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This report looks at the following areas:

= Should big beer become more transparent?
= Should big beer target Millennials via the beer-food connection?
= Is beer’s demise as bad as it sounds?

Roughly half of adults drink beer, and this figure hasn’t changed much in five years. But since 2009
“big beer’s” giants, including Anheuser-Busch InBev and MillerCoors, have seen fortunes decline
further, especially with their core light and domestic beer business. While companies have exploited
their premium and craft beer offerings to some success, today’s consumers, especially Millennials, are
also gravitating toward wine and spirits.

Today’s beer consumers crave greater label transparency (ingredient disclosure), flavor/type innovation
beyond basic lager, and more resealable packaging options. The near-$100 billion beer market must
listen and adapt to slow declines or risk more of the same, or worse, in the next five years.

DID YOU KNOW?

more holistic view of this market

change due to currency fluctuations.

“While beer is still a significant part of consumers’
drinking repertoire, Big beer needs to embrace the full
food/drink expectations and behaviors of their key

Millennial audience..”
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Figure 57: Attributes that may increase domestic/imported beer usage, by area, September 2014
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Figure 74: Interest in types and packaging, by beer user behavior, September 2014
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Figure 99: Miller Lite usage or awareness, October 2014
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Figure 105: Heineken — Activities done — | have looked up/talked about this brand online on social media, by demographics, October
2014

Figure 106: Heineken — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
October 2014

Figure 107: Heineken — Activities done — | follow/like the brand on social media because, by demographics, October 2014
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Figure 111: Coors Light — Activities done — | have looked up/talked about this brand online on social media, by demographics, October
2014
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Figure 114: Miller Lite — Activities done — | have looked up/talked about this brand online on social media, by demographics, October

Ei%lu‘:e 115: Miller Lite — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,

gi;tt?r%e:rl.fg:ll‘\lllodelo Especial — Activities done — | have looked up/talked about this brand online on social media, by demographics,
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Key social media metrics
Figure 118: Key social media metrics, December 2014

Online conversations
Figure 119: Online mentions for select beer brands, by week, Dec. 22, 2013-Dec. 21, 2014
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