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Due to the severe competition on the market nowadays, business
organizations are paying more and more attention to get to know what
factors affect the buying-decisions of their customers and their expectations
to serve them better. A similar problem also exists in the beer industry.
Therefore, this paper aims at identifying the determinants in choosing a
favorite beer of Vietnamese consumers so that relevant companies can have
proper strategies to improve their performance for better competitive
advantage. By using exploratory factor analysis for data collected from
official survey of 2,318 customers, we suggest beer companies pay special
attention to 4 key perspectives, including: (1) improving beer quality, (2)
developing their brand and distribution channel, (3) paying attention to the
information provided through their advertisements, informative labeling,
easy usage and storage; and (4) providing presentable packaging,
promotions, and prices. These are found as the basic requirements affecting
the decisions of Vietnamese consumers in choosing their favorite beer. Some
managerial implications proposed in this study should be seriously

considered and implemented in operational practice.

© 2019 The Authors. Published by IASE. This is an open access article under the CC
BY-NC-ND license (http://creativecommons.org/licenses/by-nc-nd/4.0/).

1. Introduction

According to EVBN (2016), the beverage
industry in Vietnam observed a strong consumption
of 81.6 billion liters in 2016 and is expected to reach
109 billion liters in 2020; thus, it is one of the highest
growth industries of consumer goods in Vietnam.
With a large population of more than 96 million
people (Worldometers, 2018) and the compound
annual growth rate (CAGR) of 3.5% of beer
consumption until 2020, Vietnam is considered as an
attractive market for many breweries. In 2017, 4
billion liters of beer were consumed, equivalent to an
annual average of 45 liters per capita; thus, Vietnam
is ranked the third biggest market in Asia, preceded
by Japan and China. Lincoln (2016) provided a
comprehensive review of the alcohol and drinking
culture in Vietnam, which could well explain why
Vietnamese people consume so much beer.

As such, the beer market in Vietnam well attracts
large investment from numerous manufacturers to
satisfy local demand which is Kkept increasing.
According to Atkinson (2016), Vietnam has a total of
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129 breweries and an installed capacity of 4.8 billion
liters. Among them, three big players, including
Saigon Alcohol Beer and Beverages Corp (Sabeco),
Vietnam Brewery Limited (VBL) and Hanoi Beer and
Beverage Corporation (Habeco) dominate the beer
market with a market share of more than 80%. Fig. 1
shows the market share of beer manufacturers in
Vietnam in 2016 which is an evidence of how tough
the competition is.

In the case of beer market in Vietnam, with
various brands available for the customers to choose
freely, how to keep the current customers and
enhance the market share becomes ever so
important to any company in the beer industry. Fig.
2 briefly demonstrates the preferred brands (DI
Marketing, 2015).

Nowadays, people concern more and more about
the quality, the design, the cost of products and
services among a variety of manufacturers, suppliers
and traders, a comprehensive understanding of the
current and future markets is one of the core issues.
Understanding the market is to understand the
competitors and customers. Understanding the
competitors is critical because their movements in
the market will result in different situations which
could be either harmful or benefit to the
organization. In order to reduce the risks and take
the opportunities, the organization must have
proper actions and strategies based on the
knowledge they get from the signals from its
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competitors. Moreover, the competition on the beer
market becomes more and more severe due to the
increasing number of imported brands such as

Corona, Budweiser, Bit Burger, Leffe Brown,
Hoegaarden White, MOA, Cooper, Bavaria etc,
joining the playground.

Others
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Fig. 1: Market share of beer manufacturers in Vietnam in
2016 (Giang and Chau, 2017)
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Fig. 2: Preferred beer brands (DI Marketing, 2015)
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Consequently, the primary challenge of today’s
business is not just to face and survive with
competitors but also to know customers’ needs and
analyze their behavior, including what the customers
want and in what way, when and where they want it,
at what price they are willing to pay and what they
expect. These are not easily measured; but once they
are fully known, the market will be easily captured.
Therefore, understanding the customers is also of
significance in the fierce competition.

In the area of studying customer satisfaction and
consumer behavior, many researches have been
conducted in various fields, such as hotels,
restaurants, tourism, foods, and other products/
services. However, getting to know the key
characteristics affecting the buying of favorite beer
chosen by Vietnamese consumers is still open. Thus,
this paper aims at giving a suitable answer to this
question in order to help domestic companies serve
their customers better and make them more
satisfied.

2. Literature review
2.1. Customer

According to the classic approach, a customer is
the person who buys a product or a service offered

by a business organization (Engel et al., 1978; Engel
and Blackwell, 1982). It is not easy to explicitly
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define the set of customers in a business
organization due to the size of this set and the
existence of multiple segments and behavioral
groups. Once used, the term of “customer” is
necessarily clarified whether it is referring to past,
existing, potential, internal and external customers.
Potential customers are considered as the persons
who have the need or demand to purchase the
product or the service with the motive to proceed to
this particular purchase under certain financial
resources and the willingness to access the locations
where the products or the services are made
available (Grigoroudis and Siskos, 2010). Under the
quality approach, customers are defined as the
people who are able to assess the quality of the
offered products and services and express their
satisfaction/dissatisfaction when their expectations
are fulfilled or not (Czarnecki, 1999; Dutka, 1995;
Gerson, 1993). Based on process-oriented approach,
customer is defined as the person or group that
receives the work output. A person of an
organization receives one or more internal process
owners or even process outputs performed by
suppliers is called internal customer; whereas,
external customer refers to the buyers or users of
the final products and services of the organization
(Edosomwan, 1993).

2.2. Customer satisfaction

Over many years, customer satisfaction has
received a large academic attention and extensive
research has been done in this field. The special
importance of customer satisfaction lies in that it
influences future and repeat purchase by word-of-
mouth communication and complaint behavior.
Recently, the importance of customer satisfaction
has been well recognized across different business
sectors, such as airport industry (Moosaei and Safaei,
2016), telecommunications (Mohammed et al,
2017), insurance (Salahat and Majid, 2016), higher
education (Monsef, 2015), bank (Ameli and Bagheri,
2016), etc. That keeping existing customers is far
less costly to winning new ones has been widely
understood in the modern business environment.

By examining post-consumption evaluation,
companies can redirect business from understanding
customer satisfaction or dissatisfaction. It makes the
competition of enterprises more effectively and
efficiently (Blackwell et al., 2005). And there have
been many researches showing that there is a strong
relationship between customer satisfaction,
customer retention and organizational profitability.
Thus, many organizations have set customer
satisfaction as the key goal in operating their
business. They have seriously invested in their
product/service quality and their customer service
which are the core areas directly contributing to the
customer satisfaction.

According to Oliver (1997), customer satisfaction
was defined as the consumer’s fulfillment response
which is, in fact, a judgment that a product or service
provided (or is providing) a pleasurable level of



Thanh-Lam Nguyen/International Journal of Advanced and Applied Sciences, 6(4) 2019, Pages: 9-19

consumption-related fulfillment, including levels of
under- or over-fulfillment. In his research, Oliver
explained that a consumption-related fulfillment is
considered pleasurable once the consumption gives
pleasure, such as better quality, advanced functions,
multi-task, or improves the current states of the
product or service. Moreover, fulfillment is just
limited to meeting the customer’s needs and
expectation but there are also over-fulfillment and
under-fulfillment. Over-fulfillment is a state of
satisfaction to a product or service which provides
additional unexpected pleasure; whereas, under-
fulfillment is obtained when the product or service
gives greater pleasure than one anticipates in a given
situation. In some cases, over-fulfillment and/or
under-fulfillment can be result in dissatisfying just
because the product and/or service offers too much
or too little compared to the actual needs. This was a
psychological approach in defining customer
satisfaction.

There are still many other definitions but the
highly recognized one was suggested by Hill and
Alexander (2006) which stated that “Customer
satisfaction is a measure of how your organization’s
total product performs in relation to a set of
customer requirements”. Customer satisfaction is in
customer’s subjective mind which may or may not
fully match with the reality of the situation.
Therefore, customer satisfaction is also referred to
how customers perceive the product or service
performed by an organization. People tend to form
their attitudes quickly but change them slowly.

2.3. Consumer behavior

Over the past few years, customer satisfaction has
received a large academic attention and extensive
research has been done in this field as discuss in a
book by Grigoroudis and Siskos (2010). The special
importance of customer satisfaction lies in that it
influences future and repeat purchase by word-of-
mouth communication and complaint behavior
(Fornell et al., 1996; Homburg and Rudolph, 2001).
Recently, more and more organizations have well
recognized the importance of customer satisfaction.
That acquiring new customers is usually so costly
compared to keeping existing ones (Daly, 2002;
Gillen, 2005; Knemeyer et al, 2003; Hill and
Alexander, 2006) has been widely understood in the
modern business environment.

By examining post-consumption evaluation,
companies can redirect business from understanding
customer satisfaction or dissatisfaction to have
effective and efficient competition (Blackwell et al.,
2005). And there have been many researches
showing that there is a strong relationship between
customer satisfaction, customer retention and
organizational profitability (Koska, 1990; Nelson et
al, 1992; Aaker and Jacobson, 1994; Ittner and
Larcker, 1996; Zeithaml et al., 1996). Thus, many
organizations have set customer satisfaction as the
key goal in their business operation. They have
seriously invested in their product/service quality
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and their customer service which are the core areas
directly contributing to the customer satisfaction.

A satisfied customer is more likely to bring more
business by repurchasing, buying more often, buying
more ranges, recommending to others, etc.
Moreover, satisfied customers are less likely to seek
for alternatives or substitutes at lower prices from
other competitors because they have a strong belief
in that the current supplier is much better than any
other in matching their long-term requirements (Hill
and Alexander, 2006). Besides, satisfied customers
are possibly considered as the most effective
marketers for a certain product or service in
particular or for a whole organization that offers the
product or service (Tyson, 2011; Bergh, 2013). And,
the organization does not pay anything to the
“marketers”. Conversely, dissatisfied customers will
not only stop purchasing the product or service but
also probably tell many others about their
experience, resulting in a strong shift in the business
opportunity from the organization to its competitors
(Blackshaw, 2008). It is quite difficult to make a
customer satisfied but a satisfied customer easily
becomes unsatisfied after just one or two negative
situations. There are few third chances to take them
back.

By expanding the adaption theory of Helson
(1964) and Oliver (1977, 1980, 1981) believed that
expectations can act as standards of performance
which are of helpful reference for customer
conclusion. This approach has been referred to as
the expectancy disconfirmation theory because its
main content describes how satisfaction is
established in the expectation disconfirmation
framework. If the perceived quality is better than
expected, customers are usually more satisfied and
vice versa; whereas, if the quality just meets the
expectation, it is said that the customer is in
confirmation. Hence, Vavra (1997) suggested that
the customer satisfaction may be considered as a
function of various expectations which are modified
by perceived disconfirmation.

The way that consumers show out in looking for
buying, using, evaluating and disposing of
products/services that they expect to satisfy their
needs is referred as consumer behavior (Schiffman
and Kanuk, 1994). Consumer behavioral intention,
one of the study subjects of consumer behavior, has
been one of the most preferred topics in marketing
literature because it leads to better competitive
advantage for firms once well-managed (Sumaedi et
al, 2014). Lai and Chen (2011) pointed that
favorable behavioral intention makes price elasticity
insensitive; and it also ignores the attractiveness of
competitor (Gummesson, 2011). Besides, Clemes et
al. (2008, 2010) considered behavioral intention as a
mediating variable between customer satisfaction
and economic benefits like profitability, market
share and income; and claimed that firms will not
obtain significant profits unless their customers are
satisfied and have favorable behavioral intention.

Practically, understanding customer is very
crucial to enterprises in establishing -effective
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marketing strategies to enhance their market
positions by satisfying their customers. Thus,
business organizations nowadays pay more
attention to the important role of getting to know the
customer behavior, especially, in making buying-
decisions to improve their organizational
competitiveness because the main focus of consumer
behavior is about how individuals decide to spend
their available resources (time, money, effort) on
buying desired products or using a service, including
what- why- when- where they buy, how often they
make repurchase, how they evaluate the purchase
and the influence of such evaluation on their future
intention, and how they get rid of it (Schiffman and
Kanuk, 1994). As such, it is always an important
issue for all marketers to have a good
communication with consumers and receive their
feedbacks in order to make them satisfied and loyal
with the products or services that the organization
offers; for examples, Negeri (2017) used an
econometric approach to identify the determinants
of coffee market outlet choice while Negeri (2018)
examined the determinants of formal financial
saving behavior of rural households. Similarly, fully
capturing the determinants of certain behavior of
Vietnamese consumers has well attracted the special
interest of numerous scholars; for examples, Cong
(2017) focused on the factors affecting the green
buying intention of international tourists in Nha
Trang, Vii and Lé (2018) investigated those affecting
Hanoians’ intention in buying Chinese garment
products, Nguyén (2018) considered those affecting
the decision in buying a house in Vietnam, Yén and
Hwong (2015) explored those affecting the
consumers’ intention in using mobile bandwidth in
Hanoi region, or Phan and Hoang (2015) discovered
those affecting the choice of domestic tourists of 2-
star hotels in Hue City, etc.

3. Research methods

This study aims at identifying the determinants in
choosing a favorite beer of Vietnamese consumers;
thus, we employ an exploratory factor analysis with
a survey designed to probe very deeply into all
aspects of beer that influence consumer’s choice. A
self-completion questionnaire was developed with
the consultants from 5 experts in the beer industry
and pilot study of 40 consumers. After making some
improvement, the final version consists of two major
parts as the following:

e Part 1: General information. This part has five
questions regarding to gender, age, profession,
income, living location, drinking experience, the time
of recent purchase, the place of purchase, and factors
affecting their buying decision. All of these factors
usually affect the need and requirement in choosing
their favorite beer. Descriptive statistics are used in
analyzing the data in this part.

e Part 2: The importance levels of different aspects
that affect the consumer decision-making in
choosing a favorite beer. There are 23 statements
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regarding to price, promotion, package, color, taste,
smell, storage, alcohol content, brand, etc. as shown
in Table 1. This part is done with exploratory factor
analysis (EFA), and Reliability analysis in SPSS
software.

The EFA approach is used because we have no
idea about the exact variables affecting their
decision-making; moreover, it will group highly
correlated variables together into appropriate
factors to represent key dimensions within the data
set (Williams et al,, 2010). Due to the large sample
size in this study, factor loading of 0.3 should be used
(Hair et al, 2010). In this analysis method, the
suggested overall criteria making the EFA
appropriate are summarized in Table 2. The factors
extracted will be further analyzed for their reliability
by using Cronbach’s Alpha which is considered the
most appropriate to measure the internal
consistency of different substantive areas within a
single construct (Cronbach, 1951; Green et al.,, 1977;
Revelle, 1979; Schmitt, 1996). In social science,
Cronbach’s Alpha larger than 0.6 is considered
appropriate (George and Mallery, 2003).

Then, we started our official survey in three
different regions, including North, Middle and South
of Vietnam across 34 provinces. We directly
delivered 8,000 hard copies of the questionnaire;
and only 4,583 copies were collected because several
people didn’t want to join our survey. After our data
screening process, we finally have 2,138 valid
observations for our data analysis whose results are
presented in the next section.

Table 1: Encoded system for 23 items in Part 2

No. Statement Codes
1 Reasonable price C1
2 Promotion programs of company C2
3 Presentable packaging C3
4 Languages printed on the bottle of products C4
5 Wide distribution channel C5
6 The net weight of beer in one bottle c6
7 Expiry time of product c7
8 Level of beer foam after pouring Cc8
9 The time remains beer foam after pouring C9
10 Color of the beer after opening C10
11 Good smell of the beer after opening C11
12 Bitter taste of beer C12
13 Piquancy taste of beer C13
14 Sweet taste of beer C14
15 The time remains beer flavor after pouring C15
16 Level of alcohol in beer C16
17 Recognizable brand Cc17
18 Trusted brand Cc18
19 Clear contact information of the manufacturer C19

20 Different types of beer from the same brand C20

21 The widespread advertisement c21

22 The ease in storage Cc22

23 The ease in use C23

4. Empirical results
4.1. Descriptive statistics of participants
Table 3 briefly presents the descriptive statistics

of the participants after the data are screened. The
table demonstrates that among the 2,318 people
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interviewed and recorded, females account for about
349% and males account for 66% of the observations.

Table 2: Summary of criteria used in EFA

No. Parameters Values
1 Kaiser-Meyer-Olkin (KMO) > 0.50
2 Bartlett's Test of Sphericity significance <0.05
3 Eigenvalue >1.00
4 Total variance explained 250%
5 Factor loading >0.30

Table 3: Descriptive statistics of participants

Demographic Characteristics Freq*.  Perc**.
Gender Female 789 34.04%
Male 1529  65.96%
18-25 695 29.98%
26-35 591 25.50%
Age range 36-45 510 22.00%
46-55 394 17.00%

>55 128 5.52%
Hanoi 792 34.17%
Living location Ho Chi Minh 1193  51.47%
Others 333 14.36%

Director/manager 139 6.00%

Homemaker 139 6.00%
Engineer 232 10.01%
Civil servant 336 14.50%

Retired 116 5.00%
Professions Staff 243 10.48%
Technician 185 7.98%

Businessman 127 5.48%
Students 580 25.02%

Teacher 162 6.99%

Others 59 2.54%

<1,050 440 18.98%

Monthly income 1,050-3,000 452 19.50%
(1000vnd/ month) 3,000-5,000 637  27.48%
>5,000 789 34.04%

Less than 6 months 348 15.01%

Drinking 7 months - 1 year 267 11.52%
experience lyear- 3years 348 15.01%
Over 3 years 1355 58.46%

This month 1472  63.50%

Last month 406 17.52%

Recent purchase 2-3 months ago 197 8.50%
4-5 months ago 104 4.49%

Over 6 months ago 139 5.99%

Agents 365 15.75%

Supermarkets 214 9.23%

Restaurants/ 429 18.51%

Taprooms

Purchase place Others 151 6.51%
Interests 313 13.50%

Habits 214 9.23%

Relaxation 371 16.01%

Others 261 11.26%

Advertisements 355 15.31%

Salesman 137 5.91%

. Seeing others use 232 10.01%
Affecting factor Friends 865  37.32%
Family 452 19.50%

Other 277 11.95%

would usually invite their friends, their colleagues or
partners to have coffee in coffee shops or have beer
in taprooms or restaurants. It’s a part of Vietnamese
culture.

In term of age range, it is quite interesting that
young Vietnamese who are under 26 years old
account for the Ilargest proportion of the
observations. This could be explained by the fact that
young people tend to invite their friends and
colleagues to have beer for a so-called social
communication and young people tend to have more
gossips  with their friends in taprooms or
restaurants. The age 26-35 is not considered old
enough and the people in this age group also want to
find a good job so they can also behave the same as
the first group. However, these people tend to have
fewer gossips than the younger people. They usually
have talks with their colleagues and business
partners.

Other demographic characteristics such as living
locations, professions, monthly income, experience
in drinking beer, their recent purchase, place of
purchase, their reasons for drinking beer and factors
affecting their buying decision shown Table 3 clearly
depict the full picture of the participants investigated
in this study.

4.2, Exploratory factor analysis

The statements from C1-C23 are analyzed with
EFA approach to find out the determinants of
decision-making of Vietnamese customers in buying
their favorite beer. In this analysis, we found that C7
and C20 were insignificant in the scales; thus, they
were dropped out from the scales. The outputs from
SPSS under EFA are shown in Table 4.

As shown in Table 4, the KMO value for this
analysis is 0.832 with the significance of Bartlett's
Test of Sphericity is 0.000. Therefore, it can be said
that using EFA in this study is appropriate. Table 5
shows that the eigenvalues for the first four
components are all greater than 1 and these factors
account for about 75% of the total variance. This
suggests that the scale items are unidimensional. The
23 statements are extracted into four factors as
shown in Table 6.

Table 4: KMO and Bartlett’s test

Kaiser-Meyer-0Olkin Measure of Sampling Adequacy 0.832

Notes: * Frequency; ** Percentage

This is possibly due to the fact that drinking beer
is more preferred by men than women. Taprooms
are so common in Vietnam and every person does
not need to have much money to have a drink there.
It is easily to find crowded men in taprooms,
restaurants drinking beer. Most of the females in this
survey were interviewed when they were buying
their beers at supermarket stands. Also, as per the
culture of Vietnamese, women rarely drink beer in
public places such as taprooms. Vietnamese people

Approx. Chi-Square  40558.793
Bartlett's Test of Sphericity df 253
Sig. 0.000

Table 5: Total variance explained

Initial Eigenvalues Rotation Sums of Squared

No Loadings
. 0, 0,

Total (;;f Clol/om' Total é;f Cum. %
1 10961 47.214 47.214 7.015 32.173 31.083
2 2.933 15.091 62.305 3.812 16.442 45.698
3 1.432 6.578 68.883  2.904 12.539 59.061
4 1.272 5.901 74.784  1.569 6.903 74.784
5 1.061 3.975 78.759
6 0.773 3.481 82.24
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Table 6: Rotated component matrix

Component

Components 1 > 3 2

0.910
0.905
0.891

0.889

0.880
0.856

0.764

Bitter taste
Piquancy taste
Sweet taste
Time of foam after
pouring
Color after opening
Smell after opening
Level foam after
pouring
Time flavor after
pouring
Alcohol level
Presentable packaging
Promotion programs
Languages printed on
products
Reasonable price
Net weight of beer in
one bottle
Ease in storage
Clear contact
information
Ease in use
Widespread
advertisement

0.743

0.686
0.784
0.717

0.713

0.695

0.682
0.835
0.819
0.765
0.722

Recognizable brand 0.792

Wide distribution 0.731
channel

Trusted brand 0.684

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

By using Cronbach’s Alpha coefficient, we tested
the internal consistency, also known as scale
reliability of the four extracted factors. The results
are briefly presented in Table 7.

4.3. Reliability analysis

The Cronbach’s Alpha coefficients for the four
scales are all greater than 0.6; indicating that they all
have high internal consistency. And, all of the values
of the items in column Corrected item-total
correlation are greater than 0.3; therefore, it is said
that the items in the four scales are good enough and
reliable for further analysis. In short, based on the
values of mean of the importance level, the four
factors are ranked as in Table 8.

The above four factors are now called four
determinants of selecting favorite beer of
Vietnamese consumers. It should be noted that
among the four identified factors, the beer quality
(FAC1) with the mean value of 4.38 is the most
important determinants of the buying decision of
Vietnamese consumers. Coming next is the brand
and distribution channel (FAC4) with the mean value
of 4.10.

The information provided on the products, the
clear instruction on how to use and store (FAC3) is
also important for the consumers whereas
packaging, promotions and price (FAC2) is the least
important among them. Any beer company doing
their business in Vietnam should carefully consider
these four determinants for their proper strategies
to meet their customers’ expectations. From these
findings, we propose the following managerial
implications.

Table 7: Reliability analysis

Factor Items CITC o if Item Deleted o
Bitter taste 0.748 0.833
Piquancy taste 0.873 0.859
Sweet taste 0.896 0.806
FAC1 Time of foam after pouring 0.896 0.806
(Quality) Color after opening 0.875 0.837 0.878
Smell after opening 0.883 0.867
Level foam after pouring 0.882 0.808
Time flavor after pouring 0.798 0.841
Alcohol level 0.722 0.875
Presentable packaging 0.526 0.727
FAC2 Promotion programs 0.589 0.706
(Packaging, promotions, price) Languages printed on products 0.686 0.648 0.762
’ ! Reasonable price 0.658 0.682
Net weight of beer in one bottle 0.579 0.741
FAC3 Ease in storage 0.631 0.835
. Clear contact information 0.751 0.830
(Information, ease to use . 0.841
and store) . Ease in use 0.897 0.733
Widespread advertisement 0.785 0.784
FAC4 Recognizable brand 0.625 0.753
(Brand, distribution channel) Wide distribution channel 0.688 0.656 0.793
! Trusted brand 0.692 0.643

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

Table 8: Rank four factors in the decision-making

Rank Factor Mean Min Max
1 FAC1 Quality 438 382 4.83
2 FAC4 Brand, distribution 410 348 445
channel
3 FAC3 Information, ease to use 382 351 418
and store
4 FpAcz Fackagingpromotions, 5., 559 40
price

14

5. Conclusion and managerial implications
5.1. Conclusion

Due to the severe competition on the market
nowadays, business organizations are paying more
and more attention to get to know what factors affect
the buying-decisions of their customers (including
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past, existing and future customers) as well as the
satisfaction level of their customers to their products
and/or services; because, satisfied customers will
bring up profits to them; whereas dis-satisfied
customers will take away not only the profits but
also business opportunities to other potential
customers.

In this study, we investigated the key factors
affecting the decision-making of Vietnamese
consumers in buying their favorite beer. Four main
determinants were found in this study. Any beer
company who wants to win on Vietnam market in
long term business should pay special attention to
these factors. These are the basic requirements that
consumers expect from a beer in order for them to
select it as a favorite brand. Meeting customers’
expectations is a crucial target for most of
organizations regardless of whether they are profit
or non-profit.

However, it is not easy to achieve the goal of
meeting the customers’ expectation. Customers are
human beings and it is always difficult to measure
their behaviors. Getting to know and understand the
customers is good enough for the organizations to
provide quality products and/or services. Therefore,
establishing a close relationship with the customers
as well as a good customer service system in dealing
with any problems occurred in using the products
and/or services becomes almost a must for the
organizations in pertaining and improving their
market-shares these days. Hence, some managerial
implications are suggested in this study in order to
help beer companies meet the expectations of their
consumers to take the competitive advantages over
its competitors. These solutions are strongly
suggested and should be seriously considered and
implemented in the real life.

5.2. Managerial implications

There are four important determinants of
decision-making of people in buying their favorite
beer. These determinants are really the expectations
of customers to a certain kind of beer. If a beer can
meet these expectations, the beer company can
easily win the market. As per the explanations and
illustrations shown in Table 8, customers pay the
most attention to the quality of the beer (FAC1)
when they make their buying-decisions; they also
consider the brand and distribution channel of that
kind of beer (FAC4). To a less extent, advertisements,
the informative labeling, easy usage and storage
(FAC3) are also considered in the decision-making
process. The least important factor in the process is
about the presentable packaging, promotions, prices
(FAC2).

Because the four factors are the determinants of
decision-making, any company in the beer industry
need to pay special attention to them for their
sustainable development by supplying what is
needed by the customers. Based on the level of
importance of these factors, some relevant
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managerial implications are suggested in the order
of FAC1, FAC4, FAC3 and FAC2.

5.2.1 Satisfy customer expectations on FAC1

Again, customers firstly consider the beer quality
before making their buying-decision. The beer
quality is determined by the taste, color, smell, foam
level, time of retaining beer flavor after pouring and
the alcohol level in beer. A freshly poured glass of
beer is emotionally attractive due to the creamy
head of foam riding on the top surface of the beer.
This appeal is not lost even when the foam collapses
or the glass is emptied, because a good head of foam
will deposit a generous, lacy cling on the glass, and a
good cling has special visual attraction for anyone
who knows and appreciates good beer. Based on the
real practice in beer industry, the formation of beer
foam when the beer is poured is one of the most
important aspects of beer quality. In fact, proteins
originating from barley are important for the
formation of foam. Therefore, it is strongly suggested
that owning an advanced technology in deriving
proteins from barley to form the beer foam.

Beer flavor is always a very complicated subject.
There are more than 800 compounds identified in
contributing to the characteristic beer flavor. The
main flavor characteristic that has been found is the
bitter taste derived from the hops. Secondary flavor
notes include fruity ester flavors. However, most of
the flavor compounds are added in the beer with
very small quantities to provide the balanced and
refreshing taste of good beer. The flavor components
are usually originated from the raw materials, such
as malt, adjuncts, water or hops, or are produced by
the yeast during fermentation of the wort. Hence, it
is very important to select good raw materials
and/or yeast strain because these have great
influence on the flavor. However, the flavor is also
impacted by technological factors which affect the
composition of the wort, and the conditions during
fermentation, maturation, filtration and bottling.
Therefore, in order to improve the beer quality, they
should find the right supplying source for the raw
materials and/or searching for the best yeast strain
in brewing their beers. Again, investment in
manufacturing technology becomes more and more
critical in the long-term development.

Color is one of the most important factor affecting
the appreciation and evaluation of beer in subtle but
definite ways. The color of beer can be a powerful
but often subconscious generator of the “halo effect”
which is defined as the situation where a positive (or
negative) response to one attribute leads to an over
evaluation (or under evaluation) of other attributes.
Therefore, color control in brewing is important.

5.2.2. Satisfy customer expectations on FAC4

In selecting a favorite beer, consumers also pay
much attention to the beer brand and its distribution
channel which is known as how easy they can buy
their beer. Firstly, it is necessary to tell the difference
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between brands and products. Brands are “what the

consumers buy”, while products are “what
concern/companies make”. Brand is an
accumulation of emotional and functional
associations.

Brand is a promise that the product will perform
as per customer’s expectations. It shapes customer’s
expectations about the product. Brands usually have
a trademark which protects them from being used by
others. A brand gives particular information about
the organization, goods or service, differentiating it
from others in marketplace. Brand carries an
assurance about the characteristics that make the
product or service unique. A strong brand is a means
of making people aware of what the company
represents and what its offerings are. Or a brand can
be defined as a seller's promise to provide
consistently a unique set of -characteristics,
advantages, and services to the buyers/consumers.

Brands simplify consumers purchase decision.
Over a period of time, consumers discover the
brands which satisfy their need. If the consumers
recognize a particular brand and have knowledge
about it, they make quick purchase decision and save
lot of time. Also, they save search costs for product.
Consumers remain committed and loyal to a brand
as long as they believe and have an implicit
understanding that the brand will continue meeting
their expectations and perform in the desired
manner consistently. As long as the consumers get
benefits and satisfaction from consumption of the
product, they will more likely continue to buy that
brand. Brands also play a crucial role in signifying
certain product features to consumers. Therefore, in
this severe competition market, having a strong
brand is of great significance to their business
development.

Furthermore, in making their decision, people
also concern about the ease of buying the beer on the
market. If the beer can be bought from any
taprooms, restaurant and/or selling agents (called
distribution channel), it is more preferred. However,
as a matter of fact, any beer company continues to
push their distributors to carry only their products,
migrating more and more to an exclusive network
but it is almost impossible to do so in Vietnam,
where there are many different brands available,
many taprooms, restaurants and selling agents
spring up like the mushrooms. Due to the high
competition on the beer market, it is hardly for a
distributor to serve only one brand of beer. The
distribution of beer is considered an extremely
difficult business. It requires a high-volume sale at
low margin percentage.

Therefore, further to the suggested solution to
use plastic or paper containers with different sizes
for a take-away service, they should set up a chain of
small stands that can deliver the service as easy as
possible. Each stand can be small. Consumers are
happy with the kind of service because they can
easily buy the wanted products or services at their
convenience. This solution can be quickly applied
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due to its low investment but high practicability and
feasibility.

5.2.3. Satisfy the customer expectations on FAC3

The ease in use, storage, clear contact information
and widespread advertisement are the critical issues
in the third determinants of the decision-making
process. Therefore, it is also very important for beer
companies to consider this carefully in its business
strategies. Beer bottles are currently offered with
crown caps which always require bottle openers to
open the bottle. This is sometimes frustrated
because the top of the bottles can be easily broken if
the cap is not opened properly. Once it is broken, the
consumers feel scared which results in the bad
image of the beer. Therefore, using the crown ring
caps or rip caps is a preferable choice. As it is so easy
to open the bottle with this kind of cap, consumers
feel more comfortable when buying beer bottles. In
addition, it is strongly recommended to use paper
cups to protect our living environment.

Regarding to the ease of long storage, it is still a
current problem for any company in the beer
industry because of the nature of beer. However, for
short time storage before using, they can always
offer to its customers with some insulators like that
of Keg-skin from KegSkins LLC for keg or cozies for
bottle and cans because the Keg-skin is able to keep
the beer keg cold for more than 5 hours without the
hassle and inconvenience of spills, bagged ice, and
over-sized tubs; because it is made from high quality,
performance-tested Neoprene that insulates the keg
and keeps the cold for a long time. Or, for separate
bottles or cans of beer, cozies are the best choices to
keep the beer cold without ice. Cozies are devices
made of neoprene, fabric, or foam, designed to keep
beverage inside a bottle cold or hot while allowing
the consumer to hold the drinks at normal
temperature. It is like giving a jacket for the bottled
or canned drinks for insulation purpose.

Also, in this determinant, people also consider the
contact information on the product labels.
Nowadays, every company should have their contact
information on their product labels so that the
customers can easily get in touch with them in case
needed. A website, a physical address, a customer
service phone number as well as hotline number are
essentials to be included on the label. Appealing and
informative labels not only enhance the
attractiveness of the product itself but are also a
passive selling and marketing tool. An active website
on the label is really effective for customers to sign
up for an email list, so the company can gather
information and start to interact with them to have
better understanding of its customers for the sake of
better service towards their expectations.

5.2.4. Satisfy the customer expectations on FAC2
This is the last determinant found in this study. In

this factor, people consider whether the price is
reasonable or not, the promotion programs, the net
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weight of beer, languages printed on the label and
the styles of packaging. Price is always an important
factor in decision-making of many buyers or
consumers. In the beverage industry, production is
up to economic scale. To make good beer at
reasonable price, they need to invest in its
manufacturing facilities as well as modern
technology to lower its production cost. This
solution is for a long run strategy as it requires high
level of financial support.

In making a buying-decision, promotion plays
important roles in directing the customers which
product to be bought among the items of the same
category. Promoting new or existing products will
not only strengthen the brand but also boost sales.
Promotions can also be the most cost-effective way
to maintain and build brand awareness. A successful
promotion program usually has the presence of the
integration with the brand identity. Therefore, in
most promotion programs, many companies like to
leave customers or prospects with something they
can keep on their desk or reuse. Hence,
personalization of the items in any promotion
program is a key factor for its success. If it is
personalized, customers will continue to see the
company name and become more subconsciously
familiar and aware of the brand. This will make the
customers to become more comfortable with the
product and tend to decide for repurchase in the
future. Therefore, in the beer industry, there are too
many companies using lighters, pens, etc. in their
promotion.

Another element in this determinant is the
language printed on the labels of the product. A
product label not only provides the ingredients and
nutritional information of a product, but also
functions as a brand carrier; thus, the label is to be
visually appealing and informative enough to draw
attention to the item itself and entice consumers into
making a purchase. There are ten main elements in
creating an attractive and compelling label: color,
graphics, readability, fonts, materials, label finish,
size, shape, a theme for different flavors and contact
information.

Color and graphics will help catch the eye but
unless the label is easily readable at a glance then the
product will lose its buyers. It is usually said that
there are about two seconds to attract the attention
of a shopper browsing the aisles of a grocery store
which is enough time to read just a handful of words.
Therefore, they must improve the appearance and
contents of its label for better performance in the
long run.
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