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Summary

Beer as a product category in Croatian and European retail is more and more 
complex. There are more and more suppliers that offer an increasing number of 
brands of beer and, within individual brands, they provide customers a growing 
selection of packaging, which means that the complexity of the definition of assort-
ment and pricing policies within this category becomes more and more complex. 
One of the most quoted definitions claim that category management is a process 
which treats product categories as business units that can be adjusted at the store in 
order to meet consumer needs. The majority of analysed theoretical sources agree 
that consumers and knowledge on their behaviour are the starting point of category 
management in retail. Another important issue in retail category adjustment is the 
application of the gender approach in analysis of habits, preferences and consumer 
buying behaviour. There is a scarcity of research papers dealing with particular re-
tail products categories at particular markets from the perspective of particular con-
sumer groups. Therefore, in the primary research we scrutinize purchasing habits of 
younger adult consumers as a specific retail consumer group and we are focusing on 
Croatian retail market within one particular product category. The aim of this paper 
is to highlight the main characteristics of females and males as younger adult retail 
consumers of beer in Croatia. The characteristics are described in absolute and rela-
tive frequencies and illustrated by histograms, while the difference between males 
and females are tested with Chi-squared test. The results given in this paper can be 
useful for category management of a beer as a retail product category and as the 
basis for the efficient adjustments of the specified retail category to young females 
and males. This is the research article.
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Consumers, Consumers’ Attitudes, Croatia.

JEL codes: L81, M31, M37

Introduction

The annual consumption of beer in 2014 is estimated at 369.576 million hectolitres in 
the European Union, according to the Association of European Brewery (Brewers of Europe 
2014). In 2014, 400.619 million hectolitres of beer were produced. Therefore, according to 
information on quantities, beer is the most consumed alcoholic beverage in Europe. On the 
territory of the European Union in 2014, there are 5.345 brewing companies of which 1.700 
operate in the UK. 
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The annual consumption of beer per person in Croatia is about 80 litres, and, according 
to the Group of manufacturers of beer, malt and hops in Croatian Chamber of Commerce, 
the average annual sales volume of beer on the Croatian market is around 3,5 million hecto-
litres. The overall turnover at retail prices in the retail and catering sector is between 5,5 and 
6 billion kunas, i.e. around 0,8 billion EUR (Ja Trgovac 2014). In a year 2015, in a brewing 
industry operated 39 businesses with 1.661 employees, while total income entrepreneurs 
in the production of beer in 2015 was 2,4 billions of kunas (i.e. EUR 0,32 billion) and it is 
increased 7,7% compared to the previous year (Poslovni dnevnik 2016). 

The beer production and distribution system in Croatia, in large part, is determined 
by seven industrial breweries (Mioč 2012): Zagrebacka pivovara, Karlovacka pivovara, 
Carlsberg Croatia, Osjecka pivovara, Daruvarska pivovara, Jadranska pivovara and BUP – 
Buzetska pivovara. Based on data collected from the Group of producers of beer, malt and 
hops (Croatian Chamber of Economy) the market leader is Zagrebacka pivovara with 40% 
marketshare, followed by Karlovacka pivovara (27%), third is Carlsberg Croatia (16%), 
while others holds less than 5% of marketshare.

If we consider that one industrial brewery produces on average 5 types of beer and drinks 
based on beer that are packed in different types of packaging, for the Croatian market, we 
can estimate that retailers are choosing among 140 different options in the selection and pro-
curement of beer from domestic industrial producers. If we add almost 80,000 purchase op-
tions of beer imported from major manufacturers within the EU market and various options 
available from microbreweries, we get extremely complex supply range for beer category 
managers in retail businesses. Therefore, we can sum up that the very purpose of the cat-
egory management within the beer category in retail companies is to bring the order suited 
to targeted customers out of chaos created by oversupply. 

In this paper, firstly, we will give a theoretical overview on role of consumer behaviour 
knowledge within category management in retail industry. Secondly, the results of primary 
research on younger consumers and their behaviour towards beer as a retail product category 
are discussed. Collected survey data is analysed from gender perspective in order to explain 
similarities and differences between males and females regarding beer as a retail product 
category.

Category management definition and the role of knowledge  
on consumers’ needs

The most commonly used definition of category management is the one that brings 
Nielsen (1992, p. 9): “category management is a process which treats product categories 
as business units that can be adjusted at the store in order to meet consumer needs”. On the 
other hand, product category is defined as the determined, measurable group of products or 
services that can be managed, and which consumers perceive as interrelated or interchange-
able in meeting their needs (Muller, Singh 2006). Product category can be measured, and 
products within a category are the same by functionality as their only choice depends on the 
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preferences of individual consumers. Regarding functionality, products are interchangeable 
within the category. Product categories can be controlled and for this reason the product 
categories are treated as strategic business units; for each category different strategies have 
to be formulated and applied (Madaan 2009). In addition, Basuroy et al. (2001) explain how 
implementation of category management principles can directly influence the profitability 
of a particular product category (in their study, they investigated laundry detergents as a spe-
cific retail category). 

A more complex definition states that category management is a practice of segment-
ing the main areas of organizational costs when purchasing products and services, in sepa-
rate groups of products and services in accordance with the function of these products or 
services, and most importantly, in accordance with the organization of individual markets 
(O’Brien, 2009). This definition of category management explains the whole process from 
procurement of products by placing the emphasis on costs, or monitoring costs related to 
a particular product group, but does not place emphasis on meeting the needs of consumers. 

Category management is a retail concept in which a wide range of products of specific 
retailers is divided into separate groups of similar or related products known as product 
categories (Chiplunkar 2011). According to Dussart (1998), there are two main strategic 
objectives of category management: (1) to define business units as the product category, 
in opposite to specific brands, and (2) to customize marketing as closely as possible to lo-
cal shopping patterns (taking into account that consumers make purchasing decision from 
among the range of products available within a given category).

Most authors agree that the category management is a process of managing product 
groups of similar or identical characteristics in accordance with the needs of consumers, with 
a minimum costs. According to AC Nielsen (2006) the most important phase in category 
management process is the estimation who are the consumers and what are their purchasing 
habits. If there is no interest to a particular product category, retailer will not take into con-
sideration the other perspectives.

Various empirical studies show the importance of optimizing the assortment, place on the 
shelves and shelf availability and this is done in accordance to purchasing habits of targeted 
consumer group. Desrochers and Nelson (2006) suggest that improvements through the use 
of consumer behaviour research can significantly improve category management and its in-
store implementation. 

O’Keeffe and Fearne (2002) on a basis of Waitrose in UK explain how retailer success-
fully implement category management where the starting point are needs of the consumer 
followed by organization of supplier network focused on cost reduction within product cat-
egories. On the basis of this case study, O’Keeffe and Fearne (2002) conclude that focusing 
on consumer needs in category management demands the shift in retailer-supplier relation-
ship and implementation of new performance measurement system. 

As in fast moving consumer goods (FCMG) product categories are different in many 
variables such as expiration dates, needed warehousing conditions, the very structure of 
the supply market relationships, packaging policies etc., and, moreover, product categories 
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are extremely different in consumer behaviour in pre-sales, sales and post-sales activities, 
surprisingly, there is a scarcity of research studies focusing on particular retail product cat-
egories. We can draw out one example; Mollà et al. (1998) deal with the wine as a complex 
category and explain modelling alternatives suitable to manage particular product category. 

Research Methodology and Sample

Numerous studies of consumer behaviour address young population as a specific con-
sumer group. For instance, Hafstorm et al (1992) research young consumer in US and Korea 
in order to explain and compare their decision making styles, Xu (2008) research the com-
pulsive buying of young consumers from aspects of self-consciousness and materialism, 
Brown et al. (2000) examine food preferences of young consumers, Spero and Stone (2004) 
address young consumers as agents of change in marketing, while Kaur and Singh (2007) 
explain shopping motives of young consumers in India. There are also studies for particular 
product categories, for instance Muller et al. (2011) discuss differences of young consumers 
behaviour towards wine. Bruwer et al. (2011) also deal with wine and, among all; they scru-
tinize collected results from the gender perspective. In addition, in marketing literature there 
are studies that emphasize gender differences in various aspects of consumer behaviour. 
Palan (2001) gives a comprehensive insight into literature in consumer behaviour research 
that addresses gender perspectives. Therefore, based on acceptability of gender approach in 
analysis of consumer behaviour, we will explain our findings from the gender perspective 
as well. 

As the main objectives of primary research we can highlight the following: (1) to explain 
what are the factors affecting the management of beer as a product category in retail in terms 
of younger consumers, (2) to analyse the purchasing habits and behaviour of young consum-
ers, (3) to test differences between male and female respondents. 

Table 1
Distribution of respondents according to ages and gender (N=312)

Age Frequency Gender Frequency

18-20 17.0% Female 72,44%
21-24 62.5% Male 27.56%
25-29 17.0%
30 and more 3.5%

Source: own compilation based on the primary research.

The questionnaire, as a research instrument, was designed upon previously explained 
theoretical framework. It consisted of 23 questions, of which 21 questions were closed and  
2 were open-ended. There were 18 one-choice and 2 multiple-choice questions. One question 

handel_wew_2-2017.indd   159 2017-05-10   12:25:36



160 BEER AS A RETAIL PRODUCT CATEGORY...

Table 2 shows the relationship between the frequency of purchase and consumption of 
beer. Of those surveyed 27% of female respondents and 12,8% of male respondents claim 
that they do not purchase beer, which leads to the conclusion that 73% of female and 87% of 
male respondents buy beer on their own, and probably independently decide on the selection 

was given in the form of Likert scale, suitable for assessing the key factors of beer category 
management, and it included 14 variables important for beer as a product category in retail. 

The sample included students from various universities in Croatia. Total number of re-
spondents which have answered the questionnaire at the end of the research was 312. All re-
spondents were older than 18 and the structure of respondents according to ages and gender 
is shown in Table 1.

Discussion of the Research Results

The majority of respondents (males and females) buy groceries at the supermarket sev-
eral times a month (Figure 1). According to the applied Chi-squared test aimed to explore 
the difference between groups, we got χ2 value = 3,1667 and p-value=0,5303 which means 
that the difference between genders is not statistically significant at α<0,05. Therefore, we 
can conclude that frequency of grocery shopping do not differ regarding gender for this 
particular consumer group. 

Figure 1
Frequency of groceries shopping at the supermarket according to gender (in %)

Source: own compilation based on the primary research.
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and purchase within this product category. We have examined the habits on the consump-
tion of beer and it can be concluded that 24% of female and 7% of male respondents do not 
consume beer. It can be observed that the number of those who consume beer is greater than 
the number of those who purchase beer in supermarkets (the difference is 4-6%), so it can 
be concluded that this number represents those consumers who do not perform beer pur-
chase on their own, but someone else is purchasing beer on their behalf. Moreover, Table 2 
suggests that there are differences in frequency of beer purchase and consumption between 
males and females. The proportion of males which purchase and consume beer on a weekly 
basis is respectively higher than the proportion of females. In addition female respondents 
do not purchase nor consume beer on a daily basis. Differences in purchasing and consump-
tion frequencies were tested by Chi-squared tests which showed that there is a statistically 
significant difference (at α<0,05) between frequency of beer purchase (χ2 value = 12,7425, 
p-value=0,0126) and beer consumption (χ2 value = 19,1602, p-value=0,000731) between 
males and females. Males express more frequent purchasing and consumption of beer than 
female respondents. 

Table 2
Frequencies of beer purchasing and beer consumption according to gender (in %)  

Specification

Relative frequency  
MALES

Relative frequency  
FEMALES

Purchase Consumption Purchase Consumption

never  12,79 6,98 26,99 23,89

several times a year  31,40 24,42 30,97 29,64

several times a month  32,56 37,21 34,07 34,07

several times a week  20,93 29,07 7,97 12,39

daily  2,33 2,33 0,00 0,00

TOTAL  100,00  100,00 100,00 100,00

Source: as in Table 1.

In the analysis of purchasing behaviour, it is important to determine what type of pack-
aging do younger consumers prefer and what kind of packaging of beer do they purchase. 
According to the results of the survey shown in Figure 2, the larger part of male population 
is purchasing 3-4 bottles of beer per one retail purchase, while the majority of females are 
usually purchasing 1-2 bottles. Buying of larger quantities per one purchase is not com-
mon behaviour within this population, only 10% of male respondents claimed that they are 
buying 5-12 bottles of beer per one retail purchase. In addition, Chi-squared test produced  
χ2 value = 11,5942 and p-value=0,0089 which means that the difference between males and 
females in preferred beer quantity per a single retail purchase is significant at α<0,05. Males 
are buying larger quantities in comparison to females.
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Concerning the packaging, according to the results obtained by those who purchase 
beer, we can conclude that younger consumers prefer glass bottles of 0.5 litres (60% of 
male and 37% of female respondents, see Figure 3). It is interesting that more of 30% fe-
male respondents prefer cans of 0,5 litres (as opposed to male respondents’ share of 10%), 
while 10% pick glass bottles of 0.33 litres, 10% pick plastic bottles of 2 litres, 7% of them 
prefer to buy plastic bottles of 1 litres. The lowest proportion of respondents (only 3%) 
prefers plastic bottles of 1.5 litres. This information is statistically significant at α<0,05  
(χ2 value = 15,1438 and p-value=0,0041) and can be very useful for retailers when plan-
ning the assortment width and depth within beer as a comprehensive retail product cat-
egory. Moreover, this information can also have a major impact on the distribution of beer 
on the shelves inside their stores. 

The results in Figure 4 show that out of those respondents who are purchasing beer, 50% 
sometimes bought beer without planning, while 31% of male respondents said they never 
bought beer unplanned, as opposed to female respondents who have never made an un-
planned purchase of beer in 44% of cases. Only 4% of female and 15% of male respondents 
said that they often buy beer unplanned. While 2% of male and 11% of female respondents 
stated that they always buy beer unplanned. Since most of the respondents stated that they 
have never unintentionally bought beer or did it only sometimes (around 83-94%), we can 
confirm that younger consumers, while purchasing beer, generally know exactly what do 
they want to buy and, because of that, their purchase, in most cases is not impulsive, but 

Figure 2
Preferred beer quantity per one retail purchase (relative frequencies) (in %)

Notes: Respondents were asked to convert quantity into equivalent of bottle of 0.5 litres.
Source: as in Figure 1.
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Figure 3
Preferred beer packaging (relative frequencies) (in %)

Source: as in Figure 1.

Figure 4
Occurrence of an unplanned purchase of beer (relative frequencies) (in %)

Source: as in Figure 1.
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planned (intentional). In this case the difference between genders is not statistically signifi-
cant at α<0,05 (χ2 value = 7,4603 and p-value=0,5859). 

The claim that younger consumers have a preferred brand of beer is even more proven 
by the results obtained in the question “Do you have a favourite brand of beer?“. Out of the 
total number of respondents who consume beer, 40% of females and 41% of males answered 
that they have a favourite brand of beer and that it is brewed by domestic manufacturers. 
Around 24% females and 26% males declared that their favourite brand of beer is brewed 
foreign manufacturers. 

The remaining, i.e. 36% of females and 33% of males pleaded that they do not have 
a favourite brand of beer, but rather like trying out various beer brands (see Figure 5). This 
brings us to the conclusion that the majority of population (64% of females and 67% of 
males) has favourite brand and, therefore, the claim of the limited possibilities of in store 
promotion is supported. Nonetheless we have to point out that there is a small difference 
within the segment of the population that has no favourite brand, namely, in this segment 
there is a greater proportion of females. However, this difference between genders is not 
statistically significant at α<0,05 (χ2 value = 0,0899 and p-value=0,9560).

However, situations in which consumers were willing to change their favourite brand 
of beer were tested, as well. The largest number of male and female respondents expressed 
a willingness to change beer brands (1) if the quality of beer changes, or (2) if their friends 

Figure 5
Distribution of respondents according to the existence of favourite beer brand (in %)

Source: as in Figure 1.
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Figure 6
The conditions in which respondents are willing to change their favourite brand of beer 
(ranked by the relative frequencies) (in %)

Notes: respondents could choose 3 offered answers.
Source: as in Figure 1.

suggest trying a new brand of beer and in some other cases listed in the Figure 6. The main 
difference between gender groups lies in the fact that significantly larger proportion gave 
priority to the quality change, while females are evaluating “if some kind of beer that seems 
interesting appears at the market…” in significantly higher proportion than male population. 
However, Chi-squared test proved that the difference between genders is not statistically 
significant at α<0,05 (χ2 value = 0,2431 and p-value=0,9932). 

Conclusions

The consumer perspective is the starting point of the process of category management. If 
the product category is more complex to manage, then knowledge on consumer behaviour 
is even more valuable. 

In this paper we have investigated the preferences of younger consumers when buying 
beer in retail outlets and we have analysed results from the gender perspective. Results of 
primary research show that the majority of younger consumers purchase beer on their own. 
However, in male population there is higher proportion of those who purchase and those who 
consume beer (males: 87% purchase, 93% consume beer), comparing to female population 
(females: 73% purchase, 76% consume beer). 
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Younger adult consumers in Croatia usually buy beer in small quantities (the most com-
mon quantity for females is 1-2 bottles per purchase - 61%; and for males is 3-4 bottles per 
purchase – 49%). Also, they prefer packaging of 0.5 litres, primarily glass bottles (60% of 
males and 38% of females), and then cans (11% of males and 31% of females). This data is 
very useful to retailers in planning the basic assortment dimensions within the category of 
beer.

Furthermore, analysis of the responses in the survey points to the fact that majority of 
younger consumers, regardless gender, at the very entrance to the retail store, know which 
beer brand they will buy and that impulsive buying is not the usual way of behaviour, in this 
product category for this type of consumer. 

The first limitation of this research is related to the sample, which involved mainly stu-
dents. Therefore, the results are relevant for younger adult consumers while other groups 
of consumers were not in the focus of discussion. Second limitation is linked to the geo-
graphical orientation on only one country. Therefore, for future studies of this topic it would 
be advisable to carry out surveys in other markets and to conduct comparative analysis of 
behaviour and attitudes at various geographic markets. 
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Piwo jako kategoria produktu detalicznego z perspektywy młodszych 
dorosłych konsumentów – analiza pod kątem płci

Streszczenie

Piwo jako kategoria produktów w handlu detalicznym Chorwacji i Europy jest 
coraz bardziej złożoną kwestią. Jest coraz więcej dostawców, którzy oferują coraz 
większą liczbę marek piwa; poza tym, w ramach poszczególnych marek, przekazu-
ją klientom coraz większy wybór opakowań, co oznacza, że złożoność określenia 
asortymentu i polityk cenowych w ramach tej kategorii staje się jeszcze większa. 
Jedna z najczęściej przytaczanych definicji utrzymuje, że zarządzanie tą kategorią 
jest procesem, który traktuje kategorie produktów jako jednostki biznesowe, które 
można dostosować na szczeblu sklepu w celu zaspokojenia potrzeb konsumentów. 
Większość analizowanych źródeł teoretycznych zgadza się, że konsumenci i wie-
dza o ich zachowaniu stanowią punkt wyjścia do zarządzania kategoriami w handlu 
detalicznym. Inną ważną kwestią w dostosowaniu kategorii detalicznej jest zastoso-
wanie podejścia uwzględniającego płeć w analizie zwyczajów, preferencji i zacho-
wania nabywczego konsumentów. Niewiele jest prac badawczych zajmujących się 
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poszczególnymi kategoriami produktów w handlu detalicznym na poszczególnych 
rynkach z perspektywy konkretnych grup konsumentów. A zatem w tym pierwot-
nym badaniu szczegółowo analizujemy zwyczaje nabywcze młodszych dorosłych 
konsumentów jako specyficznej grupy konsumentów detalicznych i koncentrujemy 
się na chorwackim rynku detalicznym w ramach jednej konkretnej kategorii pro-
duktów. Celem tego opracowania jest wskazanie głównych charakterystyk kobiet 
i mężczyzn jako młodszych dorosłych konsumentów detalicznych piwa w Chorwa-
cji. Charakterystyki te opisano za pomocą frekwencji bezwzględnych i względnych 
oraz zilustrowano histogramami, podczas gdy różnice między mężczyznami i ko-
bietami badano za pomocą testu zgodności chi-kwadrat. Przedstawione w artykule 
wyniki mogą być użyteczne do zarządzania kategoriami w odniesieniu do piwa 
jako kategorii produktu handlu detalicznego i jako podstawa do skutecznych przy-
stosowań wyszczególnionej kategorii detalicznej do młodych kobiet i mężczyzn. 
Artykuł ma charakter badawczy.

Słowa kluczowe: handel detaliczny, zarządzanie kategorią, kategorie produktów, 
piwo, młodzi konsumenci, postawy konsumentów, Chorwacja.

Kody JEL: L81, M31, M37

Пиво как категория продуктов розничной торговли из перспективы 
молодых взрослых потребителей – анализ с точки зрения пола

Резюме

Пиво как категория продуктов в розничной торговле в Хорватии и Европе 
становится все более сложным. Все больше и больше поставщиков, которые 
предлагают все большее количество марок пива, в рамках же отдельных марок 
они предоставляют клиентам все больший выбор упаковки, что обозначает, 
что все усложняется определение ассортимента и политики ценообразования. 
Одно из чаще всего приводимых определений утверждает, что управление ка-
тегорией – процесс, который считает категории продуктов единицами бизне-
са, которые могут быть приспособлены на уровне магазина для того, чтобы 
осуществить потребности потребителей. Большинство анализируемых тео-
ретических источников согласно, что потребители и знания об их поведении 
– отправная точка управления категорией в розничной торговле. Другой важ-
ный вопрос в приспособлении категории в розничной торговле – применение 
основанного на анализе пола подхода в изучении навыков, предпочтений и по-
купательского поведения потребителей. Существует дефицит исследователь-
ских разработок, рассматривающих вопросы отдельных групп потребителей. 
Следовательно, в первичном исследовании мы подробно обсуждаем покупа-
тельные навыки молодых взрослых потребителей в качестве особой группы 
потребителей и сосредоточиваем внимание на хорватском розничном рынке  
в рамках одной конкретной категории продуктов. Цель статьи – указать основ-
ные черты женщин и мужчин в качестве молодых взрослых розничных потре-
бителей пива в Хорватии. Эти черты описываются с помощью абсолютных 
и относительных чисел и иллюстрируются истограммами, тогда как отличия 
между мужчинами и женщинами изучаются с помощью критерия хи-квадрат. 

handel_wew_2-2017.indd   168 2017-05-10   12:25:38



BLAZENKA KNEZEVIC, PETRA SKROBOT, MIA DELIC 169

Представленные в статье результаты могут быть полезны для управления ка-
тегорией пива и в качестве основы для действенных приспособлений указан-
ной категории продуктов розницы к молодым женщинам и мужчинам. Статья 
имеет исследовательский характер.

Ключевые слова: розничная торговля, управление категорией, категории 
продуктов, пиво, молодые потребители, отношения потребителей, Хорватия.
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