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Vacl, J.: Netradi¢ni formy komunikace v pivovarstvi a hledani jejich potencialu. Kvasny Prum. 59, 2013, ¢. 10-11, s. 275-283

Pivovary v silném konkurenénim prostredi a neustale se ménicich podminkach i zvycich spotiebitell stoji prfed problémem co, jak, kdy
a komu komunikovat a sou¢asné i hledat spojence na cesté ke kone¢nému spotrebiteli. Priizkum mezi tuzemskymi pivovary reprezentu-
jicimi 92 % trhu a az na vyjimky vSechny vyznamné komercni pivovary ukazal, Ze jednou z cest, jak podporovat jméno pivovaru a jeho
piva jsou pravé prohlidky pivovaru, exkurze do provozl, komunikace prostfednictvim navstévnickych center atd. To mize byt zesileno
synergickym efektem spoluprace se subjekty, které v pivu a pivovarstvi vidi podnikatelsky potencial — cestovnimi kancelafemi, pfepravci
v8eho druhu, obcemi a mésty.

Vacl, J.: Innovative means of communication in the brewing trade and exploration of their potential. Kvasny Prum. 59, 2013, No.
10-11, p 275-283

In the current highly competitive environment and constantly changing conditions and with changing consumer habits, breweries are
faced with the problem of what, how, when and with whom to communicate and where to seek allies on the way to the end consumer.
A survey of domestic breweries representing 92% of the market and, with some exceptions, all major commercial breweries showed that
one of the ways to promote the name of a brewery and its beer are brewery tours, excursions to brewery plants, communication through
visitor centers, etc. This approach can be enhanced by the synergistic effect of cooperation with potential partners that see business
potential in beer and brewing such as travel agencies, carriers of all kinds, and municipalities.

Vacl, J.: Die unkonventionellen Methoden in Brauindustrie und die Suche nach ihrer Potential. Kvasny Prum. 59, 2013, Nr. 10-11,
S. 275-283

In einem stark wettbewerbsorientierten und sténdig sich wandelnden Umfeld stehen die Brauereien vor dem Problem; was, wie und wem
zu kommunizieren und zugleich die Verbundete auf dem Weg zum Endkunde zu suchen. Die Befragungen werden fast bei allen inl&ndis-
chen Brauereien einschlieBlich alle bedeutende kommerzielle Brauereien mit dem Anteil am Biermarkt bis zu 92% durgefuihrt. Die Befragun-
gen haben eine Moglichkeit zur Unterstltzung des Brauereinamens und Bieres gezeigt, zum Beispiel die Exkursionen, Brauereifihrungen,
die Kommunikation mit dem Besucherzentrum usw.. Dies kénnte durch synergischen Effekt der Mitarbeit zwischen der Brauerei und dem
Subjekt (Reisebliro, Spedition aller Art, Gemeinde, Stadt), dass das Bier und die Brauindustrie als ein Unternehmenspotenzial betrachten.
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1 UVOD

Polozme si otdzku, kterou ma marketingovy manazer mozna den-
né na stole. Co délat, jak komunikovat, s ¢im novym pfijit, aby byl
splnén zakladni ukol, ktery pfed nim stoji: pfijit s takovym projektem,
koncepci &i snad strategii a taktikou, aby produkt nebo sluzby jeho
firmy na trhu obstaly. Nic vic a nic méné. Stale ¢astgji jsme totiz dnes
svédky situaci, kdy nékteré formy komunikace ztraceji na efektivnos-
ti. Ukazuje se, ze dopad reklamy na zakaznika, jeji schopnost ovliv-
nit jeho rozhodovani o nakupu urcitého zbozi, sluzby nebo myslenky
se snizuje. Neznamena to, Ze reklama kon¢i, ze nebude. Ur¢ité svou
funkci bude mit i v budoucnosti. Bude v8ak nutné mix komunika¢nich
nastroju ménit. A vlastné se tak jiz déje.

Nastupuji formy, které jesté pfed par lety na trhu k dispozici ne-
byly nebo jen v malé mife. K tém, které jsou stale popularnéjsi a na
které mnohem vice sézeji podnikatelské subjekty, patfi napf. Public
Relations a tzv. eventy. Sem patfi nejen spoleCenské akce s prvky
zabavy a pfinasejici uklidnéni, pohodu, ale i formy, které v sobé maji
vzdélavaci prvek. Konzumenti téchto sluzeb maji pocit, ze ucast na
akcich, jako jsou navstévy zabavnich park( s interaktivnimi prvky,
firemni muzea, navstévnické trasy — exkurze jim nabizeji kombinaci
zabavy i pouceni. Navic maji v sobé i prvek, ktery chce mit stale vét-
Si pocCet téch, ktefi jsou ovlivilovani komunika¢nimi aktivitami kolem
nas — maji moznost si zvolit, co, kdy, kde a jakou formou mohou byt
ovliviiovani komunikaénimi vzkazy. Pocit nezavislosti v konzumaci
informaci nabira na vyznamu.

Nejinak je tomu v pivovarstvi. Jsme naddle svedky opravnéné
a nezbytné snahy komunikovat s cilovou skupinou formami a me-
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1 INTRODUCTION

Let us ask a question which marketing managers face virtually
every day. What to do, how to communicate, what new things to
come up with to meet the basic task before them: to devise a project,
concept, strategy or tactic to make a company’s product or service
commercially successful. Nothing more and nothing less. We are
increasingly witnessing situations where some means of commu-
nication become less effective. It turns out that the impact of adver-
tising on the customer, its ability to influence the customer’s decision
to purchase a particular product, service or an idea is decreasing.
By no means does this mean the end of advertising. Advertising will
continue to serve a purpose in the future. However, it will be nec-
essary to change the means of communication. And this is precisely
what’s already happening.

Communication means are now available which did not exist or
were rare only a few years ago. These include public relations and
special events, which are becoming increasingly popular in the world
of commerce. In addition to social events providing entertainment
where people relax, many means have an educational dimension.
Those participating in such events feel that a visit to an amusement
park with interactive elements, or to a company museum, or visitors’
tours offer both learning and a fun experience. These approaches
incorporate an element desired by an increasing number of those
who are influenced by the advertising around us — namely the ability
to choose when, what, where and how they want to be influenced by
advertising messages. The feeling of independence when absorbing
information is becoming more important. It's no different in the brew-
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todami, o nichz se pivovary domnivaji, Ze jsou spravné, efektivni
a pfinesou kyzeny vysledek, kterym je prodej napoje. Kdysi pouze
jednoho nebo dvou druht piv, dnes se Skala rozsifuje i ke special-
nim, neobvyklym a dal$im druhdm piv. CoZ s sebou nese potfebu
komunikovat se stale SirSimi skupinami existujicich i potencialnich
zékaznikl.

Zakaznika zajima hlavné chut napoje, jeho kvalita. Neni to v§ak
zdaleka v$e. Nikdo jiz dnes nepochybuje o tom, ze dllezita je i po-
vést, kterou pivo ma a také jak se jevi i jeho vyrobce. Tomu vSemu
napomahad i pfibéh. A pivo je pravé napoj, zvlasté u nas, u néhoz
pfibéh hraje nezanedbatelnou roli. Pfibéh zaujme o pivu samotném.
Ma ale i jiny rozmér. Napfiklad historicka osobnost, pfibéh zachran-
ce pivovaru, UspéSného manazera. Nebo tfeba to, Ze pivovar patfi
nékomu konkrétnimu, tfeba rodiné. To vSe urcité ovlivni rozhodova-
ni o tom, ze pivo uréité provenience si nékdo zakoupi. Pochopitel-
né, vzdy jen do urcité miry. A proto je tfeba tomuto pozadavku po
pfibéhu napomoci.

Pro pivovary je v8ak dulezité vedle hledani novych a presnéji za-
cilenych komunikaénich aktivit i hledani spojencl. Subjektu, které
jim napomahaji v marketingovém mixu k cesté ke spotfebiteli. Ved-
le tradi¢nich, jako jsou kupf. prodejci, se v posledni dobé objevuje
i skupina subjektl, které mohou pivovardm v mnohém napomoci.
Pfedevsim tim, Ze komunikuji stejnym nebo obdobnym smérem, po-
mahaji rozsifovat povédomi o pivu. Nikoliv z lasky k pivu, ale proto,
Ze pivo ma svou historii, tradici i sou¢asnost a stava se prodejnim
artiklem i z jiného Uhlu nez jako napoj. Je zajimavé pro svij pfi-
béh a vse, co s jeho existenci, tvorbou a komunikaci souvisi. Pivo je
napoj, ktery ma svou kvalitu, ktery chutna a stal se nejen napojem
k uhaseni zizné, ale je i formou Zivotniho stylu. Vime o ném stéle
vice. Posunul se mezi jiné vrstvy konzument(, oslovuje nejen tradic-
ni konzumenty, hlavné muzskou populaci, ale i zeny. A nabizi néco,
co fada jinych produktt nabidnout nemuze. Nabizi moznost vyuzit
synergicky komunikaéni podporu. Patfi sem pfedevsim subjekty pu-
sobici v cestovnim ruchu. Ten totiz neustale hleda naplr pro progra-
my, neprestava oslovovat rGzné cilové skupiny. V tom ma mnohé
spole¢né s pivovarstvim.

2 HLEDANI A VYUZiVANiIi NEKTERYCH
NETRADICNICH FOREM KOMUNIKACE

| kdyz nejc¢astéji pouzivanymi komunikaénimi aktivitami jsou na-
dale rGzné formy reklamy, at jiz maji informacéni, zdbavnou podobu,
navozujici pohodu a chut napoj ochutnat, koupit si jej, vidime v sou-
¢asnosti mnohem diversifikovanéjsi, riznorodéjsi formy komunika-
ce. Je patrné, Ze na dfive dominujici reklamu je spotfebitel stale
rezistentngjsi. Byt ndm to obé skupiny osob, to jsou ti, co reklamy
nabizeji nebo ti, co je v rdmci marketingovych utvar( pro pivovary
schvaluji a kupuji, sotva potvrdi. Pfi¢inou je, ze ji véfi méné, nez
dfiv. Lidé jsou daleko ostrazitéjSi k faktlim, které se v reklaméach
objevuiji.

V pivovarstvi se stéle vice objevuji snahy komunikovat i jinymi for-
mami, nez uvedenou reklamou. Patfi k nim napf. sportovni a kulturni
sponzoring, roste vyznam Public Relations. A stale popularnéjsi jsou
i dalsi z forem, komunikace, prostfednictvim eventl, spole¢enskych
akci. Maji vétSinou velmi dobré zacileni na konkrétni skupinu zakaz-
nikG. Na hudebnl’ festival urcitého 2énru ml"Jieme Iogicky oéekévat
plvovaru nebo pivni festivaly v obcich a méstech. A jesté markantngji
je to patrné u sportu méné prozatl’m v kuItuFe
ekvivalent, umoznuji nenasilnou formou pfipomenout, pro¢ je kon-
zument na akci pfitomen. Maji vSak nékolik nevyhod. Pfedevsim
Casové omezeny dopad. Trvaji den, nékolik dni, mozna jednou, dva-
krat, ale malokdy vicekrat do roka. Obsahuji prvek zabavy, pohody,
vytvareji pocit sounalezitosti k urcité komunité, loajalnost k brandu,
umozni pivovariim mnohdy ovéfit si produktovou fadu, zkoumat na-
zory na pivo a jiny napoj apod. Ale mnozi konzumenti chtéji vic. Za-
jima je historie piva a pivovaru, tradice vyroby, a v neposledni fadé
odbornost instituce i lidi, ktefi se na vyrobé piva u¢astni. Hledaji od-
povédi na otazky jak, z ¢eho, kde a kdo se na vyrobku nebo sluzbé
podili. Jak se vyrobek méni, nebo naopak, ma-li stale stejné vlast-
nosti a pro¢. A tady nastupuje fenomén, ktery neni starsi nez pfibliz-
né deset let. Stale vice pivovard tomuto trendu rozumi a reaguji na
néj. Oteviraji své brany. Dfive na den ro¢né&, nyni mnohem castéji
prezentuji historii, tradice i sou¢asnou vyrobu. Chtéji se pochlubit
nécim, co je jedine€né, co vytvari pocit nostalgie po davno zmizelém
a pfitom reaguje na pozadavky dneska. Otevieni se vefejnosti je

ing industry. We are continually witness to justified and necessary ef-
forts to communicate with a target group using means and methods
which breweries feel are proper, effective, and which bring about the
desired result: to sell beverages. Before, there were only one or two
types of beer. Today the assortment has expanded to include other
types of special and uncommon beers. This makes it necessary to
communicate with ever expanding groups and potential customers.

The customer is primarily interested in the taste of the beverage,
its quality. But that is far from being all. Today, nobody doubts that
the reputation of a beer or its maker is important and to communicate
all of this, it helps to have a story. And beer is precisely the drink,
especially in the Czech Republic, where the story does not play
a secondary role. The story of beer is interesting in and of itself, but
there are other dimensions... perhaps a historical figure, the savior
of a brewery, a successful manager, or the fact that the brewery
belongs to somebody specific, maybe a family. All of this affects the
decision to buy beer of a particular provenance, but naturally, only
up to a point. This is why why it iss necessary to help the story along.

In addition to seeking new and more precisely targeted commu-
nication activities, it is important for breweries to find allies, busi-
nesses to help them with their marketing mix on the way to the con-
sumer. Aside from traditional partners such as merchants, a group
of entities has recently emerged which can do much to assist brew-
eries, by communicating in the same or similar vein and helping
raise public awareness of beer. It is not just for the love of beer,
but because beer has its history, tradition, and contemporary form,
and it is a product which can be sold from many angles, not just as
a beverage. Beer is interesting because of its story, and everything
related to its existence, creation and communication. Beer is a qual-
ity drink with exceptional taste, and beyond quenching thirst it is
also a lifestyle choice. We are constantly learning more about beer.
It has spread to other consumer segments, addressing not only the
traditional male consumers but also women. Plus it offers some-
thing that many other products cannot offer. It offers the chance to
use synergetic effects in supporting communication. This particu-
larly concerns companies working in tourism which are continually
looking for events to add to their trip itineraries and are ceaselessly
addressing different target groups. In this respect, they are similar
to breweries.

2 SEEKING OUT AND UTILIZING
CERTAIN INNOVATIVE MEANS OF
COMMUNICATION

Even if the most frequently used communication activities con-
tinue to be various forms of advertising, whether they be informative
or simply designed to entertain consumers and encourage them to
taste or buy the beverage, we see at present much more diverse
and varied means of communication. It is clear that the consumer
is becoming increasingly resistant to the previously dominant form
of advertising, although both those selling advertising and those in
marketing departments who end up approving and buying publicity
for breweries hardly acknowledge the fact. The reason is that there is
less belief in advertising than before. People are much more skepti-
cal of the ‘facts’ presented in advertisements.

In the brewing trade there are growing efforts to communicate in
different ways using means other than advertising. These include
sport and cultural sponsorship, and the importance of Public Re-
lations is increasing. Other means of communication are also be-
coming more popular and more frequent at public events and social
gatherings. Most are very well targeted at a specific group of custom-
ers. At music festivals of particular genres, we can logically predict
the type of audience which appreciates a given style. Brewery days
and beer festivals are becoming increasingly popular with cities and
towns. This trend is more marked in sports and somewhat less so
in culture.

Such events, for which Czech equivalents are currently being
sought, remind consumers in a subtle way why they are present
at the event. However, they have several disadvantages, the fore-
most of which is the limited duration of impact. They last a day or
a few days, and are held maybe once or twice a year but seldom
more frequently. They include elements of entertainment and re-
laxation, and create a feeling of belonging to a certain community;
they encourage brand loyalty, and often enable breweries to test
out their product line or survey opinions on beer and other bever-
ages. But many consumers want more. They are interested in the
history of beer and breweries, the tradition of beer making, and,
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nesporné spravny tah, pfedevsim psychologicky. Vzkaz vefejnosti
je zfejmy: Podivejte, mame to, co hledate a navic, nemame co skry-
vat. Naopak, podélte se s nami o néco, co je zajimavé. A vefejnost
reaguje nejen postupnym zvySovanim navstévnosti hlavné do dobre
pfipravenych expozic, ale navic to prohlubuje i davéru k brandu. Maji
totiz moznost vSe vidét bezprostfedné, nezprostfedkované, duvéry-
hodné.

Navstévnici maji na jedné strané zajem vidét a ocenuiji, co je
tradiéni a v pivovarstvi vede setrvac¢nost mysleni k tomu, Ze je to
asociovani s kvalitou. Je vSak véeobecné znamo, Ze technologie se
rozviji, potfeby se vyvijeji, zivot kolem nas se méni. Jak tedy stava-
jiciho spotrebitele ubezpedit, ze pivovar déla vse s nejlepSim zamé-
rem uspokoijit jeho prani a pfitom nutné chce respektovat tradici na
jedné strané a pozadavky technologické, ale i ménici se pozadavky
zakaznika i hygienické a jiné normy? Jak jej pfesvédcit, ze pivovar
neni charita, byt ji tfeba méa ve své komunikaéni paletg, ale Ze je to
firma jako kazda jina s tim rozdilem, Ze nabizi u nas popularni, tra-
di¢ni a hlavné kvalitni i zdravy napoj soucasné?

Jednou z cest, ktera patfi do komunikaéniho portfolia, je nabid-
nout realny zazitek, zkusenost. Je to komunikace prostfednictvim
navstévnickych center, prohlidkovych tras a v neposledni fadé i mu-
zei. Je vSak tfeba vyklad naplnit nejen fakty, ale i pfibéhem, ktery
zaujme a pobavi, ale i rozsifi védomosti. Muzea maji vyhodu, ze
nabizeji vSe ,usazené“, provérené. Ale oproti Zivému provozu jsou
statické a mohou i nudit. Cestou je nabidnout navétévnikovi moznost
si na exponat sahnout, nebo mit pocit iluze.

Ve stejné skupiné jsou exkurze, navstévy, prohlidky po podniku,
firmé. Co musi obsahovat? Pestrost. Zabavu. Samozfejmé sezna-
meni s historii a tradici, protoZe neni pfili§ mnoho produktli u nas, se
kterymi jsme ve svété pozitivné spojovani a maji i fenomén kvality.
To pivo ma. A potom je tfeba ukazat, jak se co déla. Ale nejen tech-
nologie, ale i suroviny, které jsou nutné. S akcentem na jedine¢nost,
péci o jakost. A tfetim prvkem je ukazat, ze sice technologie, kvalita
surovin a Fidici procesy jsou nastaveny spravng, ale vsemu vévodi
¢lovék, zaméstnanec. Pivovarnik. A neni jeden. Na dokresleni véeho
musime mit moznost, nejlépe v provozu ukazat, ze to, co se vyrabi,
je i k mani. K ochutnani. Je k dostani v obchodech, gastronomic-
kych zafizenich. Ze si na ném pochutnavaji lidé tam &i onde, nebo
naopak, pouze v jednom misté. Navic, navstévnici mnohem castéji
0 své osobni zkuSenosti diskutuji i po opusténi vrat pivovaru. Stavaji
se nositeli komunikaéniho vzkazu.

Prohlidka pivovaru by idealné méla zacit v navstévnickém centru.
To je misto, kde jsou k dispozici prvni informace o pivovaru, vafe-
ni piva. Cekani na chodbg, &asto se $patnym socialnim zafizenim,
mUize odradit. Profesionalni, Cisté prostfedi motivuje, naladi, vytvari
tolik potfebny pocit dlivéry a pohody. Vypada-li dobfe, mysli si host
totéz i o provozu.

Kli¢ové postaveni ma v procesu navstévy pivovaru pravodce. Prd-
vodce by mél byt spi$ hostitelem, méla by z néj vyzafovat nejen zna-
lost problematiky, ale i fandovstvi. To je ¢asto vedle samotného piva
nositel hlavnich vzkazl. Mdze mnohé zachranit i zkazit. Prdvodce
totiz muze cely projekt pozvednout i shodit. Privodce neni informa-
tor, pfednase¢. Privodce musi zaujmout obsahem i formou a je to
nenapadny salesman. Prodejce. Dal$i z marketingovych nastroju,
byt to nezni pfili§ hezky. A mGze nebo nékde je i zdrojem informaci
0 naladé ve skupiné, dotazech atd. Musi byt zpétnou vazbou. Cha-
peme to tak?

A tfetim momentem je zavér prohlidky. Nebylo-li nabidnuto pivo
nebo jiny napoj po trase prohlidky, nepochybné nabidneme ochutna-
vani na zaver. Vzdyt o tom pivo je. A UpIné na zavér je tfeba vyuzit
toho, Ze jsme o pivu, pivovaru a lidech v ném mluvili a pfedpoklade;j-
me, ze zaujali. Mit moznost si koupit pivo v nejriznéjSich podobach,
druzich a balenich.

Prozatim jsme se nezminili o suvenyrech. O pivnim skle, darkovych
pfedmétech, dalSich vyrobcich s logem pivovaru. O pohlednicich,
brozurach, komunikaénich nosicich. A stale jesté nejsme u konce.
Mnozi z navstévnikl si radi koupi tricko, €epici, bundu a dalsi vyrob-
ky s logem firmy. Aby jim pfipomnéla hezké chvile. A kazdy z téchto
vyrobkl nese v sobé& komunikaéni naboj, komunikaéni sdéleni. Lidé
jsou zahlceni billboardy a jinymi nosi¢i vzkaz(. Ale triko, mikina, ¢e-
pice s logem piva nebo pivovaru je mnohdy nejjednodu$si nosic. Byl
jsem tam nebo jen upozoriuije na to, Ze firma, tedy pivovar a produkt,
tedy pivo je. Ze existuje. A lidé si jej mohou zafixovat, jak se lidové
fika, ,padne jim do oka“. A kdo na né&j upozorni? Vésak v prodejné
s oble¢enim nebo spiSe priivodce nebo hostitel v pivovaru majici
obleceni na sobé? | toto podporuje efekt komunikaéniho poselstvi,
i kdyz jej néktefi chapou spise jako formu finanéniho zdroje pro pi-
vovar. Prvni z uvedeného je hlavni, to druhé nikoliv podruzné, zane-

last but not least, the professional institutions and people who take
part in brewing beer. They are looking for answers to questions
about the people, place, location and everything else involved in
producing a product or providing a service. They want to know how
the product has changed, or, if it remains the same, why. And now
let us look at a phenomenon not more than ten years old. More
and more breweries understand this trend and are responding to
it by opening their doors. At first they did this once a year, now
they are having more open days to present their history along with
traditional and contemporary brewing methods. They want to pro-
mote something that is unique, something that creates nostalgia for
a past which has long since disappeared, while at the same time
responding to the needs of today. Opening up to the public is un-
doubtedly the right move, especially psychologically. The message
to the public is clear: ‘Take a look, we have what you’re looking
for, and we have nothing to hide. To the contrary, come and share
something interesting with us’. The public responds not only by
gradually increasing their attendance, especially for well-organized
events, but also by building their brand loyalty. That’'s because they
have the chance to see everything for themselves up close, which
fosters trust and credibility.

On the one hand, visitors are interested in seeing and appreciating
what is traditional, and in brewing, tradition is associated with quality.
However, it is generally known that technology is always advancing,
needs evolve, life around us changes. So how can we assure to-
day’s consumer that a brewery is doing everything possible to satisfy
his wishes yet respect tradition, meet technical requirements, health
codes and other regulations, while fulfilling the changing desires of
the customer? How can we convince him that the brewery is not
a charity, in spite of using sponsorship as a communication tool, that
it is a company like every other, the difference being that it offers
a beverage which is popular, traditional, high-quality and healthy, all
at the same time.

One option which belongs to every communications portfolio is to
offer something that will be remembered, namely first-hand experi-
ence. This may involve communication through visitors’ centers,
tours of plants, and last but not least, museums. But the facts need
to be accompanied by a story to hold attention and entertain, and to
spread knowledge. Museums have an advantage in that they offer
what is established and proven. However, in comparison with a tour
of a working plant, they are static and may even be boring. One
approach is to let visitors handle the exhibits, maybe sample some-
thing, or have the feeling of illusion.

Excursions, visits, plant and company tours all fall into the same
category. What should they include? Variety. Entertainment. And of
course teaching about history and tradition, since there are not that
many Czech products that are viewed positively throughout the world
as being high-quality. Beer is one of them. And one should show how
different things are done. Not just the technology used but also the
necessary ingredients. There should be an emphasis on uniqueness
and quality control. A third element is to show that while one must
use the right technology, ingredients and processes, everything de-
pends on the watchful eye of the personnel, the brewers. To round
everything out, we must be given an opportunity, preferably during
the tour, to see that the products being made are also available for
tasting or for purchase in shops or restaurants, or that these goods
are enjoyed in different regions or, to the contrary, only in a particu-
lar location. Moreover, after such first-hand experience visitors are
much more likely to remember their personal experience even after
leaving the brewery gates. They become carriers of the communica-
tion message.

A brewery tour should ideally start at the visitor center. This is
a place which will have all initial information about the brewery and
the making of beer. Having to wait in the hallway may turn people
away, as will bad toilets. A professional, clean environment moti-
vates people and creates the necessary atmosphere of trust and
comfort. If it looks good, guests will think the same about brewery
operations.

The guide is an essential figure in the process of brewery tours.
The guide should be more of a host, he should radiate not only
knowledge of the issues but also clear partisanship. Aside from the
beer itself, this guide is often the carrier of the primary messages.
This can make or break the tour. The guide can either elevate or ruin
the experience. The guide is not there to lecture. The guide must
engage visitors as a subtle salesman, as another marketing instru-
ment, although not very elegant. At times the guide may be a source
of information regarding opinions in the group or questions. There
must be feedback. Do we understand that?
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Obr. 1 Jak dlouho nabizite moznost navstivit vas pivovar?' / Fig. 1
How long have you offered brewery tours?'

Obr. 2 Navstévnost pivovarll v poslednich letech / Fig. 2 Brewery
visitors in recent years

Nezanedbatelny nastroj komunikace s verejnosti /
It is an important tool for communicating with the public

PribliZit vefejnosti historii, tradici i sou¢asnou vyrobu piva / Tell something
about history, tradition and current production of beer

Navstéva pivovaru povede k vy$$im nakupim piva /
Brewery tours lead to increased beer sales

Nejde nam jen propagaci naseho piva, ale je to i vefejna sluzba /
We're not only interested in promoting our beer, it's also a public service

Jiné duvody — cestovni ruch, zazitkova gastronomie /

A third important moment is the end of
the tour. If beer or another beverage has
not already been offered on the tour, we will
undoubtedly offer a tasting at the end. After
all, that's what beer is about. At the very end
we must take advantage of the fact that af-
ter talking about beer, the brewery, and the
people in it, we have piqued the interest of
our guests and will give them an opportu-
nity to buy different types of beer in different
package sizes.

We have yet to mention souvenirs such
as beer mugs, gift items, or other products
with the brewery’s printed logo, postcards,

86

&)

41

Other reasons — culinary experience 14
Je to maédni trend, kterému jsme se pfizpusobili / 9
It's a fashionable trend to which we have adapted
0 20

: brochures, various means of communica-
80 100 tion. And that’s still not all. Many visitors
are happy to buy a T-shirt, hat, jacket or

Obr. 3 Dlvody, které pivovary vedou k organizovani exkurzi v pivovarech (Udaje v %) /

Fig. 3 Reasons which lead breweries to offer brewery tours (data in %)

dbatelné. A jsou jiz u nas firmy, které jednotlivosti i kolekce obleceni
jiz maji a nabizeji vefejnosti.

Polozme si otazku: vyuzivaji pivovarské subjekty komunikacniho
potencidlu navstévnickych center, muzei a prohlidek k netradiéni,
ale moderni komunikaci o sobé, o své firmé a jejim produktu nebo na
portfoliu nabidky. Jsou pivovary jedinymi subjekty, které maji zajem
0 pivu néco sdélit? Jednoznacna je odpovéd — ve stale vétsi mire
nikoli. Jak jsme uvedli, roste fada subjektu, které se na fenoménu
pivu chtgji podilet. Je tfeba jim to umoznit.

3 PRﬁZKU'M'VYU2ITi EXKURZIi JAKO
NETRADICNI METODY KOMUNIKACE

1 POTENCIAL PRO SPOLUPRACI S JINYMI
SUBJEKTY A ANALYZA ZJISTENYCH
INFORMACI

V srpnu 2013 nase spole¢nost, PORT spol. s r. 0., provedla pru-
zkum mezi pivovary, jaké maji zaméry v oblasti exkurzi, resp. prohli-
dek pivovard. Oslovili jsme 23 komer¢énich pivovarG, které tvofi pres
devadesat procent vystavu piva v Ceské republice. Obdrzeli jsme 22
vyplnénych dotaznikd, které byly vyhodnoceny a tvofi podklad pro
treti ¢ast této staté. Velmi si cenime toho, Ze jejich predstavitelé sviij
¢as vyzkumu vénovali, podélili se o své zkuSenosti i plany. Dékuje-
me vSem i touto cestou.

Prfedmétem naseho zajmu bylo hledani odpovédi na otazky, Ize-li
chapat exkurzi jako komunikaéni metodu a neobjevily-li se nékteré
nové pohledy na tuto €innost. Zkoumali jsme motivy, které vedou
pivovary k budovani navstévnickych tras a center a jaké maji zaméry
do budoucna. Je-li tato sou¢ast marketingového mixu Ziva nebo ne.
A navic jsme chtéli védeét, hledaji-li pfirozené spojence v predavani
informaci smérem k verejnosti a kdo jimi jsou nebo by mohli byt.

Stanovili jsme si hypotézu, ze marketingovy produkt, jako jsou
moznosti navstévy pivovard ma logiku, marketingovy a komunikaéni

' V&echny tdaje u vSech obrazkl ve stati vyplyvaji z priizkumu organizo-
vaného spole¢nosti PORT spol. s r. 0. a vypocty jsou vlastni

other products with a company logo, to be
reminded of a good time. Now each one of
these products carries a message. People
are attacked by billboards and other advertising media. But a T-
shirt, sweatshirt or hat with a beer or brewery logo is often the
simplest message medium. It says ‘| was there’, or simply points
out that the company, the brewery, or its beer exists. It makes
a subtle impression or ‘strikes one’s eye’. Who will point this out
to people? Clothes hanging in the shop, or more likely a guide or
host in the brewery who happens to be wearing such clothing?
Even this increases the impact of the message being communi-
cated, although some people understand this to be a source of
revenue for the brewery. The former is paramount, and the latter
is in no way negligible. There are now companies which have
individual garments and even entire clothing collections on sale
to the public.

Let us ask the question: are breweries using the potential of visitor
centers, museums and tours to provide non-traditional but modern
means of communication about the company and its product or prod-
uct line? Are breweries the only firms that are interested in commu-
nicating something about beer? The answer is still an unequivocal
and resounding no. As we mentioned earlier, the number of compa-
nies interested in sharing in the phenomenon of beer is growing. We
should enable them to do so.

3 STUDY OF THE USE OF TOURS AS

AN INNOVATIVE METHOD MEANS OF
COMMUNICATION AND THE POTENTIAL
FOR COOPERATING WITH OTHER
COMPANIES AND ANALYSIS OF THE
FINDINGS

In August 2013 our company, PORT spol. s r. 0., surveyed Czech
breweries to find out what plans they had with regard to brewery
tours. We contacted 23 commercial breweries which today account
for over ninety percent of the beer produced in the Czech Repub-
lic. Twenty two questionnaires were completed and returned. These
were analyzed and constitute the basis for the third part of this study
report.
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Jiné moznosti (degustace, naucné stezky) /
Other activities (tastings, educational trail)

Moznosti navétivit pivovarské muzeum /
Admission to a brewing museum

Prezentaci pivovaru v navstévnickém centru ‘

s jeho historii a tradici i sou¢asnosti /

Presentation of the brewery at the visitor center
featuring its history, tradition and present operations

Seznameni se s vyrobnim procesem /
Learning about the production process

On that note, we highly appreciate the
time spent by the respondents sharing their
experiences and plans with us. Once again,
we thank you.

Our study attempted to determine wheth-
er tours can be understood as a means of
communication and whether this activity is
now being viewed from new and different
perspectives. We examined the motives
which lead breweries to create tours and
visitor centers, and the plans they have for
the future. Essentially, we wanted to know
whether this component of the marketing
mix is alive or not. Moreover, we wanted
to know whether breweries are seeking out
natural allies to present information to the

Obr. 4 Co vSechno prohlidka pivovaru zahrnuje / Fig. 4 What is included in a brewery tour?

potencidl a jejich prostfednictvim Ize oekavat, ze budou ve stéle
vétSim zorném uhlu vlastniki a managementu pivovard. Pfipravili
jsme 12 otazek a obeslali malé i stfedni pivovary a pivovarské sku-
piny. Oslovili jsme rozhodujici segmenty mezi pivovary a diky jejich
ochoté na projektu spolupracovat jsme zpracovali vysledky jejich
odpovedi, které jsme podrobili analyze. Podivejme se na vysledky
a zavéry, ke kterym jsme dosli:

Zjistovali jsme, jak dlouho pivovary exkurze do svych prostor
organizuji (obr. 1). Ukdzalo se, ze 91 % pivovarl tak ¢ini nejmé-
né po dobu péti let a zbyvajici mezi dvéma az péti léty. Velmi
rozdilna je navstévnost pivovard. Zatimco do prfevazné mensich
pfichazi roéné nékolik stovek ucastnikl prohlidek, u Spi¢kovych
a nejvétsich pivovard tak navstévnost presahuje desitky i stovky
tisic osob. Plati pravidlo, ze pfedevsim velké pivovary maji velmi
sofistikované zorganizovany systém exkurzi. | kdyz jsme nezkou-
mali ekonomickou stranku této aktivity a podle rozhovorl s fadou
pivovarnikG neni pofadani exkurzi €innost pro ziskani dodatec-
nych finanénich zdroji, mize byt tato ¢innost i finanéné docela
zajimava.

Zajimalo nas, jak se vyviji navstévnost (obr. 2). Vice nez dveé tfe-
tiny pivovart v poslednich letech zaznamenavaji rist navstévnosti,
u vice nez jedné pétiny stagnuje a pouze u necelych deseti procent
pivovarl pocet navstévnikl klesa. To odpovida odhadim a podpo-
ruje nazor, ze exkurze jsou chapany jako zdroj informaci, pouceni
a v neposledni fadé i jako forma zabavy.

Dale bylo zkoumano, jaké jsou motivy pro organizovani navstév
pivovar( (obr. 3). Nabidli jsme nékolik moznosti v¢. toho, Ze pivovary
mohly i nad rdmec nabidnutych moZnosti specifikovat divody této
sluzby.

Rozhodujici ¢ast pivovard, a nebyl rozdil mezi velkymi a malymi
nebo stfednimi pivovary, uvedla, ze exkurze chapou jako nezane-
dbatelny nastroj komunikace s vefejnosti. Stejné procento, tedy vice
nez Ctyfi pétiny pivovarl potom chce svym navstévnikim pfiblizit
historii, tradice i sou¢asnost vyroby piva. Zajimavé je, ze az na tfetim
misté bylo uvedeno, Zze exkurze maji vést k vy§§im nakupim piva
a jen s malym rozdilem nasledovalo chapani navstévy pivovaru jako
vefejna sluzba. Nékteré pivovary, zvlaste ty, ve kterych ma existence

Ano, ale jen pro osoby starsi 18 let
Yes, but only from persons older than 18 years

Nabizime vybér z nékolika druhl piv
We offer several beer types

Zatim ne, ale uvazujeme o tom 5
Not yet, but thinking about it

Neni ‘,

Not

-+ r v v v
0 5 10 15 20

Obr. 5 Je soucasti prohlidky pivovaru i ochutnavka piva z produkce
vaseho pivovaru? (Udaje v %) / Fig. 5 Does the brewery tour include
a tasting of beer produced by your brewery? (in %)

public, and who these allies are or might be.

We developed the hypothesis that mar-
keting products such as brewery tours make
sense and have great potential in terms of
marketing and communication. We can expect such activities to re-
ceive increasing attention from brewery owners and management.
We prepared 12 questions and sent them to small and medium-sized
breweries and groups of breweries. We addressed the major play-
ers on the market and thanks to their willingness to cooperate in the
project, we have been able to compile their answers and analyze
them in detail. Let’s look at the findings and the conclusions we have
drawn:

We determined how long breweries have been offering tours of
their facilities (Fig. 7). It turns out that 91% of breweries have been
offering tours for a period of at least five years, while the rest have
been offering tours over the past two to five years. The number of
visitors to different breweries varies widely. While the smaller brew-
eries may have several hundred people take tours each year, the
largest and most renowned breweries may have over one hundred
thousand visitors annually. In general, it is the larger breweries which
have developed very sophisticated tour systems. Even though we
did not investigate the economic aspect of conducting tours and, ac-
cording to the several brewers we spoke with, such tours are not
conducted to make additional money, this activity can even be fairly
interesting financially.

We were interested in visitor trends (Fig. 2). More than two-thirds
of breweries have experienced an increase in the number of visitors
in recent years, more than one-fifth the number of visitors has been
stagnant, while nearly one-tenth of breweries have experienced
a decline in the number of visitors. This corresponds to the estimates
and supports the opinion that tours are understood as a source of
information, education, and even a form of entertainment.

Further, we examined the motives for organizing brewery visits
(Fig. 3). We offered several options as well as space for breweries to
list other reasons for offering tour services.

The majority of breweries, with little differences between the large,
small or medium-sized breweries, stated that they understand tours
as an important tool for communicating with the public. The same
percentage, i.e. more than four-fifths of the breweries, want to ac-
quaint their visitors with the history, tradition and present practices
of brewing beer. Interestingly enough, the response that tours lead
to greater beer purchases was only listed third, closely followed by
the understanding that tours are a public service. Some breweries,
especially those which have a long tradition of tours, also stated that
they perceive the tours to be a form of cooperation with local or re-
gional government.

The questionnaire also offered a chance to breweries to express
their motives for organizing tours. Other reasons for this activity
given by breweries included taste testing, support of tourism, and
meeting the demand for culinary experiences. There was even the
opinion that tours are also a tool aimed at the competition. Only one
brewery said that it was organizing tours to adapt to modern trends.

Another part of the questionnaire (Fig. 4) was aimed at determining
what is involved in a tour of a brewery. We offered multiple-choice
responses, while the respondents were also able to give their own
answer.

Logically, visitors are most frequently shown the production pro-
cess. Nearly two-fifths of breweries already have a visitor center with
information about the history, tradition and present of the brewery.
Considerably fewer, i.e. 15%, also offer admission to a brewing mu-
seum. In some cases, tastings or educational trails have also been
included in brewery tours.
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exkurzi dlouhou tradici, mj. uvedly, ze to chapou i jako formu spolu-
prace se samospravnymi a statnimi subjekty.

V dotazniku byla nabidnuta i varianta k vyjadfeni viastniho motivu
organizovani exkurzi. Pokud pivovary uvadeély i jiné dlivody k této
aktivité, napsaly jak moznost degustace napoju, podporu cestovniho
ruchu i reakci na poptavku po zazitkové gastronomii. Objevil se v8ak
i nazor, ze exkurze jsou formou i zacileni na konkurenci. Jen jeden
z pivovart uved| organizovani exkurzi jako pfizpusobeni se médni-
mu trendu.

Dalsi ¢ast dotazniku (obr. 4) smérovala k zjistovani, co vSechno je
soucasti prohlidky pivovaru. Nabidli jsme nékolik variant odpovédi
s tim, ze respondent mohl zvefejnit i jinou nez nami navrhovanou
odpovéd.

Z logiky vyplyva, ze nejCastéji si navstévnici mohou prohlédnout
vyrobni proces. Témér dvé pétiny pivovard jiz maji navstévnicka cen-
tra s informacemi o historii, tradici i sou¢asnosti pivovaru. Pomérné
vyrazné méné, tedy 15 % pivovard, nabizi i navstévu pivovarského
muzea. Degustace nebo nauéné stezky se v nékterych pfipadech
rovnéz staly soucasti prohlidek pivovard.

Soucasti vyzkumu bylo i zjistovani, je-li v programu exkurze ochut-
navka piva (obr. 5). Rozhodujici ¢ast pivovar( povazuje ochutnavku
piva za logickou soucast prohlidky. Tato ochutnavka byva zaclenéna
do nékteré ¢asti prohlidky, v nékolika pfipadech po navstévé vyrob-
niho procesu.

Pokud je soucet odpovédi vyssi, nez celkovy po€et zkoumanych
pivovard, je to dano tim, ze néktefi predstavitelé uvedli vice odpové-
di. Stoji vSak za zminku akcent na to, ze ochutnavka piva je strikt-
né pro osoby starsi 18 let. Chapeme to jako projev zodpovédného
pfistupu pivovar( ke konzumaci byt lehkého alkoholického napoje.
Dluzno podotknout, ze pokud nékteré pivovary ochutnavku v progra-
mu nemaji, uvazuji o tom, ji v budoucnosti organizovat, zaélenit do
prohlidky pivovaru.

Velmi dlleZita je komunikace pivovaru o moznosti jej navstivit (obr.
6). Zjistovali jsme, jakym zplsobem se Ize o exkurzi dovédét. Kte-
rych druh médii pivovar pouziva. Se kterymi subjekty spolupracuje.
Bylo k dispozici nékolik odpovédi a také moznost uvést specifickou
formu, ktera mezi nabizenymi moznostmi nebyla.

AZ na vyjimku vSechny pivovary poskytuji informace o moznosti na-
vstivit pivovar na svych internetovych strankéach. To neni prekvapivé
zjisténi. Co je vSak velmi rozdilné, je kvalita poskytovanych informaci.
Prohlédli jsme si vS§echny internetové stranky pivovar(, které nabidly
informace v prlizkumu nasi spole¢nosti PORT spol. s r. 0. Zjistili jsme,
ze rozsah informaci se pohybuje v rozmezi nékolika fadek s uvedenim
kontaktu az po velmi sofistikované stranky, které poskytuji nejen vse
potfebné, ale jednoznacné motivuji k navstéve. Podporuji tak hlavni
smysl existence navstévnickych center a moznosti prohlidky pivovaru.

Vysoka kvalita tohoto zdroje informaci u nékterych subjektd odpo-
vida obecné kvalité internetovych stranek. Je to dnes zakladni zdroj
pfi hledani informaci. A co je dllezité si uvédomit, Ze se jiz ztratil dfi-
ve selektivni charakter tohoto média, dany vékem a pfistupem k in-
ternetu. V sou€asnosti si v ném informace hledaji vSechny generace.

Druhym nejpocetnéjsim pramenem o exkurzich jsou tisténé pro-
pagacéni materialy. | tady je patrny rozdil v pfistupu k tomuto prame-
ni informaci pro navstévniky. | kdyz jsme detailné nezkoumali tento
druh tiskovin ze vSech pivovarli z naseho priizkumu, z osobni zkuse-
nosti vime, Ze jsou v jejich Urovni zna¢né rozdily. A to nejen v kvalité
materiall, ale predevsim v jejich vypovidaci hodnoté. Nejlep$i z nich
si kladou za cil nejen informovat o exkurzich, ale jsou i nastrojem
komunikace o pivovaru a pivu nebo pivech z jeho produkce. Navic
jsou néstrojem, které mohou vyuzivat obchodni partnefi pfedevsim
z cestovniho ruchu, informaéni kancelare v obcich atd.

K pomérné prekvapivému vysledku se doslo v pfipadé dalSich ko-
munikaénich kanald. Stejnou vahu jako komunikaéni zdroj maji sub-
jekty plsobici v cestovnim ruchu — od cestovnich kancelafi po hote-
ly, dopravce, pfip. informaéni centra v obcich. Zda se, ze pfedevsim
role cestovnich kancelafi je mensi, nez by se oekavalo nebo mélo
svou logiku. Vzdyt jejich problém je mnohdy nedostatek naméti pro
zajimavé a nové programy a jsou tedy logickym partnerem a spojen-
cem pro pivovary. Tento hendikep si vSak nékteré pivovary uvédo-
muji, jak ukazou dal$i vysledky zkoumani. Rozhovory s predstaviteli
predevs§im velmi vyznamnych pivovar( ukazaly, Ze vyznam cestov-
nich kancelafi jiz byl piné pochopen a stava se mnohdy témér samo-
statnym druhem ¢innosti v rdmci podnikani pivovar(.

Prekvapenim je pomérné maly podil komunikace prostrednictvim
Public Relations. Zde plati jednoznaéné — ¢im vyznamnégjsi a kva-
litn&jSi navstévnické centrum a prohlidka pivovaru, tim vétsi naboj
a dokonalejsi nastroj této stale vyznamnéjsi formy a metody komu-
nikace je realizovan. Synergicky je komunikovano o pivovaru, pivu
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Obr. 6 Zdroje informaci o moznosti navstivit pivovar (Udaje v %) / Fig.
6 Sources of information promoting brewery tours (data in %)

Part of the research was also to determine whether a tour included
a beer tasting (Fig. 5). The majority of breweries consider beer tast-
ing to be a logical component of a tour. This tasting tends to be
incorporated into a certain part of the tour, in some cases right after
visiting the production facility.

You may notice that the number of responses is greater than the
number of breweries surveyed. This is because certain respondents
gave multiple answers. Of note, however, is the emphasis that beer
tastings are strictly for persons over the age of 18. We understand
this to be an expression of the responsible approach of breweries to-
wards the consumption of an alcoholic beverage, albeit a light one. It
should also be mentioned that breweries which do not have tastings
are thinking about adding tastings to their tours.

It is very important for breweries to make it known that they offer
tours (Fig. 6). We examined the different ways in which brewery tours
can be promoted and the different types of media used by breweries
and the associates they work with. There was a choice of several
answers as well as space to mention other specific forms which were
not listed.

With few exceptions, all breweries provided information about
brewery tours on their websites. This is not a surprising finding. What
is very different however, is the quality of information provided. We
examined all websites of the breweries which submitted information
in our survey. We found that the scope of information ranges from
a few lines with a contact number to very sophisticated web pages
which not only provide all necessary information but clearly motivate
people to go on a visit. Thus they support the primary purpose for the
existence of visitor centers and brewery tours.

The high quality of this information source at some breweries
generally corresponds to the quality of the websites. Today it is the
basic resource when seeking information. It is important to realize
that it has lost its formerly selective character with regard to age
and internet access. Nowadays, all generations search for informa-
tion.

The second most frequent manner in which tours are promoted is
through printed promotional materials. Here as well, there are clear
differences in the approach to this source of information for visitors.
Even though we did not examine in detail this type of printed mate-
rial from all the breweries in our survey, we know from personal
experience that there are considerable differences in their level of
sophistication, not just in the quality of materials but also in their
informational value. The best of these not only provide information
about tours but also serve as a tool to communicate about the brew-
ery and the beer or beers it produces. This is also a tool which can
be easily used by business partners such as travel agencies, or
municipal information centers.

Some relatively surprising results were found for other commu-
nication channels. Those working in the tourism industry such as
travel agencies, hotels, carriers, and municipal information centers
are valued similarly as communication resources. It appears that the
role of travel agencies in particular is smaller than would be logically
expected. After all, they are often in need of ideas for attractive des-
tinations and are thus a logical partner and ally for breweries. How-
ever, as we shall see in the study findings below, certain breweries
are aware of this handicap. Interviews with representatives of well-
known breweries showed that the importance of travel agencies has
already been fully grasped and often becomes a nearly independent
component of brewery operations.
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but there are plans

V soucasnosti moznost existuje — 90 % /
Currently exists — 90%

Neexistuje, ale mame
v planu sluzbu nabizet — 5 % /
Does not currently exist

to offer the service; — 5%

One surprise is the relatively small share of Public Re-
lations communication. Here it is clearly the case that
the better a visitor center and brewery tour, the great-
er impact is achieved from this increasingly important
method of communication. There is synergy in the mes-
sage about the brewery, the beer, and the opportunity to
visit the brewery and taste the beverage. Other forms of
promoting tours were also mentioned, such as personal
contacts, the use of radio stations, and communication
through company periodicals.

Tourists are happy to bring home souvenirs from their
travels. This is because souvenirs bring back pleasant
memories of enjoyable times, they improve one’s mood,
enable and facilitate communication between people,
along with many other reasons we could list. We there-
fore examined whether visitors had the chance when

Obr. 7 Nabidka piva a darkovych pfedmétli v pivovarech /
Fig. 7 Beer and gift items offered in breweries

a moznosti pivovar navstivit a napoj ochutnat. Byly uvedeny i dal-
8i formy, jimiz pivovary komunikuji o svych exkurzich, a to osobni
kontakty, vyuZiti rozhlasovych stanic, komunikace prostfednictvim
vlastnich periodik atd.

Turisté si velmi radi z cest vezou suvenyr. Je to dano tim, ze suve-
nyr vyvolava pozitivni vzpominku na chvile pohody, zlepSuje naladu,
umozni a usnadni komunikaci mezi lidmi a mohli bychom ve vyjme-
novani dal$ich davodl pokraovat. Zkoumali jsme proto, maji-li na-
v§tévnici moznost si pfi navstévé pivovart koupit pivo, v jaké am-
balazi, vyuzivaji-li stale popularnéjSich darkovych voucher a jsou-li
pivovary s to nabidnout darkové pfedméty (obr. 7). Pravé ty umoznu;ji
komunikovat o pivovaru i o pivu davno za jeho branami.

Ukazuje se, Ze devét z deseti pivovarQ tak ¢ini a pouze 5 procent
takovou sluzbu nabizet neplanuje.

Chtéli jsme znat odpovéd na otazku, co si Ize v pivovaru koupit
(obr. 8). Byli jsme nékterymi pivovary upozornéni na to, ze se jiz za-
jimavé rozvijeji e-shopy se suvenyry.

Prevliada moznost nakoupit si pivo nebo darkova baleni piva. Vy-
soké procento pivovard je s to nabizet i dal$i darkové a propagaéni
pfedméty, o kterych predpokladame, ze pro lepSi dopad na zékazni-
ka jsou dopInéna logem pivovaru. Tato nabidka je velmi pestra, od
jednoduchych a osvédcéenych tri¢ek, ¢epic, sklenic atd. az po velmi
sofistikované designové fady vyrobk( v nékterych pfipadech pro-
vazanych predevsim na sponzorované sportovni odvétvi. Naopak
prekvapilo relativné nizké procento vyuziti darkovych certifikatd. Da-
vodem mUiZe byt slozitéj$i manipulace pro darce i obdarovaného.

V dal$i ¢asti prazkumu bylo zkoumano, do jaké miry existuje pro-
pojeni mezi produkty, tedy vyrabénymi s tim, je-li mozné v prostredi,
které pivovar jednoznacéné ovliviiuje, je ochutnat, konzumovat (obr.
9). Dllezitym momentem je totiz nabidnout zajemcim nejen prohlid-
ku pivovaru, ale aby méli moznost pivo, jak se nékdy fika ochutnat
+PFimo u zdroje“. To samo v sobé zahrnuje i dal§i momenty — komu-
nikacni vzkaz o pivovaru a spolupraci se subjekty, které maji stejny
zajem jako pivovary — subjekty cestovniho ruchu. A pravé nékteré
pivovary jiz dnes vychazeji cestovnimu ruchu stéle vice vstfic a bu-
duji vedle gastrozarizeni i konferenéné-spoleCenska centra. Umoz-
fuji tak kombinaci degustace i konzumaci piva v restauraci i moz-
nost opakované byt v misté, kde se pivo vyrabi a dosahnout tak

Pivo z produkce pivovaru /
Beer brewed at the brewery

Dérkova baleni piva /
Gift packs of beer

86 %

Darkové a propagacni pfedméty / o
Gifts and promotional items 77 °|

14%
!

Obr. 8 Co si Ize koupit pfi navstéveé pivovaru / Fig. 8 Items which can
be purchased when visiting a brewery

Darkové certifikaty piv /
Beer gift certificates

touring breweries to purchase beer and in what kind of
packaging, whether they use increasingly popular gift
vouchers, and whether breweries offer gift items (Fig. 7).
Itis precisely such items which continue to carry the mes-
sage of the brewery and its beer far beyond its gates.

It turns out that nine out of ten breweries do so and only 5% are
not planning to offer such a service. We wanted to know what ex-
actly can be purchased at breweries. (Fig. 8). We were informed by
several breweries that they had already begun to develop attractive
e-shops to sell souvenirs.

Visitors are most commonly given an opportunity to buy beer or
a gift pack of beer. Along with this, a high percentage of brewer-
ies also offer other gift and promotional items, which we presume
feature the logo of the brewery to maximize customer impact. Such
items differ widely, ranging from simple, tried and true T-shirts, hats
and glasses to very sophisticated designer lines of products, in some
cases accompanied by sponsorship in certain sports. On the other
hand, we were surprised by the relatively low use of gift certificates.
One reason may be the more complicated handling for the buyer and
the recipient.

In the next part of the study we examined to what degree there is
a connection between the product produced and its tasting or con-
sumption on the brewery premises (Fig. 9). It is important not only to
offer the public a chance to tour the brewery but also to sample the
beer “at the very source”. This inherently leads to communication
about the brewery and cooperation with firms who have the same
interests as the brewery, notably travel agencies. Certain breweries
have already begun to cater to tourism and are building conference
centers/meeting rooms in addition to restaurants. This makes it pos-
sible to sample and consume beer at a restaurant while repeatedly
being where the beer is produced, thus achieving a synergetic ef-
fect. Additionally, conferences or social events often involve publicity
about the place where they are held, thus increasing the amount of
information about the brewery and its product. This is particularly
evident among renowned breweries, which are increasingly heading
in this direction.

Nearly one-fourth of breweries have a restaurant on the premises
or in the vicinity. More than two-fifths offer services as a restaurant/
conference center. This means that two-thirds of breweries can
strengthen the link between the brewery and its beer, and in doing
so can use the mutual support of tourism-related businesses and
their communication support.

I's no wonder that another two-fifths of breweries are planning to
introduce one of these services. Another question focused on wheth-
er breweries offer a meeting room or a conference center.

The fact is that a number of breweries are welcoming such co-
operation today, not only those which for many years have been
leading cooperation with businesses in tourism or companies which
specialize in organizing events.

Not surprisingly, nearly two-fifths of breweries will significantly ex-
pand this type of additional service. Another half of breweries are
considering expansion. On the other hand, no brewery is considering
limiting or even cancelling tours of its facility. The remaining third of
breweries will leave tour activities at their present level.

The fact that most breweries continue to expand or are consider-
ing an expansion of their tours is anticipated by the questions asking
about the specific steps the breweries intend to take in the given
area (Fig. 11).

Several responses were offered as well as a chance to list some
specific plans. Breweries could submit several responses at the
same time.
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jiz zminéného synergického efektu. Navic konferenéné-spolecenské
akce nezfidka kdy vyvolavaji publicitu o misté konani a tim zmnozuji
informaci o pivovaru a logicky i o jeho produktu. Je to patrné pre-
devsim o velmi vyznamnych pivovarech, které stale ¢astéji uvazuiji
uvedenym smérem.

Témér Ctvrtina pivovarll ma pivovarskou restauraci v pivovaru
nebo jeho bezprostfedni blizkosti. Vice nez dvé pétiny pfitom nabi-
zeji nejen sluzby restaurace, ale i konferenéné-restauraéniho centra.
Znamena to, ze dvé tretiny pivovarl mohou znasobit efekt propojeni
pivovaru se svym pivem a navic i v tomto ohledu mohou vyuzit vza-
jemné podpory subjektt v cestovnim ruchu a navic i jejich komuni-
kacni podporu.

Nelze se proto divit, ze dal$i skoro dvé pétiny pivovart jednu
z uvedenych sluzeb planuji. A pod jinou odpovédi se skryvalo to,
Ze pivovary nabizeji spole¢enskou mistnost nebo pouze konferenéni
centrum.

Faktem je, Ze jiz dnes cela fada pivovard, a nejsou to jen ty, kte-
ré jsou v tomto ohledu dlouhodobé na $pici spoluprace se subjekty
v cestovnim ruchu nebo firmami plsobicimi v organizovani eventd,
takovou spolupraci vyuziva.

Vyzkum zjistoval, jaké maji pivovary budouci plany s fenoménem
exkurzi (obr. 10).

Neprekvapuje, Zze témér dvé pétiny pivovarl bude tento druh pro
pivovary doplfikovy charakter sluzeb vyznamné rozsifovat. Dalsi
témér polovina pivovarll zvazuje rozsifeni. Naopak, zadny pivovar
neuvazuje o omezeni nebo dokonce zruSeni prohlidek ve svych pro-
vozech. Zbyvajici tretina pivovari ponecha projekty s exkurzemi na
stejné urovni.

Skute€nost, Ze vétSina pivovar( nadale rozSifi nebo zvazuje
rozSifovani prostoru pro exkurze v pivovarech, anticipovala otazky
tykajici se v ¢em, jaké kroky hodlaji pivovary realizovat v uvedené
oblasti ¢innosti (obr. 11).

Bylo nabidnuto nékolik odpovédi a pochopitelné i moznost uvést
néco specifického z chystanych pland. Pivovary mohly uvést i néko-
lik odpovédi soucasné.

Zavéry z prizkumu lIze rozdélit do dvou skupin. Necela pétina pi-
vovarl neplanuje Zadné rozvojové aktivity v souvislosti s navstévami
svych prostor. Jinymi slovy, vice nez 80 % z nich planuje zkvalitnéni
sluzeb. Z internich aktivit se pocita nejvice s rozsifenim navstévnic-
kého centra, nasleduje rozsifeni provozni doby prohlidek a rozsiteni
nabidky pravodcovskych sluzeb v dal$ich jazycich atd. Nej¢astéji
vSak pivovary jmenuji jako planovanou aktivitu rozsifeni spoluprace
se subjekty v cestovnim ruchu. Coz Ize chapat i jako zplsob rozsi-
feni komunikace o pivovaru a pivu dalsi formou. Nejen do Ceské
republiky, ale v souvislosti s nabidkou rozSifeni jazyk(l i smérem
k zahrani¢nim navstévnikim. To odpovida zjisténim v prvni ¢asti
dotaznikového prizkumu, kdy pivovary, jak jsme uvedli, prozatim
potencial cestovniho ruchu nevyuzivaji v dostate€né nebo spise
ocekavané mife.

Posledni oblast prliizkumu se tykala programi pro zaky a studenty
(obr. 12).

Priblizné 40 % pivovar(l takové programy nema. Naopak, mezi
tfemi pétinami pivovard je i nékolik, které maji program jak pro zaky,
tak studenty. Ddvodem k relativné nizkému procentu program(i pro
mladez do 18 let je citlivost projektu v tom, ze se mluvi o produktu,
ktery v sobé obsahuje alkohol a tedy hrozi naféeni z propagace al-
koholu. Tomu v8ak vhodnou programaci pivovary jsou s to predejit
a soustfeduji se na to, Ze se jedna o vyrobu produktu s velkou tradi-
ci, historii a mohou i vhodné komunikovat zodpovédny proaktivni pfi-
stup ke konzumaci alkoholu. To Ize povazovat sice za nejednoduché
pfipravit, ale dle naseho nazoru za poctivy a sofistikovany pfistup
k jinak citlivé problematice.

4 ZAVERY

Pivovary se dnes pohybuiji ve velmi silném konkurenénim prostre-
di napojarského primyslu. Konkuruji si mezi sebou navzajem, maji
konkurenty mezi ostatnimi vyrobci napoji. Méni se socialni i ekono-
mické a spole€enské prostiedi u nds, ale i v zahrani¢i. Méni se jak
existujici konzument piva, tak i spotfebitel potencialni. Objevuji se
podminky, které chtéji nebo by stale vice chtély mluvit do podnikatel-
ského prostredi pivovaru a stéle vice by chtély ovlivnit i spotfebitel-
ské zvyklosti. Ty byly dlouhou dobu vcelku stabilni. Ale v poslednich
dvou desetiletich se méni. Proto pivovary stoji pfed problémem co,
jak, kdy a komu komunikovat a sou¢asné i hledat spojence na cesté
ke kone¢nému spotrebiteli.

Pivovarskeé restaurace /
Brewery restaurant

Pivovarskeé restaurace

a konferenéné-restauraéni centra /
Brewery restaurant and
conference/restaurant centers

Nemaiji zadné zatizeni /
No facilities

Restauraci planuji oteviit /
Planning on opening a restaurant

Konferenéné-spolecenské

centrum planuji otevfit /

Planning on opening

a meeting room/conference center
Jina odpovéd /

Other answer

Obr. 9 Restaurace a konferenéné-spoleenska centra v pivovarech /
Fig. 9 Restaurants and conference centers in breweries

The conclusions of the study can be divided into two groups. Near-
ly one-fifth of breweries are not planning any development activity
in conjunction with tours of their facilities. In other words, more than
80% of them are planning to improve the quality of services. The
most common step to be taken is an expansion of the visitor center,
then an expansion of tour hours and expansion of guide services
in other languages. However, the planned activity most frequently
mentioned by breweries is cooperation with tourism-related busi-
nesses. This can be considered to be another form of expanding
communication about the brewery and beer, and not only for the
Czech Republic but also for foreign visitors in more languages. This
is in line with the findings in the first part of the questionnaire, where
we stated that breweries have yet to exploit the full or anticipated
potential of tourism.

The final part of the study concerned programs for students (Fig.
12).

Approximately 40% of breweries do not have such programs. On
the other hand, of the remaining 60% there are several breweries
which do have programs for elementary and secondary school stu-
dents. The reason for the relatively low percentage of programs for
teenagers is the fact that such programs necessarily feature a prod-
uct which contains alcohol and are therefore at risk of being accused
of promoting alcohol. However, this can be pre-empted by empha-
sizing that beer is a product with a great tradition and history, and
that such programs can appropriately communicate a responsible,
proactive approach to alcohol consumption. This may be considered
difficult to do but in our opinion it is an honest and sophisticated ap-
proach to a sensitive issue.

4 CONCLUSIONS

Today, breweries find themselves in the very strong, competitive
environment of the beverage industry. They compete against one
another and face competition from other beverage manufacturers.
The social and economic climate is changing in this country, both
here and abroad.

Patrné omezime /

\ Slight cut back
: 0% Omezime

Ponechame
na stejné
arovni

36 % a patrné
Let prohlidky
on same zrusime /
level We will limit
or possibly
cancel tours

0%

Vyznamné
rozsifime /
Major
expansion
18 %

Zvazujeme
rozsifeni
46 % (

Thinking about expansion

—>

Obr. 10 Plany pivovart s exkurzemi pfip. dalsi zafizeni do budoucna
/ Fig. 10 Brewery plans for tours and other facilities in the future
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Rozsitime nabidku v cizich jazycich /
We will expand our assortment in foreign languages

Rozsifime spolupraci s cestovnimi kancelaiemi /
We will expand cooperation with travel agencies

Zavedeme nové prohlidkové trasy /
We will create new tour routes

Roziifime navstévnické centrum /
We will expand our visitor center

Vybudujeme pivovarské muzeum /
We will build a brewing museum

Rozsifime provozni dobu pro exkurze
We will expand the tour hours

Jiné moznosti (ozvuceni atd.) /
Other options (sound system etc.)

Neplanujeme v nejblizsi dobé zadné rozsiteni /
We are not planning any expansion in the near future

Obr. 11 Pokud pivovary planuji rozSifeni exkurzi, co hodlaji realizo-
vat/ Fig. 11 Specific plans of breweries planning on expanding tours

Pivovary pfichazeji s inovacemi svych produktovych portfolii a nut-
né museji pfijit i s novymi formami komunikace. Jednou z nich je
komunikace prostiednictvim svych vlastnich zafizeni. Ta nabizeji to,
co napf. v medialni komunikaci je mnohdy sotva mozné — totiz ko-
munikaci formou event(, exkurzi, navstévnickych center maji. Zalezi
na jejich kreativité, znalosti cilovych skupin a schopnosti je oslovit.
Maji velkého spojence. Tim je relativné nova poptavka po industri-
alnich tarach, po navstéve vyrobnich zavodl nebo snaze seznamit
se s historii, odkazem predkl. Pivovary u nas maji velkou vyhodu
— disponuiji obojim. Mohou nabidnout historii, tradici, osobnosti a to,
¢im se muze Ceska republika chlubit — mezinarodnim véhlasem piva
Ceské provenience.

Prizkum mezi tuzemskymi pivovary reprezentujicimi 92 % trhu az
na vyjimky vSechny vyznamné komeréni pivovary ukazal, Ze jednou
z cest, jak podporovat jméno pivovaru a jeho piva jsou pravé pro-
hlidky pivovard, exkurze do provoz(, komunikace prostfednictvim
navstévnickych center atd. Je jasné, ze vSe, co jiz bylo uvedeno,
vysi produkci piva nezachrani. Mze vSak podpofit marketingové ak-
tivity jako celek netradi€nimi komunikaénimi metodami, na které neni
vefejnost rezistentni. Véfi tomu, co vidi. A to maji pivovary v rukou.
Zalezi na jejich schopnosti zaujmout, nabidnout pfibéh, nabidnout
pfijemny pocit a nabidnout i elegantni formu vzdélani. A patrné i vy-
tvofit tendenci k loajalité, je-li to podpofeno vhodnou degustaci v od-
povidajicim prostfedi.

A to v8e mUze byt zesileno synergickym efektem spoluprace se
subjekty, které v pivu a pivovarstvi vidi podnikatelsky potencial. Tolik
potfebnou programovou inovaci. Témi subjekty jsou cestovni kan-
celare, prepravci véeho druhu. A v neposledni fadé i obce a mésta.
Ta si dle nedavnych vyzkumdi stale silngji uvédomuiji potencial piva
a pivovarstvi jako zajimavého specifika mista.

Je tedy na pivovarech, aby vyuzily moznosti, které k osloveni spo-
tfebitele nabidly stéle jeSté netradiéni formy komunikace. Ze zve-
fejnéného prazkumu vyplyvd, Ze rozhodujici pocet pivovard si to
uvédomuije a hodla s tim néco délat. Uz také proto, Ze ma uspésné
pfiklady mezi sebou, které jim cestu ukazuji. Jen se chopit pfilezitos-
ti, mit vizi a také odvahu. Je mnohdy dulezitéj$i, nez finanéni zdroje.
Ty se, jak znamo, na profesionalné pfipravené projekty skoro vzdy
najdou.
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Pro zaky Pro studenty 2Zvazujeme Zadny takovy Ne, programy
zékladnich stfednich Skol pfipravu program nemame / nemame, ale
3kol / aucné/ programu / We do not have pfipravujeme je /
For elementary For vocational We are any such program No, we do not
school students and middle considering have any
school students introducing programs but
aprogram are preparing one

Obr. 12 Mate zvlastni programy pro zaky a studenty do 18 let? /
Fig. 12 Do you have any special programs for students under 18
years of age?

Current beer consumers and potential customers are changing.
Conditions have arisen which are increasingly affecting the business
environment of breweries as well as influencing consumer habits.
For a long time these were fairly stable, but have now changed over
the past two decades. That is why breweries are faced with the prob-
lem of what, how and when to communicate and to whom, having at
the same time to seek allies on the way to the end consumer.

Breweries are innovating their product portfolios and must neces-
sarily devise new means of communication. One of these is commu-
nication through their own facilities, which offer what is often hardly
possible with mass media communication, namely communication
in the form of events, tours, and visitor centers. This depends on
their creativity, knowledge of target groups, and the ability to reach
them. Breweries have a powerful ally in the relatively new demand
for industrial tours and visits to manufacturing plants, or the attempt
to pass on the history and legacy of our forefathers. Breweries have
a great advantage in the Czech Republic because they have both.
They can offer history, tradition, celebrities and something Czechs
can boast about — internationally acclaimed Czech beer.

The survey of domestic breweries representing 92% of the market
and nearly all major commercial breweries showed that one way to
promote the name of a brewery and its beer is to offer tours of the
brewery and its operations and to communicate through visitor cent-
ers It is clear that the aforementioned will not raise beer production
levels. However, it can support marketing as a whole through inno-
vative communication methods to which the public is receptive. The
public believes what it sees, which plays right into the hand of brew-
eries. It simply depends on their ability to attract attention, tell a story,
and provide a pleasant experience which is also an elegant form of
education. Obviously, breweries must engender loyalty, which may
be achieved by offering tastings in appropriate surroundings.

All of this may be magnified through the synergetic effect of co-
operating with companies which see a business potential in beer and
brewing. Such innovative changes are needed. These firms include
travel agencies and carriers of all kinds. Finally, there are the munici-
palities. According to recent research, these increasingly recognize
the potential of beer and brewing as an interesting and special local
selling point.

Itis up to the breweries to exploit the opportunities offered by inno-
vative forms of communication. Recent surveys show that the major-
ity of breweries realize this and plan to do something about it. They
are also motivated by the successful examples among them showing
them the way forward. All that is needed is to seize the opportunity
and to have vision and courage. This is often more important than
financial resources which, as is well known, can almost always be
found for professionally prepared projects.



