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 “Craft” beer is a special part of the “Wine production” class which 
attracts even more consumers in the last couple of years. The oppor-
tunity for an informed choice of a product or service that satisfies 
specific needs of consumers shifts the focus from the low price to the 
product of high value for which it must be paid. The goal of this 
article is to empirically develop the determinants that influence the 
choice of “Craft” beer based on theoretically proven determinants of 
competitiveness of price. The scientific tasks can be summarized as: 
developing the determinants that form the value accepted and theoreti-
cal motivation of its relation with price flexibility; theoretical motiva-
tion of the relation between price flexibility and price competitive-
ness; empirical development of the key determinants of price competi-
tiveness of the “Craft” beer in Bulgaria. In this paper there are used 
the methods of analysis and synthesis, surveys through questionnaires, 
statistical methods, market research and others. 

 

Introduction 

 

At the onset of the second decade of XXI C there started a wave of developing 

new “micro” and “small” enterprises in class C.11.05 “Beer production”. Despite the 

competitive pressure from leaders in the branch they adapt successfully and establish 

themselves on the market by managing to attract more real clients. While looking for 

advantages, they are forced to offer their clients a unique product through which to 

justify its higher price. It is for this reason that the interest in the so-called “craft beer” 

has grown recently. According to the Association of home breweries in Bulgaria, set 

up in 2013, “Craft beer” is produced in small, usually family breweries which pro-

duce original, special beers with high quality, traditions and they are interesting for 

consumers (Association of home breweries in Bulgaria, 2013). Defined in this way 

and based on its unique characteristics, the Craft beer has a set of tools through which 

one can justify the competitiveness of the price of the product offered. According to 
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The Union of breweries in Bulgaria, the registered Craft breweries in the country in 

2010 were 4 and in 2014 there were already 8 of them which, having in mind the 

amount of investment, is really a substantial growth. 

The subject of this survey is to identify the factors that influence the price com-

petitiveness of the Craft beer and the object are the consumers of this product in 

Bulgaria. 

The objective of this article is on the ground of theoretically proven determi-

nants for competitiveness of the price to develop empirically those that influence the 

consumer’s choice of Craft beer. 

To achieve these goals the following scientific tasks were solved: 

1. Developing the determinants which set up the value perceived and theoreti-

cal justification of its relation to price flexibility; 

2. Theoretical justification of the relation between price flexibility and price 

competitiveness; 

3. Empirical development of the key determinants of the price competitiveness 

of “Craft” beer in Bulgaria. 

In the survey there are used the methods of analysis and synthesis, questionnaire 

surveys, statistical methods, market research and others. For the analysis the software 

product SPSS is used. 

 

1. Theoretical grounds for competitiveness of price 

 

The development of the global corporate structures and the emergence of a  

myriad of products, brands and producers of products that compare in respect to 

quantity, quality and image, presuppose the search for new forms of competition and 

manifestation of the competitive behavior of companies. According to Prahalad and 

Ramaswamy (2009), “The new competition” is based on the assumption that “the 

consumer and the company are intimately involved in the mutual creation of values 

that are unique for the individual consumers and sustainable for the company”. Pra-

halad and Ramaswamy (2009) add that “the paradox in the new economy is that 

consumers have a bigger choice which brings them less satisfaction, while producers 

have more strategic options that bring less revenue”. 

Acquiring ownership of direct competitors on behalf of big world companies al-

lowed them to increase hugely their presence on the market. As a consequence a 

number of companies lose their identity, while the identikit air of the products and 

services offered repulses their clients. That is why clients are not always loyal to the 

“lack of identity” of the company products to which they have recently been attached. 
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The development of the paradigm for creating values in the relationship between 

retailer and buyer breaks the classical notion of competitiveness. The development 

and the even greater accessibility of information give consumers a new vista and 

opportunity for informed choice. This gives the ground to think that consumers 

“evolve” not only in respect to their choice but also in respect to how they understand 

price behind which they see a number of factors which predetermine their prefer-

ences. 

Michael Porter (2005, p. 75), who has contributed most significantly to modern 

science in the field of competition and competitiveness, defines it as “the characteris-

tic feature of goods, services and subjects of market relations to set foot on the market 

next to the existing there similar goods, services or competing subjects of market 

relations”. In the context of this survey and to achieve its goals with “competitive-

ness” one should mean: the ability to retain and increase clients’ share; the ability to 

create added value which satisfies its creator and user in respect to contents and quan-

tity; the ability to manage a company’s competitive advantages effectively. 

Therefore, the improvement of companies’ market presentation should comply 

with revealing the key determinants which make products and services preferable. As 

a common equivalent and measurer of a product’s value for the client, price plays a 

vital role in the competition race. Products’ ability to compete is determined by some 

basic characteristics which define the so-called competitive advantages in respect to: 

innovation of the product, its quality, economic use of resources, after-sales service, 

consumer’s value of the product, the way the product is offered and its accessibility, 

the cost for creating it which concerns the price anyone is ready to pay for the set of 

these and other parametres of products and services.  

According to M. Porter (2005, p. 27) the competitive advantage stems from the 

value which the company creates for its consumers and which exceeds the expenses 

for creating it. Shoeu (2008, p. 12) states his thesis that “competitive advantages are 

key factors which need to be maintained and developed and the issue is which com-

petitive advantages are sustainable in time and can bring the company more profits”. 

This gives us enough ground to think that the characteristics of products or services 

offered by economic subjects are of particular importance for competitiveness in 

modern conditions. These features can be of different nature and can concern the 

product itself; the necessary or added services which accompany the basic prod-

uct/service or the specifics of production, distribution or personal sales; as well as the 

company. 

Creating and maintaining sustainable competitive advantages concern also the 

price a consumer is ready to pay for the value he is going to receive when buying a 
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particular item. Having this in mind, more than 25 years ago Savinov wrote (1985, p. 

12): “The higher the consumer value, revealed through the quality of a product, the 

more needs it satisfies and the smaller its value presented through its expenses, the 

more competitive the product is”. In a similar statement with “expenses” one should 

understand all resources (financial and non-financial) that a consumer should give up 

in order to get a particular product. When this comparison between benefits and ex-

penses for the consumer refers to a financial resource, it is called an economic effect 

for the consumer. In case it refers to a non-financial resource, it is called a psycholog-

ical effect. That is why one can state that the purchasing decision is a set of assessing 

a number of interrelated factors which need to be identified, ranked and evaluated by 

consumers. This decision is not made in isolation but within the framework of a com-

petitive market where prices still play a vital role as a measurer of the consumer’s 

readiness to do without something in order to get a particular product or service. That 

is why the bigger fight for competitive dominance on the market turns the processes 

of company pricing into an activity that is governed by a company’s strategic market-

ing objectives. This conclusion is based on the fact that more often when setting price 

levels one has in mind not only the impact of company internal factors and external 

opportunities and threats, but also the value in all its forms which is created in the 

process of economic interaction between market participants. 

In economic literature there exists the thesis that the use of price in competitive 

fight is directly linked to product differentiation (Alexandrov, 1999). This, in turn, 

underpins the supply and demand for unique product characteristics and is aimed at 

attracting clients’ attention (this thesis is the basis of defining “Home brewing”). An 

item is considered competitive if its selling price, design and quality do not fall be-

hind the characteristics of the similar goods available on the marker (Tihonov, 1985, 

p. 24). Moreover, a business should strive to supply a strictly individualized product 

with unique characteristics, whose selling price should take into consideration the 

client’s assessment of its value. Chen and Pearcy (2010, p. 674) speak of the effects 

of applying the theory of “dynamic pricing” for increasing competitiveness and at-

tracting clients. What is specific about it is exactly the method to differentiate con-

sumers, to pay special attention to the quality of the products and services offered to 

the existing clients, while the clients of the rivals’ products and services are attacked 

with differentiated price offers depending on the frequency of purchasing, quality in 

demand and others. It is similar methods that are defined as “competitive actions” and 

they show clearly and indisputably that price competitiveness is possible and it is 

done not only through reducing the price, but also through other activities which 

allow selling a product at a high price and this product is preferred by a specific circle 
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of consumers (20% of the clients can account for 80% of a company’s revenues). 

That is why it is important to search for an opportunity to offer products of high value 

for consumers who can appreciate it and are ready to pay for it.  

In support of a similar viewpoint is Clark and Fujimoto’s thesis (1991, p. 1), 

who in a publication in the 1990s say that “the new dimensions in the competitive 

fight between industrial companies, focused on product development, are driven by 

three basic powers: the intensity of international competition, market fragmentation 

and clients’ whims, and the variety and development of technologies”. It is the focus 

on clients’ whims that is the key to the competitiveness of “Craft” beer worldwide. 

The changing relations among various market participants always lead to trans-

formation and a different viewpoint on the elements of the marketing mix. The con-

cept of transforming the “4 Ps” into “4 Cs”: “Product – Consumer wants and needs; 

Place (Distribution) – Convenience; Price – Evaluation (Cost for the client); Promo-

tion – Communication (Symbolization)” (Kotler, 2005, p. 65; Stoychev, 2008, p. 33; 

Danchenko and Ivanova, 2006, p.21) signals clearly the dynamic changes taking 

place not only in practice, but in theory as well. It is these changes that allow us to 

identify the new place of price in the competitive race of goods which is revealed in 

consumer’s individual assessment of what he receives. Hence we think that price 

competitiveness, rendered through the prism of modern dynamic processes, needs to 

be viewed rather as a competition of prices through products’ characteristics and 

values rather than competition between products through their prices (Ivanov, 2016, 

p. 59). 

The primary idea for such definition lies in the necessity for clients to receive a 

significant difference between the cost (worth, lower limit of price) of a product or 

service and the benefits that a client will receive from the product (value, upper limit 

of price). The range between the two defined limits of price, called “economic effects 

of production and consumption…” (Blagoev, 2013, p. 99) that is distributed between 

the producer and consumer, happens to be a very good starting point for defining key 

determinants for assessing and increasing price competitiveness. To a certain degree 

this resembles Prahalad and Ramiswamy’s idea (mentioned earlier in this article) 

about “created shared value” which is to be distributed fairly between producer/ dis-

tributor and clients. 
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Фиг. 1. Model of economic effect and its relation to value and price 

 

Distributing this effect among producers and clients reasonably and with bal-

ance turns into a key source of competitive advantage (Pain, 2005, p.102). Porter and 

Kramer (2011, p. 64-70) support and develop the idea about distributing value (the 

cost as they call it in their publication) and add that such distribution cannot be de-

fined either as social responsibility or philanthropy, it is rather a tool for achieving 

advantages and success for business through change in the way of public thinking. 

Rendering the idea of economic effect through the mediatory prism of the value ap-

proach of pricing and building partner relations with clients shows that price flexibil-

ity depends on the mutually created and accepted value of products and services. 

Moreover, the basic task of modern pricing therefore needs to be the efficient man-

agement of “the economic effect” for providing a considerable degree and market 

freedom in setting a competitive price which is a prerequisite for increasing price 

competiveness without this being tied to a decrease in its level.  

Fig. 1 illustrates the idea of distributing the economic effect, as well as the place 

of the value of this effect. The conclusions drawn from it are that the bigger the range 

between the cost and the accepted value of the product or service , the greater flexibil-
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ity in setting the price for the company. Thus, even higher price levels for products 

bringing their consumers a value whose cost according to them exceeds the market 

price, will be competitive. 

Accepting the value approach as a leading paradigm in developing the factors 

that determine the price aspects of competitiveness and citing a construed conceptual 

model for assessing the price competitiveness of products and services (Ivanov, 2016, 

p. 154), we can set forth three determinants whose effect influences the way a con-

sumer accepts the price, respectively its competitiveness: 

- consumer preferences which fix the upper limit of the value (accepted value); 

- the product and inner company conditions which tie the cost with the accept-

ed value; 

- the market conditions which set up competitive relations.  

 

2. Methodology for studying the factors of competitiveness 

of the “Craft” beer in Bulgaria 

 

In this survey the objects are only the end clients of the “Craft” beer which 

means that the remaining market participants will be eliminated in the sample of the 

survey. Thus, as an end client of the “Craft” beer one should mean a person consum-

ing beer, aware of the products of “Craft” breweries; he prefers them and is able to 

give information about the reasons motivating him to choose this product. 

The subject of the survey is to identify the factors which influence the competi-

tiveness of the prices of the “Craft” beer. 

The objective of the survey is to develop empirically the determinants which in-

fluence consumers’ choice of the “Craft” beer in Bulgaria. 

To do the survey it is planned to apply a descriptive research programme due to 

the requirements of the assigned objective. Its main task is aimed at studying the 

profile of consumers of “Craft” beer in Bulgaria, their specific perceptions and as-

sessment of particular characteristics of the product, market, brand and relations with 

the producer that influence the consumer choice. To gather the necessary empirical 

data a structured on-line questionnaire is designed. 

To do the main survey a sample approach is chosen. For convenience the size of 

the sample is 366 people and the general aggregate includes the consumers of “Craft” 

beer who meet the assigned criteria in the object of this survey. One can state that in 

its structure the sample resembles the general aggregate in the criteria gender of re-

spondents (see graph 1). 

 



Y. Ivanov.  

Price Aspects Of “Craft” Beer’s Competitiveness In Bulgaria 

85 

For the objective of this survey the sample unit is the particular individual who 

drinks beer and the units from which data is gathered are people above 18 due to the 

nature of the product (an alcoholic drink prohibited for people under 18). According 

to data of NIS (National institute of statistics) for 2015 in Bulgaria in the age range 

above 18 there live 2 975 135 men and 3 201 151 women which corresponds with the 

distribution mentioned above. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 1. Distribution of respondents according to gender 

Gathering data is done through spreading the questionnaire through various 

types of web sites. For the objectives of the main survey the analysis of the empirical 

data is made with factor analysis, making all preliminary checks for meeting the 

requirements for doing it. 

On the ground of preliminary studies and thorough interviews with real clients 

of the “Craft” beer in Bulgaria, there were developed exit variables in three basic 

factors as defined in the theoretical analysis: preferences of clients, products and inner 

company conditions, market characteristics. 

A questionnaire is designed with three sets of questions. The first one “General 

questions” aims at discovering how much beer Bulgarians drink and whether they are 

familiar with the products of small “Craft” breweries. The aim of the second set of 

questions is to determine the influence of the particular exit variables on the clients’ 

choice in making purchasing decision for the “Craft” beer; the third set of questions 

concerns demography. 
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The survey was carried out between 6 January 2016 and 12 January 2016. We 

should point out that the survey needs to be defined as a “non-representative sample 

survey” since the sample is formed according to convenience. We think that because 

of the way of doing the survey variations in the results are possible, that is why the 

applied set of tools corresponds with the sample and the ranges that characterize the 

questions in the survey. 

  

3. Factors of competitiveness of the “Craft” beer in Bulgaria 

 

The results of the survey give us the ground to create a profile of the clients who 

drink the “Craft” beer in Bulgaria. The descriptive analysis of the first set of questions 

shows that only 11% of 366 people total answer that they do not drink beer (see graph 2). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 2. Do You Drink Beer? 

This shows that traditionally a Bulgarian drinks beer and it is not by chance that 

we rank 14th in Europe (data of the Association of beer producers in Bulgaria) and 

share the place with Belgium – one of the leading producers of beer. Interesting re-

sults concern the frequency of drinking beer – 19%, almost one fifth of the respond-

ents (324 people said they drink beer) drink beer every day. 37% of the respondents 

drink 2-3 times a week, 29% drink 2-3 times a month. About 15% of the people drink 

beer several times a year. Of interest was the question about the quantity that each of 

the respondents has (the unit is a bottle of 0.5 l). Most of respondents – 56% drink 
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one beer. The share of people who drink 1-3 beers is not small, only 6% of the re-

spondents define themselves as “heavy” drinkers – more than 3 beers. 

Asking the question “Are you familiar with the products of the “Craft” brewer-

ies in Bulgaria?” aims at differentiating from the total number of 324 beer-drinking 

respondents those who are familiar with the product whose factors of competitiveness 

we look for. 174 respondents answered positively. Because of the fact that the second 

set of questions is too specific and concerns consumer assessment of a product cate-

gory which they need not only to be familiar with but also use, after question №5 

“Have you drunk “Craft” beer of a Bulgarian producer?” we reduced the respondents 

to 153. Based on their answers we can make a profile of the client who drinks Bulgar-

ian “Craft” beer: mainly men, aged about 44, they earn average and high income and 

live in large towns and cities. A similar characteristic is due to: first, the “Craft” beer 

has much higher alcohol degree which attracts men more; second, the price at which 

these products are sold is to a considerable degree affordable for people with average 

and high income and third, the access to these products in the large towns and cities is 

much easier. 

Based on the profile and the reduction of respondents an analysis of the replies 

of 153 people was made concerning the reasons for their choice of the “Craft” beer.  

The applicability of the factor analysis has been determined with the help of the 

Bartlett's Test of Sphericity and the Kaiser-Meyer-Olkin (KMO) Measure of 

Sampling Adequacy. The Bartlett’s test is meant for testing the zero hypothesis which 

claims that the variables do not correlate with each other, therefore the correlation 

matrix is an identical matrix, in it the values of the correlation coefficients along the 

diagonal are 1 and all remaining ones – 0. Table 1 clarifies that the value of the Bart-

lett’s test is 1187.787, i.e. this value is high enough to reject the zero hypothesis about 

a lack of correlation between variables. The Kaiser-Meyer-Olkin (KMO) Measure, in 

turn, compares the magnitudes of the monitored correlation coefficients with the 

magnitudes of the partial correlation coefficients. The small values of the measure 

(below 0.5) show that the correlation coefficients between the pairs of variables can-

not be explained by other variables, i.e. one cannot claim the presence of some more 

significant hidden factors, which makes the factor analysis inapplicable. Table 1 

shows that the value of the measure is above 0.642 which proves that the factor anal-

ysis can be accepted as a valid research method in this survey. 
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Table 1 

Kaiser-Meyer-Olkin Measure and Bartlett’s Test 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,642 

Bartlett's Test of Sphericity Approx. Chi-Square 1187,787 

df 120 

Sig. ,000 

 

The data in Table 2 and Table 3 show that the designed assessment ranges in 

regard to developing the factors of competitiveness of the “Craft” beer can be accept-

ed as valid. The discriminative justification of the ranges is proven by the factor 

analysis. The results from the varimax rotation of the 16 components show that in-

stead of three, as stated in the theoretical model, they form four basic factors: con-

sumer attitudes and preferences, product characteristics, inner company conditions 

which are set as a new separate determinant of competitiveness and market condi-

tions. 

The tested ranges have also good convergent validity. As a result of the varimax 

rotation there are determined three factors with eigenvalues above 1 (Table 2). They 

explain 59,286% of the variation of the 16 exit variables. The first factor “consumer 

attitudes and preferences” explains 25,781% of the variation. It comprises the varia-

bles: promotions, advertisement, customer care, recommendations by clients and 

product offers of competitors. The second factor “product characteristics” explains 

11,467% of the variation. It includes the variables: variety of tastes, variety of col-

ours, durability, density of beer, degree of filtering and alcohol content. 

Table 2 

Eigenvalues and percentage of explained variation 

 

Compo-

nents 

Eigenvalues Sum of quads Rotated sum of quads 

Total 

% of 

varia-

tion 

Cumula-

tive % 
Total 

% of 

varia-

tion 

Cumu-

lative 

% 

Total 

% of 

varia-

tion 

Cumu-

lative % 

1 4,588 28,676 28,676 4,588 28,676 28,676 4,125 25,781 25,781 

2 2,500 15,623 44,299 2,500 15,623 44,299 1,835 11,467 37,248 

3 1,676 10,477 54,775 1,676 10,477 54,775 1,811 11,316 48,564 

4 1,242 7,763 62,539 1,242 7,763 62,539 1,716 10,723 59,286 
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5 0,998 6,866 69,405       

6 0,971 6,067 75,572             

7 0,896 5,598 81,170             

8 0,724 4,523 85,693             

9 0,517 3,233 88,926             

10 0,422 2,640 91,565             

11 0,349 2,178 93,744             

12 0,310 1,937 95,681             

13 0,248 1,548 97,229             

14 0,190 1,191 98,419             

15 0,147 0,919 99,338             

16 0,106 0,662 100,000       

 

The third separate factor is “inner company conditions” which explains 

11,316% of variations. It includes: production technologies and quality of the used 

resources. The fourth factor “market conditions” explains 10.723% of the variation 

and comprises the variables: image of the producer in public, product offers of com-

petitors, prominence of the producer company and access to the product. All variables 

meet the requirement for factor load of 0.5. This gives us the ground to accept the set 

factors and the variables they include as valid. 

The identified factors and the variables comprising them do not coincide with 

the theoretically developed three factors in the conceptual model (Ivanov, 2016), 

because they were suggested as a result of a survey of the conceptual model, i.e. in it 

the survey was done by principle instead of a particular product. That is why the 

factor “product characteristics and inner company conditions categorized then, is 

divided into two separate factors in this survey. We could say that the result satisfy its 

objectives. Therefore we can draw the conclusion that the presented data give the 

ground to accept that the applied set of tools is reliable enough and valid for the ob-

jectives of the survey. 
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Table 3  

Rotated factor matrix (n=153) 

 

 

Factor 

Consumer 

attitudes and 

preferences 

Product charac-

teristics 

Inner compa-

ny conditions 

Market condi-

tions 

Productions technolo-

gies 

-0,046 -0,110 0,841 0,239 

Quality of the used 

resources 

0,026 0,337 0,781 -0,260 

Variety of beer fla-

vours 

-0,120 0,647 0,100 0,019 

Image of the producer 
in the public 

Variety of beer colours 

0,384 0,078 0,086 0,722 

Promotions 0,006 0,797 -0,003 0,190 

Advertisement 0,832 -0,118 0,054 -0,099 

Durability 0,635 -0,289 -0,141 0,318 

Density of beer -0,123 0,695 0,133 0,131 

Customer care -0,106 0,770 -0,046 0,240 

Recommendations 

from clients 

0,709 0,390 0,090 0,294 

Degree of filtration 0,617 0,410 0,171 0,163 

Product offers of 

leading companies 

0,304 0,713 0,390 0,000 

Prominence of pro-

ducer company 

0,171 -0,188 0,219 0,697 

Access to product 0,223 -0,369 -0,190 0,673 

Alcohol content -0,142 0,015 -0,331 0,668 

 -0,097 0,851 -0,227 0,190 

Method of extraction: Principal Component Analysis.  

Method of rotation: Varimax with Kaiser Normalization. 

a. Rotation converged in 8 iterations. 

The final question in the questionnaire survey in the second set was directed at 

the value respondents received from the products of the “Craft” breweries and the 

price the products were offered at: Would you pay a higher price for a “Craft” beer? 

The answer to this question is a firm “YES” from 82% of the participating 153 re-

spondents. These results are indicative, especially having in mind that the price of a 

glass bottle of 0.500 l in the store is up to 2-3 times higher than that of mass beers. 
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4. Conclusion 

 

The results from the survey confirmed our position that it is possible for the  

high prices to be competitive when a product of unique characteristics for a particu-

lar consumer segment is offered. This is due to the fact that the “evolution” of consumers 

and the use of “client-centred” models of business management attract and retain clients 

on the ground of the value created by the two interested parties – producers and clients. 

This value, expressed through the factors of competitiveness, allows companies to sell 

their products to clients who are ready to pay for having unique experience from the 

purchase. Carrying out similar surveys provide an answer to the question why the high 

price for a product that provides the value wanted by the consumer is competitive. 

Today, when the public has easier access to information and products with vari-

ous characteristics and quality, the informed choice and getting special attitude from 

the company whose product is used is the key to competitiveness. That is why the 

indifference of products produced by companies which are interested predominantly 

in the price of their shares and conquering new territories, makes possible the survival 

and development of the “Craft” breweries in Bulgaria. 
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