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Back to the roots — the power
of distinctive assets

Early March Beck’s has launched a new marketing campaign

to push the line extender “Beck’s Unfiltered”. Anheuser Busch
InBev has made a really smart move to raise the attention for
the new product. We all know about the problems not only the
German beer market is facing in these days. The most important
sales channel has ceased to exist. There is hardly any chance
for Out of Home consumption in most parts of Germany. And

no one knows when we can all go back to the places we like

so much and where we meet with friends and enjoy a glass of
cold beer.

Besides that, in Germany beer sales are stagnating significantly.
Beer drinkers either switch to other alcoholic and non-alcoholic
beverages or — at least some of them — buy more often new
variants and specialties, like lager beer, cellar beer or local
specialties and Craft Beers. Therefore, most of the German

beer brands are challenged to spend their decreasing market-
ing budgets more wisely and make sure that every Euro spend
works effectively.

But how to raise attention and interest for a new product when
budgets are getting smaller, the market is highly competitive
and saturated — according to the Ipsos Brand Tracking Data
Base German beer consumers do have around 10ten brands on
average in their Consideration Set — and where brands launch
new variants quite regularly?
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To master these challenges, AB InBev has decided to go

back to the roots of the famous Beck’s brand and refloat the
familiar sailing boat with the remarkable green sails. Starting
in 1984 the Alexander von Humboldt with all green sails set
was dominating the Beck’s commercials, accompanied by Joe
Cocker’s catchy background music “Sail Away”. The sailing boat
with lots of young people on board was the perfect signal for a
young, self-confident cosmopolitical brand. The typical Beck’s
TV commercial from the 1980s guaranteed a high recognition
value and a superior brand linkage (https://www.youtube.com/
watch?v=SZv8sAumtPc)

An unforgetable brand signal

But in the 1990s the Beck’s brand management has decided
not to rely any longer on these strong brand signals and come
up with new, very different and — at least to my mind — less
intriguing and sticky marketing campaigns. However, in each
market research project the sailing boat still popped up in any
open-ended question as an unforgettable and distinctive brand
asset. Probably the Beck’s sailing boat is comparable in its
strong brand linkage to the Krombacher lake, the Nike swoosh,
or Red Bull’s wings.

Why am | totally convinced that the new campaign staging

again the long-missed sailing boat will help Beck’s to better
launch its new line extender?
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We at Ipsos know from a growing body of literature and our own
basic research that brand choice is complex and nuanced, it is
not simply about responding either automatically or delibera-
tively! We agree with Byron Sharp' and others that oftentimes
brand choice is mindless and makes use of shortcuts. But we
also know that the mindless thinking paradigm doesn’t paint
the full picture. In many cases, more mindful choices take over.
Consumer decision making is neither absolutely mindless nor
mindful! In the reality decisions always arise along a mindless
to mindful continuum —and consumers adapt their decision
processes triggered by context, motivations, emotions, values
or past experiences!

Moving consumers to a mindful state

Brand management can and oftentimes has to influence whether
brand choices are more mindless or mindful. Especially in highly
competitive markets like the German beer market where most
brands do strongly meet the expectations of the buyers, brand
growth comes from successfully intervening when people are
intuitively choosing between their most preferred beers at the
PoS, in a restaurant or a beer bar: moving them from a more
mindless to a more mindful state. If we imagine people choosing
fast and mindlessly a beer from a shelf as if quickly scrolling
through a selection of TV programs, it becomes clear that it is

in the brand’s interest to stop the mind scrolling — particularly

in the moments that really matter.

Brands like Beck’s that are not the clear market leader can do
this by triggering ‘conflicts’ that challenge the usual automatic,
mindless choices, or through interventions that disrupt some-
one’s automatic impulse, cause them to pay attention, even for
a second, and encourage a more mindful and possibly different
choice. This short opportunity can also be used to reinforce or
explain the brand’s key messages.

Beck’s new line extender Beck’s Unfiltered supported by a new
TV campaign has the potential to disrupt the usual automatic,

mindless choice of a bottle of beer and to point the drinker in

a different direction.

First of all, it offers the customer a new beer type, that is pretty
much in line with the latest beer trends here in Germany — enjoy-
ing a natural, authentic premium beer. However, many compet-
itors have recently come up with a similar beer type — making
Beck’s a follower, not a Blue Ocean pioneer. This is exactly

why | think it is so important that Beck’s has supported the
launch with a commercial that really attracts the attention of

the target group.

Both, the boat with the salient green sails and the new version
of the Sail Away song, have a huge potential to attract the
attention of the viewer and make him wonder about the return
of something that is long gone. Beck’s is successfully leveraging
two old, but nevertheless prominent pieces of brand experiences
that make the new beer type shine more brightly and distinctly
in the mind of the prospective buyer. Accomplishing this is
particularly challenging in an established, mature category like
the German beer market. Maybe the brand has even designed a
new distinctive asset for the future: the green bottle shaken and
turned upside down to make the beer more turbid.
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Resume:

We at Ipsos are fully convinced that consumers are adaptive
and contextual decision-makers, often looking to take mental
shortcuts to fulfil their goals like buying a bottle of beer for an
upcoming TV evening event without much effort. But when trig-
gered, they can also shift to more mindful processes. Successful
brands find ways to challenge and disrupt mindless choices
and thereby become a more shiny and attractive product in the
moment that matters. However, this is only a prerequisite for
sustainable brand growth. For a new beer type like Beck’s Un-
filtered it will be even more important to consistently deliver an
experience that matches the brand’s promise. Time will tell how

far the new Beck’s will be able to do so. But the foundation for

a successful brand launch is laid with an interesting and prom-
ising brand campaign. Even if the brand launch will not become
a huge success — Beck’s will for sure raise the awareness for the
umbrella brand and strengthen brand closeness, especially in
the younger generation.

What do you think about the smart chess move to leverage
two deceased, but nevertheless strong and distinctive assets?
Without having the full understanding about all the distinc-
tive, authentic and tangible features a brand owns, this move
would not have heen possible.

1) Byron Sharp and Jenni Romaniuk: How Brands Grow (part 2),
Oxford University Press, 2016.

Also see: David Taylor et Al., Brandgym: Covid Crisis - Impact on brand
strategy embracing virtual working to keep brand fit.
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