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Vacl, J.: Motivace Gé&asti na pivnich a pivovarskych slavnostech v Ceské republice. Kvasny Prum. 61, 2015, 6. 10-11, s. 305-310

Pivni a pivovarské akce jsou obchodnim i marketingovym a také spolecenskym fenoménem. Nabizeji vedle konzumace piva i zaji-
mavou kulturni a gastronomickou stranku a jsou pfilezitosti pro setkani rodin a pratel. Provedené dotaznikové Setfeni motivu Ucasti na
pivnich a pivovarskych slavnostech potvrdilo fadu zajimavych trendd. Konzumace piva a predevsim neznamych piv je motivujicim prv-
kem &. 1. Pro pivovary tak mohou mit svou zajimavou roli jako pozoruhodny marketingovy néstroj, ovéfit si, co na nich chtéji respondenti
konzumovat. A nejen pivo, ale i dal$i napoje z jejich produkce s nezanedbatelnou roli v oblasti prizkumu trhu. O atraktivité navstévy
pivovarl jiz bylo nékolik zminek. Nesporné slouzi a mohou jesté vice prospét jako jeden z vyznamnych budovatelll loajality ke znaéce
piva a pivovaru.

Vacl, J.: Motivation of Participation in Beer and Brewery Festivals in the Czech Republic. Kvasny Prum. 61, 2015, No. 10-11,
pp. 305-310

Beer and brewery events are a commercial, marketing and social phenomenon. Besides the consumption of beer, they also offer an
interesting cultural and gastronomic component and present an opportunity to meet family and friends. The questionnaire survey of
motivation of participation in beer and brewery festival confirmed a number of interesting trends. Consumption of beer and especially
unknown beer is a motivating factor no. 1. Thus, beer events can have an interesting role as a remarkable marketing tool for breweries,
which can check what visitors want to drink. And not only beer but also other drinks produced by the breweries with a major role in the
area of market research. We have already mentioned many times that a visit to a brewery is attractive, too. It indisputably works and can
be beneficial as something that helps build loyalty to the beer brand and the brewery.

Vacl, J.: Die Motivation zur Teilnahme an den Bier- und Brauereifestivalen in der Tschechischen Republik. Kvasny Prum. 61,
2015, Nr. 10-11, S. 305-310

Die Bier- und Brauereiaktionen sind eine geschafts-, marketing- und gesellschaftliche Phanomene, die auBer Bierkonsumation auch
eine interessante kultur- und gastronomische Méglichkeiten und Anlasse zum Familien- und Freunden treffen anbieten. Die durchgefiih-
rte Fragebogenerhebung tber Zweck der Teilnahme an den Bier- und Brauereiaktionen hat es eine Reihe von interessanten Trends
bestatigt: das Bier verkosten und ins besonders des unbekannten Bieres gibt” s als ein motivierendes Trend Nr. 1. Die Brauereien kénnen
eine interessante Rolle, eine einzigartige Marketing — Tool haben, eine Kenntnis, was die Respondierte trinken oder trinken méchten,
zu prifen. Es handelt sich nicht nur um das Bier aber auch um weitere mit einer nicht verlassigbaren Rolle im Forschungsbereich des
Markts Getrénke aus ihrer Produktion. Die Attraktivitat des Brauereibesuches wurde schon mehrmals erwéahnt, weil als einer der Erbauer

der Loyalitat zum Markenbier und zum Hersteller zweifellos dient und profitiert.
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1 UVOoD

Pivovary jiz dlouhodobé do svych marketingovych aktivit zahrnuji
pivni a pivovarské slavnosti. Pivovarské slavnosti jsou ty, které orga-
nizuji v rozhodujici mife pivovary samotné. Na téchto akcich pivovar
nebo pivovary majici jednoho nebo rozhodujiciho majitele nabizeji
piva jednoho i vice pivovard. Druhym typem akci jsou pivni slavnosti.
Na nich pivovary s rGznymi vlastniky nabizeji mnohem $ir$i §kalu piv.
Organizatory jsou nejc¢astéji obce nebo mésta, pripadné jiné subjek-
ty. Potvrzuje se tak trend poslednich dvaceti a vice let, kdy se pivo-
vary v rizné podobé a velikosti opét staly né¢im, co je chapano jako
zajimavost mista nebo mésta jak pro mistni obyvatele, tak i ve stéle
vétSi mife atraktivita pro domaci i zahraniéni navstévniky. Jsou stale
vice tim, co dodava obci specifikum, genius loci a vyrazné snizuje
jeho uniformitu, podobnost s ostatnimi. Potvrdily to v lonském roce
publikované vyzkumy (Vacl, 2014) zkoumajici minipivovar jako atrak-
tivitu cestovniho ruchu pro obce i mista.

2 DOTAZNIKOVY PRUZKUM

Prizkum se zaméfil na zodpovézeni nékolika otazek. Pfedevsim
na zjisténi, co motivuje navstévniky k tomu, aby se pivnich nebo pi-
vovarskych slavnosti zu¢asthovali. Kazdy pochopitelné bez vahani
odpovi: ano, je to pivo a moznost jeho konzumace spolu s hudbou,
moznosti pochutnat si na zajimavé gastronomii atd. Rozhodli jsme
se podrobnéji prozkoumat, ktery typ slavnosti s profilujici konzumaci
piva je popularngjsi pro navstévniky, a je-li v tom rozdil. Dale jsme
chtéli védeét, 1aka-li k navstévé pivo ze standardni nabidky pivovaru
nebo se potvrdi trend rostouciho zajmu konzumentd ochutnat piva
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1 INTRODUCTION

Breweries have been long including beer and brewery festivals
in their marketing activities. Brewery festivals are usually organised
by breweries themselves. At these events, a brewery or breweries
owned by a single owner or a decisive one offer beer of one brewery
or more of them. Beer festivals are different. At beer festivals, brewer-
ies with various owners offer a much wider range of beer. They are
usually organised by villages or towns or by different entities. This
confirms the trend of recent 20 or more years when breweries of vari-
ous shapes and sizes have become something that is understood as
an interesting feature of the place or town for local inhabitants and
an attractive sight for both domestic and foreign visitors. They are
becoming something that adds a special character to the town, ge-
nius loci, and it remarkably decreases its uniformity, similarity to the
others. Last year, this was confirmed by published research (Vacl,
2014) examining a small brewery as an attractive tourist sight for
municipalities and towns.

2 QUESTIONNAIRE SURVEY

The research focused on answering several questions. First, it
wanted to determine what motivated visitors to visit beer or brewery
festivals. Of course, everyone answers without hesitation: yes, it is
beer and the possibility to drink it, together with music and the pos-
sibility to enjoy interesting dishes, etc. We decided to take a close
look and find out which type of the festival focusing on consumption
of beer was more popular for visitors and if it made difference to
them. Moreover, we wanted to know if the standard beer of a brewery
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mimo hlavni proud nabidky, tedy novinky atd., a do tfetice, jsou-li
akce s pivni tematikou mistem degustace novinek na bazi piva, jako
jsou beercoolery (radlery) a jiné produkty i mimo pivo z produkce
pivovar(.

Rovnéz jsme zjistovali, co navstévniky na pivni akce vedle piva
dale 1&ka, do jaké miry i dalsi sluzby ovlivni rozhodovani o navstévé
akci s pivem.

V této souvislosti jsme chtéli potvrdit nebo vyvratit nazor, Zze indu-
stridlni tury jsou mezi u¢astniky cestovniho ruchu stale popularngjsi
a pivovary jich vyuzivaji jako marketingovy nastroj i zdroj loajality.
Bylo rovnéz zjistovano, jakou roli nebo do jaké miry je rozhodovani
0 Ucasti na akcich s pivem ovlivnéno gastronomii, kulturnim progra-
mem a hudbou. Chtéli jsme védét, maji-li slavnosti u zkoumaného
vzorku respondentl pevné misto v kalendafi zvazovanych akci,
nebo naopak, nejsou-li spiSe momentalnim rozhodnutim. Také, jak
Casto je navstévuji. Dllezité misto hraje i komunikace obou druhd
akci. Prazkum ovéfoval, potvrdi-li se nastup socialnich médii jako
silného komunika¢niho hra€e nebo naopak, co a jak ovliviiuje z ko-
munikacniho hlediska ucast navstévnika na akci. V neposledni radée
bylo zajimavé zjistit, kolik a za co U€astnici pivnich a pivovarskych
slavnosti chtéji utratit penize.

V zavérecné Casti dotazniku jsme si zjistovali profil respondentu:
pohlavi, z jakych jsou vékovych a vzdélanostnich skupin a odkud
jsou.

Dotazovano bylo 125 osob, 60 % muzli, 40% Zen v péti vékovych
skupinach. Respondenti byli ze véech regionii Ceské republiky a ze
v8ech typl mést a obci, od obci do 2000 obyvatel po mésta s vice
nez 100 000 obyvatel, nejvice z hl. m. Prahy.

Dotazovani byli nebo dotaznikové Setfeni absolvovali v pfevazné
mife vysokoSkolsky vzdélani respondenti, kterych bylo 62 %, stfedo-
Skolsky vzdélanych bylo 30 % a zbytek byli vyu€eni v oboru nebo se
zakladnim vzdélanim.

Dotaznikové Setfeni se uskutecnilo v €ervnu a €ervenci roku 2015
pfi riznych pfilezitostech v€etné pivnich akci.

3 VYSLEDKY

Prvni otdzka (obr. 1) zjistovala, jsou-li popularnéjsi pivni nebo pivo-
varské slavnosti nebo zda je to U¢astnikiim lhostejné.

Témér polovina z dotdzanych nepreferuje ani jednu z uvedenych
typU akei. Vice nez tfetina ucastniku pivnich akci preferuje pivni slav-
nosti, tedy typ, na kterych se predstavuje vétsi pocet pivovari nebo
minipivovar(. Jak bude prokazano v jednom z dal$ich grafl, toto
zjisténi koresponduje s pfedstavami verejnosti ochutnat piva z vice
pivovarskych subjektu.

Prizkumem bylo zji§tovano, jak ¢asto se dotazovani zucastriuji
slavnosti s profilaci piva (obr. 2).

Bylo zji$téno, Ze necelé dvé tretiny, tedy 63 % respondentl chodi
na akce s pivni tematikou nahodile nebo nepravidelné. Druhou nej-
Cetnéjsi skupinou, vice nez dvé pétiny dotazovanych, jsou naopak ti,
ktefi se takovych akci zu€astnuji Castéji, navstévuji vice akci roc¢né.
Nejméné pocetnou skupinou jsou ti navstévnici, ktefi na pivovarské
a pivni akce chodi jedenkrat do roka.

Je logické, ze na pivni a pivovarskeé slavnosti chodi jejich ucastnici
predevsim proto, aby ochutnali z nabidky piv. Dotaznikové Setfeni

Pivni slavnosti
| Beer festivals
34 %

Bez preferenci
/ no preference
47 %

Pivovarské slavnosti
| Brewery festivals
18 %

Obr. 1 Preference typu slavnosti piva / Fig. 1 Beer festival type pre-
ference

attracted visitors or if the trend of consumers’ increasing interest in
trying beer beyond the main offer flow, i.e. news, would be confirmed,
and third, if beer events were a place of tasting of new drinks based
on beer, such as fruit beer and other products even beyond the beer
produced by breweries.

We also investigated what attracted visitors to beer events besides
beer and how much could other services influence the visitors’ deci-
sion to visit events with beer.

In this respect, we wanted to confirm or disprove that industrial
tours were increasingly popular among tourists and that breweries
used them as a marketing tool and a source of loyalty. It was also
examined to what extent the decision making process concerning
participation in beer events was influenced by gastronomy, a cultural
programme or music. We wondered if the respondents in question
considered these festivals a fixed annual matter or if they were rather
a result of a sudden decision. And also how often they visited them.
Communication between both kinds of the events plays an important
role. The survey examined whether social media were a strong com-
munication player or vice-versa, and what and how influenced the
visitors’ participation in the event in terms of communication. And last
but not the least, it was interesting to find out how much money the
visitors to beer and brewery festivals wanted to spend and what on.

The last part of the questionnaire focuses on the respondents’ pro-
file: their sex, what age groups and education groups they are from
and where they are from.

125 persons, out of which 60% of men and 40% of women, in five
age groups were interviewed. The respondents were from all regions
of the Czech Republic and all types of towns and villages, from vil-
lages having no more than 2,000 inhabitants to towns with more than
100,000 inhabitants, most of them from the capital of Prague.

Most of the respondents were university graduates — they formed
62% of the respondents, 30% of them were people with secondary
education and the rest were persons with apprenticeship or with pri-
mary education only.

The questionnaire survey took place at various occasions, includ-
ing beer events, in June and July 2015.

3 RESULTS

The first question (Fig. 1) determined whether beer festivals or
brewery festivals were more popular or if the participants did not care
about that.

Nearly a half of the respondents prefer neither of the events men-
tioned. More than a third of visitors to beer events prefer beer festi-
vals, i.e. the type where more breweries or small breweries present
their production. As documented by one of the other charts, this find-
ing corresponds with the wish of the public to taste beer from more
breweries.

The survey wanted to determine how often the respondents visited
beer festivals (Fig. 2).

It was found that a little less than two thirds, namely 63% of the re-
spondents visited beer events occasionally or irregularly. More than
two fifths of the respondents are those, in contrary, who participate in
such events more often, they visit more events every year. The least
respondents said they visited beer and brewery festivals once a year.

B Nahodile nebo
nepravidelné
Occasionally or
irregulary

m Uiast jedenkrat
rocné
1 visit one event
a year

B Navstévuji vice
akei ro¢né
1 vist more events
a year

Obr. 2 Cetnost Géasti na pivnich a pivovarskych slavnostech / Fig. 2
Frequency of participation in beer and brewery festivals
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It is logical that people visit

120

beer and brewery festivals es-
pecially to taste the beer offered.

However, the questionnaire sur-
vey wanted to determine what

beer or newly introduced drinks
produced by breweries, such

Obr. 3 Dlvody ucasti na pivnich nebo pivovarskych akcich / Fig. 3 Reasons for participation in beer and

brewery festivals

v8ak chtélo znat presnéji duvod, ktera piva nebo stéle Sirsi nabidku
nové uvadénych napoju z produkce pivovard, jako jsou pivni mixy,
cidery a dalSi napoje, chtéji degustovat. Pochopitelné, svou roli
na téchto akcich hraje kulturni slozka, tedy hudba a také gastrono-
mie. Stale popularnégjsi jsou vSak i industridini tury a také svou roli,
alesponi v planech rady pivovar(i maji darkova baleni piv, firemni su-
venyry atd.

Dotazovani méli moznost zvolit vice dlvodl ucasti (obr. 3).

Pro nékoho mozna prekvapivé bylo zjisténo, Ze 80% dotazova-
nych oekava, ze na pivnich a pivovarskych akcich bude mit moz-
nost degustovat piva, s nimiZ se doposud nemél moZnost setkat. Toto
zjisténi koresponduje s trendem jinych vyzkumu s tim, ze Cesi sice
preferuji v naprosté vétsiné piva plzefiského typu, ale jsou s to expe-
rimentovat s jinymi, malo znamymi druhy piv.

Vice nez polovina dotazovanych uvedla jako dlvod Uéasti na téch-
to druzich akci moznost setkat se s rodinou a prateli. Toto jisté malo
prekvapivé zjisténi jen potvrzuje, Ze pivo u nés neni zdaleka jen na-
pojem na utiSeni zizné, ale ma i své spole¢enské pozadi. Do jisté
miry se da tvrdit, Ze pivni a pivovarské slavnosti podporuji ptivodni
milieu konzumace piva -— tedy hospody, restaurace atp.

Trendem, ktery zaznamenavame prakticky u vSech pivovar(, je
moznost nabidnout prohlidky svych vyrobnich zafizeni. Necel& polo-
vina dotazovanych uvedla, ze prohlédnuti maji v planu. Uvédomime-
-li si, Zze tento vyzkum neumoznil podrobnéji specifikovat pivni nebo
pivovarské akce, potom je vidét, Zze nabidka prohlidky pivovaru je
jednoznacné atraktivitou otevienych dvefi pivovaru a podobnych fi-
remnich akci. To tedy odpovida tomu, Ze industridlni tdry jsou stale
Castéji soucasti turistickych programt, a maji vedle vzdélavaci ¢asti

Graf 4 DUlezitost gastronomie na akcich s pivem / Fig. 4 Importance
of gastronomy at beer events

B Velmi dilezita
Very important

B SpiSe dulezita
Quite important

B Malo vyznamna
Little important

B Nevyznamna
Not important

B Nedovedu

posoudit
1 have no opinion

/I don't know, have no opinion

as beer mixed drinks, cider
and other drinks, they wanted
to try. Obviously, the cultural
component, namely music and
food, plays an important role at
these events, too. Nevertheless,
industrial tours are becoming
more popular and gift packets
of beer and company souvenirs
play their role, too.

The  respondents  could
choose more reasons for their
participation (Fig. 3).

It may take someone by sur-
prise that it was found that 80%
of the respondents expected to
have the opportunity to try beer
they had not come across yet.
This finding corresponds with
the trend of other research,
which is that although most Czechs prefer Pilsen type beer, they are
willing to experiment with other beer they do not know very well.

More than a half of the respondents said they visited these events
to be able to meet their friends and family. This finding, which is cer-
tainly little surprising, just confirms that in our country beer is not only
a drink that quenches thirst but that it also has its social background.
To a certain extent, we can say that beer and brewery festivals support
the original milieu of beer consumption — i.e. pubs, restaurants, etc.

The trend that we can feel practically in case of all breweries is the
possibility to offer tours of their production facility. A little less than
a half of the respondents said they planned to participate in such
a tour. If we realise that this research did not allow us to specify beer
or brewery events in more detail, we can see that the offer to partici-
pate in a tour of a brewery is clearly an attractive feature of the brew-
ery’s open doors days and similar events. This corresponds with the
fact that industrial tours are increasingly more often a part of tourist
programmes and have another momentum besides the educational
part —they are often a pride of the brewery, claiming allegiance to the
history, tradition, and last but not the least, they can help build loyalty
to the brewery and its beer.

Other reasons for participation in beer or brewery festivals that
the respondents mentioned are music, the cultural programme and
gastronomy, which we analyse further in this text.

It is worth mentioning that nearly a quarter of the respondents are
planning to try or have already tried other drinks produced by brewer-
ies. Almost the same number of the respondents are planning to try
or have already tried standard beer produced by breweries. Well, at
least, the questionnaire survey implies that. Almost a quarter of the

Spise dileZity
/ Quite important
37 %

Milo vyznamny
/ Little important
18 %

Velmi diilezity
| Very important
21 %

Ukast neovliviiuje
/ No influence
23 %

Nevim, nedovedu posoudit

1%
Obr. 5 Hudba a kulturni program na pivnich a pivovarskych slavnos-

tech / Fig. 5 Music and cultural programme at beer and brewery fes-
tivals
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i dal§i moment — jsou €asto chloubou pivovaru, pfihlaSeni se k his-
torii, tradici a v neposledni fadé mohou budovat i loajalitu k pivovaru
a vyrobenym pivim.

Dalsimi nejc¢astéji zmifovanymi diivody ucasti na pivnich a pivo-
varskych slavnostech je hudba a kulturni program spolu s gastrono-
mii, které analyzujeme dale.

Za zminku st0]| to, ze témér Ctvrtina dotazovanych planuje nebo

ochutnava i jiné napoje z produkce pivovard. Pfiblizné stejny pocet
respondentld ochutndvd nebo hodla ochutnat piva ze standardni
nabidky pivovarl. Tedy alespori podle dotaznikového Setfeni. Té-
meéf Ctvrtina dotazovanych povazuje pivni akce za pfilezitost koupit
si pivo jako suvenyr. Relativné malé procento vyuzivd moznost pfi
téchto akcich k zakoupeni suvenyru z pivovaru. Nejméné pfitazlivé
se zdaji byt rizné soutéze na akcich.

K pivu a jeho konzumaci nesporné patfi gastronomie. Dotazniko-
vé Setfeni u respondentu zjistovalo, jak vyznamnou slozku pfi Gcasti
na akcich s pivem gastronomie hraje (obr. 4).

Nejcastéjsi odpovédi u témér 40% respondentll je, Zze povazuiji
gastronomickou sloZku na pivnich akcich za spi$e dulezitou. Spolu
s témi, ktefi ji pokladaji za velmi vyznamnou, tvofi vice nez polovi-
nu Ucastnikl. Naopak, dvé pétiny ji maji za malo vyznamnou a ne-
vyznamnou. Lze tedy potvrdit, Zze pfevazuiji ti, ktefi oCekavaji vedle
moznosti degustovat pivo i doprovodit jeho konzumaci zajimavou
gastronomii.

Hudba a kulturni program tvofi nesporné mnohdy velmi zajima-
vou, pestrou multizanrovou kulisu. Pro mnohé navstévniky je to vy-
nikajici a vitana pfilezitost vyslechnout si znamé, ale i méné znamé
umelce. Ptali jsme se, jak vyznamnou slozkou jsou hudebni produk-
ce a kulturni program (obr. 5).

Pro vice nez polovinu z dotazovanych je hudebni a kulturni slozka
pivnich a pivovarskych slavnosti spiSe (37 %) nebo velmi dllezitou
(21 %). Naopak, necelou ¢tvrtinu z dotazovanych hudebni slozka
Ucast na pivnich akcich neovliviiuje nebo (pro 18%) ma maly vy-
znam. | tak Ize konstatovat, ze hudba a kulturni program k pivnim
akcim neoddélitelné patfi. V mnoha ohledech predstavuji velmi pres-
tizni kulturni nabidku a kvalitni zabavu, které pfedevsim pivovary, ale
i dal$i subjekty poradajici akce s pivni tematikou vylepSuji. Navic by
si néktefi navstévnici akci mozna jinak nemohli dovolit akce s tolika
zajimavymi hudebniky a zpévaky.

Prizkumem bylo rovnéz zjistovano, jakymi cestami se informace
0 pivnich a pivovarskych akcich dostava k jejich uc¢astnikiim. Nabidli
jsme (obr. 6) celkem 8 moznych odpovédi a jednu otevienou k vlastni
Uvaze. Respondenti mohli uvést i vice zdroju, které je dle jejich na-
zoru o akcich informuji.

Ocekavali jsme, Ze nastup socialnich médii se projevi i v této
oblasti komunikace mezi organizatory akci s pivem, tedy obcemi,
mésty, pivovary a dal$imi subjekty smérem k navstévnikim pivo-
varskych akci. Reakce respondentll vSak naopak ukazaly, Ze pivni
a pivovarské akce jsou nejc¢astéji komunikovany ustné, tedy Word
of Mouth, historicky nejstarsi komunikaéni metodou. Vyuzilo ji pfes
polovinu dotazovanych. Nésleduji ¢lanky v médiich a na internetu,
tedy forma Public Relations u vice nez dvou pétin z téch, ktefi se
ke komunikaci vyjadfovali. Té-
mér stejné procento bylo ovliv-
néno inzerci v médiich a pla-
katy nebo billboardy a necela
tretina dotazovanych socialnimi
sitémi.

Velmi nizké procento, jen ka-
zdy pfiblizné desaty z dotazova-
nych ziskaval informace z webl
obci, mést nebo pivovart. Obé
moznosti znamenaji, Ze tyto ko-
munikacéni kanaly jsou ve srov-
nani s jinymi malo vyuzivané.
Coz by mélo byt diivodem pro
obé skupiny organizatord akci
s pivni tematikou k hlubSimu za-
mySleni a ke zménam strategie
i taktiky.

Dotaznikové Setfeni rovnéz
zjistovalo, jak je to s planovanim
Ucasti na pivnich akcich (obr. 7).

Pravidelné a  planovité,
s pevnym mistem v kalenda-
fi, se akci s pivem zucastnuje
jen 8% dotazovanych. Téch,

ktefi o akci uvazuji, ale nejsou  brewery events

Informace od rodiny, znamych
Information from family or friends

Clanky v médiich nebo internetu
Articles in media or on the internet

Inzerce v médiich
Advertisements in media

Plakaty, billboardy
Posters, billboard
Socialni sité

Social networks

Internetové stranky obci
Websites of villages and towns

Web pivovari nebo minipivovari
Websites of breweries or small breweries

Jina moZnost
Another option

respondents consider beer events a great opportunity to buy beer as
a souvenir. Relatively a small number of the respondents make use of
the possibility to buy a brewery souvenir at these events. Various com-
petitions organised at these festivals seem to be the least attractive.

Gastronomy is indisputably closely connected with beer and its
consumption. The questionnaire survey asked the respondents how
important the role of gastronomy at beer events was (Fig. 4).

The most often answer (around 40% respondents) is that they
considered gastronomy at beer events quite important. They form
more than a half of the respondents together with those who consid-
er it very important. In contrary, two fifths regard it as little important
and unimportant. Thus, it may be confirmed that those who expect to
accompany the consumption of beer with interesting dishes prevail.

Music and the cultural programme undoubtedly form a very inter-
esting and colourful multi-genre background. For many visitors it is
an excellent and welcome opportunity to listen to popular and un-
known artists. We asked how important the music performances and
cultural programme were (Fig. 5).

More than a half of the respondents consider the music and cultu-
ral programme of beer and brewery festivals quite important (37%)
or very important (21%). In contrary, a little less than a quarter of the
respondents said that their participation in beer events was not influ-
enced by music or that it had little importance (18%). In spite of that
we can say that music and a cultural programme are in integral part
of beer events. In many respects, they represent very prestigious
culture and high-quality entertainment, which breweries and other
entities holding beer events strive to improve. Moreover, some visi-
tors might not afford to participate in events with so many interesting
musicians and singers.

The survey also inquired how information on beer and brewery
events reaches their visitors. We offered (Fig. 6) 8 possible answers
and an open answer for the respondents’ own answer. The respon-
dents could mention more sources informing of the event.

We expected that the arrival of social media would manifest itself
in this area of communication between the beer event organisers,
i.e. towns, municipalities, breweries and other entities, towards beer
event visitors. However, the respondents’ reactions showed that beer
and brewery events were most often communicated orally, i.e. word
of mouth, which is historically the oldest method of communication.
More than a half of the respondents had used it. This is followed by
articles in media and on the internet, i.e. the public relations form,
in case of more than two fifths of those who expressed their opini-
on on communication. Almost the same percentage of the respon-
dents were influenced by advertisements in media and posters or
billboards and a little less than a third of the respondents had found
information on social networks.

Very few respondents, approximately every tenth of them, received
information from the website of villages, towns or breweries. Both
possibilities mean that these communication channels are not used
much comparing to the others, which should be the reason for both
groups of organisers of beer events to give it a deep thought and
change the strategy and tactics.
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Obr. 6 Zdroj informaci o pivnich a pivovarskych slavnostech / Fig. 6 Source of information on beer and
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Utast dopiedu neplanuji
/ I don't plan to visit them in advance
62 %

O ucasti uvazuji
/ I am thinking about
participating
30 %

Pravidelna ucast
/ Regular participation
8 %

Obr. 7 Planovani ucasti na pivovarskych a pivnich slavnostech /
Fig 7 Planning of participation in beer and brewery events

si stoprocentné jisti, zdali na akci pljdou, je necela tfetina re-
spondentl. Naopak, prakticky dvé tretiny uvedly, ze uc¢ast dopfedu
neplanuji a zalezi na momentalnich okolnostech. Nesporné vy-
znamnou roli hraje o U€asti na slavnostech pocasi, které je s tro-
chou nadsazky nejsilnéjsim marketingovym nastrojem. Odpovédi
na tuto otazku potom nepochybné vyvolaji pochybnosti o tom, jak
dlouho, jak intenzivné a do jaké miry spravnymi komunikaénimi ak-
tivitami organizatofi s vefejnosti spolupracuji a je-li vSe v poradku.
Nabizi se tvrzeni, Zze u nékterych subjektd by méla dostat vétsi
vahu vedle Public Relations aktivit i intenzivnéjsi prace s interneto-
vymi strankami a jejich obsahem ve vztahu k pivnim a pivovarskym
akcim.

Zajimali jsme se, kolik jsou U¢astnici na pivnich a pivovarskych
slavnostech ochotni utratit (obr. 8).

Pouhych 14 % respondentli planovalo na akcich utratit méné nez
200 korun. Naopak, vice nez dvé pétiny planuje utratit nad 400 korun
na osobu a jesté vice, tedy 44 procent v rozmezi dvou az Ctyf set
korun. To ukazuje, Ze lidé jsou na akcich tohoto druhu ochotni spise
prostfedky utracet, tedy dopfat si na akcich s jednoznacné spolecen-
skym, rodinnym charakterem. To je silny argument pro organizatory
a muze poslouzit k tomu, aby zvazili moznost rozsifovat nabidku za-
jimavych produktl a sluzeb.

4 ZAVERY

Dotaznikové Setfeni v celé fadé zkoumanych okruhl potvrdilo
dosavadni trendy o motivaci U¢astnikd pivnich a pivovarskych slav-
nosti. Zaznamenali jsme vSak i nékteré dalsi zajimavé trendy, které
by mohly byt pro nékteré pivovary i subjekty organizujici pivni akce
zajimaveé.

1. Pro ucastniky pivnich akci, alespon pro témér polovinu z nich
neni dllezité, organizuje-li akci jeden nebo vice pivovard. Pokud
je to pro né vyznamné, preferuji ty, na nichz je ucastno vice pivo-
var(l a nikoliv jen z jednoho subjektu, skupiny.

2. Rozhodujici ¢ast navstévnikl, témér dvé tretiny, chodi na piv-
ni akce nahodile. Pouze ¢tvrtina chodi na nékolik akci s pivem
do roka, zbytek na jednu akci ro¢né.

3. Jednoznaéné pievlada zajem ucéastnikl akci degustovat nezna-
ma piva. Téch, ktefi chtéji ochutnat dalsi napoje z produkce pivo-
vard, je sice trikrat méné, ale stale vice nez téch, ktefi hodlaji pit
znama piva.

4. Setkani s rodinou a prateli je po degustaci piv druhym nejcastgji
zminénym duvodem Ucasti na pivnich akcich. Preferuje to pres
polovinu dotazanych. Tento sociélni aspekt povazujeme za velmi
vyznamny.

Popularita industrialnich tur, tedy v naSem pfipadé navstév pivo-

var(, je tfetim nejéastéji uvadénym divodem Ucasti na pivnich

akcich, coz je potvrzenim zajmu o industrialni tary.

Méné nez tfetina dotazovanych uvedla, Ze chodi na akce s piv-

ni tematikou kvli kulturni sloZzce a hudbé. Mirné nizsi pocet byl

téch, ktefi akcentovali vyznam gastronomie.

Relativné malé procento dotazovanych kupuje na akcich s pivem

pivo jako suvenyr a relativné zanedbatelné procento pivni a pivo-

varské suvenyry.

H do 400 K¢

not more than

CZK 400
M nad 400 K¢

more than CZK 400
M do 200 K¢

not more than
CZK 200

Obr. 8 Pfedpokladana utrata na pivnich a pivovarskych slavnostech /
Fig. 8 Expected spending on beer and brewery events

The questionnaire survey also investigated whether visitors
planned to participate in beer events (Fig. 7).

Only 8% of the respondents visit beer events regularly and based
on a plan, i.e. with a fixed place in the calendar. A little less than
a third of the respondents are thinking about the event but are not
absolutely sure whether or not to go. In contrary, almost two thirds
of them said they did not plan their participation in advance as it de-
pended on current circumstances. Weather undoubtedly plays a very
important role when thinking about visiting such festivals; with some
exaggeration, weather is the strongest marketing tool. The answers
to this question will certainly bring about doubts concerning the fact
how long, how intensively and using what communication activities
the organisers cooperate with the public and if everything is all ri-
ght. We might speculate that some entities should do more intensive
work with the website and its content related to beer and brewery
events besides the public relations activities.

We wondered how much the respondents were willing to spend on
beer and brewery festivals (Fig. 8).

Only 14% of the respondents planned to spend less than 200
Crowns at the events. In contrary, more than two thirds planned to
spend over 400 Crowns per person, and even more of them, namely
44% planned to spend between 200 and 400 Crowns. This confirms
that people are willing to spend money at such events with a clearly
social and family character. This is a strong argument for organiser
and may motivate them to consider the possibility to expand the offer
of interesting products and services.

4 CONCLUSIONS

As far as all the issues examined are concerned, the questionnaire
survey confirmed the current trends of motivation of visitors to beer
and brewery festivals. However, we also noticed some other inte-
resting trends, which some breweries and entities organising beer
events might find interesting.

1. Visitors to beer events, or at least almost a half of them, do not
consider it important if the event is organised by one brewery or
more of them. If it is important to them, they prefer events where
more breweries of more entities or groups participate.

2. A major part of visitors, almost two thirds of them, visit beer events
occasionally. Only a quarter of them visit several beer events per
year, the rest of them only go to one event a year.

3. Participants in these events are mostly interested in trying unk-
nown beer. Although there are three times fewer of those who
want to try other drinks produced by breweries, their number is
still higher than the number of those who intend to drink the beer
they know.

4. Meeting family and friends is the second most frequently menti-
oned reason for visiting beer events just after the opportunity to
taste beer, which is the reason number one. More than a half of
the respondents prefer that. We consider this social aspect very
important.

The popularity of industrial tours, i.e. visits to breweries in this

case, is the third most important reason for visiting beer events,
which confirms the interest in industrial tours.
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5. Pomérné prekvapivé je zjisténi, jakym zplsobem se dostavaji
informace o pivnich akcich k potencialnimu navstévnikovi. Vét-
$i polovina respondentli uvadi jako zdroj informace od rodiny
a znamych, coz koresponduije se zjisténim, ze pivo a pivovarské
akce jsou vysoce spoleGenskou udalosti. Druhym nejvyznam-
né&jSim zdrojem jsou ¢lanky v médiich a na internetu, tedy forma
komunikace Public Relations. Tretim pramenem jsou inzeraty,
tésné za nimi byly zminovany plakaty a billboardy. Socialni sité
prozatim zdaleka neslouzi jako vyznamny zdroj sdéleni o pivnich
akcich - uvedla je pouha neceld tfetina dotazovanych. Nejmensi
komunikaéni vyznam, dle vysledku Setfeni, predstavuji informa-
ce na webech obci a mést a internetové stranky pivovar(. To Ize
povazovat, vedle malé role socialnich siti, za nejvétsi pfekvapeni
vyzkumu v oblasti komunikace o akcich.

6. Ucast na pivnich a pivovarskych akcich neni pfili§ dopfedu plano-
vana a pravidelna. Jen 8 procent dotazovanych uvedlo, ze pivni
akce maji pevné misto v jejich kalendafi.

7. Necelych devét z deseti U€astnikl hodla na akci utratit vice nez
dvé sté korun a méné, na osobu. Naopak, vice nez dvé pétiny nad
400 korun. Nej¢astéji uvadéna odpovéd je, ze na pivnich akcich
planuji u€astnici utratit mezi dvéma a ctyfmi sty korunami.
Provedené dotaznikové Setfeni motivu Ucasti na pivnich a pivo-

varskych slavnostech potvrdilo fadu zajimavych trendd. Konzumace

piva a pfedevsim neznamych piv je motivujicim prvkem €. 1. Pro pi-
vovary tak mohou mit svou zajimavou roli jako pozoruhodny marke-
tingovy nastroj, ovéfit si co na nich chtéji respondenti konzumovat.

A nejen pivo, ale i dal§i napoje z jejich produkce s nezanedbatelnou

roli v oblasti prlizkumu trhu. O atraktivité navstévy pivovara jiz bylo

nékolik zminek. Nesporné slouzi a mohou jesté vice prospét jako
jeden z vyznamnych budovatelll loajality ke znaéce piva a pivovaru.

O tom, co nejvice oslovuje Ucastnika pivnich akci, jiz také bylo zmi-

novano. Snad jen zarazi, ze internetové stranky obci, mést i samot-

nych pivovarll jsou na pomyslném konci Zebficku zdroje informaci.
Jedno je vSak zfejmé. Pivni a pivovarské akce jsou obchodnim

i marketingovym a také spoleCenskym fenoménem. Nabizeji ved-

le konzumace piva i zajimavou kulturni a gastronomickou stranku

a jsou prilezitosti pro setkani rodin a pfatel. To je to, co k pivu ne-

sporne patfi a odpovédi na to, proc¢ je potreba tento jev nadale pod-

porovat a rozvijet.
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Less than a third of the respondents mentioned they went to beer
events because of the cultural component and music. There was

a slightly lower number of those who accentuated the importance

of gastronomy.

A relatively low percentage of the respondents buy beer as a sou-

venir at these events and a very low percentage of the respon-

dents buy beer and brewery souvenirs.

5. It was rather surprising to find how the information on beer events
reaches potential visitors. Over a half of the respondents said
they had received information from their friends and family, which
corresponds with the finding that beer and brewery events are
a highly social event. The second most important source is articles
in media and on the internet, i.e. public relations communication
form. The third source is advertisements followed by posters and
billboards. Social networks do not work as an important source
of information on beer events — only a little less than a third of
the respondents mentioned them. According to the survey results,
information on websites of villages, towns and breweries have the
smallest communication significance. Besides the small role of
social networks, this can be considered the biggest surprise of the
research in the area of communication about events.

6. Visitors do not plan their visit to beer and brewery events befo-
rehand much and they do not visit them regularly. Only 8 % of
the respondents said that beer events had a fixed place in their
calendar.

7. Alittle less than nine out of ten visitors plan to spend more than
two hundred Crowns per person at the event. In contrary, more
than two fifths intend to spend more than 400 Crowns. The mostly
frequented answer is that visitors plan to spend between two hun-
dred and four hundred Crowns per person at beer events.

The questionnaire survey of motivation of participation in beer
and brewery festival confirmed a number of interesting trends. Con-
sumption of beer and especially unknown beer is a motivating factor
no. 1. Thus, beer events can have an interesting role as a remarka-
ble marketing tool for breweries, which can check what visitors want
to drink. And not only beer but also other drinks produced by the
breweries with a major role in the area of market research. We have
already mentioned many times that a visit to a brewery is attractive,
too. It indisputably works and can be beneficial as something that
helps build loyalty to the beer brand and the brewery. We have also
mentioned several times what appeals most to beer events visitors.
It might probably be surprising that websites of towns, villages and
breweries themselves are at an imaginary end of the information
source ladder.

One thing is obvious, however. Beer and brewery events are
a commercial, marketing and social phenomenon. Besides the con-
sumption of beer, they also offer an interesting cultural and gastro-
nomic component and present an opportunity to meet family and
friends. Which is something that is indisputably connected to beer,
and it is also an answer to the question why it is necessary to conti-
nue supporting and developing this phenomenon.
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