CRAFT B
AS A RESULT OF THE GLOBA
OF BREWING INDUSTRY IN SLOVAKIA



Globaliza

Concenftration

Craft beer revolution

New segment formation



* MAain purpose o 0C
attributes and some main habits of craft beer d

« we would like to identify main decision factor which influence

craft beer consumers to buy this product



according to selected fac
residence, marital statuse

 What do these customers in craft segment prefer to do in their leisure time?

« Do they do physical work as the job?

« What is the key decision factor o buy crafte

 Where do they usually buy craft beer?



® 68 responadce
« Validity — Cronbach’s Alpha

« Significant differences - Kruskal-Wallis Test, Mann-Whitney Test
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[ CASES VALID TOTAL
Percent Percent Percent
MALE 657 95.9% 4.1% 685 100.0%
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betweer
higher education
iIncome higher than 1000€ per month

@ T \UJ

live in bigger city

work mentally not physically
they do sport and go for walks in nature in their leisure time

specific taste of craft beer is the main mofive to buy craft beer for thi
segment

they buy craft beer usually in special beer shops



