


Today we will explore:

The overall direction of American culture today
The intersection of youth, gender, ethnicity, and beer

The attitudes, values, and motivations that separate craft
beer drinkers from others




About the 2015 U.S. Yankelovich MONITOR survey
» 10,000+ respondents (9,500 21+)

= Attitudes, values and priorities of U.S. consumers

= Nationally and ethnically representative







WHO ARE THE DRINKERS IN 20167

Millennials continue to account
for a majority of the drinkers

Total Weekly Weekly
Population Beer Craft Beer
21+ Drinkers Drinkers

Millennials 29% 41% 57%

Gen Xers 25% 21% 24%

Boomers 35% 21% 17%

Matures 10% 5% 2%
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WHO ARE THE DRINKERS IN 20167

The heavy skew to higher income
continues as well

Total Weekly Weekly
Population Beer Craft Beer
21+ Drinkers 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 20167

Women continue to be seriously
under-represented

Total Weekly Weekly
Population Beer Craft Beer
21+ Drinkers Drinkers

Male 49% 4% 75%

Female 51% 26% 25%
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WHO ARE THE DRINKERS IN 20167

But there’s good news on
Hispanics

Total Weekly Weekly
Population Beer Craft Beer
21+ Drinkers Drinkers

White 65% 62% 60%

(Non-Hispanic)

African American 12% 11% 10%

(Non-Hispanic)

Hispanic 15% 20% 21%

Asian / other 6% 6% 9%

Considers self
multi-racial
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THE CONSUMER CONTEXT

There are three major
components of the
context in which beer
drinkers live

: 1 . Slowly steadying
- financial outlook

2 The blending of
- personal identity

- Values-driven
- consumption
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Slowly steady
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THE CONSUMER CONTEXT
a round

Job market continues to build
Signs of life on the wage front

Cheaper oll putting $ in pockets




THE CONSUMER CONTEXT

More in control

37%

(down from 43% in
2014 and 46% in
2011)

| do not have as much
discipline as | would like
when it comes to how |
spend my money

Tensions lifting

More comfortable

3596 38% 40% 42%

2012 2013 2014 2015

| am financially comfortable

(vs. I have just enough to get by and
I’m having financial difficulties)

Less anxious

0
23% 51% 45y 41%

2012 2013 2014 2015

Very/somewhat worried
about: Keeping up with the
cost of living




THE CONSUMER CONTEXT

 More than the re past, |
67% feel energized a
enthusiastic about the

s olweekly craft - possibilities ahead of me in
eer drinkers | f
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THE CONSUMER CONTEXT

Poised to engage with the marketplace

Able to spen;

-
Not able to:spend

b L



THE CONSUMER CONTEXT

...yet a psychological barrier
- stands in the way

4 d
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Wil
t Able, Not Willing

-,

Ry
—
==
o
% 38%
‘ \ Ab Willing

» Feel more free to spend than
past

YET....

= Unexcited by the marketplace
= Lacking enjoyment

= Need new reasons to buy

Not Able, Willing



- The blending of
personal identity




THE CONSUMER CONTEXT

The triumph of individualism

Everybody should be free to do their own thing

719%
69% 70% 70% 69%
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2001 2002 2003 2004 2005 2006 2007 2014

2014 U.S. Yankelovich MONITOR



THE CONSUMER CONTEXT

The evolving American identity

From this To this

w3 &
"/i\'\

Our standard demographic categories are falling apart.
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http://www.washingtonpost.com/news/local/wp/2015/06/11/pew-multiracial-population-changing-face-of-u-s/
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THE CONSUMER CONTEXT
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Agender

Miley Cyrus and Ruby Rose both identify as

gender fluid, but what's it really like? 7 7 %
fadl  GENDER FLUID

ianinecomau  MILEY CYRUS & RUBY ROSE ARE NEITHER MALE OR FEMALE
‘ P—

)
bl | don't let traditional gender
. ' roles define how I live my
\ :‘i life
J

o 8
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Pan-ethnic

32%

Among
Millennials

Strongly affiliate with a
cultural community outside
of own race/ethnicity




THE CONSUMER CONTEXT

It’s not just gender and ethnicity

Religion

23%

B -

2007 2014

“Religious nones” (atheist,
agnostic or “nothing in particular”)

Pew Research Center

Politics

43%

Globalism

42%

%
35 30%
23%
l. =

2007 2014

Classify as a political
independent (an all-time high)

Gallup

Millennials Xers Boomers  Matures

| consider myself a citizen

of the world (vs. a citizen of the
U.S.)




THE CONSUMER CONTEXT ‘

Fluidity goes beyond identity

How we eat... How we dress...
= 44

The line is continuously

5% blurring between athletic

wear and what every day
casual clothing his become.
This customer has

replaced jeans with
athleisure. freelancers

How we work...

Consumers who eat three
square meals a day

Lauren Hobart, senior vice

Technomic president, Dick’s Sporting Goods

Fast Company




Enabling uniqueness

#DefyLabels
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Values-driven
consumption




THE CONSUMER CONTEXT

Authenticity: A Core Component
of Craft Beer

Transparency Courage Advocacy

697 53%

79% for weekly craft drinkers
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- appréCIate it When - More companies should ~ | wish-more companies and ,’grl
,corppqmes }ndke it clear ~ take a stand on |mportan1: brands would stand up for » .-
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THE CONSUMER CONTEXT

www.rei.com

The
courage

to close
on Black
Friday




THE CONSUMER CONTEXT PEOPLE m
Seeking easy ways of leading BUS'NESS

more values-driven lives
FORCE=G00D

Investing in community

Companies that make
0 sincere efforts to be part of
75 Y0 or invest in my community
deserve my loyalty
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81% for weekly
craft drinkers
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THE CONSUMER CONTEXT

Seeking easy ways of leading more values-
driven lives

INVESTING IN THE ENVIRONMENT

| wish brands and businesses would make it easier for me to live an environmentally
conscious lifestyle

Total Population

: Weekly
21+ Weekly Beer Drinkers

Craft Beer Drinkers

70% 76% 83%

EAT INVADERS

3] FIGHTING INVASIVE SPECIES, ONE BITE AT A TIME




Most or all of your
values are a perfect
match with this place.

© the futures compan% 2016

Some of your values
are shared with this
place.

@ cunconTROL 1
@ DoemocraT

3:55 PM. 7 % 85% -
Profile

i your profile

o the center circle.
e to refresh.

Piper Samson
July 16, 1984 - piper@email.com

Your Values

Edit and reorder by impartance

reently added:

@ BUILDBORDERFENCE 5

H @ il
. ecan by
+ Add More Values

Some of your values
are in conflict with this
place.

*eeCO BELL ¥ 432 P8 @ 701

Businesses (&)

Santa Fe Or

Cordova Coffee & Tea Emporium
and Eatery

Run Forest, Run!
Most of your values do
not align with this place.

30







WOMEN & CRAFT BEER

Getting women to become craft
beer drinkers isn’t the problem;
getting women to drink any kind
of beer is the problem

% of adults who drink
beer weekly

% of beer drinkers who
drink craft beer weekly

% of weekly craft
drinkers who drink craft
multiple times per week

© the futures compan){ 2016



WOMEN & CRAFT BEER

If more women enter the beer
drinking world through craft beer,
it’s more than likely they’ll already
be wine drinkers

WOMEN

Weekly Beer

All 21+ Drinkers

Beer 21% 100%

Craft Beer 9% 44%

Wine 27% 53%

Liquor 16% 37%

© the futures compan% 2016



W E B
WOMEN & CRAFT BEER |

Women who drink wine represent an opportunity for
craft beer

We'll compare the attitudes and values of:
 \Women who drink craft beer weekly
« Women who drink wine weekly

Differing attitudes and values may reflect potential
barriers

Similar attitudes and values may reflect opportunities
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WOMEN & CRAFT BEER

Does it take a more confident

- i

Characteristics important

to the way others see you:

Someone who
has a strong
sense of self-
esteem

1 e X

81%

Weekly Craft Beer Drinkers

- woman to drink craft beer? 4~

13%

Weekly Wine Drinkers




WOMEN & CRAFT BEER

Yet even these confident craft
drinkers are more likely to feel
treated as an afterthought, more
likely to be held back by
expectations

WOMEN

Weekly Weekly
Craft Beer Wine
Drinkers Drinkers

| am frustrated by brands that

treat people like me like an
afterthought 72% 51%

| don't feel held back by social
expectations about what is or is

not appropriate for someone of 78% 832%
my sex or gender

© the futures compan% 2016



WOMEN & CRAFT BEER

Both groups are likely to feel
women aren’t portrayed
realistically in advertising in
general

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

The way women are
portrayed in advertising is
completely out of touch with
how women are today

81% 77%

The way men are portrayed
in advertising is completely
out of touch with how men
are today

69%
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WOMEN & CRAFT BEER

Is a perception of “Inappropnateu
_marketing a barrier?

& e X

| am often

entertained by

marketing and 0

advertising that 60 /O 41%
others might

find

N approp riate Weekly Craft Beer Drinkers Weekly Wine Drinkers




=
r\v”Y\\—
e
C
(0

4+
n
)

=
A.MU.
clL

[

WOMEN & CRAFT BEER
drawing In




WOMEN & CRAFT BEER

We know. that beer, including craft
beer, has deep-rooted values of
community and.acceptance

And yet, when it comes to craft beer, It
may not always look that way to
someone on the outside looking In



WOMEN & CRAFT BEER

If one-third of drinkers
see some snobbery in
craft beer, how must it
look to those outside the
category?

Even though I love craft
beer, | have to admit
there can be quite a bit of
snobbery to it

People who think craft
beer is about snobbery
just don'’t get it

~

17% Not sure

Source: Custom research by World of Beer, used by permission




WOMEN & CRAFT BEER

And any-association with snebbery-will be

—fal more alienating to @en than to men
. f 3 —— |

7 N

women

Hierarchical « Egalitarian
Superiority « Equality
Exclusivity * Inclusivity
Unigueness « Commonalities

Source: From a talk by Marti Barletta, expert on marketing to women




WOMEN & CRAFT BEER

The MONITOR datasupports this, for
.. Women in.general

ADULTS

| like to buy 37% 2 \

brands that
show others I’'m
successful




WOMEN & CRAFT BEER

Yet women who drink craft beer
enjoy projecting success, while
potential drinkers generally don’t

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

The brands you buy tell a
lot about the type of person 70% 55%
you are

| like to buy brands that

0 0
show others I’'m successful 60% 39%
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WOMEN & CRAFT BEER

Potential drinkers are much more
likely to be risk-averse

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

Characteristics important
to the way others see you
Someone who takes chances
in life

70% 49%

| am happy to take some
risks for the chance to enjoy 4%
greater rewards

© the futures compan% 2016



WOMEN & CRAFT BEER

Potential drinkers are less likely
to see themselves as
unconventional, and they don’t
show the same level of pride in
their “b.s. detectors”

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

Characteristics important
to the way others see you
Someone who'’s willing to
defy convention

66% 49%

Someone who can always
see through exaggeration 73% 64%
and hype

© the futures compan% 2016






WOMEN & CRAFT BEER

There’s a real opportunity in
emphasizing a community feeling

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

Consider to be a sign of

success and

accomplishment 76% 12%
Feeling connected to your

community

Companies that make sincere
efforts to be part of or invest
in my community deserve my
loyalty

83%

© the futures compan){ 2016



WOMEN & CRAFT BEER

Your sustainability efforts should
be shared

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

Most brands today are not
doing enough to help the /8% 74%
environment

| wish brands and
businesses would make it
easier for me to live an
environmentally conscious
lifestyle

© the futures compan){ 2016



WOMEN & CRAFT BEER

The independent, local angle is
less compelling to potential
drinkers

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

| look for goods produced

0 0
In my state or nearby states 7% 29%

| try to buy things from

smaller local companies

instead of large national 70% 959%
companies as much as

possible

© the futures compan){ 2016



WOMEN & CRAFT BEER

Social media may require some
re-thinking to attract potential
drinkers

WOMEN

Weekly Craft Weekly
Beer Wine
Drinkers Drinkers

| have bought something
due to a friend or
connection posting about it
on social media websites

70% 46%

| have bought something
due to a brand or business
posting about it on social
media websites

66%

© the futures compan){ 2016



" - There’s some indirect evidence that women may feel
excluded by the current craft culture

"'« But there are bigger barriers not overtly gender-related

» Soclal media aren’t used for brand decisions as much

Summary: Women
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HISPANICS & CRAFT BEER

A lot of evidence points to a cultural
shift among Hispanics, away from
“conforming to fit in” to seeking
individuality and growth

WEEKLY BEER
DRINKERS

White, Non-

Hispanic Hispanic

Importance of the
following things in your
personal life today

Freeing yourself from the
expectations of others

Striving to reach your full

0
potential as a person 1o

Following your dreams 80%

© the futures compan% 2016



HISPANICS & CRAFT BEER

It’s generally well-known that
Hispanics are more likely than the
general population to choose
Imported beer

WEEKLY BEER
DRINKERS

ALL (21+) Hispanics

Drink weekly
Domestic Mainstream
Beer

Imported Beer 47% 68%

Craft Beer 46% 48%

White Wine 29% 36%

Red Wine 38% 41%

Liquor 44% 49%

718% 77%

© the futures compan% 2016



HISPANICS & CRAFT BEER

Craft drinkers choose imports
often, but import drinkers don’t
always reciprocate

HISPANICS

Weekly Craft Weekly
Beer Import
Drinkers Drinkers

Drink weekly
| Domestic 45% 350
Mainstream Beer
Imported Beer 48% 47%
Craft Beer 50% 31%
White Wine 36% 27%
Red Wine 34% 27%
Liquor 25% 27%

© the futures compan% 2016



HISPANICS & CRAFT BEER

Hispanic import drinkers may represent the best
opportunity for craft

We'll compare the attitudes and values of:
 Hispanics who drink craft beer weekly
« Hispanics who drink imports weekly, but don’t drink craft

weekly

Differing attitudes and values may reflect potential
barriers

Similar attitudes and values may reflect opportunities




HISPANICS & CRAFT BEER

Hispanic import drinkers share the
trend toward valuing individualism
and growth

HISPANICS

Weekly Craft Weekly Import
Beer Drinkers,
Drinkers Non-craft

Importance of the
following things in your
personal life today

Freeing yourself from the
expectations of others

Striving to reach your full
potential as a person

Following your dreams

© the futures compan% 2016



HISPANICS & CRAFT BEER

How do the two groups diffen
their relationship with their=
heritage? *

‘J




HISPANICS & CRAFT BEER

Craft drinkers are generally more in
touch with their American side

HISPANICS

Weekly Craft Weekly Import
Beer Drinkers,
Drinkers Non-craft

| consider myself to be
American first, Hispanic 46% 23%
second
| often follow the
customs and traditions
of US American people
rather than the customs
and traditions of
Hispanics

Speak Spanish “Very
Well”

713%

e e |
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HISPANICS & CRAFT BEER

Import drinkers feel less need to fit
In by presenting themselves as
more “American”

HISPANICS

Weekly Weekly Import
Craft Beer Drinkers,
Drinkers Non-craft

Have you ever felt the
need to change your
name or the pronunciation
of your name in order to
blend in?

| am often in situations
where | feel | need to
suppress how | express
my Hispanic identity

© the futures compan% 2016



HISPANICS & CRAFT BEER

As aresult, import drinkers feel
less need to think about how being
Hispanic affects them

HISPANICS

Weekly Weekly Import
Craft Beer Drinkers,
Drinkers Non-craft

| think a lot about how

0) 0
being Hispanic affects me 6% aa%

How connected you feel
you are with your heritage

| wish | had more ways to
show the world how proud
| am of my culture and
heritage

© the futures compan% 2016



HISPANICS & CRAFT BEER

Import drinkers have somewhat
less of a desire to be addressed
as Hispanics

HISPANICS

Weekly Import
Weekly Craft Drinkers,
Beer Drinkers Non-craft

| believe there should
be more commercials
directed specifically to

Hispanic audiences

90% 77%

| believe there should
be more products
made specifically for
Hispanic audiences

© the futures compan% 2016
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HISPANICS & CRAFT BEER

Yet more import drinkers feel it’s important to
preserve specific aspects of Hispanic culture

HISPANICS
Weekly Import
Weekly Craft Beer Drinkers,
Drinkers Non-craft
Aspects of your culture and
traditions that you feel are
most important to preserve
Foods/beverages 57% 64%
Recipes 39% 60%
Holidays/celebrations/rituals 41% 59%
Music/songs 52% 64%

History 58% 2%



What are the barriers to converting
more Hispanic drinkers?



HISPANICS & CRAFT BEER

Import drinkers are somewhat less
open to risk than craft drinkers

HISPANICS

Weekly Import
Weekly Craft Drinkers,
Beer Drinkers Non-craft

Characteristics
Important to the way
others see you
Someone who takes
chances in life

| am happy to take
some risks for the
chance to enjoy
greater rewards

© the futures compan% 2016



HISPANICS & CRAFT BEER

Import drinkers are somewhat less
unconventional as well

HISPANICS

Weekly Import
Weekly Craft Drinkers,
Beer Drinkers Non-craft

Characteristics
Important to the
way others see you
Someone who’s
willing to defy
convention
Someone who can
always see through
exaggeration and
hype

© the futures compan% 2016




HISPANICS & CRAFT BEER

Import drinkers are far less interested
INn new experiences pefise

"

HISPANICS

Importance of the
following things in
your personal life
today 76% 59%
Satisfying your
hunger for new
experiences

Weekly Craft Beer Drinkers Weekly Import Drinkers,
Non-craft




How else do the two groups
compare?

AN\




HISPANICS & CRAFT BEER

Connection to community is even
more important to import drinkers,
and they’re more likely to reward
brands that share this

HISPANICS

Weekly Craft Weekly Import
Beer Drinkers,
Drinkers Non-craft

Consider to be a sign of
success and
accomplishment

Feeling connected to your
community

Companies that make
sincere efforts to be part of
or invest in my community
deserve my loyalty
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HISPANICS & CRAFT BEER

The environment is still a pretty
high priority among import drinkers

HISPANICS

Weekly Craft Weekly Import
Beer Drinkers,
Drinkers Non-craft

Most brands today are
not doing enough to help 84% 77%
the environment
| wish brands and -
businesses would make o

it easier for me to live an 91% 88% . '

A
»w

environmentally
conscious lifestyle

|
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HISPANICS & CRAFT BEER

The local angle is less compelling

HISPANICS

Weekly Import
Weekly Craft Drinkers,
Beer Drinkers Non-craft

| look for goods

produced in my state 79% 61%
or nearby states 1

| try to buy things 5 \
from smaller local |

companies instead of 7904, 57% .

R
(- o
-

Y

large national
4
«

companies as much
as possible
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HISPANICS & CRAFT BEER

Both feel brands say something
about them, though import drinkers
are somewhat less interested in
demonstrating success

HISPANICS

Weekly Craft Weekly Import
Beer Drinkers,
Drinkers Non-craft

The brands you buy tell a
lot about the type of 77% 71%

person you are
| like to buy brands that
show others I'm 77%
successful

© the futures compan% 2016



HISPANICS & CRAFT BEER

Import drinkers are far less likely
to use social media for brand
decisions

HISPANICS

Weekly Import
Weekly Craft Drinkers,
Beer Drinkers Non-craft

| have bought
something due to a
friend or connection
posting about it on
social media websites

By
| have bought B}

R
a

something due to a . |
brand or business 60% '

|
posting about it on y
social media websites «
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 The trend of Hispanics embracing more individualism
and growth has seemingly reached critical mass

 Current craft drinkers are much more in touch with their
American side than potential new drinkers, yet they
aspire to biculturalism

W * Potential drinkers are more risk-averse and less
* interested in new experiences in general

« Social media aren’t used for brand decisions as much

Summary: Hispanics



Summary and
Thought-Starters



* Energy has returned tg

place, but consumers
are looking for e ‘

geavith brands

Ny
A

- Identity is more fluid and flexible than ever,before and
consequently,values have become a moreicritical



Overt targeting of women or Hispanics may be less effective

In-store marketing may have wider reach than social media
among potential new drinkers



Thank you!

future
compan

Mike Kallenberger mike@troposbrand.com
Lindsay Kunkle lindsay.kunkle@thefuturescompany.com
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