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Microbreweries are in many cases becoming a tourist attraction, which enriches the offered places of interest and services in both

small and large municipalities in the Czech Republic.

In a questionnaire Inquiry realized in the first half of 2017, we wanted to find out what services the microbreweries offer, how they
communicate and towards whom, and what they do to make their offer more attractive for travel agencies and carriers, and how their

cooperation with municipalities and towns develops.

We also enquired about the opinions of representatives of municipalities regarding the role of microbreweries in travel and how they
perceive the cooperation, how they can contribute to spreading their reputation, and especially to increase the inflow of domestic and

foreign tourists.

The conclusions confirmed that guests from other parts of the Czech Republic and from abroad more frequently visit microbreweries.

Microbreweries extend the services offered with guided tours, opening museums of beer brewing, etc.

According to municipalities, microbreweries extend the offer of social life within the municipality or town, and they also contribute to
a greater awareness of them within the region, within the Czech Republic, or even abroad.

The fact that no municipality stated any negative aspects associated with the existence of the microbrewery is also positive.

Vacl, J., 2018: Vliv minipivovarti na cestovni ruch v Ceské republlce Kvasny Prum. 64 (2): 76-87
Mmlplvovary se v mnoha pFipadech stavaji turisticky zajimavé a obohacuji nabizené sluzby v malych i velkych obcich v Ceské repub-

lice.

V prazkumu, ktery jsme provedli v prvni poloviné roku 2017, jsme chtéli zjistit, jaké sluzby nabizeji minipivovary, jak a s kym komuni-
kuji a co délaji, aby se jejich nabidka stala atraktivnéj$i pro cestovni kancelare a dopravce a jak se jejich spoluprace s obcemi a mésty

rozviji.

Zeptali jsme se také na nazory zastupct obci ohledné role minipivovard v cestovani a vnimani spoluprace, jak mohou pfispét k Sifeni
jejich povésti, a zejména ke zvySeni pfilivu domacich i zahrani¢nich turistd.

Zavery potvrdily, Ze hosté z jinych ¢asti Ceské republiky i ze zahrani¢i ¢astéji navstévuji minipivovary.

Minipivovary rozSituji sluzby nabizené prohlidkami s prvodcem, otviraji muzea pivovarnictvi atd.

Podle obci minipivovary rozsifuji o nabidku spoleCenského Zivota v obci nebo mésté a prispivaji také k vétSimu povédomi o nich

v ramci regionu, v Ceské republice nebo dokonce i v zahranici.

Skutec€nost, Ze zadna obec neuvedla negativni aspekty souvisejici s existenci minipivovard, je rovnéz pozitivni.

Keywords: Microbreweries, beer, municipalities, travel, The Czech
Republic

1 INTRODUCTION

1.1 The history of beer and beer brewing in the territory of
Bohemia and Moravia

The history of beer and brewing is very long in the territory of to-
day’s Czech Republic. The first written documents on beer brewing
are linked with the Bfevnov Monastery (Basarové et al., 2011). In 993
A.D., the local Benedictine monks brewed beer and made wine here.
It is quite likely that beer was also brewed in some other monaster-
ies. The foundation deed of Vratislav Il for the VySehrad Chapter
dated 1088 is the first historical document related directly to beer
brewing.

However, the history and tradition of Czech beer brewing (Wikipe-
dia, n.a.) are not straightforward. Written sources confirm that the
Czech citizens not only loved their beer, but quite often took to might-
ily tasting it, so its consumption had to be regulated. Nevertheless,
beer was and still is the most popular drink among the Czechs, and
it is perceived as a Czech jewel with which they enriched the world
(Anonym, 2014).

It is claimed that the Czechs drink around 143 liters of beer per
year, which makes them the greatest beer drinkers in the world.
However, many people disagree with this volume. Some brewery
experts, such as Jan Vesely, for example, a long-term Chairman of
the Czech Association of Breweries and Malt Houses, state that
10-20% of the said volume should be assigned to the ever growing
beer consumption by the foreign visitors of the Czech Republic. The
beer has become an important export article, and brewing is in the
long-term considered as a significant field of the Czech economy, but
according to repeated research, it is also the second greatest point
of interest or reason why the tourists visit the Czech Republic. It
closely follows the historical and cultural-architectural sights.

Czech brewing industry, which gave the world the most commonly
consumed type of beer, the so-called Pilsen type (CSPS, a) in-
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1 UVOD

1.1 Historie postaveni piva a pivovarstvi na tizemi Cech
a Moravy

Pivo a pivovarstvi maji na Gzemi, kde se dnes nachazi Ceska re-
publika, dlouhou historii. Prvni zminky o vyrobé piva se vazi k Brev-
novskému klésteru (Basafova et al., 2011). V roce 993 n. . vyrabéli
tamni benediktini pivo a vino. Je pravdépodobné, Ze se pivo vyrabé-
lo i v fadé dalSich klasterd. Prvnim historickym dokladem souviseji-
cim pfimo s vyrobou piva je nadacni listina Vratislava Il., pro vySe-
hradskou kapitulu roku 1088.

Historie a tradice vyroby ceského piva (Wikipedia, n.a.) vSak neni
cestou pfimocarou. Pisemné prameny potvrzuji, Ze CeSi své pivo
nejen milovali, ale i nezfidka kdy hojné ochutnavali a bylo tfeba jeho
konzumaci upravovat. Nicméné, pivo bylo a dodnes je mezi Cechy
nejpopularnéjsi napoj a je chapano jako ¢esky klenot, kterym oboha-
tili svét (Anonym, 2014).

Uvadi se, ze ro¢né Cesi vypiji kolem 1431 napoje a jsou nejvét-
Simi pijaky piva na svété. Mnozi vSak s timto objemem nesouhlasi.
Podle nékterych pivovarskych odbornik(, jako napf. Jana Veselého,
dlouholetého pfedsedy Ceského svazu pivovart a sladoven, pfipada
10-20% uvedeného objemu na stale rozsifujici se konzumaci piva
zahrani¢nimi navstévniky Ceské republiky. Pravé pivo se stalo nejen
vyznamnym exportnim artiklem a pivovarstvi je dlouhodobé pova-
zovano za vyznamné odveétvi Ceské ekonomiky, ale patfi podle opa-
kovanych prazkumi k druhé nejvétsi atraktivité nebo dlivody, pro¢
turisté navstévuji Ceskou republiku. Hned za historickymi a kulturné-
-architektonickymi pamatkami.

Ceskeé pivovarstvi, které dalo svétu nejcastéji konzumovany druh
piva, pivo tzv. plzeriského typu (CSPS, a), po letech urcité stagnace
opét v uplynulém roce zvysilo produkci a vSechny pivovary v Ceské
republlce kterych je necelych 400, pfekonaly hranici produkce
ve vy&i 20 ml hektolitrti piva (CSPS, b). Z 98% jej vyprodukovalo 45
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creased production last year following several years of stagnation,
and all the nearly 400 breweries in the Czech Republic exceeded the
production margin of 20 ml hectoliters of beer (CSPS,b). 98% of this
was produced by 45 industrial breweries with an annual production
greater than 10,000 hectoliters, and the rest was produced in micro-
breweries, not exceeding 10,000 hectoliters. While the number of
industrial breweries remains stable, more or less, the number of mi-
crobreweries grows dramatically, on the contrary. In 1989, there was
only one, U Flekd established in 1499 (Pivovar U Flek(l), whereas
today their number is estimated at 350, with further 5-10 expected to
be opened by the end of 2017.

In this respect, it is necessary to mention that brewing beer was
historically the domain of monasteries, and later of the nobility. It was
only during the 17th century, that breweries also opened to non-no-
ble subjects, after following the changes of laws regulating beer
brewing. The entrepreneurial possibilities also opened for the towns-
men, specifically for the representatives of municipalities and towns.
The historical territory of Bohemia and Moravia (today’s Czech Re-
public) witnessed most active breweries in 1841. There were 1052
subjects brewing beer, and their number kept decreasing steadily
from then on (Basarova et al., 2011) In 1913 it dropped to 648 due to
strong competition. Before World War II, there were only 381, and
after the war in 1950, the number further dropped to 252 breweries.

1.2 Brewing industry in the Czech Republic today

The number of breweries continued to decrease, falling to 73 in
1993 and to only 53 in 2002. This number includes not only the in-
dustrial breweries, but also the first microbreweries, which started to
appear at that time. Then, their number dramatically increased and
by the end of 2016, there were 45 industrial breweries in operation
with annual production exceeding 10,000 hectoliters, and 340 micro-
breweries with the beer production lower than 10,000 hectoliters
(Fig. 1)(VUPS, 2016).

Number of active breweries
Pocet ¢innych pivovarl

—#— Municipalities and towns with breweries
Obce a mésta s pivovary

340

39

2000 2002 2004 2006 2008 2000 011 2013 1016

Figure 1. Development of breweries by number, including micro-
breweries, and of municipalities and towns with breweries

Obr. 1 Vyvoj poctu pivovarll véetné minipivovard a obci a mést s pi-
vovary

Back in 2014, there were estimations that the number of micro-
breweries would reach 200 (VUPS, 2014). However, the rate with
which microbreweries are being opened in villages and towns of all
sizes surpassed all expectations. Although some of them were
closed (their number is estimated to around a dozen), but significant
experts in brewery believe the number of functioning microbreweries
will exceed 350 in 2017. At the same time, some of them are bound
to leave this category, because their production will exceed 10,000
hectoliters of beer per year, which will rank them in the category of
industrial breweries.

There are now estimations claiming that there could be as many
as a thousand of microbreweries in the Czech Republic, says Jan
Suran, the President of the Czech-Moravian Association of Micro-
breweries (iDnes, 2016). We believe it is undoubtedly travel and
mostly foreign visitors to the Czech Republic that will participate in
their successful operation.

1.3 Municipalities and towns and breweries

For many municipalities, the development of breweries over the
past 150 years was quite saddening, in that up to 90% of breweries
were closed, mostly for competitive reasons. This meant not only
a business loss for them as well as for municipalities, but also the
loss of prestige that brewing beer historically brought with it, espe-

pramyslovych pivovarl s ro€ni produkci vyssi, nez 10 000hl a zby-
tek potom minipivovary, které svou vyrobou nepfevysSily 10 000 hl.
Zatimco pocet pramyslovych pivovar( je vice méné stabilni, pocet
minipivovart naopak dramaticky narGsta. Jesté v roce 1989 byl
na trhu jeden, U Flekd, zaloZzeny v roce 1499 (Pivovar U Flekd), dnes
se jejich poc¢et odhaduje na 350 a do konce roku 2017 mélo pfibyt
dalSich 5-10.

V této souvislosti je tfeba zminit, Ze vyroba piva byla historicky
doménou klasterd a pozdéji Slechty. Teprve v 17. stoleti se pivo-
vary, po zménach zakon, které vyrobu piva oteviraji i nelechtic-
kym subjekttim, oteviraji podnikatelské moznosti i pro méstan-
stvo, tedy pfedstavitele obci a mést. Nejvice ¢innych pivovar(
bylo na Uzemi Cech a Moravy (dnes Ceskéa republika) v roce
1841. Pivo vafilo 1052 subjektll (Basarova et al., 2011) a od té
doby jejich pocet soustavné klesal. V roce 1913 klesl na 648 v dd-
sledku silného konkurenéniho boje. Pfed druhou svétovou valkou
jich fungovalo pouze 381 a po ni v roce 1950 se pocet dale snizil
na 252 pivovard.

1.2 Pivovarstvi v Ceské republice dnes

Pokles poc¢tu pivovard pokracoval a v roce 1993 &inil 73. Toto &is-
lo zahrnuje nejen prlimyslové pivovary, ale v té dobé se zacaly obje-
vovat prvni minipivovary. A v roce 2002 fungovalo uz pouhych 53
pivovard. Od té doby jejich pocet opét roste a koncem roku 2016
bylo v provozu 45 pramyslovych pivovar(, tedy s roéni produkci nad
10 000hl a 340 minipivovar( s vyrobou piva mensi, nez 10 000hl
(obr. 1) (VUPS, 2016).

Jesté v roce 2014 se odhadovalo, Ze pocet minipivovar( dosahne
hranice 200 (VUPS, 2014). Rychlost, s jakou jsou minipivovary v ob-
cich i méstech vSech velikostnich typl otevirany, vSak pfekonala
ocCekavani. Je pravdou, ze nékteré byly uzavieny (odhaduje se, ze
jich bylo kolem desitky), ale podle vyznamnych expert z pivovarstvi
jejich pocet urcité presahne jesté v roce 2017 pocet 350 fungujicich
minipivovar(. A pfitom nékteré z nich jiz tuto kategorii opusti, protoze
jejich produkce prfesahne 10 000 hl piva ro¢né a tim budou zaclené-
ny do kategorie prdmyslovych pivovar(.

Objevuiji se prvni odhady, Ze trh v Ceské republice snese mozna
i tisicovku minipivovard, jak uved| Jan Suran, prezident Ceskomo-
ravského svaz minipivovard (iDnes, 2016). Domnivame se, Ze je to
nesporné i tim, Ze na Uspéchu jejich fungovani se bude podilet turis-
tika a pfedevsim zahraniéni navstévnik Ceské republiky.

1.3 Obce a mésta a pivovary

Pro mnohé obce a mésta byl vyvoj pivovarstvi v uplynulych 150
letech zarmucujici v tom, Zze az 90 % pivovart bylo pfedev§im z kon-
kurenénich ddvodd uzavieno. Znamenalo to pro né nejen podnika-
telskou ztratu, ale i ztratu prestiZe, kterou s sebou v ¢eskych zemich
vyroba piva historicky pfinasela. Pivovar a vlbec vareni piva byly
i projevem urcitého sebevédomi obyvatel a synonymem nécéeho, co
Ize s urcitou nadsazkou chapat jako projev hrdosti, cti atd.

Proto obce a mésta postupné vitaji fakt, Zze se pivovary znovu ob-
jevuji, mnohdy pochopitelné s mnohem mensi produkci. Nabizeji
vSak néco, co je spolu s restauracemi, kde se pivo konzumuje, odli-
Suje od jinych, genius loci. Tedy néco specifického. A také, jak se
predpokladalo a stale vice ukazuje, i atraktivitu pro cestovni ruch.
Pravé lokalni piva znamenaji nejen rozsifeni nabidky mnohdy no-
vych, jedine¢nych druht piva, ale nesou s sebou potfebu je ochutnat
i jinde. A za pivem z pivovarl se tak stale €astéji cestuje. Pivo jako
slabé alkoholicky napoj, je chapan jako néapoj, ktery diky svému cha-
rakteru se konzumuje nejcastéji ve spole¢nosti.

Minipivovary se stéle €astéji stavaji turistickou zajimavosti, ktera
obohacuje nabidku atraktivit a sluzeb v malych obcich i ve velkych
méstech v Ceské republice.

Mnoha mésta i obce chapou minipivovary jako pfilezitost nabid-
nout néco, co mlize ovlivnit rozvoj regionalniho cestovniho ruchu.
Jedinou vyjimkou je vlastné Praha, kter4 ma turistickou nabidku za-
jimavosti velmi Sirokou a pfesto v ni minipivovary nejvice pfibyvaji.
Dnes je jich v Praze vice nez dvacet vedle pivovard, které maji dlou-
hou tradici pivovarské velkovyroby. Jen letos jich bylo prozatim ote-
vieno nejméné pét. A to na velmi turisticky nav&tévovanych mistech,
tak i mimo hlavni turistické proudy.

1.4 Diivody vzniku dotaznikového Setreni

Tvrzeni, Ze minipivovary, pfedevSim v nékterych regionech, mo-
hou pfispét k rozvoji cestovniho ruchu, bylo potfeba ovéfit a hloubé-
ji zkoumat, jaké jsou pficiny a ma-li tento druh turistiky budoucnost.
Proto jsme na prelomu let 2013 a 2014 poprvé formou obsahlého
dotaznikového $etfeni zji$tovali, do jaké miry jsou minipivovary
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cially in the Czech territory. A brewery and brewing beer as such,
were a sign of the citizens’ self-consciousness and a synonym of
something that can, with a kind of exaggeration, be perceived as
a sign of pride, honor, etc.

That is why municipalities and towns gradually welcome the fact
that breweries start to appear again, naturally with smaller production.
However, they offer something that makes them different, together
with the restaurants where the beer is consumed — genius loci. That is
something specific. And, as it was anticipated and as it becomes more
and more clear, it is attractive for the travel. Local beers not only offer
a more extensive choice of often new and unique types of beer, but
they also bring about the need to taste them elsewhere. And ever
more frequently, there are tours organized to degust beer from brewer-
ies. Beer is a low-alcoholic drink, which is perceived as the drink con-
sumed most regularly by people, thanks to its character.

More often, microbreweries become tourist attractions extending
the offer of attractions and services in little municipalities, as well as
in towns of the Czech Republic.

Many towns and municipalities view the microbreweries as an op-
portunity to offer something that can have an impact on the develop-
ment of regional tourism. Prague is the only exception, as it has its
wide offer of tourist attractions, and yet most newly opened micro-
breweries are situated here. Today, there are more than twenty of
them in Prague, besides the breweries with a long tradition of brew-
ing mass production. This year, at least five of them have already
been opened so far. And they are in very gorgeous localities, as well
as outside the main tourist routes.

1.4 The reasons for the inquiry

It was also essential to verify the claim that microbreweries can,
especially in some regions, contribute to the development of travel,
and to investigate deeper into the causes leading to this type of tour-
ism, as well as its future. Therefore, we prepared an extensive ques-
tionnaire inquiry at the turn of 2013 and 2014 to find out the extent to
which microbreweries represent an attraction in tourism, how the
towns and municipalities perceive them and what they have to offer.
The public became acquainted with results of our study during the
4th Annual International Conference on Business Strategy and Or-
ganizational Behavior (BizStrategy 2014) in July of the same year in
Singapore (Vacl, 2014a). With the organizer’s approval, we also pub-
lished the results in Czech professional media (Vacl, 2014b).

This year, we have decided to use the questionnaire inquiry with
little modifications to find out how the relationship between micro-
breweries and municipalities and towns develops in time, and also
what is the liaison to tourist agencies and carriers organizing visits to
microbreweries. We also repeated the survey in towns and munici-
palities as to how they perceive the role of microbreweries three
years later, and whether any of the intentions and assumptions they
used to have regarding microbreweries as a phenomenon positively
influencing the regional tourism have been fulfilled.

In the period from March to June 2017, we questioned analogously
as to what the trends were, what the microbreweries offer, how and to
whom they communicate, and what they do to make their offer more
attractive for the tourist agencies, carriers and other subjects operating
in tourism. At the same time, we investigated once again the mutual
relationship of microbreweries and municipalities and towns.

The second part of the survey focused on opinion polling among
the representatives of municipalities and towns regarding the role of
microbreweries in tourism from their perspective. We wanted to
check the way they evaluate the cooperation, the potential and
where they see it, the way they can contribute to spreading their
prestige and to increasing and developing regional tourism, increas-
ing the inflow of both domestic and foreign tourists.

We compared the trends ascertained in 2017 with the period more
than three years ago. We will publish the conclusions in specialized
media and we offered a presentation of results to the Czech-Moravi-
an Association of Microbreweries for a conference to be held in
March 2018 below Zvikov Castle in the Czech Republic.

2 SPECIFICATIONS AND METHODS OF
THE QUESTIONNAIRE INQUIRY

The survey (Pecakova, 2011) was organized in the first half of
2017, using three methods:
» The microbreweries were addressed at the annual conference of
the Czech-Moravian Association of Microbreweries, where the
questionnaires were presented to them with the offer to fill them in.

atraktivitou v cestovnim ruchu, jak je mésta a obce chapou a co
vSechno jsou minipivovary s to nabidnout. S vysledky prizkumu byla
vefejnost seznamena na konferenci 4th Annual International Confe-
rence Business Strategy and Organizational Behaviour (BizStrategy
2014) v ervenci téhoz roku v Singapuru (Vacl, 2014a). Se svolenim
organizéatora byly vysledky publikovany v ¢eském odborném tisku
(Vacl, 2014b).

V letoSnim roce jsme se rozhodli, jen do malé miry modifikovanym
dotaznikovym Setfenim zjistit, jak se po ¢ase vyviji vztah minipivova-
rd k obcim a méstim a dale k cestovnim kancelafim a dopravcd,
ktefi pofadaji navstévy minipivovard. Také jsme zopakovali prizkum
mezi obcemi a mésty, jak s tfiletym odstupem vnimaji roli minipivo-
varll a naplnili-li se nékteré zameéry a pfedpoklady, které povazovaly
a povazuji minipivovary za fenomén, ktery pozitivné ovlivni a ovliv-
fluje regionalni cestovni ruch.

V obdobi od bfezna do ¢ervna 2017 jsme obdobné zjistovali, jaké
jsou trendy, co vS§echno minipivovary nabizeji, jak a s kym komuniku-
ji @ co délaji pro to, aby svou nabidku zatraktivnily cestovnim kance-
lafim, dopravelm i jinym subjektiim plsobicim v cestovnim ruchu.
Soucasné jsme opétné zkoumali vzajemny vztah minipivovar( k ob-
cim a méstam.

Druha ¢ast prazkumu byla zaméfena na zjistovani nazord zastup-
cl obci a mést na roli minipivovard v cestovnim ruchu z jejich pohle-
du. Chtéli jsme ovéfit, jak spolupraci hodnoti, v ¢em vidi potencial,
jak mohou pfispét k Sifenti jejich véhlasu a zvySeni k rozvoji regional-
ni turistiky a zvySeni pfilivu domécich i zahrani¢nich turistd.

Trendy zjiSténé v roce 2017 jsme porovnali s obdobim pfed vice
nez tfemi lety. Zavéry budeme publikovat v odborném tisku a Cesko-
moravskému svazu minipivovar( jsme nabidli prezentaci vysledk
na konferenci, ktera se bude konat v bfeznu 2018 ve Zvikovském
Podhradi v Ceské republice.

2 SPECIFIKACE A METODY
DOTAZNIKOVEHO PRUZKUMU

Prizkum (Pecékovéa, 2011) se uskutecnil v prvni poloviné roku
2017, a to tfemi metodami: ;

+ Minipivovary byly osloveny na vyro€ni konferenci Ceskomoravskeé-
ho svazu minipivovar(, kde jim byly dotazniky k vyplnéni nabidnuty.

« Dalsi desitky minipivovart byly osloveny pisemné se zadosti vypl-
nit dotaznik s tim, ze jim byly zaslany vysledky prizkumu 2014.

+ Poslednim zplsobem byla forma osobnich interview s pfedstavite-
li minipivovart v jednotlivych obcich a méstech zpracovatelem pro-
jektu.

V8em, ktefi dotazniky vyplnili, bylo pfislibeno zaslani zpracova-
nych vysledku jako forma ocenéni a odmény za straveny ¢as pfi pra-
ci s nim. Celkem bylo ziskano 87 dotaznikl ve srovnani s 60 v pred-
chozim Setfeni.

Dotaznik pro minipivovary obsahoval 15 otazek. Dvanact z nich se
tykalo konkrétnich oblasti jejich ¢innosti. Jedna z nich identifikovala
délku pasobeni na trhu a jedna misto, kde pivovar plsobi. Obce
a mésta do 6 skupin. Prvni s po¢tem obyvatel do 2 000, dale do
5 000, tfeti rozmezi bylo do 10 000 a &tvrta skupina mést do 30 000,
do 99 000 a nad 100 000 obyvatel. Zji$tovali jsme i nazor na hod-
noceni spoluprace s Ceskomoravskym svazem minipivovar(, pokud
jsou jeho ¢lenem.

Dale byly osloveny obce a mésta vSech velikostnich skupin s do-
taznikem pro né ur€enym a podafilo se ziskat celkem 17 dotaznikd,
coz odpovida situaci v roce 2014. Navratnost dotaznikd ze samo-
spravy byla podstatné nizsi, nez ze strany minipivovard. Dotaznik
obsahoval 5 otazek konkrétné zamérenych na zkoumanou proble-
matiku. Jedna otazka zadala respondenta o identifikaci mista plso-
beni z hlediska poctu obyvatel.

3 PRUZKUM MEZI MINIPIVOVARY

Oblasti, které byly mezi minipivovary pfedmétem dotaznikového

Setfeni:

a) Skladba navstévnikd minipivovard, odkud pochazi zahraniéni
UcCastnici cestovniho ruchu, pokud to Ize zjistit a dale, jaké jsou
navstévnické trendy

b) Struktura sluzeb nabizenych minipivovary

¢) Zplsoby komunikace minipivovar( s vefejnosti a trendy ve vyuZziti
socialnich siti (Pfikrylova a Jahodové, 2010)

d) Vyvoj spoluprace minipivovar(l s obcemi a mésty a jak je minipivo-
vary vnimana z hlediska prospésnosti
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+ Other dozens of microbreweries were addressed in writing with the
request to fill in the form, and a presentation of results for the 2014
inquiry.

* The last way of addressing was in the form of personal interviews
with the representatives of microbreweries in the individual munici-
palities and towns by the project elaborator.

All those who filled in the questionnaires were promised to receive
the processed results as a form of appreciation and remuneration for
the time spent working on it. Altogether, there were 87 question-
naires returned, compared to 60 in the previous enquiry.

The questionnaire for the microbreweries consisted of 15 ques-
tions. Twelve of them regarded specific spheres of their action. One
of them identified the length of operation on the market, and one of
them identified the locality in which the brewery is active. The mu-
nicipalities were divided into six groups. The first group includes the
number of citizens not exceeding 2,000, then 5,000, with the third
margin being set at 10,000, and the fourth group including towns with
less than 30,000, less than 99,000, and more than 100,000 citizens.

We also asked about the evaluation of cooperation with the Czech-
Moravian Association of Microbreweries, if the respondents were
members.

Further on, cities of all sizes were addressed with a questionnaire
designed for them, and 17 questionnaires were filled in and return,
which is about the same as in 2014 and was significantly lower on
the side of the administration compared to the microbreweries. The
questionnaire consisted of 5 questions specifically focusing on the
issues investigated. One question asked the respondent to identify
the place of operation regarding the number of citizens.

3 SURVEY AMONG MICROBREWERIES

The areas subject to the questionnaire inquiry among the micro-
breweries:

a) The structure of visitors to the microbreweries, where do foreign
tourists come from, if it is possible to find out, and also what the
visitor trends are

b) The structure of services offered

¢) Means of communication of the microbreweries regarding the
public and trends in using the social networks (Pfikrylova and
Jahodova, 2010)

d) The development of cooperation between microbreweries and
municipalities and towns and the way the microbreweries per-
ceive it regarding the benefits

e) The trends in collaboration of microbreweries and travel agencies
and carriers

f) Barriers in Czech Republic’s entrepreneurial environment.

3.1 The structure of visitors to microbreweries

The development of visit rate may undoubtedly help to see the
current status (Fig. 2). We compared the current situation with the
results of our inquiry from more than 3 years ago.

While in 2014, domestic, local guests made up for 52% of visitors
to microbreweries, three years later their share slightly decreased to
48%. On the contrary, the frequency of visitors from another part of
the Czech Republic enlarged to 28%, compared to 26% in 2014, and
the share of foreign visitors increased from 21 to 22%. But some
microbreweries still have not yet started to monitor guest demo-
graphic, or they were not able to provide an estimate.

It is far more interesting and more important from the vacation in-
dustries’ point of view of to enquire about visitor trends, as the micro-
breweries estimate them (Fig. 3).

According to the opinion of the microbrewery operators, the trend
that guests from the Czech Republic still prevail, both local and from
other regions, but the number of foreign visitors keeps growing is
probably the most interesting. While 15% of respondents claimed
this trend three years ago, there were 49% of respondents claiming
the same this year. According to 32% of the respondents, the second
most significant tendency is that domestic guests still prevail, with
the number of visitors from other parts of the Czech Republic grow-
ing steadily. This trend was dominating three years ago, making up
to 48 per cent. It is, therefore, possible to conclude with the decrease
of a prevalence of a domestic, local guest, compared to visitors from
other parts of the Czech Republic and from abroad.

We said the number of foreign visitors to microbreweries keeps
growing. In general, nevertheless, industrial breweries in the Czech
Republic fight with a significant decrease of beer tapped in gastro-
nomic facilities at the expense of beer sale in stores of any kind, and

a2
24
19
—
Domestic, local guest  From another part  Foreign visitor from at Don't know,
Domaci, mistni host of Czech Rep. least 20 % not found out

Z jiné &asti CR Zahraniéni navstévnik Nevim, nezjisténo
zmin. 20 %

Fig.2 The profile of a majority visitor in the individual microbreweries
Obr. 2 Profil pfevazujiciho hosta v jednotlivych minipivovarech

e) Trendy ve spolupréaci minipivovar( s cestovnimi kancelaremi a do-
pravci .
f) Bariéry v podnikatelském prosttedi Ceské republiky.

3.1 Skladba navstévnikd minipivovaru

Vyvoj navstévnosti nesporné muize napovédét, jaky je soucasny
stav (obr. 2). Ten jsme porovnali s vysledky naseho vyzkumu z obdo-
bi pfed vice nez 3 lety.

Zatimco v roce 2014 tvorili doméci a mistni hosté 52 % navstévni-
ki minipivovard, za tfi roky se jejich podil sice nepatrné, ale snizil
na 48%. Naopak, Cetnost navstévnikl z jiné €asti Ceské republiky
stoupla na 28% ve srv. s 26 % v roce 2014 a rostl podil poétu zahra-
ni¢nich navstévnika z 21 na 22 %. Nékteré minipivovary zatim detail-
né slozeni hostd nesleduji nebo nebyly s to odhad poskytnout.

Mnohem zajimaveéjsi a z hlediska cestovniho ruchu dulezitéjsi je
zkoumani navstévnickych trendd, jak je v minipivovarech odhaduiji
(obr. 3).

Nejzajimavéjsim trendem je, Ze podle nazoru provozovatel mini-
pivovaru sice nadale prevazuji hosté z Ceské republiky, tedy domaci
i z jinych regiond, ale roste pocet zahrani¢nich navstévnikl. Zatimco
pred 3 lety tento trend uvadélo 15 % respondentd, v letoSnim roce jiz
49 %. Druhou nejvyraznéjsi tendenci podle 32 % dotazovanych je, Ze
pfevaZuje domaci host, postupné ale roste pocet navstévnikl z ji-
nych ¢asti Ceské republiky. Tento trend jesté pfed tfemi lety domino-
val a tvofil 48 procent. Nejvyznamnéjsi je tedy pokles pfevahy doma-
ciho, mistniho hosta ve srovnani s navstévniky z jinych mist Ceské
republiky a zahranici.

Uvedli jsme, Ze roste mnoZstvi zahrani¢nich navstévnikd minipivo-
vard. Obecné vSak pramyslové pivovary v Ceské republice bojuji
s podstatné vyznamnym poklesem vytoCe piva v gastronomickych
zafizenich na Ukor prodeje piva v obchodech vSeho typu a posilova-
ni konzumace doma. Zajimali jsme se proto, odkud se rekrutuji za-
hrani¢ni navstévnici minipivovard, jejichz podil v navstévnosti minipi-
vovard dle respondentll roste a mohou nahradit, pfipadné rozsifit
domaci hosty o konzumenty piva odjinud (obr. 4).

Ve struktufe zahrani¢nich navstévnikd minipivovar( doslo k vy-
raznym zménam. Oslabila se pozice téch, ktefi v minulosti domino-
vali, navstévnik( z Némecka. Zatimco pred tfemi lety tvofili podle
odhadt provozovatell minipivovart téméf polovinu cizincd, letos
jejich podil klesl na 36 %. Naopak, nejvétsi narlst zaznamenali ci-
zinci z jinych zemi, nez z téch, odkud jich bylo nejvice pted tfemi
lety. Objevuji se zejména Skandinavci, ale i obcané USA, ltalie, ze
Slovenska a mnohem ¢Castéji nez dfive Cifiané a Korejci. Jejich po-
dil vzrostl z 10 % na téméf 27 %. P¥iblizné stejny pfijezd silné
sku-piny hostl je z Polska.

M The predominance of the local guest is
consistent, unchanging
Pfevaha doméciho hosta je trvald, neméni se

M Local guests are predominating, but visitors
from Czech Rep. keep increasing
Prevazuje doméci host, postupné ale rostou
navstévnici z CR
Guests from Czech Rep. are predominating,
but visitors from abroad keep increasing
Prevazuji hosté z CR, ale roste pocet
zahrani¢nich navstévnikl
Foreign visitors predominate
Pfevazuji zahrani¢ni navstévnici
No trend can be observed
Nelze vysledovat Zadny trend

Fig. 3 The trend in the visit rate of microbreweries
Obr. 3 Trend v navstévnosti minipivovaru
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stronger consumption at home. Therefore, we enquired about where
the foreign visitors of microbreweries recruit from, as their share in
the visit rate of microbreweries keeps increasing according to the
respondents, and they may replace or eventually extend the share of
domestic guests with beer consumers from elsewhere (Fig. 4).

There were significant changes in the structure of foreign visitors
to microbreweries. The position of those dominating in the past, visi-
tors from Germany, was weakened. While they made up nearly one-
half of foreign visitors three years ago, according to the estimates of
the microbrewery operators, their share dropped to 36% this year.

On the contrary, the number of foreigners from countries other
than those dominating three years ago increased the most. Among
the newly appearing, there are visitors from Scandinavia, but also
visitors from the USA, ltaly, Slovakia, and much more frequently than
before from China and Korea. Their share grew from 10% to nearly
27%. Approximately the same number of guests arrived from Po-
land.

The opposite trend, the greatest decrease, was marked by visitors
from Austria, and especially visitors from Russia. In 2014, they made
up nearly 42%, and today there are less than 21%.

The group of foreigners from other countries also increased to
23%, compared to 5% in the last query.

3.2 The structure of services offered by the microbreweries

We compared the progress of services offered by the microbrew-
eries. In general, in the Czech Republic breweries pay more and
more attention to offering a wide range of services, and for some of
them, services represent very significant marketing and especially
business activities. The numbers of visitors keep growing probably in
all of them. For example, Prazdroj in Plzen, the largest Czech brew-
ery, has a visit rate of nearly 650,000 persons from the Czech Re-
public and foreign as well (Prazdroj,. 2016).

The visit to the breweries and microbreweries strengthens the
brand awareness, offering a chance to participate in the ever more
popular industrial tours, bringing along a very significant moment of
education, etc.

According to the respondents, there are 94% of microbreweries
offering some form of excursion in the production facility (Fig. 5);
three years ago, there were 88%. Nearly two-fifths of them can offer
consumption of beer and food to the guest, together with an excur-
sion of the microbrewery, also having a museum available, and
a souvenir shop with a chance to buy beer. There are about as many
offering at least an excursion of the microbrewery, besides gastrono-
my. The trend is to make use of the guest’s visit to get him more ac-
quainted with the process of beer manufacture and to realize the
additional and wider range of services. The effort to offer more than
just beer or food consumption, thus maximizing the yield, is defi-
nitely growing.

3.3 Means of communication of the microbreweries regarding
the public and trends in using the social networks

The ability of microbreweries to communicate with customers,
both existing and future ones, is their key activity, which supports
marketing and most of the entire sale of their products, and as it
shows, also the subsequent services.

The inquiry in 2014 showed that the electronic forms of communi-
cation already played an important role in communicating with the
target groups (Vacl, 2014b). There were websites dominating in 90%
of microbreweries, communication by means of printed materials
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Fig. 4 The origin of foreigners visiting the microbreweries
Obr. 4 Puvod zahrani€nich navstévnikd podle Gdajd jednotlivych
minipivovar(

Obraceny trend, nejvétsi propad navstévnosti zaznamenali Raku-
§ané a predevsim navstévnici z Ruska. Jesté v roce 2014 tvofili té-
meér 42 %, v soucasnosti jich minipivovary navstévuje necelych 21 %.
Vzrostla i skupina cizinc(, u nichz nebyl identifikovan pavod na 23 %
ve srovnani s 5 procenty pfi minulém prizkumu.

3.2 Struktura sluzeb nabizenych minipivovary

Porovnavali jsme, jak se vyviji nabidka sluzeb minipivovarg.
Obecné v Ceské republice plati, ze pivovary jim vénuji stéle vétsi po-
zornost a pro nékteré z nich pfedstavuji velmi vyznamny marketingo-
vy a pfedevsim prodejni moment. Poéty navstévnikd snad ve vSech
minipivovarech rostou. Tfeba v Plzeriském Prazdroji, nejvétsim Ces-
kém pivovaru jej navstivi témér 650 000 osob z tuzemska i zahranici
(Prazdroj, 2016). Navstéva pivovaru i minipivovaru posiluje povédo-
mi o znacce, nabizi moznost U€asti na stale popularnéjSich industri-
alnich tarach a nese s sebou i dllezity moment vzdélavani atd.

V soucasnosti 94 % minipivovarl podle respondentl nabizi néja-
kou formu exkurze do vyrobni ¢asti (obr. 5); pfed tfemi lety jich bylo
88 %. Témér dvé pétiny z nich jsou s to nabidnout hostovi nejen kon-
zumaci piva a jidla, ale je mozné si minipivovar prohlédnout, maji
k dispozici muzeum a obchod se suvenyry a pfilezitost koupit si pivo.
Priblizné stejny pocet, vedle gastronomie, nabizi alespori prohlidku
minipivovaru. Trend je zfejmy — snaha vyuzit navstévu hosta k bliz-
§imu seznédmeni s procesem vyroby piva a k realizaci dalSich sluzeb.
Jednoznacné roste snaha hostovi nabidnout vice nez jen konzumaci
piva nebo jidla a zvysit tak vytéznost.

3.3 Zpltsoby komunikace minipivovart s vefejnosti a trendy
ve vyuziti socialnich siti

Kli¢ovou €innosti minipivovard je schopnost komunikovat s existu-
jicimi i budoucimi zékazniky a tim podporovat nejen marketing, ale
predevs§im prodej vlastnich produktd a jak se ukazalo i navaznych
sluzeb.

Vyzkum v letech 2014 ukazal, ze vyznamnou roli v komunikaci
s cilovymi skupinami jiz tehdy sehraly elektronické formy (Vacl,
2014b). Dominovaly internetové stranky u 90 % minipivovar(, dale
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Fig. 5. Services offered in the microbreweries

Obr. 5 Nabidka sluzeb v minipivovarech
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Website
Internetové stranky 80
Social networks 79

Socidlni sité

Printed materials of microbrewery

Tisténé materialy minipivovaru

Printed materials of other subjects
(municipality, etc.) 18

Tisténé materidly jinych subjektl (obce, atd.)

Participation at exhibitions and

. trade fairs independently | u— . 17
Ucast na vystavach a veletrzich samostatné

Public Relations activities
Public Relations aktivity 15
Participation at exhibitions and trade
. fairs with other subjects
Ugast na vystavach a veletrzich [l 6

s jinymi subjekty

Other forms

Jiné formy F 5

Fig. 6 Forms of communication by the microbreweries
Obr. 6 Formy komunikace minipivovar(

was still important in nearly three fifths of subjects, but even back
then, the social networks followed closely in 57% of microbreweries.
Other communication activities were used far less.

However, the situation has changed dramatically. Communication
via the websites of the microbreweries still prevails, but the signifi-
cance of the social networks has further increased (Fig. 6).

Up to a few exceptions, all the breweries have their websites.
Communication via the social networks has undergone the greatest
change comparing three years ago and now. Over 91% of respond-
ents cooperate with them. Quite surprisingly, using internal printed
materials still has a strong position in nearly two-thirds of microbrew-
eries, while three years ago there were fewer — 58%. Although we
did not explore the reasons any closer, this may be due to the fact
that a well-elaborated printed material does not serve information
purposes only. It is a souvenir as well, with an ability to provide the
required data quickly, and comfortably and promptly, too.

Utilization of printed materials produced in cooperation with other
subjects decreased slightly. Methods of Public Relations (Kotler et
al., 2007) are used a little bit more, whereas participation at exhibi-
tions, either individually, or together with other institutions, remained
nearly at the same level as in the past.

We also enquired as to which social networks are used most fre-
quently by the microbreweries (Fig. 7).

All the microbreweries mentioned that they communicated using
Facebook. We expected a stronger position of communication by
Instagram or YouTube to accentuate the services offered.

All microbreweries that mentioned communication via other social
networks specified communication using their applications without
further specifications.

3.4 The development of cooperation between microbreweries
and municipalities and towns and the way the
microbreweries perceive it regarding the benefits

During the interviews with representatives of numerous towns and
municipalities, microbreweries are a welcomed extension of busi-
ness activities, as well as a reminder and return of traditions. A sig-
nificant reduction of breweries starting at the end of the 19th century
and accelerating in the period from 1945 to 1989 was viewed nega-
tively by the public as something that discontinues the development
of the already mentioned traditions, violates the conventions, and
especially in smaller municipalities cuts the economic and social
bonds. The global breweries, which abolished smaller breweries
upon entering the Czech market after 1989, had to face criticism and

exert a lot of communication activities to improve the negative im-

pression they made for many people. And until today, when a new

brewery opens in these localities, the global players are still men-
tioned in negative connotations. Simply said, a brewery or its smaller
form, a microbrewery, is perceived as a demonstration of dignity and
status by towns and municipalities, as well as of high repute and the
services offered to the domestic guest. And there is often the rule of
proportion — the smaller the town, the more positive view of the role
of the brewery. But that would probably be a call for separate re-
search (Fig. 8).

sice byla dilezitd komunikace prostfednictvim tisténych materiall
u témeér tii pétin subjektl, ale jiz tehdy tésné nasledovanymi social-
nimi sitémi u 57 % minipivovarG. Vyrazné méné byly vyuzivany dalsi
komunikacni €innosti.

Situace v8ak doznala vyraznych zmén. Nadale vede komunikace
prostfednictvim webovych stranek minipivovar(, ale vyznam social-
nich siti posilil jesté vice (obr. 6).

AZ na vyjimky v8echny pivovary maji internetové stranky. Nejvét-
$i rozdil s obdobim pred tfemi lety a v sou€asnosti je komunikace
prostfednictvim socialnich siti. Pfes 91 % respondentd s nimi pra-
cuje. Ponékud prekvapivé ma i dnes silnou pozici, téméf u dvou
tfetin minipivovard vyuzivani vlastnich tisténych materialG, zatimco
pred tfemi lety jich vyuzivalo méné — 58 %. Ac¢koliv jsme divody
blize nezkoumali, mUze to byt dano i tim, Ze dobfe zpracovany tis-
tény material neslouzi pouze k informovani, ale je i suvenyrem
a ma schopnost rychle, ale i komfortné a pohotové poskytnout po-
zadované Udaje.

Mirné pokleslo vyuzivani tiskovych materialll produkovanych
ve spolupraci s dalSimi subjekty. Ponékud vice jsou vyuzivany metody
Public Relations (Kotler et al., 2007), zatimco G€ast na vystavach sa-
mostatné nebo s jinymi subjekty je pfiblizné stejna jako v minulosti.

Zjistovali jsme takeé, které socialni sité jsou minipivovary nejvice
vyuzivany (obr. 7).

V8echny minipivovary, které vyuzivaji socialni sité, zminily, ze ko-
munikuji prostfednictvim Facebooku. O¢ekavali jsme silng&jsi pozici
komunikace Instagramem i YouTube, pfedevSim pro akcentovani
nabizenych sluzeb.

Prakticky vSechny minipivovary, které uvedly komunikaci prostfed-
nictvim jinych socialnich siti, zminily komunikaci pomoci vlastnich
aplikaci bez blizSich podrobnosti.

3.4 Spoluprace minipivovar(i s obcemi a mésty a jak je
minipivovary vnimana z hlediska prospésnosti

Pro fadu mést a obci, jak nam bylo sdéleno pfi interview s jejich
pfedstaviteli, jsou minipivovary vitanym rozsifenim nejen podnikatel-
skych aktivit, ale jsou i pfipomenutim a navratem tradic. Vyznamny
pokles poctu pivovar(i od konce 19. stoleti s akceleraci v letech 1945
az 1989, byl vefejnosti negativné vniman jak néco, co pferusuje kon-
tinuitu vyvoje, jiz zminénych tradic, narusuje zvyklosti a pfedevsim
u mensi obce prferuSeni ekonomicko-spole€enskych vazeb. Nadnéa-
rodni pivovary, které rusily mensi pivovary po jejich vstupu na ¢esky
trh po roce 1989, Celily kritice a musely vynaloZzit mnoho komunikac-
nich aktivit, aby pro mnohé negativni dojem smazaly. A dodnes jsou
v takovych mistech, kdykoliv je v misté uveden novy pivovar, v nega-
tivnich konotacich zmifiovany. Prosté, pro obce i mésta je pivovar
nebo jeho mensi forma minipivovar chapéan jako projev dlstojnosti
i statusu ale i véhlasu a v neposledni fadé nabidky sluzeb pro domé-
ciho hosta. A tméra je mnohdy takova — ¢im mensi misto, obec, tim
je role pivovaru vniméana pozitivngji. Ale to je na samostatny vyzkum
(obr. 8).

PovaZovali jsme proto za dulezité zkoumat formy spoluprace,
a proto jsme stanovili kritéria, ktera nam hodnoceni umoznilo.

Obecné plati, ze spoluprace minipivovari obcemi a mésty vyraz-
nych zmén nedoznala a zvysila se ze 72% na 74 %. To |ze povazo-
vat za pozitivni trend, i kdyz bychom ocekavali vy$si podil. Dluzno
podotknout, Ze pravé v tomto pfipadé by vyzkumu prospél vétsi
zkoumany vzorek.

Nejcastéji obce a mésta s nimi spolupracuji pfi konani spolecen-
skych akci nebo zvou k U€asti na jarmarcich, jak uvedlo u obou typu
aktivit téméf 29 resp. 28 % respondent.
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Fig. 7 Types of social networks used
Obr. 7 Vyuzivané typy sociélnich siti
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Therefore, we considered as important to explore the forms of co-
operation, setting up the criteria allowing us to evaluate.

In general, there have been no significant changes in teamwork of
microbreweries and municipalities and towns, increasing from 72%
to 74%. This can be perceived as a positive trend, although we might
be expecting a higher share. It is necessary to point out that in this
case, the inquiry would certainly benefit from a greater number of
respondents.

Municipalities and towns most often liaise with them in organizing
social events or inviting to participate at markets, as nearly 29 or
28% of respondents mentioned in both types of activities.

In approximately a quarter of cases, information about microbrew-
eries is published at the website of the municipality or town, which is
an increase as compared to the previous period (previously 22%).
More than a fifth of them join forces in producing shared printed ma-
terials, and further 13% in exhibition events. Cooperation in another
way also included some microbreweries receiving sponsoring, fur-
ther unspecified support.

A total of 23 microbreweries, which represents more than 26 %,
do not collaborate with the municipalities at all, a little decrease
(compared to 28% in 2014), but it can still be considered as a high
share.

It was proven that similarly to 2014; this area of concurrence has
enough space for extension and improvement.

Microbreweries also made statements regarding the way they
evaluate the cooperation with municipalities and towns (Fig. 9).

Surprisingly, the trend of evaluations regarding the benefits of
teamwork between the enquired subjects cannot be viewed very
positively. Three years ago, 52% of microbreweries evaluated col-
laboration as beneficial or rather beneficial; now it is only one-half of
them, which means there was a decrease. However, the share of
microbreweries evaluating the cooperation rather skeptically as in-
significant and low has increased. It was 29% in 2014, whereas now
it is 33% confirming the opinion that cooperation between micro-
breweries and municipalities or towns is not trouble-free and there
are differences from one place to another. This time, we had 83% of
microbreweries expressing an opinion on the level of relationships,
while there were 79% during the previous inquiry.

3.5 Trends in cooperation between microbreweries and travel
agencies and carriers

Similarly to three years ago, we enquired the way the microbrew-
eries cooperate with travel agencies and carriers (Fig. 10). In both
groups, we can see a much greater potential for organizing one-day
or multiple-day trips about the growing interest of the Czechs to trav-
el around their country. Examples from abroad, especially from Ger-
many, confirm this. We were also interested in how they evaluate the
cooperation and how they view it for the future which could be vital
for the development of regional tourism.

More than two-fifths of microbreweries (41%), compared to 36%
from 2014, consider the cooperation to be interesting and worth fur-
ther developing. For another quarter of subjects, it has been of little
significance so far, but they want to cultivate it further.

Only one fifth of microbreweries has no plans for further develop-
ment of cooperation with tourist agencies and carriers, which is one
percent less than compared to the previous research. We consider
that as an unambiguous and significant trend confirming the micro-

17%

B Beneficial
Velmi prospésna

B Rather beneficial
Prospésna

B Low
Mala

16%

B Insignificant, basically
nonexistent
Nevyznamna,
prakticky Zadna

Cannot say
Nemohu posoudit

17%

Fig. 9 Evaluation of cooperation between microbreweries and mu-
nicipalities and towns
Graf 9 Hodnoceni spoluprace minipivovart s obcemi a mésty

The municipality uses microbreweries to
organize social events

Obec vyuziva minipivovart k poradani ...
Microbreweries participate ot local

. and regional markets
Ucast minipivovartl na mistnich a regionalnich...

Information about microbrewery
at municipality website
Informace o minipivovaru na webu obce

Making use of common printed materials
published by municipalities...

Vyuzivani spolecnych tiskovych materiald...
Cooperation in other ways

Spolupracujeme i jinym zplisobem

Common participation of microbrewery and
municipality at exhibition events

Spole¢na Gcast minipivovaru a obce na vystavach...

No cooperation
Nespolupracujeme

29 %

28 %

26 %

Fig.8 Means of cooperation of microbreweries and municipalities or
towns
Obr. 8 Zpusob spoluprace minipivovard s obci nebo méstem

V necelé ¢&tvrting pfipadl jsou informace o minipivovarech uvadény
na webech obci a mést, coz je ve srovnani s pfedchozim obdobim
narldst (bylo 22 %). Vice nez pétina z nich spolupracuje pfi produkci
spole¢nych tiskovych materialt a dal$ich 13% na vystavnich akcich.
Soucinnost i jinym zpdsobem zahrnovala i to, Ze nékteré minipivovary
obdrzely sponzorskou, blize nespecifikovanou podporu.

Celkem 23 minipivovar(, tedy vice nez 26 % minipivovar(, v§ak
s obcemi nespolupracuje. Znamena to maly pokles (ve srv. s 28%
v roce 2014), ale Ize to povazovat stéle za vysoky podil.

Ukazuje se, Zze podobné jako v roce 2014 ma tato oblast soucin-
nosti dost prostoru pro rozsifeni a zlepSeni.

Minipivovary se také vyjadfovaly k tomu, jak spolupraci s obcemi
a mésty hodnoti (obr. 9).

Prekvapivé nepfili§ pozitivné Ize posuzovat trend hodnotici pro-
spésnost spoluprace mezi zkoumanymi subjekty. Pfed tfemi lety ji
jako velmi prospésnou nebo prospésnou hodnotily minipivovary
z 52%; nyni pfesné polovina z nich, tedy doslo k poklesu. Zvysil se
vS8ak podil minipivovar(, které spiSe skepticky hodnoti spolupraci
jako nevyznamnou a malou. V roce 2014 to bylo 29% a letos jiz
33%. Potvrzuje se tak nazor, ze spoluprace mezi minipivovary a ob-
cemi nebo mésty neni bezproblémova a existuji velké rozdily, misto
od mista. K sou¢asné Grovni vztahl se tentokrat vyjadfilo s néjakym
nazorem 83 % minipivovard, zatimco pfi pfedchozim prizkumu to
bylo 79 %.

3.5 Trendy ve spolupraci minipivovart s cestovnimi
kancelaremi a dopravci
Podobné jako pied tiemi lety jsme zjistovali, do jaké miry spolu-
pracuji minipivovary s cestovnimi kancelafemi a s pfepravci (obr. 10).
U obou skupin vidime mnohem vy$Si potencial pro organizovani jed-
no i vicedennich vyletll v souvislosti s rostoucim zajmem Cech ces-
tovat i po své zemi. Pfiklady ze zahranici, pfedevS§im z Némecka to

No cooperation exists
and we do not plan any
Spolupraci nemame
a neplanujeme ji
realizovat
20 %

| don't know any potential
benefits of cooperation
Nevim, v éem by nam
spoluprace mohla
prospét
12%

Other response
Jina odpovéd
2%

So far it is low but we
want to develop it further
Je prozatim malo
vyznamna, ale chtéli
bychom ji rozvijett
25 %

We find it interesting
and worth developing
Povazujeme ji za
zajimavou a budeme
ji rozvijet

O°

Fig. 10 Evaluation of cooperation with travel agencies and carriers
Graf 10 Hodnoceni spoluprace s cestovnimi kancelafemi a dopravci
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Fig. 11 The profile of cooperation of microbreweries with travel agen-
cies and carriers

Obr. 11 Profil spoluprace minipivovarl s cestovnimi kancelafemi
a dopravci

breweries and tourism have a lot in common and offering good pros-
pects. The fact that there are 12% of microbreweries that do not
know any potential benefits of cooperation with tourist subjects bears
witness that it is most necessary to improve mutual informedness.

We were also interested in the profile of cooperation, in the par-
ticular activities the microbreweries engage in, and if there are pack-
ages on the market that might enrich the services offered (Fig. 11).

Out of the microbreweries that cooperate with tourist agencies and
carriers, there is nearly a quarter that contacts them on a regular
basis, which means an increase compared to less than 17% in the
past. Further 22% (18% in 2014) offer packages of services. Despite
the noticeable progress, nevertheless, this share can still be consid-
ered as insufficient.

Other microbreweries either organize joint events, including, for
example, the repeatedly mentioned beer tastings, or they participate
in exhibitions and trade fairs together. There is a low share of those
that issue shared printed materials. We see a great potential in this
area.

Packaged services, the package programs, are a more often ar-
ranged and surely modern form of teamwork between subjects in
tourism (Fig. 12).

Two-fifths of microbreweries already realize package programs.
Further on, there are 14% that plan combining the services of a mi-
crobrewery with travels around interesting sites nearby, and there
are 13% that consider establishing the packages.

On the contrary, one-third of them does not offer such cooperation
and what is more significant, they don’t even plan to create it. It
shows there is a lot to improve in this area as well. However, some
microbreweries claim to be contacted by tourist agencies more and
more frequently, being prompted to cooperate. And that is a positive
trend.

3.6 Barriers for microbreweries in Czech
Republic’s entrepreneurial environment
For the first time, we tried to find out how the microbreweries eval-
uate the entrepreneurial environment in the Czech Republic. This

potvrzuji. Zajimali jsme se i o to, jak spolupraci hodnoti a jak ji vidi
do budoucna. Pro rozvoj regionalni turistiky by to mohlo byt dilezité.

Vice nez dvé pétiny minipivovar( (41 %) ve srovnani s 36 % roku
2014 povazuje spolupréci za zajimavou a budou ji rozvijet. Pro dal$i
Ctvrtinu subjektl je prozatim malo vyznamna, ale chtéla by ji rozvijet.

Pouze pétina minipivovart nepocita s rozvojem spoluprace s ces-
tovnimi kancelafemi a dopravci, o procentni bod méné ve srovnani
s pfedchozim prizkumem. To Ize povazovat za jednoznacny a vy-
znamny trend, ktery potvrzuje, Ze minipivovary a cestovni ruch maji
mnohé spole¢né a perspektivni. Skute¢nost, Ze 12% minipivovarG
nevi, v &em by spoluprace se subjekty cestovniho ruchu mohla pro-
spét, svédCi o nutnosti zlepSit pfedevsim vzajemnou informovanost.

Zajimali jsme se podrobnéji i o to, jaky je profil spoluprace, které
konkrétni ¢innosti minipivovary délaji a existuji-li na trhu bali¢ky, kte-
ré by obohatily nabidku sluzeb (obr. 11).

Témé¥ ¢tvrtina minipivovard, které spolupracuji s cestovnimi kan-
celafemi a prepravci je pravidelné kontaktuje, coz je ve srovnani
s necelymi 17 procenty v minulosti narGst. DalSich 22% (18 % v roce
2014) jim nabizi baliCky sluzeb. Pfes zfetelny progres vsak Ize tento
podil povazovat za nadale nizky.

Dal$i minipivovary bud organizuji spole¢né akce, k nimz patfi
napf. opakované zmifilované degustace piv, nebo se spole¢né Ucast-
ni vystav a veletrhl. Maly je podil téch, které vydavaji spole¢né tis-
kové materialy. V této oblasti vidime znaény potencial.

Bali¢ky sluzeb, package programy, jsou velmi oblibenou a nespor-
né moderni formou spoluprace mezi subjekty v cestovnim ruchu
(obr. 12).

Dvé pétiny minipivovar( jiz package programy realizuje. Dale 14 %
z nich planuje kombinaci sluzeb minipivovaru s cestami po zajima-
vostech v okoli a dalSich 13% o bali¢cich uvazuje. Naopak tfetina
takovou spolupraci prozatim nenabizi a co je podstatné;jsi, ani nepla-
nuji jejich vytvofeni. Ukazuje se, ze i v této oblasti je mnohé ke zlep-
Seni. Nékteré minipivovary vSak uvadéji, ze jsou stale Casteji kontak-
tovany cestovnimi kancelafemi a vyzyvany ke spolupraci. To je
pozitivni trend.

3.6 Piekazky v podnikatelském prostfedi Ceské republiky
z pohledu minipivovart

Poprvé jsme také zjistovali, jak minipivovary hodnoti podnikatel-
ské prostfedi v Ceské republice. Neni to sice otazka bezprostfedné
se vazici k cestovnimu ruchu, ale mnohé napovi.

Boom minipivovar( jako nové odvétvi podnikatelské innosti za-
skocil mnohé, od profesionalll plsobicich v pivovarstvi, tak i investo-
rd, laikd a mnohé dalsi (obr. 13).

Nejcastéji, tfi Ctvrtiny dotazovanych povazuje, nikoliv pfekvapive,
za nejvétsi problém pfili§ mnoho byrokracie ze strany statu. Nedo-
statek pracovnich sil, ktery je patrny v celé ekonomice Ceské repub-
liky, se odrazil i v tom, Ze téméf 45 % dotazovanych uvedlo, Ze poci-
jsou chybéjici sladci, ale i dal$i odbornici podilejici se bezprostfedné
na vyrobé piva. Je logické, Ze v poradi jiz ¢tvrta odborna Skola vy-
chovavajici sladky se bude na podzim letosniho roku otevirat v hlav-
nim mésté ¢eského chmele, v Zatci.

Tolik diskutované zavedeni EET (Elektronickd evidence trzeb)
(Zakon, 2016) nebo nedostatecné danové Ulevy pro minipivovary
zdaleka v prizkumu nerezonovaly a byly zmifiovany v méné, nez
tretiné pripada.

We plan combination
of microbrewery
services and local
attractions nearby

We do not offer
packages and do not

Planujeme plan to create them.
kombinaci sluzeb Balicky nenabizime
minipivovaru A neplanujeme jejich
a atraktivit v okoli B ~—__  vytvofeni
14 % 32%

Meals and tours to
microbrewery
Zvazujeme balicky se
stravovanim a prohlidkou
minipivovaru
o,
‘o

We consider a package
with meals and tours to
microbrewery
Stravovaci sluzby
a prohlidka minipivovaru

%

Fig. 12 Package programs with travel agencies
Obr. 12 Bali¢ky programl s cestovnimi kancelafemi

Too much bureaucracy on the side
of the state 66
PFili§ byrokracie ze strany statu

Lack of qualified experts
Nedostatek kvalifikovanych 39
odbornikd

EET (electronic evidence of sales) 31
EET

Non-existence of tax relief for
microbreweries

Neexistence darnovych Ulev pro 28
minipivovary

Complicated sanitary regulations
Slozité hygienické predpisy
Other barriers

Jiné prekazky
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Fig. 13 Barriers preventing the microbreweries from developing
Obr. 13 Prekazky bréanici rozvoji minipivovaru
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issue is not immediately linked to tourism, but it can provide a lot of
leading ques. The boom of microbreweries as a new field of entre-
preneurial activities took many by surprise, from professionals in the
brewing industry to investors, amateurs, and many others (Fig. 13).

Most of the respondents, three-quarters, consider too much bu-
reaucracy on the side of the state to be the greatest problem, which
is not surprising. A lack of labor power, which is apparent throughout
the Czech economy, was reflected in nearly 45 % of the respondents
claiming to be experiencing shortage of qualified experts. Missing
maltsters represent the most urgent problem, but other professionals
participating directly in beer production were absent too. It is logical
that in the autumn of this year, the fourth vocational school for malt-
sters is about to be opened in the capital city of Czech hop, in Zatec.

The very much discussed launching of EET (electronic evidence of
sales) (Zakon, 2016) or insufficient tax relief for microbreweries did
not resonate in the research, being only mentioned in less than one-
third of cases.

3.7 The profile of microbreweries questioned

We addressed around a hundred of microbreweries and 87 micro-
breweries participated in the questionnaire inquiry. There are 46% of
them older than five years, 31% of them have been on the market from
two to 5 years, and 23% exist for less than 2 years. We also enquired
about where the microbreweries operate. The fact that more than
a half of those questioned were microbreweries in business for more
than five years is significant because they already have experience
from the market and they have experimented significantly.

Today, most of them exist in Prague, and then in Plzenr, Brno, or
Ostrava. However, there are several towns with 10 to 30 thousand of
inhabitants, where there are three microbreweries. And there are
several municipalities with less than 500 citizens and microbreweries
are established here as well. It is possible to assume that these will
never rely on local clients, but that they anticipate association with
tourism (Fig. 14).

4 INQUIRY BETWEEN MUNICIPALITIES
AND TOWNS REGARDING THE
PERCEPTION OF THE ROLE OF
MICROBREWERIES

The survey researched into the significance of microbreweries for
towns and municipalities, the areas of cooperation and the way this
cooperation is evaluated. And we repeatedly enquired about making
use of the information centers potential and their possible signifi-
cance for the process of cooperation between the microbreweries
and municipalities.

Similarly to the inquiry three years ago, we managed to get 17 re-
sponses from municipalities and towns from different regions of the
Czech Republic. Regarding size, all types of municipalities were rep-
resented, starting with less than 2,000 citizens and ending with more
than 100,000 citizens, similarly to the microbreweries (Fig. 15).

More than three-quarters of respondents from towns or munici-
palities mention that microbreweries extend the opportunities of so-
cial life within their territory. More than 70% of the respondents agree
with the statement that microbreweries help to raise awareness of
the municipality within the region, within the Czech Republic, and
eventually abroad. In the previous research, this number was 59%.

Nearly one-half of the respondents mentioned gastronomic bene-
fits of the microbreweries, which means a great decrease in prefer-
ences. Three years ago, this was the most frequently appreciated
advantage and it was mentioned by 76% of the self-government rep-
resentatives.

Entrepreneurial opportunities, organizing markets and other ac-
tivities were stated by two-fifths of the respondents, and the same
number of respondents cooperates by situating social and other
events in the microbreweries. One-third of the respondents agree
with the statement that microbreweries increase employment and
strengthen the sense of belonging to the municipality or town. Only
relatively few of them mention that microbreweries rise the number of
visitors spending the night in the municipality.

We were interested in how the representatives of municipalities
and towns evaluate the significance of microbreweries from tourism
(Fig. 16).

Nearly a half of the respondents can see a great benefit of micro-
breweries for tourism, and about the same number of others believes
there is no great significance for tourism now but there may be ben-

3.7 Profil dotazovanych minipivovari

Oslovili jsme kolem stovky minipivovart a 87 minipivovard se do-
taznikového Setfeni zUcastnilo. 46 % je starSich nez 5 let, 31 % fun-
guje natrhu 2 az 5 let a 23 % méné, nez 2 roky. U minipivovar( jsme
také zjistovali, kde plsobi. Skutecnost, Ze vice nez polovina dotazo-
vanych pfedstavovala minipivovary s plsobenim na trhu pfes pét let,
je vyznamna proto, Ze jiz maji dostatek zkuSenosti z trhu a mnohé
vyzkousely.

Nejvice jich dnes existuje v Praze, dale v Plzni, Brné, ale i Ostra-
vé. Je vSak nékolik mést s poctem obyvatel od 10 do 30 000, kde jiz
pusobi tfi minipivovary. Existuje vSak i nékolik obci s po¢tem obyva-
tel men&im nez 500 a i tam minipivovary vznikaji. Z toho Ize usuzo-
vat, Zze prave ty nikdy nebudou spoléhat na mistni klientelu, ale pfed-
pokladaji napojeni na turistiku (obr. 14).

4 PRUZKUM MEZI OBCEMI A MESTY
Z HLEDISKA VNIMANIi ROLE
MINIPIVOVARU

Dotaznikové Setfeni zkoumalo vyznam minipivovaru pro obce
i mésta, v ¢em spolupracuji a jak je tato spoluprace posuzovana.
A opakované jsme zjistovali, do jaké miry je vyuZivan potencial info-
center a maji-li néjaky vyznam v procesu spoluprace mezi minipivo-
vary, obcemi a mésty.

Podobné jako pfed tfemi lety se podafilo ziskat 17 odpovédi z obci
a mést rliznych regiond Ceské republiky. Velikostné byly zastoupeny
vSechny typy obci a mést s velikosti do 2 000 obyvatel az po sidla
nad 100 000 obyvatel, obdobné jako u minipivovarud (obr. 15).

Nejcastéji, vice nez tfi Ctvrtiny respondentl z obci nebo mést zmi-
Auji, ze tam minipivovary rozS$ifuji nabidku spolecenského zivota.
Vice neZ 70 % oslovenych souhlasi s tvrzenim, Ze minipivovary pfi-
spivaji k Sir§imu povédomi o obci v regionu, v Ceské republice ev.
i v zahrani¢i. V minulém vyzkumu jich bylo 59 %.

Téméf polovina uvedla gastronomicky pfinos minipivovard, coz
znamenalo velky propad v preferencich. Jesté pred 3 lety to byl nej-
Castéji oceriovany pfinos a byl zminén 76 % predstaviteli samospravy.

Podnikatelskou pfilezitost, organizovani trhl a dal$i ¢innosti uved-
ly dvé pétiny dotazovanych a stejné procento spolupracuje tak, ze
do nich umistuji spolecenskeé a jiné akce. Tietina dotazovanych sou-
hlasi s vyrokem, Ze minipivovary zvySuji zaméstnanost a upevnuji
soundlezitost k obci nebo k méstu. Relativné malo ¢asto zmiriuje, Ze
minipivovary zvySuji po¢et navstévnika, ktefi v obci prenocuiji.

Zajimali jsme se o to, jak predstavitelé obci a mést hodnoti vy-
znam minipivovar( z hlediska cestovniho ruchu (obr. 16).

Témér polovina respondentu vidi znaény pfinos minipivovar( pro
cestovni ruch a stejné procento dalSich sice prozatim velky vyznam
z turistického pohledu nema, ale véfi v jeho pfinos v budoucnosti.
Ve srovnani s prlzkumem pfed tfemi lety se jedna o velmi vyrazny
a veskrze pozitivni posun. Tehdy charakterizovalo minipivovary jako
pfinos 35 % dotazovanych a 41 % véfilo, ze vyznam mit budou. Ctvr-
tina tehdy bud’ nabidla jiny komentaF, nebo nevéfila v pfinos do bu-
doucna.

Nutno podotknout, ze pozitivni ndhled na pozitivni roli minipivova-
rd v cestovnim ruchu podporuji i ¢asto medializované vyroky pred-
staviteld samospravy, ktefi otevieni kazdého minipivovaru komentu-
ji vesmés pozitivné.

W Less than 2,000 citizens
do 2 000 obyvatel

M Less than 5,000 citizens
do 5 000 obyvatel

m Less than 10,000 citizens
do 10 000 obyvatel

M Less than 30,000 citizens
do 30 000 obyvatel

M Less than 99,000 citizens
do 99 000 obyvatel

m More than 100,000 citizens
nad 100 000 obyvatel

Fig. 14 Number of citizens in the municipality or town where the mi-
crobrewery operates
Obr. 14 Pocet obyvatel v obci nebo mésté, kde minipivovar plsobi
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efits in future. Compared to research held three years ago, this is
a very significant and utterly positive shift. Back then, microbreweries
were characterized as beneficial by 35% of respondents, and 41% of
respondents believed in future benefits. There was, therefore, one-
quarter of respondents who offered another commentary or did not
believe in any future benefits.

It is necessary to state that positive view of the progressive role of
microbreweries in tourism is also supported by the often communicated
statements of the self-government representatives, who comment on
each new microbrewery opening with a fair share of positivism.

The way the self-government views the prospects of cooperation
with microbreweries is very significant. Two-fifths of respondents
(41%) already liaise closely with microbreweries and plan to contin-
ue and extend cooperation, which represents a significant shift in
preferences compared to the 12% in the inquiry three years ago.
Nearly 30% of representatives of municipalities and towns stated
that they cooperate occasionally and plan to extend cooperation in
future. Altogether, there are 71% of municipalities collaborating with
microbreweries or planning to extend cooperation, which is a shift in
the positive direction compared to 50% from the previous inquiry.

But still, there is a greater third of municipalities and towns that
leave the existing insufficient collaboration unchanged or that do not
even plan any cooperation, either now or in future.

If we compared the responses from municipalities and towns three
years ago and now, there is an apparent shift in the evaluations of
the quality of cooperation with the microbreweries.

Making use of information centers in the municipalities and towns
may represent another interesting marketing tool for the microbrew-
eries. They may offer information materials, souvenirs, and many
other objects from the microbrewery, and in some cases, it may even
be possible to buy beer.

More than two-fifths of microbreweries are presented at the web-
sites of the municipalities (it was 35% three years ago), 41% distrib-
ute printed materials or claim existing cooperation in the area of ex-
hibitions and trade fairs, which corresponds to the situation in 2014.
While at that time, 23% of self-governments did not plan any future
events together, this year this number dropped to nearly 18%. This
documents that the utilization of information centers for the micro-
breweries’ marketing does not present the potential, we might have
been expecting, despite its gradual increase. Examples of towns and
municipalities where it is possible to get printed materials from the
breweries, to buy souvenirs or even to buy beer, are quite scarce
nowadays, or even a rarity.

We wanted to find out whether the microbreweries bring about
some damaging effects for the municipalities and towns, such as
night disturbances, gatherings of persons violating the order, prob-
lems with hygiene, etc. Not a single municipality or town stated any
negative aspects related to the existence of the microbrewery. This
is very significant and utterly positive information and a signal for the
future about a much more extensive cooperation between the micro-
breweries, municipalities and towns.

Extensive questionnaire inquiry regarding the cooperation of micro-
breweries and municipalities and towns, also regarding their role in
tourism and cooperation with tourist agencies and carriers, repeated
after three years, demonstrated a positive shift in a majority of aspects.

It shows that microbreweries acquire a role in the development of
mostly regional tourism, being perceived in that way by the munici-
palities and towns.

Extends the offer of social life within
Rozsifuje nabidku spole¢enského Zivota

Contributes to a greater, wider awareness of the
municipaliy within the region
Prispivé k SirS§imu povédomi o obci v regionu

It is interesting for its gastronomic benefit

Je zajimavy pro sv(j gastronomicky pfinos
Offers entreprenuerial opportunities,

organizes markets etc.

Nabizi podnikatelské pfileZitosti, organizuje trhy, atd.
We cooperate with the microbrewery

S minipivovarem spolupracujeme

Increases employment

ZvySuje zaméstnanost

Strengthens the sense of belongigng
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Upevriuje pocit sounalezitosti k obci

The number of visitors spending the night in the
municipality increases

Zvysuje pocet navstévnika, ktefi v obci prenocuiji
Other reasons

Jiné divody

B Has significant benefits
Predstavuje vyznamny pfinos

B No significant benefit now, but we
believe it will have
Prozatim velky vyznam
z turistického pohledu nema,
ale véfime v jeho pfinos
v budoucnosti

M We do not believe it could have
any significant benefits either
today or in future
Nedomnivame se, ze by dnes
nebo v budoucnosti mohl byt
vyznamnou zajimavosti

Fig. 16 The significance of microbreweries for a municipality or town
from the point of view of tourism

Obr. 16 Vyznam minipivovaru z hlediska cestovniho ruchu pro obec
nebo mésto

Fig. 15 How do municipalities or towns perceive the significance of
microbreweries from different points of view

Obr. 15 Jak obce nebo mésta vnimaji vyznam minipivovaru z rdiznych
hledisek

Velmi dllezité je, jak vidi samosprava perspektivy spoluprace
s minipivovary. Dvé pétiny (41%) respondentd s minipivovary jiz
dnes Uzce spolupracuji a bude ji i nadale rozsifovat, coz je ve srov-
nani s 12% v prazkumu pred tfemi lety vyrazny posun preferenci.
DalSich téméf 30% zastupcl obci a mést uvedlo, Ze spolupracuji
prilezitostné, ale hodlaji ji rozsifit. Celkové 71 % obci a mést spolu-
pracuje s minipivovary nebo ji budou rozsifovat, coz je ve srovnani
s 50% v pfedchozim dotaznikovém Setfeni posun pozitivnim smé-
rem.

Presto existuje vétsi tfetina obci a mést, ktera dosavadni malou
spolupraci ponecha beze zmény nebo spolupraci neplanuji nyni ani
v budoucnosti. Srovname-li to s odpovédmi obci a mést pred tremi
lety, je patrny vyrazny posun v hodnoceni kvality spoluprace s mini-
pivovary.

Vyuziti infocenter v obcich a méstech maze byt pro minipivovary
dalSim zajimavym marketingovym nastrojem. Mohou nabizet nejen
informac¢ni materialy, suvenyry a mnoho dal§iho z minipivovaru, ale
v nékterych pfipadech je mozny i ndkup piva.

Vice nez dvé pétiny minipivovarl je prezentovano na webech obci
(pfed 3 lety 35 %), ve 41 % jsou distribuovany tisténé materialy nebo
existuje spoluprace v oblasti vystav a veletrhl, coz odpovida situaci
v roce 2014. Zatimco v té dobé 23 % samosprav neplanovalo zadné
budouci spole¢né akce, v letodnim roce se podil sniZil na necelych
18%. Z toho vyplyva, ze vyuziti infocenter pro marketing minipivova-
rl pfestoze mirné roste, nepredstavuje takovy potencial, jaky by-
chom oc¢ekavali. Pfiklady nékterych mést a obci, kde Ize v infocent-
rech dostat tisténé materialy minipivovard, koupit si suvenyry nebo
i piva, jsou v soucasnosti spiSe sporadické, raritou.

Zjistovali jsme, nepfinasi-li minipivovary do obci a mést néjaky ne-
gativni jev, napf. poruSovani no€niho klidu, shlukovani pofadek na-
rudujicich osob, existuji-li problémy s hygienou atd. Ani jedna obec
nebo mésto neuvedly zadny negativni jev souvisejici s existenci mi-
nipivovaru. To je velmi vyznamna a nadmiru pozitivni informace
a signal do budoucna o mnohem S$ir§i spolupraci mezi minipivovary,
obcemi a mésty.

Rozsahlé, po tfech letech opakované dotaznikové Setfeni o spolu-
praci minipivovard s obcemi, mésty, dale o jejich roli v cestovnim
ruchu a ve spolupraci s cestovnimi kancelafremi a dopravci ukazala
ve vyrazné vétsiné pozitivni posun.

Ukazuje se, Ze minipivovary svou roli v rozvoji hlavné regionalni
turistiky ziskavaji a tak jsou také obcemi i mésty chapany.

5 ZAVER

1) Minipivovary navstévuji ve stale vySsi mife, z vice nez €tyf pétin
hosté z jinych ¢asti republiky a zahrani¢ni konzumenti piva, coz
podtrhuje roli minipivovaru jako mista s vyznamnou vazbou
na cestovni ruch. Roz8ifuje se 8kala hostl z riznych zemi. Dfi-
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5 CONCLUSIONS

1) Microbreweries are more and more frequently visited by guests
from other parts of the republic and by beer consumers from
abroad, which underlines the role of the microbrewery as a place
with an important link to tourism. The spectrum of guests from
different countries keeps extending. The former dominance of
visitors from Germany and Russia is now being replaced by
a much more extensive portfolio of visitors, not only from Euro-
pean destinations, but also from the USA, China, Korea, etc.

2) Apart from beer and food consumption, microbreweries signifi-
cantly extend the offered accessory services. They offer guided
tours in the brewery, opening museums of brewing industry more
and more often.

3) The way the microbreweries communicate has marked the most
significant shift. As the microbreweries have their websites. Us-
ing social networks represents the second most frequent form of
communication, with Facebook dominating. Utilization of printed
materials decreased slightly, and yet they are still perceived as
the third most common form of communication with the public.

4) Microbreweries cooperate more with municipalities and towns, but
they view their cooperation more critically. The number of those
evaluating it as beneficial or rather beneficial dropped. On the
contrary, the share of microbreweries appraising the cooperation
rather skeptically as insignificant and small has increased.

5) On the other hand, respondents from municipalities and towns
unambiguously point to the existing significant or in future ex-
pected benefits of microbreweries. That is a very encouraging
conclusion.

6) And the other way round, compared to the period three years
ago, the evaluation of cooperation between microbreweries and
travel subjects, i.e. tourist agencies and carriers, is more confi-
dent. The number of those contacting them regularly, offering
packages of services, and developing other forms of coopera-
tion has augmented. The group of microbreweries considering
cooperation with travel agencies and carriers in general as inter-
esting and worth developing has increased, as well as the group
that perceives cooperation as having little significance but being
worth mounting. Despite this positive trend, nevertheless, coop-
eration fails to meet the expectations of microbreweries.

7) For the first time, the inquiry focused on the highest barriers pre-
venting the faster development of brewing industry, particularly
the microbreweries. It is not surprising that the respondents view
too much bureaucracy on the side of the state as the greatest
problem. Further on, they suffer from lack of qualified experts.
Missing maltsters are the ultimate issue, as well as other profes-
sions participating directly in beer production.

8) The opinion that appears most often regards the fact that micro-
breweries extend the offer of community life in the municipality or
town — more than three-quarters of respondents. They also in-
crease the awareness of the municipality within the region, the
Czech Republic, or eventually abroad. Gastronomic benefits of
microbreweries are mentioned a lot. Entrepreneurial function
and a role in organizing different events are stated by approxi-
mately the same number of respondents as in the case of those
who appreciate the fact that municipalities and towns cooperate
with microbreweries.

9) Making use of information centers may be a stimulating market-
ing tool for the microbreweries. Over the past years, the utiliza-
tion has grown, but it is still not used to the full.

10) The fact that nearly a third of municipalities and towns do not
cooperate with microbreweries and do not plan any cooperation
for the future can be considered as a problem for all subjects.

11) Not a single municipality or town mentioned any negative as-
pects associated with the existence of microbreweries which is
one of the most important and most encouraging findings re-
garding an unambiguous growth potential.

The study after three years showed the changes in the role of mi-
crobreweries in tourism, and also aspects that do not change as for
now.

Nevertheless, the fact that microbreweries are no longer just beer
distributors, but rather that they offer a much wider scale of services
to both domestic and foreign guests, can be apparent as positive.
Municipalities and towns are aware of this potential, and many of
them perceive the role of microbreweries as being more and more
significant for the development of regional tourism.

véjSi dominance hostl z Némecka a Ruska je sttadana mnohem
SirSim portfoliem navstévnikl nejen z evropskych destinaci, ale
i USA, Ciny, Koreje atd.

2) Vedle konzumace piva a jidla minipivovary podstatné rozsifuji
nabidku doprovodnych sluzeb. Nabizeji prohlidky pivovaru s vy-
kladem a Castéji oteviraji muzea pivovarstvi.

3) Vyrazny posun zaznamenala komunikace minipivovard. Praktic-
ky vS8echny minipivovary maji internetové stranky. Hned dalsi
formou komunikace je vyuziti socialnich siti s dominujicim po-
stavenim Facebooku. Vyuziti tisténych material( se mirné snizi-
lo, nadéle vSak jsou tfeti nejCastéji pouzivanou formou komuni-
kace s verejnosti.

4) Minipivovary s obcemi a mésty spolupracuji vic, ale kritictéji na-
hlizeji na vzajemnou kooperaci. Snizil se pocet téch, které ji
hodnotily jako velmi prospéSnou nebo prospésnou. Zvysil se na-
opak podil minipivovar(, které spi$e skepticky hodnoti spolupra-
ci jako nevyznamnou a malou.

5) Naopak, respondenti z obci a mést jednozna¢né poukazuji
na existujici vyznamny nebo v budoucnosti o¢ekavany pfinos
minipivovard. To je velmi pozitivni zaveér.

6) Opacné, ve srovnani s obdobim pfed 3 lety, je hodnoceni spolu-
prace minipivovar( se subjekty cestovniho ruchu, tedy cestovni-
mi kancelafemi a dopravci, pozitivnéjsi. ZvySil se pocet téch,
které je pravidelné kontaktuji, nabizi jim balicky sluzeb a rozviji
dalSi formy kooperace. Vzrostla skupina minipivovar(, ktera
obecné spolupraci s cestovnimi kancelafemi a dopravci povazu-
je za zajimavou a budou ji rozvijet nebo je podle jejich nazoru
prozatim malo vyznamna, ale chtéla by ji rozvijet. Pfes tento po-
zitivni trend vSak spoluprace nenaplriuje oCekavané predstavy
minipivovard.

7) Poprvé byl zjisfovan nazor na nejvétsi piekazky branici rychlej-
§imi rozvoji pivovarstvi, tedy minipivovard. Nej¢asté&ji povazuji
dotazovani, nikoliv pfekvapivé, za nejvétsi problém pfili§ mno-
ho byrokracie ze strany statd. Dale pocituji nedostatek kvalifi-
chybéjici sladci a dalsi profese podilejici se na bezprostfedni
vyrobé piva.

8) Nejcastéji zmiflovanym nazorem je, Ze minipivovary rozsifuji na-
bidku spole¢enského zivota v obci nebo mésté — vice nez tfi
Ctvrtiny respondent(l. Rovnéz prispivaji k Sir§Simu povédomi
o obci v regionu, v Ceské republice, ev. i v zahrani¢i. Casto se
zmifiuje gastronomicky pFinos minipivovard. Podnikatelskou
funkci a roli pfi organizaci riznych eventl uvadi pfiblizné stejné
procento téch, ktefi oceriuji fakt, Ze obce i mésta s minipivovary
spolupracuiji.

9) Vyuziti infocenter v obcich a méstech mlize byt pro minipivovary
zajimavym marketingovym nastrojem. Za posledni roky je patrny
rlst vyuzitelnosti, ale stale je za o¢ekavanim.

10) Skutecnost, Ze témér tfetina obci a mést s minipivovary nespo-
lupracuje a ani do budoucna s timto nepocita, Ize povazovat
za problém pro vSechny zainteresované subjekty.

11) Ani jedna obec nebo mésto neuvedly negativni jev souvisejici
s existenci minipivovaru. To Ize povazovat za jedno z nejdllezi-
t&jSich a také velmi pozitivni zjisténi, které znamené jednoznac-
ny rastovy potencial.

Dotaznikové Setfeni po tfech letech ukazalo, v ¢em se role minipi-
vovarl v cestovnim ruchu méni a v ¢em prozatim nikoliv.

Pfesto Ize jednoznaéné pozitivné hodnotit trend, Ze minipivovary
jiz nejsou pouhymi distributory piva, ale nabizeji mnohem S$irSi Skalu
sluzeb doméacim a také zahranié¢nim hostdm. Tento potenciél si obce
i mésta uvédomuji a mnohé z nich vidi roli minipivovart jako stale
vyznamnéjsi pro rozvoj regiondlni turistiky.

PFedstavitelé minipivovarud si rovnéz uvédomuiji, ze musi vice nez
jindy hledat cesty k cestovnim kancelafim a dopravciim a spole¢né
budovat produkt cestovniho ruchu, které zatraktivni regiony, které
stale jesté stoji stranou hlavnich navstévnickych proudd. Koneckon-
cl turisticky atraktivni mésto, jako je Praha, si potencial minipivovard
uvédomuije jiz dlouho a s jejich budovanim pokracuje.

A kontaktuji-li predstavitelé obci a mést prakticky ve vSech pfipa-
dech, ze minipivovary nepfina$eji negativni jevy a spolupraci by
chtély dale rozvijet, mlze byt pivovarstvi i cestou minipivovard tim,
co regionalni cestovni ruch v Ceské republice potfebuje — zajistit
a hlavné rozsifit nabidku ¢asto unikatnich sluzeb v oblasti gastrono-
mie i dalSich sluZzeb cestovniho ruchu. A touto cestou do oblasti
s mélo turisty pfitdhnout mnohem vice navstévniku jak z Ceské re-
publiky, tak i ze zahrani¢i.
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Representatives of microbreweries are also more and more aware
that they must search for ways to reach tourist agencies and carriers,
and to mutually build the tourism programs to make more attractive
the regions that are still outside the main visitor streams. After all,
a city as attractive for tourists as Prague has realized the potential of
microbreweries quite a long time ago and continued to develop them.

And if the representatives of municipalities and towns nearly unan-
imously claim that microbreweries bring no negative effects and that
they are interested in further cooperation, brewing industry, also in
the form of microbreweries, may be just what the regional holiday
business in the Czech Republic needs — the way to provide for and
particularly to extend the offer of often unique services in the area of
gastronomy and other travel services. And this may be the way to
attract more visitors to areas with few tourists, both from the Czech
Republic and from abroad.
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