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Vacl, J.: Minipivovary jako atraktivni cil cestovniho ruchu v Ceské republice. Kvasny Prum. 60, 2014, &. 11-12, s. 297-306

V Ceskeé republice je pivo historicky nejoblibenéjSim napojem, na jejim souéasném Uzemi se vaiti jiz pres tisic let. V. minulosti bylo
pivo vyznamnou exportni komoditou a i v souCasnosti si i nadale udrzuje tuto pozici a dale Sifi dobrou povest ve vSech zemich svéta.
Zahraniéni turisté povazuji nase pivo po historickych pamatkach jako druhou nejvétsi atrakci v Ceské republice. Rozvoj mini- a mikropi-
vovaru se stal fenoménem poslednich péti let. Je mozno se domnivat, Ze tyto malé pivovary predstavuiji sice atraktivni, ale doposud malo
vyuzivany potencial pro turisticky primysl, ktery miize jak v malych destinacich, tak i ve velkych méstech zvysit zajimavou nabidku pro
dalSi rozvoj turistiky. Byly pfipraveny dva podprojekty rozsahlého vyzkumného projektu. V prvnim podprojektu bylo osloveno vybranych
100 minipivovard a analyzovany jejich aktivity se zietelem jejich nabidky turistim a jejich spoluprace s cestovnimi a dopravnimi a mist-
nimi ufady. Déle byla v ramci projektu vyhodnocovana aktivita téchto pivovar( z hlediska jejich pfinosu pro vétsi zviditelnéni destinace
a pro zvyseni poctu prichozich tuzemskych a zahraniénich turistt. Ve druhém podprojektu byla analyzovana role minipivovar( a dopad

jejich ¢innosti na strategii pfedpokladaného rozvoje obci a mést.

Vacl, J.: Microbreweries as Attractive Tourist Destinations in the Czech Republic. Kvasny Prum. 60, 2014, No. 11-12, pp. 297-306

Beer is historically the most popular beverage on the territory of the current Czech Republic and has over a thousand years of pro-
duction tradition. It was a major export commodity in the past, and it still maintains this status today as it spreads the country’s fame
in the world. Foreign tourists consider beer to be the country’s second biggest attraction, after the historic sites. The emergence of
microbreweries has become the phenomenon of the last five years. We believe that microbreweries represent an attractive but so far
little exploited potential for tourism development. In many cases they become a point of interest for tourists that enriches the offering of
attractions and services in small municipalities as well as in large cities. We prepared two parts of an extensive research project. In the
first part we investigated in over 100 microbreweries what they offer to those involved in tourism and how they work together with travel
agencies, transport companies as well as with municipalities. We investigated how they contribute to the fame of municipalities and what
they do to increase the inflow of domestic and foreign tourists. In the second part of the research we investigated what role is played in
the tourism development strategy in municipalities and cities by microbreweries and their products, including excursions, as well as how
municipalities intend to use microbreweries in their future plans. The research conclusions verify the extent to which the assumptions of
the attractiveness of beer and microbreweries for the regional development of tourism are successful.

Vacl, J.: Minibrauereien als eine attraktive touristische Destination in der Tschechischen Republik. Kvasny Prum. 60, 2014, Nr.

11-12, S. 297-306

In der Tschechischen Republik gilt das Bier als ein Lieblingsgetrank, was wurde in dem tschechischen Territorium schon Uber tau-
send Jahren gesiedet. Schon in der Vergangenheit wurde das Bier ein bedeutender Exportartikel und auch in der Anwesenheit halt diese
Position weiter und sténdig einen guten Ruf unserer Republik als einen anerkannten Bierexporteur in allen Landern der Welt verbreitet.
Die auslandischen Touristen betrachten das tschechische Bier nach den tschechischen historischen Sehenswiirdigkeiten als die al-
lergréBte Attraktion in der Tschechischen Republik. Die Entwicklung der Minibrauereien biennen letzten finf Jahren ist ein Phdnomen
geworden. Es ist méglich zu glauben, dass diese Minibrauereien stellen ein attraktives aber bisher wenig ausgenutztes Potenzial fir die
Touristenindustrie dar, dass sowohl in den kleinen Destinationen und auch in groBen Stadten zur Erhéhung des interessanten Angebo-
tes fiir die weitere Entwicklung des Tourismus ausgenutzt werden darf. Es wurden zwei Teilprojekte eines umfangreichen Forschungs-
projektes vorbereitet, im ersten Teilprojekt wurden hundert Minibrauereien angesprochen um ihre Aktivitdten im Hinblick auf ihr Angebot
fur Touristen und ihre Zusammenarbeit mit Reisen-, Verkehrsbiros und lokalen Behérden analysieren zu dirfen. Im Rahmen des ersten
Teilprojektes wurde auch die Aktivitdt von diesen Minibrauereien im Hinblick auf ihren Beitrag zur gréBeren Sichtbarkeit von Destina-
tionen und den Zahlanstieg von tschechischen und ausléndischen Touristen ausgewertet. Im zweiten Teilprojekt wurde die Rolle von
Minibrauereien und deren Auswirkungen auf die Strategie der vorgesehenen Entwicklung von den Gemeinden und Stadten analysiert.

Kli¢ova slova: minipivovary, pivo, cestovni ruch, turismus

1 UVOD

Ceskéa republika je zemé&, ktera nabizi velké mnozstvi turistic-
kych zajimavosti. Nalezneme zde fadu historickych budov, archi-
tektonickych skvostl, 12 pamatek ze seznamu UNESCO. To vse
laka stale vétsi procento zahraniénich navstévnikd. Ceska repub-
lika ma vSak jesté dalSi lakadlo pro turisty. Tim je pivo, které pred-
stavuje historicky, tradiéni napoj velmi popularni mezi mistnimi
obyvateli, ktefi jsou v jeho konzumaci prvni na svété. Spolu se
zahrani€nimi turisty jej vypiji kolem 140 litrd ro¢né a z nich 20 litr(
zkonzumuji, podle odhadu Ceského svazu pivovarli a sladoven,
zahraniéni turisté.

Vime také, Ze fada jinych zemi umi velmi dobfe vyuzit lokal-
nich produktd jako vyznamné turistické atraktivity, lakadla pro
domaci i zahranicni turisty k navstévé mist, ktera by bez nich ni-
koho nebo jen malokoho zaujala. Mluvit dnes o spojeni whisky

Keywords: microbrewery, beer, tourism, The Czech Republic

1 INTRODUCTION

The Czech Republic is a country which offers a great many tour-
ist attractions. There are countless historical buildings, architectural
jewels, and 12 UNESCO landmarks. All of these are drawing an ever
increasing number of foreign visitors. However, the Czech Republic
offers yet another enticement for tourists. This attraction is beer, that
historical, traditional beverage so popular among the local inhabitants,
who consume more of it than anywhere else in the world. According to
the Czech Beer and Malt Association, people here drink around 140
liters of beer annually, with foreign tourists making up about 20 liters
of that figure. We also know that a number of other countries are quite
adept at using their local products as major tourist attractions to draw
domestic and foreign tourists to places which would otherwise be of
little interest. Today we are perfectly aware of the connection between
Scotland and whisky, or the vineyard tourism of France, Italy and even
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a Skotska, Francie nebo ltalie, 200~

ale i americké Kalifornie a fady

dalSich mist na svété jako mist
nabizejicich navstévy vinic by

bylo malo originalni, stejné tak

jako Belgie ¢i Némecka nebo

USA s jejich tradiénimi pivova- 150
ry s exkurzem a degustacemi

piva. A mohli bychom zminovat

mnoho dalSich.

Pivovarstvi, pivo a Ceska
republika

Jak je tomu v Ceské repub-
lice? Je tato zemé, resp. pro-
ducenti piva i obce, schopna
nabidnout v mnohém novy
a nesporné atraktivni produkt

100 -

O Obce a mésta s pivovary / Town with breweries

B Pocet ¢innych pivovart / Number of active breweries

163

50 ‘

pro domaci i zahrani¢ni hosty?
2000

Podivame-li se na soucasné
trendy v ¢eském pivovarstvi,
registrujeme v poslednich de-
seti letech a pfedev§im v mi-
nulych 5 letech zajimavy trend. Tim je dramaticky narGst mini-
pivovarud (obr. 7). Jesté v roce 1989 existoval v Ceské republice
pouze jeden, podle dostupnych udaji jich bylo ke konci roku
2011 jiz 116.. B

Obr. 1, ktery publikoval Cesky svaz pivovar( a sladoven (2012),
ukazuje vyvoj poctu pivovarl a minipivovard v letech 2000-2011.
Zatimco pocet primyslovych pivovard s produkci nad 10 000 hl ro¢-
né je vice méné konstantni a byl v uvedenych letech na urovni 47
subjektll, zbytek tvofi minipivovary. Znamena to, Ze zatimco v roce
2000 bylo u nas 22 minipivovar(, v roce 2011 jich bylo jiz 116. Oba
typy pivovarll fungovaly ve 129 méstech a obcich.

Dal$im zajimavym trendem je, Ze pivovary se postupné vraceji ve
formé minipivovard zpét do obci a mést. Odtud se postupné, od po-
¢atku Sedesatych let v rdmci koncentrace vyroby piva a nasledného
zavirani malo efektivnich provozu, vyrazné vytracely.

Zlom nastal na pfelomu tisicileti, kdy se objevily prvni minipivo-
vary, ¢asto s produkci i pod 1 000 hl piva roéné, ale pro mnoho
obci a mést znamenaji navrat tradice a rdst prestize. Ke konci
roku 2013 bylo v CR jiz nejméné 198 minipivovar(l ve 167 obcich
a méstech (Pivovarsky kalendar, 2013). A podle odhad(l preziden-
ta Ceskomoravského svazu minipivovar( Ize o¢ekavat, ze tento
boom bude v nejblizSich letech pokra¢ovat. Hranice 200 minipivo-
varl byla prekro¢ena béhem 1. pololeti 2014 (Pivovarsky kalen-
dar, 2014).

V soucasné dobé je nejvice minipivovarll v Praze. Ta je vSak sama
0 sobé& nejvétsi turistickou zajimavosti v Ceské republice a minipi-
vovary jsou jen jednim z cild v tomto mésté. Minipivovary vznikaji
ve stale vétsi mife i v dalSich méstech, a to od velkych, jakymi jsou
napf. Brno, Plzen, Ostrava, Liberec a dal$i mésta nad 100 000 oby-
vatel, az po mésta mnohem mensi a nezfidka kdy v obcich mensich,
nez 5000 nebo dokonce 2000 obyvatel. A pravé v mensich méstech
a regionech mimo Prahu by mohly podpofit rozvoj cestovniho ru-
chu jako vyznamna atrakce. To byl hlavni divod naseho vyzkumu —
zkoumat minipivovary i ovéfit si, do jaké miry mésta a obce minipivo-
vary vnimaji jako obohaceni o turistické cile, jak s nimi spolupracuji
nebo spolupracovat hodlaji a zkoumali jsme i nékteré dalSi aspekty.

2002

cities and towns with breweries

2 SPECIFIKACE A METODY
DOTAZNIKOVEHO PRUZKUMU

V Ceské republice se soustavng vénuje vyzkumu piva a pivo-
varstvi fada renomovanych instituci. Pfedevsim je to Vyzkumny
ustav pivovarsky a sladarsky, a.s., pivovary, VSCHT, Zemédélska
univerzita a mohli bychom ve vyjmenovavani pokraovat. Mnohem
méné v8ak z hlediska sociologického, marketingu a komunikace.
Jmenujme pfedevsim Centrum pro vyzkum vefejného minéni So-
ciologického Ustavu Akademie véd Ceské republiky. Tyto vyzkumy
pod vedenim pracovnika CVVM Jifiho Vinopala zac¢aly v roce 2004
a s roéni periodicitou jsou zvefejfiovany vzdy na podzim kazdého
roku. Ty v8ak zkoumaiji souvislosti Ceské spoleCnosti a piva, tren-
dy v konzumaci piva a prfedevsim vztah Cechi k pivu a pivovarstvi
u nas (CVM, 2014).

Doposud vsak, podle nasich znalosti a informaci, neexistuje
v Ceské republice zadny obdobny vyzkum, ktery by hledal a zkou-

2004 2006 2008 2010 2011

Obr. 1 Vyvoj poctu pivovarli a obci a mést s pivovary / Fig. 1 Development of the number of breweries and

Zdroj / Source: Cesky svaz pivovarl a sladoven (CSPS), 2012

California, or the traditional breweries of Belgium, Germany and the
US with their tours and beer tastings. The list here goes on and on.

Brewing, beer and The Czech Republic

So what’s the current situation in the Czech Republic? Is this coun-
try, or more specifically its towns and beer producers, ready to offer
this undoubtedly attractive product for domestic and foreign guests?
If we look at current trends in Czech brewing, we note an interesting
development over the past decade and particularly the last 5 years.
And this is a dramatic increase in microbreweries. In 1989 there was
only one in the Czech Republic. According to available data, at the
end of 2011 there were already 116.

Fig. 1, which was published by the Czech Beer and Malt Associa-
tion in 2012 (CSPS, 2012) shows the development of the number of
breweries and microbreweries from 2000-2011. While the number of
industrial breweries producing over 10,000 hl annually has remained
more or less constant during this time period at 47, microbreweries
account for the remaining numbers. That means that while in 2000
we had 22 microbreweries, in 2011 there were already 116.

Counting both types, there were 129 cities and towns with a brewery.

Another interesting trend is that through the microbreweries, beer
making is returning to cities and towns where brewing had disap-
peared due to the gradual concentration of breweries in the early
sixties and the closing of inefficient operations.

The turning point came with the new millennium, when the first
microbreweries appeared, often producing under 1,000 hl of beer
annually, but for many cities and towns this marked a return of tradi-
tion and increase in prestige. By the end of 2013, there were 198
microbreweries in 167 cities and towns (Pivovarsky kalendaf, 2013).
And according to the estimates of the president of the Czech-Mora-
vian Association of Microbreweries, we can expect this boom to con-
tinue in coming years. The threshold of 200 microbreweries will be
surpassed during the 1st half of 2014 (Pivovarsky kalendar, 2014).

Presently, the greatest number of microbreweries are in Prague.
But Prague itself is the primary tourist attraction in the Czech Repub-
lic and microbreweries are just one of many tourist destinations in
this city. However, microbreweries continue to pop up in ever greater
numbers in other large cities such as Brno, Pilsen, Ostrava, Liberec
(over 100,000 inhabitants) and much smaller towns, sometimes with
less than 5,000 or even 2,000 people. And it is precisely in these
smaller towns and regions outside of Prague that microbreweries
could support tourism as tourist attractions. This was the primary
reason for our research — to examine microbreweries and see to
what extent cities and towns perceive microbreweries as a tourism
resource, how they cooperate or plan to cooperate with these busi-
nesses, along with other aspects.

2 QUESTIONNAIRES URVEY
SPECIFICATION AND METHODS

In the Czech Republic, several institutions are systematically in-
volved in research focused on beer and beer brewing. The main
institution is the Research Institute of Brewing and Malting, PLC,
and there are also several standard marketing organizations. Fur-
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mal vztahy mezi pivovarstvim, pivem a jeho uplatnénim v cestov-
nim ruchu a jaky maji pivovary a zvlasté minipivovary potencial pro
obce a mésta. O to jsme se pokusili vlastné v tomto vyzkumu poprvé
u nas.

Polozili jsme si proto nékolik otazek, na které jsme formou dotaz-
nikového priizkumu hledali odpovédi. Mohou byt minipivovary pro
obce zajimavou turistickou atraktivitou? Objevi domaci i zahraniéni
navstévnici nové, regionalni destinace a pravé mistni piva budou
zajimavym obohacenim navstévy? Zkoumali jsme, jaka je nabidka
minipivovarl, jak komunikuji s potencionalnimi zdkazniky, co vse
nabizeji obci z hlediska rozsifeni turistického potencialu, jak s obcfi
spolupracuji a jak navzajem, obec i minipivovary, tuto spolupraci
hodnoti a jak vidi jeji perspektivy. Chtéli jsme také mit védomost
o tom, jaka je spoluprace minipivovar(i s cestovnimi kancelaremi
a dopravci, ktefi pfedstavuji urcité zajimavy potencial pro vytvoreni
poptavky po navstévé minipivovaru a co vSe pivovary délaji, aby
subjekty v cestovnim ruchu oslovily.

Po dukladné pfipravé byly vytvofeny dva dotazniky. Prvni z nich
se prostfednictvim 11 otazek obréatil pfedevsim na &leny Ceskomo-
ravského svazu minipivovar (CMSMP, 2014). S vedenim tohoto
svazu jsme dotaznik konzultovali a informovali jsme jej o celé akci.
Dluzno podotknout, Ze CMSMP reprezentovany jeho prezidentem
Ing. Janem Suraném nas$i dotaznikovou akci podpofil dopisem
svym &lendm a svou podporu vyjadfil i na internetovych strankach.
Jak se ukazalo, podpora CMSMP byla pro prekvapivé vysoké pro-
cento zodpovézenych dotaznikd velmi vyznamna. Z tehdejsiho po-
¢tu Clenll jsme odpovédi ziskali u vice nez 75 % minipivovarskych
subjektd.

Rovnéz jsme se obratili i na fadu neélenti CMSMP. Zde jiz pro-
cento odpovédi bylo nizsi. | tak jsme obdrzeli celkem 60 vyplnénych
dotaznikd, coz povazujeme za mnohem vétsi ohlas, nez jsme éekali.

Dotazniky jsme bud vyplnovali pfimo v minipivovarech, kdy jsme
cestovali do fady mist Ceské republiky, nebo jsme, vzdy po tele-
fonickém ujednani a vysvétleni, dotazniky rozesilali. Patrné dlivo-
dem, pro¢ jsme obdrzeli takovy po€et odpoveédi, bylo i to, Ze akce
byla poradana ¢lovékem, plsobicim na akademické plidé, a navic
jiz opakované o pivovarstvi u nas publikoval v odbornych i jinych
médiich a pfednasel na fadé odbornych akci pivovarsko-sladarské-
ho oboru a tedy nehrozilo komeréni vyuziti ziskanych dat.

S druhym dotaznikem jsme se soucasné obratili na fadu mést
a obci, od malych, s populaci pod 2 000 obyvatel, az po radnice
v méstskych ¢astech hlavniho mésta Prahy. Také jim jsme dis-
tribuovali dotazniky s 5 otdzkami a obdrzeli jsme reakce ze 17
obci a mést reprezentujicich vSechny velikostni skupiny. | u téch-
to subjektl jsme postupovali stejné. Bud jsme osobné navstivili
obce a mésta a dotazniky s jejich pfedstaviteli vyplfiovali nebo je
kontaktovali po telefonu nebo e-mailem a od nich nésledné ziskali
vyplnéné formulafe dotaznik(. U mést a obci byl pocet odpové-
di vyznamné nizsi. Po¢itame v8ak s tim, Ze bychom o prizkumu
chtéli spolu s vedenim CMSMP jednat s CzechTourismem a do-
taznikové Setfeni opakovat mozna v mnohem Sir§im kontextu.
Jednani jsou pfipravovana.

V této souvislosti bychom chtéli hledat, zda existuje napf. néjaky
vztah mezi tim, jak si obec nebo mésto minipivovar nebo minipivo-
vary povazuji jako vyznamného Cinitele cestovniho ruchu a chceme
si ovéfit, ma-li po¢et minipivovard v obci nebo mésté signifikantnéjsi
vyznam pro cestovni ruch. Tedy plati-li napf. iméra typu: ¢im vice
minipivovar(, tim vice pfispivaji k cestovnimu ruchu v misté. To vse
by mélo byt predmétem mnohem SirSiho zapojeni pfedevSim Czech-
Tourismu do opakovaného vyzkumu, ktery bychom chtéli usporadat
v bfeznu 2015. Poéet minipivovar( v Ceské republice totiz neustale
roste.

K jakym vysledkim jsme dospéli? Ze zkoumaného vzorku minipi-
vovar( jich vznikla étvrtina v poslednich dvou letech a témér polovi-
na, pfesnéji 48 % je starSich 5 let. Zbyvajicich 28 % funguje v roz-
mezi 2 a 5 let.

V obcich do 2 000 obyvatel dnes funguje 23 % minipivovard, v ob-
cich a méstech do 5 000 obyvatel potom 14 % a méstech do 10 000
obyvatel 12 % minipivovard. Ve méstech do 30 000 obyvatel v sou-
¢asnosti vafi pivo v minipivovarech 16 %. Velka mésta v rozmezi
30 000 obyvatel do 99 000 se na zkoumaném vzorku podilela 5 %
a nad 100 000 potom témér 30 procenty.

Podotykame, Ze tento prlizkum nebyl zaméfen na strukturu
a objemy produkce v minipivovarech. Tomu jisté budou vénovana
jina Setfeni. V nasem prizkumu jsme se soustiedili na to, jaka je
v obecnéjsi roviné nabidka pivovard. Zaméfuji-li se pouze na na-
bidku gastronomie, tedy piv a jidla, nebo potvrzuje-li se trend jako
u primyslovych pivovard, ktery jsme podrobné zkoumali a publi-

thermore, it is primarily the Public Opinion Research Center of the
Institute of Sociology of the Academy of Sciences of the Czech Re-
public. These studies headed by PORC employee Jifi Vinopal were
launched in 2004, and they are published annually in the fall of each
year. These research efforts, however, explore the context of Czech
society and beer, the trends in beer consumption and, above all,
the relationship of Czechs to beer and beer brewing in the country
(CVM, 2014).

Until now, however, as far as we are aware, there has been no
similar research in the Czech Republic seeking and examining the
relationships between beer brewing, beer and its application in tour-
ism, and the potential microbreweries have for towns and cities. This
is what we attempted to do in this research for the first time in the
country.

We therefore asked ourselves several questions, to which we tried
to find the answers through a questionnaire survey. Can microbrew-
eries be an interesting tourist attraction for towns? Do they mean or
can they mean that domestic as well as foreign visitors will discover
new, regional destinations and local beers will be the interesting en-
richment of their visit? We investigated what microbreweries offer,
how they communicate with potential customers, what are all the
things they offer towns in terms of expanding their tourism potential,
how they work together with the towns and how both the towns and
the microbreweries evaluate this cooperation and how they see it
going forward. We also wanted to know how microbreweries work
together with travel agencies and transportation companies, as they
definitely represent attractive potential for creating demand for visits
to microbreweries, as well as what are all the things microbreweries
do to reach out to entities involved in tourism.

After thorough preparation, two questionnaires were created. The
first one had 11 questions targeted mainly at microbreweries that are
members of the Czech-Moravian Union of Microbreweries (CMUM).
We consulted the questionnaire with the leaders of this union and we
informed them about the activity. It should be noted that the CMUM,
represented by its President Mr. Jan Suran, supported our question-
naire activity with a letter to its members. The union also expressed
its support on its website. As it turned out, support of the CMUM was
very important for the surprisingly high percent of answered ques-
tionnaires. From the number of members at the time, we received
answers from more than 80% of microbrewery entities.

We also contacted a number of non-members of the CMUM. Here
the response rate was lower, but even so we received a total of 60
completed questionnaires, which we consider a much larger re-
sponse than we expected and it exceeded our expectations.

We completed the questionnaires either directly in the microbrew-
eries, where we travelled to a number of places in the Czech Repub-
lic, or we — always after arranging and explaining over the phone —
mailed the questionnaires. Probably one of the reasons we received
such a high number of responses was also the fact that the activity
was carried out by a person who works as a lecturer in the academic
world and has also had several publications on beer brewing in spe-
cialized and other media in the Czech Republic and has also made
presentations at a number of professional events of the Brewing and
Malting industry, such as Brewing and Malting Days, and has organ-
ized educational and strategic seminars on the issue.

With the second questionnaire, we contacted a number of cities
and towns, ranging from small towns with a population of under
2,000 inhabitants, all the way to city halls in the city districts of the
capital city of Prague. To them we also distributed questionnaires
with 5 questions, and we received reactions from 17 towns and cities
representing all size groups. We proceeded in the same way with
these entities as well. Either we personally visited the towns and cit-
ies, and then filled in the questionnaires with their representatives, or
we contacted them via the phone or email and then subsequently re-
ceived the completed questionnaire forms from them. The number of
responses was significantly lower for the cities and towns. However,
we would like to discuss the research, together with the leaders of
the CMUM, with CzechTourism (Czech Tourism, 2013). CzechTour-
ism, the Czech Tourist Authority, is a state-funded organization. The
main objective of CzechTourism is to promote the Czech Republic as
a tourism destination abroad as well as in the Czech Republic. And
it is with this institution that we would like to discuss repeating the
questionnaire survey in a much broader context. We are preparing
the discussions together with the CMUM.

In this context, we would like to investigate, for example, whether
there is a relationship between the extent to which the towns or cities
consider microbreweries to be an important factor in tourism. We will
also want to check whether the number of microbreweries in a town
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W Vedle piva a jidla nabizeji
i exkurze / Tours offered in
addition to beer and food

W Pouze pivo a gastromonie
z vlastni produkce
/ Just the beer and food

| Vytvareji package programy
/ Package deals offered

@ Zatim bez prohlidky,
ale zvazuji ji
/ No tours yet, but
considering it

Obr. 2 Struktura nabidky minipivovar(i / Fig. 2 Products offered by
microbreweries

kovali (Vacl, 2013) a kterym je rast role exkurzi, navétévnickych
center atd. jako marketingového a komunikaéniho nastroje.

Tento vyzkum byl zcela hrazen z prostfedkd spole¢nosti PORT
spol s r. 0., kterou vlastni autor této staté.

3 VYSLEDKY

3.1 Specifikace toho, co minipivovary nabizeji svym hostim

Zjistovali jsme, zda navstévnik minipivovaru ma, kromé konzuma-
ce jl’dla a piva i moinosti si napF prohlédnout minipivovar se stéle
rostoucim trendem, pfedevSim v domacim cestovnlm ruchu v Ceske
republice, je rdst popularity tzv. primyslovych (industrialnich) exkur-
zi. Zda se, ze o tomto trendu pivovarnici ve velkych i malych pivo-
varech dobfe védi a reaguji na néj. Podrobnosti o obsahu nabidky
minipivovar( obsahuje obr. 2.

Nase rozhovory i vysledky zkoumani potvrdily mezi minipivovary
zajem nabidnout, vedle gastronomickych zazitkd, i prohlidku pivo-
varu. Tfi €tvrtiny z nich takové sluzby umozfiuji a dalSi 4 % ji zva-
zuji. Pouze 12 % je v nabidce nemaji. Patrné dalSi ¢ast, v nasem
prazkumu 9 % minipivovar(, ve vétsi nebo mensi mife (podrobnéji
nezjistovano) muze exkurze v néjaké podobé package program0
nabidnout.

Tato zjiSténi koresponduji s obdobnymi &isly, ktera jsou k dispo-
zici z vyzkumu u pramyslovych pivovara fungujicich v Ceské repub-
lice, ktera jsme provedli v dubnu 2013 a néasledné publikovali (Vacl,
2013). Soucasné jsme zjistili, ze dle naSeho odhadu nejméné 10 %
minipivovar({l ma vétsi nebo mensi muzea pivovarstvi a néktera, jako
napf. v pivovaru U Flek( v Praze 1, patfi navic k nejvét§im svého
druhu v Ceské republice.

Vysledky potvrzuji, Ze minipivovary svou gastronomickou nabid-
kou i moznosti uskuteénit exkurze mohou pfispét k feSeni toho, co
velkou fadu regionu trapi — kratkd doba pobytu. Zajimava nabidka
tak mize nepochybné v budoucnosti ovlivnit i poptavku po ubytovani
a rozS§ifit nabidku o jiné moznosti, nez stravovani a konzumaci piva.

3.2 Profil souéasného hosta minipivovaru a oéekavané
navstévnické trendy

Dal&i ¢asti vyzkumu bylo zjistovani profilu hosta a navstévnickych
trendd v minipivovarech (obr. 3).

V soucasnosti pfevlada domaci, mistni host, jehoz podil pfesahl
52 % v8ech navstévniku. 3

Nasleduji hosté z jinych &asti Ceské republiky, ktefi tvofi vice
nez &tvrtinu navstévnikl. Zahraniéni hosté se podileli zbylymi
21 % (pozn.: nékteré minipivovary v Praze uvadély i cizince dlou-
hodobé Zijici v Ceské republice). V této kategorii zaznamenavéa-
me nejvyssi rozptyl. Zatimco vétSina pivovard povazuje 20 % za
maximum, pfedevSim pivovary v centru Prahy uvadéji minimalni
pocet zahraniénich hostd na urovni 40 % a vice. Tyka se to hlavné
minipivovarQ v centru Prahy (Praha 1, Praha 2) i nékterych lazen-
skych center.

Jiny komentar znamenal, Zze personal si nedovoli hosta blize spe-
cifikovat.

Spolu s tim, jak poroste i domaci cestovni ruch, Ize obecné oceka-
vat, ze se bude zvySovat podil navstévnikd minipivovard z fad oby-

® Domaci, mistni host
/ Logal regular

B Navstévnik z jiné ¢asti CR
/ Visitor from other part
of The Czeh Republic

W Zahraniéni navstévnik min.
z 20 % / Foreign visitors
min. 21%

@ Jiny komentar
/ Other

1%

Obr. 3 Profil pfevazujiciho hosta minipivovaru / Fig. 3 Microbrewery
guest profile

or city has a more significant impact on tourism, i.e., whether there is,
for example, a correlation such as “the higher the number of micro-
breweries, the more they contribute to tourism in the location,” etc.
This should be the subject of much broader involvement of especially
CzechTourism in the repeated research, which we would like to or-
ganize in March 2015, as the number of microbreweries in the Czech
Republic is constantly growing.

What were the results of our research? From the examined sam-
ple of microbreweries, one quarter of them were established in the
last two years, and nearly one half, or more precisely 48%, are older
than 5 years. The remaining 28 % have been open between 2 and
5 years.

Today, 23% of the microbreweries are located in towns of up to
2,000 inhabitants, 14% in towns and cities of up to 5,000 inhabitants,
and 12% in cities of up to 10,000 inhabitants. Currently 16% of the
microbreweries brew beer in cities of up to 30,000 inhabitants. Large
cities having between 30,000 and 99,000 inhabitants had a 5%
share of the examined sample, and cities with over 100,000 inhabit-
ants had nearly a 30% share.

We note that this survey was not focused on the structure and pro-
duction volume in microbreweries. Other research efforts will surely
cover this. In our research, we focused on what the breweries’ offer-
ing is at a more general level, i.e., do they focus only on gastronomy,
i.e., beer and food, or if the same trend as for industrial breweries
that we investigated in detail and published (Vacl, 2013) is being
confirmed, which is the growing role of excursions, visitor centers,
etc., as marketing and communication tools.

This research was entirely funded by PORT spol s r. 0., which is
a company owned by the author of this paper.

3 RESULTS

3.1 What are microbreweries offering their guests?

In addition to the consumption of food and beer, we determined
whether visitors to a microbrewery have the opportunity to view the
facility or take a guided tour. In general, the growing trend, especially
for domestic tourism in the Czech Republic, is the increasing popu-
larity of industrial tours. It appears that both large and small brewer-
ies are well aware of this trend and are responding to it. The products
offered by microbreweries are detailed in Fig. 2.

Our interviews and research show that the overwhelming major-
ity of microbreweries offer tours in addition to drinking and dining.
Three-fourths offer such services and another 4% are considering
it. Only 12% do not. Other microbreweries, 9% in our survey, of-
fer various tours as part of package deals (further details not deter-
mined). These findings correspond with similar numbers found in the
research of industrial breweries operating in the Czech Republic we
conducted in April 2013 and subsequently published (Vacl, 2013). At
the same time, we found that at least 10% of microbreweries have
their own brewing museums, some larger, some smaller, and some,
such as at the U Flekl brewery in Prague 1, among the largest of
their kind in the Czech Republic.

The results confirm that by offering dining and tours, microbrewer-
ies can increase short-term stays, an aspect of tourism that many
regions are lacking. Some packages may include long-term stays.
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m Nar(st navstévnika z CR
/ Inecrease in vizitors from the
Czech Republic

B Zahraniéni navstévnici
stale Castéjsi
/ Continued inecrease in foreign
vizitors

@ Nelze vysledovat zadny
trend / No trends can be
observed

B Jiny komentar
/ Other

@ Pfevaha domécich
hostl trva
/ The predominance of local
customers will continue

Obr. 4 Trendy v navstévnosti minipivovard
microbrewery visitors

/ Fig. 4 Trends in

vatel jinych mist Ceské republiky na Gkor domécich, mistnich hostl
a Stamgastu.

Dale jsme zjistovali, jaké trendy v navstévnosti predstavitelé mini-
pivovarl o¢ekavaji (obr. 4).

Zatimco neceld Ctvrtina (24 %) predstaviteld minipivovard oceka-
v4, Zze dosavadni trend, kterym je pfevaha domacich host(, bude po-
kraCovat, téméf dvé tfetiny z dotazovanych — 63 % oCekavaji narlst
navstévnikl z Ceské republiky a ze zahraniéi. Potvrzuje se tak vSe-
obecné znamy trend, ze pfedevsim na domaci spotrebitelské scéné
pokrauje narust ctitelll piva, ktefi vyhledavaji nové druhy a znacky
piv. TéméF polovina z dotazovanych minipivovarnik( zastava nazor,
ze trend odklonu Ceského pivare od velkych a zavedenych znacek
ke znackam piv z mensich nebo malych pivovard a ev. i ke zvy$ené
oblibé a konzumaci pivnich specialll bude dlouhodoby. To korespon-
duje s vyzkumy jinych instituci nebo odhady pivovarskych odbornikd
publikovanych pfedevsim v eskych denicich a portalech téchto mé-
dii, které u hosta z CR potvrzuji tendenci k silnéj§imu rozvoji doma-
ciho cestovniho ruchu. Segment zahrani¢ni navstévnici, ktefi tvofi
nejméné 20 % hostd minipivovarl, by se mél dle odhadl zastupct
minipivovarQ z 15 % podilet na celkovém rdstu navstévnosti minipi-
vovarl. Domnivame se, Ze uvedené odhady jsou redlné predevsim
v turisticky atraktivnich destinacich. .

Lze tedy konstatovat, Ze porostou segmenty jak turistd z CR, tak
i ze zahranic¢i na ukor lokalniho hosta.

Ackoliv je prozatim zahraniéni host v mensing, zajimalo nas, jaka
je struktura zahraniénich hostt minipivovarQ. A zda plati, Ze nejvice
jejich zahrani¢nich hostl se rekrutuje ze sousednich zemi. V pfipa-
dé Ceskeé republiky je to z Némecka, Polska, Rakouska a Slovenska.
Tyto odhady se potvrdily jen do jisté miry.

Neni pfekvapujici, Ze nejvice zahrani¢nich hostd tuzemskych mi-
nipivovar(i (obr. 5), jak uvedlo 29 minipivovar(i ze 60, tedy prakticky
polovina, pochazi z pivni velmoci, z Némecka. Neprekvapuje ale ani
druha pozice Rusu, ktefi si obecné Ceskou republiku jako atraktivni
turistickou destinaci oblibili ¢im dal vice, a prave pivo patfi k tomu, co
v Ceské republice ¢asto vyhledavaji. Proto 42 % minipivovar( uved-
lo pravé je jako casté zahraniéni hosty. Velmi silna je pozice turistl
z Polska, ktefi jsou treti nejsilngji zastoupenou skupinou zahrani¢nich
navstévnikd v ¢eskych minipivovarech, pfedevsim v regionech, které
s Polskem sousedi. S pomérné velkym odstupem nasleduji Rakusané.

Naopak, mozna pfekvapivé velmi malo hostl minipivovard pocha-
zi ze sousedniho Slovenska. To je dano patrné tim, ze Slovéci jsou
mnohem ¢astéjSimi konzumenty vina a destilatd a prozatim neobje-
vili kouzlo piv z produkce minipivovard.

Mezi navstévniky minipivovarl jsou dale, byt v mensi mife, uva-
déni turisté z Velké Britanie, Italie, USA, Japonska i Skandinavie.

Lze tedy zavérem k této €asti vyzkumu konstatovat, ze dominu-
jicimi hosty jsou navstévnici ze dvou sousednich zemi, z Némecka
a Polska a treti misto patfi Rustm.

3.3 Komunikace minipivovart

Jednim z kli¢ovych momentl pro minipivovary je schopnost ko-
munikovat s vefejnosti, s cilovymi skupinami. Chtéli jsme védét, jaké
zpUsoby pouzivaji, jaky je pomér mezi elektronickymi formami a vy-
uzitim standardnich forem, jako jsou tiSténé materidly atd.

m Cizinci, nelze identifikovat
|/ Foreigners which can not be identified

W Ostatni zemé (VB, ltalie, USA, Japonsko aj.)
/ Other countries (UK, Italy, USA, Japan etc.)

| Rakousko / Austria
@ Polsko / Poland
@ Rusko / Russia
@ SRN / Germany

16

25

29

| | | | | J
0 5 10 15 20 25 30

Obr. 5 Zahraniéni navstévnici minipivovard / Fig. 5 Foreign visitors
to Microbreweries

And certainly in the future, this may influence demand for accom-
modation and expand tourism options beyond dining and beer con-
sumption.

3.2 Profile of current microbrewery guests and anticipated
visitor trends

Another part of the research determined guest profiles and visitor
trends at microbreweries (Fig. 3).

At present, local regulars make up the majority of customers, ac-
counting for 52% of all visitors.

Then there are guests from other parts of the Czech Republic,
which make up more than one fourth of all visitors. Foreigners made
up the remaining 21%. This category had the greatest variation.
While most breweries considered 20% to be the maximum, brewer-
ies in the center of Prague listed the minimum number of foreign
guests to be 40% or more. This primarily concerned microbreweries
in the center of Prague (Prague 1, Prague 2) and a few of the bath
spa towns.

“Other” means that the staff did not wish to further specify their
clientele.

As domestic tourism grows, it may generally be expected that the
share of visitors to microbreweries from other parts of the Czech
Republic will increase in relation to local regulars.

We also examined the anticipated trends in the composition of
microbrewery visitors (Fig. 4).

While nearly a fourth (24%) of microbreweries expect the current
predominance of local guests to continue, nearly two-thirds of those
surveyed (63%) expect an increase in visitors from the Czech Re-
public and from abroad. This confirms a generally acknowledged
trend that the number of domestic beer aficionados is increasing,
and these people are seeking out new kinds and brands of beer.
Nearly one half of the microbreweries surveyed expected the trend
to continue of Czech beer drinkers moving away from large and es-
tablished brands to beers from smaller or small breweries, and even-
tually to greater consumption of specialty beers. This corresponds
with the research of other institutions and the forecasts of beer ex-
perts published in Czech newspapers and on their websites, con-
firming the tendency of increasing domestic tourism. The segment of
foreign visitors, which now constitutes 20% of microbrewery guests,
should in the opinion of the microbreweries account for 15% of an
overall increase in visitors.

We believe that these estimates are particularly realistic in attrac-
tive tourist destinations.

We can thus state that both the segments of Czech tourists and
foreign tourists will increase at the expense of local guests (Fig. 5).

And while foreign guests are a minority for the time being, we were
interested in just where these guests hailed from and whether it was
true that most foreign visitors come from neighboring countries. For
the Czech Republic, that would mean Germany, Poland, Austria and
Slovakia. These assumptions were found to hold true only to a cer-
tain degree.

It is not surprising that 29 out of 60 microbreweries, i.e. nearly half,
reported that most foreign visitors are from beer superpower Ger-
many. Also not surprising is the number of Russian visitors, who are
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Obr. 6 Zplsoby komunikace minipivovar(i / Fig. 6 Means of micro-
breweries communication
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Prim v komunikaci minipivovarud s cilovymi skupinami (obr. 6) hraji
elektronické nastroje. Ze 60 vyplnénych dotaznikl jich ma k dispo-
zici 54 subjektl, tedy 90 procent, a dalSich 34 minipivovard (57 %)
vyuziva ke komunikaci sociélni sité, jako je facebook, twitter a jiné.

Stale popularni jsou v8ak i tradiéni formy jako je vyuzivani tis-
ténych materiall, tedy prospektl, letakd atd. Celkem 35 subjektd,
tedy vice nez 58 % zkoumanych vyuziva tisténé materialy a roz-
hodujici ¢ast téchto letakd jiz obsahuje minimalné jednu dalsi jazy-
kovou verzi.

Naproti tomu pouze 14 minipivovard, tedy neceld ¢tvrtina z nich,
spolupracuje pfi vyrobé téchto materiall s jinymi subjekty, jako jsou
obce, cestovni kancelafe, CzechTourismus atd. Prakticky stejny
pocet minipivovart komunikuje s cilovymi skupinami prostfednic-
tvim metod a nastrojl Public Relations. Na konci oblibenosti jsou
vystavy a veletrhy, kterych se zu¢astnuje individualné jen kolem
deseti procent minipivovard. Inzerci jako formu komunikace jsme
nezkoumali. Vime vS8ak z jinych zdrojl, Ze tento zplsob komuni-
kace vzhledem k finanéni naro€nosti neni pfili§ mezi minipivovary
rozSifen.

Tento vyzkum potvrdil to, co jsme si ovéfili u obdobného vyzku-
mu forem komunikace mezi velkymi pivovary (Vacl, 2013). Zakladni
zdroj informaci o minipivovarech jsou jejich webové stranky. Postup-
né roste vyznam elektronickych forem, v€etné vyuziti socialnich siti,
byt i tisténé materialy maji svou nezastupitelnou roli. Velké pivovary
vyuzivaji podstatné vice forem Public Relations, tedy komunikace
prostfednictvim tiskovych konferenci, tiskovych zprav aj., nez mini-
pivovary.

3.4 Spoluprace minipivovar(i s obcemi a mésty — oblasti
i hodnoceni

Zjistovali jsme, do jaké miry a v €em spolupracuji minipivovary
s obcemi a mésty. Nabidli jsme nékolik moznosti a také jsme umoz-
nili, aby minipivovary samy uvedly i formy, které v nasi nabidce uve-
deny nebyly (obr. 7).

Témér 72 % minipivovar(l s obcemi a mésty spolupracuje. Nej-
Gastéji minipivovary vyuzivaji moznosti spole€ného vyuziti tisté-
nych materialQ. Pfiblizné étvrtina minipivovard vyuziva k prezenta-
ci, a tedy komunikaci mistnich jarmarkd a obdobnych typ( aktivit,
k prezentaci své produkce. Prakticky stejné ¢asto obce a mésta
vyuzivaji minipivovar(l jako mista, kde pofadaji spole¢enské uda-
losti.

Dle naseho nazoru nizké procento, necelych 22 % minipivovar(,
vyuziva v nespecifikované podobé internetovych stranek obce. Sy-
nergicky efekt vy88iho vyuziti stranek obci a mést by mohl byt pro
obé strany prospésny.

Vystavy a veletrhy ke spole¢nym prezentacim s obcemi a mésty
vyuziva 13 % minipivovara.

Jiz dnes, jak uvedlo 13 % minipivovard, spolupracuji v regionech
pfi poradani spole€enskych a kulturnich akci nebo obce ¢i mésta
v r(izné mife sponzoruji.

Naopak, 28 % uvedlo, Ze zadnym zplisobem s obcemi a mésty
nespolupracuji. Tento podil se jevi jako dosti vysoky a svéd¢i o tom,
Ze potencidl spoluprace obou stran je prozatim v fadé pfipadt malo
az nedostatec¢né vyuzivan.

increasingly making the Czech Republic one of their favorite tourist
destinations and beer is one of the things they often seek out. That is
why 42% of microbreweries listed them as frequent foreign guests.
Polish tourists make up the third largest group of foreign visitors to
Czech microbreweries, primarily in the regions bordering Poland.
Lagging a fair bit behind are the Austrians.

What is somewhat surprising is the very small number of micro-
brewery visitors from neighboring Slovakia. This is apparently be-
cause the Slovaks consume more wine and spirits and have not yet
discovered the magic of artisan beer.

Other foreign visitors listed include smaller numbers of tourists
from Great Britain, ltaly, USA, Japan and Scandinavia.

In concluding this part of the research, we can say that the majority
of guests are visitors from two neighboring countries, Germany and
Poland, and Russia.

3.3 Microbrewery communication

One of the keys for microbreweries is the ability to communicate
with the public, with target groups. We wanted to know what means
they employ, or the ratio between electronic media and traditional
forms like printed materials etc. (Fig. 6).

Electronic media is the primary tool used by microbreweries to
communicate with target groups. Of the 60 surveys filled out, 54 re-
spondents (90%) used websites and another 34 (57%) used social
networking like Facebook, Twitter and others.

Traditional printed media such as brochures and flyers continue
to be popular. 35 respondents, or more than 58%, use printed ma-
terials and the majority of these flyers are written in more than one
language. On the other hand, only 14 microbreweries, not even one-
fourth, create these materials in conjunction with other subjects such
as towns, travel agencies, Czechtourismus, etc. and practically the
same number of microbreweries communicate with target groups
through Public Relations tools and methods. Least utilized are trade
shows and exhibitions, which are attended individually by only about
ten percent of microbreweries. We did not examine advertising as
a form of communication. We know from other sources however,
that this manner of communication is not widespread among micro-
breweries due to the high financial cost. This research confirmed
what we learned in a similar survey of communication forms among
large breweries. Websites are the basic source of information about
microbreweries. The significance of electronic media, including the
use of social networking, is gradually increasing, although printed
materials continue to have their irreplaceable role. Large breweries
make much greater use of Public Relations tools, such as commu-
nicating through press conferences and press releases, than micro-
breweries.

3.4 Cooperation between microbreweries and cities and towns
— areas and assessment

We examined to what degree and in what way do microbreweries
cooperate with cities and towns (Fig. 7). We offered several possible
responses and also let microbreweries tell us ways in which they
cooperate if not included in our survey.

Nearly 72% of microbreweries cooperate with cities and towns.
Most commonly, microbreweries take advantage of shared print-
ed materials. Roughly one-fourth of microbreweries use local fairs
and markets to present their products. And just as frequently,
cities and towns use microbreweries as locations to hold social
events. Only 22% of microbreweries use town websites in any
manner, which is in our opinion a low percentage. The synergetic
effect of greater use of town and city websites could be beneficial
for both parties. 13% of microbreweries participate in trade shows
and exhibitions together with cities or towns. Today, 13% of mi-
crobreweries said they cooperate regionally in the organization
of social and cultural events or other forms of sponsorship with
cities or towns.

On the other hand, 28% said that they do not work together at all
with cities or towns. This seems to be quite a high number and indi-
cates that potential cooperation for both sides has been left largely
untapped in many cases.

Our research was also interested in determining how microbrewer-
ies view their cooperation with cities and towns. We asked the same
of our second surveyed group, cities and towns (Fig. 8).

Over half of microbreweries view their cooperation as very benefi-
cial or beneficial. To the contrary, 27 percent consider cooperation to
be marginal, little or insignificant, practically none.

A relatively high percentage, more than one-fifth of microbrewer-
ies, said that they could not judge their cooperation to date. We at-
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Obr. 7 Oblasti spoluprace minipivovart a obci a mést/ Fig.7 Areas of
cooperation between microbreweries and cities and towns

Déle jsme se v naSem vyzkumu zajimali, jak minipivovary hodnoti
spolupraci s mésty a obcemi (obr. 8). Obdobné jsme se dotazovali
i druhé zkoumané skupiny, obci a mést.

Vice nez polovina minipivovar(l hodnoti spolupraci jako velmi pro-
spésnou nebo prospésnou. Naopak 27 procent povazuje spolupraci
za marginalni, malou nebo nevyznamnou, prakticky zadnou.

Pomérné vysoké procento, vice nez pétina, minipivovar( se k do-
savadni spolupraci vyjadfila tak, ze ji nemohou posoudit. Pfi¢itame to
tomu, Ze jsou na trhu relativné kratkou dobu a na objektivni hodno-
ceni neni dostate¢né dlouha doba. Nepochybné bude zajimavé toto
hodnoceni provést opakované, napf. po dvou letech a zjistit trend.

Vyzkum ukazal na to, ze vyrazny prostor pro zlepSeni spoluprace
mezi obéma stranami existuje a do budoucna znamend prostor pro
dalsi rozSifeni soucinnosti.

3.5 Spoluprace se subjekty plisobicimi v cestovnim ruchu
Chtéli jsme u minipivovarQ také zjistit, jak spolupracuji s cestov-
nimi kancelafemi a dopravci (obr. 9). Pravé tyto subjekty organizuji
zajezdy pro ucastniky cestovniho ruchu, na které by minipivovary
nedosahly. A do budoucna mohou, dle naSeho nézoru, vyrazné po-
zitivné ovlivnit navstévnicke trendy ve prospéch osob z jinych Casti
CR a ze zahranici, tedy pfekonat pocty, které nyni tvofi lokalni hosté.
Nejcastéjsi odpovéd ze strany 36 % minipivovar( byla, Ze spo-
lupraci povazuji za zajimavou a budou ji rozvijet. Za perspektivni ji
povazuje dalSich 23 %. Maji za to, ze dosavadni spoluprace je malo
vyznamna, ale chtéli by ji roz8ifovat. Nicméné vice nez pétina mini-
pivovard spolupraci neplanuje a to se nam zda jako vysoké procen-
to a problém, ktery mlze do jisté miry snizovat jejich podnikatelsky
uspéch. Pouze neceld desetina z nich nema jasno, v ¢em by jim
spoluprace mohla byt prospésna. Patrné by bylo vhodné ¢astéji oslo-
vit obé vahajici skupiny ze strany cestovnich kancelafi a dopravcl

| Spolupréce je prozatim malo
vyznamna, ale chtéli bychom
ji roz8ifovat / Cooperation
has been insiginificant, so far,
but we plan on expanding it

@ Spoluprace je zajimava
a planujeme ji rozsifit
/ The cooperation has
been good and we plan
on expanding it

u Jiné / Other

B Prozatim nevime, v éem
by méla byt spoluprace
uzite¢na / Right now
we do not know in what
way cooperation would
be beneficial or useful

Obr. 9 Spolupréace s cestovnimi kancelafemi a dopravci / Fig. 9 Co-
operation with travel agencies and transportation companies

B Velmi prospésna
/ Very beneficial

B Prospésna
/ Beneficial

@ Marginalni, mala
/ Marginal, little

B Nevyznamna, prakticky
zadna / Insignificant,
practically none

@ Nemohu posoudit
/ I can not judge

Obr. 8 Hodnoceni urovné spoluprace minipivovaru s obcemi
a mésty / Fig. 8 Assessment of the level of cooperation between
microbreweries and cities and towns

tribute this to their being on the market for a relatively short period
of time, not long enough to make an objective assessment. It would
certainly be interesting to make the same inquiries again, say in two
years, to determine a trend.

The research showed that there is considerable room for improv-
ing cooperation between the two sides, and that there is room to
expand cooperation in the future.

3.5 Cooperation with the tourism sector

We also wanted to find out how microbreweries cooperate with
travel agencies and transportation companies (Fig. 9). It is pre-
cisely these companies which organize trips for tourists which mi-
crobreweries might not reach. And in our opinion, in the future
they could significantly boost tourism from other parts of the Czech
Republic and from abroad to exceed the current numbers of local
guests.

The most frequent response from 36% of microbreweries is that
cooperation “has been good and | plan on expanding it". Another
23% think it holds promise, and that while it has been insignificant
to date, there are plans to expand it. Nevertheless, more than one-
fifth of microbreweries do not plan any such cooperation and we feel
that this is a high percentage and a problem which could to a certain
extent affect their commercial success. Nearly one tenth are not sure
in what way cooperation could be beneficial. Perhaps it would be
a good idea to contact these hesitant groups more frequently with
offers of services from travel agencies and transportation companies
to create package deals. Responses in the “Other” category include
cooperation with monasteries and travel agencies offering adventure
tourism, etc.

In this regard, we examined the nature of cooperation between
microbreweries and the tourism sector (Fig. 10).

B Vytvoril jsem package
programy, které nabizim
| We have created package
deals offered to travel agencies

B Kontaktuji aktivné a pravidelné CK
/ | regularly contact travel agencies

@ Spolupracujeme s dopravci
pfi organizovani eventl
| We work with transportation
companies in organizing events

B Na vystavach a veletrzich
kontaktuji CK / | Contact travel
agencies at trade shows
and exhibitions

pocet minipivovaru

O Vydavame spole¢né tisténé
materidly / We publish joint
printed materials

0
Obr. 10 Profil spoluprace s cestovnimi kancelafemi a dopravci/ Fig.
10 Profile of cooperation with travel agencies and transportation
companies
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nabidkou sluzeb a vytvaret package programy. Jina odpovéd u 11 %
minipivovar(l znamend, Ze hledaji spolupraci napf. s klastery, ces-
tovnimi kancelafemi nabizejicimi zazitkovou turistiku atd.

V této souvislosti jsme si ovérovali, jaky je profil spoluprace minipi-
vovarl se subjekty cestovniho ruchu (obr. 10).

U minipivovard, které s cestovnim kancelafemi a dopravci jiz spo-
lupracuiji, jsme dale zjiStovali, co délaji pro to, aby se jejich spolu-
prace prohloubila. Celkem 11 minipivovar(i (18 %) vytvari package
programy. Pouze 10 zkoumanych minipivovar(i (17 %) pravidelné
subjekty cestovniho ruchu aktivné kontaktuje. Dal$i 4 minipivovary
spolupracuji s dopravci pfi organizovani event(, coZ je pouze ne-
celych 7 %, a pouze predstavitelé tfi minipivovard, tedy 5 % dota-
zovanych, kontaktuje cestovni kancelafe na vystavach a veletrzich
a jeSté méné Casto spole¢né vydavaji tisténé materialy.

Vysledky vyzkumu ukdazaly, Ze uroven spoluprace s cestovnimi
kancelafemi a dopravci neni pfili§ vysokd, dokonce ji povazujeme za
nedostate¢nou. Minipivovary by mély zintenzivnit nabidku programd,
pfipravit vice package programl a mnohem &astéji hledat pfileZitosti
nabidnout to, co je pro vefejnost nejzajimavéjsi — gastronomickou
¢ast navstévy minipivovard s moznosti prohlédnout si technologic-
kou ¢ast s vykladem. V nékterych méstech, jako napf. v Kroméfizi,
se pfipravuji programy navstévy nékolika minipivovar( spojenych
s navstévami technickych pamatek v okrese.

3.6 Vyzkum vztahu obci a mést k minipivovariim — ¢ast 2

Ve druhé ¢asti vyzkumu jsme zjistovali, jak vnimaji obce a mésta
pozici minipivovar( a spolupraci s nimi. Kontaktovali jsme s dotazni-
kem celkem 46 obci a mést, kde je jeden a vice pivovar. Obdrzeli
jsme 17 odpovédi ze vSech velikostnich typl obci a mést — od obci
do 2 000 obyvatel az po velkd mésta s potem obyvatel nad 100 000
osob.

Chtéli jsme nejprve védét, jaky maji minipivovary vyznam pro obce
a mésta a nabidli jsme celkem 8 moznych odpovédi a jednu otevie-
nou s nabidkou vlastniho komentare, jak je patrné z obr. 11.

NejcastéjSi odpovédi bylo hodnoceni pfinosu z gastronomického
hlediska. S timto tvrzenim souhlasilo 76 % predstavitell obci. Pre-
kvapivé vysoké procento, 59, souhlasilo s tvrzenim, Ze minipivovary
prispivaji k vétsimu, $ir§imu povédomi o obci v regionuiv CR a v za-
hranic¢i. Pfes dvé pétiny obci s minipivovarem spolupracuji a umis-
tuje tam nékteré spoleCenské akce, vice nez tfetina obci a mést ma
za to, Ze minipivovary rozsifuji nabidku spole¢enského zivota v obci.
Ukazuje se, ze tyto odpovédi vesmés koresponduji s tvrzenim, ze
minipivovary pfispivaji nebo maji potencial byt turistickou zajima-
vosti. Zbyvajici odpovédi znamenaly souhlasy s tvrzenimi, ze obec
upevnuje soundlezitost k obci nebo nabizi podnikatelské pfilezZitosti,
coz je zajimavé z hlediska lokalniho pfinosu minipivovard. To, ze
pouze desetina minipivovard zvySuje zaméstnanost, mozna souvisi
s tim, Ze na dotaznik reagovala spiSe velka mésta. Fakt, Ze pouze
6 % dotdzanych se domnivd, Ze minipivovar neznamena pro obec
velky pocin ve srovnani s 94 % opacného nazoru, Ize hodnotit velmi
pozitivné.

| Je zajimavy kvUli piti a strave
/ Interesting for the drinking
80 — and dining
B Pfispiva k véts§imu zajmu o mésto
v regionu / Increases awareness

70 of the town in the region

@ S minipivovarem spolupracujeme
a organizujeme spole¢né akce
/ We work with the microbrewery
and hold several town social
events there

60

50
B Rozsifuje nabidku noéniho Zivota
— / Provides another option for night life
35 B Upeviluje pocit sounaleZitosti
29 29 ve mésté / Increases the sense
of community in the town

procenta
N
o

W
o

O Nabizi podnikatelské pfilezitosti

20 / Offers business opportunities

B ZvySuje zaméstnanost
/ Increases employment

6 O Pro obec/mésto nema vétsi
vyznam / Is no great achievement
| for the city/town

Obr. 11 Vyznam minipivovaru pro obec a mésto / Fig. 11 Significance
of microbreweries for cities and towns

We offered several possible responses, and for microbreweries
already working with travel agencies or transportation companies,
we asked what they were doing to intensify this cooperation. A total
of 11 microbreweries (18%) create tour packages. Only 10 respond-
ents (17%) regularly contact companies working in tourism. Another
4 microbreweries work with transportation companies in organizing
events, which is only 7%, and only three microbreweries (5%) reach
out to travel agencies at trade shows and exhibitions, and even less
frequently do they publish joint printed materials.

The research results showed that the level of cooperation with
travel agencies and transportation companies is not very high, and
we would even consider it insufficient. Microbreweries should in-
crease the number and kinds of package deals they offer and more
frequently look for opportunities to offer what is most interesting for
the public, namely drinking and dining at a microbrewery combined
with a guided tour of the production facilities. In certain cities such as
Kroméfiz, tours of several microbreweries are combined with visits
to technical monuments in the area.

3.6 Research into the relationship between cities and town and
microbreweries — part 2

In the second part of the research, we examined how cities and
towns perceive microbreweries and cooperation with them. We sent
questionnaires to a total of 46 cities and towns where one or more
brewery is located. We received 17 responses, ranging from towns
of less than 2,000 people up to large cities with over 100,000 inhabit-
ants.

We first wanted to know what kind of significance microbreweries
have for cities and towns. As seen in Fig. 11, we provided a total of 8
possible responses as well as room for individual comments.

The most frequent response was appreciation from the drink-
ing/dining perspective, which was expressed by 76% of towns.
A surprisingly high percentage (59%) agreed that microbreweries
increase awareness of the town in the region, the CR and abroad.
More than two-fifths of towns cooperate with microbreweries and
hold social events there, and more than one-third feel that micro-
breweries increase the options for night life in the town. It turns out
that the responses generally correspond with the claim that micro-
breweries contribute to tourism or have the potential to be tourist at-
tractions. The rest of responses agreed that microbreweries increase
the sense of community or offer business opportunities, which is an
interesting take on their local benefits. The fact that only one-tenth
of respondents felt microbreweries increase employment is perhaps
due to the fact that more large cities responded to the survey. And
the fact that only 6% of those surveyed felt that microbreweries are
not great achievement compared to the 94% who felt otherwise may
be viewed very positively.

We were also interested in how cities and towns viewed their cur-
rent cooperation with microbreweries and what lies in store for the
future (Fig. 12).

Nearly two-fifths of cities and towns, i.e. the most frequent re-
sponse, viewed their cooperation as occasional, yet planned to
increase it, and more than one-tenth cooperate closely with micro-
breweries and also plan to intensify this. Together, this means that

B Spolupracujeme pfilezitostnég,
ale budeme ji rozSifovat
/ We work together occasionally,
but plan on increasing the
cooperation

B Spolupraci ponechame
na dosavadni urovni
/ We are going to keep
cooperation at the current level

m Uzce spolupracujeme a budeme
ji rozsifovat / We work together
closely and plan to increase this

B Nespolupracujeme vibec
/ We do not cooperate at all

O Jiny komentar / Other

Obr. 12 Jak obce a mésta hodnoti spolupraci s minipivovary / Fig.
12 How cities and towns view their cooperation with microbreweries
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B Internetové stranky / Websites @ Obec distribuuje tisténé
materaly o minipivovaru
/ The town distributes printed
materials about the

microbrewery

| Spoluprace obce s minipivovarem
na akcich / The town and
microbrewery participate
together on events

35 %

35

B Obec nyni nedistribuuje
tisténé materaly o minipivovaru
/ The town does not currently
distributes printed materials
about the microbrewery

30

25 = Jiny komenta

23 %
i / Other comments

O Spolecné oslovujeme subjekty
cestovniho ruchu / We contact
travel agencies together

20 18°%

O Nabizime pivo z minipivovaru
v navstévnickém centru
| We offer microbrewery beer
at our info center

15

12 %

10
O Obec neplanuje zadné

marketingové aktivity

s minipivovarem / The town
does not plan any joint
marketing activitie

o,
1% with the microbrewery

e 0% 0% |

Obr. 13 Vzajemna spoluprace obce pfip. mésta ¢i infocentra s mi-
nipivovarem / Fig. 13 Mutual cooperation of cities, towns and their
information centers with microbreweries

Rovnéz jsme se zajimali o hodnoceni sou¢asné spoluprace obci
a mést s minipivovary a jak vidi perspektivu (obr. 12).

Témér dvé pétiny obci a mést, tedy nejéastéjsi odpovéd, hodnoti
spolupraci jako zatim pfilezitostnou a vice nez desetina spolupracuje
s minipivovary Uzce a také je bude rozSifovat. Souhrnné to zname-
na, ze polovina z dotazovanych predstavitelli obci hodla spolupraci
s minipivovary rozSifovat.

Naproti tomu 12 % dotazovanych hodla spolupraci s minipivovary
ponechat na dosavadni Urovni. To si Ize vysvétlovat spiSe ambiva-
lentné a jen budoucnost ukaze, Ize-li tento signal obci a mést chapat
jako pozitivni potvrzeni dobré spoluprace nebo naopak.

Pomérné vysoké procento, tvrtina obci, v sou¢asnosti s minipi-
vovary nespolupracuje. MGze to byt dano i tim, Ze na dotaznikovou
akci reagovala spiSe velka mésta, obce. Toto relativné vysoké pro-
cento je velkou pfilezitosti pro minipivovary pfedstavit minipivovar,
jeho nabidku a pokusit se prosadit pfedevsim do komunikaénich
aktivit obci a mést a v budoucnosti hledat cesty, jak byt viditeIn&jsi
z hlediska pfilezitosti v turistice lokalni i regionalni.

Zajimali jsme se i o strukturu spoluprace mezi obcemi, mésty a mi-
nipivovary, pfipadné o roli infocentra (obr. 13).

Z prizkumu také vyplynulo, Ze vétsi tretina obci ma na svych
strankach uvedenu informaci o minipivovaru ve svém katastru. Ne-
cela ¢tvrtina obci a mést spolupracuje s minipivovarem na vystavach
a veletrzich a pouze 18 % pfi distribuci tisténych materiald.

Velké moznosti jsou v predstaveni produktt minipivovaru v info-
centru. Je fada obci a mést, ktera aktivné nabizeji lokalni produkty
navstévnikim pfi poskytovani informaci. Poptavka po regionalnich
produktech, alespon v Ceské republice, neustéle v poslednich letech
roste a je to oblast, kde by méla byt spoluprace obci a mést s mini-
pivovary rozhodné vétsi.

Chtéli jsme také znat nazor predstavitell obci na to, jaky je vy-
znam minipivovar( pro cestovni ruch (obr. 14).

Skepticky nazor obci je pouze u 12 % z nich. Domnivaji se, ze
minipivovar nebude mit Zadny pfinos pro né ani v budoucnosti. Na-
opak, vice nez tfetina obci pfisuzuje minipivovarlim velky vyznam
z hlediska cestovniho ruchu. Vice nez dvé pétiny obci a mést pro-
zatim velky vyznam minipivovariim z hlediska vyznamu pro cestovni
ruch nepfisuzuji, ale véri v pfinos v budoucnosti.

Tento vyrazny optimismus je nepochybné signalem pro minipivo-
vary, aby jednaly o spolupraci s obcemi intenzivnéji, nez je tomu
dnes. Konkrétné to znamena cCastéjsi, intenzivnéjsi jednani, hledat
cesty, jak se prosadit na komunikaénich kanalech obce i pfi kul-
turnich i spole€enskych akcich, které obce a mésta délaji. Z jejich
strany je této ¢innosti vénovana mnohem vétsi pozornost nez dfive
a snaze po zviditelnéni obci a mést je tfeba jit ze strany minipivovar(
vice vstfic, nez doposud.

@ Jiny komentar / Other comments

® Nebude mit pfinos ani
v budoucnosti / There will be
no impact in furure

| Jiné
/ Others

B Vyznamny pfinos
/ Major contribution

@ Prozatim velky vyznam nemaji, ale véfime v pfinos do budoucnosti
/ Not very important now but we believe in impact in future

Obr. 14 Vyznam minipivovard z hlediska cestovniho ruchu / Fig. 14
Significance of microbreweries with respect to tourism

half of the respondents plan on expanding their cooperation with mi-
crobreweries.

On the other hand, one-fourth of respondents plan on leaving co-
operation with microbreweries at present levels. This is a fairly am-
bivalent response and only time will tell whether this signals positive
or negative feedback from cities and towns regarding their coopera-
tion.

A relatively high percentage, practically two-fifths of towns, do
not currently cooperate with microbreweries. This could be due to
the fact that more large cities responded to the survey than smaller
towns. This relatively high percentage represents a great opportunity
for microbreweries to present themselves and their products through
the communication activities of cities and towns and to seek ways
in the future to be more visible with respect to local and regional
tourism.

We were interested in the type of cooperation between cities and
towns and microbreweries, and in particular, the role of their informa-
tion centers (Fig. 13).

The research also showed that more than a third of towns have
information about local microbreweries on their websites. Nearly
one-fourth of cities and towns participate in trade shows and exhi-
bitions with microbreweries and only 18% when distributing printed
materials.

The presentation of microbrewery products at info centers is
a great opportunity. A number of cities and towns actively offer local
products to visitors along with information. The demand for regional
products, at least in the Czech Republic, has been steadily growing
in recent years, and this is one area where the cooperation of cities
and towns with microbreweries could certainly be greater.

We also wanted to know how towns viewed the impact of micro-
breweries on tourism (Fig. 14).

Only 12% of towns have a skeptical outlook and feel that the mi-
crobrewery will not have any impact on tourism for the town, even
in the future. To the contrary, more than a third of towns believe
microbreweries have great significance with respect to tourism.
More than two-fifths of cities and towns think that microbreweries
do not have a great impact at the moment, but could contribute
in the future.

This marked optimism is undoubtedly a signal for microbrewer-
ies to pursue cooperation with cities and towns more seriously than
at present. Specifically, that means more frequent, more intensive
meetings to find ways of using the communication channels of the
town or having a presence at the cultural and social events that cities
and towns organize. Much more attention is devoted so such activi-
ties than before and microbreweries should make more of an effort
to participate in promoting cities and towns than they have to date.
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4 ZAVERY

Prizkum potvrdil, Ze minipivovary maji pro rozvoj regionalniho
cestovniho ruchu v Ceské republice znaény potencial. Nabizeji ne-
jen stravovaci sluzby a vesmés nabidku nékolika piv v rozhodujici
mife vlastni vyroby, ale nabizeji i moznost prohlédnout si vyrobu
piva. Reaguji tak na rostouci poptavku a oblibenost industrialnich
exkurzi.

Minipivovary maji ve vysoké mife schopnost vyuzit vedle tradic-
nich komunikaénich nastroju i nastroju elektronickych.

Prazkum nikoliv prekvapivé potvrdil, Zze prozatim je z velké ¢asti
nevyuzity potencial nabidky sluzeb minipivovar( cestovnim kance-
lafim a dopravclim. Znamena to, Ze prozatim je nabidka zahrnujici
navstévu minipivovard, at jiz jako gastronomicky cil nebo i cil s uréi-
tym stupném vzdélani, mala az marginalni.

Spoluprace mezi obcemi a mésty na jedné strané a minipivovary
na strané druhé se postupné rozviji a obé strany ji vnimaji vyrazné
pozitivné a optimisticky. Stupen vzajemné synergie pfi marketingo-
vych aktivitach bude vyzadovat zintenzivnéni spoluprace, i kdyz uz
dnes na fadé mist spoluprace existuje. Minipivovary by si vice mély
uvédomit, ze pro fadu obci a mést znamend navrat vyroby piva dlle-
zity a prestizné chapany impuls, v némz vidi zajimavy komunikacni
i podnikatelsky potencial.

Pokud se podafi spolupréci zintenzivnit budou minipivovary \Y ob-
tou cestovniho ruchu, nez je tomu dnes.Ve svém dlsledku pom(ize
umistit vSechny zainteresované subjekty, tedy obce, mésta i minipi-
vovary do ¢etnéjSiho poctu turistickych tras domacich i zahrani¢nich
navstévniki Ceské republiky, nez je tomu v souéasnosti.
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4 CONCLUSIONS

The research confirmed that microbreweries have considerable
potential for the development of regional tourism in the Czech Re-
public. Not only do they offer dining services and an assortment of
beers which are predominantly locally brewed, but they also offer
tours of their production facilities. They are thus responding to the
growing demand for industrial tours.

In addition to traditional communication tools, microbreweries are
also very capable of using electronic media.

At present, microbreweries have not utilized the full potential of
offering their services to travel agencies and transportation compa-
nies.

Cooperation is gradually growing between cities and towns and
microbreweries, and both sides perceive their cooperation positively
and optimistically. Even though cooperation already exists in a num-
ber of places today, more intensive cooperation will be required to at-
tain greater levels of mutual synergy. Microbreweries should realize
that for a number of cities and towns the return of beer making is an
important and prestigious development, in which they see interesting
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If it is possible to increase their cooperation, microbreweries will
certainly provide cities and towns with much more interesting and
important tourist attractions than today. This will result in all parties,
the cities, towns and breweries, enjoying a greater stream of domes-
tic and foreign tourists than seen at present.
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