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Today we will explore:

Á The overall direction of American culture today

Á The intersection of youth, gender, ethnicity, and beer

Á The attitudes, values, and motivations that separate craft 

beer drinkers from others
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About the 2015 U.S. Yankelovich MONITOR survey

Á10,000+ respondents (9,500 21+)

ÁAttitudes, values and priorities of U.S. consumers

ÁNationally and ethnically representative
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WHO ARE THE DRINKERS 

IN 2016?
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WHO ARE THE DRINKERS IN 2016?

Millennials continue to account 

for a majority of the drinkers

Total 

Population 

21+

Weekly 

Beer 

Drinkers

Weekly

Craft Beer 

Drinkers

Millennials 29% 41% 57%

Gen Xers 25% 27% 24%

Boomers 35% 27% 17%

Matures 10% 5% 2%
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WHO ARE THE DRINKERS IN 2016?

The heavy skew to higher income 

continues as well

Total 

Population 

21+

Weekly 

Beer 

Drinkers

Weekly

Craft Beer 

Drinkers

Under $35K 29% 20% 13%

$35K to $50K 11% 9% 6%

$50K to $75K 18% 17% 15%

$75K or more 42% 54% 66%
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WHO ARE THE DRINKERS IN 2016?

Women continue to be seriously 

under-represented

Total 

Population 

21+

Weekly 

Beer 

Drinkers

Weekly

Craft Beer 

Drinkers

Male 49% 74% 75%

Female 51% 26% 25%
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WHO ARE THE DRINKERS IN 2016?

But thereôs good news on 

Hispanics

Total 

Population 

21+

Weekly 

Beer 

Drinkers

Weekly

Craft Beer 

Drinkers

White 
(Non-Hispanic)

65% 62% 60%

African American 
(Non-Hispanic)

12% 11% 10%

Hispanic 15% 20% 21%

Asian / other 6% 6% 9%

Considers self 

multi-racial
14% 19% 24%
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THE CONSUMER 

CONTEXT
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THE CONSUMER CONTEXT

There are three major 

components of the 

context in which beer 

drinkers live

2
The blending of 

personal identity

3
Values-driven 

consumption

1
Slowly steadying 

financial outlook
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1
Slowly steadying 

financial outlook
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THE CONSUMER CONTEXT

Job market continues to build

Signs of life on the wage front

Cheaper oil putting $ in pockets

On more solid ground
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I do not have as much 

discipline as I would like 

when it comes to how I 

spend my money

37%

More in control

(down from 43% in 

2014 and 46% in 

2011)

Less anxious

53% 51% 45% 41%

2012 2013 2014 2015

Very/somewhat worried 

about: Keeping up with the 

cost of living

More comfortable

35% 38% 40% 42%

2012 2013 2014 2015

I am financially comfortable 
(vs. I have just enough to get by and 

Iôm having financial difficulties) 

THE CONSUMER CONTEXT

Tensions lifting
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A renewed sense of possibility

THE CONSUMER CONTEXT

67%

80% of weekly craft 

beer drinkers

More than the recent past, I 

feel energized and 

enthusiastic about the 

possibilities ahead of me in 

life
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Not able to spend

Able to spend

Poised to engage with the marketplace 

THE CONSUMER CONTEXT

43%
57%
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éyet a psychological barrier 

stands in the way

THE CONSUMER CONTEXT

33%

9%

38%

19%

Able, Not Willing

Not Able, Not Willing

Not Able, Willing

Able, Willing 

ÁFeel more free to spend than 

past

YETé.

ÁUnexcited by the marketplace

ÁLacking enjoyment

ÁNeed new reasons to buy 
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2
The blending of 

personal identity
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Yet a psychological barrier stands 

in the way
The triumph of individualism 

69%
65%

70% 70% 69% 67% 67%

79%

2001 2002 2003 2004 2005 2006 2007 2014

Everybody should be free to do their own thing

2014 U.S. Yankelovich MONITOR

THE CONSUMER CONTEXT
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The evolving American identity

From this To this

ñ
Our standard demographic categories are falling apart.

William H Frey

Brookings Institution

THE CONSUMER CONTEXT

http://www.washingtonpost.com/news/local/wp/2015/06/11/pew-multiracial-population-changing-face-of-u-s/
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Gender and ethnic identities in flux

?ò

I donót let traditional gender 

roles define how I live my 

life

Agender Pan-ethnic

Strongly affiliate with a 

cultural community outside 

of own race/ethnicity

77% 32%
Among 

Millennials 

THE CONSUMER CONTEXT
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Itôs not just gender and ethnicity

Religion

16%
23%

2007 2014

ñReligious nonesò (atheist, 

agnostic or ñnothing in particularò)

Pew Research Center

Politics 

35%

43%

2007 2014

Classify as a political 

independent (an all-time high)

Gallup

42%

30%

23%

17%

Millennials Xers Boomers Matures

I consider myself a citizen 

of the world (vs. a citizen of the 

U.S.)

Globalism

THE CONSUMER CONTEXT
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Fluidity goes beyond identity

THE CONSUMER CONTEXT

Technomic

How we eaté

Consumers who eat three 

square meals a day

5%

How we dressé

The line is continuously 

blurring between athletic 

wear and what every day 

casual clothing his become. 

This customer has 

replaced jeans with 

athleisure. 

Lauren Hobart, senior vice 

president, Dickôs Sporting Goods 

ñ
54

MILLION

freelancers

Fast Company

How we worké
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Enabling uniqueness
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3
Values-driven 

consumption
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Authenticity: A Core Component          

of Craft Beer

I appreciate it when 

companies make it clear 

what values they stand for

More companies should 

take a stand on important 

social issues

81% 69%

THE CONSUMER CONTEXT

79% for weekly craft drinkers

Transparency Courage

I wish more companies and 

brands would stand up for 

the gay community

53%

Advocacy


