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ABSTRACT 

 

Paper type - Master Thesis in Business Administration, 30 credits 

Supervisor - Dr. Svante Andersson  

Purpose – The purpose of this thesis is to understand how specialist firms develop in a 

concentrated industry by analyzing how microbreweries develop and operate on the Belgian 

market. Then, the literature reviewed used to build the theoretical foundation of this work is 

centered around the Resource Partitioning Theory and Niche Marketing Theory to explain this 

phenomenon. 

Design/methodology/approach – A cross-case analysis was undertaken. Five Belgian 

Microbreweries were examined. The data were gathered through interviews conducted with 

owners of microbreweries based on a structured questionnaire, as well as through secondary data. 

In addition, an analysis of the Belgian beer industry was conducted, using as secondary data, 

such as the existing literature on the beer industry, as well annual reports from Beers Associations. 

Findings – In opposition to the big companies that dominates the center of the market leveraging 

on economies of scales, the microbreweries strived to create unique products that have a high 

quality in term of taste. Moreover, they focused their efforts in their region, creating value first 

for local consumers and not all have an ambition to sell in the whole country or to internationalize 

the product. Thus, the microbreweries managed to create both functional and symbolic value to 

the consumers. However, the authors found that the symbolic value created by the breweries had 

more component than cultural heritage, local and specialist identity. Then, relationship was of 

importance for the microbreweries as they sought personal contact with their consumer and tried 

to be involved in their community as well as cooperated with other breweries (coopetition).   

Overall, the microbreweries practices followed what is described in niche-marketing and 

entrepreneurial literature. 

Originality/value – First, this research participates to the resource partitioning literature by 

contributing to the limited knowledge on how specialist firms are operating, Then, this 

exploratory study is focused on an understudied area that is how microbreweries runs, that is 

especially true on the Belgian market as it was barely explored before. Thereafter, this thesis can 

be used as inspiration for new researches in different countries or with different approaches 

and/or theories. 

Keywords - Microbreweries, Craft beer, Resource Partitioning, Niche Marketing, Coopetition, 

Niche Firms, Belgian Market, Branding, Entrepreneurship, Entrepreneurial Marketing. 
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1 – INTRODUCTION 

 

There is no denying that the brewing industry has an appreciable importance on economic life. 

Indeed, between 2008 and 2013, excise duties on beer in the EU valued €10 billion, while in the 

US the brewing industry had a total economic impact of $78 billion USD in wages and $250 

billion in sales (Cabras & Higgins, 2016). Moreover, the industry has been changing from a 

fragmented market in the late nineteenth century in which most brewers were privately owned 

and based locally to a concentrated market with few big players (Cabras & Higgins, 2016; 

Poelmans & Swinnen, 2011) such as AB-InBev, Heineken and Carlsberg. This trajectory has 

been undertaken through mergers between national brewers and multinationals, which were 

motivated by firm-level scale economies, particularly in branding, advertising and distribution 

(Cabras & Higgins, 2016; Poelmans & Swinnen, 2011). For instance, AB-InBev is the result of 

first a merger between two Brazilian brewers (namely Companhia Antarticat and Cerbejaria 

Brahma) and the Belgian company Interbrew in 2004 to form InBev (Cabras & Higgins, 2016; 

Poelmans & Swinnen, 2011). Then, in 2008, they acquired the American Anheuser-Busch to 

form AB-InBev, and later on they took over the South-African SABMiller for a purchasing price 

of more than $100 billion (Cabras & Higgins, 2016; Poenaru, 2011). 

Looking into the literature, it can be seen that the beer industry has been studied in numerous 

areas. First, some scholars looked at the industry from a macro perspective for instance by 

looking at the history and development of the beer industry (Stack, 2000; Poelmans & Swinnen, 

2018). Then, some authors analyzed the advertising in the beer industry such as Nelson (2005) 

and Chandra & Weinberg (2018). Other researchers looked at the consumers’ behaviors such as 

Aquilani et al. (2015), Gomez-Corona et al. (2016) and Verhaal, Khessina, & Dobrev (2015). 

Finally, some researchers such as Schnell & Reese (2003) and Verhaal, Hoskins, & Lundmark 

(2017), looked at an interesting phenomenon that is the increase number of craft-breweries. 

Indeed, the statistics shows that the number of breweries in the UK increased from 142 in 1980 

to 1113 in 2012 while the growth is even more impressive in the US, with the number of brewers 

rising from 92 to 2751 during the same period of time (Cabras & Bamforth, 2016). Similar trends 

have been seen in other countries such as Spain, Italy and Germany (Cabras & Higgins, 2016), 

and this phenomenon can be explained through the resource partitioning theory as explained by 

Carroll, Dobrev, & Swaminathan (2002), which suggests that the important concentration in the 

brewing sector left space for new entrants to compete into small and isolated niche markets 

(Verhaal, Hoskins, & Lundmark, 2017).  

This research aims analyzing how microbreweries develop and operates on the Belgian market. 

The authors chose to analyze Belgium because it is a country with a strong history with this drink, 

as Belgium was always considered as a “craft beer nation” due to the large number of small 

producers and its long tradition of crafting a broad number of beer style (Swinnen & Briski, 

2017). A qualitative method was used to deal with the problematic. In particular, the authors 

realized a cross-case study of five different craft breweries in Belgium. Hereby, this research 

could contribute, first to the brewery literature by exploring how a microbrewery operates in 

Belgium, which to the authors’ knowledge no published study explored, as previous literature 

mainly focused on the US and the UK such as Cabras & Bamforth (2016), Danson et al. (2015) 

and Schnell & Reese (2003). Other researches were made in other areas, for instance on the 

Franconian market in Switzerland (Cruz, Beck, & Wezel, 2018); in Italy, Spain and the UK 

(Duarte Alonso, Bressan, & Sakellarios, 2016); in the Netherlands (van Dijk, Kroezen, & Slob, 
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2018). However, as advocated by Danson, Galloway, Cabras, & Beatty (2015), researches on 

microbreweries made in different country may find different results, in addition, Duarte Alonso, 

Bressan, & Sakellarios (2016) advocate for the overall need of more research looking at the craft 

beer industry. Thus, this study will contribute to the sparse existing body of literature on how 

microbreweries are running.  

This research will also contribute to and connect theories found in literature as background to 

explain the Belgian phenomenon, these will be presently introduced. To begin with, the Resource 

Partitioning Theory (Carroll, 1985) will be applied in this research, to understand more about the 

market, and where the big players are concentrated. This theory has been widely used to explain 

the industry consolidation of the beer industry, as well as the craft beer revolution, and is 

applicable for industries based on consumer products, in which the resource space is interpreted 

as consumer demand (Carroll & Swaminathan, 1992; Garavaglia & Swinnen, 2018).  The 

resource space has many dimensions and can be constructed as different dimensions of taste 

preferences and the beer market have a large center with traditional tastes (Garavaglia & Swinnen, 

2018). This center is dominated by big players, where economies of scales in production, 

distribution, and marketing give competitive advantage and conduct to a concentrated market 

(Garavaglia & Swinnen, 2018). With this perspective, few producers can occupy this center and 

produce mass and standardized products (Carroll, 1985; Garavaglia & Swinnen, 2018). Thus, 

this concentration provides opportunities at the periphery of the market, where micro and small 

companies offer “special” products. (Carroll, Dobrev, & Swaminathan, 2002; Garavaglia & 

Swinnen, 2018). In this case, resources tend to be scarce in the certain regions of the resource 

space, while being reasonable enough to sustain a specialist segment, hence “partitioning” the 

market (Carroll & Swaminathan, 1992; Garavaglia & Swinnen, 2018). 

Thereafter, there is a reliable understanding on how the market work as a whole. However, fewer 

known on how microbreweries are operating (Danson, Galloway, Cabras, & Beatty, 2015). 

Hence, the authors used the Niche Marketing Theory to establish parameters between how the 

market work as a whole and how organizations operate individually. As Tushman & Anderson 

(1986) and Delacroix & Solt (1988) explained new market niches arise because of discontinuities 

in an industry’s environment and these discontinuities can be reflected in changes in technology 

or consumer behavior. For Stanton, Etzel, & Walker, (1991), the concept is related to companies 

that positioned themselves into small, profitable, and homogeneous market segments that are 

ignored by others. Niche marketing are understood as an effort in marketing that focus directly 

at a limited and specialized market with minimal consumers and competitors, where the firms’ 

specialization concepts are frequently applied, as product differentiation, customer focus and 

relationship marketing (Dalgic & Leeuw, 1994). From the beginning, these two theories 

(resource partitioning and niche marketing) described above were considered as the main focus 

for this thesis. However, after conducting interviews, the authors decided to strengthen their 

literature framework by adding new theories that fit with the cases, in order to better comprehend 

the observed phenomena. In particular, entrepreneurship, in particular entrepreneurial marketing, 

and branding were added. Hereby, this research will also contribute to first the resource 

partitioning theory, by analyzing how companies grow within their own niche as a result of the 

competition within other segment as made for instance by (McKendrick & Hannan, 2014) in the 

Scottish whisky market (Verhaal, Hoskins, & Lundmark, 2017). 

This dissertation will be further divided in seven different chapters. First, relevant literature will 

be reviewed. In particular, literature about market segmentation, resource partitioning in parallel 
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with a description of the global consolidation of the beer industry, the definition of craft beer and 

the emergence of craft-beers, then niche marketing, branding and entrepreneurial marketing will 

be considered. Afterwards, the authors will describe and discuss the conduct of this research, the 

data collection the methodology used. Then, the next section will present a description of the 

Belgian market to provide sufficient context to fully understand the phenomenon, then the 

empirical data used in this dissertation, followed by their analysis and a short discussion. Finally, 

a conclusion will summarize the outcome of the paper and its implications, followed by a 

discussion about the limitations of this research as well as suggestion for further studies.  

 

1.1 – Research Gap & Purpose  
 

While many researches have studied the phenomenon of the recent development of the number 

of microbreweries in the world, most of the literature explored this area from a business history 

perspective (see, among others: Depenbusch, Ehrich, & Pfizemaier (2018); Garavaglia & 

Swinnen (2018); Poelmans & Swinnen (2018); Stack (2000)). Hence, there is a need to look at 

this phenomenon using economic theory, as Duarte Alonso, Bressan, & Sakellarios (2016) did 

to examine perceived resources from microbreweries using the resource-based view theory. 

Moreover, resource partitioning theory, first established by Carroll (1985), was used by most 

researcher to explain this phenomenon (Cabras & Bamforth, 2016; Howard, 2014; Swaminathan, 

1998; Verhaal, Khessina, & Dobrev, 2015). However, looking at resource partitioning literature 

on different market the question of how those firms develop themselves is also not well 

documented (for instance see McKendrick & Hannan (2014). Thereafter the research was 

motivated by two factors: first, the need for more research on microbrewery as claimed by Duarte 

Alonso, Bressan, & Sakellarios (2016). Then, to contribute to the literature about resource 

partitioning theory by analyzing how companies grow within their own niche as a result of the 

competition within another segment. 

The motivation to conduct the research in Belgium was driven by several reasons. First, the 

authors had knowledge about this specific market as well as some personal contacts, one of the 

authors being from the country, which facilitated the collection of empirical data. In addition, 

previous literature mainly focused on the US and the UK such as Cabras & Bamforth (2016), 

Danson, Galloway, Cabras, & Beatty (2015) and Schnell & Reese (2003). To the authors’ 

knowledge, no published empirical study has studied the emergence of microbreweries on the 

Belgian market, looking at how the microbreweries operate. However, Duarte Alonso, Bressan, 

& Sakellarios (2016) encouraged research about microbreweries and Danson, Galloway, Cabras, 

& Beatty (2015) advocates for research in different countries than what has already been 

undertaken, hence the need to conduct a research about Belgium. Finally, as several authors 

pointed out, while the microbrewery movement is straightforward to explain in some country, it 

is much harder to explain it especially in Belgium and Germany (Depenbusch, Ehrich, & 

Pfizemaier, 2018; Garavaglia & Swinnen, 2018; Poelmans & Swinnen, 2018). Indeed, for 

instance, Belgium is a country in which variety has been to some always present (Poelmans & 

Swinnen, 2018), in contrast with other traditional beer drinking such as the UK and (Danson, 

Galloway, Cabras, & Beatty, 2015). Hence, Belgium due to its particular settings could give 

many new insights, especially as both the topic and the market have been understudied as 

explained above. 

Thus, while some facts on the subject are known, more information are needed to build sufficient 

theoretical framework, hence an exploratory research is needed as argued by (Sekaran & Bougie, 
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2016). Indeed, exploratory research refers to a study of a situation in which not much is known 

beforehand and few information can be found on the subject (Sekaran & Bougie, 2016), which 

fits quite well with the authors’ research.  Therefore, the purpose of this exploratory research is 

to understand how specialist firms develop in a concentrated industry, by analyzing how 

microbreweries develop and operate on the Belgian market. 

 

 

2 – LITERATURE REVIEW 
 

The literature, as the authors will describe next, have as starting point the Market and Industry 

Segmentation to give the reader a wide perception of the market and its peculiarities to provide 

sufficient background to understand the Resource Partitioning Theory. To exemplify the Resource 

Partitioning Theory, the consolidation of the beer industry and the craft beer revolution will also 

briefly be explained, as it is also necessary to frame the context of this study. Next, the authors 

outline the Niche Marketing Theory, which is, with Resource Partitioning, the central theories used 

in this thesis. Lastly, to support the main theories, entrepreneurship (in particular entrepreneurial 

marketing), and branding are included to have a straight relation with the research.  

 

2.1 – Market Segmentation  
 

In a globalized market the use of all tools available to highlight a brand is relevant. Segmentation 

has been heralded as one of the pillars of marketing, substantial to both theory and practice (Evans, 

1994). Bennett (1995, pp. 165-6) defines market segmentation as the "process of subdividing a 

market into distinct subsets of consumers that behave in the same way or have similar needs". 

Moreover, Smith, (1956), one of the first authors who developed the segmentation theory stated 

that segmenting a market is a concern of seeing a heterogeneous market as many smaller 

homogeneous markets, as solution for the different preferences that need to be dealt with to better 

fulfil the consumer desires and seek better satisfaction of the consumer’s needs. 

Segmentation can be seen as a three-part process: market segmentation, market targeting, and 

market positioning (Kotler & Keller, 2006). Even so, segmentation can be divided into two distinct 

approaches, depending on the variables used to segment consumer markets (Kotler & Keller, 2006). 

That is, the consumer can be segmented according to descriptive characteristics or behavioral 

considerations (Kotler & Keller, 2006). Then, to be useful, it is argued that the market segmentation 

must follow five key criteria: measurement, substantiality, accessibility, differentiation, and 

actionable (Kotler & Keller, 2006). 

The conceptualization of segmentation can have various perspectives, focusing on meaningful 

bases or relevant factors that should be possible to identify similar markets (Obilo & Alford, 2018). 

Studies related to the subject were done and used as principles for segmentation sociodemographic 

factors such as age, gender, and income (Hammond, Ehrenberg, & Goodhardt, 1996; Lin, 2002; 

Uncles & Lee, 2006); or psychographic factors as lifestyle, attitudes, behaviors, and benefits sought 

by consumers (Fennel, Allenby, Yang, & Edwards, 2003; Orth, McDaniel, Shelhammer, & 

Lopetcgarat, 2004; Hassan & Craft, 2005; Sarigollu & Huang, 2005; Wells, Chang, Oliveira-Castro, 

& Pallister, 2010). 

An indicator of a firm's market-orientation is the relationship between its market intelligence and 

the current and future customers’ need (Kohli & Jaworski, 1990). Therefore, market segmentation 

is an indicator of a firm is market-oriented. That is, when the firm's objective is to aggregate similar 
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groups of consumers and then enhance the firm's core competencies to direct the resources to create 

valuable offerings for the specific groups that the market intelligence detached (Obilo & Alford, 

2018). 

Segmentation strategies enable firms to create distinctive marketing mixes that match with the 

desires of the group of consumers (Beane & Ennis, 1987; Sharp, Romaniuk, & Cierpicki, 1998), 

while this strategic maximize the value for the consumer and for the firm (Wedel & Kamakura, 

2002). Previous researches adopted as bases to segment markets demographic data, because of the 

ease of identifiability and measurability of consumer characteristics such as age and gender (Beane 

& Ennis, 1987). However, further research found that the demographic segmentation was weak, as 

the identified segments seldom exhibit unique responsiveness patterns (Fennel, Allenby, Yang, & 

Edwards, 2003; Simcock, Sudbury, & Wright, 2006; Wells, Chang, Oliveira-Castro, & Pallister, 

2010). For a segmentation base to be considered effective, it must fill in the criteria of substantiality, 

identifiability, accessibility/actionability and responsiveness (Thomas, 1980; Hassan, Craft, & 

Kortam, 2003; Sun, 2009). 

Another slope of research on segmentation-examined consumer's attitudes, benefits-sought, 

lifestyle and behaviors as bases for differentiate groups (Obilo & Alford, 2018). In contrast to 

demographic segmentation, in which the criteria for segmentation are factor determined (such as 

age, gender, etc.), the behavioral/benefits-sought segmentation is based on a consumer revealed 

strategy, where consumers are pooled in groups with similarity in responses to relevant information 

such as attitudes, behaviors, and benefits sought (Wind, 1978; Allred, Smith, & Swinyard, 2006). 

Regarding the consumer behavior analysis perspective, the behaviorally based/benefits-sought, 

consumer-revealed segmentation approach is the most logical (Wells, Chang, Oliveira-Castro, & 

Pallister, 2010). In a globalized, high technological and savvy marketplace where consumers 

segments are becoming homogenized across national boundaries, behavioral and lifestyle 

segmentation are necessary in geographical segmentation when brands investigate world markets 

(Aulakh & Kotabe, 1993; Helsen, Kamel, & DeSarbo, 1993; Nachum, 1994). However, most early 

segmentation research efforts were based on macro considerations that include factors such as 

economic (Kotler, 1986); cultural (Whitlock, 1987; Hofstede, 2001); geographic (Daniels, 1987) 

and technological (Huszagh, Fox, & Day, 1986).  

 

2.1.1 – Industry Segmentation 

The marketing in practice and the conceptualization of market are intrinsically linked (Jenkins & 

McDonald, 1997). When an organization have succeeded at any marketing level, it is because of 

the organization’s ability to combine their capabilities to fulfil the needs of the marketplace 

(Jenkins & McDonald, 1997). 

Using segmentation analysis can also help organizations to detect new opportunities in unsatisfied 

consumer groups (Dibb & Simkin, 1997). Moreover, this can become an advantage in mature and 

declining markets, as some segments are perhaps still growing (Hooley & Saunders, 1993). 

Although, organizations with low market share, and have limited resources, the segmentation 

analysis are used to identify, develop, and sustain the organization activity in lower risk market 

segments (Hammermesh, Anderson, & Harris, 1978). Indeed, on one hand, for an organization, 

segmentation give an opportunity to have a better and more efficient allocation of resources, as the 

organization pursue attractiveness as well as future potential of specific markets and segments 

within them (Dibb & Simkin, 1997). While on the other hand, for organizations that works across 

broad markets, a segmentation analysis has a crucial role, by assuring that the equilibrium of 
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marketing activities can continuously contribute to the improvement of the market share and 

profitability (Dibb & Simkin, 1997).  

Moreover, organizations that adopt a market segmentation approach stay aware of various benefits 

that are attributed to this analysis (Weinstein, 1994). To identify which benefits are achievable, 

need to know whether segmentation is being used for strategic or tactical purpose (Dibb, 2001). 

Thus, businesses that are engaged with the practice are encouraged to focus on consumers first and 

to be responsive to changes in preferences (Dibb, 2001). With this mentality, an organization can 

take advantage of competitive environment, causing a better-informed and effective targeting and 

positioning decisions (Dibb & Simkin, 1996; Kotler, 2000). Hereby, when an Organization is 

focused on a particular need of a consumer group, marketing programs can be more precise and 

lead to a growth of effectiveness (McDonald & Dunbar, 1995). 

 

2.3 – Resource Partitioning  
 

Carroll (1985) original theory of resource partitioning explains the relation between emergence of 

large producers in the market center and the arrival of small specialist organizations that embrace 

peripheral regions of the resource space (McKendrick & Hannan, 2014). From a scale-based 

competition, a rise in market concentration is the end-result and this phenomenon drives to 

partitioning. (McKendrick & Hannan, 2014). The ascension to the dominance of a few large-scale 

producers that focus the resource space toward the market center, which gives an opportunity that, 

can be embraced by specialists to find resource space on the periphery of the market (McKendrick 

& Hannan, 2014). As known, these peripheral producers can succeed by operating in segments 

where the demand is too small and thereafter not profitable for organizations that works with 

economies of scale or offering customized products or services (McKendrick & Hannan, 2014). 

Empirical support for the theory comes from diverse contexts, including brewing, newspapers, 

feature films, banking, automobiles, auditing, and wine making (Carroll, Dobrev, & Swaminathan, 

2002). 

Perhaps the most common source of (external) identity of firms comes from their participation in 

product markets. Consumers, critics, regulators, and financial analysts typically classify firms 

based on what they make or offer. But enthusiasts sometimes classify producers by technology, 

location, form of ownership, or employment relations and practices, and these enthusiasts 

sometimes shape the views of broader audiences (Negro, Hannan, & Rao, 2011). 

When an industry is based on consumer products, the resource space is related to the consumer 

demand. The space can be composed by distinct dimensions and can be related to different 

dimensions of preferences (Garavaglia & Swinnen, 2018). The market has a large center where big 

firms tend to control the center of the market – the “mainstream” (Garavaglia & Swinnen, 2018). 

Normally, these big firms work with economies of scale in production, marketing, and distribution 

providing a competitive advantage and driving the industry to a concentration (Garavaglia & 

Swinnen, 2018). Solely a few big producers survive in this market and then they became a producer 

of standardized mass products (Garavaglia & Swinnen, 2018). 

As Carroll, Dobrev, & Swaminathan (2002, p. 7) clarify, “at a general level, the core theoretical 

imagery of resource partitioning relies on notions of crowding among organizations in a market 

characterized as a finite set of heterogeneous resources”. Thereafter, from the beginning, 

organizations are awarded viable positions within this heterogeneous market by focusing their 

products into different resource segments (Carroll, Dobrev, & Swaminathan, 2002). In this case, 

specialist organizations drive their efforts to homogenous targets, whilst generalist organizations 
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drive their efforts to heterogeneous segments (Carroll, Dobrev, & Swaminathan, 2002). It is 

important for the theory to consider that the environmental resources are handed in a particular 

way, in addition, it is essential that some aspects related to the product delivery in the market hold 

a scale advantage (Carroll, Dobrev, & Swaminathan, 2002). These characteristics are typically 

idealized by strong economy of scale in production, distribution and marketing (Carroll, Dobrev, 

& Swaminathan, 2002). 

The theory can be characterized by three major components: (1) the assumptions and statements 

about the environment, as how the resources are distributed; (2) how generalist organizations act 

and develop over time, as the environmental resource distribution is given; (3) the final component 

is related to the specialist organizations and their development (Carroll, Dobrev, & Swaminathan, 

2002). 

Nonetheless, the “microbrewing” revolution case – with its categories very clear and distinctive – 

has become a reference for initial testing of alternative social cognitive formulations in the 

organization context (McKendrick & Hannan, 2014). The establishment of a partition between 

center-market companies and its conglomerate of peripheral organizations in the market is related 

to the agreement with the audience concerning the label of the conglomerate and the meaning of 

the label have to them (McKendrick & Hannan, 2014). 

 

2.3.1 – Generalists 

Represented by the dominant center-market organizations, where they produce a standardized 

goods and in mass quantity (Garavaglia & Swinnen, 2018). Mature industries and markets are 

characterized by their high degree of market concentration (Swaminathan, 2001). Whereas, 

generalist companies seek to compete fiercely for the center of the market, therefore given 

opportunity to specialists to evolve on the periphery (Swaminathan, 2001). The difference 

involving generalists-specialists are around the conceptualization of the organizations’ 

characteristics, not only regarding structural features, but also the environmental factors that are 

vital to define the niche (Hannan & Freeman, 1989). 

As the resource-partitioning model reveals, when a market reaches its concentrated level, the 

closing rate of generalist organizations increases, meanwhile the rate of specialist organizations 

will increase (Swaminathan, 2001). At the same time, the model foresee that the founding rate of 

generalists will decrease and that the number of specialists will increase with market concentration 

(Swaminathan, 2001). The resource partitioning involves the different locations in the resource 

space of generalists and specialists account for variations in founding and closing rates 

(Swaminathan, 2001). 

When the market concentration rises to high levels, the closing rate of generalist firms increases as 

there is an enhanced competition with other firms to achieve the control of the center of the market 

(Swaminathan, 2001). Generalist organizations concentrate their efforts to move to the center of 

the resource space, and in parallel, the failure rate can increase as a result of the crowding of 

organizations in the same market center (Swaminathan, 2001). The generalist organizations that 

survive, turn into reference and dominate the market, in this point they are fewer and larger 

organizations (Swaminathan, 2001). In the meantime, economies of scale in production and 

marketing from generalist organizations are inserted, these are crucial to them to be in the center 

of the concentrated market, where they can further develop (Swaminathan, 2001). Because of that 

pressure happening in the center, the strategies-overlap of generalist organizations is high, since it 

is indispensable to exploit the resources available at the market center for them (Swaminathan, 

2001). The total resource space covered by generalist organizations is smaller than it would be in 



9 
 

a competitive, unconcentrated market where firms offer differentiated their products or services. 

Therefore, in a concentrated market specialist firms have access to greater resources located on the 

periphery of the resource space. They can exploit peripheral market segments without directly 

competing with the larger generalists (Swaminathan, 2001). 

 

2.3.2 – Specialists 

As a key role in the evolution of specialist organizations within industries, the collective identity 

established as distinct function from generalist organizations is crucial (Swaminathan, 2001). 

Clemens (1996, pp. 205), argued that organizational form "appears as a movement frame which 

both informs collective identity and orients groups toward other actors and institutions". Polos, 

Hannan, Carroll, & Peli (1998), used the method of logical formalism to define an organizational 

form as a socially constructed collective identity of classes of organizations. Using this common 

belief, entrepreneurs in emerging markets assume a collective action that helps to legitimate a 

specialist organizational form (Swaminathan, 2001). The emergence of specialist organizations in 

industries such as brewing and wine making resembles that of a social movement (Swaminathan, 

2001). The generation of a collective identity is crucial to a movement's success (Melucci, 1989). 

Using the microbrewery movement as an example, it can be seen that their success can be related 

to the prevention of an imitation by mass producers, in the way that they used different strategies 

to implement and protect their identity (Swaminathan, 2001). Bernstein (1997), identified two 

identity implementation strategies: (1) “identity to critique” involving the confrontation of the 

identity and values of the dominant culture, and (2) “identity for education” movement to challenge 

the dominant culture’s and try to use its identity to achieve legitimacy by reinforcing 

noncontroversial activities.  

The concentration in the market-center creates opportunities at the peripheral parts of the market 

for new organizations to provide “special products” (Garavaglia & Swinnen, 2018). With a 

restriction of resources where they operate, normally these organizations tend to be small in the 

beginning and when the resources are sufficient to sustain this specialist segment, the market is 

considered “partitioned” (Garavaglia & Swinnen, 2018).  

Therefore, the model created by (Carroll, 1985) can explain how the evolution of industries leads 

to a stage where the strong concentration of few big organizations that produce standardized 

products enable the creation of new organizations of a smaller size but that can be profitable by 

producing specialized and differentiated products (Garavaglia & Swinnen, 2018). This 

phenomenon builds itself directly on the foundation rate of small specialist organizations, that is 

positively related to the increase in the concentration ratio in the industry (Garavaglia & Swinnen, 

2018). Diverse research (Carroll & Swaminathan, 2000; Swaminathan, 1998; Verhaal, Hoskins & 

Lundmark, 2017) have used the resource-partitioning model to explain the modifications that 

happened in the brewing industry. The model also indicates that when consumer demand becomes 

more sophisticated and diversified (including different aspects, such as taste or a preference for 

local products), the resource space becomes wider and less favorable for generalist organizations, 

giving opportunity for specialist organization to get in the market (Garavaglia, 2016; Peli & 

Nooteboom, 1999). 

These new requirements demanded by consumers helps to explain the continuous growth of the 

craft beers after they started on a small scale (Garavaglia & Swinnen, 2018). Agarwal & Audretsch 

(2001), states that technology and the stage of the industry life cycle influence directly the survival 

of small organizations. In industries in a mature stage, small firms can enter and become profitable 
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by occupying strategic niches that are not covered by mass organizations (Garavaglia & Swinnen, 

2018). 

 

2.3.3 – The Craft Beer Revolution 

 

2.3.3.1 – Defining Craft Beers 

Craft-beers are at the chore of this research, it is therefore necessary to define it, as it is necessary 

to frame the research, to understand the market, and of course to outline which companies should 

or should not be analyzed in this research. One issue encountered in order to define craft beer in 

Belgium was the absence of national recognized definition of craft or microbrewery. Hence, it 

was necessary to refer to the literature and definitions from other country in order to build up a 

definition of craft- and micro-brewery. The following is mainly based on a discussion previously 

made by Garavaglia & Swinnen (2018). 

First, Craft beer in a literal way emphasizes the type of beer and the nature of the brewing process 

Garavaglia & Swinnen (2018). However, as it is oft the case, microbrewery or craft-brewery do 

not have a widely accepted definition (Garavaglia & Swinnen, 2018). Hereby, the authors will 

now review three definitions of craft brewery in other countries to highlight some issues with 

coming up with a global definition: 

● In the UK, a microbrewery must be “a small-scale brewery producing under the UK 

Progressive Beer Duty threshold of 5.000 hectoliters” (Danson, Galloway, Cabras, & 

Beatty, 2015, pp. 136).  
● The American Brewers Association (2019), define craft beer as “small” – less than 6 

million barrels (around 7 million hectoliters) per year, “independent” – less than 25% of 

the brewery must be owned by an alcohol beverage industry member that is not itself a 

“craft brewer”, “brewer” – that is the brewery is registered as such by the local authorities. 

They also associate craft breweries with “tradition” and “innovation” (more than 50% of 

the beer derives its flavor from "traditional" or "innovative" brewing ingredients and its 

fermentation according to (Garavaglia & Swinnen, 2018). 
● The Italian parliament defined craft beer as a small-scale brewer producing less than 

200.000hl (size), that does not use pasteurization or micro-filtration process (production 

process), that is not brewing under license (its operating practice), independent from any 

other breweries (ownership) (Garavaglia & Swinnen, 2018). 

These definitions show that it is complicated to define widely “craft beer” as it is context-specific 

and depends on perspective. With the previous definitions, an independent brewery could 

produce 300.000 hl could not be called a microbrewery in the UK but could in the US or in Italy. 

In addition, at the same time a brewer producing 4.500 hl but using micro-filtration process would 

then be called a craft-brewer in the UK but not in Italy. 

Moreover, the fast-changing market and heterogeneity across countries makes a standard 

definition problematic (Garavaglia & Swinnen, 2018). For instance, concepts such as tradition 

and innovation are subjected to many interpretations depending on the context: Stella Artois has 

a heritage that can be traced back to 1366 and the brewery itself was founded in the 18th century 

(Stella Artois, 2019); and such is the case with many other mass producers that have centuries 

old history (Garavaglia & Swinnen, 2018). Moreover, what is innovative in one country may not 

be innovative in another country (Garavaglia & Swinnen, 2018). That is the case in Belgium 
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where IPA are being newly introduced on the market, while it is a traditional type of beer in the 

United Kingdom (Poelmans & Swinnen, 2018). Another issue is related to the growth of craft 

brewing, what happens when the craft-brewery grow? Indeed, there are example in Belgium and 

in the US of breweries that at first, started with small traditional or innovative beers, thus 

fulfilling the criteria to be called craft brewery. Then, they grew beyond small as they witnessed 

tremendous success from the demand side. And in some cases, were even later taken over by 

multinational brewers. Some examples in Belgium are Hoegaarden which was almost closing, 

then was saved by an entrepreneur in 1970 who drove back the company on track and managed 

amazing growth before being taken over by Stella Artois who were later themselves integrated 

in AB InBev (Garavaglia & Swinnen, 2018). More recently, Ab InBev spent 210 million to buy 

the Bosteels brewery- 14 times the earnings before taxes of the purchased craft brewery- that 

produced emblematic craft beers: Tripel Karmeliet and Kwak (Belga, 2017). Bosteels was the 

first actor in terms of market share in Belgium that was not part of a group (Belgian Competition 

Authority, 2016). Another issue with defining craft beer is how to consider contract breweries? 

Contract breweries are defined as brewers that contract other breweries to brew for them as they 

do not have the infrastructure to do so. That is, it allows entrepreneurs to start brewing with 

limiting the risk and for their supplier to cover cost of their excess capacity (Garavaglia & 

Swinnen, 2018). Such was for instance the case for the Brasserie de Namur, who started to 

produce themselves after 2 years of contract brewing, in order to accumulate sufficient found and 

to ease the investment of banks in their project (Toussaint, 2015). Moreover, some contract 

brewers are acknowledged because of their outstanding beers such as Evil Twin, Mikkeller, 

Omnipollo (Garavaglia & Swinnen, 2018). Hence, as contract brewing could be the early stage 

of the development of a brewery and that contract brewer contributed to the brewing scene by 

crafting recognized products, these will be included into the research in order to have a more 

complete view on the topic.  

Therefore, the authors will define craft brewers using three criteria size, ownership, and 

tradition/innovation (TI). TI beers is defined as the type of beers produced by craft brewery, 

another denomination could be specialty beers or non-lager beers.  Thereafter, the authors define 

real craft breweries as independent and small brewers (not owned by another large 

microbrewery), that produce TI beers. Big craft as companies that grew in size but remained 

independent. And ex-craft will refer to those breweries who have been taken over by mass 

brewers. 

 

2.3.3.2- The industry consolidation 

To completely understand the craft beer revolution, it is first necessary to come back on how the 

industry came to this concentrated stage. This paragraph will provide sufficient understanding of 

the situation before the uprising of craft-beers. 

While in 1900, there were 1806 breweries in the United States and 6447 in the United Kingdom, 

those number fell to respectively 48 and 142 in 1980 (Cabras & Bamforth, 2016; (Poelmans & 

Swinnen, 2011). In the meantime, the production in those two countries kept growing during the 

same time (Cabras & Bamforth, 2016) and similar observation can be made in other countries in 

different scales such as Denmark (Bentzen & Smith, 2018), the Netherlands (van Dijk, Kroezen, 

& Slob, 2018) and Belgium (Poelmans & Swinnen, 2011). Smaller player became seldom, 

especially in the US: from 1965 to 1977, Anchor brewing company was the only microbrewery in 

the US and accounted for about 45% of all the national specialty beer production (Tremblay, 

Iwasaki, & Tremblay, 2005). The consolidation of the beer industry can be explained by four 
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reasons (Garavaglia & Swinnen, 2018; Swinnen & Briski, 2017). The first one is technological 

progress that allowed larger brewers to have a cost advantage thanks to economy of scales through, 

among others, faster bottling and canning lines, plant automation and improved water treatment. 

(Adams, 2006; Tremblay, Iwasaki, & Tremblay, 2005). Another important aspect was the 

development of bottom-fermented beer (lager) that totally changed the industry (Cabras & 

Bamforth, 2016; Garavaglia & Swinnen, 2018; van Dijk, Kroezen, & Slob, 2018). Lagers allowed 

producer better standardization of the product quality and easier mass production, this type of beer 

witnessed an increase of popularity in Europe and the US after the Second World War. However, 

this method encounters higher fixed cost such as the need for artificial cooling equipment, therefore 

many smaller brewers were not able to make the necessary investments after the two wars, thus 

inducing many merges or closures. The take-off of lager is as well responsible to the homogeneity 

of the beer offer in the mass market that happened during the 20th century in most countries such 

as the Netherlands (van Dijk, Kroezen, & Slob, 2018), Denmark (Bentzen & Smith, 2018), the UK 

and the US (Cabras & Bamforth, 2016). Thirdly, the fast diffusion of the television gave the 

opportunity for brewer to reach large audience easily, but a higher cost (Cabras & Bamforth, 2016; 

Garavaglia & Swinnen, 2018). Thus, as only bigger players were able to afford such promotional 

tool, it gave them a marketing advantage to exist on a larger market than solely the local one 

(Adams, 2006; Swinnen & Briski, 2017). Indeed, breweries were one of the first industry that 

understood the potential of television as a promotion channel (Swinnen & Briski, 2017). For 

instance, in 1960, 88% of American household had a television compared to only 9% in the 1950 

(Swinnen & Briski, 2017). Finally, mergers and acquisitions reinforced the consolidation of the 

industry during the 1990s and 2000s to the state the industry is right now, dominated by a handful 

of multinationals on the global market: AB-InBev, Heineken and Carlsberg (Garavaglia & Swinnen 

2018; Swinnen & Briski, 2017). 

 

2.3.3.3 – Evolution of Craft Beer  

Produced on a small scale and through a slower fermentation process in comparison with traditional 

beer, this is how craft beer is described (Brewers Association, 2017). It is important to add that to 

focus on differentiation, crafts brewers are committed to innovative products and its production 

process (Carvalho, Minim, Nascimento, Ferreira, & Minim, 2018). Thus, one of the main factors 

that differentiate craft beers is the various types of beer that are carefully developed, and having a 

finer taste, aroma and flavor (Kleban & Nickerson, 2012; Brewers Association, 2017). 

Brewing craft beer is not a new phenomenon, this specific process has a centuries-old history in 

the beer production in America and in Europe, but in the recent years, craft beer re-emerged as a 

new market segment (Espositi, Fastigi, & Vigano, 2017). Definitely, due to economies of scale, 

companies fostered to shift from a heterogeneous and local market to national and international 

homogenized markets, and in the beer market this phenomenon happened along the twentieth 

century (George, 2011). Small brewers had mainly two options in that time either they had to exit 

the market, or they were acquired by large companies, that pattern turned the beer market into an 

oligopolistic market. (Espositi, Fastigi, & Vigano, 2017). 

The "Craft beer Revolution" had its origin in the early 1980s on the West Coast of the USA (Carroll, 

Dobrev, & Swaminathan, 2002; Flack, 1997; Schnell & Reese, 2003; Schnell & Reese, 2014; 

Tremblay, Iwasaki, & Tremblay, 2005; Tremblay & Tremblay, 2011), and the evolution of the beer 

market worldwide spread the revolution to other countries and continents, such as in Europe 

(Cabras & Bamforth, 2016; Cabras & Higgins, 2016; Danson, Galloway, Cabras, & Beatty, 2015; 

Fastigi, 2015; Fastigi, Esposti, & Vigano, 2015; Garavaglia, 2009; Mount & Cabras, 2016; Ravelli 
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& Pedrini, 2015), South America (Toro-Gonzalez, 2015), China (McDonnel, 2013; Tsang & Li, 

2016), and Australia (Argent, 2018). USA and Europe were the first places where the craft beer 

sector emerged stronger, with the number of brewers increasing at a good pace, consequently 

reversing the previous lasting downward trend. For example, in 2015, US Craft Beer was 

responsible for 12.2 percent of the national beer sales and, where from 4.269 US breweries, only 

44 were not craft. In accordance to Brewers of Europe (2016), the number of microbreweries 

existing in Europe in 2015 was 5.181 over 7.397 breweries in total.  

With the "revolution" in the beer industry from the oligopolistic supply of a homogeneous product 

from large scale companies to a more competitive and dispersed production from small producers 

of diversified brewers (Ogle, 2007), the evolution of the demand has been essential (Espositi, 

Fastigi, & Vigano, 2017). 

Previous researches have analyzed this change in the consumer's preferences (Aquilani, Laureti, 

Poponi, & Secondi, 2015; Gomez-Corona, Escalona-Buendia, Garcia, Chollet, & Valentin, 2016). 

Also, the eventual entry into production, "making one's avocation into one's vocation" (Fastigi & 

Cavanaugh, 2017, pp. 43). On the one hand, traditional European “beer drinking” countries (such 

as Belgium and Germany), and the USA are witnessing a decrease in the beer consumption per 

capita. As well the convergence in the pattern of alcohol consumption across countries: from the 

1960s onward, the share of beer in total alcohol consumption has decreased in traditional beer-

drinking countries, whereas it has increased in traditional wine-drinking countries (Colen & 

Swinnen, 2011). On the other hand, the discontentment toward homogeneous tasteless beers were 

growing, giving the opportunity to craft brewers to emerge and fill this market gap by "meeting the 

needs of consumers who prefer more flavorful and distinctive beers that are not easily produced 

(or are very costly to produce) in large quantities" (McLaughlin, Reid, & Moore, 2014, pp.135[5]). 

The growth of the amount of craft brewers across EU has been report as a "renewed interest in the 

beer category as a whole and re-awakening of an interest in diversity of beer styles and their place 

in gastronomy" (Brewers of Europe, 2013, pp.27). To illustrate this with figures, in 2012 the brewer 

sector was responsible for two million jobs across the supply chain, generated 53 billion euros in 

revenue and yielded a turnover of 111 billion euros in hospitality and retail outlets (Brewers of 

Europe, 2013). Hence, it is possible to assume that many new craft brewers are more than side 

activities (Markantoni, Koster, Strijker, & Woolvin, 2012) or lifestyle business, that enable 

individuals to seek personal interests and niche markets rather than lucrative business goals 

(Alonso, 2011; Tregear, 2005). 

Moreover, this growth of the craft beer segment is also related with the role of the consumer in the 

economy. Indeed, according to Prahalad & Ramaswamy (2004), the consumer changed their 

function: now they are connected, more informed, and active, rather than isolated and passive like 

years ago. This new capability changed the conventional process of value creation, where 

companies and consumers have distinct roles, the first one produces and the second consume, to a 

co-creation interaction (Garavaglia & Swinnen, 2018). Indeed, Changes in consumer preference or 

lifestyle normally drive the market to the creation of new products, this process allows the creation 

of new niches that start small and can grow later. (Garavaglia & Swinnen, 2018). The new product 

can either come be imported or from domestic producers. (Garavaglia & Swinnen, 2018). 

One more difference between a craft brewer and “mass-production” brewer is related to the 

marketing strategies, where small producers do not depend on the traditional distribution or 

advertising channels. (Garavaglia & Swinnen, 2018), the focus of their strategy is to sell the product 

locally, regularly in brewpubs, local festivals street exposures, sponsoring local community events, 

and benefiting from the "buy local" movement (Garavaglia & Swinnen, 2018). In comparison with 

mass-market advertising on radio and television, as the big producers do, the small brewers have a 
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preference for low-cost marketing techniques ("guerrilla marketing"), the use of social media and 

the internet (Garavaglia & Swinnen, 2018). The network is another important part for a source of 

information and knowledge for producers as an opportunity for exchange of ideas, and creation of 

demand on the consumer side (Hills, Lumpkin, & Singh, 1997; Tappi, 2005). For instance, in many 

countries, consumer associations have been created to mobilize beer enthusiasts, and their role has 

been important for the development of craft beer in many reasons (Garavaglia & Swinnen, 2018). 

These associations stimulate the activity of the entrants in the craft segment and keep the demand 

for specialized products (Garavaglia & Swinnen, 2018). In addition, home brewing activities were 

promoted by consumer and producer and these events played an important role for the first 

generations of craft brewers (Garavaglia & Swinnen, 2018). These events contributed to the 

development and spread of the basic knowledge and capability of making beer, was where many 

founders of craft brewers started and later on become larger brewers. (Garavaglia & Swinnen, 

2018). 

Thus, over the past two decades, craft brewers and consumers transformed the global beer market, 

ending with a century of consolidation of big brewers – domination of few and the homogenization. 

(Garavaglia & Swinnen, 2018). In some countries, craft brewers began as small and isolated but 

nowadays craft brewing became a global phenomenon (Garavaglia & Swinnen, 2018). 

 

2.4 – Niche Marketing 
 

From a broad organization strategy perspective, niche market strategy is defined as “an emphasis 

on a particular need, or geographic, demographic or product segment” (Teplensky, Kimberly, 

Hillman, & Schwartz, 1993). It can also be noted that niche marketing is linked to different 

concepts in literature such as strategy, target marketing and in differentiation (Toften & 

Hammervoll, 2013). As an example, Porter’s (1980; 1985) focused on strategy and described it as 

a concentrated attention on a narrow piece of the total market and that serves the specific market 

niche with a lower cost. Meanwhile, most of the literature turn the attention on the market 

perspective versus the product or strategy perspective, frequently based on the following definition 

of niche marketing from Dalgic & Leeuw (1994, pp.42): “positioning into small, profitable 

homogeneous market segments, that are ignored or neglected by others.” The same authors Dalgic 

& Leeuw (1994, pp.40) complete their definitions stating that they “consider a niche (market) to 

be a small market consisting of an individual customer or a small group of consumers with similar 

characteristics or needs”. In the same way, (Kotler, 2003, pp.280) defines a niche as “a more 

narrowly defined group seeing a distinctive mix of benefits.” Kotler (2003, pp.280) also complete 

saying that “niche markets are usually constructed by dividing a segment into sub-segments and 

that the key issue in niche marketing is specialization”. Michaelson (1988, pp.20), states that niche 

marketing is a tool used to “find small groups of consumers that can be served within a segment.” 

Then, having a discussion on the difference between market segmentation and niche marketing, 

Shani & Chalasani (1992, pp.44-5), states that market segmentation is characterized as a top-down 

approach, as they argued “the process of breaking a large market into smaller and more manageable 

submarkets”. On the other hand, for the authors, niche marketing is a bottom-up approach, as they 

define as “the marketer starts from a need of a few consumers and gradually builds up a larger 

customer base.”  (Shani & Chalasani, 1992, pp.44-5). In addition, Kara & Kaynak (1997), 

concluded that niche marketing takes market segmentation one step ahead in terms of creating a 

distinct group of consumers. For Weinstein (1994, pp.210) market segmentation is defining niche 

market as “form of concentrated target marketing”. Lastly, Linneman & Stanton (1992), give an 
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overall idea of what niche marketing really means, that is the splitting of traditional markets 

structures into smaller segments and then conceiving specific marketing programs for each of the 

new small segments, or niches.  

Hence, several of the applied definitions of a niche market bear clear resemblance to definitions of 

a segment, although it is frequently claimed that niche and segment should be treated differently 

(Dalgic, 1998; Dalgic & Leeuw, 1994; Shani & Chalasani, 1992). Hereby, the definitions of niche 

and segment are identical, and the applications seems to be similar (Toften & Hammervoll, 2013). 

However, some differences are noticed when the two concepts are compared (Toften & 

Hammervoll, 2013). First, the matters about the size, where niche are described as a single niche, 

or a small segment or a smaller than a segment (Toften & Hammervoll, 2013). Therefore, niches 

are characterized of only one or few customers and few or any competitors. (Toften & Hammervoll, 

2013). In comparison, segment has normally more competitors (Toften & Hammervoll, 2013). 

Second, referring to the process of identification a niche, often it is a smaller and almost 

independent part of a market, with a large market as reference (Toften & Hammervoll, 2013). Thus, 

a segment is referenced as a breaking up into a large market (Toften & Hammervoll, 2013). In third, 

in relation with the focus in the market, niches are often related with a single segment as well as 

with building strong relationship within the niche to protect its consumers from other brands 

(Toften & Hammervoll, 2013).  

Then, in the book Marketing Management, Kotler (2003), describes five key characteristics of 

niche markets: (1) the customers in the niche have a distinct set of needs; (2) they will pay a 

premium price to the firm that best satisfies their needs; (3) the niche is not likely to attract 

competitors; (4) the niche marketer gains certain economies through specialization; and (5) the 

niche has size, profit, and growth potential. Indeed, due to the exponential range of tastes and habits 

of customers and the changing needs of business, organizational markets are inclined to benefit 

from better tailored offerings in a fragmented market (Dalgic, 1998; Dalgic & Leeuw, 1994). In 

essence, this reflection about niche marketing allows consumers’ needs to be better combined, and 

as a result, the niche marketer can over-price the whole process because of the added value 

delivered to the end-user (Toften & Hammervoll, 2013). Hence, in other words, niche marketing 

is presumed to provide higher margins, whilst mass marketing is considered as a provider of high 

volumes (Kotler, 1986). One good illustration is the trappist beer Westvleteren. They produce less 

than the demand and has a very good reputation as they were awarded the title of best beer in the 

world from 2011 to 2014 (Garavaglia & Swinnen, 2018; Swinnen & Briski, 2017). To purchase 

the beer, you need to set up an appointment with them, drive there a certain day at a precise time 

to the brewery (Sint-Sixtusabdij Westvleteren, 2015; Swinnen & Briski, 2017). It usually takes 

one-year time to get the appointment and you can only buy in boxes (24 bottles of 33cl), not less 

not more (Sint-Sixtusabdij Westvleteren, 2015; Swinnen & Briski, 2017). The prices on direct sales 

vary from 35 to 45 euros per box (Sint-Sixtusabdij Westvleteren, 2015). It is however possible to 

find it in some specialty shop or online but at a very high price (Poelmans & Rousseau, 2017) in 

part as the purchasing process at the brewery is so complicated, and the beer so rare (L’Echo, 2018). 

For instance, a Belgian supermarket chain was selling the beer 10€ per unit and they managed to 

get rid of all their stock in one day (L’Echo, 2018). This highlights that consumers are ready to pay 

more for a niche product if it has a high added value, in this example, the rarity and the quality of 

the beer make it possible for higher price in retail. At the brewery however, the prices are not so 

high as the Trappist monks must run the brewery only to have enough to live and do not seek to 

make profits (Garavaglia & Swinnen, 2018; Sint-Sixtusabdij Westvleteren, 2015). 
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Various scholars have evaluated the importance of certain characteristics to be successful with a 

niche marketing strategy (Parish, Cassil, & Oxenham, 2006). First, Dalgic & Leeuw (1994), 

defined five essential elements of niche marketing: positioning, profitability, distinctive 

competences, small market segments, and adherence to the market concept. Then, Weinstein 

(1994), described organizations practicing niche marketing as customer-driven, trend-setters/trend 

spotters, product and market innovators, and creative marketing strategists.  

Then, Linneman & Stanton (1991, pp.14), proposed in their study that, a market research has a lot 

of value and it is a crucial component of the niche marketing strategy: “A-B-C-D of successful 

niche marketing is to “Always Be Collecting Data” ...Successful niche marketing requires many 

bits of information gathered over a period of time. This results in small insights here and there, 

rather than in a sudden bolt of lightning from a gigantic, once-a-year, last minute study.” Overall, 

it is vital that companies spend their time identifying and exploiting unique segments rather than 

making broad assaults on entire industries (Hammermesh, Anderson, & Harris, 1978). 

Finally, Toften & Hammervoll (2013), highlighted a few recommendations for niche-aspiring 

organizations, all centered on important issues. First, the hassle to develop internal dynamic 

capabilities as foundation for competitive advantage is crucial (Toften & Hammervoll, 2013). This 

hassle is heavily mentioned in current strategy literature (e.g. Barney, 1991; Johnson, Scholes, & 

Whittington, 2008; Teece, Pisano, & Shuen, 1997), and has been studied in relation with niche 

marketing (Toften & Hammervoll, 2010a) and marketing segmentation (Poenaru, 2011). Second, 

the hassle of specialization seems to be fundamental, as is product knowledge – when one shows 

the ability to create a differentiated and unique product -, as well as application on other areas, such 

as a combination between product specialization, and customer specialization (Toften & 

Hammervoll, 2010b). Then, the third recommendation is linked to the relationship marketing, and 

the necessity to create a long and tied relationship with consumers and suppliers (Toften & 

Hammervoll, 2013). Fourth, protective barriers that are needed to be built (e.g. Schüßler, 2009, 

which includes strong relationship and dynamic capabilities as basis (Toften & Hammervoll, 2013). 

Fifth, the hassle of expansion strategies for niche organizations (O'Reilly, 1995). 

 

2.5 – Entrepreneurship 
 

Entrepreneurship implies the discovery, evaluation, and utilization of future goods and services 

(Venkataraman, 1997). For Hisrich & Peters (2002, pp. 10), entrepreneurship is a “process of 

creating something new and assuming the risks and rewards”. Then, according to Sahlman & 

Stevenson (1991, pp. 1): “[…] entrepreneurship is a way of managing that involves pursuing 

opportunities without regard to resources currently controlled. Entrepreneurs identify 

opportunities, assemble required resources, implement a practical action plan, and harvest the 

reward in a timely, flexible way.” In the same direction, Shane & Venkataraman (2000), states that 

you must need an opportunity first, to have entrepreneurship. Therefore, entrepreneurship can be 

defined in terms that is conducted by necessity or opportunity (Edoho, 2016). Entrepreneurship 

conducted by necessity is set for those who enter in a business as only option for survival, whereas 

entrepreneurship conducted by opportunity is set for those who are focused in profit and perceiving 

opportunities (Baumol, 1990; Reynolds, Bygrave, Autio, Cox, & Hay, 2002; Bhola, Verheul, 

Thurik, & Grillo, 2006; Acs, Desai, & Hessels, 2008). 
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2.5.1 – Entrepreneurial Marketing 

Entrepreneurial Marketing is defined as an effective action or adaptation of marketing theory for 

specific needs of SMEs (Beverland & Locksin, 2004; Becherer, Haynes, & Fletcher, 2006). The 

effective actions are related concurrently to resolve issues and restrictions regarding innovation, 

opportunities, risk and resources (Franco, Santos, Ramalho, & Nunes, 2014) 

The term “entrepreneurial marketing” arise from the two previous disciplines and can be used to 

describe the marketing processes of firms seeking opportunities in uncertain market and often with 

strict resource conditions.     

According to (Becherer, Haynes, & Helms, 2008; Morris, Schindehutte, & LaForge, 2002) 

entrepreneurial marketing is characterized as an entrepreneurial orientation and organized in seven 

dimensions: pro-activeness, focus on opportunities, calculated risk taking, innovativeness, 

customer intensity, resource leveraging and value creation. 

Stokes (2000), affirm that entrepreneurial marketing has its basis on what the entrepreneurs do, and 

as Miles & Darroch (2004), complete, their characteristics has close links to research on SME 

marketing. Below, Table One highlight these contrasts.  

 
Table 1: The differences between traditional and entrepreneurial marketing. 

  Traditional marketing Entrepreneurial marketing 

Concept Orientation toward the customer; 

Orientation toward the market and 

subsequent product development 

Orientation toward innovation; 

Orientation toward the idea and 

intuitive assessment of market 

needs 

Strategy Top-down segmentation, targeting 

and positioning 

Bottom-up targeting of 

customers and other influential 

groups 

Methods Marketing Mix Interactive/word-of-mouth 

marketing methods 

Market 

Intelligence 

Formalized systems of 

investigation and intelligence 

Informal networks and gathering 

of information 

Source: Adapted from Stokes (2000). 

 

The biggest differences between traditional and entrepreneurial marketing lie in the concept, the 

strategy, the methods, and the market intelligence developed by each. For instance, the traditional 

marketing view use “top-down segmentation” where the brand built a profile using demographic, 

psychological and behavioral variables to select the correct market that it wishes to concentrate 

(Stokes, 2000). Whereas, in contrast, entrepreneurial marketing make use of the “bottom-up” 

strategy, where the objective is to serve the needs of few customers and expand gradually (Stokes, 

2000). In the concept, entrepreneurial marketing has a focus on innovations and in the development 

of ideas using an intuitive understanding of the market, whereas traditional marketing rely on the 

assessment of customer needs to proceed to the product or service development (Stokes, 2000). 
 

2.6 – Branding 

 

To understand branding, it is first important to comprehend how brands have been defined. First, 

as The American Marketing Association describes: a brand is a “name, term, sign, symbol, or 
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design, or a combination of them, intended to identify the goods and services of one seller or 

group of sellers and to differentiate them from those of competition.” (Keller, 2013, pp. 2). Then, 

Kotler & Armstrong (2012, pp. 243) argue that “brands are more than just names and symbols. 

They are a key element in the company’s relationship with consumers”. The authors complete 

their point of view saying: “Brands represent consumers’ perceptions and feelings about a 

product and its performance-everything that the product or the service means to consumers” 

(Kotler & Armstrong, 2012, pp. 243). Indeed, a brand can essentially be described as “an 

identifiable product, service, person or place, augmented in such a way that the buyer or user 

perceives relevant, unique, sustainable added values which match their needs most closely” (de 

Chernatony, 2001, pp.9). Hereby, to be efficient, the brand needs to position its brands in the 

target consumers’ minds, and to do so it has three levels to explore (Kotler & Armstrong, 2012). 

At the lower-level, an organization can use the product attributes to position the brand; In the 

middle-level, there is a possibility to associate the brand with a desirable benefit; And in the top-

level, they have the option to position on strong beliefs and values. (Kotler & Armstrong, 2012). 

Numerous discussions in literature separate the added values that consumers perceive in brands 

into two, where a brand could give a functional value and a symbolic value (Bhat & Reddy, 1998; 

de Chernatony, Harris, & Dall'Olmo Riley, 2000; Belen del Rio, Vazquez, & Iglesias, 2001; 

Meenaghan, 1995; Park, Jaworski, & MacInnis, 1986; Travis, 2000). Functional values are 

associated with tangibility and the product performance benefits that satisfies consumers’ 

practical needs (de Chernatony, Harris, & Dall'Olmo Riley, 2000; Bhat & Reddy, 1998). Thus, it 

is also important to take into account the functional differences in the brand, however, de 

Chernatony, Harris, & Dall'Olmo Riley (2000) reveal that symbolic values are more suitable as a 

form of differentiation than functional values. When associated with the brand, symbolic values 

can be related with emotional values, as intangible feelings and symbolic benefits that can 

satisfies the consumer’s self-expression needs (Bhat & Reddy, 1998). Additionally, Meenaghan 

(1995), identify that it is the symbolic values inherent into a brand that send social signals in 

name of their consumers.  Symbolic values can be related to a consumer’s personality as 

fashionability, freedom of expression, prestige and exclusivity (Bhat & Reddy, 1998).  

As technology and communication evolved, consumers got increasingly interest with marketing, 

and learned more about how it works, this created more demands to the brand (Keller, 1998). 

Thus, a key challenge in today’s marketing professional’s life is the wide number of sources that 

consumers can consult (Keller, 1998). Thereafter, companies can use the concept of brand equity 

to become relevant and gain competitive advantage against other brands (Lassar, Mittal, & 

Sharma, 1995). Brand equity has been defined as a differential effect of the consumer knowledge 

about the brand and the consumer response to the marketing of the brand (Kamakura & Russel, 

1991). Brand Equity happens when the consumer is familiar with the brand and make positive 

associations about the brand in the memory (Kamakura & Russel, 1991). This positive 

association translates into consumers’ loyalty and the willingness to pay a premium price for the 

brand (Lassar, Mittal, & Sharma, 1995).  Hereby, brands with high equity have a competitive 

advantage that includes the opportunity for successful extensions, serenity against competitors’ 

promotional pressures, and creation of barriers to competitive entry (Lassar, Mittal, & Sharma, 

1995; Farquhar, 1989).  Finally, Keller (2013, pp. 29), describe basic principles of branding and 

brand equity: • Differences in outcomes arise from the “added value” endowed to a product as a 

result of past marketing activity for the brand.  

• This value can be created for a brand in many different ways. 



19 
 

• Brand equity provides a common denominator for interpreting marketing strategies and 

assessing the value of a brand. 

 • There are many ways in which the value of a brand can be manifested or exploited to benefit 

the firm (in terms of greater proceeds or lower costs or both). 

 

 

3 – METHODOLOGY  
 

The aim of this paragraph is to describe and discuss in detail the methodology used by the authors 

in order to improve the reliability of the research by making readers aware on how the study was 

conducted to enhance the replicability of the research as was suggested by Gibbert, Ruigrok, & 

Wicki (2008). The authors will first elaborate on how the research has been conducted, followed 

by a description of the data collection of the study. The final paragraph of this section will be a 

discussion on the method chosen to highlight strength and weakness of it as well as to discuss 

the validity of the research. 

 

3.1 – Research conduct 
 

Knowing that the development of micro-brewery was a global phenomenon, the authors first 

looked at existing literature on the beer industry to review what has been done before in order to 

find a research gap as detailed in section 1.2.  Afterwards, a preliminary literature review was 

conducted on resource partitioning theory as well as on beer literature using different databases 

(Web of Science, Emerald, the University database). Due to the lack of precise knowledge on this 

phenomenon especially on the Belgian market which is known as quite unique compared to the 

rest of the world (Garavaglia & Swinnen, 2018; Poelmans & Swinnen, 2018; Swinnen & Briski, 

2017), the authors first the authors made a market research on the Belgian beer market using 

secondary data mostly from literature as well as annual reports done by the Belgian Brewer 

association and other Belgian institutions, to get a clear view on the industry. Then, the authors 

conducted a preliminary interview with the owner of microbreweries that they knew through 

personal contacts. The interview was semi-structured, and questions were based on the relevant 

literature, the authors found large inspiration on a questionnaire used to study proactive niche 

market strategies designed by Ottosson & Kindstrom (2016). These steps allowed the authors to 

gain deep and sufficient knowledge to conduct the rest of the research as well as to revise the 

questionnaire (see Appendix One). The following was translated in French then distributed to the 

selected breweries beforehand. This decision was motivated by the fact that as they are small 

entities, thus, it is difficult for them to stop their business for a couple of hours to take parts in 

interviews. Thus, by allowing them to reflect on the questions beforehand, it allowed a better 

efficiency from both parties. The answers were then gathered through semi-structured interview 

either face to face or on the telephone (three of the cases) and in some other cases due to the reason 

outlined above (difficulties to free-up time), the questionnaire was answered by e-mail and then 

the authors sent followed up when clarifications were needed (two of the cases). The literature 

framework was then consolidated from the evidence gathered during the data collection by adding 

information on branding and entrepreneurship (in particular, entrepreneurial marketing). The 

motivation to do so were twofold. First, identity and product were of huge importance for the 

microbrewers, these two aspects are included in branding, hereby the authors found relevant to 

mention it to better understand the phenomenon. Then, entrepreneurial marketing was added to 
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provide better information on how small firms operate. The cases were first reviewed individually 

by each author then a cross-case analysis was undertaken. During this period, to improve validity 

of the analysis, the authors did investigator triangulation in accordance to Tellis (1997), that is both 

authors first analyzed the data individually before comparing and combining both results. 

 

3.2 – Data Collection  
 

Due to the absence of national database listing of all micro-brewery, the authors used their 

personal network as well as knowledge in order to find micro-breweries in accordance to the 

definition as explained in section 2.3.3.1. The authors used company website to find e-mail and 

phone number when available in order to contact the breweries. Twelve breweries were contacted, 

and seven answered. Of those, five agreed to participate in the research. The authors decided to 

stick to this number to ensure the external validity of the study as will be explained on section 

3.3.  The questionnaire was then first sent by mail to the owner of the real craft brewery in order 

to give the respondent more time to think about the questions. The answers were then gathered 

through semi-structured interviews (three cases) or by follow-up sent via e-mail or phone when 

clarifications were needed (two cases). While the authors would have preferred to conduct only 

interviews, some of the respondents however expressed their preference to answer question first 

by mail in order to be able to plan better their working-day but agreed to have a follow-up if 

clarification were needed. For triangulation purpose secondary data such as company website, 

press coverage and internal documents were examined in detail. It is important to note that these 

internal documents sent by the breweries and interviews are confidential and therefore cannot be 

traced back. Moreover, to protect respondents’ identity, it was decided not to mention directly 

their names in this report. These two decisions were motivated first by the need to protect 

sensitive information of the breweries as well as to prevent possible conflict of interest as third 

parties were sometimes mentioned during the interviews. The authors decided to ask mainly real 

craft-brewery, but one may be considered as big craft brewery as they brew significantly more 

than the others (5500hl per year). This decision was motivated by the fact that big craft-brewery 

have been able to growth while staying independent, thus they can contribute to a better 

understanding on how microbrewery can develop on the Belgian market. Below, Table Two 

summarize general information on the studied breweries.  

 
Table 2: Descriptive Information.  

Company Name: Age: Production 

(hl/year): 

Contract 

brewer: 

Position of the 

interviewee: 

Tits Brewery 3 years 360 yes Co-owner 

La Croix Brewery 5 years 900 no CEO 

Vapeur Brewery 35 years 500 no Owner 

Elby Brewery 9 years 5500 yes Marketing manager 

Oster Brewer 5 years 300 no Owner 
Source: Authors.  
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3.3 – Method discussion 
 

Regarding the method, as the research is exploratory, the authors ruled out quantitative method 

as it works best at describing conceptually explained phenomenon (Sekaran & Bougie, 2016). 

Therefore, a qualitative method was chosen as it suits best at gaining information about unknown 

phenomenon (Sekaran & Bougie, 2016) as well as gathering answers about the “how” and the 

“why” of some behavior (Cepeda & Martin, 2005), which is in line with the aim of this study. 

Qualitative studies have been recognized as a method to generate new concepts or to relate 

observations to pre-existing notions. At first, the concepts will often be unclear and require 

elaboration, in which the researcher will need to be sensitive to unusual situations, repetitions of 

incident and irregularities (Bryman & Burgess, 2002). 

In particular, a case study approach was chosen in order to illustrate in detail how craft brewers 

in Belgium developed and coped with the competition.  Case studies have been widely used in 

social science and, are ideal when an in-depth and comprehensive investigation is required, as 

argued by Feagin, Orum, & Sjoberg. (1991), as cited in (Tellis, 1997). This method was also 

chosen by authors who examined microbreweries such as Danson, Galloway, Cabras, & Beatty, 

(2015), Maye, (2012) and van Dijk, Kroezen, & Slob, (2018), as well as authors who studied 

strategy of firm competing inside a niche such as Parish, Cassil, & Oxenham, (2006) and 

(Ottosson & Kindstrom, 2016). 

Tellis, (1997), propose two typologies for case studies that the authors will now review. The first 

one, designed by Stake, (1995), as mentioned in Tellis, (1997) defines three different type of case 

study: - Instrumental, when the selected case enables more understanding than what is evident 

to the observer. – Intrinsic, when the case is subject to the interest of the researcher. Collective, 

when a body of cases is analyzed. The other typology designed by Yin, (1993), as mentioned in 

Tellis, (1997) outlines three other distinct type of case studies: - Explanatory case studies might 

be used to investigate causal relation - Descriptive case study is used when a descriptive theory 

has been developed before the start of the research - Exploratory case studies are sometimes 

regarded as a prelude to social research. The following research is then a collective exploratory 

and explanatory case study. 

An important factor for any empirical studies is to ensure its validity. Gibbert, Ruigrok, & Wicki, 

(2008) defines three type of validity: internal, construct and external validity. The first refers to 

the issue of providing a legitimate premise as well as logical causal argument during the data 

analysis (Gibbert, Ruigrok, & Wicki, 2008; Tellis, 1997). To ensure the internal validity, the 

authors used first theory triangulation as suggested by Gibbert, Ruigrok, & Wicki (2008), that is 

verifying findings by using multiple theories, enabling to look at a problematic from different 

perspective (Tellis, 1997). Indeed, resource partitioning, niche marketing and niche segmentation 

were the basis of the theoretical framework and were complemented with branding and 

entrepreneurial (marketing) literature. Another suggestion from Gibbert, Ruigrok, & Wicki 

(2008) was followed by the authors, which was to compare the results with results from previous 

research.  

Then, construct validity considers to what degree a procedure leads to a precise observation of 

the reality during the data collection phase (Gibbert, Ruigrok, & Wicki, 2008; Tellis, 1997). To 

ensure the construct validity of the study, several sources of data were used to ensure the validity 

of the case study as suggested by Tellis (1997). In particular, data were found using on one hand, 

primary data through interviews and/or online questionnaire. And on the other hand, secondary 
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data such as company website, newspapers, internal documents were used.  Table Three reviews 

the strengths and weaknesses of these type of sources to build a case study.  

Finally, external validity refers to the extent to which the result of an empirical study can be 

generalized (Gibbert, Ruigrok, & Wicki, 2008; Tellis, 1997). The following appears to be the 

aspect in which criticism toward case studies method are most recurrent, as it has been oft 

criticized that the results from a case study will not be extensively replicable in real life (Tellis, 

1997). The following has been refuted by Yin,  (1994), as cited in Tellis (1997) who argued that 

analytical generalization is different than statistical generalization, as in the first, the empirical 

results are compared with existing theories. However, improper generalization consider that 

some sample of cases have been obtained from a wider universe of cases Yin,  (1994), as cited 

in Tellis (1997). Gibbert, Ruigrok, & Wicki (2008), also argue that external validity in a case 

study deal with the generalization of empirical observations to a theory, instead than a population. 

Hence case studies are not a sample studies, meaning that “small sample” is an incorrect 

terminology Yin,  (1994), as cited in Tellis (1997).  Gibbert, Ruigrok, & Wicki (2008), suggests 

that a cross-case analysis from four to ten cases provide a strong basis for generalization which 

motivate why the authors chose to have five cases in their study. 

 
Table 3: Types of evidences 

Source of 
Evidence 

Weakness Strengths  

Documentation • retrievability - difficult 

•  biased selectivity 

•  reporting bias - reflects author bias 

• access - may be blocked 

 stable - repeated review 

 unobtrusive - exist prior to 

 case study 

 exact - names etc. 

 broad coverage - extended time 

span 

Interviews • bias due to poor questions 

• response bias 

• incomplete recollection 

• reflexivity - interviewee expresses what interviewer 

wants to hear 

 targeted - focuses on case 

 study topic 

 insightful - provides perceived 

causal 
 inferences 

Source: Adapted from Tellis, W. M. (1997). Application of a case study methodology. p.10 
 

 

4 – EMPIRICAL DATA 
 

This section is intending to describe the empirical data of this research.  First, the Belgian beer 

market will be described as it is important to understand it as it is so closely linked to the 

authors’ research. To do so, the authors will first outline the consolidation of the Belgian 

market, followed by a depiction of the craft beer movement in Belgium and the authors will 

finish by portraying the market nowadays. The second part will be a description of the different 

cases selected by the authors. 
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4.1 – About the Belgian beer industry 

 

4.1.1 – The market consolidation in Belgium 

While, the consolidation in the US mainly happened through business development in their 

national market rather than acquisition for the three bigger players at that period: Anheuser-

Busch, Miller and Coors (Cabras & Bamforth, 2016), the situation is however the opposite in 

Belgium (Swinnen & Briski, 2017). In the seventieth, two brands competed for the domination 

of the Belgian market: Stella Artois and Jupiler (Swinnen & Briski, 2017). While the later was 

brewed in the south of Belgium by the brewery Piedboeuf and was preferred by the consumers, 

the competitors at Artois had better equipment to lead the market. Both brewers made tacit 

agreements together to maximize profits, hereby, the employees at Artois were producing 

without knowing Jupiler (Swinnen & Briski, 2017). These agreements became formalized in 

1987 through a merge into a new company: Interbrew. In the beginning, their strategy was to 

promote Jupiler on the Belgian market and to develop Stella Artois as a premium exporting brand 

to compete with Heineken on the exportation market (Swinnen & Briski, 2017). They noticed 

then the necessity to complete their portfolio with specialty beer to cope with the incoming craft 

beer revolution (Swinnen & Briski, 2017). The next two years, they purchased three breweries 

that produced distinct Belgian-style of beers to improve their export strategy: the abbey of Notre-

Dame that produced Leffe, Hoegaarden that was the only producer of Belgian white-beer at the 

time, and finally Belle-Vue that produced Kriek and Lambic beers (Garavaglia & Swinnen, 2018; 

Swinnen & Briski, 2017). The following year their strategy was crystal clear: every four to five 

years they purchased the leading brewery in a foreign market where few firms were dominating 

(Swinnen & Briski, 2017). The Hungarian Borsodi Sörgyár in 1991; the Canadian Labatt in 1995; 

the British Bass and Boddingtons in 2000; The German Beck’s and Spaten in 2002, followed by 

Löwenbräu the next year (Swinnen & Briski, 2017). A turning point has been their merge with 

the fifth Brazilian brewery, AmBev, to create InBev in 2004 (Poelmans & Swinnen, 2018). This 

operation allowed them to overcome Anheuseur-Busch and SABMiller, to become the biggest 

brewery firm in the world (Swinnen & Briski, 2017). The Americans who had been only focusing 

on their domestic market to growth did not foresee the importance of foreign market, and never 

imagined that they would be acquired by InBev (Swinnen & Briski, 2017) in 2008 to create AB-

InBev (Poelmans & Swinnen, 2018), and in 2016 for SABMiller (Garavaglia & Swinnen, 2018). 

Nowadays, AB-InBev produce one third of the worldwide beer production and gather half of the 

total benefits on beer on a global scale. (Garavaglia & Swinnen, 2018; Swinnen & Briski, 

2017).   All those mergers and acquisitions went together with though policies to improve the 

profitability such as moving the production elsewhere, changing CEO and a hunt to reduce costs 

(Swinnen & Briski, 2017). Hereby, they had announced in 2005 their intention to shut down the 

Hoegaarden brewery to produce the beer 50 km from there.  However, the town had been 

historically known for its production of Belgian white beer (Swinnen & Briski, 2017). This 

caused massive discontent and a lot of demonstrations from the inhabitant of Hoegaarden and 

the Belgian employee joined as well (Swinnen & Briski, 2017). A couple of month later, 2500 

employees from InBev all over Europe went on strike and protested in front of the headquarter 

in Leuven (Swinnen & Briski, 2017). The company nevertheless decided to proceed their 

decision. Later on, Hoegaarden consumers kept complaining that the quality of the beer decrease, 

even though all tests made by the company showed otherwise (Swinnen & Briski, 2017). This 

constant pressure forced InBev to come back on their decision and harmed the reputation of the 
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company in Belgium (Swinnen & Briski, 2017). This shows the importance of the production 

site as it is a part of the identity of some breweries or regions. 

 

4.1.2 – The Belgian Craft Beer Movement 

The Belgium’s beer industry has been very similar to the traditional "beer nations (Colen & 

Swinnen, 2015). With the industrial revolution and World War I the larger beer industry had 

significant growth and in the Belgian case the lager industry dominated the market in the twentieth 

century and consolidated its position (Garavaglia & Swinnen, 2018). Indeed, while in 1900 the 

number of brewers in Belgium was overcoming 3000, the number decreased to around 150 in 1980 

(Garavaglia & Swinnen, 2018).  

Differing with other countries, the craft beer movement in Belgium had some peculiarities, first 

the variety of types of beer that survived to a greater extent than in other countries (Garavaglia & 

Swinnen, 2018). Second the growth of exportation of Belgian craft beers, especially since 2000 

(Garavaglia & Swinnen, 2018). Swinnen & Briski, (2017) conclude that export growth is the result 

of a combination of several factors, as symbiotic interaction between large multinational brewing 

companies and small-scale crafts. Indeed, the Belgian craft scene has always been known for their 

variety under the headings of "Trappist beers," "Abbey beers," "Gueuze beers," and "Specialty 

beers." (Garavaglia & Swinnen, 2018). 

The huge majority of Belgian craft beers have a special production: the way that it is brewed under 

top fermentation and contains a relatively high alcohol percentage – higher than 6 per cent 

(Garavaglia & Swinnen, 2018). Another example is the "gueuze" and "other sour" beers are brewed 

under mixed or spontaneous fermentation and its alcohol percentage is around 3–6 per cent 

(Garavaglia & Swinnen, 2018). 

The consolidation of the beer industry is directly connected to the growth of lager beer ("pills" as 

it is typically referred to in Belgium) as the prevailing beer produced and consumed (Garavaglia & 

Swinnen, 2018). In the mid-1980s, lager beers were in control of over 77 per cent of the Belgian 

market while, around 17 per cent were related to other types of beer and the remaining 6 percent 

of beer were low-alcoholic beer (Garavaglia & Swinnen, 2018). However, as can be seen on Figure 

One, the consumption of beer per capita started to decline since the mid-1970s in Belgium, that 

time the population consume around 132 liters, and by 2015, it had fallen to 71 liters (Garavaglia 

& Swinnen, 2018). Thus, with limited population growth, the domestic beer demand reduced 

drastically (Garavaglia & Swinnen, 2018). 

 
Figure 1: Per capita beer consumption, 1970–2015. 

 
Source: Poelmans, E., & Swinnen, J. F. (2018). Belgium: Craft Beer Nation?. In Economic Perspectives on Craft Beer.  p.144 
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According to studies, there are several reasons for the decline of beer consumption in traditional 

markets, as so a lower tolerance for alcohol (ab)use; a change of consumers preferences to soft 

drinks and bottled water (since 1980s); and a change from "economization" (a large volume of low-

priced products) to "premiumization" (less, better and more expensive) (Garavaglia & Swinnen, 

2018; Persyn, Swinnen, & Vanormelingen, 2011; Colen & Swinnen, 2015; Piron & Poelmans, 

2016). This shift of taste is visible on Table Four, while after a tremendous growth; where lager 

beer made up 80 percent of market share in 1975; the share of lager beers diminished to 71 per cent 

in 2000 in profit of craft beers (Garavaglia & Swinnen, 2018). 

 

Table 4: Beer consumption by type in Belgium, 1947–2000 (% of total) 

 
Source: Poelmans, E., & Swinnen, J. F. (2018). Belgium: Craft Beer Nation?. In Economic Perspectives on Craft Beer.  p.145 

 

In the past year's many new craft beers have been launched, some with greater or lesser success, 

and either being emerged from existing or created from scratch by new brewers (Garavaglia & 

Swinnen, 2018). Existing breweries could use their own structure to try new recipes, in comparison, 

new breweries could use other brewer's excess capacity to produce beers on contract (Garavaglia 

& Swinnen, 2018). This contract term is an interesting strategy for new producers as from the 

beginning they do not need to invest in infrastructure, driving their capital over the production, and 

when the beer success arises, the producer has enough capital to invest in their own facilities 

(Garavaglia & Swinnen, 2018). Currently, the Belgian market is characterized by a dual market 

structure, with a few large breweries – about 5 per cent – and many small craft breweries – about 

95 per cent (Garavaglia & Swinnen, 2018). These small breweries are responsible to produce less 

than 10 per cent of the total of beer production, whereas large breweries detain around 90 per cent 

of the production (Garavaglia & Swinnen, 2018; Persyn, Swinnen, & Vanormelingen, 2011). 

  

4.1.3 – The Belgian Beer Market Nowadays 

In comparison with previous section in which the authors briefly outlined the history of the 

Belgian industry from the concentration that occurred, the following section will describe more 

the current Belgian beer sector in order to familiarize the reader with the industry in which the 

study was undertaken. The latest statistics using 2017 figures, accounted 263 different 

breweries in Belgium that produced more than 21 million hl of beer, from which 70% was 

exported (15.808.903) and 30% (6.775.244) was for domestic use (Belgian Brewers, 2017). By 

knowing that the consumption at that time was 7.567.122 hl, it can be said that only a bit less 

than 800.000 hl were imported in Belgium (Belgian Brewers, 2017). The trend since the 

eighties is that the national consumption of beer is decreasing while the exports of Belgian beer 

is steadily increasing as can be seen on Figure Two. 
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Figure 2: The evolution of the export and consumption of beers in Belgium 

 
Source: Belgian Brewers. (2017). Annual Report 2017.  p27 

 

Regarding exportations, Belgium is now the first beer exporter in Europe while being the 7th 

biggest producer (Brewers of Europe, 2018) and between 2001 and 2017 the exports extra-EU 

grew from 1164.5%, and 88.80% intra-EU (Belgian Brewers, 2017). The decrease of 

consumption of beer is a trend that has also been witnessed in other traditional beer-drinking 

country such as Germany or Czech-Republic (Colen & Swinnen, 2011). This decrease is 

particularly visible in the catering industry which fell from 4,3 million HL in 2008 to 3,2 

million hl in 2017, while the sales in retail have been more or less stable (Belgian Brewers, 

2017). That tendency is explained in Belgium by two reasons, first, more responsible behaviors 

as well as a shift to consume more wine and strong alcohol (Belgian Brewers, 2017; Colen & 

Swinnen, 2011; Institut des Comptes Nationaux, 2017). However, Belgium remains a country 

where alcohol is widely consumed: 13,2l of pure alcohol per capita per year according to the 

World Health Organization and is therefore ranked 7th worldwide (in comparison Sweden and 

Germany have respectively 8,8l & 11,4l) (WHO, 2017). It is also important to mention that 

beer still plays a big place in the Belgian culture. Indeed, since the 19 May 2017, the Belgian 

beer culture is recognized as an intangible cultural heritage by the UNESCO, this highlight the 

special place that beer has in the Belgian culture. While it is widely agreed that the Belgian 

market offers a lot of variety (Poelmans & Rousseau, 2017), Mickael Jackson one of the most 

influential writer on craft beers (Elzinga, Tremblay, & Tremblay, 2018) describes best this 

uniqueness: “The great beers of Belgium are not its lagers. Its native brews are in other styles, 

and they offer an extraordinary variety, some so different from more conventional brews that at 

the initial encounter they are scarcely recognizable as beers. Yet they represent some of the 

oldest traditions of brewing in the Western world.” (Poelmans & Swinnen, 2018, pp.138). 

However, the exact number of different beers varies depending the source, the Belgian Brewers 

(2017) give the number of more than 1500 different beers, while others found 2500 different 

beers and 450 different styles (Poelmans & Rousseau, 2017), that suggest that the average 

Belgian brewery brew between 6 or 10 different beers. Looking at the national demand it is 

interesting to notice that beer is associated with conviviality and social gathering, while lager 

remains the Belgians most drunk type of beer, however the sale of specialty and local beers are 

increasing (Belgian Brewers, 2017). Then, an empirical study conducted in Belgium (Poelmans 
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& Rousseau, 2017) found out that the interest in craft-beers is rising among Belgian citizens 

and that they prefer Trappist beer, abbey beer, beer of spontaneous fermentation and local beer 

over other type of beer. Hence, while lager is the most drunk beer in volume it may not be the 

favorite type of beer for Belgian. Then, bottled beer is the preferred container for Belgian 

consumer, as it accounts for 47.9% of the packaging of the beer consumed in the country, while 

25.9% came from cans and 24.5 out of casks (Belgian Brewers, 2017).  

The Belgian economic research institute analyzed in details the Belgian beer industry in 2017, 

which the authors will review some of the key take-away. The main clients for breweries are 

first wholesalers (47%), retailers (34,5%) and hotel, pubs and catering industry (10%) (Institut 

des Comptes Nationaux, 2017). These wholesalers then deliver goods either abroad or on the 

domestic market. On the latter, the main customers are restaurants and pubs (30,4%) and 

retailers (37,8%) (Institut des Comptes Nationaux, 2017). It is estimated that two third of pubs 

and restaurant in Belgium have exclusivity contracts with either brewers or wholesalers 

(Institut des Comptes Nationaux, 2017). These contracts could be quite restricting: in exchange 

of help to settle, the seller can impose many different clauses such as minimum buying 

quantities and fixed prices. According to the Belgian Competition Authority (2016), AB-InBev 

dominates the market with 50 to 60 % of market share, followed by Alken-Maes (Heineken 

group) with 10 to 15, Duvel-Moortgat with 5 to 10, Haacht with 0 to 5, Bavaria with 0 to 5 and 

Carlsberg with 0 to 5. The rest of the market is disputed by many smaller players that have very 

limited market share (Belgian Competition Authority, 2016). Hence, the market is highly 

concentrated, especially as one actor has more than half of the shares while the second player 

has less than 15% of the shares. Moreover, the volatility rate of the market share is relatively 

low (3,8% per year), meaning that only 3,8% of the market share are re-distributed between the 

different firms of the sector, in comparison the same rate has been evaluated as 13% in the 

Belgian food and beverage industry (Belgian Competition Authority, 2016; Institut des 

Comptes Nationaux, 2017). It is however interesting to notice that the market concentration of 

the 3 biggest players decreased from almost 10% of shares, which is due to a decrease of 

turnover and the dynamism of other followers (Belgian Competition Authority, 2016; Institut 

des Comptes Nationaux, 2017). Finally, over the recent years, the consumer price of beers has 

increased at higher pace than neighboring countries due to taxes raise as well as increased 

production costs. Indeed, while the average EU consumer price rose from 5,4% between 2013 

and 2017, it increased of 14,2% in Belgium (Institut des Comptes Nationaux, 2017). In parallel, 

the production costs increased from 15,2% between 2010 and 2017 in Belgium (Institut des 

Comptes Nationaux, 2017). Those cost are mainly structured around supply and goods (31,8% 

of the turnover), services and other goods (29,8% of the turnover) and remuneration (18,5%), it 

is however important to consider that these averages are greatly influenced by the big players 

and thus may not exactly reflect the cost structure of smaller players (Institut des Comptes 

Nationaux, 2017). 
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4.2 – Cases Description 

 

4.2.1 – Tits brewery 

At a tennis tournament, two friends won a home-brewing kit. They then started to experiment 

brewing, they progressively made friends then acquaintance taste their product to the point when 

one communicated his willingness to purchase a big volume. That is when they decided to start 

their firm, first because it would have been illegal to sell such quantities of beer as an individual, 

but also because the volume was too big for their home-brewing kit. Hence, they founded on the 

first April 2016, Tits brewery, not as a joke but for fiscal reason (it is more advantageous to start 

a company at the beginning of a trimester). 

They are a contract brewery, as the Co-Owner of Tits (2019) explains: “We are both quite young 

(below 30), we do not have the found to start from scratch, we need to buy a facility, then the 

brewing equipment. That would require several hundreds of thousand euros that we do not have. 

When we look around us, those who have been able to start their brewery from scratch, were 

older than us and sometimes had even investors and still were 

not able to make all their production themselves to answer the 

demand. A few people have been criticizing that we don’t brew 

everything by ourselves, but most people understand the 

decision.”  

The brewery sells an average of 3000L per month, however it 

varies a lot from one month to the other. There can be up to a 

factor 10 of variation, but it is hard for them to predict when as 

it changes from one year to the other. They produce 3 different 

beers; their main product is a blond triple that they sold from the 

start. Last year they introduced a brown beer and a bit after the 

interview they plan on launching a fruit beer that is a blond with 

apple and pear from the region of the brewery. The product-development was always similar: 

they experiment, decide that one beer has potential, so they start to improve the recipe by making 

people taste it until the beer is well developed (top-down approach). What make the brewery 

unique is that half of their benefits goes to associations for research on breast cancer and the fun 

universe they managed to create around their beer. The glass that they produce for their first 

product is in the shape of the upper body of a woman (see figure Three) and on their label is 

displayed a woman, which they also used for their fruit beer. And for the brown beer they created 

another character with is a man and created glass in the shape of a man’s upper-body, as the Co-

Owner of Tits (2019) put it: “We had from time to time comments that we were sexist and that 

the shape we used was sort of offensive. So, when we decided to sell our second beer, we thought 

we would this time display a man. Since we did this, the comments stopped.” The brewers 

expressed that their glass and the packaging of their beer is really important but so is the taste of 

the beer: “Our products sell well as a gift, we make a package with a glass and four bottles, 

people buy it as some sort of joke because they find it fun. In general, Belgian people love to try 

new beer, so it is important that the label for instance look attractive. But then the taste of the 

beer is crucial to make people buy it again. First, they taste the beer, and realize that what we 

do is more than just a jest, so they keep buying it.”  (Co-Owner of Tits, 2019) 

To promote their beers, they mainly use social media (Facebook) in which they do contests from 

time to time, or communicate about promotions, their new product or special offers such as 

Figure 3: Tits Glass and Bottle. 

Source: Tits brewery (2019) 
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discounts that they do annually to celebrate the birth date of their brewery.  One interesting 

campaign that they realized was last summer, they asked their community if they were willing to 

grow hops in their garden, these hops would then be used to produce a beer that they could enjoy. 

The only cost for the participants was the price of the plant. Then, they also promote their beers 

at events or fairs centered around beers or local products. Finally, the owners emphasize on the 

importance of Word of Mouth. 

Their main customers are wholesalers, followed by independent supermarket, then pubs and 

restaurant (although they avoid selling directly), then direct sales. Their consumers are mostly in 

the Liège province (where they are located) and have also two wholesalers that are good clients 

located in different provinces.  Their products are mostly sold in bottle, and few pubs serve their 

beer in kegs, interestingly those pubs are not nearby but more in Hainaut (a south west region of 

Belgium). Looking at the demand-side, their first batch was 1000L that they sold mostly to person 

they knew such as the pubs they went to or their acquaintance that had a café or a restaurant. 

Then, two local wholesalers accepted from the start to have their beer in their selection. The 

breweries did cold calls and canvassing in the beginning to find more place to sell their products. 

One issue is that most of the time, wholesalers only accept to take your products if some of their 

consumers request for the beer, and at the same time the wholesalers dislike if you try to sell it 

directly to the restaurants and pubs. Hereby, most of the time, the wholesaler provide them the 

list of their clients and the brewers need to contact them to first convince the wholesaler’s clients 

before having agreement with the wholesalers. Now, it also happens that wholesalers, restaurant 

or pub owner ask them if they could purchase their beers, especially at events. The owners of the 

brewery said that their relationship with their client is mostly professional, while of course they 

try to remain in as good term as possible with them. The main issue for them is financially as 

wholesalers places large orders, it takes them two to three months to get the investment made for 

the production back, so if the wholesalers all place their order at the same time it can get 

complicated for them. The situation worsened recently, for 8 months they had a half-time 

employee which allowed them to grow by gaining more customer, however while they would 

have liked to employ him full-time he preferred to leave as he would have barely earned more 

money than with unemployment benefits. Finance is also the reason that they only sell to 

independent supermarkets that buy the products themselves, they cannot afford to pay the fees 

required by bigger retailers for shelf space or to be in their listing. 

Looking at their suppliers, the owners mostly chose them regarding price-quality ratio. They said 

they only really had to collaborate with the producer of their packaging of their kit for the design. 

To produce their beer, they first chose a producer in Hainaut for the price that they offered, 

however the quality of the beer was not constant. From the start they would have preferred to 

produce elsewhere at another brewery from their region that is really prestigious, however, they 

usually don’t produce for others. Through constant pushing, they managed this producer to say 

yes, hence Tits brewery changed the place of the location. They are in really good term with them 

now, however the Co-Owner of Tits (2019) don’t feel they are collaborating very much: “Yes, 

we brew there together with them, and we had to discuss about the production because we wanted 

to use dry-hopping, which they never did so they were anxious it would ruin their tanks, but we 

never collaborated with them to drastically alter our process or create a new beer. However, we 

have a really good relationship with them that is now more than just professional.” The glass 

itself is made in China, as the Co-Owner of Tits (2019) explained: “A specific glass is really 

important for a Belgian beer, people want it, especially pubs and restaurants owners. They ask 
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us to provide them with the glasses to go with our beers. Due to the design of the glass, China 

was the best option. We looked to produce it in Europe, but it would have cost 20€ per unit, too 

expensive for us. As one of us had work experience in China, we knew we could look on Alibaba 

to produce it at a price affordable for us. Of course, we were not sure at first if the glass would 

ever arrive, but we had to take the risk.” They also confessed they had issues in the beginning, 

such as quality issue with the sticker that faded away quickly from the glass. Another issue was 

delay when they had with the delivery of the order, up to 6 months delay once, but they otherwise 

are happy with the end-result. Regarding their supplier, one final important detail came up when 

the authors visited their storage, the boxes they use to sell in larger quantity to the wholesaler are 

branded, which is not that common especially for microbreweries. “We chose to do such branded 

packaging because first, it is approximately the same price than regular boxes, second, most of 

the wholesaler also sell in detail. When they do that, they usually just put boxes from brewers 

next to each other and open them, so if you have a regular box, well, you don’t get notice. We 

did that to increase our visibility.” (Co-Owner of Tits, 2019) 

Regarding their coopetition with other breweries, they tried once to collaborate with a brewery 

near Brussels to share shipments, but it was not easy because they both lacked space to store the 

beers. They often see the same breweries at each event, so they begin to know each other as they 

share beers togethers, so bounds get created and it happens that they discuss about brewing 

process, but they did not refer that as real collaboration. They however exchange lists of clients, 

and the fact that they produce using another brewer’s infrastructure could also be seen as 

coopetition. 

 

4.2.2 – Ebly Brewery  

After many journeys abroad, one Belgian who always had interest for brewing noticed the 

international passion for Belgian beers, which motivated his decision to start his own project. 

Hereby, he first started to work for another Brewery (La Brasserie des Légendes) to get 

experience and followed his agronomics studies by brewing studies. To him, this experience is 

really necessary because the brewing industry is peculiar. There were already other breweries in 

the surrounding, but the pressure increased even more today with quite big breweries nearby such 

as Achoufe (Duvel-Moortgat group). To develop they first started progressively to extend their 

sales area. First the village, then the province, afterwards the region, etc.  To do so, they had to 

always be there to find new selling points, so it took some years, but nowadays they are present 

all over Belgium and are starting to develop internationally. Hence, the brewery and especially 

one of their range possess a strong regional identity. 

The brewery is named after the village the brewer originated from, Ebly. Their first brand, La 

Corne du Bois des Pendus (a rough translation in English would be The Horn of the Hanged-

men’s three) is inspired from a nearby location that has an historic dimension relating to events 

from the 17th century. From 2005 to 2010, the owner brewed in his barn in small quantity to 

make tests. The two first beers from that range, the blond and the triple had been developed by 

the brewer, he then made the inhabitants from his village taste between different prototypes of 

these two beers to see which one the people preferred most. The brewery was first established in 

2010, and they operated as contract brewer, brewing at the Brasserie des Légendes. However, 

the rapid expansion of the volume made possible from the steady increase of the demand, made 

it a necessity to move the location. Hereby, the decision is taken in 2014 to build a brewery which 

they are currently building, hoping to start working in there this year. They tried to make a design 
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that would fit well with the overall architecture to be well integrated with the village and had to 

modify the plans to match with their ongoing grow. Their objective is to make the whole 

production in their new infrastructure by 2020-2021. They consider it would be really beneficial 

for them to brew in their facilities to be considered as a “real brewer from Wallonia”, because 

they feel negative pressure from people who dislike when the beer is not produced by the brewer 

in their own infrastructure.  

The brewery depends a lot on their brand La Corne du Bois des Pendus, which is well known in 

Belgium. The main originality comes from the glass which is a glass horn on a wooden base (see 

figure X). This unusual glass had great an impact to get a place on the market, foremost as it 

served as a key factor for differentiation. Indeed, people associate directly the glass with the 

brand. Moreover, they got sued by the Bosteels brewery who accused them to copy their Kwak 

glass. This had put some trouble for the Ebly brewery because they needed 

a lot of money to go through the law case, which they won in the end. 

However, during this they earned a lot of sympathy and support from 

people. Indeed, the glass, besides having a part made of wood and 

moreover, their beers are quite different. Reflecting on these events, it was 

a big step for them to get people know and like the brand. However, the 

regular glass is at the same time big and of special shape, hence hard to 

store, transport and clean as well as often stolen. Thus, the brewery now 

also manufactures a glass of a normal shape to better answers the clients’ 

need. This new glass suits better for organizer of big events or for some 

pubs with high flow. Nowadays, they feel being part of the Belgian 

brewing landscape, they made their notoriety in the country with this 

brand.  Their range is made of five beers, a triple, a black ale, a blond, a 

fruit beer (raspberry) and a Christmas ale produced only in winter in 

limited quantity (200hl per year). The triple is the most renowned of their beer in Belgium, the 

originality is that they did not add sugar which is singular for this type of beer. Each year, they 

also produce a unique batch. Last year, they produced a “Bock” beer which is a traditional 

German-style dating back from the 18th century.  All of these beers are all top-fermented ales that 

contains lots of cereals, and they try to work as much as possible with Belgian hops. The brewers 

sometimes add spices such as coriander or mashed fruits but emphasized that he doesn’t want to 

add sugar or artificial aromas. He wants that the sugar from the beer comes from bottled re-

fermentation. The exceptions are the Black beer which contains brown-sugar and the fruit beer 

that contains stevia. It is interesting to notice that the brewery was pushed to modify the recipe 

of their fruit beer because consumers found the taste to be not strong enough. Hereby, they added 

more fruits and unwillingly small quantity of stevia to align with the consumers. They claim that 

their beers are not made to be liked by everyone, they are usually strong in alcohol percentage, 

taste and bitterness. Hence, either you like it, either you don’t, however, they received several 

awards at some beer competitions, which according to them attest of their quality. Their two first 

awards were received in 2010 and 2011 (one and two years after their formal opening), that is 

their two first beers got promoted very fast. Their prices are higher than the average according to 

them. First, the beers, as discussed previously, includes many cereals, thus, increasing the 

production prices due to the recipe which pushed the prices up. Then, foremost the glass is 

expensive, for instance, the original one can be purchased for 18.73€ on their website. The 

brewery is also soon going to sell a liquor. During the summer 2018 they had a problem with one 

batch of their fruit beer which did not fulfil the quality expectations, they took the decision to 

Figure 4: Bottle and Glass of La Corne. 

Source: Ebly Brewery (2019) 
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distillate it instead of throwing it away. Moreover, they notice that more and more of their 

competitors are also starting to produce distilled alcohol made from beer.  

They have another range, La Forestinne, since January 2019. They bought this brand from 

another brewery with objective to develop it as a sustainable product. The beers from this range 

are lighter in alcohol percentage and taste. Hence, it requires less quantity of ingredients to 

produce this range. Three different products are part of this range: an IPA, which is inspired from 

recent trends - there are more and more IPAs on the Belgian market- and gets its taste from hops, 

not aromas, as it can sometimes be the case. Then, a Belgian-white style, and they are developing 

an amber ale that will be launch during their yearly event in August. The prices are going to be 

cheaper for three reasons, first as said previously it is cheaper to produce. Then to differentiate 

with their other brand which is more expensive. Finally, they noticed that most of the 

environmental-friendly products are too expensive for most people. Hence, they want to make 

this range more accessible. As it is right now, the regional identity of this range is not yet 

developed. The brewery said that consumers are having trouble with its modern and American 

design, although the range has a link with a nearby location. The brewery feels the people need 

time to integrate it. On each bottle from this range, 0.01€ are to be donated to projects to help the 

nearby environments, especially the Ardennes forest. 

The main reason to have created the brewery was passion, which is still an important purpose for 

the owner. However, through the growth, the objective of the brewery changed: at first, the idea 

was to make a small local beer, then they aimed at making it a successful Belgian beer, and now 

they even target to get recognized internationally. This motivation pushed towards more 

productive-growth related objectives than originally emphasizing more on the importance to 

increase the production. Another objective is to evolve toward more sustainability, hence the 

purchase of their second range to help moving toward this objective. The owner would like to 

improve the sustainability of the brewery through 3 axes: environment, social and economic. As 

an example, for social sustainability, they cite the building of the new infrastructure, which both 

equipment and worker came from Wallonia; another example is that the owner wants to use a 

“more human” management style, instead of only pushing for financial results. 

Their production nowadays is of 5500 hl per year, and they employ eight people plus 4 

independent contractors. The firm is divided into 4 departments: administration, logistics, sales, 

production. As they are still a small structure, some employees have positions in different 

department. For instance, the owner is CEO, production manager and sales force manager. Their 

main focus is on the sales department, in which 9 people are currently working, and they wish to 

hire an extra team member. Due to their growth, they are going through an extension phase in 

which they are building a new infrastructure, as explained above. They aim at extending their 

production to be present everywhere in BENEFRALUX, and to increase their overall presence 

abroad. The main threat for them comes first and foremost from the market itself. They feel that 

after the enormous increase of brewer these last years, things will go sour and some brewers in 

the future will drop out. A second threat would be that their second range that they recently 

acquired may not work, however it is a risk they think worth taking. 

The promotion has been made through trials and error, the team had to attend several workshops 

on marketing and communication to professionalize a bit more on those aspects, although they 

still not claim themselves to be expert on the subject yet. However, they claimed the situation 

improved since they hired a graphic designer. They mainly communicate via social media and 
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regional press. In addition, they are present on fairs and events, and every year they organize a 

three days events in August with concerts, spectacles other activities around beer such as beer-

tasting lessons. Their main tool is however word of mouth that is made possible through their 

beers and their universe according to the brewery. They also make merchandising, such as t-

shirts, bottle-opener or keychains as well as special editions of their glass. For instance, they 

made one for the European football championship in 2016 or collector edition 2019 of their triple 

beer. The main issue for them is that while many people know their brand La Corne du Bois des 

Pendus, few people know the Ebly brewery. That is, consumers do not associate the brand with 

the brewery. The latter intend to shift this and want that the brewery become recognized through 

its two brands. 

Concerning their suppliers, they were foremost found through their network. At first, they were 

mainly the same as the Brasserie des Légendes., then through exchanges with other brewers at 

fairs and events they got to know other suppliers. Sometimes, they also just did trial and error to 

find a supplier, they accept the risk to do sometimes wrong, of course to a certain point that is 

not threatening their business too much. The relationship they have with them varies, with some 

it is purely business-focused, but sometimes they have close relationship with them. They try as 

much as possible to have local partnership. For instance, by using Belgian hops when possible 

as mentioned above. They also have had a partnership for many years with the carpentry of a 

penitentiary, the brewery is being made through local partnership.  

They have nowadays a wide distribution network in Belgium.  Their product can be purchased 

at retailers, supermarkets, pubs and restaurant, wholesalers as well as directly at the brewery. The 

pubs and restaurants are considered as crucial for the brewery, they supply those via wholesalers. 

Supermarket chains allow them to have high volume, however, only on certain products. In 

particular, they favor their kits and special packs. They also sell their goodies and glasses on their 

website, but it accounts only for a small part of their sales. The method used to extend the 

distribution network was essentially done by canvassing. The brewery’s selling team also grew 

from 1 at the beginning, to 6 nowadays. They also have at the moment an intern working in the 

sale team and are in the process of hiring a new member. On the international market, it is more 

complicated for them as it is tougher to make your place and the networks are more complex. 

Moreover, they perceive it very costly to participate to international fairs and trade shows, but 

they see it as indispensable. They often offer discounts to their distributors, and also have 

different promotional tools that they give to their distributors to promote their beer on the selling 

point which they detail in their catalogue used for canvassing. Among others, they have, flyers, 

pencils, accessories for beer-pumps, and coasters. The brewery also promotes food pairing as 

well as the usage of their beer in recipes through their catalogues made for clients.  

They cooperate a lot with other brewers. First, there is their production partnership with the 

Brasserie des Légendes who also invested in the brewery. Then, they have oft contact with other 

brewers where they exchange ideas. They also work in collaboration with them when they go to 

trade fairs abroad, in order to save time and money. Hereby, they can save on transportation cost, 

or on the cost of the stay. 

 

4.2.3 – Oster Brewery 

The Oster Brewery was founded in 2014, named after a village in a rural area from the 

Luxembourg province of Belgium. The name also refers to the water used to brew their beer, the 

water is drained from a nearby stream, which they describe as a luck. Indeed, the quality of the 
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water is one of the best in Wallonia, and as it is one of the main ingredients to brew beer, it 

participates to the overall quality of the product. The couple who runs it first met at their previous 

work in 2008, as a matter of fact, they both worked in another brewery. The husband was brewer, 

while the wife worked in the administration. Hence, they had experience in both brewing and 

entrepreneurship, and had a network. The idea to open their own micro-brewery came pretty 

quickly. First, they bought a small farm in 2010 that they could live in and that would have 

enough space to store brewing tanks.  In the meantime, they started to brew small 20 liters batches 

in the back of their kitchen to elaborate their recipes. They did the first batch in May 2012 and 

experimented during 2 years for their first blond beer. It took long time for them to do it. The 

reason is that for them, it takes around 2 months’ time before you are able to actually taste the 

beer, as you need to wait for the yeast to have properly re-fermented in the bottle. Their dark beer 

however had been a one shot, they managed to get the result they wanted on the first try. Their 

ambition was not to create the best beers in the world, but simply to produce beers that were 

missing in the Belgian landscape, to create beers they would enjoy drinking. Afterwards they 

started to work full time in their brewery, brewing all their beers by themselves. Overall, they 

spent 6 years to finalize their project and build the infrastructures. At first, they even crushed the 

cereals and labeled the bottles by hand as they could not afford automatized machines. The 

brewing is done twice a week, and they employ an assistant brewer to help them in this process. 

A waitress also helps during the weekend. 

They brew three different beer: -Oster Blond, a blonde beer in which they use three different 

sorts of malt and no added sugar, but with a touch of cardamom to give freshness to the beer. 

Oster Dark, a stout beer, brewed with six malt using a dry-hopping technique.  – Oster Vienna, 

a blond beer that contains Vienna hops which is traditionally used to brew Austrian beers. There 

were other brewers in the 20km² area, however it was easy to find a demand, due to the increasing 

search for local products. They however encountered trouble in the beginning to find profitability, 

according them the main issue was the low price for certain “industrial” specialty beers brewed 

by big brewer.  Their production has always been around 300hl per year, and they do not wish to 

increase the production. “We do not want to increase the production due to the increasing number 

of brewers. We have to diversify, we are doing that through our brewpub in which we organize 

concerts and parties.” (Owner of Oster, 2019). Hence, they also sell dry sausages and cheese 

made with their beers, sell birthday cakes and have a small restaurant they opened Friday to 

Sunday where they prepare burgers made with local ingredients. The idea was to make something 

around their beer, for people to savor it in a warm atmosphere, which is why they started to also 

sell food and created their brewpub. Moreover, it helps to create a close relationship with their 

customers. They also sell merchandising items such as scarf or bottle opener, it allows them to 

make some extra money and act as free promotion for the brewery.   

What makes their brewery unique is first their beer as said above. Indeed, they find important to 

manage to brew at constant quality, which is why their clients appreciate them. Then, the place 

itself participates as well at the success of the brewery. The brewpub has been turned into a place 

where people enjoy staying, and where the owners can share their passion. Hereby, the local 

identity of the brewery is crucial for their activities. They also emphasize that being nice is 

important, as it attracts people in their brewery, and facilitates word of mouth. The latter is an 

important promotional tool for them, they never canvassed to find a new place to sell their beers, 

everything was done through word of mouth. They sell to pubs and bars, wholesalers, and of 

course direct sales through their brewpub and at smaller scales to independent supermarket. Their 
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mean focus is on the surrounding area and it is important for them to have a close relationship 

with them to build trust. The remaining of their promotion is done through flyers placed in the 

surrounding and the use of Facebook. The brewpub and the events they organize, to a larger 

extent, also serve to promote the brewery, as they have a place that attract people as the location 

is pretty, which can serve to attract people to try their products. As their products have good 

quality, it is important that the first try happens. Indeed, they got cited in a newspaper’s article; 

“the 50 best Belgian beer By Eric Boschman”. The latter being a recognized Belgian sommelier, 

which for them is a recognition to be mentioned by him. Their brewery was also promoted 

through other press article or small TV shows that talked about them. They are also mentioned 

in “Le petit futé” which is a renowned French travel guide that can be compared to Lonely 

Traveler. 

They collaborate with other brewers, especially their former employer. They collaborate for the 

purchasing of the raw material, as they are small it is more interesting for them to benefits from 

the advantages of purchasing in larger bulk. However, due to this they do not have much 

relationship with these suppliers as they were found through their partnership. They also discuss 

about the processes between one another and sometimes organize tasting of products “for the 

fun”. 

 

4.2.4 – Vapeur Brewery 

This case is an exception in the world of brewers. The Brasserie à Vapeur is the last steam 

powered brewery in the world (vapeur means steam in French). Located in Pipaix, the brewery 

date back to 1785 and the steam engine was introduced there in 1985. The brewery who was 

owned by the family Biset during most of the 20th century almost disappeared if it were not for 

the current owner. In 1984, he decided to buy the brewery with his wife, this brewery was an 

important part of the cultural heritage that he could not see disappearing. Which is why more 

than passion for beer, the main purpose of the brewery is to keep this part of history alive. “At 

first, we wanted to do a museum. But, then we thought a static museum, well if our machines had 

stopped running for 30 years, obviously they would have had never run again. Hence, the best 

way to do a museum is to do something living. But we went a bit further, I like to use the Quebec 

term “Economusée”, meaning that in our museum we brew our beers, we sell it. And afterwards 

the beer is used to get the activity running.” (Owner of Vapeur, 2019). Once a month, they 

organize public brewing, inviting people to come to see how the beer is brewed, with possibility 

to have a meal centered around local products and beer. He filled a request for his brewery to be 

registered, meaning that the facilities could get recognized as historical place, hence this could 

prohibit the risk of disappearance of the brewery. 

At the time when he purchased the brewery, he knew most brewers in the region, as he did small 

trade of local beers. This provided to be helpful as they helped him by giving him equipment as 

well as training, one offered to brew the first batch with him and another one to teach him the 

whole process. As he bought an existing brewery, it was not that hard for him to find where to 

sell his stock: he took the existing client base. Then they started to export internationally a lot 

until the last few years to focus more on the local market (in a 70 km radius around the brewery). 

“The increase of small brewer everywhere in the world changed the story. If you take Italy, there 

were no microbreweries when we started to sell there, now there are more than 800 breweries, 

so it is more difficult to sell there. So now, we are focusing on Belgium.” (Owner of Vapeur, 

2019).  The emphasis is made on supermarkets from the chain Carrefour, taking advantage on 
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their “regional product” action by which they want to display products from local smaller 

producer in their departments (Carrefour, 2019). In his view, the number of breweries is going 

to increase for a while before another concentration appears in which a few will get even bigger, 

and only the small ones will be able to live through it as they do not have a lot of cost such as 

wages or investments. However, he thinks the situation will be bad for the medium ones and 

those who hope to become the new AB-InBev “Those who want to grow to get big will battle 

each other, and it is going to be messy. Especially when AB-InBev joins the fight, I mean consider 

that a family are the richest family of Belgium thanks to having only 5% of the shares in the 

group. Try to imagine what the group can do if they use all their resources they have at their 

disposal. If you can become an asset for them, they are going to make you an offer you cannot 

refuse. If not, they will sink you, it is not that hard to do it especially for Ab-InBev. If we are 

being optimistic it will take them a few weeks’ time.” (Owner of Vapeur, 2019) 

He tries as far as possible to find local supplier: “For instance, we have good hops producer 

nearby, why search further?  Nowadays some Belgians buy their hops in the US, some US 

brewers come to Belgium to buy hops. It doesn’t make that much sense for our brewery to do 

this, what about the environment if we do that for example?” (Owner of Vapeur, 2019). However 

further in the discussion when talking about Swedish microbreweries that buy part of the beams 

from the ceiling of certain Belgian breweries in order to brew sour beer, he confessed: “I 

understand that there are more and more breweries all over the world, so everyone tries to find 

their something to differentiate themselves, it is logic.” (Owner of Vapeur, 2019).  

They brew around 500hl per year and have three main products, one of the beers “Saison de Pipet” 

is said to be the original recipe from 1785. The others have been designed by the owner.  To do 

that, he looks at the trend in the market: “Well, saying market research would be using fancy 

words. I just look at the trends in the market, for instance the trend now is for lighter beer. You 

do not need to be very smart to understand that, we are selling less and less of the 9% of alcohol 

beer.” (Owner of Vapeur, 2019). According to the owner the process, using steam-powered 

engine doesn’t fundamentally changes the production drastically. What changes is that he takes 

his times: all steps considered it takes around 3 months to produce the beer.  “For instance, the 

brew takes me around two and a half hours, while other brewers usually do that in one and a 

half, some even in just one hour. I warm the tank progressively, while other brewers start the 

process between 62-68°C. So of course, it alters the taste when you take the time.”  (Owner of 

Vapeur, 2019). The specificity of their product outside of the means of production is that all beers 

have “spices”, as it was in the tradition in Belgium. “The idea behind using additional ingredients 

or spices is not to hide some defect as it can sometimes be done with certain IPAS. If I had ginger 

in my beer, it is not to do camouflage, it is to give an extra touch that highlights the rest of the 

ingredients.” (Owner of Vapeur, 2019). 

He does not feel like he needs to promote the brewery so much, as it already has its reputation, 

and people are coming to him to indirectly promote it for him: “Every week we have solicitation 

from authors, newspapers, radio, television to talk about the brewery. I mean every somehow 

serious book about brewing mentions our brewery. If they want to show pictures of steam-

powered brewery, they take pictures of the brewery. In the near future, we will be mentioned in 

a movie made in the US, in which they visit small breweries. On the Belgian national television, 

they made a program that talks about us, it is often re-displayed when they have a hole in their 

tv schedule. So, the advantage is that everyone knows the brewery, for instance I did cold-call in 

five new supermarkets in two days, when I introduce myself, once they hear name of the brewery, 
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I get recognized.” (Owner of Vapeur, 2019).  In the past however, he did many lectures and 

conferences, which helped to get the brewery known “30 year ago, I did lecture a bit everywhere, 

I was the only one translating equations in French, I also did some in English as I am fluent, so 

that also helped to get known. For instance, 3 months ago, I got a call from a person who attended 

one of my conference 15 years ago in New-York ... No in Philadelphia, asking if I remembered 

him, which well … I did not really.” (Owner of Vapeur, 2019). He also sells t-shirt, which in 

addition to some profit, also serve to promote the brewery, as the Owner of Vapeur (2019) 

explains: “Well people wearing the shirt are free-advertising for me. And if they start to talk 

about it, they are free salesmen. I sell these only at the brewery, so if they wear it, it means they 

participated to one of the visits and therefore know what they are talking about.” He also attends 

some fairs, but only a few nowadays when it is friends asking for his presence. 

Finally, the owner of Vapeur (2019) views is case as unique: “I would not suggest newcomers to 

start for instance a wind or water powered brewery to imitate what I did to look at making money, 

it would not work. I never really had to battle for the brewery to get my salary, I was history 

teacher, so I was safe, the profitability of the brewery in itself is not marvelous. But now that I 

am retired, and as a former teacher my pension is really decent. Thus, I can focus on my passion, 

and I am more than happy about it, I feel really lucky. I do not need to go on holiday, the holiday 

comes to me when I do visits and get to see people from all over the globe, for instance I had 

people from Singapore that came around once.” 

 

4.2.5 – La Croix Brewery 
Founded in 2014 brewery La Croix is a family activity. One of the family members started to 

brew in 2007 in his garage, and they wanted to allow him to make a living out of it. He had 

experience in the industry has he worked in other breweries, his expertise was in fixing the 

machines. On the other hand, his brother-in-law had a lot of entrepreneurial experiences: he 

studied commercial engineering and had already been director of sales as well as general director 

of a firm at the time, he also run his own entrepreneurial projects for many years. The brewer’s 

sister also helps to run the company and her son helps with the delivery once a week.    

Through experimentation in his garage, he found the recipe of their beer. In the conception of 

their product, an important parameter for them was to set the right price “We had the buying price 

and the margins of 5 distributors (retailers and wholesalers). What we did was to set our prices 

a tiny bit higher to increase our profitability.” (CEO of La Croix, 2019).  At first, they focused 

to sell in a 20 km radius area, they then extended to the Liège province and want to stop there: 

“We want to attain our results only within the province, everything further is the icing on the 

cake, we do not search for it. It is only possible through ambassadors that want to promote our 

products and sell it further, for instance, in France or in Japan. But it is not feasible for us to 

focus on such a broader area. We do not have the resources if we wanted to sell in a larger area, 

for example marketing or advertising would be too expensive.  Moreover, there is the trend of 

buying local products, people look for regional product, so it makes sense to only focus on our 

surroundings.” (CEO of La Croix, 2019). To create new beers, the brewer uses a small brewing 

kit (20L) to try new things, then they organize internally some tasting to evaluate the results, then 

the brewer modifies the recipe accordingly until sufficient result is achieved. They nowadays 

produce 6 different type of beers. The most emblematic one is the Sainte Nitouche triple, it is a 

top fermenting beer, refermented in the bottle, with some spices. This allows the beer to remain 

light of taste while having 9.5% of vol. Then the Blondinette, is a blond beer, lighter (6%) but 
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with a more hoppy taste. Then the Vergère, which is a beer that contains 30% of natural apple 

juice, that is not too sweet in comparison with cider. The Brunette, a brown ale of 8% of vol. 

Finally, two seasonal beer: the Blanche which is a Belgian white beer style around 6% which has 

a more refreshing taste and finally a Christmas beer. They also sometimes make one-shots, for 

instance, a special for the Saint Patrick’s Day, which was the Blondinette with addition of a green 

coloring. They are also developing their own distilled alcohol. The Sainte-Nitouche Triple and 

Blanche got recognition at the Superior taste award, a competition taking place in Brussels, they 

respectively got 3 and 2 stars out of three. This will help their reputation, which, they believe, 

will make it possible to strengthen their presence in the province and Wallonia, as well as to open 

doors internationally, although the latter is not their focus. 

In their facilities, they produce 2000l of their beer per day, thus 900hl per year. They made their 

investment thinking about their development as well, as the CEO of La Croix (2019) voiced: “We 

could double the production without many issues. We chose this facility thinking also about 

development possibilities. With some investments, we could move the production up to 4000 hl 

per year, we would just need to purchase some extra fermentation tanks and rent a bit more 

space. But we want to stay a family business, and that is only possible until 1000hl, maximum 

1500 hl if we adapt a bit, for instance that is not my main activity nowadays.” Their facilities are 

well located as it is near a main road and close to their homes. They want to stick with 900hl per 

year for some time before doing new costly investments, as they have been investing quite much 

the past years. 

Their suppliers are chosen on a long-term basis. They want to surround themselves with the best. 

So, they look for reliable supplier able to deliver the best price-quality ratio possible. The brewery 

developed five glasses: “The glasses are what took longer to develop, it took us four months. At 

the time, we had the triple that we wanted to sell in an abbey type glass, then we had the blond 

and Verger, we decided to choose a flute glass like Heineken or Jupiler for pubs and restaurants. 

The important there was to be able to leave proper foam and fill the glass with one bottle. The 

25Cl glass were made for pubs serving in casks or for tastings. The three-liter glass is something 

that we usually give as a winning prize when we do competition as promotion, we invite them to 

visit the brewery and they can empty the glass and take it, or we give 

to some pubs as a fidelity gift, they can use as decoration. So that’s 

how we came up with 5 different glasses.” (CEO of La Croix, 2019). 

According to them, their values, the products, the name and logo are 

what allowed them to develop. Their values are closeness to the 

customers. Family as well, they want the business to be that of a family, 

and to them their clients are also a part of their family. Hereby, they 

call their consumers ambassadors. Then, they want to invest 

themselves into the community. For instance, they host for several year 

an event for an association making research on cancer, annually they organize the Sainte-

Nitouche Party and give all the profits to associations, recently they paid the operation of an 

American that needed several thousand euros. Finally, passion is important to them “We do all 

that because we care, it is not a business imperative whatsoever, we just want to be involved in 

things and do good. We do things by passion, not to make money. To some extent, it matters few 

if in the end of the month we have plus or minus 10.000€ in the bank account.” (CEO of La Croix, 

2019). The name Sainte Nitouche, which they give to their beers have been found by the 

consumers themselves as well as their logo (see Figure Five). “Once, a quite drunk consumer 

Figure 5 : Logo of Sainte-Nitouche 

Source : La Croix Brewery (2019) 
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drinking our beers, started to say that the beer was a Sainte-Nitouche, then progressively they 

started to call my brother-in-law [the brewer] the Sainte Nitouche at events, so we started to call 

our beer like that. Then the logo had been created by a girl and we stuck with it, we never 

modified it. Now we registered the trademark and logo to protect of course, we did that for 

Benelux and France.” (CEO of La Croix, 2019). Sainte-Nitouche is an idiom, close to the English 

“goody-goody”, used to qualify someone that pretends to be innocent and prudish, believing to 

be better than others, while in fact they are worse due to their hypocrisy.  

They use three channels to sell their beer: retailers (including some supermarket chains), 

wholesalers and direct sales. They feel like wholesalers and to some extent, the retailers as well 

suffer a lot from the demand.  “For instance, our Saint Patrick’s beer, we discussed directly to 

the wholesalers’ clients who themselves said they wanted the beer. The wholesalers had just a 

role of intermediate in the end, they were not proactive.” (CEO of La Croix, 2019). Hence, they 

fear a lot that they would stop to take their products. For them, big producers and retailers’ chain 

are a threat for them. “When you hear the CEO of the leading brewing group of the world’s 

conference of this year. They sold less but for more value, so their strategy is pretty clear, they 

will y focus on specialty beer and make some new acquisitions.” (CEO of La Croix, 2019). 

Hereby, they fear that big producers would flood the retailers and wholesalers with their offerings. 

“One example is our kits, this Christmas we sold 30% less. So, we called the supermarkets to ask 

why it was not selling that much, they answered that actually it was selling really well, but that 

they were surrounded by kits from big breweries. They had so much stocks from bigger brewers 

that was taking so much shelf-space that they did not have had the opportunity to place our packs 

in the supermarkets. Another example was that in one month we lost four of six referencing in a 

supermarket chain “local product” action. However, when we looked at our Christmas, fruit and 

brown beers, these are seasonal products that did better than their objectives in the months it 

was sold. But they said that they considered a whole year to calculate that. And when we saw the 

products they replaced us with, it was products from big producer not so local products then. So, 

it felt like they just gave an excuse to get rid of us.” (CEO of La Croix, 2019). In addition, they 

also voiced trouble with some retailers. “Happens oft that the department manager does not place 

orders when their stock just emptied, or well some days before as it would be in a perfect world. 

We always need to call them, then another issue is that they sometimes do not place the beers in 

the shelves right away. Once it took one month for that to happen, so you need to call them again.” 

(CEO of La Croix, 2019). Hereby, they think that retailers and wholesalers will diminish the 

number of producers they are selling through action made by big producer.  “We came at a good 

time, but when I hear some brewers producing in small quantities expecting to reach 6000 hl in 

5 years. I am skeptical, there is a brewery that achieved that, Bertinchamps, however the founder 

had run another successful brewery before, so he already had all the contacts to sell it. Another 

possibility to develop would be touristic projects, for instance, there is Peak brewery that got 

backed up by investors and they are attracting many people to their brewery. So, if you sell 

directly at pubs price, your profitability is much higher. “(CEO of La Croix, 2019). Another 

problem for them is contract brewer. “By that we mean people that just buy the beer somewhere 

to buy it elsewhere but ignore how to brew the beer. When you are beginning, it is normal to do 

that, we also had to have parts of our productions made elsewhere when we started to cover our 

investments. But otherwise, it is an issue as the market get saturated by beers made by demand 

of people that just want to make some easy money.” (CEO of La Croix, 2019). 



40 
 

The brewery cooperates a lot with other microbreweries, as they told us: “Of course we cooperate, 

when you find one of our bottles in our fridge, there are probably 3 other beers from others in 

there. People buy several beers from different brewers, so we, small producers, do not really 

compete within each other. But we only do with real brewers, not contract brewers. I think people 

that brew themselves are only 20% of the market. Or when we brew for someone else, we only 

do it for young people starting their brewing business. But we insist that they have to know the 

brewing process, and we set up conditions. Foremost, they need to be present when we brew 

their beer, then we fix the right price. That is, we also incorporate the amortization of our 

machine, which many forget when they brew beers for contract brewer. But it is really important, 

it is not a small cost. Then the name of our brewery must appear on their label. The only case in 

which we do not ask for that is when we brew for associations such as firefighters or youth 

movements. So how else do we cooperate, well we do the delivering of boxes to smaller breweries, 

we exchange machines, or my brother-in-law fix them. It was his job before, so when we are at 

an event it happens that they come asking about problems with a pump or something else. We 

also helped someone whose brewery exploded” (CEO of La Croix, 2019). 

To promote their beers, they mainly use events related with beer and local products and trade 

fairs as well as the usage of social media. They use Facebook to communicate about news on 

their breweries as well as to organize contests. They also have a small communication agency 

next to their facilities, so they offer new clients means to make for example people know that the 

wholesaler or retailer is selling their beer or to assist them with their commercial actions. Hereby, 

it can give the brewery an advantage when trying to find new selling point. 

 

 

5 – ANALYSIS 
 

Below, the cross-case analysis can be found. The following is further divided as follow: 

branding, consumer, coopetition, distribution and sales, experience, production, promotion, 

purpose/objective, and supplier. Moreover, for a better comprehension of the cross-case 

analysis and a better clarity, the authors decided to use tables to compare the cases, thus 

highlighting the most important parts from each case. After each table, the authors make a 

parallel between literature and the cases presented to deepen the analysis and develop the 

findings. 

 

5.1 – Branding 
 

La 

Croix 
• Family orientation, through which they consider their 

consumers as a big family, trying to help the society. (E.G. 

giving money to associations, hosting events, …) 
• Consider consumers and some distributor as brand 

ambassadors. 
• Make special editions of their glass and products for special 

events 
• Brand name and logo found by consumers,  
• The product brand universe is humorous. 
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• Five different glasses were made to better answer the need of 

different usage (for tasting, for pubs serving from casks (25 and 

40cl), served from the bottle and one to decorate). 

Ebly • Brewery named after the village 
• Brewery is mainly recognized only through their brand La 

Corne, which is an allusion to a place from the region. 
• Importance of the glass, which is part of the identity of the 

brand La Corne, as it is unique. 
• Produce special and limited edition of their glass and kits. 
• Every year brew a limited edition of “La Corne” which has 

different taste. 
• Won different awards with “La Corne”. 
•  The brand got famous through a lawsuit made by a bigger 

brewery and acquire sympathy from many consumers. 
• Acquired the brand Forestine, which is also an allusion to a 

place from the region. 
• Forestine is a brand the brewery wants to use to work on 

sustainability. As 0.01€ per bottle sold goes to project to help 

protect the environment. 
• The brand Forestinne has a modern and American design. 
• The brand Forestinne has not a strong regional identity. 

Oster • Local identity 
• Brewery named after the village. Also, an allusion to the pure 

water used to brew their beer. 
• Created a pub that became a social place for people to spend 

good time. 

Tits • Brand with fun personality and legitimate the brand through 

giving part of benefits to associations. 
• Importance of the uniqueness of the glasses. One is made in the 

shape of a man’s upper body and the other of a woman. 
• Made a limited 75cl edition of the woman glass.  
• Make branded boxes to differentiate at the wholesaler’s place. 

Vapeur ● Last steam powered brewery in the world 
● Importance of tradition, e.g. the beer Saison de Pipaix is the 

original recipe. 
● Most of the labels are drawn by a Belgian cartoonist, using a 

humorous tone. 
 

Concerning the symbolic value of the brands as described by Bhat & Reddy, (1998), it was seen 

that while the local identity or the cultural heritage played a role for the observed breweries, it 

appeared that their branding is done on more than this. For instance, most of the time, a fun universe 

was present around their beer. Which is interesting as literature on microbrewery usually stresses 

that the USP mainly comes from the natural and cultural heritage as well as the local identity 

(Danson, Galloway, Cabras, & Beatty, 2015; Lamertz, Foster, Coraiola, & Kroezen, 2016; Schnell 

& Reese, 2003), however other branding components seemed to be relevant for some of the 
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breweries observed. For instance, the brand Sainte Nitouche from La Croix does not play in itself 

on a local identity, it rather is using irony as a reference to the fact that their triple has a high 

drinkability, but that people ought to be careful as it has strong ABV. Other example is Tits, who 

does not really use a local identity in their branding but rather built it around the fact that part of 

their benefits goes to research to fight breast cancer and they designed a whole funny universe 

around that. This is giving them a unique symbolic value. Moreover, it is argued that companies 

leveraging on identity-based appeal (relative to microbreweries e.g. small scale) are likely to fall 

into a paradox in which successful growth will impair their assertion of authenticity claims which 

may induce sanctions from some consumers (Verhaal, Hoskins, & Lundmark, 2017). Hence, by 

creating a branding that is not solely entitled to be a local microbrewery, the breweries might reduce 

this paradox. For instance, this may partially explain why Ebly was able to become a relevant brand 

in whole Belgium so fast, not solely relying on their region anymore.  Moreover, the fact that the 

brewers developed these symbolic values in addition to their focus on product attributes is 

important, indeed, (de Chernatony, Harris, & Dall'Olmo Riley, 2000) argues that symbolic values 

are more advisable as a form of differentiation than functional values. Hereby, the breweries 

developed stronger differentiation factors. Which could play a key role to understand how the 

breweries are able to develop, as it allows them to deliver more added value to the consumer than 

if their sole focus was on the product itself. Indeed, an issue for some brewers is that they are able 

to produce good beers but struggle to sell it, see for instance (Duarte Alonso, Bressan, & Sakellarios, 

2016). Thus, the cases here could highlight the importance of symbolic values in the development 

of niche organizations. For instance, the symbolic value of Oster comes mostly from the fact that 

they are alluding to their village and for the social life that they create through their brewpub and 

restaurant. Hereby, it is limited to a small geographic area, as someone who does not know the 

village will relate to it. Thus, the fact that they focus to small quantities, mostly sold at their brewery 

make sense as it is where the symbolic value is understood by the consumer and it is arguable that, 

in the current state, it may be complicated to sell the beer further. 

Then, the glass seemed to be an important part of the branding, indeed there is a strong culture in 

Belgium that a beer needs to be drunk in a decorated glass that is designed in a shape that is 

highlighting some characteristics of the beer and the proper amount of foam (Swinnen & Briski, 

2017). Hence, an approach like La Croix, to focus a lot on the glasses and to come up with 5 

different glasses for different usage makes a lot of sense as it is part of the local culture. 

Interestingly, four of their glasses were designed more based on functional values, as they were 

made to be convenient to use, and in accordance with the type of beer used. Then, the three-liter 

edition is more focused on symbolic value as it is appealing towards emotional value and possess 

high symbolic benefits. Moreover, it was observed in the case of Tits and Ebly that the glass was 

one of the main differentiation factors. Indeed, they both used unusual shape that relates to the 

universe of the brand, hereby giving them unique added value. In addition, some of the brewers 

made limited edition of their glass: either bigger edition of their regular glass or special editions 

related to certain events such as the football world championship. The following allows to associate 

the brand with the events, hence strengthening their identity. One example was the case of La-

Croix when they did special editions for the 2016 European Football Championship, designing the 

label in the color of the country, thus associating the brand with Belgium. Ebly also said that from 

this year, they started to sell yearly limited collector edition of their beer. This increases the 

symbolic value of the product Bhat & Reddy, (1998), hence increasing its added value and making 

the product more exclusive. Hereby the glass was seen as having both functional and symbolic 

value, which overall may positively influence the success of the microbrewery by providing 

valuable added value to the consumers. 
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5.2 – Consumer 
 

La Croix • Considered as brand ambassadors. 

• Brew beers for various associations. 

Ebly • The inhabitants of Ebly tested prototypes of two beers first. 

Oster • The brewery creates social life in the village through their 

brewpub. 

Tits • The brewery is close to their community. 

Vapeur • The brewery is part of the history of the village. 
 

The relation between company and consumer are narrow and deep in the cases showed here, as the 

microbrewers are focused to conquer first their own region. In the case of La Croix, they consider 

their consumers their ambassadors, the word-of-month from their community is fundamental. One 

example for Ebly, which was the “bigger” brewer studied, was that they used their consumers to 

select between different prototypes of their first two beers, showing to the community the 

importance of their opinion for the company. For the other cases, they are intrinsic in the 

community and their villages, for example, Oster built their own pub and create their own space to 

host their consumers.  

As the budget from these companies are low, they cannot allocate much money into consumer 

relationship – referring to promotion or fidelity programs – hereby, the way found here is to seek 

for interaction with the consumers, hereby allowing for instance to gather consumers feedback on 

their products (as taste or flavor) or to improve product knowledge. This strategy creates an added 

value for the consumers, as it creates a positive image with the target which is likely to improve 

the brand equity. This is important for such organization as high brand equity has numerous 

advantages for organization such as facilitating extensions or creating barriers to competitive entry 

(Lassar, Mittal, & Sharma, 1995; Farquhar, 1989). The latest ought to be crucial for niche 

organizations as they need to protect themselves from competitions (Schüßler, 2009). 

 

5.3 – Coopetition  
 

La Croix • Exchange of machines  
• Brewer fix other’s machine 
• Shared purchase for smaller brewers but with high 

conditions 
• Make infrastructure available for young brewer to brew 

their own beer 
• Help each other when facing difficulties 
• Exchange of information 

Ebly • Cost sharing at international trade fair 
• Exchange of information 
• Production made at another brewery to extend the 

infrastructure 
• Brasserie des Légendes invested in them 

Oster • Supply bought through another brewery 
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• Exchange of information 

Tits • Exchange of information 

• Contract brewing at a famous Belgian brewery 

• Exchange of client list 

• Produces using another brewer’s infrastructure 

• Tried to share the distribution with others 

Vapeur • At founding, other brewers gave equipment and 

teaching 

• Exchange of information 

 

As viewed in the literature, a firm’s with market-orientation is related to its marketing intelligence, 

and current and future customers’ needs (Kohli & Jaworski, 1990). 

In all the cases presented, the microbrewers, to maintain their strength, have an exchange of 

information about the market, raw materials, and consumers. Showing that, the coopetition between 

them creates a strong partnership and help to ensure the stability of the niche organization. 

In some cases, brewers shared their equipment, and discussed about their processes together. For 

instance, Vapeur received assistance from other brewers in their early stage such as receiving 

equipment and orientation about the process. Meanwhile, Oster planned to buy their supplies in 

partnership with the owner former employer, because with a large purchase the price of raw 

material decreases, and the brewer could be more profitable. Such type of cooperation were also 

partially mentioned in  research from Mathias, Huyghe, Frid, & Galloway, (2018) on coopetition 

between craft-brewers in the US, as well as in a study of small and medium craft breweries from 

Germany, Liechtenstein and Austria from (Kraus, Klimas, Gast, & Stephan, 2019). 

In addition, none of the brewery mentioned a partnership to develop and market a beer together 

with another brewery. Indeed, while La-Croix brew together with the young brewers, the focus is 

however to help newcomers to start their brewery, not to market it together. Nonetheless, this 

differs with some of the finding from (Kraus, Klimas, Gast, & Stephan, 2019). Indeed, they found 

out collaborative brew practices in their research. 

Throughout the cases, it was witnessed that a sense of fellowship was present, meaning that they 

did not really considered other small craft breweries as competitors, this was also found by Kraus 

et al. (2019). To them, the real threat were big brewers, as was often mentioned in the literature 

(Garavaglia & Swinnen, 2018; van Dijk, Kroezen & Slob, 2018). This reflects the chore idea of 

resource partitioning that small firms appear on some segments due to the concentration on the 

mass market and that this movement resemble a social movement, hence specialist firms are not 

really a threat to other specialists (Carroll, Dobrev & Swaminathan, 2002; Swaminathan, 2001). 

 

5.4 – Distribution and sales 
 

La 

Croix 
• Focus on sales 20 km around the brewery. 
• Sales outside this area is extra made and possible by 

ambassadors. 
• Lost four of six references as local product in a supermarket 

chain. 
• Kits purchased as a gift 

Ebly • Sell in whole Belgium. 
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• Emphasize the importance of pubs and restaurants for the 

brewery. 
• Sell kits in Supermarkets. 
• Sell merchandising on their website. 
• Canvassing is used to extend their selling points. 
• International sales: mainly focus on France, Luxemburg and the 

Netherlands. 

Oster • Do not canvass to find new selling points they have always 

been contacted. 
• Selling points are mainly in the region. 
• Main selling point is their brewpub and restaurant. 

Tits • Mainly sell in their region. 
• Have a good client in another region of Belgium. 
• At first asked people they knew to find selling points 

(restaurants, pubs, …) 
• Witness a huge variation of demand depending the period. 
• Clients are mainly found through canvassing. 
• Problem that wholesalers purchase in big quantity, take long 

time for ROI. 
• Kits purchased as a gift. 
• Voiced high difference of sales each month (up to factor 10). 

Vapeur • At first, they used the clients list from previous owner. 
• Sales mainly done internationally through contractors. 
• Wants to switch focus to the region. 
• Canvassing to sell in Supermarkets from the region, eased as 

the brewery has a good notoriety. 

 

To identify how and where to commercialize their products, microbrewers need to understand more 

about the market that they are dealing with, because of how market segmentation can influence in 

further decisions about the distribution and sales of the brewers’ products.  

As Bennett (1995, pp. 165-6) concludes, market segmentation is the "process of subdividing a 

market into distinct subsets of consumers that behave in the same way or have similar needs". Also, 

Kotler and Keller (2006) corroborate saying that segmentation is seems to have three-part process: 

market segmentation, market targeting, and market positioning.  

Almost all the brewers described here shows a similarity in the market positioning: they look into 

their close surrounding first, and then extending mostly to their region by supplying their products 

to regional wholesalers and pubs. Indeed, beers are heavy, and thus expensive to store and transport 

(Howard, 2014), hereby the microbreweries diminish this problem by producing less volume and 

focus on a close area, which reduces transportation costs. Ebly is the only one that works differently 

now, as they have a bigger production and cover the completely Belgian market while also selling 

internationally. 

It is interesting to note that on the Belgian market, microbrewers need to be aware of the unfairness 

and relative control of big brands on the market. For instance, it was witnessed that supermarkets 

were saturated with kits from big brewers making it impossible for microbreweries to get shelves 

space. In addition, in the case of La Croix, they lost some reference as local product in these 
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supermarkets to be replace by less regional products. This reveals the difficulties that microbrewers 

have to disseminate their products out of their regions and in the marketspace occupied by the mass 

segment as conveyed in resource partitioning literature (see for instance Carroll & Swaminathan, 

1992). Due to these difficulties to position their products in traditional establishments, 

microbrewers found alternative ways to sell their products. As examples, La Croix had 

“ambassadors” selling their beers further than just their region, and Oster built their own 

pub/restaurant. It must also be considered that microbreweries have to pass through wholesalers to 

sell to pubs and restaurant. Another important point to gain access to distributor seemed to be the 

reputation. For instance, Vapeur said it was easy for them because once they canvass selling points 

they get immediately recognized. On the other hand, Tits who started from scratches said it took 

time at first, and foremost the luck to have two wholesalers from their hometown agreeing to take 

their product, while nowadays, as they are starting to gain a reputation, they have people asking for 

the possibility to distribute their beers. 

Finally, Belgian beers are said to export well thanks to a synergy with Ab-InBev who is said not to 

compete on the international market (Swinnen & Briski, 2017) as could be hint from the statistics 

from Belgian Brewers (2017) by outlining a tremendous growth of exports. However, it was not a 

focus for the researched microbreweries. Indeed, Ebly has trouble to do that saying that the network 

is complex; Vapeur also explained it was getting harder to do this for them due to the rising 

competitive pressure in the foreign markets; and La Croix is doing it occasionally through 

ambassador in order to respect their philosophy as well as because they see it too costly to advertise 

effectively in a wider area. 

 

5.5 – Experience/ Entrepreneurship 
 

La 

Croix 
• Brewer worked before as mechanic at a big brewery, then 

started to brew in his own garage 
• CEO had already administered a company before plus is 

involved in many entrepreneurial projects 

Ebly • CEO took classes to learn brewing, and worked in another 

brewery before 

Oster • Both worked in another brewery before. One as brewer and the 

other in the administration 

Tits • Young people coming out from studies, learnt by doing. 

However, none had previous experience in entrepreneurship nor 

brewing industry 

Vapeur • Owner was involved in small trade of beer. 
• Amateur brewer then learnt in detail when acquired the 

brewery. 
• History teacher. 

 

Departing from what the literature conveys about entrepreneurship, that is outlining it as the 

“process of creating something new and assuming the risk and rewards” (Hisrich & Peters, 2002). 

Moreover, it is important to examine the entrepreneur’s intention to move forward, to launch 

something new, as the intentions are a key for the entrepreneurship activity development and the 

capability of an actual entrepreneur (Mohd Rosli, 2013). Hereafter, the entrepreneur background 
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also needs to be considered into this process. Here, most of the cases revealed here shows how 

literature is correct about intentions and the importance of the background, indeed, La Croix, Ebly, 

Oster, and Vapeur had preview experience with beer and how to produce and commercialize it. 

The only different case is Tits as the owners went directly from the university to become 

entrepreneurs, where none had previous experience with brewing or with entrepreneurship. These 

characteristics can be related with entrepreneurial marketing as the literature describe as a 

marketing process where firms seek for opportunities in uncertain market and with strict resources 

(Becherer, Haynes, & Fletcher, 2006; Collison & Shaw, 2001; Hills, 1987; Omura, Calantone, & 

Schmidt, 1993), hereafter although their experience in the industry was small, they still seized the 

opportunity.  

 

5.6 – Production 
 

La 

Croix 
• Brewer make some tries on a 20l brewing kit, then they try the 

prototypes together. 

• 900 hl per year, and brew 6 different beers. 
• Importance of quality and uniqueness of their beer. 
• Developing an alcohol made from their beer. 

Ebly • Products are developed internally. 
• Do not want to add sugar or artificial aromas into their beers.  
• The recipe of « La Corne aux fruits » was modified by adding 

more fruits and stevia because of the demand. 
• 5500 hl per year, and brew 5 different beers in their range La 

Corne plus 2 with their range “Forestinne” (soon 3) 
• Their range “La Corne” requires lots of raw material to be 

produced, and hence is more expensive while their new range 

“La Forestinne” is lighter, and thus cheaper  
• Importance of quality and uniqueness of their beer. 
• Developing a liquor made from their beer. 

Oster • The brewers want to create products that are missing in the 

market and that they enjoy drinking. 

• Developed the recipe internally,  
• 300hl per year, and brew 3 different beers 
• Emphasize the importance of producing constant quality. 

Tits • Brew between them to develop new recipes, when they like it, 

they make others taste it 
• Importance of quality and taste of their beer. 
• 360 hl per year, and brew 3 different beers. 

Vapeur • Look at general trends to develop new beer. 
• Takes time to produce the beer.  
• Saison de Pipaix uses an old recipe. 
• Use aroma/ extra ingredients to highlight the taste as it is the 

tradition in Belgium. 
• 500hl per year, and brew mainly 3 different beers. 
• Importance of quality and uniqueness of their beer. 
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The microbreweries emphasized the importance of quality as a critical factor for their success, in 

particular the taste and the uniqueness of the beer. They produced in smaller quantities but with 

higher margin than mass producer, with. Ebly who produced more than the others with 5500 hl per 

year. This argue in favor of Wells (2016), who claimed that the value creation for microbrewers 

comes from variety proposition, locality and quality which is in this case seen as they brew lower 

volume but with higher margin thanks to focus on good and unique taste as opposed to 

multinational brewers who seek consistent product at higher volume but lower margin. 

Interestingly, Oster also spoke of the importance of having constant product quality, which 

interestingly may be something that is more emphasized by bigger brewers according to Wells 

(2016). Moreover, this emphasis on quality as well as the search for uniqueness made by the 

brewers balance in favor of the claim that microbrewers needs to compete on quality and diversity 

as opposed to look for economies of scales and standardization to develop competitive advantages 

(Danson, Galloway, Cabras, & Beatty, 2015). 

In addition, the products were always said to be a big reason for their success, the owner of Vapeur 

even claimed that basically people did not care so much about the history of his brewery and how 

he produces the beer, what is important for the people is the beer in overall. Moreover, the owner 

of tits brewery said that while the overall branding of the beer helps for the first purchase, the 

quality of the beer is according to them the main reason why people keep buying it. This may 

highlight importance of the functional value of the beer (Park, Jaworski, & MacInnis, 1986; Travis, 

2000), especially on the long-term as Belgian consumers can choose from a large range of different 

beers and brands.  Another argument in favor of this is that when looking at other countries, the 

craft beer revolution appeared foremost because people were tired to only be able to drink pilsner. 

However, as explain in section 4.1.3,  there has somehow always been certain variety in Belgium 

and it is assumed that there between 1500 to 2500 different Belgian beer (Poelmans & Rousseau, 

2017), hence the brewer also need to focus on differentiation by make unique product, indeed all 

brewers said they always try to find original recipe (for instance using new ingredients or different 

techniques) to make their beer. One example is Ebly, they brew their beer without adding sugar 

that is not so common in Belgium especially for a triple and a raspberry beer. Meanwhile, Oster 

uses hops traditionally used in Austria for one of their beer. This uniqueness may depend on the 

country it originates, as IPA or a dark beer is less common in Belgium while adding sugar is 

frequent for certain types of beer, this may be different in other countries as also argued by 

(Garavaglia & Swinnen, 2018). This hassle of specialization and product knowledge is said to be 

fundamental for niche marketing firms (Toften & Hammervoll, 2013) was highlighted through the 

ability of the breweries to generate unique and differentiated products. 

Moreover, (Toften & Hammervoll, 2013) argues that dynamic capabilities are important for niche 

organizations. Such dynamic capabilities have been seen throughout the cases. Indeed, in some 

cases, the brewers developed seasonal products, such as Christmas beer to be consumed during 

winter and white beer or fruit beer more suitable for the summer. Moreover, it was witnessed that 

two breweries were developing distilled alcohol which is a totally different process than fermented 

alcohol. This shows that the microbreweries are able to adapt fast to a dynamic environment to 

better answer the changing consumers’ needs. 

Finally, concerning the packaging used, the brewers mostly used bottles, while casks were used to 

supply pubs or event-organizer that need higher volume. Interestingly, they never packaged in cans, 

although it would be cheaper and done by some craft brewer did for instance in the US (Howard, 

2014). Danson, Galloway, Cabras, & Beatty (2015) in their study of microbrewery in the UK also 

did not mentioned cans, but rather the use of casks or bottle. 

 



49 
 

5.7 –Promotion 

 

La 

Croix 

● Participation at trade fair and events 
● Organization of an event each year to celebrate the brewery, 

which benefits goes to associations. 
● Brewery visits 
● Social media. E.G. prize-winning contest 
● WoM and media talking about them 
● Price promotion plus giving away glasses (including the 3l 

edition) to good clients 
● Collaboration with small communication agency to help their 

client’s actions. 
● Won awards for two of their beers to increase their reputation 

Ebly • Yearly festival Les Corneries organized by the brewery 
• Social media 
• WoM and media talking about them 
• Merchandising 
• Participation at events, beer contests and trade fairs (National 

and International) 
• Prices promotion plus giving away glasses to good clients 
• Promotional tools to use at pubs and retailers 
• Information on food-pairing, plus promote usage of their beers 

in recipes 

Oster • Social media 
• WoM 
• Brewpub and restaurant, as well as mentioned in a tourist guide. 
• Merchandising 

Tits ● Participation at trade fair and events 
● Tits brewery’s anniversary event 
● Social media e.g. plant your hops campaign. 
● WoM and media talking about them 
● Giving away glasses to good clients 

Vapeur ● Before, the owner did lectures that afterwards promoted the 

brewery. 
● Attendance at trade fairs. 
● Nowadays, promotion is based on the existing reputation of the 

brewery. 
● WoM 
● Media and authors talking about the brewery 
● Usage of Social media 

● Brewery visits 
● Merchandising 

 

The breweries have scarce resources, hence they cannot afford to promote their brewery and brands 

through traditional channels, such as television, as it is too expensive for small structures that do 
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not benefits from economies of scale as explained in Carroll, Dobrev & Swaminathan, 2002; 

Howard, (2014). The main mean of promotion of the researched microbreweries is through close 

contacts with the consumers and WoM. First, an important way to promote their beers was to attend 

events and trade shows, this was said by Ebly as even more important for international sales. Such 

events allow to have direct contacts with existing and potential consumers, moreover these events 

allow contacts with other brewers as well with other actors such as wholesalers. Spontaneous media 

coverage was also witnessed, that is local press and television talked about the microbreweries 

without the latest paying for it. Then, microbreweries use social media, because it is a less 

expensive way to communicate than other traditional channels (Kirtis & Karahan, 2011). The 

literature also argues that investments in social media allows the company to understand the 

behavior of the consumers as well as to nurture brand loyalty (Schivinski & Dabrowski, 

2016).  Hereby, it allows brewery to create a relationship with their community, opening a direct 

channel with their consumers and an opportunity to create specific campaigns and promotions. For 

example, Tits used their consumer online base to ask if some of their fans on Facebook would like 

to plant hops in the brewery garden, as afterwards, the brewery would use to produce a beer that 

would exclusively be taste by the participant. Through this, it allowed them to have direct contacts 

with the participants, in addition the brewery only asked to pay the buying price of the hops seed, 

hence it was beneficial for the participant as they now got the beer for free and still have the hops 

plant in the brewery garden. Hence this kind of action is likely to strengthen brand equity as 

Kamakura and Russel (1991) argues that it happens when consumers associate positively a brand 

in their memory, which is likely to be the cases with such experience. Therefore, these kinds of 

activities are important for the brewery as it is said that a positive association translates into an 

increase loyalty from the consumer as well as a readiness to pay premium price for the brand, as 

argued by Lassar, Mittal, Sharma (1995). Also, it facilitates the brewery’s gathering of consumer 

feedback, as they have direct contact with them.  

Another tool used by the breweries were promotional kits, which enhanced the purchase of their 

product as a gift, allowing the brewery to sell more products at once, and it could also be a way to 

make people discover their products. In the totality of cases studied a promotional kit are marketed, 

with special glasses and special beers. Selling merchandising such as branded bottle-opener or t-

shirt was also a common practice. It was seen as a way to gather money and also as a good way to 

stimulate WoM, especially in the case of Vapeur who sold t-shirts only to people that visit and 

make the tour in the brewery.  

Then, Ebly, La Croix and on a smaller scale Tits also developed promotions for their clients, such 

as price promotions or giving away glasses to good clients. On one hand, Ebly also developed 

promotional tools to be used by their clients such as flyers or coasters and promotes food pairing 

as well as the use of their beer as ingredient for restaurants. On the other hand, La Croix has a 

partnership with a local communication agency to help some of their clients’ promotional actions 

or to give the mean to make it known that the client sells their beers.  

Finally, all the breweries place emphasis on fostering close and long term-relations with their 

consumers, their clients and their suppliers, which is argued to be a critical aspect for niche 

marketing firms (Toften & Hammervoll, 2013). In addition, relationship between brewers were 

witnessed in all cases, and sometimes were critical for the functioning of the brewery itself. For 

instance, Oster gets their supply through another brewery, hence it may be that microbreweries 

should also focus on building close relationship with their peers. Another example was Ebly who 

has a production agreement with another brewer.  

Hence, the way they promote could highlight that personal contact is important for microbreweries 

who are looking for interactive/WoM marketing method to promote their product and organization, 
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confirming the argument from Stokes (2000) on entrepreneurial marketing, in particular on the 

marketing method used by entrepreneurs. It also argues in favor that due to scarce resources, these 

microbreweries need to find alternate and low-cost marketing methods as also argued by 

Garavaglia & Swinnen (2018) showing that the microbreweries need to be creative in their 

promotion as they do not have the finance to spend huge amount of money, especially in the case 

of Tits, Vapeur and Oster. This issue of financing proper marketing method was also established 

by Duarte Alonso, Bressan, & Sakellarios (2016) research that tried to understand strengths, 

weakness, threats and opportunities of micro and small breweries in Spain, UK and Italy. 

 

5.8 – Purpose/Objective  
 

La 

Croix 

● Staying as a family business,  

● Regional focused 
● Equipment were made to allow grow (possibility to extend 

production up to 4000hl per year). 
● Not planning to invest the few next years to “digest” previous 

spending’s. 

● For the two first beers, a small market research was done to fix 

prices a slightly higher. 

Ebly ● At first motivated by passion, success pushed the owner to seek 

growth.  
● Wants to grow, hereby extending both Belgian and international 

sales. 

● Wants to become sustainable, hence the purchased of the Brand 

Forestine. 

● Strong use of sales force compared to the other cases. 
● Intend to raise awareness of the brewery through promoting it 

through their two brands. 

Oster ● Want to remain small, brewing the same volumes every year. 
● “Diversification” of products through their restaurant and 

brewpub. 

Tits ● Motivated by passion and the fact that what they are doing is 

helping a good cause. 

● Small scale. 
● Invested the remaining of their benefits into promotion tools for 

fair and events.   

Vapeur ● Purpose was to save the brewery from extinction. 

● Small Scale. 

● “Economuseum”: selling beer to collect money to be able to keep 

this historical heritage to keep living. 
● Wants to shift from international sales to sales in the region. 
● Wants to register the brewery as historical place to protect it. 

 

The dominance of the center of the market by the large producers creates space for small specialist 

organizations that embrace peripheral regions (McKendrick & Hannan, 2014). Using the available 

space as leverage to build up new brands with special products, small companies concentrate their 
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efforts towards regional consumers. This phenomenon is described by the resource partitioning 

theory as first developed by Carroll (1985) and can be seen on the beer industry (Carroll, Dobrev 

& Swaminathan, 2002; Danson, Galloway, Cabras, & Beatty, 2015; Poelmans & Swinnen, 2018).  

As the great part of the market is concentrated with few companies dominating the market, opening 

space for microbrewers to explore the peripheral space (Garavaglia & Swinnen, 2018). Part of the 

strategy of a specialist company pass through understanding the market and seizing the opportunity 

that the situation creates, as Sahlman & Stevenson (1991) and Shane & Venkataraman (2000) 

corroborate. This was also highlighted in this study; indeed, opportunity was of importance in the 

cases studied. This was especially emphasized in Tits and Vapeur cases: the latter bought the 

brewery when it was on the verge of disappearing while the former got created because someone 

offered to buy high quantity of the beer that they were brewing as amateurs. Thus, highlighting the 

importance of opportunity to create the brewery, which goes in favor of the argument that 

entrepreneurs are those that identify and seize opportunities (Sahlman & Stevenson, 1991). Another 

argument in favor of this is the way the Ebly brewery developed through time and how the owner 

changed his orientation to focus more on growth, following the success the brand received at 

different contest, as well, as thanks to the lawsuit made by Bosteels brewery which boosted the 

brand awareness. Moreover, when a company creates products/services with emphasis on a 

particular need, or a segment, it is possible to affirm that company are oriented to a niche marketing 

(Teplensky, Kimberly, Hillman, & Schwartz, 1993), which was the case here. In addition, Schüßler 

(2009) argues that the creation of protective barrier is crucial for niche firms in order to survive. 

This was seen through the cases on several occasions. First, by focusing on small-scale production 

and local sales, the microbreweries were able to reduce risks and costs while allowing them to have 

relevance as a local product. Then, it was witnessed that the breweries had to find alternative ways 

to sale their beers, as some of the channels were inaccessible due to the competitive pressure of 

MNC and big brewers. One example was sales at supermarket, big chains were difficult to access, 

because of the restrictions imposed from big brewers, and the situation was said to become even 

more challenging by La Croix. Indeed, first, their sales of kits during the Christmas period 

diminished because they could not get sufficient market space due to high presence of bigger 

brewers. Moreover, they lost many references in supermarket as a regional product especially their 

seasonal products and were replaced by bigger players’ products. A second example, seen through 

Oster, was that they were trying to diversify the brewery by creating a side activity. Hence, 

attracting people directly to the brewery as they built a brewpub and restaurant, while organizing 

concerts and parties. While, this allows the brewery to sell their own beer at pub price, achieving 

higher selling margins, it also helps the brewery to reduce the threat of mass producers and the risk 

of being blocked from distributing the product due to action made to block access to wholesalers 

or supermarkets. In addition, the microbreweries fostered close relationship with consumers, which 

is a protective barrier as well, as argued by (Toften & Hammervoll, 2013). However, protective 

barriers may get less clear in the case of Ebly who aims at growing both internationally and 

nationally at the same time, hence they seem to aim at broader segments than what is usually 

advised for niche organization (Hammermesh, Anderson, & Harris, 1978).  

 

Making a comparison from the cases and literature, a parallel can be created about the relevance of 

entrepreneurial marketing and niche marketing to explain the microbreweries’ strategy. As Stokes 

(2000) reveals, one of the big differences between traditional and entrepreneurial marketing, is 

when the former uses bottom-up segmentation as strategy to format their target market. As the 

brewers first try samples of one or two beers and if they have acceptance from the consumer, they 

may extend their range. It could be argued that by creating a wide range of beer, they may increase 
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their consumer range as it is safe to assume that the more types of different beer they produce, the 

more they are likely to touch a larger consumer base, as they will offer beers with different taste 

and ABV. This can be seen through Ebly brewery, they are now trying to reach a wide range of 

consumer and produce now seven different beers, as they started by producing beers with strong 

taste. In 2019, they have acquired beers with softer taste, especially through their second brand and 

in addition, their fruit beer had been the recipe modified to taste more raspberry to accommodate 

with the demand. 

The way the microbrewers collect information is informal, as they do not have resources to provide 

a complete research in field. Their main source of information comes from discussions with other 

brewers, mainly at events and trade fairs. One exception was the La-Croix, as they did a price 

analysis to set their price when they were in their starting phase. Interestingly, Linneman & Stanton 

(1991) argues that market research is essential part of the strategy for niche organization, which at 

first sight was not emphasized by the microbrewers. However, as they are in close contacts with 

their consumers and other brewers, they still are able to collect information naturally, hereby 

explaining why the term market research was not often mentioned during our interviews. 

While the breweries analyzed followed essential elements from the niche marketing literature, 

among others positioning, product innovation and creative marketing strategists (Dalgic & Leeuw, 

1994; Weinstein, 1994) as explained above, the authors however found certain aspect may be 

subject to difference from the literature. Indeed, Dalgic & Leeuw (1994) argues that profitability 

is crucial for a successful niche marketing strategy. However, two of the breweries (Tits and Vapeur) 

confessed their profitability to be marginally low. Moreover, it was not clear whether premium 

price where set in every case or not, as no in-depth studies have been made on the pricing of beers 

in Belgium. 

 

5.9 – Supplier 
 

La 

Croix 

● Long-term relation focus. 
● Quality-price ratio and seriousness are important criteria. 

● Prefer to work with local suppliers. 

Ebly ● Importance of finding local suppliers. E.g. wooden part of the 

glass supplied by a penitentiary.  
● Suppliers mostly found through their network. 

● Try and error method used to find new suppliers. 

Oster ● Found through their network. 

Tits ● Price quality ratio are important. 
● Use local ingredients when possible. 

● Changed where they make production, to increase the quality 

of it, but it raised the costs. 
● Glass are manufactured in China to reduce the price 

Vapeur ● Important to find local/Belgian ingredients. 
● Partnership with local food producers in their events 

 

Comparing the information gathered with the interviews, the way the companies look and create 

relationship with suppliers are similar, first they give preference for local producers and in second 

a quality-price ratio, as they don’t have a huge margin to explore.  As the literature define Niche 

Marketing as a tool used to “find small groups of consumers that can be served within a segment.” 
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(Michaelson, 1988, pp. 20). In the cases explored in this thesis the brewers do what literature says, 

finding this small group in their own community and exploit them. This statement shows the 

importance of the region where the brewers are established and how the company look into it. 

Hereby, reinforcing the local market can give to the brewer a stronger and long relationship with 

the community and setting their products in the preference of the locals. One illustration was that 

Ebly and Vapeur breweries were using the Belgian hops label, which is a certificate attesting that 

at least 50% of the hops used is made in Belgium. However, it was also witnessed that the brewers 

made exceptions. For instance, Tits manufacture their glass in China because they believe 

manufacturing in Belgium or even in Europe would be too expensive for them. In addition, the 

brewers sometimes used non-Belgian hops in order to create specific beers. Another example is 

Oster that used Austrian hops, and in one case, Ebly used French hops. Hereby, except for Vapeur, 

it was seen that the local provenance was not always mandatory in profit of the price-quality ratio, 

which differs with Danson, Galloway, Cabras, & Beatty (2015) study of English microbreweries. 

Thereafter, suppliers are very important for the growth of the brewer, starting for the negotiation 

about price-ratio and about the quality of the product (such as hops or malt). It is also important 

create a long-term relationship with the suppliers (Toften & Hammervoll, 2013) to prevent from 

bad surprise such as the brewer getting delays or bad products. Indeed, in the case of Tits, they 

witnessed some issue with their Chinese manufacturer in the beginning, but they said that the 

situation improved as they got a better relationship with them. 

 

6 – DISCUSSION 
 

In this section, the authors wish to discuss several issues that arose during this study. First, the 

authors argue for a need of a standard to authenticate real microbreweries in Belgium. Indeed, as 

there is no clear definition from Belgian organizations and authority, anyone can claim to be a 

microbrewery as for instance there are no quantity threshold defined. Hence, it is left to a personal 

interpretation. Moreover, in Belgium, there is no obligation for contract brewer to mention the 

actual place where it was brewed. All of this could be seen as problematic both for consumer and 

for other brewers as well. Indeed, the consumer need to make lots of research to gather information 

on the beers to see who is really behind it which could sometimes be a tedious process, as he may 

not have all the information at hand when looking only at the labels. Then, as previously mentioned 

in Swinnen, & Briski (2017), the risk for the Belgian industry would be that some brewers focus 

on profit neglecting quality which in fine may harm the reputation of excellence that Belgian beers 

process. However, this good reputation was seen as the cornerstone of the international success 

that the Belgian sector witness (Swinnen, & Briski, 2017). Thus, it is important to keep a high 

industry standard. The authors nonetheless saw contract brewing of importance to reduce risk and 

cost during the early phase of the brewery, hence it should not always be seen negatively, especially 

if it is done in good faith and with sufficient product knowledge to introduce new taste on the 

market or simply for non-profit organizations, however, more control around it may be beneficial. 

Another interesting point was that most of the interviewed brewers saw the increasing number of 

brewers as a threat, as they expect an upcoming concentration. However, when comparing with 

other countries such as the Netherlands or the UK (Garavaglia and Swinnen, 2018), the number of 

breweries in Belgium are still low compared to before the previous concentration. Hence it was 

surprising to already see such fears. In parallel, a lot of cooperation between brewers was seen, 

such as La Croix helping new entrants, showing that they were not competitors, but partners. One 

more point that is of concern for the microbreweries was to see themselves excluded from 
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wholesalers and retailers due to the action of MNC brewers. Hereby, the microbrewers are mainly 

concerned by actions of MNC players and some bigger brewers trying to grow. This could pinpoint 

a dichotomy in which they see an increasing number of brewers as threat as the peripheral resource 

space may get less accessible by a number of new entrants and new products, as well as actions of 

bigger player to gain access to their resource space, but at the same time the breweries do not see 

their peers as competitors, as most of them cooperate with each other, seeing big player as the only 

threat. 

Then, as mentioned in the analysis, while the statistics show tremendous growth of exportation of 

Belgian beers, it was not the focus of the microbreweries studied. Indeed, only Ebly had goals to 

develop exportation, while Vapeur had the opposite approach as they aim at increasing presence in 

Belgium as it got significantly harder for them on foreign market. This may hint a change of the 

market. It is indeed obvious that the number of brewers increased all over the world, even if 

countries who traditionally did not have many breweries such as Italy (see for instance Brewers of 

Europe, 2018). Herby, there are more craft beer on the market which may make Belgian beers less 

relevant for consumers searching for alternatives from regular beers. In addition, this increase of 

competition might requires Belgian breweries to allocate more resource on these foreign markets. 

Indeed, the statistics from Belgian Brewers (2017) do not differentiate exportation by type of beer 

or size of the brewery. Hence, it is complicated to know precisely if other microbreweries also 

struggle to export. Another factor that may influence the situation, is that consumers are looking to 

buy local products, which thus increase the legitimacy of microbreweries selling only locally, 

inducing more relevance to focus on the surrounding instead of abroad. Microbrewers may also 

prefer to focus only on their close geographic location to forearm against the big brands, as they 

cannot compete with the leaders, they do not want to attract the attention to their local market. 

Because, with the center of the market concentrated in the hand of few companies, the peripheral 

space could become an opportunity to expansion for these big brands. 

 

 

7 – CONCLUSION 

 
In his famous writing on competitive strategy, Porter exemplified barrier entry using the beer 

industry, arguing that economies of scales in distribution, production and marketing coupled with 

product differentiation created high entry barrier (as mentioned in Carroll & Swaminathan (2000). 

However, nowadays, while the market is still dominated by a few major players, a tremendous 

increase of small brewers producing craft beers has been witnessed (Colen, & Swinnen, 2011; 

Espositi, Fastigi & Vigano, 2017; Poelmans & Swinnen, 2011).  

In 1985, Carroll developed the resource partitioning theory based on the American newspaper 

industry, the chore idea was that mass producers by trying to capture the biggest resource space 

possible by delivering standardized products, leave small resource space that can be exploited by 

specialist organizations. Carroll (1985) even concluded his article by pleading that an escalation of 

specialist firms was likely to happen in the US brewing industry. It is now undeniable that his claim 

was true, looking at the state of the industry right now. Hereafter, many researchers (among others: 

Garavaglia & Swinnen (2018); Poelmans & Swinnen (2011) Swaminathan (1998) van Dijk, 

Kroezen & Slob (2018) used his theory to explain this craft beer revolution that happened globally. 

In addition, his theory was further developed and extended to other industries such as the wine 

industry, auditing, and whisky (Carroll, Dobrev & Swaminathan, 2002; McKendrick & Hannan, 

2014; Swaminathan, 2001). However, while how the market function is well understood, few is 
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known on how these specialist organizations actually operates to overcome this concentration (see 

for instance: Danson et al. (2015); Duarte Alonso, Bressan & Sakellarios, (2016); Verhaal, Hoskins, 

& Lundmark, (2017)). Hereby, the authors came up with the following research question: “How 

do specialist firms develop in a concentrated industry?” by analyzing how microbreweries 

develop and operate on the Belgian market.  

Hereafter, the authors conducted a literature review which was at first composed of resource 

partitioning and niche marketing literature, and later branding as well as entrepreneurship literature 

were considered to complement the main literature. 

To answer the research question, the authors chose a cross-case study method; in particular five 

Belgian craft-breweries were analyzed using primary and secondary data. As the context was 

crucial to understand how the companies are operating, a description of the Belgian beer industry 

was also included in the empirical data. The main findings and implications of this research will 

be outlined in the next paragraphs. 

 

First, all breweries placed importance in the quality of their beer to explain their success, in 

particular, the emphasis was on the taste of the beer as well as to create something unique on the 

market. To achieve this a high product knowledge was necessary, as a matter of fact, except one, 

all brewers were somehow involved in the brewing sector before starting the microbrewery. The 

product development was approximately the same for each brewer: through trial and error based 

on the brewer’s intuition. In some cases, they developed their beer first internally before seeking 

consumer feedback. Then, it was witnessed that microbrewers cooperated a lot between each other, 

ranging from simple exchange of information to getting the supply through another brewer. 

Another finding was that the microbrewers sought personal interaction with their consumers, using 

social media and attending events and trade fair as well as trying to stimulate WoM.  Relationship 

with consumers was indeed deemed a crucial factor for the microbreweries, as classical advertising 

media such as television were too expensive for them, hereby, they needed to find alternatives as 

was argued by Garavaglia & Swinnen (2018). The most important factor to choose their supplier 

was quality-price ratio, the brewers tried when possible to buy locally but was not a golden rule for 

all microbreweries. A chore part of the resource partitioning theory is that specialists are able to 

develop by small market space left by the big companies dominating the mass segments (Carroll, 

Dobrev, & Swaminathan, 2002). Hence, microbreweries need to find alternative distribution 

channels (Danson, Galloway, Cabras, & Beatty, 2015). This was also highlighted by the findings 

of this research. One example was that supermarkets chains were difficult to access for 

microbreweries due to competition from bigger brewers, some microbrewers found a possibility to 

access them through action made by some of these chains to promote local products. Moreover, 

beside one case, the microbrewers were focusing on their close surrounding as they see a rising 

interest for local products, which makes it relevant for them to focus on local sales. Moreover, they 

would lack the resources to market their beers on wide scale, thus limiting the costs and risks, by 

taking this decision to produce in smaller scale and sell locally. However, the microbreweries 

studied developed other component to their identity than merely being local and being a 

microbrewery. Hereby, they managed their branding to deliver good functional value thanks to 

their product knowledge but also managed to create significant symbolic value for their consumer. 

The way the microbrewers were operating followed Stokes (200) practices of entrepreneurial 

marketing, arguing in favor of his argument that small firms see marketing in a different way than 

what is described in classical marketing literature. In addition, they followed on many points the 

description of niche marketing literature, such as Dalgic & Leeuw (1994), Michaelson (1988), 

Schüßler (2009), Toften & Hammervoll (2013), which shows that niche marketing could be used 
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to understand of specialist firms are working. Then, this research contributes to the understanding 

on how specialist firms are able to market their goods. The most interesting point was to find that 

the microbreweries had a branding that was including more than cultural heritage, local and 

specialist identity which differs with what could be found in the literature, see among others: 

Danson, Galloway, Cabras, & Beatty (2015); McKendrick & Hannan (2014); van Dijk, Kroezen, 

& Slob (2018). Hence, this study deepens the understanding on how specialist firms, in particular 

microbreweries are operating. Moreover, this research highlights the importance for specialist 

firms to seize opportunities as was previously argued by Sahlman & Stevenson (1991) and Shane 

& Venkataraman (2000). 

Throughout this study, the readers could gain a better understanding of the Belgian Market and 

why new entrants continue to arrive in this saturated market. For microbrewers the success is 

relative, not only related with profitability but also with their distinctive competences - as Vapeur 

being the only steam brewery or like Tits that rise the breast cancer flag in a humorous way -, or 

their adherence to the market, as all the cases studied here try to adapt their product for the desire 

of the consumer from the region that they are inserted. This goes straight with the essential elements 

of niche marketing defined by Dalgic and Leeuw (1994). Moreover, this study provide value for 

the literature by using niche marketing, branding, and entrepreneurial marketing to complement 

the literature on resource partitioning, as the latest has not yet enough emphasized how specialist 

firms works and overall contributing to the understanding of microbreweries and niche firms. Also, 

it opens a precedent for further researches with other countries or bigger companies, as each one 

has their specific characteristics and consumer preferences as will be explains in the next section.  

 

 

8 – FURTHER RESEARCH AND LIMITATIONS  
 

First, throughout this study, only the breweries were interviewed. However, other actors in the 

supply chain may have been able to provide other insights to better understand how the 

microbreweries’ network function.  Hence, further research could analyze the supply chains of the 

breweries following Danson, Galloway, Cabras, & Beatty (2015)’s research. In addition, it would 

be interesting to analyze the consumers’ point of view to compare if it is in line with practices of 

the microbrewers. For instance, Ebly tries to develop beer without adding sugar, however, it would 

be interesting to see if the consumers can actually taste the difference or if it is even important for 

them. Hence, further research could look at what influences the purchase of these microbrewers’ 

products. This could allow to understand which of the tangible or intangible characteristics that 

really matter for the consumer, as well as to see if the consumer’s motivation vary between first 

and repeated purchases. 

Moreover, this research considers five microbreweries from one country. Hereby, knowledge on 

how microbreweries operate could be deepen by analyzing other cases to compare with the results 

found in this study. In particular, it could be interesting to make a comparison with microbreweries 

from other countries to see if they work differently as shown in the Belgian market during this 

study. In particular, it could be done by comparing it either with another traditional beer-drinking 

country such as Germany, or with non-traditional beer-drinking country such as Italy or Sweden. 

Thus, further research could compare results from this research with breweries from other country 

to see if they operate in a similar way to strengthen our understanding how niche firms operate in 

a concentrated market. Another area linked to this would be to focus on craft brewery that are 

focusing only on internationalization to analyze if they operate differently which could complement 
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existing literature on internationalization. Further researcher could also make a comparison with 

bigger specialty brewers to analyze how their modus operandi differs from each other, especially 

with microbreweries. In addition, only one industry was considered, therefore, there is a need for 

further research to also analyze how specialist firms operate on other industries to confirm whether 

niche marketing fits as well to understand how specialist firms develop or not to contribute further 

to the resource partitioning literature. 

Then, to be consistent, the authors limited the number of theories that used to complement their 

literature review. Hereby, further research could explore the cases using different theories to gain 

deeper understanding. For instance, literature on social media, advertising or product development 

could also have complemented this study to understand different perspectives on how specialist 

organizations operate. 

Other limitations for this study were the following. To begin with, an absence of agreed definition 

of microbrewery, such as, from which volume threshold can a brewery no longer be considered as 

a microbrewery, which practices prevent a brewery to be considered as a microbrewery. Hereby, 

certain decisions such as to consider certain contract brewers as microbrewers, although based on 

Garavaglia & Swinnen (2018), could be subject to criticism. Then, an absence of recent statistics 

made it harder to comprehend the market as it is today. Indeed, when this thesis was written in May 

2019, the most recent publicly published annual report from the Belgian Brewers was for the year 

2017, hereby some recent trends that could have been helpful to understand the industry may not 

have been highlighted.   

Finally, the authors were not aware of the price elasticity of the Belgian consumers as well as the 

average margin for brewers depending on the type of beer produced. However, as in Belgium even 

bigger breweries produce specialty beers (for instance Duvel Moortgat, which has the third largest 

market share in Belgium, is focusing on specialty beers), it was therefore complicated to know for 

certain if the studied microbrewers’ products were more expensive than bigger producer or not, as 

well as to know if they had higher margins than these bigger producers. Hereby, further research 

could analyze the price elasticity of beers per type, and if the information can be found, to determine 

whether microbrewers in Belgium have superior margin per unit sold than big specialty brewers. 
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10 – APPENDIX 

 

Appendix 1: Questionnaire. 

 

1. When did you start your brewery? 

2. How many people are working with you, what are they doing? 

3. How many (and which kind) beers are you selling? 

4. Are you selling anything else than beer (e.g. glass, merchandising such as t-shirt, etc.)? 

5. Are you selling in cask – glass – cans (+which is the most important)? 

6. Approximately which quantity/volume are you selling? 

7. How is your business developing? what opportunity do you see to develop? what could 

be threatening your development? 
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8. When you started your brewery, were there competitions on the local scale? (other 

breweries in region/ village & the surrounding) 

9. Was it easy to find a market in that area? why?  

10. Why do your customers choose your beer and not others? 

11. What makes your brewery unique 

12. Was your previous job experience related to brewery/ entrepreneurship? if yes, how? 

13. What was your learning process to brew beer? 

14. Why did you create your brewery? 

15. What is the purpose of the brewery (money, passion, …)? 

16. On which aspects do you differentiate with the competition? 

17. Price, quality of the product, uniqueness of the process/taste, regional identity 

18. How do you promote your beer(s)? 

E.g. Trade fair – social media – contests – beer tourism – more classical advertising (tv, 

radio, newspaper (on the internet or the materialized ones))-Word of Mouth 

19. How do you develop your products? (e.g. with consumers, after a market research, self-

developed then saw people like it) 

20. Do you sell other products than beers, if so which and why did you decide to sell them?  

21. Did you already know people in the field before starting your brewery?  

22. How were your suppliers found? which criteria was determinant to select them? 

23. How is the relationship with them (just business, collaboration…)? 

24. Through which channel do you distribute your product (supermarkets/ retail/restaurant-

hotel/pubs, own sell) 

25. Which one is the most important 

26. How do you find distributors? 

27. How is the relationship with them (just business, collaboration…)? 

28. Where are they, did the geographical area developed through the years? 

29. Do you cooperate with other brewers?  if yes, how why? 
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