studying the social representation
of beer, using the methodology of the social representation from social psychology, it was evidenced the
cultural differences existing between the consumers of two countries: Mexico and France. The results
manifest that the way in which the representation of the craft beer is made is different between the two
countries, having as an axe the description of the beer in France, and hedonics in Mexico. In the case of
the French consumers, the representation of the craft beer is shared across industrial and craft consumers,
while in Mexico both types of consumers do not share the same representation.

Finally, in chapter five the information from the previous chapters is condensed into one methodology to
measure the drinking experience of beer that can take into consideration the three humans systems:
affects, senses and cognition. The study performed in this chapter was done in two basic steps: visual
evaluation and product test. The results put forth that it is possible to measure the experience of drinking
beer and identify which is the salient system or dimension used during the consumption. In the study it
was found that the craft beers evoke a more cognitive experience, while industrial beers evoke a more
emotional or sensory experience.

The thesis concludes with the results of the experience measurement, exhibiting the different paths to
follow for a better understanding and research on the experience concept, which can be in beverages or

foods.
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. Introduction

Sensory science is a multidisciplinary field comprising measurement, interpretation and understanding of
human responses to product properties as perceived by the senses such as sight, smell, taste, touch and
hearing (Martens, 1999). Therefore, sensory analysis is a science that uses humans as measurement
instrument. It is also a science that works with the social aspects of how a group of subjects uses their
senses to interact with the environment, products, other persons, etc. This social aspect raises fundamental
issues linked not only to the privative character of sensations but also to the subjectivity of their
expression. The human perception towards sensory stimuli occurs simultaneously under three different
aspects: a quantitative aspect that corresponds to the perceived intensity of the stimuli; a qualitative aspect
that reflects the nature of the stimuli and enables its identification; and a hedonic aspect that corresponds
to the pleasure that accompanies the perception. These three components give place to two types of
measurements: sensory and hedonics. The sensory measurements are usually classified as objective,

whereas the hedonic ones as subjective (Urdapilleta, 2001).

The sensory measurements have for objective the comparisons between stimuli to detect the presence/
absence of sensory differences across products (discriminative tests), and to evaluate the intensity of a set
of attributes or descriptors (descriptive tests). On the other hand, hedonics measurement has for objective
understanding of the pleasure character of an object. Hedonic measurement gave place to consumer tests,
in which hedonic measurements of preference and acceptability are used to understand consumer

behaviour.

Consumer studies have been approached from different disciplines: sensory analysis (Ares, 2010), social
psychology (Barthmoneuf, 2009), marketing (Gentile, 2007), cognitive psychology (Valentin, 2007) and
industrial design (Schifferstein, 2008; Desmet, 2002). Each discipline brings a different perspective in the
quest to understand the consumer. Traditionally, hedonic measurements have been present in consumer
studies almost exclusively. According to Stone (2004) measures of acceptance in consumer studies can
and should be measured regarding the use of the product. In the past years, measurement of usage and
acceptance of the products has become so common that it would seem inappropriate to act against them
(Caru, 2003). However, it has been recently shown that the success criteria to launch or modify a product
based only on hedonic tests are not accurate. These tests lack full validity due to the disregard of
important factors to predict choice and acceptance of products as perception, attitudes towards

consumption and evoked emotions (Garber, 2003).
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In the past years, the concept of “product experience” has gained interest as a holistic approach to
understand the interaction between a person and the (Desmet, 2008; Labbe, 2009; Schifferstein, 2009).
An “experience” also seems to be a competitive advantage, as more and more companies are focusing on
creating experiences to differentiate themselves in the increasingly commoditized and competitive food &
beverage world. From a marketing perspective, consumers want more than just the delivery and
consumption of a product or service. Instead, they seek unique consumption encounters to accompany the

products and services that create memorable experiences (Walls, 2011; Fig.1.).

Individual
Characteristics
/ Extra? Emotive \
Ordinary (subjective)
Human 2 :
% Consumer Situational
Interaction Experience Factors
Elements

Cognitive
(objective)

Physical Experience
Elements

Fig. 1. A framework for the composition of consumer experiences (after Walls et al., 2011)

The first question that arises is what is an experience? Product experience is defined by Schifferstein and
Cleiren (2005) as the entire set of effects a product has in a user. The product experience thus, includes its
perception, the identification process it triggers, the cognitive associations and memories it activates, the
feelings and emotions it elicits, and the evaluative judgments it brings out. The notion of experience
entered the field of consumption and marketing with Holbrook and Hirschman’s pioneering article of
1982. More than thirty years later, this notion has become a key element in understanding consumer
behaviour, and it is well known that product experience applies to all affective responses that can be

experienced in human-product interaction.
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The concept of experience can be found across scientific literature mainly for industrial design examples
(Desmet, 2002; Hekkert and Schifferstein, 2008), where the authors mention the implication of using a
product (e.g. mobile phone in Seva, 2009), and even a service (e.g. tourism industry in Oh, 2007). But
what are the differences between using a mobile phone, using a service and eating a food product? It
seems that the concept and the definitions of experience have been “borrowed” from industrial design and
little has been published about the uniqueness of eating a product (e.g. a snack) versus using a product

(e.g. a mobile phone).

Despite such inspiring and broad scientific literature, the experience of eating or drinking has not been
completely understood. The set of reactions triggered before and during the consumption of the product
has not been addressed; and the concept is far from its maturity. Given these considerations, the aim of
this thesis is two-fold: combining sensory analysis and cognitive psychology to gain more sustainable
knowledge of the experience concept that can be applied to the food and beverage domain, and to develop
a tool (design of a consumer study and a proper analysis) that enables the measurement of the experience
of food products. Beer will be the case study due to its economic importance in Mexico and worldwide,
but mainly because it is a product that may lead to sensory, affective or cognitive experience in
consumers. By using beer as a case study we attempt to deepen in the understanding of the drinking

experience concept.
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1. Literature review

The choice to consume a food is influenced by multiple sensory and nonsensory factors. It is important to
consider multiple factors when studying the consumer. However, much consumer research has focused
only on the direct and tangible benefits of products. According to Hollbrock (1987), conventional
research has neglected an important portion of the consumption experience like the role of aesthetic
products, multisensory aspects of product enjoyment and emotions arising from consumption. The
investigation of the remaining components of the experience should serve as one key target of future

methodological developments in consumer research.

The roots of this so-called experiential approach must be sought in the growth of services for which, the
“good” that is purchased is an experience rather than a material object’ (Campbell, 1997). The main
feature of an experience is to grant space to emotions. This experience is strictly personal and implies
customer’s involvement at different levels: rational, emotional, and sensory (Schmitt, 1999). This
involvement requires the understanding of the different systems or components of our mind, to fully

understand the relationship between human and products or services.
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Fig. 2. The interaction between sensory, cognitive and motor capabilities, adapted from Clarkson (2008).
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Most psychological and behavioural studies distinguish three basic systems of mind, each with its
structures, principles and mutual interactions (Fig. 2). Some authors refer to these three systems as senses,
cognition, and affect (Anderson, 1995; Schmitt, 1999; Tavassoli, 1998), others as cognition, affect, and
conation (Huit, 2005). Despite this small disagreement in the name of the components, all authors agree
on their definition. Cognition refers to the process to know and understand: of encoding, perceiving,
storing, processing and retrieving information. Affect refers to the emotional interpretation of perception
and information, while conation refers to the connection of knowledge and affect to behaviour (Huit,
2005). Besides these mental systems, humans are also “equipped” with a sensory system to perceive
changes in the environment, and commercial products are part of this environment (Schhiferstein and
Spence, 2008).

The study of these sets of components (affect, senses and cognition) in consumer research gives rise to
the “experience” research. Different disciplines focus on different components, and they even give a
different word to accompany the “experience”. From marketing studying “customer experience”, to
design on “product experience”, psychology on “affective experience”, or sensory analysis on the
“sensory and product experience”. Regardless the discipline, the underlying theories apply to all, and the
progresses in each discipline have taken “experience” research into different pathways. It is therefore
useful to understand the origin of “experience” in consumer research and how the concept of product

experience has been studied in sensory science.

The origin of “experience” in consumer research

In 1983, Lipovetsky wrote that we live in a culture detectable by several signs: the search for quality of
life, passion for personality, environmental sensitivity, abandonment of large systems of meaning,
worship of participation and expression, vintage fashion, local revival, regional revalorization of certain
beliefs and traditional practices. Today consumers live a fast momentum where innovation is everywhere.
Buying a product for its functional benefit is now obsolete in many product categories. The late 1980’s
have seen a new phase of consumption in capitalist societies, the era of hyper-consumption and
hypermodernism. In this hyper-modern world, industrial and cultural productions do not refer anymore to
two separated universes, radically incompatible. Production systems, distribution, and consumption are
now impregnated, penetrated, shaped by operations of a fundamental aesthetic nature. The style of beauty

and the evolution of tastes are imposed every day even more as strategic imperatives of products’ brands.
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We can see that romanticism underlies our present model of consumption, a model which moves
increasingly further away from the pure functionalism of the response to needs (Addis and Holbrook,
2001). The hypermodern consumer wants to build experience in consumption; he wants to create, not to
destroy. In Latin consume “consumere” means to destroy, to exhaust. Through the experience, the
consumer no longer “destroys" but becomes the builder of emotions and moments. As a result, consumers

become the hero of a “novel”, the novel of their everyday lives.

It is widely accepted that consumption experiences apply to all affective responses that can be
experienced in human-product interaction (Hekkert & Schifferstein, 2008; Darpy, 2012; Desmet &
Hekkert, 2007). However, this approach continues to lack a solid foundation, since the concept of
experience is still ill-defined, or as Caru & Cova (2003) mentioned, defined in ideological terms. The
concept of experience changes slightly depending on the word that accompanies the “experience”; we can
talk about product experience (Hekkert & Shifferstein, 2008), consumption experience (Darpy, 2012),
user experience (Warell, 2008) and even drinking experience (Schifferstein, 2008). In any case, the
variables involved in the experience can slightly change.

“Experience” itself is an interesting word that can mean different things and evokes two contradictory
phenomena which, are important to link. In the first sense, the experience is a way of feeling, to be
invaded by an emotional state. This is how we usually talk about an aesthetic experience, loving
experience, etc. To this emotional experience, a second meaning is juxtaposed: the experience is a
cognitive activity. It is a way to build what is real and verify it, to experience it (Dubet, 1994). In this
thesis and in general when talking about experience in consumer research, the first sense of the word is

used.

An experience is not an amorphous construct; it is as real as any service, good, or commodity (Pine &
Gilmore, 1998). The bibliography available on consumption experience makes evident a different but
continuous use of the concept (Desmet & Hekkert, 2007; Gentile, Spiller, Noci, 2007; Gilovich, Kumar,
Jampol, 2015; Walls et al., 2011). Experience has been explored in studies spanning many fields,
demonstrating that there are many common points on the application of this concept in consumer research
(Maslow, 1964; Oh, 2007; Caru, 2003; Gentile, Spiller, Noci, 2007). The first publication on consumer
experience (Holbrook and Hirschman, 1982) tried to offer an original view to consumer behaviour,
pointing out the variables that should be taken into consideration for a wider and “more complete”
understanding of consumers. Despite this encouraging article of Holbrook to enlarge the view of

researchers, it took another fifteen years for new “experience” articles to come into light (Table 1).
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Table 1

Summary of experience definitions (after Walls et al., 2011)

Author (year)

Definition

Ray (2008)

Lashley (2008)

Titz (2007)

Mossberg (2007)

Oh et al. (2007)
Andersson (2007)
Uriely (2005)

Berry et al. (2002)
Lewis and  Chambers
(2000)

McLellan (2000)
Schmitt (1999)

Gupta and Vajic (1999)

Pine and Gilmore (1998,
1999)

O’Sullivan and Spangler
(1998)
Carlson (1997)

MerriamWebster
(1993)

Arnould and Price (1993)
Denzin (1992)

Csikszentmihalyi (1990)

Mannell (1984)

Hirschman and Holbrook
(1982)

Maslow (1964)

Thorne (1963)

Experiences interrupt people from their lives and expectations to provide something of interest
that demands attention; experiences themselves are incredibly involving.

Discusses tourism experiences from the perspective of creating hospitable relationships between
the host and guest; these experiences engage emotions, which is essential to creating a memory.
No single model of experiential consumption has emerged; experiential consumption is central to
a comprehensive understanding of consumer behaviour in the hospitality and tourism context.

A blend of many elements coming together and involve the consumer emotionally, physically,
intellectually and spiritually.

From a consumers perspective experiences are “enjoyable, engaging, memorable encounters for
those consuming these events.”

The tourist experience is proposed as the moment when tourism consumption and tourism
production meet.

The tourist experience is currently depicted as an obscure and diverse phenomenon, which is
mostly constituted by the individual consumer.

The means of orchestrating all the clues that people detect in the buying process.

The total outcome to the customer from the combination of environment, goods, and services
purchased.

The goal of experience design is to orchestrate experiences that are functional, purposeful,
engaging, compelling, and memorable.

Experiences are private events that are not self-generated but rather occur in response to some
staged situation and involve the entire being.

An experience occurs when a customer has any sensation or knowledge acquisition resulting from
some level of interaction with different elements of a context created by a service provider.

A distinct economic offering that are as different from services as services are from goods;
successful experiences are those that the customer finds unique, memorable and sustainable over
time, would want to repeat and build upon, and enthusiastically promotes via word of mouth.
Involves the participation and involvement of the individual in the consumption and the state of
being physically, mentally, emotionally, socially, or spiritually engaged found that experience.

An experience can be defined as a constant flow of thoughts and feelings that occur during
moments of consciousness.

The fact or state of having been affected by or gained knowledge through a direct observation or
participation.

Extraordinary experiences are those characterized by high levels of emotional intensity.
Extraordinary experiences rupture routines and live and provoke radical redefinitions of the self.
In moments of epiphany, people redefine themselves. Epiphanies are connected to turning-point
experiences.

Flow is the optimal experience that keeps one motivated. This feeling often involves painful, risky
or difficult efforts that stretch the person’s capacity as well as an element of novelty and
discovery. Flow is an almost effortless yet highly focused state of consciousness, and yet the
descriptions do not vary much by culture, gender, or age.

An experience or state of mind is uniquely individual and that the quality rather than the quantity
of leisure in our lives deserves attention.

Those facets of consumer behaviour that relate to the multisensory, fantasy and emotive aspects of
one’s experience with products.

Peak experience is the experiences in which the individual transcends ordinary reality and
perceives being or ultimate reality. Short in duration and accompanied by positive affect.

Peak experience is subjectively recognized to be one of the high points of life, one of the most
exciting, rich and fulfilling experiences which the person has ever had. A experience may be
described operationally as a subjective experiencing of what is subjectively recognized to be one
of the lowest points of life, one of the worst, most unpleasant and harrowing experiences of life.
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In 1997, Csikszentmihalyi (Fig. 3) proposed a consumer experience typology, where two dimensions
differentiate the types of experience: the skills and the challenges. In its typology, the most desired or
maximum consumption experience is named a “flow.” This “flow experience” requires both a high level
of challenge and skill. It is worth mentioning that a “flow experience” for one consumer may be boring or
irritating to another consumer, because it depends on their skills and challenges. This “flow experience” is

comparable to the peak experiences mentioned by Maslow in 1964 but in the field of psychology.

A

Arousal
Anxiety Flow
Challenge Contral
Level
Apathy Relaxation
Boredom

Perceived Skill Level

Fig. 3. The typology of consumer experience (after Csikszentmihalyi, 1997)

In 1998 Pine presented experiences as a new economic offer as the final stage of differentiation and
pricing in products and services; evolving after commaodities, goods and services (Fig. 4). According to
Pine the commodities are the least differentiated products and their transaction is based on a global
market. In a more differentiated stage the “make goods” or commercial products are more competitive,
followed by a service. At the end of this continuum lies the experiences which, are highly differentiated
products in the market (or services). This more market-oriented approach enables companies to create

new and more value-added products to the consumer.

(21]



In Pines’ words, Walt Disney was the pioneer in the experiential economy, but nowadays the concept of
selling an entertainment experience is taking root in businesses far away from theatres and amusement
parks. The consumer is seen as an individual emotionally involved in a shopping process, in which the
multi-sensory, imaginary and emotive aspects, in particular, are sought and appreciated. The consumer
sees the process of consumption as a more romantic act, and acts that more away from the pure
functionalism of the response to needs. This allowed Holbrook (1987) to propose the following logical
sequence in consumer experience: “romanticism — experiential consumption — emotional responses —
pleasure”, and to insist on the fact that in this experiential approach, sensations are more important than

the consumers’ rational thoughts.
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Fig. 4. The progression of economic value (after Pine, 1998).

Product experience

In 2001, Addis and Holbrook suggested that to understand experience we need to go beyond shape and
form, even beyond simple ergonomics. Recently, industrial design academics have defined the product
experience concept, as a concept that allows the study of a product far beyond the shape and form. For
Hekkert and Schifferstein (2008), the subjective product experience is defined as the awareness of the
psychological effects elicited by the interaction with a product, including the degree to which all our
senses are stimulated, the meanings and values we attach to the product and the feelings and emotions

that are elicited.
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In 2008, Hekkert and Schifferstein publication of the “Product Experience” book, marked a new era on
the experience scientific literature, with a clear domination of the design approach (Fig 5). The Product
Experience book contains a collection of chapters written by experts from all over the world, covering
topics from perceiving products through the senses, to their symbolic and emotional meanings. A new
multidisciplinary approach of the concept was assured. For Hekkert and Schifferstein (2008), the
disciplines involved in product experience research are marketing/consumer science, different fields of
psychology, as well as designers and engineers. Despite the importance of the sensory systems in the
study of experience, sensory analysis was not considered as an important discipline in the study of the

concept, even though Schifferstein itself is a sensory scientist.
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Fig. 5. Disciplines that are contributing to the product experience (after Hekkert & Schifferstein, 2008).

For this thesis purpose, the design definition of the product experience is embraced. The heart of this
definition takes into consideration several important points. The first one, mentioned by Krippendorff
(2008) has to do with the notion of interaction. For her, experiences are not merely personal and
subjective but crucially related to interacting with something of interest, an artefact, activity, or a situation
involving other people. The prefix ‘ex’ also suggests that ex-periences require ex-ternalization, ex-
pression, or ex-planations (Krippendorff, 2008). Therefore, the concept “product experience” refers to the

objectal relationship between a product and a user.
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The second point has to do with how an object triggers the experience, about the outcome of the
experience. Experience is not a property of the product but the outcome of the human-product
interaction, and therefore dependent on what temporal and dispositional characteristics the user brings
into the interaction (Desmet, 2007). The characteristics of the user (e.g., personality, skills, background,
cultural values, and motives) and those of the product (e.g., shape, texture, colour, and behaviour) shape
experience. All actions and processes that are involved, such as physical actions and perceptual and
cognitive processes (e.g., perceiving, exploring, using, remembering, comparing, and understanding), will
contribute to the experience. Also, the experience is always influenced by the context (e.g., physical,

social, economic) in which, the interaction takes place.

The third point has to do with the importance of the senses in the product experience. Humans are
endowed with two essential modes of consumption: thinking and sensing. On a personal, subjective level,
almost all acts that involve the consumption of products have as their outcome the stimulation of our
thoughts and/or our senses (Hirshmann, 1984). People use all of their senses to explore the world around
them when a person interacts with a product, the inputs from the various senses should be integrated to
give rise to a unified multisensory product experience (Schifferstein, 2008). One very important
assumption to be taken into consideration is that the person perceives a product as a whole, and not as the

sum of its individual properties.
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Fig. 6. Model of the human - product interaction (after Hekkert, 2008).

The last point has to do with the importance of the mind components in product experience. For industrial
design, this experience is the research area that develops an understanding of people’s subjective
experiences that result from interacting with products (van Rompay, 2006). Building on the definition,
this subjective experience is defined as the awareness of the psychological effects elicited by the

interaction with a product. It includes the degree to which all our senses are stimulated, but also the
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meanings and values we attach to the product, and the feelings and emotions that are elicited (Hekkert
and Schifferstein, 2008; Fig. 6). This rich definition gives space to the study of the different components
of the experience in this thesis: sensory, affective and cognitive (Fig 7).

Fig. 7. The visual product experience (VPE) model, showing the core modes of sensory, cognitive and

affective experiences (after Warell, 2008).

The components of the product experience

Sensory experience implies that the objective of the experience is to stimulate sensory activity, that is, to
stimulate or activate one or multiple sense organs (Hirschman, 1984). The use or perception with one or
multiple senses is a key element of the current theory of product experience (Schifferstein, 2008). Recent
studies show that each of our senses is most sensitive to a different type of stimulation. Because each
sensory modality may be considered as a separate information channel, not all of the incoming sensory
information will necessarily communicate the same message to a person (Schifferstein and Spence, 2008).
Another important point in the sensory domain is the so-called cross-modal correspondence, which
implies that certain products properties may be perceived by multiple sensory modalities. The basic idea
is that we share some associations between sensory attributes (either presented or simply just imagined) in
different modalities. So, for example, people map sour-tasting and carbonated foods and beverages onto
sharper shapes, whereas they preferentially map creamy foods and still liquids onto more rounded shapes
instead (Piqueras-Fiszman et al., 2012). Moreover, certain cross-modal correspondences can enhance an
expected product experience (Piqueras-Fiszman and Spence, 2012).

When a person interacts with a product, the inputs from the various senses should be integrated to give
rise to a unified multisensory product experience. The results of many empirical studies now show that
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the relative importance of the various senses does not only depend on the particular type of product being
investigated, but also on the specific task that the user has to perform with the product (Schifferstein and
Cleiren, 2005; Schifferstein, 2006). For Schifferstein and Spence (2008), one general rule-of-thumb is
that the interpretation of sensory information that is more ambiguous usually receives less weight in the

formation of multisensory product judgments.

The affective experience is another important construct of the product experience, and it refers to the
emotional outcome when interacting with a product (Warell, 2008; Fig. 7). For Desmet (2007) the words
‘affect’ and ‘experience’ can be used interchangeably because we use ‘product experience’ to refer to an
experience that is affective. In psychology, the term affect is used to refer to all types of subjective
experiences that are “valenced”. In other words, they are experiences that involve a perceived pleasant or
unpleasant sensation. Affects compromises different states which psychologists have to distinguish in
human beings, such as preferences, attitudes, moods, affect dispositions, and emotions. Table 2 shows an
attempt to specify the profiles of different affective phenomena, proposed by Scherer (2005). Based on
the table assumptions, one can define differentially affective phenomena, using several variables, as

follows:
Table 2
The affective phenomena (based on Scherer, 2005).
Affective Phenomena Relation with  Appraisal Intensity Duration
event or object
Preferences Very low Very high Low Medium
Moods Low Medium Medium High
Aesthetic emotions High Medium Medium - Low
high Low
Utilitarian emotions Very high Medium High Low

The first variable listed in the table is “event focus”; it refers to the relation between the affect phenomena
and an event or object. Often such events will consist of natural phenomena like thunderstorms or the
behaviour of other people. In other cases, one’s behaviour can be the event, as in the case of guilt or
pride. The second variables are the appraisals; that means evaluation or valorisation. They are the
evaluations of the event’s significance for a person well-being. The variables: intensity and duration are

also very useful in the differentiation of affect phenomena.
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Thanks to the variables provided by Scherer (2005), we can define “preferences” as stable judgments in
the sense of like and dislikes towards stimuli. Moods are characterized by a long duration and a low to
medium intensity. The principal difference between emotions and moods is that moods are not object-
related. For example, one may be in an angry mood, but to experience the emotion of anger, one must be
angry at something. Moods are not directed at a particular object but rather at the surroundings in general
or, in the words of Frijda (2006), at the world as a whole. Moreover, emotions are probably the most
individual and often idiosyncratic of human phenomena. According to Kleinginna (1981), emotion is a
complex set of interactions among subjective and objective factors, usually the duration of emotion is
limited to seconds, or minutes at most (Ekman, 1992). Scherer (2005) have suggested the need to
distinguish between different types of emotions: aesthetic emotions and utilitarian emotions. The latter
correspond to the common garden- variety of emotions usually studied in emotion research such as anger,
fear, joy, guilt. Alternatively, they can also be called primary emotions (utilitarian) and secondary
emotions (aesthetic), (Damasio, 1994). In the food domain, emotions and affects, in general, are
important because, in our eating behaviours, human beings are very much affected by emotions: food
choices, quantity, and frequency of meals are all dependent on many variables not necessarily related to
physiological needs (Canneti, 2002). Therefore, the study of emotions must be a constant in the product

experience of drinking and eating.

Cognitive experience may be the final component to take into consideration in the product experience
concept. As mentioned before (Huit, 2005), cognition refers to the process of coming to know and
understand; of encoding, perceiving, storing, processing, and retrieving information. It is associated with
the question of “what” (e.g., what happened, what is going on now, what is the meaning of that
information.) The cognitive “architecture” relies on the registration of sensory information, short term
memory, long term memory, and the structure of control of information (Lemaire, 2006). The relationship
between cognition and the interaction with a product is basic to understand product experience and food

experience.

Several studies note the importance of cognitive factors in food and beverages. Valentin (2007) report
that beer “experts” outperformed novices in tasks of identification and recognition of beer, but only for
familiar beers. According to Valentin (2007), the results suggested that it is likely that the memory of the
experts has their origin in a more efficient encoding and retrieval of long-term memory, instead of better
perceptual ability. It is noteworthy that memory is an important factor in the experience of the product, as

it can alter or modify the relationship/interaction we have with a given product. In the same domain,
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Chollet (2011) found that in a categorization task, expert persons use more groups to classify beers in
comparison to novices. Such result shows that the perception toward beers is different between trained
and untrained persons. This difference between persons can also have an impact on the beer experience,
that is to say, if the perception of the beers is different, as a consequence, the experience during

consumption can also be different.

The affect, senses and cognition are part of the experience concept and may help the consumer research to
understand the experiential turn that has been seen in today’s markets. As previously mentioned in
introduction the successful products in today’s market seem to be dominated by “experience”, and the
consumer is moving away from the functional attributes of the products to the “experience” attributes of
the product. However, it is important to mention that this experiential turn does not touch all markets and
that the relevance of each experiential component is weighted differently for consumers of different
cultures or needs. For example, in low-income consumers there are more functional needs to be covered
by the products being used, and therefore, the experience might be more functional (e.g. feeling full after
eating; Ramaroson, Arvisenet and Valentin 2014) than aesthetic. There might also be countries with a
higher number of consumers that search for a more experiential consumption. Moreover, finally, there
might also be countries with a contrasting mix of low-income consumers that search for functional
products and also a high number of consumers that searches for experiential consumption. Nevertheless,

these aspects of consumption fall outside our research objective.
To sum up the key aspects of the literature review are:

e The concept of experience is originated in our hypermodern consumption world, in which the
consumer no longer buys a product for its functional benefits but for what it means

e The research on experience has spanned many fields, from consumer psychology to industrial
design and sensory science

e The research on experience gives rise to concept of product experience which has been used
broadly in industrial design, to refer to all the effects that a product has on a user

e The set of effects that a product has on a user can be measured with the three mental systems that
humans have to interact with the environment: affective, cognitive and sensory.

e The product experience concept has been used in sensory science to describe the experiential

aspects of eating and drinking, however this concept does not match exactly to sensory science as
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(13

humans do not “use” a food, they rather consume it and afterwards may transform that
consumption into an experience
Therefore, there is a gap between the concept of product experience in the experience of eating

and drinking that can help make a better use of the concept.
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I11. Thesis justification, objectives, and hypothesis

Justification

Given the previous theoretical consideration, we assume that there are still gaps to cover in the experience
research for food and beverages, more specifically the experience of drinking. As today every product
seems to be marked by the label of experience to have a competitive advantage or a higher differentiation,
it is important to better define the concept of experience in beverage consumption. An experience
approach can be used to explain the underlining mechanism of food choice and preference in the act of

drinking, and more specifically, the act of choosing and drinking a beer.

In order to understand the use of an experience approach to measure the act of drinking beer, there is still

research to assess the following points:

e How adequate is product experience concept when describing the experience of drinking? Which are
the similarities and differences across product experience and drinking experience concepts?

e What is the relationship between cognition, senses and affects in the product experience and drinking
experience concept?

e How can a tool be developed to measure the experience of drinking in a regular consumer test?

Beer has been selected as the case of study, due to the great economic importance that it has globally and
in Mexico, being one of the world’s bigger beer exporter with a production of 19.5 million of hectolitres.
In the alcoholic beverage domain, beer plays an important economic role accounting for 78% of the
worldwide alcoholic beverage share of the market (Euromonitor International, 2011; 2014). Beer has
passed the barrier of economic importance in the consumer, several studies have shown the importance of
beer in the cultural aspects of consumption and identification processes that makes beer a suited object as
case study. For example, Choi (2005) argues that a taste for lager beer in the U.S. respond can be linked
to various cultural factors triggered from the prohibition of alcoholic beverages during 1920 - 1933 when
consumers somehow "forgot" the full range of variation of what beer is and can become. Currently, the
beer industry in the U.S. is fighting the share of the market with the “same product”, the American
consumer expects the U.S. beer lager to be light in colour, with little hops, medium-bodied and slightly
bitter. In this way, differentiation between products is made by the mark. Nield argued in 1995 that the
same homogenization effect of the product is present in England, where most of the products are similar,

and the distinction is drawn through the mark. Unlike Denmark, where Mejlholm (2006) found that the
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beers present in the Danish market are diverse and multiple types, but are preferred by consumers Ale and
Lager strong type, that has, according to the author, a strong identity in the Danish market are preferred
by consumers.

The beer category has been dominated for a long time by a single beer style: lager beer. But in the last
decade a growing interest for craft and specialized beers has been noticed in several countries. In Mexico,
craft beer has been growing at double digit rate in the past five years (Euromonitor International, 2014)
whilst craft breweries are starting to gain more consumers all over the country. Then, why is craft beer
consumption changing? As food choices and habits are usually rather stable over time (Wood and Neal,
2009) it is often considered that a change in product consumption is a sign that the perception towards the
product is changing. Therefore, it is important to understand and identify how the relative meaning of the

product is built, and what is the experience that consumers have towards craft versus industrial beer?

Objective

The objective of this thesis is twofold. First, to contribute to the understanding of food choice and
consumption through the study of the subjective product experience of drinking craft versus industrial
beer. Second to develop a measurement tool capable of assessing the influence of the human systems

(senses, affects, and cognition) involved in the food-product experience.

The specific objectives are:

e To understand consumers’ habits and attitudes towards craft versus industrial beer consumption;

e To explore the structural differences of the beer drinking experience across gender, age, and
individual variables such as social and mental representations of craft and industrial beers;

e To identify the differences and similarities between the concept of drinking experience and product
experience;

e To identity the influence of senses, affects and cognition in the product experience of drinking beer;

e To develop and validate a tool to measure product experience, which takes into consideration the

impact of senses, affect and cognition.
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Hypotheses

H1: Beer consumers’ can be differentiated based on their habits and attitudes towards craft versus

industrial beer consumption.

e H2: The experience of drinking beer is influenced by the products’ intrinsic (flavour, alcoholic

content, etc.) and extrinsic (price, brand, image, etc.) characteristics searched by consumers.

e Ha3: The experience of drinking beer is influenced by consumers’ individual differences such as

mental and social representations.

e H4: Product experience is formed by a heterogeneous mix of reactions of senses, cognition, and
affect. The supremacy of one dimension over the other can shape a unique subjective product

experience.

e Hb5: Consumers’ characteristics such as age, gender and culture have a direct impact in the product’s

experience of drinking beer.

At least one study was developed to test each one of the five hypothesis of the thesis (Fig. 8).

Study 1 Study 2 Study 3
Consumption habits Consumer Focus group
ethnographies

H1: On consumers’habits & H2: On the variables of the

attitudes H1: On consumers’ habits & drinking expetience
attitudes
Deliveries: Poster & article Deliveries: Poster & article Deliveries: Article
Chapter 1 Chapter 1 Chapter 2

Study 4 Study 5 Study 6
Sorting task Social representation Drinking experience
H3: On consumers’ H3: On consumers’ H4&5: On the drinking
individual differences individual differences experience phenomena
Deliveries: Poster & article Deliveries: Oral conference & Deliveries: Oral conference &
Chapter 3 article articles
Chapter 4 Chapter 5

Fig. 8. General schema of the thesis by hypothesis being tested and deliveries
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IVV. Chapter 1 — Habits and attitudes of industrial and craft beers consumption

Introduction

According to Wood and Neal (2009), the habits of consumers reflect the wisdom of past experiences.
These habits are usually stable over time. To explore the habits of consumers, it is important to
understand the underlining demographic characteristics of consumers and the attitudes towards
consumption. Based on the previous theoretical framework, we believe that habits and attitudes might be

influencing the experience of drinking beer, and whether this beer is industrial or craft.

In current consumer research, both in the academy and in the industrial domain, the habits are measured
using a self-reported frequency of past performance and purchases (Oulette and Wood, 2009). Consumer
agencies usually refer to these types of test as “Uses & Attitudes” or “Habits and Attitudes” tests. The
most common outcome of these studies is to understand the brands more often used (BUMO), the
frequency of purchase and consumption and to obtain a typology of consumers that can be expressed
regarding gender, age, income level, etc. However, as many quantitative techniques, this type of study
shows tendencies but do not explain why the persons are consuming the product, their underlining
motivations and the benefits of consuming a product rather than another one. A solution to this problem is

to employ mixed methods.

In this study, a mixed method was used, inverting the regular order of quantitative and qualitative studies.
We propose to perform a quantitative study on consumption habits followed by a set of consumer
ethnographies to explore in greater depth the reasons behind the consumption purchases and attitudes

towards craft and industrial beer.
The outcome of the study was:

e A poster presented at the 6th European Conference on Sensory and Consumer Research,
Copenhagen, 7 — 10 September.
e A research article published on Appetite in 2016.

The poster and the article combine the study of habits of consumption and consumer ethnographies.
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explain the “whys” behind numbers, the reasons behind tendencies and the experiences behind the products.
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test, was an optimal way to get meaning and reasons out of consumers’ habits and attitudes towards craft beer consumption. (carlosgomezcorona@yahoo.com.mx)

Fig. 9. Poster presented at the 6th European Conference on Sensory and Consumer Research,
Copenhagen, 7 — 10 September. The video projected on “video 1 section” can be found on the appendix
of the thesis.
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Food choices tend to be stable over time; they do not change fast, since consumers tend to act like
creatures of habits. However, food habits can evolve, like currently the craft beer category. A change of
habits involves a change of perception towards a product. Therefore, what is changing in the perception
of beer? Two studies were conducted to address this question. First study was preliminary and aimed at
exploring beer consumption habits in Mexico and a better understanding of craft beer representation
among beer users. A questionnaire was administrated to 207 consumers in Mexico City during a beer
festival. Results showed that respondents could be classified in: industrial beer (41.1%), occasional in-
dustrial (24.1%), and craft beer (34.8%) consumers. Craft cluster included mostly 25—35 years old men
with high-income level. Among the craft beers cited by respondents from this cluster some are industrial,
suggesting that the concept of craft beer might not be well defined, or defined in ideological terms. The
second and main study was conducted using consumer ethnographies to understand the motivations
and benefits of craft beer consumption. Opposite to industrial, craft beer emerges as an experience-based
and symbolic product rather than a utilitarian one. The main motivation for drinking craft beer seems to
be the quest of authenticity. Respondents’ motivations to drink craft beer are generated by three
important factors: desire for more knowledge, new taste experiences, and move away from the main-
stream beer consumption. Craft consumers do not drink the product for its functional attributes, they
consume it for what it means and as a consequence they build an identity, perceived as more authentic
and unique, in comparison to the mainstream industrial beer consumption in Mexico.

© 2015 Elsevier Ltd. All rights reserved.

1. Introduction

psychology (Lo Monaco & Guimelli, 2008), marketing (Choi & Stack,
2005), and anthropology (Johansson, 2001). In a meta-analysis,

Alcoholic beverages are not only beverages; they are surrounded
with paradoxes, being often recognised as stimulants and de-
pressants, a food and a poison; its use symbolizes a range of both
positive and negative valuable things and feelings (Heath, 1987).
Alcohol consumption has been the focus of interdisciplinary studies
including sensory analysis (Lelievre, Chollet, Abdi, & Valentin,
2008; Saenz-Navajas, Ballester, Peyron, & Valentin, 2014), cogni-
tive psychology (Valentin, Chollet, Beal, & Patris, 2007), social

* Corresponding author.
E-mail addresses: carlos.gomezcorona@gmail.com (C. Gomez-Corona), hbeb@
xanum.uam.mx (H.B. Escalona-Buendia).

http://dx.doi.org/10.1016/j.appet.2015.10.002
0195-6663/© 2015 Elsevier Ltd. All rights reserved.

Crowford (1987) found that persons drink alcohol for a variety of
reasons: 1) social reasons, which refer to social obligations and
celebrations; 2) psychological effects or an escape, which refer to
avoidance and to a sensation seeking; 3) intrinsic reasons or “he-
donic aspects”, which refer to the pleasure derived from alcohol per
se. Are these motivations for drinking alcohol stable over time or
are they evolving? If they evolve, how does that impact consumer
choices and alcoholic beverages development?

Among alcoholic beverages, beer is the most widely consumed
around the world accounting a 78.2% of the alcoholic beverages
share; a number higher in certain countries like Mexico, in which
beer represents 93.3% of the total alcoholic beverage consumption
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(Euromonitor International, 2009; Euromonitor International,
2014). The importance of beer in human life goes from an eco-
nomic (Nield & Peacock, 2005) to a symbolic level (Mejlholm &
Martens, 2006) and from a functional (Guinard, Souchard, Picot,
Rogeaux, & Sieffermann, 1998) to an experiential level (Darpy,
2012). Daems and Delvaux (1997) mentioned that for products
like beer, consumers’ appreciation of the product is mainly influ-
enced by the sensory characteristics of it. Likewise, Sester,
Dacremont, Deroy, & Valentin, (2013) found that young French
consumers would be more prone to reject a beer for its taste than
for the bottle, Caporale and Monteleone (2004) investigated the
extent of consumers’ information, concerning the manufacturing
processes of beer, its influence and how acceptable the product is to
consumers with a genetically modified yeast, organic barley and
hops, and using a traditional brewing technology. Their results
show that genetic modification is a major alteration in the pro-
duction process and its application brings a number of undesirable
consequences, while an organic process has a positive impact on
acceptance.

In the last decade a growing interest for beer has been noted in
several countries. In Denmark, for instance, the awareness of beer
quality and the consumption of beer in different contexts have
grown among consumers (Mejlholm & Martens, 2006). In the US,
since the 1990's, craft breweries have re-emerged as an alternative
to mainstream beer (Choi & Stack, 2005), and this craft beer rev-
olution seems to be extending to other countries. Craft beer is
becoming more and more popular in Mexico and for years, they
have been growing at double-digit rates. Craft beer consumption
increased 25% during 2013 and from every 975 L consumed in the
country, 1 L comes from craft brands (Euromonitor International,
2014). In a recent exploratory study, Aquilani, Laureti, Poponi, and
Secondi (2015) found that craft beer is chosen for its variety of
flavours such as malted barley, chestnut and honey-flavoured beers
which increase the probability of perceiving craft beer to have a
higher quality than commercial beer. In their study with Italian
consumers, craft beer was consumed by frequent beer drinkers in
pubs and with their families.

Why is the consumption of beer changing in different countries?
We know that food choices tend to be stable over time (Riet,
Sijtsema, Dagevos, & De Bruijn, 2011), they do not change rapidly
and in fact, consumers sometimes act like creatures of habits,
automatically repeating past behaviour no matter current goals and
valued outcomes. Habits reflect the wisdom of past experience
(Wood & Neal, 2009), but persons consume and purchase for rea-
sons other than habits, whether they are in search of a given
functional benefit or to experience positive emotions. Changes in
consumption habits may be a sign of a change of attitude or
perception towards a product (Lo Monaco & Guimelli, 2008).
Therefore the objective of this study was to understand the dif-
ference in consumption habits, attitudes and motivations between
craft and industrial beer drinkers.

Habits are traditionally assessed through self-reported fre-
quency of past performance (Betsch, Haberstroh, Molter, Glockner,
2004; Ouellette & Wood, 1998; ). This approach, commonly named
“uses and attitudes” by marketing agencies, is based on question-
naires that searches the type of products consumed, places to
purchase, popular brands consumed as well as socio-demographic
characteristics of consumers. As many quantitative techniques, this
type of studies show tendencies but do not explain why persons are
consuming the product; what are their main motivations and
benefits of consuming it. A solution to this problem is to use mixed
methods.

In mixed methods, qualitative techniques can be used before,
after, or simultaneously with quantitative methods. Qualitative
research such as focus groups, interviews or consumer

ethnographies, might follow quantitative research to explore with
greater depth a phenomenon once a problem or issue is identified
by quantitative research. Ethnographic research was chosen as a
qualitative method to address the problems linked to the “limita-
tions of asking”, the fact that “people don't always do what they
say”, and to develop a “thick description” of the consumers expe-
riences (Elliott and Jankel-Elliott, 2003). Consumer ethnography
does not take place in the lab, but in the real world: it is like moving
from black and white to colour: the immediacy of the aroma,
texture, taste, temperature, sound, movement, and muscular strain,
all of these stimulate and enrich the level of understanding
(Mariampolski, 1999). A sensory approach of the consumer eth-
nographies were used as it targets specific attention to the ways in
which senses play a role in performance and coordination (Pink,
2009; Valtonen, Markuksela, & Moisander, 2010). Sensory eth-
nographies use interpretative phenomenological analysis (IPA) to
examine results of the ethnographies. The main objective of IPA is
to understand what personal and social experiences mean to those
persons who live them. Thus, IPA researchers ask their participants
to describe events or objects they encounter, emotions evoked,
relationships they have and so on (Eatough & Smith, 2006; Shaw,
2010). To sum up, the aim of this study was to explore the con-
sumer habits of craft vs. industrial beer. A preliminary study was
first carried out using a quantitative approach to explore beer
consumption habits in Mexico and have a first idea of who the
Mexican consumers of craft beers are and how they define craft
beers. Consumer ethnographies were then used to understand the
consumption experience of craft beer among these consumers and
why the respondents consume the product: motivation, benefits,
attitudes and emotions experienced.

2. Preliminary study — habits of consumption
2.1. Methodology

2.1.1. Participants

Respondents were contacted during a beer festival called “Cer-
veza Meéxico”, which takes place every year in Mexico City and
gathers a high number of industrial and craft beer consumers. A
total of nine interviewers, including some of the authors, were
trained to approach and interview consumers face-to-face. An
intercept sampling procedure was used: interviewers stopped any
possible consumer present at the beer festival and invited them to
participate in the survey. The consumers who accepted the inter-
view and passed the inclusion criteria (to consume beer) took part
in the study. Even is selection bias is a major issue with this type of
sampling procedure, convenience sampling is quite used in pre-
liminary studies to obtain exploratory data and has been success-
fully used recently to obtain information on craft beer consumption
in Italy (Aquilani et al., 2015). At the end of the beer festival a total
of two hundred and seven beer consumers were interviewed.
Consumers' demographic information is shown in Table 1.

2.1.2. Habits of consumption questionnaire

The questionnaire was designed to understand the habits of
drinking beer and obtain understanding in craft beer consumption,
it included different types of questions (Table 2): open-ended,
dichotomic Yes/No, and check-all-that-apply (CATA). The 17 ques-
tions were expected to be answered in 5 min or less in a face-to-
face interview, to make sure that consumers focus on one ques-
tion at the time and that an answer was obtained before moving on
to the next question. The questionnaire was structured in four parts
as follows: filter for alcohol and beer consumption (questions 1 and
2); beer drinking habits (questions 3—10); craft beer awareness and
consumption (questions 11-13); and demographic characteristics
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Table 1
Demographic characteristics of participants included in the study, expressed as a percentage (N = 207).
% %
Gender Male 62 Income level High 213
Female 38 Medium-high 203
Medium 246
Low 338
Age (years) 18—-24 35.7 Education level Medium 164
25-35 52.3 Graduate 71.5
36-45 7.2 Post-Graduate 12.1
46+ 4.8
Table 2

Questionnaire of the habits of consumption test.

Ql. Are you an alcoholic beverage consumer?”

Q2. Which alcoholic beverage do you consume with more frequency?‘

Q3. You mentioned beer, which brands do you consume with more frequency?*
Q4.In which days of the weeks do you consume beer with more frequency?®
Q5. When you drink a beer, do you normally eat something?®

Q6. How many beers do you consume in a normal week?”
Q7. In which of the following places, do you usually buy a beer?®

Q8. In which places do you normally consume beer?®

Q9. In which place do you crave the most for a beer?

Q10. Do you know what craft beer is?”

Q11. In your own words, how could you define a craft beer?”
Q12. Do you consume craft beer?”

Q13. Which craft brands do you consume the most?*
Q14-17: Demographic information (age, gender, study level and income level)*

2 Open-ended question.
b Yes — No question.
¢ CATA.

(questions 14—17). Income level was defined using AMAI rule for
Mexican consumers (Lopez Romo, 2011).

2.2. Data analysis

2.2.1. Univariate analysis

The data for the Yes/No and CATA questions were analysed
based on their frequency of selection. Global chi-square tests were
performed to observe differences in participants’ responses to each
variable followed by a multiple comparison using a Z-test for pro-
portions. A Bonferroni correction was applied to assess the alpha
inflation problem derived from multiple tests. All analyses were
performed with SPSS (version 20, IBM Corp., Armonk, USA), and
Minitab software (version 16.1.0, Minitab Inc., State College, USA).

2.2.2. Multivariate analysis

A multiple correspondence analysis (MCA) was performed
concerning beer drinking habits (questions 3—10) and the de-
mographics (questions 14—17) to find a link across all studied
variables. As mentioned by Escofier and Pages (2008), the most
common application of MCA is the analysis of all the responses
from a survey to study the link between several variables. Each
question is a variable which modalities are the answers proposed in
the questionnaire. A disjunctive table is built with lines repre-
senting individuals and columns representing the modalities of the
variables (Yes/No, or multiple options for the CATA questions). In
CATA questions, consumers could select one or more answers;
therefore each modality (possible answer) was shown as an inde-
pendent column so that the analysis could reveal the co-
occurrences for every modality of the items in a multidimen-
sional space. A percentage of elicitation was calculated to identify
low elicited answers that could lead to unstable results. In MCA
framework, a pragmatic rule consists of eliminating the categories
chosen by less than 2% of the individuals (Lebart, Piron, &
Morineau, 2006). After computing the MCA a hierarchical cluster
analysis (HCA) with the Ward algorithm was performed on the
MCA coordinates of the first five axes (about 50% of variance). The
identified clusters were described by computing the modalities
probability of characterising each cluster according to a hyper-

geometric law (Lebart et al, 2006). MCA and HCA were per-
formed with SPAD software (version 5.5, CISIA-CESRESTA, Mon-
treuil, France).

2.2.3. Open-ended question analysis

The textual variable of the open-ended questions lead to a
consumer x sentences table. Following Symoneaux, Galmarini, and
Mehinagic (2012) and Galmarini, Symoneaux, Chollet, and
Zamora (2013) synonymous were regrouped to avoid terms that
could lead to low frequency of elicitation (<2%). In case of ambig-
uous comments, no action was taken and all terms were kept
without any regrouping. The terms obtained were then organised
into semantic categories and sub-categories and the frequencies of
elicitation were obtained from counting the number of consumers
that provided the terms included in each category and sub-category
(Sester, et al., 2013). Chi-square tests were conducted to highlight
differences in respondents’ answers,

3. Results

The results are organised in two parts. The first one presents
respondents general drinking beer habits, data from all re-
spondents is taken into account for this analysis (N 207). The sec-
ond part is focused on craft beer awareness and only data from
respondents who mentioned “yes” to craft beer consumption
(N = 72, which is 35% of the total sample) were considered for the
analysis.

3.1. Beer drinking habits

Besides beer, the most consumed beverage was whisky (22% of
consumers), followed by tequila (21%), red wine (15%), vodka (14%),
mezcal (11%), rum (9%), brandy (7%), white wine (4%) and pulque
(3%) a local fermented beverage. Significant differences across de-
mographic variables were seen for vodka (women = 23% vs.
men = 9%, p-value < 0.05), and mezcal (women = 6% vs men = 13%,
p-value < 0.05). Among the 72 different beer brands mentioned,
Corona was the most frequently named by the respondents (34.6%).
A classification of beers according to origin (national vs. foreign),
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colour (dark vs. blond) and type (craft vs. industrial) showed that
respondents mentioned mainly national industrial blond beers
(72%), followed by national industrial dark beer (51%), export in-
dustrial blond (20%), national craft dark (18%), national craft blond
(9%), and export craft dark (4%).

The majority of respondents buy beers either in convenience
stores (35.6%), supermarkets (30.3%) and traditional trades, which
are small grocery stores called “changarros” (27.4%). Only a small
amount of respondents buy them at specialized beer stores (15.9%),
and a few directly at bars (14.9%) or other places (10.10%). When
splitting data by demographics, significant differences were found
only within income levels. Lower income users buy more beer at
traditional trades (39.3%) than higher income ones (13.6%, p-
value < 0.05) and medium income consumers buy more beer at
convenience stores (52.9%) than lower income ones (27.9%, p-
value < 0.05). No difference was found in convenience shopping
between high (27.3%) and low income users (27.9%).

A gap was observed between consumption and craving for beer.
A total of 62% respondents declare consuming beer at home while
only 33% of them crave for beer in home. Likewise, 61% of re-
spondents declare consuming beers in bars while only 40% declare
craving beers in bars. Based on these differences a hypothesis can
be made: beer fulfils a benefit to a percentage of consumers that
wish to consume another beverage, but find in beer an alternative
to that need. As for home intake, there is a gap of 29% between
consumption and craving, in other words, 29% of beer consumers
crave for another thing or beverage but drinks beer instead, for an
in—home context.

3.2. Relationship across habits of consumption variables

The first two dimensions of the MCA carried out on questions 3
to 10 are shown in Fig. 1. They explain 35.78% of variation and reveal
a multidimensional view of beer drinking habits. The first dimen-
sion opposes craft beer consumers to industrial beer. Craft beer
consumers (on the left) tend to drink more national craft dark and
national craft blond beer, they also tend to buy beer in specialized
stores and to consume thirteen or more beers in a regular week,
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both during week days and week-ends. They are mostly elderly
men. On the contrary, industrial beer consumers (on the right) tend
to buy beer in convenience stores and supermarkets, consume and
crave at bars, mostly women who consume it during week-ends,
and especially national industrial beer. The second dimension is
separating consumers by social consumption (night clubs) vs. pri-
vate consumption (at home and with family) as well as different
types of craving: product (at home or bars) vs. functional (e.g. at the
beach). The inertia explained by dimensions 1 (24.8%), dimension 2
(10.92%), 3 (8.68%), 4 (6.256%), and 5 (4.62%), was of 55.35%. Table 3
shows the three clusters emerging from the HCA performed on the
first five dimensions of the MCA (50% of explained variance).
Cluster 1 at the bottom right of Fig. 1, represents 41.1% of the
respondents. It includes mostly industrial beer consumers. The
modalities that best characterise this cluster in order of importance
are: graduate study level, consumption and craving at bars;
younger consumers (18—24 years) drink between 4 and 6 beers a
week with family/friends. High percentage in graduate study level
can be a sampling bias for interviewing consumers at a beer festival
that gather consumers for expo and conferences. Cluster 2 at the
left of Fig. 1, represents fewer consumers (34.8%). It is composed
mostly of craft beer users; they are mainly men, young adults
(25—35 years) and with a higher income level, they crave for beer at
bars but also at the beach and consume considerably more beer
than other clusters (10—12 beers/week). They shop at specialized
beer stores and are characterised by their awareness towards craft
beer. The third cluster is the smaller one (24.1%). It includes mostly
occasional and social industrial beer consumers. The respondents
in this cluster drink mainly during weekends, consume less beer
than other clusters (between 1 and 3 beers/week), tend to belong to
a medium income level, consume at restaurants and night clubs,
crave for beer in restaurants and this is the only cluster that is
characterised by another beverage consumption: tequila.

3.3. Craft beer awareness and consumption

The craft beer awareness and consumption part of the ques-
tionnaire was administered only to respondents who declared
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Fig. 1. Two dimensional MCA graph. The ellipses represent the three clusters yielded by
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the HCA performed on the five first MCA factors: Cluster 1 at the low right group is

composed mostly of industrial beer consumers, cluster 2 at the top right represents the occasional industrial consumers, and cluster 3 at the left group, the craft beer consumers.
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MCA clusters after performing a hierarchical cluster analysis and a hyper-geometric law to assess the probability of characterization of the modalities.

Cluster 1: Industrial beer consumers (N85—41.1%)

Cluster 2: Craft beer consumers (N72—34.8%)

Cluster 3: Occasional industrial consumers (N50—24.1%)

Variables % In cluster P-value Relative Variables % In P- Relative Variables %In P- Relative
weight cluster value weight cluster value weight
Q22. Graduate studies 81.18 0.007 148 Q10. Know craft beer 100.00 0.000 154 Q4. Drink at weekends 76.00 0.002 120
Q8. Consume at bar 85.88 0.000 126 Q23. Men 77.78 0.000 128 Q6. Consume 1-3 beers/week 70.00 0.000 72
Q9. Crave at bar 74.12 0.000 83 Q21. 2535 years 63.89 0.010 108 Q20. Medium income level 4400 0000 51
Q21. Age 18—24 years 52.94 0.000 74 Q12. Consume craft beer 59.72 0.000 72 Q8. Consume at restaurants 62.00 0.000 47
Q6. Consume 4—6 51.76 0.000 69 Q0. Crave at house 4444 0008 68 Q2. Drink tequila 38.00 0.001 43
beers/week
Q8. Consume at 2824 0.000 29 Q20. High income level 36.11 0.00 44 Q9. Crave at restaurant 40.00 0.000 22
family's/friend's
Q3. Consume national 43.06 0.000 38 Q8. Consume at night clubs 18.00 0.002 15
craft dark beers
Q7. Buy at specialized 29.17 0.000 33
stores
Q6. Consume 10—-12 25.00 0.002 30
beers/week
Q9. Crave at beach 2361 0.000 23
Q3. Consume national 19.44 0.00 19

craft blond beers

drinking craft beer on a regular basis. This represents 72 re-
spondents out of 207 (35%). The semantic analysis of the definition
of craft beer provided by these 72 respondents yielded four se-
mantic categories and 10 subcategories (Table 4). A global Chi
square test was performed and show differences across categories
(Chi-test = 324.51; p-value < 0.001). In the elaboration category the
frequency of the sub-categories are significantly different between
them (Chi-test = 15.186, p-value = 0.01). No differences was seen
across beer concept subcategories (p-value = 0.843).

The most frequently mentioned category (67% of respondents) is
related to the beer production process. This category was separated
in six sub-categories. The most used idea in this category (23.8%) to
define a craft beer was “small production”. In this semantic sub-
category; consumers define it as “a beer produced in a small
scale” or “a beer that has a limited production”. “Process” was the
next semantic sub-category, participants mentioned that craft beer
was “the one that is carefully produced”, or “with a more compli-
cated process”. “Non-industrial” was the next semantic sub-
category. Another semantic sub-category was “ingredients”,
where consumers mentioned that craft beer “used different and
selected ingredients”. In “Homemade” sub-category the ideas used
were the most homogeneous: “made at someone's house”, or just
“homemade”. And finally, the last semantic sub-category was “craft
process” were ideas like “craft elaborated beer”, or “prepared
traditionally” were used.

Table 4
Semantic categories and subcategories used by consumers to define a craft beer.

Categories Count  Subcategories Count Chi-square P Value
Elaboration 172 Small production 41 15.18 0.01
Process 33
Non-industrial 31
Ingredients 29
Homemade 25
Craft 13
Beer concept 41 Extrinsic attributes 15 0.341 0.843
Beer description/origin 14
Natural/simple 12

Commercial 23

Sensory 22
Chi-square 32451
P-value <0.001

Beer concept/product was the next semantic category, which was
also divided in sub-categories. The first sub-category was “extrinsic
attributes”, followed by “description/origin” and “natural/simple”.
The next semantic categories were not divided into sub-categories
and are commercial and sensory. Commercial principal ideas were:
“it is not made by a commercial brand” or a “beer made by small
commercial industries”, The sensory principal ideas were: “with a
more original flavour”, “of unique flavour”. To sum up, the central
idea behind the definition of a craft beer is based on its elaboration
principle.

Finally, the craft beer consumed consisted in a list of 43 different
beers. The most consumed brands were Minerva (41.4% of re-
spondents), followed by Cucapa (28.6%) and Calavera (20%). Some
other beers were mentioned by their complete product name like
Tempus Doble Malta (24.3%). Among those mentioned beers, some
are not considered strictly craft according to the Brewers
Association’s definition of small production, independent com-
pany and traditional ingredients (see:  http://www.
brewersassociation.org), like Guinness, Noche Buena, Bohemia
and Duvel, showing that consumers may have a different concept of
what a craft beer is (according to the US Brewers Association).

4. Conclusion

The results from this preliminary study were useful to under-
stand the consumption habits, attitudes and motivations between
craft and industrial beer drinkers in an exploratory way. Based on
the demographics of the craft cluster, variables such as age and
income level were fixed to 20—39 years and high-medium for the
main study. The habits of consumption test also helped to design
more specifically the consumer ethnography guideline in order to
better understand craft beer choice, experience and perception
with the craft consumer.

5. Main study — consumer ethnographies
5.1. Methodology

5.1.1. Participants

Twenty-four craft beer consumers were pre-recruited at points
of sale, such as restaurants and specialized beer stores in Mexico
City. Consumers that accepted the interview were asked to fill out a
recruitment questionnaire; those who passed the inclusions
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criteria of beer consumption (craft beer), age (20—29 and 30—39
years old), gender (50% men, 50% women), and income (high and
medium), were scheduled for an in-home interview. Home visits
took place approximately one week after the recruitment and
participants received a gift bag containing a craft beer and a beer
cup.

5.1.2. Ethnographies guidelines

An ethnography guideline was designed to understand the
motivations and attitudes towards craft beer consumption, inspired
from sensory ethnographies methodology (Pink, 2009). It consisted
of observation and open-ended questions. During the sessions,
respondents were asked to let interviewers see where they store
their beers: the pantry, the kitchen, the fridge, etc. Respondents
were asked to describe events or objects they found, emotions they
felt, thoughts they had and how they experienced drinking beer
through all their senses. Table 5 show the complete ethnography
guideline used. As a general rule, the ethnographies started with
general themes, some topics could come before or after, depending
on the interviewer but all topics were covered out (Ferrandiz, 2011).
Interviews were audio and video recorded.

5.2. Thematic analysis
Averbatim transcription of the sessions was performed in order

to obtain all details from respondents’ interviews. When perform-
ing the transcripts the authors focused on semantic meaning (that

Table 5
Key questions that generate the ethnographies guidelines.

Introduction

o Names, explanation of test, confidentiality, etc.

Life style

o How is a normal weekday for you? Does it change towards weekend?

o Which are the types of food that you like the most? What about beverages?
Which types of beverages do you like the most?

o Tell me, how often do you consume them?

Beverages attitudes

o What about alcoholic beverages? How often do you consume them?

o Do you consume them in home, out of home? Where do you buy them?

o Are there beverages for special days or occasions?

o Are there beverages for you, and beverages for others?

Tour to the fridge, pantry-check and house-bar {if applicable}

Ask participant if we can have a little tour to her/his fridge. Look at products
related to alcoholic drinks (sodas, energetic drinks, ice, etc.). Make pantry
check for alcoholic drinks, analyse products stored and glassware.

o So ... where do you usually store your alcoholic drinks and beers?

o Is there some product missing? When was it finished?

o Do you usually buy the same products/brand/presentation? Why?

o Do you have a special place for beers? Beer glassware?

Beer moments and ¢ ption occasionsjk fits

o What about beer (ask if beer has not come out spontaneously)?

o When do you consume beer? Does it change from weekday to weekend?

o Is there a special time to take a beer?

o Do you consume more beer in homefout of home?

o When was the last day you consumed a beer? Tell more about it ...

o Which type of beer do you like more? Which do you consume more often?

o You mentioned (at recruitment) that you liked craft beer? Tell me about it.

o Why do you like craft beer? Have you ever thought on that before?

o What makes it different from other beers (vs. industrial)?

o Where do you consume more often craft beer? Have you noticed;think, why?

o Which type of craft beer/brands do you consume more often?

Cc mption type: Individual vs. social

o When you consume craft beer are you usually alone, with friends ... .?

o When is the time to drink craft beers? Where is the place to consume it?

o Is there a type of beer to share?

o Who else consume craft beer at your home? Or friends? Mate?

o When do you crave the most for a craft beer?

o What about time of the year? Do you consume more when it's cold, hot ... ?

o Is there a special place to drink craft beer? Why?

Conclusion

is, simply what people said), and so it did not include detail of
pauses, false starts, latched responses, etc. as one might find with
transcript used in discourse analysis (Langdridge, 2007). The
detailed transcriptions were analysed following Shaw (2010) key
steps for IPA: familiarising with data, identifying initial themes,
writing descriptive summaries, making initial interpretations and
clustering themes. The approach is phenomenological in that it is
concerned with an individual's personal perception or account of
an object or event as opposed to an attempt to produce an objective
statement of the object or event itself (Dibsdall, Lambert, & Frewer,
2002). The central objective when performing an IPA analysis as
mentioned by Shaw (2010) is to understand what personal and
social experiences mean to those people who experienced them.
The analysis was made individually, by the first three authors
which are native Spanish speakers. Triangulation was used to
address the issues of internal validation by using more than one
approach of data analysis to answer the research questions
(Barbour, 2001). After each researcher performed the analysis
separately, disagreements were discussed and a consensus was
found. Frequencies of elicitation of each theme were calculated for
the complete corpus and also for corpuses separated by gender and
age. A 22 table was built with the themes as rows and gender and
age as variables to perform a Fisher exact test. The goal of this test
was to evaluate the effect of gender and age on the frequency of
elicitation of the themes emerging from the semantic analysis.

6. Results

The 24 in-home ethnographies were performed in a five week
period. The ethnographies lasted an average of 26 min and all
consumers were eager to talk and show their pantries, fridge, bar,
etc. during the interview. After thematic analysis, seven principal
themes emerged from the analysis (Table 6). The Fisher exact test
showed significant differences across gender and/or age for craft
beer experience (higher in 30—39 years old), consumption mo-
ments and context (higher in men), attitudes and motivations to-
wards beer (higher in men, 30—39 years old), and barriers toward
consumption (higher in women, 30—39 years old).

6.1. Craft beer experience

Craft beer experience emerged as the most recurrent theme
within the data “the [craft] experience lies in trying always new
things” (Man, 20—29). The experience is explicitly shaped by the
cup; its use can limit or enhance it, craft beer is always drank in cup,
it is better for its enjoyment: “well, I like to drink and enjoy more a
craft beer in special glasses because this type of beers do not lose their
flavour when pouring them in a glass or cup” (Man, 30—39). In Fig. 2,
the first image shows the frozen chops used for industrial beer
consumption and the second one shows the set of glassware that
the same consumer uses for craft beer. For some respondents, the
product stimulation is perceived as multisensory and the stimula-
tion produced by craft beer is distinguished from that produced by
industrial beers in terms of flavour, aroma, texture and colour:
“craft beer is for tasting, to try it, to stimulate the sense of smell and
taste” (Man, 20—-29). The craft beers are also marked by a high
sensory stimulation: “I mean, it's from the flavour where this new
experience comes from. Then, if I say that I drink it for the flavour,
that's an experience” (Man, 30—39).

Consumers want to know more about the product they
consume, from reading courses, taking notes of the beers they have
tasted, etc.: “I have an image record of all the beers I've tasted (Men,
30-39). There is also a reflexive process when drinking; consumers
usually takes time to think on the beer's flavour, they compare their
sensations vs. what is written on the label, what the vendor says or
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with previous experiences: “When you drink a beer in particular, you
rather be alone, calm, to taste it well, feel it well, drink it little by little,
to really concentrate in the beer, in tasting, catering and everything
else” (Man, 30—39).

6.2. Consumption moments and context

Craft beer is not found as an everyday product, its consumption
depends on availability. In general, consumption moments are
oriented towards special and ritualised moments: alone to enjoy
the product, with a close and small group of friends, a special
occasion or by the end of the day. In opposition, industrial beer
moments are marked by common moments of socialization or
consumption with food or snacks. The difference between both is
given in terms of “protagonism”; in industrial moments, beer is one
of multiple elements for consumption, and it lacks all types of
special connotations, while in craft moments, the beer is the central
element of consumption: “The craft [beer] is for a good moment or
perhaps for a more intimate one, with a good friend, because maybe
the sensation is different” (Man, 30—39).

Craft beer context is important for consumers, and there are two
main places to drink it: special beer bars are appealing for con-
sumers who want to pay more for a beer and are craft occasional
consumers. Consumers who prefer home consumption choose to
pay less for the beer and share the moment with closer friends.
Other ones prefer a restaurant-context for beer consumption; in
this occasion the consumption is not triggered by beer on itself, but
mainly by food. The difference between consumption in bar and at
home vs a restaurant is that the experience is focused in the beer as
the axis of the experience, and at restaurants, the beer becomes an
accompaniment: “Well, I think that in a more intimate place, not a
night club or a crowded bar, but a more calm one” (Man, 30—39).

6.3. Attitudes and motivations towards craft beer

Craft beer is perceived as a high quality product, especially for
men: “for craft beer, I mean a better quality beer and things like that”
(Man, 30—39). Regarding “local production” attitude, respondents
preferred to buy craft Mexican beer rather than imported beers,
mainly for two reasons: 1) local attachment or even identity, and 2)
local beer “reduces costs by not wrapping the beer in an import
process” (Man, 20—29). A shared attitude among men and women is
the idea that craft beer has to do with different styles, rather than
the regular lager, “making craft beer is to make beer with different
styles” (Woman, 20—29). In general, craft beer consumers have a
positive attitude towards craft beer, while seeing industrial beer as
a secondary, less special product, as seen in a consumer's house
who keeps craft beer well placed at the fridge but “symbolically”
places the industrial beer next to the trash can (Fig. 3). Re-
spondents’ motivations to drink craft beer are generated by three
important factors: desire for more knowledge, new tasting expe-
riences and to move away from the mainstream beer consumption.
In a greater or lesser extent, the attitude towards the craft beer

segment, also matches a search of new and different products and
even life style (see Fig. 4).

6.4. Product attributes craving and shopping

The influence of extrinsic attributes is present in craft experi-
ence; more sophisticated, nicer packaging and labels can enhance
the experience, “honestly, I let myself go by the label” (Woman,
30-39), “I think I predispose myself a little bit, it's like if I am buying a
cool packaging, I think I'm buying a more interesting product, more
unique” (Woman, 30—39). Packaging and labels are the more rele-
vant extrinsic attribute for women to buy craft beer, even more
than brands, “It's like unconscious you know ..., it tastes good but the
bottle is too ugly. Perhaps I do not buy one beer with a nice label but
that tastes bad, I rather look for another option that tastes better, but if
there's a beer with a good presentation and that tastes good, I
immediately go for it” (Woman, 20—29). For men, the extrinsic
characteristics are less relevant; however, both genders value the
craft beer bottles and judge them as unique and authentic. Con-
sumers can crave for craft beer everyday but most of them wait
until the weekend to satisfy it. Some of them satisfy it during week
days but only in special occasions. Even in weekends, the craving
for craft beer is linked to special moments without distractors or
crowded places: “When do I crave for it? I think when it's like that ...
when it's not drinking for a party or getting drunk, it's simply to drink a
beer or two, and you are not going to keep partying, let's say that I'm
not going to get drunk from crafts, I think I have never done that”
(Man, 20—-29).

Shopping experience is different among genders in two
important aspects. The influence of the vendor in the decision of
purchase is stronger for women, while men are more influenced by
the person that accompanies them to buy beer (men respondents
mentioned to buy it more with someone else, while women buy it
alone in specialized beer stores). Women search for styles in gen-
eral and ask for guidance, while men tend to be more focused on
novelty seeking and ask the vendor for new beers or brands arrival:
“I don't buy each week, no. It's just in the moment that I crave for one,
and [ want to go with him [vendor] so he can explain to me” (Woman,
20-29).

6.5. Individual vs. social experience

Craft beer experience can be either a private or a social moment.
Consumers that prefer private experiences are generally those who
do not share their liking with their friends or mates, they do not
have close persons with whom the experience can be shared,
“Many times you do not share the same experience, not because you do
not want to share it, but because it's difficult to get, not everyone has a
craft beer available” (Man, 30—39), that idea is not only given in
terms of price, but in terms of someone capable to enjoy and
appreciate it. Consumers that share the experience usually belong
to a group of close friends that share the same appreciation towards
beer and sharing is also an excuse to taste more and different beers,

Table 6

Principal themes that emerged from the ethnography analysis.
Salient themes Count Men Women Gender P-value 20-29 years 30-39 years Age P-value
Craft beer experience 252 118 134 0.181 116 136 0.090
Consumption moments and context 128 81 47 0.000 56 72 0.061
Attitudes and motivations towards beer 98 60 38 0.003 38 60 0.003
Product attributes, craving and shopping 122 60 62 0.898 65 57 0.370
Individual vs social experience 48 20 28 0.153 19 29 0.066
Industrial beer experience 48 20 28 0.153 21 27 0.307
Barriers towards consumption 28 7 21 0.000 6 22 0.000
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Fig. 2. Male consumer glassware for beer (a) chops at the fridge for industrial beer, and (b) craft glassware for each style.

Fig. 3. A 30 year old woman keep craft beer at the fridge (left) while industrial beers are besides the trash can (right).

PRODUCT MEANING
A connoisseurs or
sensation seekers product.
A special products that
triggers intense sensations
and a sense of identity-
authenticity

Fig. 4. The craft beer diagram, representing the six main variables involved in craft beer consumption issued out form the qualitative analysis.
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as well as to discuss about the beer being tasted, its sensory char-
acteristics, etc.: “I don't like to share my [craft] beers ... If there's
someone that found out about it, well I share it but if nobody sees me, |
don't” (Woman, 20—-29).

6.6. Barriers towards consumption

Barriers towards craft beer consumption are more verbalized by
non-connoisseurs consumers, and specially women. One barrier
towards consumption is packaging, or practical aspects of the
presentation, for some female respondents who buy industrial beer
in a weekly basis. They find that the selling format of craft beer is
usually by bottle, “you cannot just grab the six and done (Woman,
30-39)". The second most important barrier is price, even though it
is not usually said by consumers in a direct way, they constantly
compare the price with that of industrial beers. For some con-
sumers the price is reasonable and for others it is just a product for
special occasions. Finally, the availability is also a barrier, some
consumers wish to buy craft beer everywhere (restaurants, super-
markets and convenience stores) and for others, the act of going out
and look for it in small, specialized stores is part of the experience:
“Until this moment, I think that ... why I do not buy them at the su-
permarket if I pass in front and see them [craft beers]? I like them, but I
think that, for me, they are not practical, and it's because for the others
[industrial beers] I just grab the six-pack and done” (Woman, 30—39).

6.7. Industrial beer experience

For craft beer consumers, the industrial consumption is more
functional than sensory or affective, but it is definitely a more social
experience. Industrial experience for consumers can be of low in-
tensity because it is a very common product, with no outstanding
special characteristics. It can be seen as a commodity of the
beverage category, its process does not matter as it is only classified
in dark vs light beer. Industrial beer is also seen as a product that
can be used to get drunk, and craft beer is not explicitly searched for
the same purpose. In industrial beer, the drunkenness effect is
explicitly and directly searched. Industrial beer experience should
be refreshing and should have a thirst soothing effect. Here is
evident that the experience is centred in its functional character-
istic of thirst quencher, rather than a sensory and affective expe-
rience based in flavour and enjoyment: “Maybe I am too brutal with
[industrial] beer. I can drink it daily, and you know I can wake up and
drink a beer; I have no problem with it, but I cannot wake up and have
a mezcal, or wine or anything else” (Man, 30—39).

7. Discussion

The goal of the preliminary study was to gain some under-
standing of beer habits and consumption moments of craft vs in-
dustrial beer consumers, as well as to understand who the craft
beer users are and how they define this category of beverage. The
goal of the main study was to understand the motivations and
benefits of craft vs. industrial beer consumption. We know that
beer consumption habits in Mexico come from decades ago and are
a strong component of Mexican traditions (Euromonitor
International, 2013, 2014). This fact helps us understand that
about 65% of respondents in the preliminary study were industrial
beer consumers (41.1% regular consumers and 24.1% occasional or
social-beer-drinkers). Several reasons can explain this figure. Wood
and Neal (2009) already mentioned that given the nature of habits
formation, consumers are more likely to develop habits for some
products and services than others and beer is a product with clear
habit formation in a big proportion of consumers interviewed.
According to Sheeran et al. (2005), situational cues automatically

activate goals and goal activation automatically elicits behaviours.
For example, the goal of socializing can elicit the act of drinking
among habitual beer drinkers.

The occasional social-beer-drinker cluster (24.1% of respondents
of the preliminary study) illustrates this point quite well. The var-
iables that best characterise this cluster are: drinking during
weekends and consuming beer in restaurants and night clubs;
therefore, in this cluster there is a social component of beer
drinking that is triggered by the situation (socialize) or the context
(restaurant or night club). These occasional drinkers were also the
ones who drink beer less often (1—3/week) and mentioned to drink
frequently another beverage: tequila. When performing the con-
sumer ethnographies in the main study, the industrial beer expe-
rience was clearly associated with social moments. Although this
affirmation is not new and drinking is primarily a social act in most
cultures (Heath, 1987), it seems that for industrial beer consumers
the goal may be to socialize and they are more prone to automatic
reactions to situations, including the decision to drink industrial
beer given the intention to socialize. It is well established that
increased consumption of alcohol diminishes the capacity for
making reasoned-based and well-considered decisions, and hence,
forces persons to rely on routines and automatic processes in order
to deal with (social) situations (Sheeran et al,, 2005).

Even though most of the consumption was found towards in-
dustrial beer, the drinking habits are changing. Consumers are
paying more attention to quality and local production in Denmark
(Mejlholm & Martens, 2006) and the consumption of craft beer is
increasing in the US (Choi and Stack, 200%). Craft beer production
has raised in Mexico from practically none local craft brands ten
years ago, to 153 brands of craft beer and 46 breweries in 2013
(Euromonitor International, 2013). In our study with Mexican
consumers, we observed that craft beer consumption arises as a
male bonding product; it does not mean that women are not
consuming the product but the volume of consumers is concen-
trated in men.

When performing the consumer ethnographies, it was also
evident that men were more attached to craft beer than women.
Other studies have also highlighted the gender influence in beer
consumption, Roos, Prattala, and Koski (2001) mentioned that
drinking beer and getting drunk among males reflect an attempt to
behave in accordance with gender expectations. Mejholm and
Martens (2006) found that strong ale beer was more accepted by
men vs. women which preferred a regular lager. Besides the
masculine halo of the craft beer, there are several reasons why
consumers are choosing to break up with the regular industrial
beer habits and look towards different options. One of the moti-
vations found to consume craft beer is the search for authenticity,
to find a special identity in the product. According to Carti and Cova
(2007), persons consume mainly to exist (identity) and not only to
live (needs). Consumption has become an activity that involves a
production of meaning, as well as a field of symbolic exchanges.
Consumers do not consume products or services; they consume
products meanings and image and take for granted that an object
will fulfil certain functions. It is the object meaning that makes the
difference. There is a famous phrase from Fishler (1988) that
illustrate this identity process quite well: In Homo sapiens food not
only nourishes but also signifies. And so, craft beer consumers want
to differentiate themselves by drinking.

In craft consumption products, beer may be a part of a major
trend in the market of craft and local products (like mezcal in
Mexico). Choi and Stack (2005) found a similar trend in the US,
where an increasing number of U.S. customers are choosing to
express their preference for taste and individuality through their
choice of purchasing alternative beers. Individuals are continuously
engaged in the symbolic appropriation of goods and services and
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use them to construct their own individual identity (Dalli &
Romani, 2007). Craft beer consumers do not drink the product for
its functional attributes, they consume it for what it means and as a
consequence they build an identity, perceived as more authentic
and unique, in comparison to the mainstream industrial beer
consumption.

8. Conclusions

Overall, this paper highlights the complexity of consumer’s
relationship with a product, in this case, beer. The results presented
in this study, provide an important vision of beer drinking habits
among Mexican consumers. The findings are interesting as they
provide important insights in the habits and variables involved in
beer consumption, especially concerning the craft beer consumers,
which is perceived as part of a bigger craft trend. Craft beer con-
sumption emerged, in a qualitative approach, as experienced-based
product; the goal towards consumption is not functional but
symbolic, as a desire for identity and distinction. However, it is
important to better understand the drinking experience of craft vs.
industrial beer, to shed more light in the motivations to consume a
product for experiential vs. functional reasons.
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Conclusion

Consumption habits and ethnographies can be considered as the base of the subsequent studies. The
results of the studies highlight two important aspects of beer consumption:

e First, according to their consumption habits Mexican beer consumers were divided into three
clusters: Craft, industrial and occasional. The craft cluster was defined by a higher proportion of
men consumers of 25-35 years, high-income level, consuming beer at home and buying beers at
specialized stores. The industrial cluster, on the other hand, was defined by a higher proportion of
younger consumers (18-24 years) that regularly consume beer at bars. With this information, the
subsequent studies may have relied on these demographic characteristics to recruit consumers that
may fall in the craft or industrial cluster.
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Fig. 10. llustration of the consumer target obtained with the habits of consumption test.

e Second, the consumer ethnographies let us see that the drinking experience of craft beer was more
complex than that of industrial beer. The craft beer consumption emerged as a more experienced-
based rather than functional or goal-dependent. We conclude that craft beer consumers do not
drink the product for its functional attributes; they consume the product for what it means and as a
consequence, they build an identity, perceived as more authentic, more unique, in comparison to
the mainstream industrial beers consumption.
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V.  Chapter 2 — The building blocks of the drinking experience

Introduction

Once we understand the demographic characteristics of the consumer of craft and industrial beer, plus the
habits, attitudes, and motivation towards its consumption. The following step is to explore the variables
that are involved during the beer consumption experience. In other words, to understand which are the

building blocks of the experience.

Based on the previous information described in the literature review, we found that humans have always
been equipped with a set of systems to interact and adapt to the environment. A sensory system to receive
information from the surrounding, and affective system that provides us with an emotional response to
stimuli, and, a cognitive system to make sense and process information (Hekkert & Schifferstein, 2008).

We, therefore, hypothesize that these three systems may give structure to the experience of drinking beer.

Taking into consideration all the literature in product experience, one can imagine that we can use this
concept as it is, in the food and beverage domain. But is it the same? Are the variables involved in the
product experience the same as the variables involved during food and beverages interaction? We know
from the study one that the act of incorporating the stimuli into ourselves (food) may give rise to a set of
meanings or variables that may not be the same as the ones of the product experience.

The objective of this study is to explore which are the variables involved in the interaction with beer

(industrial and craft) and how are they relate to the product experience concept.
The delivery of this study was:

e An article submitted to the Journal of Consumer Behaviour in April 2016.
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ABSTRACT

In today’s market, every product seems to be marked by the label of “experience”. It is expected that
successful products give consumers “extraordinary experiences.” Although the research in consumption
experience is growing, much work still needs to be done to understand the food and beverage
experiences. A qualitative study was conducted using contextual focus groups to explore the building
blocks of the drinking experience of beers. Results showed that drinking experience is shaped by our
cognitive, sensory or affective systems. Elements such as attitudes, consumption habits, and individual
versus social consumption, shopping experience, and product benefits are also responsible for shaping the
experience. Gender differences occurred in the affective experience, as women search more for relaxation
while men for excitement and stimulation. Finally, we did not found evidence that beverages were
considered as possessions by consumers, which differentiate it from product experience concept.
Drinking experience might be a more suited concept to refer to the affective, sensory or cognitive effects
that a beverage has on a consumer while product experience is a more suited concept for material
pOossessions.
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INTRODUCTION

Throughout the years, we have seen the changes in the pattern of consumption in capitalist societies, and
consequently the benefits searched by the consumers. The first era of consumption ranges from 1880 to
1945; the industrial serial production and the creation of the departments’ stores marked a change in the
consumption pattern. Here the goal towards consumption was guided by functional benefits. The second
era of consumption was born around 1950’s and marked the moment in which the production and mass
consumption were no longer reserved to privileged classes. Individuals were released from traditional
norms, leading the society towards hedonism (Lipovetsky and Charles, 2006) and symbolic motivations
in their consumption (Bordieu, 2010), to become a postmodern society. The late 1980’s have seen a new
phase of consumption in capitalist societies, the era of hyper-consumption and hypermodernism.
Production systems, distribution, and consumption, are now impregnated, penetrated, shaped by
operations of a fundamental aesthetic nature. The style of beauty, the evolution of tastes and the
sensitivity are imposed every day even more as strategic imperatives of the brands. According to
Lipovetsky and Serroy (2013) what defines the hyper-consumption capitalism is an aesthetic approach of
production.

The changes in the use and the quest for aesthetic products make an echo in the food and beverages
consumption with sophisticated bottles, beautiful packages, special presentations, hyper-realism and
product individualization. Today, every product seems to be marked by the label of “experience”, our
new sacred word as mentioned by Caru and Cova (2003). Successful products in the market should give
consumers “experiences” (Pecoraro and Uusitalo, 2014), “memorable experiences” (Pine and Gilmore,
1998) or “extraordinary experiences” (Linberg and Ostergaard, 2015). Not only to differentiate
themselves across a mass of products available in the market but also to help consumers to escape from
their ordinary daily lives. However, when we think we have understood the experience concept in
products and services (Caru and Cova, 2003; for a review), what can we still learn in the experience
evoked by food and beverages? How is this experiential turn affecting food choices and preferences? The

purpose of this article is to address those questions by focusing on the drinking experience.

LITERATURE REVIEW

The experiential turn

The origin of the experience economy can be searched in the service industry, in which the product sold is
not a physical object but a memorable event (Pine and Gilmore, 1988). Experiences are no longer part of

the entertainment or tourism industry; they are the heart of the design production, of the food and the
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beverage industry, and consumption venues (Vicdan and Firat, 2015). The concept of experience is
directly linked to the contemporary lifestyle; in which the contemplative time is considered a waste of
time to be avoided at all costs. Every minute is saturated with activities: we “need” to do something and
more quickly, to have the impression or illusion, of doing more (Caru and Cova, 2007).

The hyper-individualist regime of consumption unfolds in an experience, in hedonism and emotions, in
one word: aesthetics. The important aspects of consumption in capitalist societies from now on are to feel,
to leave the moments of pleasure, discovery or escapism (Gilovic et al., 2015). Aesthetic and experience
have changed the way we perceive and speak. The terms used to designate professions and economic
activities now carry the stamp of the aesthetic ambition: gardeners become landscapers, haircutters into
hairdressers, florists in floral artists, tailors in artistic directors, and car manufacturers in automobile
designers (Lipovetsky and Serroy, 2013). In this experiential and aesthetic approach to consumption,
consumers express themselves constantly: at work, with their contacts, in sport, in leisure, with clothes,
the underwear (Jantzen et al., 2006), in such a way that soon there will be no activity that is not marked
by the label of expression or communication (Lipovetsky, 1983). The Mac consumers, for example, are
different from the other computer users, by the sensation of belonging to a group in which the computer is
not only a machine, but a symbol, an attitude, and a way of life.

Product experience

The literature in experience research is spanning many fields and types of “experiences”, going from
“product experience” (Desmet and Hekkert, 2007) to “consumption experience” (Darpy, 2012), “user
experience” (Warell, 2008) and even “drinking experience” (Schifferstein, 2009). Product experience is
defined as the entire set of effects a product has to a user. The product experience thus includes its
perception, the identification process it triggers, the cognitive associations and memories it activates, the
feelings and emotions it elicits, and the evaluative judgements it brings about (Schifferstein and Cleiren,
2005). In a very simple categorization of concepts, “consumption experience” refers to the general
experiential research in consumer behaviour area. “Product experience” is used to define the experience
of a material object: a designed object, a packaging or even a food product. “User experience” implies a
repetitive interaction and usability of a product and is usually used for software, computers, and on-line
platforms.

Product experience has been studied from many different perspectives. For example, Desmet and Hekkert
(2007) have studied the framework of product experience in which they distinguish three components: the

aesthetic experience, experience of meaning and emotional experience. The aesthetic level involves a
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product’s capacity to delight one or more of our sensory modalities. The meaning level involves the
symbolic significance of products, and the emotional level involves the affective system in which
emotions are elicited by the manipulation of a product. In a study to identify dominant sensory modalities
in product experience, Schifferstein and Cleiren (2005) conducted a study with food and non-food. To
assess each modality potential contribution to overall product experiences, the authors developed a split-
modality approach, in which participants’ experienced real-life products (a black permanent marker, a
tennis ball, a deodorant spray, a boiled egg, a bag of crisps, and a can of orange soft drink) through only
one modality: vision, touch, audition, or olfaction. Authors concluded that vision and touch are likely to
dominate product perception and experience in real-life situations.

In the beverage domain, alcoholic beverages have been studied for their capacity to evoke positive or
negative emotions (Arellano-Covarrubias et al., 2014), modify mood (Desmet 2008). As well as for their
cultural relevance (Simonnet-Toussaint 2006), their functional benefits (Guinard et al 1998), and
economic impact (Euromonitor 2014). Among alcoholic beverage, beers, and especially craft or speciality
beers seem to be particularly well suited. In a previous study with Mexican consumers, Gomez-Corona, et
al. (2016) concluded that motivations to drink craft beers are generated by three important factors: the
desire for more knowledge, new tasting experiences, and move away from the mainstream beer
consumption. They found that the motivation to consume craft beer emerged as more experience-based
than functional. In Denmark, Mejlhom and Martens (2006) found that consumers are changing their
pattern of consumption towards local beer as a way to search national identity. In their study with Danish
consumers, men preferred strong ale beer, perceived as local and an identity product, while women
preferred a regular lager beer.

Thus, the aim of this research was to understand the building blocks of drinking experience in consumers
that search for an experiential consumption. Following this theoretical framework we tested the following
hypothesis: 1) The elements (e.g. attitudes, habits, and emotions) involved in the drinking experience of
craft versus industrial beer are the same; however some of them may be dominant during the consumption
of craft beer while other should be dominant for industrial beer consumption; 2) The experience of
drinking industrial beer is similar across consumers’ genders, and 3) The experience of drinking craft beer

is different for men and women.

METHOD
Fifty-one beer consumers were recruited at selling points, such as restaurants and specialized beer stores

in Mexico City. Consumers who passed the inclusions criteria of beer users (craft or industrial beer

(50]



consumption at least once a week), age (25 - 35 years), gender (men or woman), and accepted to take part
in the study were scheduled for a focus group session two weeks later. Each session included 6 — 8
participants, and was divided by gender and type of consumption (e.g. women-craft). The sessions were
performed as “contextual focus groups” in a contemporary Mexican restaurant that regularly serves craft
and industrial beer as part of their menu. A session guideline was developed (Table 1) to make sure that

all the focus groups follow the same questions and general sequence.

Table 1

Key questions in the focus group session.

Introduction / Rapport

o  Thanks for coming... Presentation of the focus’ dynamics

Introduction to the category

o  Tell me, what you usually drink. For example, in a normal day like... today?

o  What do you drink during weekends? Week-days?

o  What about beers. Explore consumption habits. ..

o  What’s beer for? Why drinking it?

Product experience / Drinking experience

o  Now let’s talk about what it is to drink beer...

o  And if we talk about senses, what’s more important? The taste, the colour, appearance, the smell...?
o  What do you think when you drink a beer?

o  Talking about the way you feel, what do you feel when you drink a beer?

o  What’s more important to enjoy your beer: the taste, what you think or what you feel?
Factors influencing product experience

o What makes you enjoy more your beer? And less?

o How do you drink your beer? Direct from the bottle, in cups?

o Do you like beer to be the same all the time?

o  Avre there special places to drink beer?

o Do you drink more alone or accompanied?

Closing and final comments

Data analysis. A verbatim transcription of the sessions was performed to obtain all details from
respondents’ interviews. When performing the transcripts, the authors focused on semantic meaning, and
so it did not include detail of pauses, false starts, latched responses, etc. The transcriptions were then
analysed using both a thematic analysis and conglomerate analysis in NVivo qualitative data software
(Version 10, QSR International Pty Ltd, Victoria, Australia).

Thematic analysis. The detailed transcriptions were analysed following Shaw (2010) key steps for
Interpretative Phenomenological Analysis (IPA): familiarising with data, identifying initial themes,
writing descriptive summaries, making initial interpretations and clustering themes. The approach is
phenomenological in that it is concerned with an individual’s personal perception or account of an object
or event as opposed to an attempt to produce an objective statement of the object or event itself (Dibsdall

et al., 2002). Triangulation was used to address the issues of internal validity (Barbour 2001).
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Conglomerate analyses. The conglomerate analysis was performed to evaluate the similarities between
the themes used during the coding of all sessions, and explore the similarities or dissimilarities across
themes. To analyse these similarities, Jaccard coefficients were computed across themes and sessions.
The Jaccard coefficient (Jaccard 1908) is a measurement of similarities among a set of samples (here the
sessions of focus groups) and is defined as the size of the intersection (of each of the categories, e.g.
attitudes and beer benefits) divided by the size of the union of the samples. The set of Jaccard coefficients
is used by NVivo to perform a dendrogram that illustrates the relationship (similarities or dissimilarities)

across themes and sessions.

FINDINGS

Thematic analysis

Eight themes emerged from the thematic analysis (Table 2): attitudes towards beer, sensory experience,
consumption habits, affective experience, cognitive experience, shopping experience, individual vs. social
experience, and beer benefits. The frequency analysis in Table 2 shows that attitudes were the most often
theme used to describe the experience of drinking beer, followed by the sensory experience and
consumption habits. It is possible to see differences linked to the type of consumption (craft-industrial),
for example, attitudes, have a higher frequency in the craft groups of both men and women; industrial
consumers talked less about attitudes towards beers. The cognitive and shopping experience themes

showed the same pattern as the attitudes, more present in the craft groups.

Table 2.

Principal themes that emerged from the focus group with the elicitation frequency in a total base and by groups.

Salient themes Total Men- Men- Women- Women-
count craft industrial craft industrial

Attitudes towards beer 50 14 8 20 8

Sensory experience 32 6 10 10 6

Consumption habits 26 8 6 4 8

Affective experience 19 4 5 4 6

Cognitive experience 18 6 3 7 2

Shopping experience 12 4 1 6 1

Individual vs. social experience 10 1 3 2 4

Beer benefits 7 1 4 2 0
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Attitudes towards beer

Based on the frequency of elicitation, attitudes can be considered as a central variable in the drinking
experience of the beer. Both types of consumers had attitudes towards industrial and craft beer, imported
and local. In a general perspective, craft beer consumers (both men and women) talked more about
attitudes than industrial consumers. For example, for craft woman consumers’, beer is surrounded by a
masculine stereotype, “Hum, I would not trust in someone that sells me a beer and does not have a beer
belly (all woman laughs), they obviously need to be potbellied, like a guy..., don’t you think?” In some
cases the barriers towards consumption and a masculine halo in craft beer is overcome via product
packaging, but in some other cases it is seen as a gender challenge for craft women consumers: “I think
that the aesthetic thing can also help, but I do think, that it has to do with this spirit of adventuring
yourself to try new things, why beer has to be a beverage that only men consume?”

Craft beer consumption reaffirms an identity process of craft consumers for both genders. In the sense of
looking for different things “you do not consume what everyone else do”, “is a form of reaffirming your
individuality, of reaffirming that you are a human being different from other, and that you do not want to
be a damn sheep”. On the contrary, negative attitudes which limit craft beer consumption and even the
product trial emerged from the industrial beer consumer focus groups. These negative attitudes concerned
the price of craft beers “all craft beers are expensive”, or the image of craft beer drinkers “they are

hipster-drink .

Sensory experience

For all participants in all sessions, the temperature was a key element of the experience of industrial beers
independently of the context in which it is drunk, whereas the refreshing and thirst quenching properties
of beer emerged as the most relevant sensory experience of industrial beer when the consumers are alone
to drink them. Some industrial consumers added lemon, salt and even chilli to the beer, as an enhancer of
the sensory experience. Some other industrial beer consumers made even more complex preparations, by
adding several chillies and fruit mix (such as chamoy) or adding seafood to their industrial beer to make it
more sensory-stimulant. Watch the frosty mug, smell and salivate with a citric-acid beer, made an
industrial beer very much a sensory experience for industrial beer consumers. On the contrary, the craft
beer sensory experiences are triggered more by the flavour of the beer itself; no additional elements are
added (e.g. lemon), and it is even shocking for all craft consumers to try to add something to their craft
beer. While industrial beer sensory experience is focused on flavour or refreshing effect (more evident in

industrial men), craft beer yields more a multisensory experience (for both genders).
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Consumers in the craft focus groups enjoyed the colour, aroma, flavour and texture of the craft beer. It is
its complex stimulation on the consumer that makes it different from industrial beers: “It is like a combo
because you cannot separate things, you cannot say oh it is only the flavour, I just like the aroma...” For
craft men, the strong flavour of beer makes craft beer unique, as well as its variety (stouts, IPA, Porter,
etc.) which is not found in industrial beers. Flavour variety is one of the beer attributes that drive craft
beer consumers’ attention in both men and women, it is a “flavour paradise” compare to what they
perceive of the industrial flavours, which they separate into two simple groups: light versus dark. For
industrial beer, the taste is dominant in their sensory experience. Men usually consume the industrial beer
directly from the bottle; therefore, they do not see the colour or cannot smell the aroma of the beer in the
bottle. The low-intensity flavour and the refreshing sensation are key components in their experience,

“when you see a frozen mug, and sweaty and you just... pfff, you crave for that beer”.

Consumption habits

Beer is always present at special occasions or in specific contexts; it cannot be substituted by another low-
alcohol beverage for both industrial and craft beer consumers but especially for men “there are some
meals you just cannot imagine without a beer”. Women had a strong association between beer and snack,
as interrelated products for the same consumption moments. The same thing happened to the smoker beer
consumers (seen in all focus group sessions), in which the consumption of beer was strongly related to
smoking “I don’t know, but I cannot drink beer without smoking, it is like, | do not know... maybe they
make a synergy effect in my happiness”.

Industrial consumers tended to have weekend consumption while the craft consumers gave themselves
more permission to drink beer both on weekdays and weekends. In general terms, craft men were more
prone to consume beer more frequently and in any day of the week, while women (craft & industrial
consumers) and men industrial consumers tended to drink only during weekends. The industrial beer
consumption has a seasonal tendency in Mexican consumers, as hot weathers are preferred for its
consumption. Men industrial beer consumers vary their consumption during the year, while industrial
women are faithful to their current beer brand, all year long. On the other hand, craft beer consumers
consumed beer throughout the year, but they vary the type of beer consumed “it depends on... | like to

taste a strong dark beer when it is cold, or when it is hot, very hot | prefer blonder and colder beers.”
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Affective experience

The affective experience refers to the emotions evoked during consumption, or the mood changes
experienced during drinking. The affective experience of drinking beer is more evident in women. All
women in the sessions mentioned that the main effect of drinking industrial and craft beer was relaxation;
“ves, it helps you in those moments of high stress,” “you just disconnect yourself, like if it IS your
relaxation time. ” When talking more about the nature of this relaxation, industrial women mentioned that
when consumption is made individually, the beer is used to manipulate their current mood. “If' I had a
very hard day, | crave for a beer and just relax. ” When the consumption is made socially, the affective
experience goes towards stimulation and excitement. For women, the relaxation effect achieved by the
beer (both craft and industrial) is not a direct consequence of the percentage of alcohol present in the beer,
as no other beverage seems to have the same effect; it has to do more with a sensory stimulation, and the
alcohol that triggers the affective experience, “I think that with some food and beverages are like [the
stimulation of] the senses, and when something touches you deeply is like... wonderful ”.

The affective experience that emerged from men focus groups is quite different from that of women focus
groups. Craft men expressed surprise and arousal rather than relaxation, “I get aroused when I see a beer
that | did not expect to find in a store; it just surprises me!” This same surprise is felt when men find the
first seasonal industrial beer in Mexico called Noche Buena, which is a beer produced during winter “It is

like that emotion of being the first to have a Noche Buena in my hands. ”

Cognitive experience

Craft beer experience is a combination of sensory and cognitive experience; craft consumer takes the time
both to feel the sensory characteristics of beers and to think about the experience itself. For craft
consumers (both men and women) with a higher level of knowledge on beer, the cognitive experience is
more present and even dominant. Whether they are connoisseurs or beginners, craft beer consumers are
eager to get information about the product, especially men. For craft women, it is just expressed as
willing to read the bottle labels; they do not search for more information. There is a very small proportion
of craft women consumer, which like craft men, search for more information, and for those consumers,
the more information they have, the better they will enjoy the beer as if knowledge is an enhancer of the
drinking experience of craft beer.

With the industrial beers, there is no such thing as a cognitive experience, industrial consumers barely
think on the product, the beer is seen as a tool for distraction, therefore, they do not reflex on the beer or

on the experience of drinking it as illustrated by the following statement from an industrial beer man
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consumer: “the last | want to do when | drink beer is to think in something”. For some craft consumers,
having more knowledge about the beer triggers a consumption in which the beer cup plays an important
role during the consumption, as an enhancer of the drinking experience. Here the cup is an experience
enhancer, and sometimes a central part of drinking craft beers. For craft women, there is no consensus on
the beer cup drinking experience, but for both men and women craft consumers, it seems that the higher
the knowledge of beers, the more the beer cup participate in the drinking experience: seeing the colour of

the beer, smell, and taste.

Shopping experience

Novelty seeking is a fundamental part of the shopping experience in craft beer consumers, especially for
men. Sometimes only novelties are searched, and in other occasion’s consumers buy a mix between
favourite and new beers “I always buy the beers I like, plus something new”. For the majority of craft
women, there is an active influence of the vendor on the craft beers bought; most of them mention that
they tend to talk to the vendor to exchange opinions and expectation on beer, this way, shopping becomes
a process of knowing the product. For both men and women craft consumers, the label is an important
variable for craft beer shopping, consumers get closer to the information, even if they do not search the
information in an explicit way, they read labels as an aid for decision-making, but also for understanding
more the craft beer category. The main difference between craft men and women shopping experience is
that men search more by brand: “well you already know what types of brands you are looking for” while
women searched more by style, they identify the style they like and they express that to the vendor, so
that he recommends a similar product, regardless of the brand: “there is someone [at the beer store] that
helps you choose your beer, you just say the types of beers you like, and... done!” In contrast, for

industrial woman consumers, the brand is the central variable for shopping beer.

Individual versus social experience (co-experience)

Drinking as a social or individual moment can differentiate the way in which the products are
experienced. The industrial beer was seen as a social product mainly for men. For industrial beer
consumers, conviviality is a experience beer enhancer. In social moments, the industrial beer is seen as an
additional component during social interaction; it is not a central element of the occasion, and it passes to
a second term “You enjoy beer,; I think... that with your friends”. For industrial women, the beer
consumption has a strong social connotation. It is used for conviviality, and individual consumption is
occasional “generally is for conviviality, |1 do not see myself drinking alone”. For the cultural reason, the
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beer consumption is mainly made socially in industrial women. They even have a strange feeling of guilt
when they drink by themselves; when drinking socially that guilt goes away, as if it was divided by the
number of women present at the moment of drinking “the more woman the less guilt [all laughs]”, “I
don’t know but when I drink alone I think [ am such a drunk, but when more people is present I don’t feel
that way”. The company, like co-experience, is an enhancer of the craft drinking experience for some
craft consumers, but craft men tend to drink alone their craft beer, or with a very reduced group of
friends. A “good” beer can be enjoyed alone or socially. It is preferred alone when it is a special beer or
when there are no other craft beer consumers. When men connoisseurs enjoy together a good craft beer, it
becomes a memorable experience “I think there is a kind of relation between good beers and
conviviality”. On the other side, individual drinking experience is more related to relaxation (in craft

women groups); consumer becomes aware of the sensory attributes of the beer.

Beer benefits

The benefits that the respondents’ searched when consuming beer varied considerably between craft
versus industrial consumers going from functional benefits to emotional benefits. Industrial beer was
perceived (by industrial men and women) as a very flexible product that helps as thirst quencher, for
social interaction, to drink during a meal, or even as an ingredient of more complex preparations like
michelada (beer with lemon and salt), clam-chela (michelada with tomato juice), gomichelas (michelada
with chilli and sweet gums). The industrial women consumers searched the product as a mood modifier,
to help during stress moments. The craft consumers, both men, and women search in craft beer sensory
stimulation, but also functional benefits like getting drunk, “two beers is enough for me [to get drunk]”,

although no excess is explicitly searched.

Conglomerate analysis

Figure 1 shows the dendrogram resulting from the conglomerate analysis based on the Jaccard
coefficients computed on the types of words used within each theme. The first point that can be noted on
this figure is that the themes are divided into two main blocks. The first block contains the attitudes,
affective, cognitive and sensory experience. The cognitive and sensory experiences are both closely
related to each other as if the presence of one experience triggers the other. The sensory experience was
relevant for both type of beer consumer; however, craft consumer experience was more multi-sensory
while for industrial beer consumers the taste was dominant. The cognitive experience was dominant for

craft beer consumers and especially for men. The affective experience was also close to the cognitive and
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sensory experience. The cognitive experience was relevant mainly for craft consumers and especially
men, and almost no cognitive experience was seen for industrial beer consumption (for industrial beer
users, both men, and women).

The second block contains the shopping experience, benefits, consumption habits and individual vs.
social experience. The shopping experience is quite separated from the other themes, which can be due to
the fact that it occurs in a different stage of consumption (e.g. from the cognitive or sensory experience),
and is because shopping is done previous to product consumption. On the other hand, the benefits for
consumption were also different across craft and industrial beer. Industrial beer can be a very flexible
product for all types of consumers, suitable for different purposes and craft beer was more searched for
symbolic (as an identity object for craft men) and slightly functional (to get drunk for both craft men and
women). At the end of the dendogram, we see consumption habits and individual versus social
experience. Women and craft beer consumers/users were more associated to social consumption while

craft beer consumers and men could be both social and individual (only for men).

Attitudes

Affective experience

Cognitive experience

Sensory experience

Shopping experience

Benefits

Consumption habits

Individual vs. social experience

Figure 1. Conglomerate analysis of the themes that emerged from the analysis. The similarities across

themes were obtained using Jaccard coefficients to evaluate the similarities of words used in each theme.

DISCUSSION

The objective of the present study was to understand which are the building blocks of the drinking
experience of beer and assess the possible differences in drinking beer for gender (men and women), and
consumer habits (craft and industrial beer). Three hypothesis were tested in the study, first, one referring
to the elements forming the experience, second the fact that the experience of drinking industrial beer is

the same across consumers’ gender, and the last hypothesis concerning the fact that the experience of
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craft beers will be different across genders. The subsequent discussion is elaborated following these

hypotheses.

The drinking experience elements

By having a general view of the results we can consider that the main hypothesis regarding the elements
(attitudes, shopping experience, etc.) involved in the drinking experience of craft versus industrial beer
was confirmed, all these elements are present for both products. In this experiential approach, we see that
the main elements of the drinking experience can be the themes that emerged from the analysis: affective,
sensory and cognitive, as we use our sensory, affective and cognitive systems to interact with the products
and give meaning to that interaction. The other elements involved in the drinking experience are the
attitudes towards beer and even to the alcoholic drinks category, the consumption habits, the shopping
experience, the benefits that the consumers find on beer, and finally the type of consumption: individual
versus social. All elements are the building blocks of the drinking experience. Gentile et al., (2007)
mentioned that the dimensions of the customer experience are: sensory (involves all types of sensory
stimulation), emotional (involving the affective system through the generation of moods, feelings and
emotions), cognitive (involving all mental processes linked to information processes), pragmatic (a
component coming from the practical act of doing something, like using a product in a certain way),
lifestyle (coming from the affirmation of the system of values and the beliefs of the person often through
the adoption of a lifestyle and behaviours), and relational (involving the person and beyond, his/her social
context, his/her relationship with other persons or also with his/her ideal self).

Affects, senses or cognition will then shape the experience. The salience of each element will differentiate
the experience across different food products, but also between consumers. When women respondents
talked about the relaxation effects of drinking beer, it is the affective element which is salient during the
beer consumption. It is then the consumer that searches for a more cognitive, sensory or affective
experience. For Hirshman (1984), the desires for consuming sensory and cognitive experiences may be in
relative balance or may be greatly disproportionate, in different consumers. Hence, some persons may
desire to consume a balanced mixture of cognitive and sensory experience, while others desire to obtain a
higher level of one type of experience about the other.

The affective experience of drinking beer is not only shaped by the emotions evoked, but also by moods.
Both industrial and craft men consumers were more influenced by the emotional aspect of consumption,
whether it was a pleasant surprise for being the first to buy a beer or arousal for finding a craft beer in an

industrial venue. We know that emotions change when meanings change; emotions are changed when
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events are appraised differently (Frijda, 2007). For women, the effective experience is more related to
mood manipulation with beer as they use the product to shift from anxiety or stress to calmness and
relaxation, “you just disconnect yourself when you drink beer, is like you know that is a relaxation
moment”. Desmet (2008) mentioned that products serve important mood-manipulating functions. People
seek for opportunities to alter unpleasantly and maintain pleasant moods, and products are used as
instruments for mood management.

Based on the results of the focus group, the sensory experience can be defined as the effect the beer has
on a consumer derived, from direct sensory or multisensory stimulation. In this sensory experience, the
consumer is consciously searching one-sense stimulation, or a multisensory stimulation, like the one craft
beer consumers’ had with the product; the main objective of this simulation is a sensory pleasure.
According to Frijda (2007), sensory pleasures tend to come from objects that are the proper triggers of
appetite competences. Sensory pleasure can be easily measured as a product overall liking. However the
senses involved in a sensory experience can vary within the same category like craft vs. industrial beers,
and across different types of products.

The cognitive experience found in the drinking experience was similar to the one mentioned by
Hirschman (1984) for cognitive experience seeking consumers. For her, this type of experience sought to
stimulate cognitive activity, that is, to stimulate or activate thought processes. Younger persons may be
more motivated to consume experiences of a sensory and novel nature because they have biologically
higher activity levels. In our study, the cognitive experience was more relevant in men, and a very low
relevance of this dimension was found in the industrial segment.

When we see the shopping experience of craft beer (especially) we can agree with Arnould and Price
(2002) separation of the consumption in pre-experience (in beer consumers the craving is more relevant at
this point and triggers the consumption), core consumption and remembered consumption experience. In
the pre-experience, we can put the shopping experience, craving and hedonic aspects (Gilboa et al. 2016),
as consumers are just enjoying one part of the product. Attitudes and habits are more important at this
point and the final one. Figure 2 shows a representation of the building blocks of the drinking experience,
based in our findings. The shopping experience was more important for craft consumers, which perceived
the beer purchase as part of the experience, contrary to the industrial beer consumers who saw the

purchase as an irrelevant piece of the experience.

(60]



e Habits

* New habits

* Attitudes formation
* Shopping * New attitudes

experience generation

\ Sensory

» Beer benefits dimension

Individual . Social
consumption consumption

‘Iﬁi

Remembered

Pre-consumption

Core consumption
experience

consumption
experience

experience

Figure 2. A schema of the drinking experience of craft and industrial beer; separating the main elements
of the core consumption experience (cognitive, affective and sensory) which can be individual or social,

and the other elements involved for a pre-consumption or remembered experience.

Gender and habits effect on the drinking experience

It has been previously mentioned by Desmet and Hekkert (2007) that the experience is shaped by the
characteristic of the user (e.g. personality and background) and those of the product. In our study
comparing two different products, industrial beer experience was similar among genders. The craft beer
experience seems to be dominated by the cognitive and shopping experience for men while in women it is
dominated by the sensory and affective experience. Gender and habits (previous experience with craft
beer) are then also responsible for shaping the experience depending on the product. Following a gender
approach in the craft drinking experience, Gomez-Corona et al. (2016) found differences in the perception
of craft beer among men and women. In their study in beer habits and motivations, craft beer
consumption arises as a male bonding product; it does not mean that women are not consuming the
product, but the volume of consumers is concentrated in men.

Previous experience evoked a more cognitive experience in the craft beer consumers while for the

industrial consumers the salient experience seems to be more sensory and affective. In a study on beers’
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representation using a free association task, Sester et al. (2013) concluded that although perceptual
characteristics of beer remain an important component of consumers’ representations, semantic and
experience-based associations are a key component to explain the representation that consumers have of
the beer category. This suggests that the previous experience (tasting craft beer) will shape the
representation of the beer being tasted.

The relevance of the cognitive experience of craft beer consumption unlike industrial one can also be
explained by the search of meaning in men consumers (Gomez-Corona et al., 2016). Craft beer involves a
field of meaning and symbolic exchange; it is used as a product that can build the consumer identity
through a symbolic system that is shared with the other craft consumers. As stated previously by
Thomson and Holt (2004), men’s everyday consumption practices may construct a specific socio-cultural

articulation of masculinity.

Towards the use of the concept of drinking experience

Based in the definitions given of the product experience given by researchers (Desmet and Hekkert, 2007;
Schifferstein and Cleirin, 2005) and compared to variables involved in the drinking experience of beer,
some differences were found in the concepts. One of the main differences between drinking and product
experience is that in the purchase of a food product like beer, the food product does not become a
possession. Food and beverages are experiences, not possessions; we only possess food for a small period
during the purchasing, until we decide to incorporate it into ourselves, and transform it into an experience.
Only some packaging can become a possession after consumption, food and beverages are vehicles of

experiences not of possessions.

CONCLUSION

The building blocks of the drinking experience are similar across beers, and the difference across
experiences relies on the saliency of certain dimensions or variables in one beer (craft) versus the other
(industrial). The experience (drinking or product) is shaped by our cognitive, sensory and affective
system; variables such as attitudes, consumption habits, and individual versus social consumption,
shopping experience, and product benefits are also responsible for shaping the experience. Some variables
are more important in the pre-purchase experience, the core consumption or remembered experience,
depending in the type of product. The drinking experience concept difers in two major elements versus
product experience: food and beverage are not normally considered as possessions after consumption, and

some sensory aspects could be more dominant in food and beverages versus material objects. “Drinking
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experience” might be a more suited concept to refer to the affective, sensory or cognitive effects that a
beverage has on a consumer, while “product experience” is a more suited concept for material

possessions.
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Conclusion

The results of the study shows that the concepts of product experience and drinking experience are

similar. However, the main difference may be divided into two points:

e Beverages cannot be considered as a material possession, as in the product experience concept. A
beer can only be considered as a possession for a small period, until it is decided by the consumer

to ingest and incorporate the beer into ourselves and transform it into an experience.

e The second point is that the human systems may give form to the experience of drinking. Affects,
senses or cognition can be salient during the interaction of the beer, and some beers may trigger a

more emotional response while other may trigger a more cognitive or sensory experience.

These results can be considered the base to develop the tool to measure the experience of drinking or
eating but the results also shed light into the use of the concept of drinking experience in the experiential
approach. As we can find several words used in the experiential approach as product-experience, user-
experience, consumption-experience, the concept drinking-experience was proved the better suited to

define the sensory, affective and cognitive reaction when interacting or consuming a beverage.
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Chapter 3 - Mental representation of beers

Introduction

In chapter 1, we saw that we can cluster consumers in three major groups: craft consumers, industrial and
occasional. In each cluster, some demographic characteristic emerged, such as the predominance of men
in the craft cluster for example. Then, in chapter 2 we saw that the variables involved in the experience of
drinking beer are the attitudes, consumption habits, individual vs. social experience, the benefits of beer,
and especially the sensory, affective and cognitive experience.
In this experience of drinking beer that involves three dimensions (sensory, affective and cognitive), it is
important to understand individual and social variables of the consumers. The main objective of chapter 3
is to understand the individual representation of the beers (industrial and craft) to understand how is the
consumer representing and giving structure to the beer category in their mind. We hypothesise that there
can be a difference in gender and consumption habits. As we have seen that in previous research with
beer, there are usually gender differences in the perception of the beer category (Meljholm and Martens,
2006; Aquilani et al., 2015).
Another important aspect of the experience of drinking beer may be the knowledge that consumers have
about the products they are consuming, and this point may have an influence on the experience of
drinking beer. Craft consumers, as mentioned in Chapter 1 have more information about the beer category
and therefore may represent differently the beer category vs. industrial consumers who in general have
less knowledge about the beer category. In this study the hypothesis was that the beer consumers’ can be
differentiated based on their habits and attitudes towards beer consumption.
The deliveries of the studies performed in chapter 3 we were divided in:
e A poster presented at the 1 Congreso Asociacion Espafiola de Analisis Sensorial, Ciudad Real, October
21-23, 2015.

e An article submitted to Food Quality and Preference, in April 2016.
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CONCLUSIONS
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El género de los consumidores tiene una influencia en la representacion de las cervezas, pero solo en los consumidores artesanales, lo cual sugiere
que la informacién asociada a la categoria artesanal es diferente; mientras que las asociaciones y conceptos ligados a la cerveza industrial es

compartida entre géneros.
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(68]



Article submitted to Food Quality and Preference in April 2016.

Beyond gender and habits. Exploring the differences in a sorting task to

describe beers
Carlos Gémez-Corona @, Dominique Valentin °, Héctor B. Escalona-Buendia ? Sylvie Chollet ©

& Sensory and Consumer Laboratory, Biotechnology Department, Universidad Auténoma Metropolitana,
Av. San Rafael Atlixco No. 186, 09340, México City, México

® Centre des Sciences du Godt et de I'Alimentation, UMR 6265 CNRS — INRA-UBFC, 9E Boulevard
Jeanne d"Arc, 21000 Dijon, France

°ISA Lille, Institut Régional Agroalimentaire Charles Viollette, EA 7394, 48 boulevard Vauban, 59046
Lille, France

* Corresponding author at: Sensory and Consumer Laboratory, Biotechnology Department, Universidad
Auténoma Metropolitana, Av. San Rafael Atlixco No. 186, 09340, México City, México. Tel +52 (55) 58
04 46 00.

E-mail address: carlos.gomezcorona@gmail.com (C. Gomez-Corona)

hbeb@xanum.uam.mx (H. B. Escalona-Buendia)

(69]


mailto:carlos.gomezcorona@gmail.com
mailto:hbeb@xanum.uam.mx

Abstract

Why do people eat and drink as they do? This complex question is of great interest to both the academic
and industrial world. In recent years, a change of consumption has been noticed in several countries with
an increase in interest for traditional and craft products. This is the case, for example, for the beer sector,
going from a beer category dominated by one style to a wider range of options of industrial beers and to
less commercial options such as craft beers. A change in patterns of consumption is usually an indicator
that the perception towards the product is changing. In this study, the objective is to understand the
impact of gender (men versus women) and type of consumption (craft versus industrial beer) on mental
beer representations. Four groups of participants were asked to visually sort a set of beer in the presence
of brand and packaging. The results show both similarities and differences in the categorization made by
each group of consumers. Overall, participants agreed more on their categorization of industrial beers
than they did with craft beers. Gender differences were perceived in the sorting task especially in terms of
the number of groups used to sort beers, more groups in men; but also in the words used to describe beers.
When comparing the results across women and men, it was seen that the latter sort the beers based on
previous knowledge (cognitive dimension) while women rely more on the affective dimension (like — do
not like) to sort the beers. An interaction effect was also found between gender and type of consumption

which highlights the complex relationship that consumers have towards beers.

Keywords: beer, sorting task, DISTATIS, gender, habits of consumption.
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1. Introduction

Beer has drawn the attention of researchers all over the world (Guinard, Uotani, & Schlich, 2001; Sester
et al., 2013, Caporale, 2004; Salcido & Hernandez, 2013). In recent years, a change of consumption has
been noticed in several countries (Euromonitor, 2013, Euromonitor 2014) going from a beer category
dominated by one style (Lager) to a wider range of options of industrial beers (light, reduced, seasonal,
etc.) and to less commercial options such as craft beers. In Denmark, for instance, the awareness of beer
quality and the consumption of beer in different contexts have grown among consumers (Mejlholm &
Martens, 2006). In a recent study, Aquilani et al (2015) found out that some socio-demographic
characteristics are important factors influencing the choice to consume craft beers. In her study with
Italian men and women consumers, people aged between 42 and 49 were more likely to drink craft beers
than young people aged between 18 and 25, while people over 50 are less likely to drink it.

Another important socio-demographic factor in beer consumption is gender. Different studies have shown
that men outnumber women as consumers of speciality or craft beers (Brasseurs du Nord, 2013; Aquilani
et al., 2015; Mejlhom & Martens, 2006; Gomez-Corona et al, 2016). According to Donadini and Fumi
(2010) beer plays a symbolic role due to its ability to communicate masculinity and group inclusion. Beer
is becoming more and more fashionable and connected to modern lifestyles. Contrary to the recent past in
which only men were targeted as typical beer consumers, more and more women are attracted to beer as a
consequence of marketing activities specifically directed at them that stress the healthy characters of beer
and the versatility of this beverage for possible food combinations (Donadini and Fumi, 2010;
Euromonitor International 2013).

If a category of products traditionally more appealing to men is becoming more attractive to women, a
possible hypothesis is that the perception of that product is changing across genders. We know that
gender roles are constructed from cultural and product meanings that constantly shift and vary, depending

on the time and place, transmitted via gender stereotypes. Gender stereotypes (e.g. men drinking beer) are
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characteristics that are generally believed to be typical either of women or of men (Courtenay, 2000). In
our consumer society, there is strong agreement about what is stereotypically categorized as a masculine
or a feminine product. For example, in a study that explored the impact of smell on haptic perceptions of
texture, Krishna, Elder & Caldara (2010) showed that both smell and texture can be considered masculine
or feminine and there is a match between what is considered to be masculine with smells and textures, as
well as their feminine counterpart. Culturally, scent and tactile properties lead to specific semantic
associations: firm textures are associated with strength and masculinity, while soft textures with weakness
and femininity. In a study carried out in Canada, Sellaeg & Chapman (2008) explored the food-related
ideals of men living on their own, and their perceptions of how those ideals relate to their actual food
practices, the context of living alone, and masculine identities. They showed that the constructions of
masculinity and food provide both facilitators and barriers to healthy eating. These constructions and
identities are changing from what was traditionally perceived to be masculine, for example, they report
that some participants considered food preparation skills to be an important part of an ideal masculine
heterosexual (stereotypical) man, “cooking seems to be something that is becoming a lot more known for
guys that are single”.

These two researchers show that the ideas associated with a product or a category are part of the
representation of the product, and as a consequence are part of our mental representation of the world. A
way to access these mental representations is to look at how individuals categorize their environment.
Indeed, if for some times it was believed that categorization was a reflection of the correlational
properties of the environment, it is now admitted that categorization reflects an individual’s interpretation
of these correlational properties. Thus, looking at the way people categorize foods can be seen as a
window into food and drink mental representations.

When we categorise a set of stimuli (objects or concepts), we consider a certain stimulus as equivalent or

analogous, thereby reducing the information complexity of the external world. At the same time, a lot of
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information about the stimuli is inferred due to their association with a category (Brosh, Pourtois &
Sander; 2010). The categorization finds its essential function in the practical role that it plays in the
systematization of the environment. The information that a person receives from the environment and
from his own actions in this environment can only be integrated if certain cognitive schemas are already
deployed or in a condition to be transformed (Tajfel, 1975). How we perceive our environment, is thus
profoundly shaped by categorization.

A common task to explore categorization processes is the sorting task (see Chollet et al., 2011 for a
review). The sorting task consists of asking assessors to group items depending on their perceived
similarity. Sorting tasks are gaining more and more interest in sensory science to evaluate products from a
global point of view and to compare different types of assessors (Lelievre et al., 2008; Bécue-Bertaut &
Le, 2011). The final objective of a sorting task is to reveal—via statistical analyses—the structure of the
product space and to interpret the underlying dimensions.

The objective of the study was to understand the impact of gender (men versus women) and type of
consumption (craft versus industrial beer) on Mexican consumers’ mental representation of beer. In this
framework, three hypotheses were developed. Our first hypothesis was that the mental representation of
beer in the Mexican consumer is different across genders. Our second hypothesis concerned the type of
consumption; we expected craft and industrial consumers to have a different mental representation of
beer. And finally, we hypothesised that gender and type of consumption would interact and have a bigger

impact on the mental representation of beers compared to the effect of the two variables separately.

2. Material and methods
2.1 Participants
Fifty-one beer participants were recruited at selling points, such as restaurants and specialized beer stores

in Mexico City (28 industrial beer users and 23 craft beer users). A filter questionnaire was used to
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balance the groups of industrial and craft participants in terms of frequency of consumption (at least once
a week), age (25 - 35 years), gender, and income level (medium or medium-high). Income level was
defined using AMAI rule for Mexican consumers (Lopez Romo, 2011). Participants were not paid for

their participation.

2.2 Material
A set of 30 commercial beers (Fig. 1) was used in the study, 15 industrial and 15 craft beers. The brands
were selected based on a previous study (Gomez-Corona & Escalona-Buendia, 2013) as being those most

consumed by Mexican consumers. The images of the beers were printed on coloured cards of 9cm * 7cm.

2.3 Procedure

Participants were presented with the thirty beer cards with a colour image of the beer. The order of
presentation of the cards was randomized prior to the session. Participants were asked to sort the beer
cards individually. No criterion was provided to perform the sorting task; participants were free to make
as many groups as they wanted and to put as many beer cards as they wanted in each group. Once
participants completed the sorting task, they were