The Power of Brand Charisma:; Focus on Beer

What is Brand Charisma?

Brand Charisma is the combination of factors that connect people to brands
emotionally and garner fierce loyalty and word of mouth beyond what rational
product features and benefits are capable of. In order to reap the benefits of
being charismatic, brands must be successful at generating a feeling of
commitment to the brand (“I'll go out of my way to find it”), affinity with the
brand (“A brand | feel good associating with”) and a sense of honor for the
brand (“It delivers on what it promises”). Because of the strength of their
relationships with consumers, charismatic brands experience continued
success in the face of product and service parity and economic downturn.

To fully understand and influence brand charisma you need to systematically
conduct interlaced qualitative and quantitative research that tells you the
extent to which brands have charisma, why, and what to do about it.

Introduction

Through our research, we have developed a Charismetric Index™ that measures Brand
Charisma and diagnoses what can be done to improve brands’ relationships with consumers.

We recently fielded a study to collect a wide array of data from consumers about the beer
category and then used multivariate analytic tools such as factor analysis, Pearson correlation
and regression analysis to measure the components of Brand Charisma.

We chose the beer category because the category’s brands are well-known and imbued with
distinct, strong personalities that drive differentiation more than specific product attributes and
features. Additionally, we were able to access sales data for the leading domestic and imported
brands to validate the relationship between perceived charisma and market share.

Overall Beer Category Charisma

We took a wide view of Brand Charisma in the beer category that
covered a broader arra1y of brands than those that were included in
the Charismetric Index " itself (see page 6) and found that the
results were complimentary.

The session began by asking which beer brands with Budweiser
and Bud Light overwhelmingly having the most top of mind
awareness (36.8%). In comparison, the Miller family was next and
only received 16.9%

Through our research, we have found that one of the key components of brand charisma is
whether people would want to “spend time with” a brand. In this case, we asked which beer
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brands people would want to meet for the first time at a party. Again, Bud/Bud Light was the first
choice. Not surprisingly Corona, a “good time beer” was the second.

“Budweiser because | imagine them having a light and bubbly personality. This person would be
easy to get along with and a lot of fun to be around”

“Corona, because she would be an easy going person who hangs out at the beach.”

“Corona just seems refreshing and more 'cool' than the other beers and you can spice it up with a
lime.”

“l chose Corona because | always enjoy partying in Mexico and the people are fun and the
environment is memorable.”

“Heineken-would have a good time but also not boring like bud light would be--not as "in-depth" a
Guinness. Heineken would be a great balance of the two and could party hard as well.”

11. Imagine that you w ere invited to a party w here beers w ere turned into people. Which beer
w ould you most like to meet for the first time at this party?

Amstel Light
Bass Ale
Beck's/Becks Light
Budweiser/Bud Light 21%
Busch/Busch Light
Coors/Coors Light
Corona Extra/Corona Light
Dos Equis
Foster's Lager
Guinness Stout
Heineken Lager/Heieken Light
Michelob/Michelob Light
Miller Genuine Draft/Miller High Life/Miller Light
Molson Canadian/Molson Golden
Natural Light
Rolling Rock
Samuel Adams
Sierra Nevada
Stella Artois
St. Pauli Girl

Other
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We also asked which brand people would “avoid at the party” to see which brands had less
charisma and found that Guinness and Natural Light were the most named based on their long-

established personalities. For Natural Light, people cited “cheap” and “boring” as less than
flattering personality traits.

“Natural Light because | think they would be cheap and talk too much, giving me a headache.”

“Natural Light is a cheap beer and normally the type of person buying it is cheap. Not to say | like a
lot of money, but | do have taste and natural light does not fit into that taste.”

“Natural Light because they would be very boring to be around since it's not very popular.

For Guinness the news was less negative, people did however feel that the personality was “too
strong” or “bold.”

“Guinness Stout... very strong willed.”

“Guinness Stout is too manly and dark for my taste. He would ask me to go hunting or something”

15. And which is the beer you would want to avoid at this party?

Amstel Light

Bass Ale

Beck's/Becks Light
Budweiser/Bud Light
Busch/Busch Light
Coors/Coors Light
Corona Extra/Corona Light

Dos Equis

Foster's Lager

Guinness Stout 15%

Heineken Lager/Heieken Light
Michelob/Michelob Light

Miller Genuine Draft/Miller High Life/Miller Light

Molson Canadian/Molson Golden

Natural Light

Rolling Rock

Samuel Adams

Sierra Nevada

Stella Artois

St. Pauli Girl

Other
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To demonstrate the personalities that people attach to specific beer brands we asked them to
describe their favorite beer as a person. In a majority of the cases people described their favorite
beer as a friend with characteristics of the people they do or would want to hang out with. Below
is a sampling of people’s descriptions:

“Budweiser: Sporty, medium build in good shape, enjoys hanging out with family and friends,
outdoorsy, would rather eat out on the patio at a restaurant then inside the restaurant, attractive,
all-American.”

“Coors Light would be a hip, slightly younger 25-30 yrs old male or
female person & not a snob. A good friend that tolerates assholes well
without over reacting. Not a red neck. We would be good friends.”

“This person is my friend. He is many years my senior, and gives the
best advice. He's comforting and helps me out like an Uncle would. He
lets me do whatever I'd want, without judgment. And without telling my
mom. This person doesn't hurt me, and usually is not a fickle friend.
However, it can be hard to get a hold of him, so when | do - it's nice to
just hang out.”

“Corona reminds me of one of my best friends who is male, 23, and is in the Army. He's really
funny and a fun person to hang out with. He likes a lot of the same stuff as | do like fishing,
hunting, rock music, and drums. What | like best about him is that he has been there for me and he
is honest. What | least like is that sometimes he doesn't listen to people when he is warned.”

“Miss Bud light, will you marry me? You always make me feel good and you never fill me up- yeah,
you're made with rice instead of hops but | can handle that baby. Whenever I'm stressed, | come to
you and you accept me. You have led me to many girls and | love you.”

“Guinness would be a mid-30s athletic Amazon chica, with a penchant for volleyball domination
and a rapier wit. She is calm and cool and collected, and a good friend.”

“Corona Light would be a fun and outgoing friend that is always there for me and always lifts my
spirits. | would imagine this beer to be female and approximately 30-35 years old. She has high
standards, but always knows that having fun is important as well.”

“My friend, Blue Moon and | get together for special outdoor occasions and casual outings with
other friends. 1 like her best because she is unique and always satisfies my curiosity with complex
conversations. | don't like to spend too much time with her because | wouldn't want our friendship
to lose its spice.”

“Molson and | went to a hockey game and really enjoyed the game, it went into overtime. After the
game we hit a bar to partake in some friendly conversations with other friends about the game.”

“Miller Lite is a male best friend who is always there for you for a very long time has always been
around, dependable, reliable and easy going.”

“My favorite beer is Michelob. Like my wife, she is refreshing and smooth. She is mature and
loving and likes to have a good time. She is always there when you need her.”

The Social Impact of Beer Brands

Another one of the key drivers of brand charisma is what we call social affinity — the extent to
which people relate to brands, identify with, and receive peer group approval for. To better
understand that we asked people unaided questions about their favorites to drink at home (Bud
Light was most named), out with friends (Bud Light, Corona, and Budweiser were most named)
and to serve at a party where they were trying to set a mood. Again, Bud Light, Corona, and
Budweiser were most named but more people named more brands. While the leading brands
were consistent across situations, the reasons varied based on the needs of others and
availability.

Page 4



Favorite to drink at home:
“Bud Light because it taste very good and is part of my hometown area.”
“Coors Light, it's cheap and at every gas station.”

“Sam Adams - among the beers | like, its the easiest to find, in the most
stores... also tastes good bottled as well as on tap.”

“MGD - both my wife and I like the taste and it's a good value for the
beer.”

“Sam Adams, because my dad likes it and it is always in the fridge.
Also, because of the different favors, | like the variety.”

“Budweiser, because it tastes so good. Usually about 5 or 6 of them
have me feeing pretty good.”

“Probably Bud Light because its affordable but not nasty.”
“Corona. lIt's always my first choice at the grocery store. | like the taste and so do my friends.”

“Budweiser. | guess part of it is habit, because | have always enjoyed this brand and | really like
the taste.”

“Bud light. It isn't super expensive and it is easily one that doesn't have much opposition when |
share.”

“Busch. Itis cheap. With diesel being so high right now I've got to cut some corners.”

“Cross between Corona or Bud Light, depends on how much money | have at the time of purchase,
and who will be visiting.”

“Bud- when | can't figure out which beer to buy, this is my default.”

Favorite to drink out:

“Bud light. Most of my friends drink this too. | go to a lot of house parties vs. a bar and this is what
is served.”

“Corona Light because it is always available and I like it”
“Coors, as its more available than my favorite beer”
“Corona, its a ‘have fun’ beer, doesn’t get me wasted

“Miller Lite - it's my favorite beer, | can find it at virtually any bar or restaurant, and it's reasonably
priced.

“Probably Budweiser largely because when | order a beer that is the one that most immediately
comes to mind.

“l don't have a favorite for when I'm out. | like to try new things and am open to drinking anything.”
“l usually have to settle for bud light (we buy by the pitcher).”
“Harpoon UFO. Tastes great on tap and goes great with burgers and fries.”

“l can NEVER get Bud Ice in a bar or restaurant...if | HAVE to order a beer, | settle for Bud Light.
Why do they have SO MANY other brands of beer, but NEVER Bud Ice?? Makes me mad!!”

“Sam Adams because it goes good with food and comes with a lot of flavors.”
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Favorite to serve at a party:

“Heineken, Coors, Budweiser and whatever else | think the
guests would enjoy, it is for them more than for my family so |
want them to be happy.”

“Bud Light, Miller Light, Heineken, Corona because all our friends
have different tastes in beer and | like to make them all happy
with their favorites!

Bud light, b/c this is what most of my friends drink. If someone
likes something else they will bring it with them when they come
over so | usually don't buy more than one brand to accommodate
a few people.”

“Miller Lite or Bud Light--they are the "standard" kinda like coke
and diet coke.”

“Sam Adams if it is a more laid back party, Busch Light if it is a
get drunk type party. Sam Adams has a variety of different favors
and taste great and Busch Light because it is inexpensive.”

The Charismetric Index ™

To create our Charismetric Index™ we tested a battery of 54 product attributes/features with the
top beer brands to determine which of those most strongly correlated with Brand Charisma. We
then used factor analysis results to identify the four categories and the associated attributes
within each factor that drive charisma in the beer category (See Table). This model would apply
to most products, although the specific attributes would be customized by product category.

Next we used regression analysis to assign weights to each of these components with affinity
being twice as important as commitment and honor in driving charisma. Finally, each brand was
evaluated against the aggregated category score to calculate each brand’s Charismetric Index™
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We found that Bud Light and Corona enjoy higher Brand Charisma than their competitors. While
Heineken has a loyal following (lags second behind Corona on “Is for people like me, lags second
behind Bud Light on “My friends drink this beer” and lags second behind Corona on “Is a brand |
respect) it does not have as much Charisma as these others because it is not as highly valued as
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most of the others on “Makes Me Feel Healthy.” (Interestingly, Heineken has recently launched a
Light version.)

This new light version should elevate Heineken'’s trendiness on delivering a perceived health
advantage similar to Bud Light and Miller Lite who are much more charismatic than their non-light
brands, thereby enhancing Heineken’s charisma in being like a friend with shared values.
Similarly, Miller Lite has a lot more charisma than its sibling Miller which appears to have a dated
image (lowest index on ‘modern’) and perhaps for this reason, lacks affinity, brand commitment
and honor.

Even more to the point, Corona, who focuses its brand messaging on personal enjoyment scores
high overall on charisma in spite of the fact that it has low social affinity. In summary, the brands
that score highest on brand charisma also are the category leaders in sales.

Beyond Beer Brands

This study confirmed our ongoing understanding of charismatic brands. They attract a loyal
group of followers who would go to great extremes to associate themselves with charismatic
brands to maintain and deepen this emotional bond between people and brands. The language
used by beer drinkers to describe their favorite beers as people is dramatically illustrative of this
relationship between people and brands. People tend to use the same language to describe their
favorite beer as they would their best friends. In this regard, charismatic brands provide a sense
of belonging, identity and inclusion. Charismatic brands also provide consumer confidence in
delivering on their emotional promise.

At Invoke Solutions, we believe that the three main components of the Charismatic Index'";
Social Affinity, Honor and Commitment; apply across product categories. Furthermore, in most
cases the weights assigned to each component would hold across product categories with Social
Affinity being twice as important as Honor and Commitment.

More Information

To learn more about Brand Charisma and how to measure it, you can download our white paper
at: http://www.invoke.com/index/brand_charisma

For more information about this study, contact us at josh.mendelsohn@invoke.com.
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