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“There is a positive correlation between drinking
international beer and development. This means that
international brands have a higher consumer base in tier
one cities than tier two and three cities: the more affluent
the consumer, and the more educated, the more likely they
are to be in a position to cultivate an informed knowledge
of what the global beer market has to offer.”

Joshua Channon, Research Analyst

This report looks at the following areas:

BUY THIS

Brands are adopting a strategy of premiumisation despite economic turbulence REPORT NOW
< Tier two and three cities have poor access to foreign beer
= There are differences in the way Chinese and Western consumers think about beer and
what temperature it should be served at VISIT:

store.mintel.com

Definition
This report covers all alcoholic and non-alcoholic beers. Market size is based on retail (off-trade) and
non-retail (on-trade and food industry) sales. CALL:
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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