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A B S T R A C T

This paper explores brand management decisions concerning the terroir product of an authentic beer brand.
Findings are based on a single case study of a Greek microbrewery informed by in-depth interviews with the

company owner and senior management team. Additional customer insights into the issues were gathered from
191 questionnaire responses.

Results identify the way this company has approached territorial brand management based on a clear un-
derstanding of potential consumer perceptions and reactions to clues about place brand origin in its brand names
when targeting its main groups of domestic, export, and tourist consumers.

This research offers practical insights into territorial brand management decisions, especially those con-
cerning brand names that offer clues to a product's place of origin. These insights may offer practical strategies
for SMEs operating in markets serving both local and tourist consumers, and who wish to defend the terroir
claims of their products against large multi-nationals.

1. Introduction

Contemporary consumers are seeking authenticity now more than
ever (Carroll & Wheaton, 2009). This attribute of authenticity is valued
so highly that consumers are often willing to pay a price premium for
what they perceive to be authentic products, particularly those per-
ceived to be authentically associated with a specific place (Moulard,
Babin, & Griffin, 2015). In this context, the notion of consumers in-
creasingly ‘using products and experiences to reconnect to places, his-
tory, culture, and one another’ (Eades, Arbogast, & Kozlowski,
2017:57), seeking to consume local products, especially in response to
and rejection of the homogeneity of global consumer products, is re-
ferred to as ‘neolocalism’ (Flack, 1997). The concept of ‘terroir’, (in its
simplest form, linking associations between a product and its place of
production) originated within the agri-food industry. Terroir has de-
veloped strong associations with the wine industry, to which much of
the extant literature on the concept now relates (Charters, Spielmann, &
Babin, 2017). Here authenticity can also be demonstrated through the
origin of the wine producer, and also the country of wine origin, which
in this case tends to lead to polarisation of ‘Old’ and ‘New World’ wines,
with the former being deemed more authentic than the latter (Moulard
et al., 2015). The concept of terroir has yet to be widely accepted as a
way of conveying authenticity and sense of place for beers. After water
and tea, ‘beer is the third most widely consumed beverage’ (Patterson &

Hoalst-Pullen, 2014:1). After spirits, beer is also the second most con-
sumed type of alcoholic beverage worldwide, with almost 35% of all
reported consumption, compared with only 8% consumption of wine
(World Health Organisation, 2014), yet there is limited consideration in
the extant literature concerning beer, terroir, and sense of place com-
pared to the plethora of such studies relating to the wine industry.

The literature has considered the way breweries attempt to create a
sense of place or promoting a local identity (Carroll & Wheaton, 2009;
Eades et al., 2017; Eberts, 2014; Flack, 1997; Gatrell, Reid, & Steiger,
2018; Hede & Watne, 2013; O'Neill, Houtman, & Aupers, 2014; Schnell
& Reese, 2003, 2014). However, this previous research has tended to
focus more on the what (enumerating or undertaking a content analysis
of local brewery names, or local beer brand names) rather than on the
why. Therefore, little is understood about why such companies make
these territorial brand decisions. While Argent (2017) did undertake
some qualitative research into beer brand naming made by craft
brewers, his work focused more on the regional development implica-
tions of such strategies rather than on the rationale behind the brand
naming decisions in any real depth.

Many past studies have investigated the extent to which a product's
country of origin (COO), or product country image (PCI) exerts an effect
that influences consumers' perceptions of imported products based on
the stereotype image of the exporting country (see, for example, Han,
1989; Johansson, Douglas, & Nonaka, 1985; Kotler & Gertner, 2002;
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Tse & Gorn, 1993). Suter, Borini, Floriani, da Silva, and Polo (2018)
have recently offered a range of examples that stress how a firm can
incorporate a home country advantage by incorporating such COO into
their branding, in order to leverage country-specific advantage (CSA)
and transform this into a firm-specific advantage. The extant literature
is also replete with associated studies that consider ethnocentric and
patriotic purchasing of products from a country by consumers from
within that country. However, a significant gap in the Country Of
Origin (COO) literature has arisen because these previous studies had
tended to consider COO in isolation from other elements that may have
an effect on purchasing (Eroglu & Machleit, 1989). Phau and
Suntornnond (2006) identify a further gap in the literature, concerning
the lack of COO research in relation to fast consuming goods, and low
involvement products, as opposed for example, to studies regarding
country of origin and the purchase of luxury products (Godey et al.,
2012). Whereas Phau and Suntornnond (2006) consider beer to be
categorized among such low involvement fast consuming goods, Bech-
Larsen, Esbjerg, Grunert, Juhl and Brunsø (2007:7) believe that food
and drink can convey ‘cultural meaning’ and are therefore ‘significant
beyond their utility and conventional value’. These meanings can be
particularly evidenced in the tourism literature, where consumption of
local food and drink is not only seen to enhance the tourist's authentic
destination experience, but is also driving food-related tourism to
emerge as a growing tourism subcategory, as destinations seek to at-
tract target market segments whose primary motivation to visit a des-
tination is the gastronomic experience (Williams, Williams, & Omar,
2014).

Similarly to calls for much of the other place-based literature to
expand its dealing with rural and regional places (Greaves & Skinner,
2010), there has also been an additional call for researchers to extend
the study of COO into wider issues of place-based marketing, and to
consider not only country of origin of a product, but also ‘to more
specific geographic origins such as regions, states, or river basins’ Orth,
McGarry Wolf, and Dodd (2005:89). One such example of where a
consideration of ‘regional place identities and the space of beer pro-
duction’ can be found is in Kalandides' (2011) description of the Pre-
nzlauer Berg district of Berlin. This region had been well renowned for
beer making since the nineteenth century, until by 1900 there were 21
microbreweries all located in that one place which has now become
mostly residential, but which, and in no small part because of the ex-
istence of these breweries that provided “biergartens” and hosted par-
ties, was also a centre of entertainment even up to the 1940s.

Furthermore, recent research into the beer industry in general, and
smaller craft breweries or microbreweries in particular, tends to have
focused heavily on the United States (Carroll & Wheaton, 2009; Eades
et al., 2017; Gatrell et al., 2018; Geppert, Dörrenbächer, Gammelgaard,
& Taplin, 2013; Flack, 1997; Hede & Watne, 2013; O'Neill et al., 2014;
Pitta & Scherr, 2009; Schnell & Reese, 2003, 2014; Shears, 2014); Ca-
nada (Eberts, 2014; O'Neill et al., 2014), Australia (Argent, 2017; Hede
& Watne, 2013; O'Neill et al., 2014; Phau & Suntornnond, 2006), and
Northern Europe (Bech-Larsen et al., 2007; Burghausen & Balmer,
2014; Geppert et al., 2013; Hede & Watne, 2013; Kalandides, 2011;
Lewis & Stubbs, 1999; Nelson, 2014; O'Neill et al., 2014; Yool &
Comrie, 2014). Other than Vrellas and Tsiotras' (2014) article, the
brewing industry in Greece has been largely ignored, possibly due in no
small part because of the lack of a history of brewing and beer con-
sumption in this country. However, as we see more global travel, in-
creased consumption of lager type beers across the world, and the rise
of global companies distributing and promoting their brands world-
wide, along with the attendant rise of the craft brewing industry, it
would appear timely to examine empirically the issues of beer, sense of
place, terroir, brand origin and authenticity outside of the places that
have already received the majority of attention.

This paper takes the case of a microbrewery on the small Greek
island of Corfu to examine the company's territorial brand management
decisions for their authentic beer brands that are imbued with a sense of

place. The study will be contextualised within the origin-bound pro-
ducts literature and the marketing implications of terroir and neoloc-
alism, focusing specifically on where these issues relate to the concepts
of authenticity and cultural consumption. The contribution this re-
search makes is to fill a number of recognized gaps in the literature by
extending the study of COO into wider issues of place-based marketing,
including the brand management of terroir products, and wider than
“Country” of product origin to more specific and localised geographic
regions.

The overall aim of this research is to explore the brand management
decisions concerning the terroir product of an authentic beer brand
imbued with a sense of place, in order to establish:

• How and why the brewery established its company and beer brand
architecture

• How and why the brewery named its beer product brands

• How important consumers perceive it to be to consume local food
and drink products

• The importance of authenticity of country of origin to beer con-
sumers

• The extent to which beer brand names convey a sense of place

Results identify how and why this company has approached terri-
torial brand management based on a clear understanding of potential
consumer perceptions and reactions to clues about place brand origin in
its brand names when targeting its main groups of domestic, export,
and tourist consumers, thus creating a beer brand consumers value and
which is deemed to be imbued with an authentic sense of place.

1.1. The European brewing industry

Across Europe, family owned organizations are the ‘most prevalent
type of … ownership category’ (Hautz, Mayer, & Stadler, 2013:106).
These types of organizations tend to be more locally connected, more
focused in their strategy, committed to long-term survival of the firm,
less likely to separate organizational ownership from organizational
control, having both family and non-family members in managerial
positions (Harris & Ogbonna, 2007). In the brewing industry where
family owned firms are commonly found, such organizations are also
‘adept at balancing entrepreneurship with professional management’
(Geppert et al., 2013:319), something not always evidenced within
family owned organizations in other industry sectors. Unlike European
family-owned organizations in other industry sectors that tend to be
less likely to diversify internationally (Hautz et al., 2013), brewers such
as Heineken and Carlsberg only grew to their current positions of in-
dustry strength by being international from the outset (Geppert et al.,
2013), although Calori, Johnson and Sarnin (1992:71) did find a great
difference in size of the industry's competitive players, which tend to be
polarized ‘between groups which have become, or are becoming, in-
ternational, and small highly focused brewers’.

Pertinent to this research is that historically, while beer has com-
monly produced and consumed throughout most of Europe from around
1000 BCE, it was not commonly found in either Southern Italy or in
Greece (Nelson, 2014). Thus, because Greece does not have a long
brewing history it is perceived less as a country of beer origin than
many other European nations.

While ‘beer was previously a very local product’, nowadays ‘ap-
proximately half of global sales [is] controlled by just four firms: AB
InBev, SABMiller, Heineken, and Carlsberg’, each of which has their
headquarters in Western Europe (Howard, 2014:155). In Greece, 90%
of the beer market is dominated by two of these global companies. The
largest of these, with around 75% market share is the Athenian
Brewery, ‘a member of the Netherlands’ HeinekenNV, the third largest
brewer worldwide’. The Athenian Brewery produces the Amstel, Hei-
neken and Alfa beer brands that are found widely across Greece and the
Greek islands. The Mythos Brewery holds around 15% of the Greek beer
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market, and ‘is a subsidiary of Denmark's Carlsberg Group, the world's
fourth‑leading brewer’ (Vrellas & Tsiotras, 2014:31). The Mythos
Brewery produces the Mythos brand, which is available to purchase in
30 countries and ‘which has a loyal - some would say fanatical – fol-
lowing’ (Vrellas & Tsiotras, 2014:36).

Despite the dominance in this market of these two corporations and
their four main product brands, in their ‘Overview of the Greek Brewing
Industry’, Vrellas and Tsiotras do note the recent appearance of Greek
microbreweries. ‘A microbrewery produces a limited amount of product
per year. Usually the benchmark maximum amount of beer one can
produce is around 15,000 barrels annually’ (Pitta & Scherr, 2009:153).
If that microbrewery is also attached to a retail outlet, it remains ca-
tegorized as a microbrewery as long as it sells no more than 25% of its
production onsite. The classification “brewpub” then tends to apply to a
microbrewery that sells more than this amount onsite. The recent lit-
erature has also seen the increasing use of the term “craft brewery”. The
distinction between microbrewery and craft brewery is often one of
size, especially when the term “craft brewery” is used to distinguish its
production from the “craft beers” produced by large brewing compa-
nies. However, similar to Schnell and Reese (2003, 2014) in the context
of this research such definitional distinctions between microbrewery
and craft brewery are not of particular relevance. Corfu Beer is a mi-
crobrewery that brews craft beers, and while consumers may sample
beers on the brewery tour and may also purchase bottles to take away,
there is no onsite pub or restaurant. Similar to other real ale producers
which form the basis of the traditional brewing industry, Corfu Beer
occasionally produces special seasonal beers (Pitta & Scherr, 2009).

As the larger brewing companies have tended to grow through
mergers, and through acquisitions of smaller local breweries, typically
they are also therefore able to adopt strategies using ‘a dual approach to
market a small number of global brands, as well as a diversity of local
brands tailored to specific markets’ (Howard, 2014:163). Therefore,
even when individual national or local beer product brands remain in
production, and notwithstanding the prevalence of small family-run
breweries, many ‘local’ beer brands are often now in the ownership of
these large global corporations. This mode of market entry, where a
smaller brand is now owned by a larger multi-national, and also the
mode of market entry utilizing a cross-border strategic alliance between
a larger multinational and smaller home organization can be a highly
effective way of managing consumers perceptions of a product brand's
country of origin (Lee, Lee, & Lee, 2013).

1.2. Country of origin, authenticity, and terroir

One of the ways a company may choose to offer clues as to the
country of origin of its products through a brand name. However, not
all such origin claims are authentic. Some products are deliberately
named to give a sense of brand provenance that simply does not exist.
For example, Simms (2008) describes many cases where brands delib-
erately fake their nationality through their product name in a deliberate
attempt to persuade consumers that a product is associated with a
particular place, and notes this is particularly prevalent in the beer
industry, although there are many other examples. The issue is further
clouded by today's global market where COO may mean, variously, the
country of manufacture or production, the country of assembly, or the
country in which the company owning the product brands is located.
The Mythos and Alfa products have Greek sounding names, both are
brewed in Greece by breweries with Greek sounding names (Mythos by
the Mythos brewery, Alfa by the Athenian Brewery), but are also both
owned by large multinational companies headquartered respectively in
Denmark and the Netherlands. In an attempt to clarify such matters,
Thakor and Lavack (2003:403) distinguish between ‘the country where
the brand is owned’ (brand origin) and ‘the country where the product's
parts are made or where the product is assembled’ (COO). Zhou, Yang
and Hui (2010:203) believe that the concept of Confidence in Brand
Origin identification (CBO) can be a moderating factor on Perceived

Brand Foreignness (PBF), a concept that is especially relevant ‘in a
marketplace filled with uncertainty about actual brand origins due to
the imitation strategies of local rivals and/or the localization movement
of international players’.

However, the management of the COO effect rests on the ability to
demonstrate a positive association between ‘product-country match’ or
‘product ethnicity’ (Moulard et al., 2015:64). For example, some wines
are perceived as better than others because their region of origin is
perceived as being more favourable compared with other regions even
in the same county, and especially when that country is also perceived
as favourable for wine production. Thus, it becomes relevant for wine
producers in these more favourable regions to be able to protect and
communicate their association with the region, and it is usual to adopt
such practices as certifying a wine's region of origin on its label (Josias,
Frikkie, & Johan, 2014). Producers of other products similarly label
these to display a certification of origin (Charters et al., 2017). Where
local food and drink products have been granted special protection
from the European Commission for their local status, such protection is
designed to ‘protect product names from misuse and imitation and help
consumers by giving them information concerning the specific char-
acter of the products’ (European Commission, 2016). There are three
different such protection schemes offered by the European Commission:

• Protected Designation of Origin (PDO) - ‘covers agricultural pro-
ducts and foodstuffs which are produced, processed and prepared in
a given geographical area using recognised know-how’

• Protected Geographical Indication (PGI) - ‘covers agricultural pro-
ducts and foodstuffs closely linked to the geographical area. At least
one of the stages of production, processing or preparation takes
place in the area’

• Traditional Speciality Guaranteed (TSG) - ‘highlights traditional
character, either in the composition or means of production’
(European Commission, 2016).

The European Commission's Database Of Origin and Registration
(DOOR) shows that of the 1388 registered products across the EU,
across Greece there are only 104 registered protected products with one
further product within the PDO application stage (European
Commission, 2017). These protection schemes usually require that the
product's content itself comes from a specific place, and also that the
link between the place and the product's raw materials are unique to
that place (Charters et al., 2017). So, for example, Santorini Fava
(yellow split peas) has been granted PDO status. While fava is a dish
that is widely available across Greece, it is famous to the island of
Santorini, and it is the yellow split peas only from Santorini that are
offered this protected status. Such authentic ‘ingredient branding’ is
also seen to be a driver for consumers purchasing luxury clothing
brands and can also be used by producers ‘in order to justify low
country image perceptions as trade-offs for high quality raw materials
or expert artisan techniques’ (Cheah, Zainol, & Phau, 2016:5829). In
the case of this research the concept of such technical terroir relating to
a product ingredients' ‘location specificity’ (Moulard et al., 2015:75) is
of less relevance because this paper considers not necessarily product
types that are already associated favourably with a region or country,
but rather, how a company can position a product as being authentic
because of the very nature of the place of origin of both the product and
the company, and how such authenticity can be communicated through
its product brands, even when no real association between the product
type and its place of origin exists. Moreover, while Suter et al., present
the theoretical argument of how a company may utilize a country
specific advantage into their branding, our paper presents a real-world
example of how one company (Corfu Beer) has managed to leverage its
beer production, for which Greece does not have a strong image as a
country of origin, and translate this into a strong firm-specific ad-
vantage.

Empirical research has shown that because beer is relatively
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ubiquitous, a beer brand does not have to be perceived as unique or
individual to be perceived as authentic (Schallehn, Burmann, & Riley,
2014). A study into the COO knowledge of beer brands with Australian
consumers found that ‘the foreign brands available in the market such
as Heineken and Beck's can make use of their country of origin images
by emphasizing their superiority in product quality and social accept-
ability’ (Phau & Suntornnond, 2006:39) over more local beers. Thus
suggesting that, in some cases, the PBF identified by Zhou et al. (2010)
can be perceived as a positive rather than negative product attribute. In
their research into certain regional food and beverage brands from the
North East of England, Lewis and Stubbs (1999:376) found that one
brand, Tetley's bitter beer brand, had strong connotations to the
Yorkshire region, ‘but although these were viewed very positively
within Yorkshire they were a two-edged sword outside the county’. ‘It
appears therefore that the issue of its region being the “natural home”
of a product could be an important advantage to a brand, as long as
there are no negative characteristics’ (Lewis & Stubbs, 1999:380).

1.3. Summary

In summary, the European beer brewing industry is polarized be-
tween at one end of the spectrum small, often family-owned, businesses
who can exhibit strong entrepreneurial and professional business
management skills compared with other such firms in different in-
dustries, and at the other end, large multinationals that tend to dom-
inate market share. Some beer product brand names may be perceived
as local to a particular area because historically they indeed were
owned and produced in that area, even though they may since have
become under the ownership of a larger multinational company. Some
may be deliberately named to create a fake brand provenance and as-
sociations with a particular place, while others may be perceived as
being authentic in relation to both country of brand origin and country
of company ownership. Certain certification schemes are in place that
may help a local brand protect its authenticity claims, thereby in-
creasing consumer confidence in brand origin. Yet while associations
with a country of origin and the product types it produces is mostly
used to increase favourable perceptions of a brand, in some cases, the
very fact that a product is foreign can be perceived by consumers as a
more positive attribute than if a product is authentically local.
However, food and drink products can convey cultural meaning, and so
authenticity becomes of particular concern both for tourists, and for
other contemporary consumers for whom authenticity is becoming in-
creasingly important.

To take a broader consideration of the conceptualization of terroir
than making a more simplistic geographical link between agri-food
ingredients and place thus requires the inclusion of a focus on ‘the more
metaphysical concept of spatial and cultural meaning, and the role of
human enterprise’ (Charters et al., 2017:12). All these elements, to-
gether with the more precise geographical/topographical/environ-
mental characteristics more usually identified with the concept of ter-
roir can ‘differentiate value propositions’ (Ibid. p12) and allow
‘producers and firms [to] gain competitive advantage from promoting
the authenticity and added-value of their terroir products’ (Ibid. p2).
This research therefore furthers the application of this concept by filling
a gap in the literature recognized by Charters et al. (2017:27) for future
research to consider ‘the relationship of terroir to effective territorial
brand management’ and the way the brand's manager manages this
with regard to ‘product development and improvement’.

These issues will now be explored in light of the territorial brand
management decisions of the family-run microbrewery chosen to pro-
vide the case material for this study, located in Corfu, a small Greek
island heavily reliant upon tourism in the summer, but also serving
local and geographically near export markets to extend throughout the
year their sales of a seasonal product with a short shelf life. Links can
therefore be drawn between the focus of this study and with many rural
destinations that need to serve both tourists' and local residents' needs,

in order to ‘overcome obstacles of remoteness and seasonality’ and to
‘sustain economic growth (Hurst & Niehm, 2012:195).

2. Methodology

This research is based upon the study of a single case. A case study
approach is appropriate when there is a lack of available previous data
on a certain subject, when considering the rationale behind marketing
decisions, and has also been used by others to study the marketing
decisions of breweries (Lewis & Stubbs, 1999). Geppert et al. (2013)
similarly undertook case study research into management decisions in
the brewery industry but did use multiple cases. Burghausen and
Balmer (2014) undertook single case research into the Shepheard
Neame brewery, a single case method was also employed by Newey and
Zahra (2009) when examining product portfolio planning and en-
trepreneurship. In further defense of the single case approach,
Buchanan (1999:S77), while noting the criticisms levied against single
cases regarding the lack of external validity, believes that general-
ization may be found from the results of single case studies, if the case
explores ‘implications for current theory and conceptualizations of the
issues explored’ thus, ‘the task of the researcher is thus to choose an
appropriate case (or cases), to seek patterns, to develop assertions, to
anticipate generalizations in a provisional manner, to link conclusions
to current theory’.

Similar to Burghausen and Balmer's (2014) single brewery case
study, data were also gathered for this study from company documents,
including research reports and promotional material, and gathered vi-
sual data from photographs taken by the researchers during site visits,
informing our study ‘in a secondary fashion in order to enrich and
corroborate insights derived from interviews and document research’.

In the initial stage of this research primary data were gathered from
in-depth interviews with the microbrewery's owner (O) and senior
management team - Marketing Manager (MM), Sales Manager (SM),
Financial Director (FD), and Communications Manager (CM). All in-
terviews were conducted on the brewery's premises. Each interview
lasted approximately 60min. Interviews were tape recorded and tran-
scribed. The first language of all interviewees is Greek. Despite the offer
of having interview guidelines translated in advance, and the offer of a
translator to be present, all interviewees chose to be interviewed in
English by the researchers. In the interview with the brewery owner, a
translator was present who was able to clarify certain concepts raised
during the interview on occasion, as and when required.

The interviews with the brewery's owner and management team
were guided by an understanding of the concept of Corporate Identity
(CI), as this is what makes an organization unique, and incorporates
everything about the organization's communication, design, culture,
behaviour, structure, industry and strategy. For the purposes of this
research, the CI construct appeared to be pertinent to addressing the
overall aim of this research exploring the brand management decisions
of the terroir product of a local beer imbued with an authentic sense of
place. Thus the interview protocol we followed included questions
specifically relating to the seven dimensions of CI identified by Melewar
and Karaosmanoglu (2006), namely: Corporate Communication (en-
compassing controlled, uncontrolled and indirect communication);
Corporate Design (encompassing the corporate visual identity system
and its application); Corporate Culture (encompassing the corporate
philosophy, values, mission, principles, guidelines, history, along with
the founder, country of origin, and subcultures of the corporation);
Behaviour (corporate, employee and management); Corporate Struc-
ture (encompassing the brand and organizational structure); Industry
Identity; and Corporate Strategy (examining both differentiation and
positioning strategy). This allowed the researchers to gain deep insights
into the way this company has approached territorial brand manage-
ment, specifically regarding:

• How and why the brewery established its company and beer brand
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architecture

• How and why the brewery named its beer product brands

The interviews were also designed to draw out management insights
into potential consumer perceptions and reactions to clues about place
brand origin in its brand names when targeting its main groups of do-
mestic, export, and tourist consumers. Thus evidencing the way the
company's CI is not only created, but also communicated. Coding of the
interview transcripts was undertaken manually and results confirmed
between the two researchers.

Stage 2 of the research complemented the findings from the man-
agement side with a consumer study in the form of an online survey.
Mixed methods research has become increasingly popular in the social
sciences. Depending on the aim of the research it is not always con-
sidered necessary to undertake random sampling in order to achieve
generalisable results, and indeed when undertaking case research it is
considered appropriate to select a sample ‘based on specific char-
acteristic(s) because their inclusion provides the researcher with com-
pelling insight about a phenomenon of interest’ (Onwuegbuzie &
Collins, 2007:285–286). While a sample of 191 respondents may be
considered relatively small in size, Onwuegbuzie and Collins (2007)
also stress not only that small sample sizes may be appropriate when
undertaking exploratory research, but also that descriptive analysis
may also be appropriate in mixed methods research.

A link to an online survey was sent out via social media targeting
beer consumers who live or holiday on Corfu. The link was sent out to
place specific Facebook groups (for example, closed groups such as
‘Arillas Addicts’, ‘Fans of Messonghi’, and ‘Corfu Islanders’) where, as
far as possible, it ensured only those with links to places on Corfu as
either tourists or residents (Greek and ex-patriates) would receive the
link and access the survey. It was made clear that only those who
consumed beer when on Corfu should answer the questionnaire. The
initial question asked respondents to identify from Mythos, Alfa, and
Corfu Beer, which they preferred to drink.

Results of the survey were analysed for the responses as a whole,
and then by the variable of beer brand preference for questions con-
cerning:

• How important consumers perceive it to be to consume local food
and drink products
○ Guided by Flack (1997)'s understanding of the rise in ‘neoloc-

alism’ and consumer's preferences for local products, particularly

for tourists who may choose to consume authentic beer products
that relate to the location they are visiting (Eades et al., 2017;
Eberts, 2014).

• The importance of authenticity of country of origin to beer con-
sumers
○ Guided by Carroll and Wheaton's (2009) belief that con-

temporary consumers are increasingly seeking authentic con-
sumption experiences.

• The extent to which beer brand names convey a sense of place.
○ Guided not only by the understanding that many producers

choose to name brands to provide a sense of place (Eades et al.,
2017; Suter et al., 2018), whether that place association is au-
thentic or not (O'Neill et al., 2014; Simms, 2008) but also to gain
insights into the way such names are perceived as doing so by
consumers.

Analysis of the findings from both the qualitative management in-
terviews and quantitative consumer survey will be presented under
each research objective and then summarised as to how the overall aim
of the study has been met.

3. Results

3.1. Establishment of the company

The Corfu Beer company was first established in 2006, but the
owners were unable to access the funds required to set up the brewery
factory due to the economic crisis, so the business proper was started
only in 2008, with the first beer produced in 2009. Corfu Beer is the
largest of all the microbreweries in Greece. Similar to many other
European breweries, the company is family owned and managed (Hautz
et al., 2013). The owner also believed it to be important to establish the
brewery in his home village of Arillas, a small village in the North West
of the island, around an hour-long drive across a mountain range away
from Corfu Town. Thus the company is also more connected to its lo-
cation than larger breweries may be (Harris & Ogbonna, 2007).

The brewery has established 2 legal entities: Corfu Microbrewery
Ltd. and Corfu Beer Ltd. When the company name is written in English
it always appears as ‘Corfu Beer’. When written in Greek the company
name that is used translates as ‘Corfu Microbrewery’, whereas ‘Corfu
Beer’ is also one of the product lines the company produces. The
company logo is in the form of a crest (Fig. 1). At the top of the crest are

Fig. 1. Corfu beer logo.
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the words ‘ΚΕΡΚΥΡΑΪΚΗ ΜΙΚΡΟΖΥΘΟΠΟΙΪΑ’ (‘Corfu Microbrewery’
in the Modern Greek orthography). Under these words is a crown of 5
ears of grain. Within the crest is the outline of Corfu, sharing space with
the letters ‘CB’, Corfu Beer - words that appear in English below the
crest, just under the MMVI inscription for 2006, the date the company
was formed. On each side of the crest is a lion, a symbol that not only
identifies with Corfu's years under Venetian rule, but also to the as-
trological star sign (Leo) of the company owner. “On our logo the two
lions protect the island … the lions in Corfu you can see everywhere lions,
and it's in our minds.” [MM].

It was the dominance of Heineken and Carlsberg's brands in the
Greek market that inspired the microbrewery's owner to start the
company. On an island whose beer market is at its peak during the
summer tourist season, he recognized that there was a lack of an au-
thentic local Greek beer product available. Moreover, the lack of an
authentically local beer brand available to local residents also does not
contribute much to the island's economy outside of the tourist season.
The owner also believes that establishing strong local microbreweries is
the only way forward for this region to compete with the two large
global players who continue to dominate the market.

“Only the small breweries can be the future, the answer of the market is
the very small business, is like the Hydra, cut one head off and rises another
… The beer is a brand everywhere, in every city, in every village everywhere
you want to drink their beer and we want to do the same here, and I hope in
the future all the islands will have small microbreweries to give quality
products, it would be nice”. [O].

3.2. Establishment of the company's beer brand architecture

The company produces a Dark Ale Bitter, Real Ale Special, Contessa
IPA and the Amorosa Weiss under it's ‘Corfu Beer’ brand range. Under its
‘Ionian’ brand range are the Royal Ionian Pilsner (available in bottles),
Ionian Gold (a 4.2% keg Pilsner), Ionian Epos (with barley malt and
honey), and a Royal Ionian Ginger Ale. The company also produces the
1842 brand, a low-alcohol brewed ginger beer flavoured with lemon.
However, like many other microbreweries, the Corfu Beer company has
also produced occasional one-off beers for special events. Its Coffee
Porter, under its Ionian product line, was a one-off special beer sold in
the UK through the pub chain Wetherspoon as part of its 2013 Spring
Festival. The special ‘Weissbier’ produced for the company's own ‘Corfu
meets Bavaria’ week-long beer festival held in Arillas in October 2013 is
now available as the Amorosa and is retained under its Corfu Beer
product line.

3.3. Territorial brand management decisions: Positioning, pricing, brand
naming, and visual identity

The company's aim was to create truly authentic local beers with a
local Corfiot character, offering a natural, fresh, living beer product to
the market targeted at three segments: Tourists; local inhabitants; and
to geographically close export markets. Not only would this contribute
to the product's differentiation against those of the mass brewers, but it
also aligns with the owner's personal philosophy of offering a product
made with no preservatives, no chemicals, and, where possible, using
local ingredients (for example, the lemons used to flavor the 1842
ginger beer).

Authenticity often comes at a price, yet consumers who value au-
thenticity in the products they purchase seem willing to pay a price
premium for this valuable attribute (Moulard et al., 2015). Price sen-
sitive consumers may prefer to purchase these global mass-produced
brands more than a local, more expensive, bottled real ale. However,
the company pays close attention to price perceptions and value for
money, and its keg pilsner is priced comparably to the Mythos brand.
For those local or tourist consumers for whom brand origin is im-
portant, and for whom consuming such a cultural product as local beer
is important to convey a sense of place (Bech-Larsen et al., 2007), COO

can be seen to work with, rather than in isolation from, other elements
such as pricing that may have an effect on their decision making
(Eroglu & Machleit, 1989). Corfu Beer is not aimed at being a cheap
brand, but it is not highly expensive either, although the bottled beers
are generally slightly more expensive than the market leader brands
Amstel, Heineken, Mythos and Alfa: “our lager it's the same price, maybe
cheaper than Mythos, on draft” [FD]. Consumer research that the com-
pany undertook in Athens showed that its pricing strategy is deemed
very fair and offers good value for money. The owner is also concerned
not to set his prices too high for local people, especially as he under-
stands the problems facing an island in the current economic climate,
where many local people are also relying on seasonal tourism em-
ployment for their annual income: “in our local market, local beer for
Corfu must be a reasonable price for local people” [O].

Corfu Beer has produced the occasional seasonal product for special
events. However, unlike many other real ale brewers for whom sea-
sonality is more often addressed by producing such ‘seasonal’ beers
(Pitta & Scherr, 2009), Corfu Beer decided to address seasonality
through exporting. The reason in this case may be found less in industry
sector, and more in in the geographical location of Corfu as an island
tourism destination whose economy is still heavily reliant on an in-
creasingly shortening summer season (Skinner, 2015). Therefore, many
businesses seek to address issues of managing supply and demand that
peaks considerably in the high season summer months and decreases
equally dramatically in the long winter months. Thus these businesses
must find solutions that serve and build relationships both with tourists
in high season and local consumers all year round (Hurst & Niehm,
2012). The company does not export far. It serves only major cities on
the mainland of Greece (Athens and Thessalonika), and exports also to
the other of the seven Ionian Islands (including Paxos, Lefkada/Lefkas,
Ithaca, Kefalonia, Zakynthos/Zante and Cythera) under whose Pre-
fecture Corfu falls. The decision to venture into only these geo-
graphically close export markets was taken because the company pro-
duces only natural beers with no chemicals or preservatives that
therefore have a shelf life of no more than around two months:

“we brew fresh beer, we have fresh beer, this fresh beer we can't brew in
the winter to sell it in the summer … we must to find market in the winter,
and the market in the winter is in Athens and Thessalonika” [O].

The company regularly receives requests from tourists for details of
where its products can be found in other countries, but further growth
through wider exporting, licensing or franchising has been discounted
for the time-being. The company is still very small, does not want to
over-extend itself at the risk of losing product quality and brand re-
putation, is still not achieving full production capacity for its current
markets, does not currently have the staff to potentially manage a li-
censing or franchise arrangement in foreign markets, and wishes to
remain authentically local to Corfu in terms of ownership and pro-
duction of its brands.

There is a clear distinction between the way the company and its
product brands are named when presented to tourists compared with its
local markets in Corfu and its near export markets. The Corfu Beer
brand is most widely sold on the island itself and in its mainland
markets. The Ionian beers are available in Corfu and also more widely
across the other Ionian Islands. The territorial brand naming decisions
made by this company, based on an understanding of customer rela-
tions with potential stockists on the other Ionian Islands, to produce an
‘Ionian’ brand, bear out earlier research by Lewis and Stubbs (1999)
into beer brands that are imbued with a sense of place due to their
brand name. ‘Corfu’ has positive connotations on the island itself, and
also on the mainland of Greece, but stockists on the other Ionian Islands
would be less favourable to a ‘Corfu Beer’. Therefore, the decision to
produce an ‘Ionian’ brand for these markets would seem to be an ef-
fective strategy.

Each of the company's main brands has been carefully named to
reflect a sense of place. For example, the inspiration for the Ionian Epos
came from Homer: “you know Homer say that when Odysseus comes to the
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islands he drinks barley wine … in the barley wine, we use honey to make
more alcohol … We make Ionian Epos, we say 3000 years after Homer we
try to again brew some in Greece”. Thus, although Greece is not generally
associated with beer brewing, the company found a link through the
well-known mythological stories of the author Homer. In this case,
Corfu is widely regarded as being ‘Scheria, the land of the Phaeacians
where Odysseus was shipwrecked and recounted his adventures’
(Hopkins, 1977:22–23). Thus the company has made a connection be-
tween these stories, beer, and the place in which they are located. The
1842 ginger beer is so named because that was the year in which a
brewery was established on the island to brew ginger beer for British
soldiers at a time when Corfu was a British Protectorate: “we… belonged
to the British for nearly 50 years between 1814 and 1864, 50 years, so we
have the British culture in many different things” [O].

The company's territorial brand management decisions have also
extended to its visual identity, in terms of company logo and bottle
labelling that give it a distinctive identity in the market. The company
logo appears on the side of the delivery vans, its bottled beer products,
and on all the company's merchandising, including T-shirts, coasters,
beer glasses, banners, and on all stationery and promotional literature.
Indeed, the company's logo is so identified with the company's products
by its tourist market, that many beer glasses are stolen from bars as
souvenirs. While O'Connor (2014) believes that distinctive design can
be difficult to achieve with regard to beer bottles, this can be seen as a
form of visual clue to brand ownership, and forms part of its territorial
brand management, all of which is designed to closely associate the
company and its products with its locale of both ownership and pro-
duction. The design on the bottle of the 1842 ginger beer conveys a
sense of place as well as a sense of the product, using blue and yellow -
the colors of the Ionian Sea and the lemon ingredient. When discussing
how he worked with the graphic designer of the bottle's labelling the
owner said that: “I have some photographs of the Ionian sea … and I say,
take this photo and make it to feel like there is a gas, gas inside it” [O].

3.4. The extent to which beer brand names convey a sense of place

The consumer survey respondents were asked to rate each of the
beer brands Mythos, Alfa, and Corfu Beer they preferred to drink on a
scale between 1 (extremely low preference) and 5 (extremely high
preference). Table 1 shows that 69.47% of respondents rated Mythos
towards the higher end of the scale (rating as 4 or 5), slightly above
those who rated their high preference for Corfu Beer (66.12%). In
contrast, Alfa was rated 1 or 2 (towards the lower preference end of the
scale) by 30.9% of respondents, with only 36.52% of respondents rating
it 4 or 5 towards the extremely high preference end of the scale and
similarly 32.58% rating this beer at the mid-point.

Overall, 72.25% of survey respondents (n=138) believe that a
beer's brand name helps them know which country it is from. Naming
beers such as Mythos and Alfa make consumers perceive them to be
authentically Greek, even though the brands are now owned by large
multinationals. Table 2 shows the percentage of respondents overall
who believe that based on the name alone these brands are ‘authenti-
cally’ Greek, with 1 being the rating for the beer brand deemed to be
least authentically Greek and 5 being the most authentically Greek.
Corfu Beer is deemed to be the most authentically Greek (according to
those who rated each beer name's authenticity as 4 or 5) by 76.51%,

followed by 62.91% who similarly rated the authenticity based on the
name Mythos. Once again, Alfa did not rate as highly, with 31.08% of
respondents rating is as the least authentically Greek (rated as 1 or 2),
32.43% rating it mid-point on the scale, and only 36.49% rating this
beer brand name as most authentically Greek.

While some tourists may prefer to drink globally recognized beer
brands such as Heineken or Carlsberg, those who seek authentic ‘local’
beers may be motivated to purchase Mythos and Alfa brands because
these brand names portray a Greek brand provenance, not realizing that
these are also the products of these large global organizations. This is
recognized by Corfu Beer's management team: “Mythos is not Greek, Alfa
is not Greek, but they sell like they are Greek” [FD]. Each of the company's
beer brands have been named with a lot of thought as to how they will
be perceived in the marketplace. There is a strong rationale for having
both the Corfu and Ionian brand names. The Ionian range has been so
named in order to appeal to the company's near export markets across
the other Ionian islands, where the company understands that a “Corfu”
beer may not be as widely accepted.

“In Corfu, many shops sell only Corfu Beer” [CM].
“if you go in Kefalonia and you say is just Corfu Beer, they say, OK I

want to sell Kefalonia beer” [SM].
“Nobody will take ‘Corfu’ in Kefalonia … for this I want to see 2 brands.

Ionian I want To be the beer of the Ionian Islands one day … already we sell
some in Kefalonia, some in Lefkada… to sell ‘Corfu Beer’ is impossible” [O].

Authenticity is a concept that has driven all of the company's ter-
ritorial brand management decisions. As it is a relatively newly estab-
lished company, Corfu Beer was able to make all their branding deci-
sions based on a clear understanding of the customers across the
geographical region within which it operates and was able to do so
without being hampered by historic decisions affecting the brand
portfolio (Rajagopal & Sanchez, 2004). Whether any new beer products
fall under the ‘Corfu Beer’ or ‘Ionian’ brands in the future will be de-
pendent on which target market the beers are designed to serve.

3.5. Authenticity and consumption of local products

The owner is driven not only for his company to be successful but
also for this success to inspire other local producers and local businesses
on the island “to have more local products, to make stronger the local brand
… to have a Corfu brand” [O]. It is therefore relatively easy to explain
the decision behind establishing a Corfu Beer brand when targeting
tourist consumers. The owner questions why anyone would want to
come to Corfu: “to have a Heineken, McDonalds, Coca-Cola … If you see
Heineken you say, what did you have in Greece?” [O]. “Corfu Beer is Corfu
beer, so I've been in Corfu and I drink Corfu Beer” [SM]. The entire senior
management team also evidence a sense of local pride: “we are the local
product that presents Corfu and we feel very proud of it, and we want the
people that come here to … love our product like how we love it” [CM].

3.6. The importance of authenticity of country of origin to beer consumers

When considering Thakor and Lavack's (2003) distinction between
brand origin as country of ownership, and COO as where the product is
actually made, this microbrewery can be seen to be authentically Greek,

Table 1
Beer brand preferences.

Extremely low Extremely high

1 2 3 4 5

Mythos 4.74% 6.84% 18.95% 31.05% 38.42%
Alfa 12.92% 17.98% 32.58% 25.28% 11.24%
Corfu beer 5.46% 7.10% 21.31% 21.31% 44.81%

Table 2
Perceptions of authenticity.

Least
authentically
Greek

Most
authentically
Greek

1 2 3 4 5

Mythos 5.3% 9.27% 22.52% 27.15% 35.76%
Alfa 11.49% 19.59% 32.43% 28.38% 8.11%
Corfu Beer 4.82% 3.01% 15.66% 27.71% 48.80%
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Ionian or Corfiot, depending on whether a country or regional approach
is taken (Orth et al., 2005). The ‘Corfu Beer’ brand stakes as authentic a
claim to both its brand origin and COO as does the ‘Ionian’ brand, and
these claims can be seen to be authentically ‘Greek’ in all of its current
markets, which are also located either on the Greek mainland or on the
Ionian islands. The Athenian Brewery and Mythos Brewery, owned
respectively by corporations based in the Netherlands and Denmark,
could be seen to be Dutch and Danish brands, rather than Greek. In-
deed, although the Athenian Brewery produce the Amstel and Heineken
brands for the Greek market, these are both perceived as Dutch brands,
whereas, based upon their brand names, the Athenian Brewery's Alfa
brand, and the Mythos Brewery's Mythos brand are perceived as Greek.
As these companies hold 90% of the Greek beer market share it is
evident that tourists continue to purchase these brands, although some
may be purchasing the Greek named beers in the belief they are pur-
chasing an authentic local product. With the Mythos brand available to
purchase in 30 countries (Vrellas & Tsiotras, 2014), this allows tourists
the opportunity to consume the product at home and help them re-
create their vacation experience. However, when considering Zhou
et al.’s (2010) concepts of Confidence in Brand Origin identification,
consumers who have knowledge of the country of ownership of these
brands may well start to perceive these brands as more ‘foreign’ than
those of this microbrewery that can authentically claim a Greek brand
origin as well as COO. This will be of particular concern to those
seeking an authenticity (Moulard et al., 2015), especially tourists
seeking an authentic vacation experience where cultural consumption
of authentic local food and drink products is seen as a significant
contributor to the overall destination experience (Williams et al.,
2014).

While the owner of the microbrewery is keen to create and develop
an authentic Corfiot product, and keenly encourages other small local
producers to do the same, there is currently no certification scheme
covering products that are produced in Corfu or the Ionian region such
as those found elsewhere (Charters et al., 2017). European protection
schemes that rely on technical terroir (Moulard et al., 2015) may not
help provide the protection of authenticity claims for a ubiquitous
product such as beer. On the one hand, this may work in favour of a
product such as beer that does not have to be seen to use only locally
sourced ingredients or even be perceived as unique in order to be
perceived as authentic (Schallehn et al., 2014). In this respect, being
authentically owned and locally produced would seem to be enough,
added to the authenticity of the natural real ale brewing methods as-
sociated with the production of authentic traditional craft beers (Pitta &
Scherr, 2009) compared with those that are mass produced and which
require certain chemical ingredients in order to extend their shelf life.
On the other hand, effective territorial brand management of a truly
authentic product can help counter the effect of fake brand provenance
claims being made, especially in the beer market that is not only very
crowded, but where such fake claims are commonplace (Simms, 2008).

When asked how important it was when in Corfu to consume local
food and drink, 87.96% (n=168) of survey respondents answered that
it was extremely important to them, 10.47% (n=20) that it was of
some importance, and only 1.57% (n=3) that it was either of little or
no importance. However, the issue of authenticity and consumption of
‘local’ products is clouded when seemingly ‘local’ brands are now
owned by large global companies. Overall responses were fairly similar
concerning whether it did matter to the drinker if a ‘Greek’ beer was
owned by a global company such as Heineken or Carlsberg (50.79%,
n=97) or whether the brand's ownership in this respect did not matter
to them (49.21%, n=94). The most interesting results come from
considering responses to these issues based on the beer drinking pre-
ferences of the respondents. Table 3 shows the responses to issues of
name authenticity and importance of local consumption based on the
consumer's preferred beers (having rated each as 4 or 5 on the scale of
extremely low to extremely high preference).

Overall there was little difference between the responses of those

who prefer to drink Mythos, Alfa, or Corfu Beer about how important
they each believed it was for them to consume local products when in
Corfu, with consumers stating overwhelmingly (over 98% of re-
spondents) that it was indeed of extreme or of some importance to
them. Responses were also similar across the different consumers who
preferred to drink each beer about a beer brand name conveying its
country of origin. However, while these responses were similar across
the groups, the percentages were lower, at between 72% and 75%,
within each group of respondents. More differences were found when
considering whether or not it mattered to respondents if a beer was
brewed by a Greek company that was owned by a global company such
as Heineken or Carlsberg. Whereas over half of all respondents who
preferred to drink Alfa or Corfu Beer did think it matters, over half of
those who prefer Mythos did not. This may be explained by the loyal
attachments many consumers have to this particular brand, and that it
is also widely available in export markets (Vrellas & Tsiotras, 2014),
thus allowing tourists the opportunity to recreate their holiday ex-
periences while at home.

4. Conclusion

This paper aimed to explore the territorial brand management de-
cisions made by a microbrewery in the context of the terroir product of
an authentic beer brand imbued with a sense of place in order to convey
a place brand origin. One common way for breweries to establish and
promote a sense of local identity is through the naming of their beer
brands (Carroll & Wheaton, 2009; Eades et al., 2017; Eberts, 2014;
Flack, 1997; Gatrell et al., 2018; Hede & Watne, 2013; O'Neill et al.,
2014; Schnell & Reese, 2003, 2014). This study has gone into more
depth than others in the extant literature concerning the reasons behind
the brand management decisions regarding naming the products. Re-
sults identify not only how, but also why this company has approached
territorial brand management based on a clear understanding of po-
tential consumer perceptions and reactions to clues about place brand
origin in its brand names when targeting its main groups of domestic,
export, and tourist consumers, thus creating a beer brand consumers
value and which is deemed to be imbued with an authentic sense of
place.

The owner of the Corfu Beer company grew up in the local village
within which he established his brewery. His family has lived in this
village for generations. He and his senior management team feel a great
pride not only in their company and in their products, but also in what
these local products are doing for the village, the island and the wider
Ionian Island region. Because of this closeness to their most local
market in Corfu, and because of their understanding of the regional
market across the Ionian Islands, the brewery's owner and senior
management team also understood what meanings could be conveyed
through not only their brands names, but also the narratives with which
certain of their products are associated, particularly the 1842 ginger
beer, and Ionian Epos beer. The results also bear out the notion that
consumers do indeed seek authenticity (Carroll & Wheaton, 2009)
through the consumption of local products associated with specific
places (Eades et al., 2017; Flack, 1997; Moulard et al., 2015). In tourism
markets this is particularly important for visitors who seek authentic
destination experiences (Williams et al., 2014).

Corfu Beer was established as a direct challenger to the global brand
such as Mythos and Alfa that appear to be authentically Greek based on
their name alone, but which are owned respectively by Carlsberg and
Heineken. These global giants are two of the four breweries that control
almost half of all global beer sales (Howard, 2014) and 90% of the beer
market in Greece (Vrellas & Tsiotras, 2014). The beer brands Mythos
and Alfa can appear to be authentically Greek due to their names alone.
This allows such large global companies to position such brands as
‘local’ products (Howard, 2014; Lee et al., 2013). However, these
brands are also both brewed in Greece in breweries with Greek
sounding names (Mythos by the Mythos brewery, Alfa by the Athenian
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Brewery). Thus the concept of country of brand origin (i.e. the country
where the brand's ownership is based, in these cases Denmark and the
Netherlands) has also been shown in this research not to matter as
much to consumers as the country of origin of production (Thakor &
Lavack, 2003). Neither of these global brands are perceived to be for-
eign (Zhou et al., 2010), as the majority of consumers perceived them to
be authentically Greek.

The concept of terroir may be more easily applied to wines where
production has been historically linked to place, and where protection
of such place-based associations is often gained through certification
and communicated via a bottle's label (Josias et al., 2014). In general,
Greece does not have a large number of products protected through
various European certifications such as PDO, PGI or TSG. Greek pro-
ducts comprise less than 8% of all products registered by the European
Commission. Because beer production in Greece does not rely on locally
grown ingredients such as hops and barley, it is not possible for beers to
gain such certificated protection for any authenticity claims based on
‘ingredient branding’ (Cheah et al., 2016). Thus it is not possible for
beers in southern Europe to establish such a form of technical terroir
(Moulard et al., 2015) through unique place-based associations as do
wines where favourable associations are made between particular grape
varieties and specific growing regions. However, beers may make au-
thentic claims of place-based associations through the way brands are
named and related to particular places. Because beer is relatively ubi-
quitous, beers may be perceived as authentic even when they are not
perceived as either unique or individual (Schallehn et al., 2014). This
appears to allow the concept of a terroir claim for beers wider than
simple geographical links between its ingredients and its place of pro-
duction, by focusing instead on the cultural meanings in order to dif-
ferentiate various brands and allow these to gain competitive advantage
through authenticity claims (Charters et al., 2017).

We acknowledge that this paper has a focus on only one industry
sector, craft brewing, and on one geographical area, Corfu in Greece.
However, very recently within this journal Rieple and Snijders (2018)
have published research based on a single industry sector (dairy
farmers) in one county (Munster) in a single country (Northern Ireland).
Similarly, Thanh and Kirova (2018) focus on only one industry sector
(wine production) in one region (Cognac, in France), qualitatively
analysing the subjective comments placed by tourists on the online
review platform TripAdvisor. However, while much more is already
known about wine production in respect of tourism and the consump-
tion of local products, to date much less is known about this in respect
of craft brewing.

Therefore, although specific to the brewing industry, and although
based on a single case study, we believe our findings can indeed offer
practical insights into territorial brand management decisions, espe-
cially those concerning brand names that may offer clues to a product's
place of origin that may offer practical strategies for SMEs operating in
markets serving both local and tourist consumers. Thus this paper fills a
gap in the literature identified by Charters et al. (2017) concerning the

brand management of terroir products. A contribution is also made to
knowledge in the areas of COO, cultural consumption and sense of
place, and authenticity, particularly as this research is focused on filling
two previously identified gaps in the literature on COO with regard to
fast consuming goods, and low involvement products such as beer
(Phau & Suntornnond, 2006), and as it relates to not only country of
origin, but also region of origin (Orth et al., 2005). This study has also
filled a gap in the literature concerning smaller craft breweries in
southern Europe, which to date, have not been the focus of empirical
research, possibly because this region has more historical associations
with wine than with brewing and beer consumption (Nelson, 2014).

A sense of place can be suggested by companies through their ter-
ritorial brand management decisions on matters concerning: Country of
company ownership (place of brand origin); country/region of product
production (place of product origin); and the identity of their products
(brand name). Smaller regional firms may therefore be better able to
better meet the needs of consumers who seek an authentic experience
through their consumption of cultural products than larger global
multinationals who cannot align country of brand origin with country
of product or ingredient origin. Such firms tend to be in a better posi-
tion to ensure that their product brand names provide an authentic
sense of place, and that the place of brand origin and place of product
origin also align, thus creating a holistic product identity from an in-
side-out perspective, that aligns with the outside-in image that con-
sumers perceive about their products.
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