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Statistical Analysis of Beer Consumption
Preferences

Summary

Beer is one of the most popular drink around theldvand the most popular drink in
the Czech Republic. The fact that the Czech nasarumber one in beer consumption
per capita is a real stimulation for possible newd a&ontemporary breweries and
brewing companies interested in this market, anstiit can have some unexplored
segments.

The main aim of this diploma thesis is to evaluptgential factors which
influence consumers’ behaviour in process of chapbieer and its consumption. This
evaluation is performed via appropriate methodsstatistical analysis and current
available information technologies, especially Bbgud computing technologies and
software suitable for specific statistical analysis

Diploma thesis consists of two main parts. Theoohictory part is aimed at
known facts and knowledge related to beer itsehaviour of consumers in general,
behaviour of beer consumers, market research metad cloud computing tools used
for creating questionnaire survey in digital formeinded for Czech consumers.

Practical part is then dedicated to performingisteal analysis, especially
categorical data analysis in form of contingendylda and their evaluation via SAS
software based on results from the questionnaireegu Testing of pre-formulated
hypotheses is focused on potential dependenciesbetobserved variables and factors
from survey.

The conclusion is dedicated to the descriptiontref most important facts
resulting from the statistical analysis and estiomtof potential causes and
consequences of analysed aspects of beer consunapitbopinions related to beer and

current beer market situation.

Key words:
Consumption, marketing research, hypothesis, statisanalysis, IT, the Internet,

preferences, survey, SAS.
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Statisticka analyza preferenci spot Feby piva

Souhrn

Pivo je jeden z nejpopuld&$ich napa} swta a nejpopula§sim napojem Ceské
republice. Fakt, Ze&esky narod jecislem jedna ve spiwh: piva na obyvatele je
skut&énym stimulem pro potencionalni nové a &mné pivovary a pivovarni
spole&nosti zainteresované v tomto trznim &, ktery stale mize skryvat neobjevené
segmenty.

Hlavni zamdteni této diplomové prace je vyhodnotit potenciafaktory
ovliviujici proces vybru piva a jeho spétby. Toto vyhodnoceni je provedeno pomoci
vhodnych metod statistické analyzy a &msnych informénich technologii, zejména
pak pomoci ,cloudovych” technologii a softwaru vhétio pro statistickou analyzu.

Diplomové prace se sklada ze dvou hlavriasti. Uvodnicast je zansfena na
znama fakta a znalosti tykajici se pivu jako takoué spotebitelskému chovani,
chovani spdtbitele alkoholu, metodam jmkumu trhu a ,cloudovym® nastnan
vhodnym pro vytvéeni dotaznikové ankety v digitalni podolurcené pro ¢eské
konzumenty.

Praktickda c¢ast je ¥novana provedeni statistické analyzy vystedk
z dotaznikového Setni, pevazri pak kategorialni analyze dat v podob
kontingertnich tabulek a jejich vyhodnoceni pomoci softwaASSS tim je spojeno
testovani pedpipravenymi hypotézam zatfenymi na zavislost mezi pozorovanymi
promennymi a faktory vyplyvajici z dotazniku.

Zawr prace je zamgfen na popsani najtezitejSich fakti vyplyvajici ze
statistického Séeni a odhadu potenciélnictiipn a nasledi analyzovanych aspektu

spoteby piva a nadzoru vztazenym k pivu a&imné situaci na pivnim trhu.

Kli ¢ova slova:
Spoteba, marketingovy gzkum, hypotézy, statisticka analyza, IT, interpegference,
anketa, SAS.
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1. Introduction

Beer is a manually produced drink, which has itgins in ancient Mesopotamia (8 000
B.C.). It can be brewed basically from four elenaentresources which are water,
yeasts, hops and cereals (wheat, barley, etc.).t@tlee sugar contained in cereal, beer
is classified as an alcoholic drink after fermeotatprocess. Brewing has an old
tradition in Bohemian countries. The first veri@bbrewery was founded in the
monastery of Tepla town before slightly before yE200.

Beer is a one of the most popular drinks all arotiredworld, especially in the
Czech Republic, where it is cheaper than water amyrplaces. This diploma thesis is
aimed to find and determine beer consumption peefses on the Czech market by
using tools which are provided to us by informatteshnologies and possibilities of
using the Internet.

The Czech beer market is different from the worltkvimarket, whether the
prices or scale of products. The consumption of bee person is the highest in whole
world (around 160 |) and that is possibly the reasdy if you ask almost any Czech
person about their favourite drink, the answer Wwél with highest probability “beer!”.
Czechs also considers beer something like natitveakure, because the tradition of
brewing in Bohemian countries is almost ancienisTé also the origin of phenomena
called “the beer culture”. Popularity of beer cudtthas been increasing, especially
during the last two decades, when quality and gupploffered beers multiplied their
values and this situation added new factors of beasumption and changed some of
old ones.

Trends of beer consumption changed during thettastdecades and give a lot
of new opportunities to sell new brand and typebesr due to change of preferences of
consumers. These changes were supported by foandaif new breweries,
microbreweries and brewery houses. Currently tlaeeeabout 53 breweries and more
than 150 microbreweries. This situation pushed migigybreweries to change their
brewing policy and start making up some new waylaf to keep their clients or get
new ones. Also some Czech consumers are beginmidigt¢over the charm of “Home
Brewing”, but this domain is still in its beginnieg because a lot of specific
requirements of this beer branch.
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2. Objectives and Methodology

2.1 Objectives

The objective of this diploma thesis is to detemnwhich factors and preferences are
the most important for beer consumers.

The first step towards this objective is to ovewitacts and elements about
beer, brewing and other beer-related topics whish ienportant to the complete
understanding of the thesis theme, for examplendieins of used keywords and to
substantiate the formation and development ofhiggbthesis are crucial for objective
results of statistical analysis.

As was already mentioned, the main aim of autheifsrt is the determination
of factors that are able to specifically influeramer consumption by using tools which
current information technologies and the Interr@ig possibilities offer to statistical
analysis. This also includes proposing of approeriaypothesis based on a study of
materials related to the theme in theoretical part.

For every statistical analysis data are the mopbntant part of research and in
this case the data are collected by a questioneamey, which is based on analysis of
already performed surveys and research.

The survey is created through an on-line technoladmych is provided by
famous company Google inc., like Google drive, Geodocs, Google tables and
Google forms. These applications in combinatiorhwibud access feature help to save
a lot of time during working with data and make tileole process of analyzing much

easier.
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2.2 Methodology

The first step of every statistical analysis isg&i familiar with common problems of
analysed matter, so the first part contains infailwnaabout beer world worldwide and
specifications for the Czech lands. There is alscdbed the influence of beer on the
Czech culture and a possible different approacher consumption from the side of
Czech consumers.

The following part is aimed on consumer behaviowt #s economics aspects in
general. For better understanding there is alsaattaysis of “consumption models”,
which describes the consumption from different atgpe

The important resource for the secondary data aisalyelated to beer
consumption is long term study which is made by GVV{‘Centrum pro Vyzkum
verejného miwni” — “The Centre for Investigation of Public Opini”). The name of
this study is Cesi a pivo” (the Czechs and Beer), the first paas wreated in 2004 and
is annually published until today.

The description of online technologies provided@xogle in the following part
depicts possibilities and advantages for this lohdtatistical analysis and creation of
similar survey problems.

The last part of methodology is aimed on statistieathods used for processing
main goals of the diploma thesis. Namely it comssisf functions and usage of
contingency tables, one sample test of proport@ncémparison diploma results with
CVVM results and also software used for concretalyemms of collected data —
Statistical Analysis System particularly the inged of SAS Enterprise Guide 4.2 which
runs on SAS 9.2. SAS Enterprise Guide was choseft§agood and clear ways of
processing with possibilities of SAS programmingdaage, which allows filtering of

outputs and other usable adjusting. [30]

Statistical methods

General overview of survey research was processed) wlistribution of frequencies

into the each category. This is call@ue-dimensionairequency distribution, which was

graphically expressed in form of different graphBwo-dimensional frequency
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distribution is about linking frequencies of two orore variables in the so-called
contingency (pivot) table, on which is possible itfer about dependency or
independency between variables. [29]

In case of analysing results based on dichotomdasacteristics were used
Association tables. Common method for investigatioh possible statistically
significant dependency among chosen variables &geuf Chi-squared test about
mutual independency in contingency table. [29]

For comparison of some specific results of surveth wublished reports of

CVVM was used one sample test of proportion.

Data collecting

Respondents were chosen by non-probabilisable marsgdection, which is suitable for
researches with a big number of respondents anchastly used for surveys. Positive
of this method are time saving and low costs otess, but there is also negative aspect
that the results could be affected by respondeatsense of representatives.

Size of sample which should be representative fogsaarch related to Czech
republic, was chosen at least 400 of respondentsglestionnaire survey was able,
thanks to ways of spreading, to collect more that & usable respondents. [29]

Scales of measurement and variable types

Scales of measurements are different kinds of espe in which are responses
collected. Most important scales are:

* Nominal — impossible to express some order (forngda level of
education, life style).

* Ordinal — it is possible to express order in waynaimber or verbal
sequences (opinions of some situation in sequenae $trictly negative
to strictly positive)

* Interval — could exactly express in which interi@ponse belonge(age

intervals, income intervals).
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Based on scale types it is possible to determipestyf categorical variables to
nominal ordinal and quantitative (interval).

Special types of used variables are dichotomotiahlas, which may take only
two states (symmetrical: yes/no, male/female asyimoaé where one of answers is
more important than the other one). These varialbles for calculation process

expressed in binary way of 1 and 0. [29]

Contingency table — closer explanation of functiordy

Contingency table is used for clear visualisatibmatual relationship of two statistical
characteristics. Rows of contingency table corredpwith possible values of first
characteristic and columns correspond with possiblees of second characteristic. In
appropriate cell of contingency table is assignechimer of cases when at the same time
the first characteristic had the value correspamp@dippropriate row and the second one
had a value corresponding to appropriate colunj. [1

For example the first characteristic could be gemdgerson and second one could be
moth of its birth. Contingency table now in a fooh2 rows (man, women) and 12
columns (all moths of year) describes number ofugences of all combinations of
specific gender and month in some set of obsemdigliduals. [14]

It is also possible that one row or column canespond to more of possible values of
characteristic. This happens in case, when charstateacquires some specific values
too rarely, so it is advisable to combine multiptessible values. [14]

Sums (subtotals) of all values in ever row respebtti columns are bearers of
information about the number of occurrences of &ahwhich the first characteristic
(respectively second one) acquired appropriateeyalegardless of the value of the
second characteristic (respectively first one)] [13

Except of simple description of frequencies of tel@racteristics value combinations,
the contingency table (sometimes called Pivot Jgmevides possibility to test if there
Is some specific relation between observed charatits. For this problem is suitable
to use the “goodness of fit” test. Characteristissed for display in contingency table

must represent discreet values (it is possibleseoqualitative, discretely quantitative or

10
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continuously quantitative; in last mentioned casé/ avhen characters are separated

into groups — so-called group sorting). [13]

b1 bz eee bs
a N11 N1 Nis Ny+
a N21 N2> Nas Na+
ar Ne1 Ne Nrs Nry
Ny N . Ny N

Njj

ni+

n+j

Chi-square test

Table 1 Contingency table in general form [14]

category of variable a (r number of categories)
category of variable b (s number of categories)
(i=1,2,...1;j=1, 2, ... s) associated absofutéguencies
(pj = ny / n) associated relative frequencies

marginal absolute row frequencies. (@ n+ / n relative)

marginal absolute column frequencies &n.; / n relative)

Test is based on assumption that is there are twiependent characters, then

distribution of frequencies in contingency tablepioportional to row and column

marginal frequencies (row and column sums). This isonformity testing among

observed and expected frequencies. Generally the lzgpothesis is expressed by

statement that one observed phenomena does natdiepethe other one. In opposite

to zero hypothesis the alternative hypothesis atdi that there is dependency between

observed phenomena. [28]

“Assumption for using this test is that table cells with expected freopies

don’t descend down to value 5 at least in 80% 6§ @nd in rest of cells were at least
values of 1”. [28]

X2 =

(observed frequencies — expected frequencies)?

expected frequencies
(2.2)

11



Diploma thesis Tomas Vik Statistical datalgsis of beer consumption preferences

Measuring of dependency power (Contingency tables)

For measuring the power of dependency among vagadle used coefficients, which
assumes values of interval <0; 1>, or <-1; 1>, wh@rvalue means independency.
There are more kinds of coefficients and it s gdedb distinguish them by:

* Dimension of table (by the number of categorieshiferved variables)

* Type of variables (nominal, ordinal or quantitajive

* Type of dependencies (symmetrical or one-sided)
For objectives of this diploma in part where usedtmgency tables are was chosen for

measuring of dependency Cramer coefficient of ogecyy?. [15]

_ X
V= \/nmin(r —-1,n-1)
(2.2)

If the V value is in interval of <0; 0,3>, thenpndency among variables is weak. In
case of interval <3; 0,8> we can surely say thateths significant dependency among
variables and in interval <0,8; 1> dependencyrisngt. [15]

Test criterion

As a test criterion for categorical data analysig pf this diploma was chosen P-value
of test, which expresses probability of occurreatérst type error. This kind of error
can by caused by rejecting of zero hypothesis g® @ghen zero hypothesis should be
accepted. P-value of test hypothesis is equal wedb significance level, where is
possible to reject zero hypothesis. If there isaRw lower, than already given

significance levet, zero hypothesis is rejected. [18]
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Significance level

For processing of categorical data analysis s diploma was chosen significance
level a = 0,05 (5%)

Association table

Associationis a relation of two categorical characters, wheee follow only two
categorical values. Typically is association analyssed for two dichotomous
characters, which principally acquires only twotesa(yes/no), that are mutually

exclusive. [23]

(o} (o) 2
r N1q N1y Ny
r N21 N2z No+

N1 N4 n

Table 2 Contingency table for 2x2 case [23]

(o] C, 2
r, a B ri
ry C D ra
2 (o] Cy n

Table 3 Association table in general form [23]

This table contains frequencies of occurrence oh@&ambination. Traditionally is used
simplified naming of cells as first four letters Bihglish alphabed, b, ¢, d.Association

table could be seen as a special case of anafysetingency tables, which uses their
tools, but it is recommended to use specified nastemd characteristics of association.

For a computation of statistics, we can use simplified formula:
n(ad — bc)?

‘= (@a+b)(c+d)(a+c)b+d)

X

(2.3)
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Speciality of table 2x2 that it is possible to ddes a fault direction of zero
hypothesis in it. That is reason why it is necessardecide for usage of one-sided or
two-sided test. For this diploma was chosen thesoahed test (it p1 = p2; Hi: p1> )
and for our significance leved (= 0,09 is critical value 3,84, while we assume that the
probability of observed phenomena in first, regmsecond subpopulation is f@esp. p.

[23]

Measuring of association power (Association tables)

For measuring the power of relation between twh@iomous variables in table of 2x2
was designed a lot of coefficients. These coefliiseassume values 0, in case that both
variables are mutually independent and negatiymsitive values in case that variables
are negatively or positively associated. [31]

Appropriate level of association should be functdiso-calledproportion of chances —
Odds ratio (OR)

OR = ad
" be

(2.4)

Test of independency in table 2x2 is test of hypsiththat the OR coefficient is equal
to 1. Coefficient of dependency, which is base®éhis Quetet-Yule's Q:

_0R—1_ac—bd
" OR+1 ac+bd

(2.5)

If the OR = 1, which mean the independency of watitdom variables, then Q = 0. If

OR is increasing respectively decreasing, the osing to 1 respectively to -1.
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One sample test of proportion

For comparison of some of survey results with @i@d conclusions from CVVM
reports “Beer in Czech society” (Pivoteské spolénosti) was used one sample T-test
also called “testing of hypothesis about mean pbtiinal distribution”. [14]

This test is about assessing of relative preseficgome specific attribute in
population sample via random selection based omrsizets presume thatyps the

relative frequency of occurrence of observed phesran[10]

Test criterion:

_ fi = po
7 = —
’Po(l ~Po)
n
(2.6)
Two tailed confidence interval:
iA-fi iA-fi
p € (f, - 2 /”n”;ﬁ- + 74 |HELD)
(2.7)

fi relative frequency (calculated as x/n)
Po value of relative frequency of observed property

Za critical value of standardised normal dizition

Hypothesis:
Ho:p=po
Hi:p>poorH:p<po

Area of H rejection:

zZ >z 0rz<-z
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Representativeness of sample

As a confirmation of sample representativenessusasl Chi-square test f@oodness
of fit, which purpose is to test if form of probabilitistlibution of categorical variable

has specific shape. [23]

Test criterion:

K
42 = Z (n; — np;)?
np;

i=1
(2.8)
k number of possible values of categorical variable
n; observed frequency in category

np;  theoretical (expected) frequency in category

Hypothesis:
Ho : F(X) = Fo(X)
H1 1 F(X) # Fo(x)

Area of H, rejection:

1>

SAS Enterprise Guide

For best and clear understanding to question “V##e® Enterprise Guide stands for?”
follows citation part of introduction from book “Be Statistics Using SAS Enterprise
Guide a Primer” created by Geoff Der and Brian S. Everitt and @higld by SAS
institute Inc. [30]

“SAS is one of the best known and most widely at#tstical packages in the
world. Although it actually covers much more théatistical analysis, that is the focus

of this book. Analyses using SAS are conducted rifingva program in the SAS
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language, running the program, and inspecting tesuits. Using SAS requires both a
knowledge of programming concepts in general anth@fSAS language in particular.

One also needs to know what to do when things dmn&moothly; i.e., knowing about

error messages, their meanings, and solutiofik2]

“SAS Enterprise Guide is a Windows interface to Si®reby statistical
analyses can be specified and run using normal ewmdg point-and-click style
operations and hence without the need for programgnar any knowledge of the SAS
programming language. As such, SAS Enterprise Ggiddeal for those who wish to
use SAS to analyze their data, but do not havetithe, or perhaps inclination, to
undertake the considerable amount of learning imedlin the programming approach.
For example, those who have used SAS in the pastark a bit “rusty” in their
programming, may prefer SAS Enterprise Guide. Tdgain, those who would like to
become proficient SAS programmers could start VB&S Enterprise Guide and
examine the programs it produce$1?]

SAS programming language

Possibilities of SAS programming language in stia$ analysis practice are from very
wide spectre and description of all other importatégments could took a lot of
important space from methodological part of thiplaina, which is a reason why
follows only small articles related to syntax apd@ng conventions. [9]

Analysis and description of standalone specifiechm@ands and instruction,
which were used during work on this diploma are agassary for explanation of
statistical processing and could be found in resmailisted in part containing references

at the end of diploma. [6]
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Syntax and Spacing Conventions

“The DATA and PROC steps are part of the SAS lagguhike any language, it has its
own vocabulary and syntax. Some words have spewahings, and there are rules

about how words are put together. Fortunately, ¢hare very few restrictions[12]

Syntax

“There is just one basic syntax rule you must alviptlow. SAS statements must end
with a semicolon. The semicolon tells the softwdrat you have completed one
statement and that the next word starts a new rsi@te. If you complete a statement
and forget the semicolon, SAS software continuese&ml your program as one
statement. When the software finds something isrdb@nderstand, you receive an
error message.[12]

However, in most cases, the error message wohydelthat you have forgotten
a semicolon. Anytime you get an error message,symuwild first look to see that all
statements end with semicolongl2]

Spacing

“With some computer languages, the spacing of \gtatements and of parts of your
statements is important. This isn't true with SAStweare. You can put several
statements on one line. You can spread one stateswen several lines. You can put
spaces between statements or not. You can indsetrsnts or not. The key point is
that semicolons, not spacing, determine where $#&nsents start and end[12]
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Theoretical part
3. Beer

3.1 History of Beer

Approximately around 12 000 B.C. and 10 000 B.CPaleolithic era there was found

first signs of directed collection of wild cerealsad its consumption. It is proved by

both preserved stones that were used to grind gyramd also by pollen analysis

confirming grain consumption in this period. In y2804 was documented by scientists
directed consumption of cereals in Palestine be2r&®00 B.C. First beer brewing is

attributed approximately to year 8 000 B.C. in herh Mesopotamia (current Iran),

near the river of Euphrates, which is place ot fagricultural commodities occurrences.
It was often that inhabitants of Mesopotamia (Suame) have produced more foodstuff
than was possible to consume by local agriculttwatmunities. For the very existences
of beer are probably responsible special workenshlwivere not forced to work on the

fields and could aimed their efforts into otherlgeons, for example to creation of beer-
similar alcoholic based drink. [16]

Other evidence about beer brewing comes from tideglypt. That was an also
place, where was surplus of foodstuff needed fitialrprocesses of beer creation. Both
of these civilisations are connected by love fdrear and its often consumption. First
tangible proves of beer brewing are dated to yeao3.C., when were found marks in
era of first and second dynasty. Oldest recipesfbeer brewing are from manuscripts
founded in pyramids from the fourth century B.(G5][1

At the territory of Palestine, which was rather Wxee aimed area, was not beer
such a popular drink. It was a probably a matteretifjious aspects. It does not mean
that beer was for Palestinians unknown drink. Fpi&ineer of beer brewing was
according to legends biblical king Abimelech. Exeniing Antique era was not beer in
point of interest, because wine grown in Mediteggm and mead from European
regions were favourite drinks. Greeks also don#regonsider a beer as drink of real
men. [16]
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3.1.1 History of Beer in Czech lands

Archaeological research of Czech lands producedeecge, which proves, that also
early habitants of this area were preparing ferextlrinks from grains. There are also
specified information about preparation of beer @gltic nation of Boji, German
Markoman tribes, Kvadians, Slaviks and mythicalefather Czech, which came to
bohemian lands and found there a perfect plackviag. [17]

Oldest Czech documented brewery igeBiov monastery brewery in
Brevnov monastery, which was founded in 993. Firsiudtent related to beer brewing
Is foundation charter of first Czech king Vratisldy intended for VySehrad ‘chapter
from year 1088, in which except the other gifts anglileges the ruler assigned tithe of
hops for brewing of beer. Oldest document abowvgrg of hops in bohemian lands is
foundation charter from 30 years ofLdentury by prince Retislav. Biggest boom in a
brewing in Czech lands began in™2entury, when was possible to brew beer by
anybody within Czech state. In these times beer lwasved by women in very
primitive way in almost every household. Beer was only determined for drinking,
but it was also a basis for preparation of vari@mips, porridges and sauces.
Development of beer craftsmanship began frof déntury by founding of new royal
towns and cities, which obtained a lot of privileg&or development of brewing was
important obtain the brewing right and mile righth{ch was cancelled in year 1788).
Lately these rights were allocated to tributarynsvirom the nobility. [17]

Great importance for development of brewing andligu of beer was
because of malting guilds. These guilds were deteng quantity of beer, quantity and
type of malt, form which could on house brew; thegre also checking quality and
unlike neighbouring countries, they supervise persehich brew because every
brewing person had to be trained in this disciplifieat is the reason why there were so
quality beers during middle ages and export toht@gring countries was famous same
as export for courts of other sovereigns. [17]

During 14" and 1%' centuries were rich townsfolk gathering their
resources and established the city’s breweriegshé&tend of Middle Ages and around
the half of 18' century was developing brewing of beer in noblewsries and steadily

maintained or expanded in monastic breweries tieaé Wess influenced by political and
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economical changes. City’s craftsmanship brewirgpheo fall after year 1547, when a
lot of town started rebellion against dominationH#bsburgs and after that followed
mass confiscation of estates. [17]

Person which stands for a great reform of maltipetion, brewing and
which was a first step in direction to propertidfscarrent Czech beer, was in"18
century Czech brewer FrantiSek @ejdPoug (1753 - 1805). He designed a big number
of new facilities pro production of malt and bede was persuading brewer for using of
barley malt only and adjust dosage of hops. Atethe of his life he founded a brewing
school in city of Brno, which was apparently figdtits kind in Europe and it was the
springboard for a lot of not only Czech brewer$][1

For a important milestone in Czech brewing is abered a foundation of
City’s brewery of Pilsen (NEtansky pivovar v Plzni) in the year 1842, which was
brewing only bottom-fermented beers. Beer had Byrgaod quality and within a short
period all breweries in Czech and Morava implemetités technology of brewing.

In a half of 18' century began the so-called golden age of Czech
brewing, which strongly influenced developmentlaétfield all around the world. In a
half of 19" century began the so-called golden age of Czeewibg, which strongly
influenced development of this field all around therld. It was an era of beginning the
industrial producing of beer and malt. Excellenvelepment of Czech brewing and
quality of its products was supported by three basements; optimal conditions for
cultivating of malting barley and hops, orientatmirdeveloping engineering industry in
a direction of production the malting and brewirgilities (export of these facilities
were to 400 of countries) and ensuring of high stlamd university educated brewers.
In that time were built around 30 new city’s, slthend private breweries. Gradualy
was overall beer production concentrated into #gdr breweries, but small one
ceased. Beer was exported literally into the whadeld. [17]

In the year 1918 Czechoslovakian republic acquifexn former
Hapsburg monarchy around 60% of producing potemtidbreweries, altogether 562
breweries were in a relatively bad shape. Catas&dpr Czech brewing was a World
War Il. After the war a lot of closed breweries @@t able to restart their production.

Brewing and malting industry was progressively oragiized in whole republic. [17]
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In the era of communism regime there were not regded financial
resources for modernisation of brewing. Nevertleleewing industry was able to
secure bohemian market with satisfying supply amd also able to export beer and
malt to not only so-called socialistic countriesf hlso into the challenging market of
capitalistic parts of world. [17]

After World War Il, were in Czech lands only tweelwveries: Radegast
and Most. Second one was closed in year 1998. haises were built five. In Slovakia
there was build during socialistic era of Czecheskia around eight breweries. After
year 1989 was privatization of breweries and lothefm vanished and some of them
became under foreign capital influence. [17]

In year 2003 were 36 malt-houses, which were abl@roduce 483
thousand tons of malt, from that was export aro2ibdl thousand ton. Active industrial
breweries were 48 in year 2007, they produced B3334 hl of beer, and export was
around 11,48% of that. Year amount of personal wopsion was almost 161 | of beer.

Seven biggest breweries are covering 84% of Ciesr production:
Plzeasky Prazdroj, Bugovicky Budvar, Staropramen, Kralovsky Pivovar Kouige,
PMS Rerov, Drinks Union and Starobrno. [16]
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3.2 Beer types

Kinds and categories of beer
Old division method:
* Draft (up to 10°)
* Lagers(11-12,5°)
» Specials(above 12,5°)
This method passed important changes so currdmlipdsic groups are:

« Pale
e Semidark
« Dark

* Mixed beer (with many subgroups)

Beer types by way of fermentation
There are four main ways of beer fermentation:

» Top fermented beers(Ale, Wheat beer, Stout, Trappist, Porter)

» Bottom fermented beers- also called lagers (Pilsner, Marzen, Bock,
Bavarian type beer)

* Spontaneously fermented bee(Geuze, Lambik, Kriek Faro)

* Non-alcoholic beer

[17]

3.3 Beer signage

Except the general requirements for beer signagemportant due to Decree n.

335/1997 Sb. Beer signs by: name, category (fomeka beer lager), percentage of
alcohol, kind (pale, dark ...) and some other priogee Exact information about content
of original wort is not need to be published. Hoesethe signing of beer by degrees (for
example 12 degree beer) does not fit with dectas.ranifestation of ignorance and it
is also illegal. Instead of degrees it is importempublish rightly so-called extract of

original wort (also called Plato or in Czech EPMxtiakt pivodni mladiny”) and that

in weight percentage (12% beer — do not misinténprth percentage of alcohol — 4-
5%), by condition that producer is guaranteeindf ithere is not accuracy of EPM by
producer, it is sufficient the publishing of beend but signage of beer kind is

important to use every time, also when is alreadyliphed the EPM.
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3.4 New Radler trend

Radler generally

Radler is type of mixed drink with low alcohol cent, which is created by mixing of
beer and fruit lemonade or juice. Ration of bottradients is usually 50:50. Origin of
this drink is from Bavaria and content of alcoh®lnot over 2,5%. In these days the
popularity of this drink is increasing and spregdinto the other European countries.
Breweries provide these drinks in form of cans ottle, in some cases the drink is

mixed exactly at tap. [17]

Radler in CR

In year 2002 Heineken Company began brew radler ihd€rusovice brewery, named
Radler, whilst this designation was registeredBuaeau for industrial property. Due to
lack of consumers interest was production aftexdtyears stopped.

Currently (2012) Heineken Company producing twodlees;
Zlatopramen in three flavour variances (lemonngeawith ginger and grapefruit).
Staropramen brewery producing Cool lemon; Gambrbmesvery producing Lime and
eldberry, Brisk lemon. Samoson brewery providesl&ddemon and Radler Grapefruit

or breweryCernéa hora producing radlers with flavour of grapigfand cranberry. [16]
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3.5 Brewing

Principles of beer brewing as an alcoholic drirkrirgrain are two processes. At first it
Is a splitting it in cereal grains presented comptarbohydrates (starch) into simple
fermentable sugars. At second it is a followingrfentation of these simple sugars
thanks to cultures of microorganisms (especiallgsy®). An integral part of brewing
process is mixing of materials with water, whicansfer the usable substances into the
aqueous solution. [17]
The base for a beer brewing is malt, which arisesnalt-house by

germination of cereal grains and gentle drying e¢rain temperature depending on the

kind of malt. After that follows the transfer of teaals into the brewery. [17]

Mashing and malting

At the beginning of standalone beer creation pmcte malt is grinded and mixed
with water. This mix is gradually warmed up whicuse the fission of starch contained
in grains to fermentable sugars, which is causedebyymes. This procedure is
processed in work station called boiling house] [17

According of country of origin, are used differenethods. On British islands is
popular method of brewing called scalding, whicheaally close to preparation of tea.
During one to three hours is malt exposed to teatpegs between 65 and 68 °C.
Contrary to Britain in continental Europe prevaitscalled decoction process, which is
in comparison to it much more complicated proc&sssult of its process is fluid, in
which was more precise transformation of starchsugars and fission of proteins.
Process if based on overdraft of part from “mash’ tinto the special “mashing
cauldron (pan)”, where this part is brought to ingi) which cause distortion of starch
structures, which allows better access for enzytmesolecules of starch after repeated
mixing with colder part. This procedure is usuafiitiated at temperature of 35 °C and
then is gradually increased temperature up to 78X€ing mashing process (classical

and decoction) there are specific delays basegpropriate temperatures. [17]
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Lautering

Mash is a result of both of previously mentionedhnds. This mash is overdraw into
so-called “lauter tun”. In initial phases of lautey, the shells of grains (husks) create
filtering layer called draff and clear wort is |éag this layer. Remaining usable part
caught in draff are washed out by sprinkling om@shing of draff by warm water. [17]

Wort boiling

Process, when is wort initiated into the boiling #60-90 minutes. During this time, is
into the nascent beer added important resource fgaining of right flavour — hops.
Hobs could be added in form of whole cones, ordeaw as a fluid extract. Hops could
be added into boiling beer more times than only, ane to three times. There is
common rule, that the sooner the hops are adddxteo the bitter flavour will beer
have. Mixing of that fluid with hops creates mattatled “hopped wort”. Also during
wort boiling, occurs process of precipitation ofcadled “villuses”, thus proteins and
hop residues. Hopped wort is then overdrawn to dtomn device, where is beer

deprived of hop residues and villuses, before ogadind fermentation. [17]
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3.6 Cultural aspects of Beer in CR

There are just a few of so obvious aspects of Chfs;lwhich are seen as stabile part of
existence and society of Czech people and cultsirtheé beer. Beer itself has a long
tradition and history, it has present and there raredoubt about its future. So it is
possible the beer and pub as a place of its constimmseen at many levels.

Form literal aspect is possible to introduce pyotasts of beer as was Jan
Neruda, Karel Toman, Jaroslav Neruda, Bohumil Hrahd many others. Except these,
there are many other persons, which wore becarfugkiore as anonymous possession.

While up to half of 19 century are pubs mostly the meeting place of qstri
pubs of second half of T9century loses this sociological and political aspand
transforms into centres of neighbourly coexistensethe beginning of 20 century
penetrates in them a bohemian-anarchistic spiritpefsons like Gellner, Hasek,
Neuman and Sramen, but there is obvious aspeccafisebellion.[17]

Dark age of Czech pub social life, which is a dgrWorld War 1l is
exchanged by communistic oppression, when demedaéiad tired people seeks escape
from reality in a circle of friend in their favotei places. During this era are formatting
special kind of pub subcultures, which is evidemilicurrents days.

After political revolution in 1989 a lot of pubsbaewing itself passed the
complicated transformation, which was not with hagnd in every case, but current
situation shows a visible progress and society saenbe again more interested in this

beautiful sociological and cultural aspect of Czkigh [17]
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4. Consumer theory and behaviour
4.1 Introduction

In case we need a really good orientation in aiBpdanarket, it is really important get
a best knowledge about consumer; it means that eesl no analyze consumer’s
behaviour.

For this problem is important to generally clarifyhat “Consumer behaviour”

stands for and how is possible to approach topttblematic. [26]

4.2 Behaviour of alcohol consumer from psychological approach

Consumption of alcoholic products is different fraamormal consumption of most of
other products. Main reason is that alcoholic potslgould be overused and sometimes
even abused for individual reasons and wants, whrehnot connected with typical
theory of consumption for best utility of consume&hat is reason why is important to
analyse behaviour of alcohol consumer from psydioéd approach for more objective
understanding of this diploma thesis problema#fid] [

Analysis of behaviour of alcohol consumer, whiclidws is based on study
called “Alkoholici, fe'dci a gamblg” (Alcoholics, junkies and gamblers) written by
psychologist PhDr. Jana Marhounova Csc. and for@eech psychiatrist, expert
dealing with problematic of addicting substancesDviuKarel NeSpor Csc. According
to Marhounov4, NeSpor (1995) alcohol accompanieskind all the time of its
civilised evolution. It was known by old Egyptiareso by ancient Sumerians. Our
ancestors were mostly used to drink beer and \j24¢.

Drinking of alcoholic substances fulfils four reletly mutually independent
functions: 1. Nutrition function (part of a meal, Social (contributes to social
interaction), 3. Anxiolytic (decreases level of ety) and 4. Orgiastic (serves as a
means of purposeful intoxication). Authors mostlyreee with influence leading to
desire of inclusion, because consumption of alcafiahdividual is very tight relation
with need of friendship and in relation to presstwem side of friends to shared
consumption. [24]
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Attitude of society to consumption of alcohol coldd negative or prohibited,
which is resulting to strictly abstinence cultur@ulture which admits drinking,
insobriety and distribution of alcohol without neéstions has in mind interests in a
alcohol business. Increasing trend of consumpténalcoholic drinks in Czech
Republic is warning signal of social developmeram® time is widely known that most
of pure alcohol we obtaining through a drinking lwder, which we consider as a
harmless drink. [24]

Due to social liberal attitude of public to alcohthlere was established abnormal
state, when is outsider that person which abstamdsconversely others who converges
to the “alcohol subculture”. At the end, there aiteiations when conflict with social

environment is much closer to abstaining persosigaud of alcohol drinkers. [24]

4.3 Nature of Consumer behaviour

Consumer behaviour represent one of many dimensibhsman behaviour. It consists
of reasons which lead consumers to consumptiopexiic estate and also ways how it
is performed, including influences which are a pafrtthis whole process. General
guestion consequent from that is: “Why and how oorer these estates use.”

Definition of consumer behaviour “Consumer behawioweans a behaviour of
people (end consumers), which is related to gajnasgng and postponing of consumer
products.” [21]

Consumer behaviour includes acting connected witmediate purchase or
consumption of product, and also environs whicmglates that behaviour. It reflects
the more general “consumer essence” of every huwlaich is conditioned particularly
from genetic part and particularly by cognitive dtions during the life time
experiences in individual society. Consumer behaveannot be disassociated from its
bindings to other aspects of human behaviour. [26]
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4.4 General view on consumer behaviour

Specific stimuli invokes in consumer’s mind decmsj@rocesses connected with gaining
of exact product (so-called purchasing decisioncgss). Exact form of purchasing
decision process is conditioned with individual &a@bur of every consumer with his
consumer’s predispositions. In phase of analysisoosumer’s behaviour from aspect
of marketing research, we are interested thesetioe$a which are between
predispositions of consumer, process of individdatision making and marketing
stimulation.

Relation of predispositions and decision makinguegaénside of the individual
consumer. It is a matter of inside processes artdarway it express so-calletlack

boX' of consumer. [26]

4.4.1 Black box

Definition: "Black box, from perspective of marketing, represembrid of mutual
influencing of consumer’s predispositions, situa#ib influences and purchasing
decision making, which takes place in the mindoosamer.

In principle, the view comes from structure of gsglogical model Stimulus—
Reactiori, however on its own black box is seen as investig object and with some
probability as a recognizable area.

From marketing aspect there is especial interegti@stion: “How the marketing
stimuli (combinations of marketing tools) are aldecause processes in black box,
which will have results of desired market behavibur

Crucial is current influence of other stimuli, whidies out of possibilities of

marketing tools at all. [21]
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4.5 Approaches to consumer behaviour

4.5.1 Rational model

These models are trying to explain consumer bebavisased on economical
rationality, which means that consumer is consileas a rationally thinking being,
which acting on fundamentals of economical advagagonsumer behaviour is in this
case interpreted like a result of rational thougfitonsumer.

Rational models of consumer behaviour presumetktigatonsumer proceeds in
accordance with “unbiased calculations” in which oéional, psychological and
sociological aspects have only marginal role. Tigsisbased on the fulfilment of a
number of assumptions, for example “The consumefully informed about all
parameters of all variances and is able to makewits algorithm of decisions, which
also consciously observes.”

In the field of monitoring and analysis are linketween income, prices,
amenities, budget constraints, marginal utilitiesss-price elasticity, indifferent curves
etc. [21]

4.5.2 Sociological model

Sociological approaches to the consumer behaviouestigates how is consumer
behaviour conditioned due to the social circumstanand social groups. One of the
fundamental thoughts, which has been expressedobiplsgist and economist T.
Veblen at the beginning of twentieth century haskotving meaning:"Under normal
conditions, people have strong tendencies to obssyuial norms. Influence of fashion

is extremely obvious example. " [21]
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4.5.3 Psychological model

Psychological model expresses consumer behavikeicbnsequence of psychological
processes. In main field of interest is especiadigditionality of consumer behaviour.
For example how:
- Consumer receives external stimuli,
- Consumer learns to consume behaviour

- Are reflected deeply hidden motives in his congtiom expressions.

There is also used application of behaviouristiprapches, which investigates

consumer behaviour based on following schematic.

Stimulus— Reaction

Schematic explains behaviouristic approach likenalysis and description of

how consumer reacts to some specific external §timu

Another aspect of psychological model is usagesycpoanalytical approach.
Analysis of consumer acting is in this case basethfluences of deeper motivational
structures, so how are in consumer’s behavioureetftl his unsuspected motives
(Based on theories of S. Freud and C. G. Jung). [26

4.5.4 Modified model Stimulus — Black box - Reactio n

Complex understanding of consumption behaviouddament of successful marketing.
Generally it is then possible to see consumer hebhavas a relation between
predispositions to some exact consuming actingnuiji which evokes specific
consuming behaviour and between progress of constecesion making and its results

as reactions.
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It is a modification of originally behaviouristigoproach. In a field of interest
are relations between stimuli and reactions. Wetgniag to understand them and

explain them by analysing of processes inside theklbox of consumer. [21]

4.6 Factors which influent consumer’s behaviour

Consumer market consists of all individual conswemand households, which
purchasing or demands goods and services for sheviconsumption. Consumers are
mutually differenced by levels of age, income, edion and taste.

Competitive advantage of company is in knowledgeustomer’s reaction on as
many as possible properties of good. That is aoreagy the companies are making
such a effort to analyse and discover reactioroabamer to marketing stimuli. [19]

4.6.1 Cultural factors

Cultural factors have a deep influence on behavafuconsumer. These factors are

mostly separated in three following groups. [19]

Culture

Generally, every society has its own culture. Sgdie therefore a root element which
implies individual needs, wants and following belbayv. In every country there could

be found a different types of influence on buyirghéviour that is another reason why
is so important to analyze different kind of maskeegions or whole countries. [19]
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Subculture

Every culture consist from a mix of different sulates, like geographic regions,

religions, nationalities, racial groups etc. Suhaéls can be analyze by appropriate
specialists which recognize current segmentatiomafket into as smaller groups as
possible for better understanding of individual deeKnowledge of these needs could

significantly help to design new products for sfiedi subcultures. [19]

Social Class

In every society there could be found some kindso€ial classes, which mostly
determine many factors important for market analy$hese social classes could give
as information about buying (consumer’s) behavidgcause consumers from same
social class will probably have similar needs ontsa

Based on social class recognition there could leeiBpally created marketing
activities with high effectiveness. Ii is also intfant to not forget that social classes are
not determined only by level of income. There igety of other different factors which
could separate interest of individual classes, dgample: education, environment,

wealth, occupation etc. [19]

4.6.2 Social Factors

Another group of factor which significantly affecbnsumer’s behaviour are social

factors which have roots in determination basedamial feelings of consumers. [19]

Reference Groups

Potential of reference groups lies in creating famohing of person attitude (behaviour),
because reference groups could have different tadfedn a field of brands and
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products. A good example of high influence of refere group is the product visible as
dress, clothes, shoes, car, and sport tools.

Another important part of reference group is sdechlopinion leader which
influences other persons because of his knowlesights or some other characteristics

important for specified reference group. [19]

Family

Origin of these social factors is really obviouscluse every customer is affected from
its family for long years. This influence could dga& during time but never can
disappear at all. As was already outlined, behavadbuyer is affected by affiliation to
a family, where are three main roles husband, aifé children. These roles could be
modified due to the current circumstances and oth#uencing elements (for ex.
Changes in consumer’s “lifestyle”).

For a clear example, in case that decision procegsluenced by wife role,
marketers will aim their effort to enhance affentiof advertisement in women
direction. [19]

Roles and Status

Every person represents different status (rolesprgmsociety. These roles are
determined by belonging to various groups, orgdioisg, crews or associations. Simple
example could be seen in case of adult married imavorking in banking company
human resources department. From this statemenlarmus two roles, man as

recruiter and man as a husband, so his buyingidasiare affected by his roles. [19]

4.6.3 Personal Factors

Other important group of factor influencing consuiméehaviour are personal factors.

These specified factors (economic situation, octtapaage, self concept, personality,
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and lifestyle) are inherent to each person buenetybody react to it influence in same
way. [19]

Age

Consumer’s buying behaviour could be potentiallfluenced be age (life-cycle),

because properties of chosen goods are servicehanging during the time of living.

Life-cycle refers also to different stages in d€'liof families. There could be found

several stages based on current situation in wiieimbers of family are. For example,
the product or service is aiming for singles, ummedr couples and married couples,
because needs and wants could be different. [19]

Occupation

It is obvious that occupation has a significaneetiion on individual buying behaviour,
which refers to specific needs among different petions. For example, businessman

needs quality suits on the contrary the car repairmeeds working cloths. [19]

Economic Situation

Economic situation has also major influence onstauer’s buying behaviour, because
mostly decision processes are dependent on individaomes and revenue, so if the

income is high customer has a broader interestrspe®f goods and service. [19]

Lifestyle

Influence of lifestyle on customer is resultingrfr@pecific way that a person lives in a
concrete society; essentially it is expression wfliividuality by the customer’s
surroundings (it can be seen mostly as specifidynts). Lifestyle is specified by
buyer’s opinions, interests and activities. Sunprefviously mentioned elements help to

get a whole pattern for final interacting in sogiahd creating stand-alone lifestyle. [19]
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Personality

This factor is extremely individual matter, becaysa cannot find two individuals with

same personality, but a personality could transforma time, because of influence of
many specified elements. Personality is not a stiopmions which customer spreads,
but it is manifesting by his behaviour due to speaircumstances. There are many
characteristic of personality like: aggressivenesgymissivity, dominance etc which
could be used for determination of consumer’s bgiypehaviour for potential product

or service. [19]

4.6.4 Psychological Factors

To category of factors which influences customds&haviour from psychological

aspect belongs: motivation, learning, percepti@ielbs and attitudes. [19]

Motivation

Buying behaviour is also affected by the level mdlividual motivation, which is an
element of every person’s individuality, with difé@mt needs. These needs could be
biological, social, psychological etc. Need is batw a motive in situation, when is

more pressing customer to satisfy it. [19]

Perception

Perception is a sum of sub-skills which have goakelect, organize and interpret

information in appropriate way to get useful expedes. Perceptual processes are
selective distortion, attention and retention. Maeks try to attract customer’s attention

(selective attention When customer try to interpret provided inforroatin that form

which potential buyer already believe, we talk abselective distortionin case of
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selective retentignmain effort of markers is to retain suitable mmi@ation which

supports their way of believe. [19]

Beliefs and Attitudes

Potential buyer's has some specific attitude towavdrious products and services.
Marketers are interested in believes and attitidease that it makes up a special brand
image which stimulate consumer to purchasing. ia tlase it is important to change
whole aspect of consumers believes and attitudes shme specific advertising

campaigns. [19]

4.7 Consumer research methods

Market research is every time one of the most ingmbrpart of successful marketing,
because it is crucial obtain information what cosos really demand and want instead
of what we think that they probably could want.[20]

Currently are known two methods (approaches) oketarg research: primary
and secondary. At first is important to reveal sdmasic information abowgecondary
researchbecause for object of this diploma thesis is nitable. This kind of research
is based on usage of data, which was already e some other robust researchers.

Primary research conversely, is research which must analysis pegpiesign
and manage all by himself. There are many formsrahary research and it is
important to choose the right one for the analys®dhlematic. For better understanding
how a desired method chosen is, follows a simmedhart which depicts process of

decision among primary research methods. [11]
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Does the question(s] involve

REFAVICLR BEHAVIOUR or OPINIONS ? w‘

Can the respcndent

PROJECTIVE [ MO answer accurately ?
METHODS ( matter of "deeper"
opinions and believes)
Cant the relevant YES
behaviour be observed

in the customer's
natural environment ?

EXPLORATORY or
PRECISION research ?

nO YES
EXFLORATCRY RCCISION

INDIVIDUAL =HRiaie
EXPERIMENTATION SCANNER DATA INTERVIEWS
PHYSIOLOGICAL OBSERVATIONS G"Sggpss

Figure 1 —Consumer research methoc- decision diagram pttp://www.consumerpsychologist.con]

From this flow diagram is obvious that icreating of marketing research method wt
will by suitable for fulfilling goal of this diplom thesis is questionnaire surv
Specifically in online from, because the data which this survey plewvill be in

digital format, what is off course much ter for following statistical data analys [22]
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5.CVVM

5.1 CVVM introduction

Centrum pro vyzkum wejného migni (Centre for research of public opinion - CVVM)
is research department of Sociological institutddfCR, v.v.i. (Academy of Sciences
Czech Republic, public research institute). Itgios dates back to year 1946, when as
small part of Ministry of information, began itseyptions Czechoslovakian institute for
a research of public opinion. Current centre wasbdéished in year 2001 by migrating
of its leader (IVVM — Institute for research of pigbopinions) from Czech statistical
bureau to Sociological institute of AV CR, v.v.i.yBncorporation into scientific
institution ensures quality and professional backgd and credit of workplace, which
must (CVVM) as a part of academic environment F@é conditions and achieving the
highest professional level. [7]

The main concern of department is a research prtideSe spolénost” (Our
society), under which are made ten researches geary This is a exploration of public
opinion based on representative sample of Czechilgign up to 15 years of life,
which every time have at least 1000 respondentsiifim form of questionnaire allows
covering really wide spectre of themes and alsmeeucal, political and generally
sociological topics are included into the invediiyas. There are used both repetitive
questions, which allows to observe progress ofistugghenomena and new topics
which reacts to current events. Thanks to long-tamd continuous character is this
scientific project of investigation of public opams in Czech Republic unique and its
outputs are valuable materials, which are usuadgduespecially by the professional
public, students and journalists. Besides reguhsestigation of project “NaSe
spole&nost’(Ous society), the CVVM performs special reskas for other departments
of Sociological institute AV CR, v.v.i., and for &xnal contractors among institutions
of government administration or research orgarosatiand universities, including
foreign sector. CVVM also takes a part on inteivai cooperation of agencies for
research of public opinions — Central European @piRResearch Group (CEORG) and
in year 2001 — 2004 was participated on researcjeqr of European Union —

“Eurobaormeter”. [7]
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CVVM regularly presents its work in form of presdeases (about 15 by every
month) and few times in a year organises a prestences related to current topics
and events. As a part of popularisation activitees also regular representations in
media. There is an archive containing press repaste year 1990 available to general
public. In one of projects was also processed aecbf final reports from researches of
Institute for research of public opinions (andfaower IVVM) since the late sixties
till the year of 1999. Copies are publicly accelesin library of Sociological institute
AV CR, v.v.i., library of AV and in the National brary. Digital files with result of
researches are stored in Sociological data arclidech also provides them for a
scientific and study purposes. [7]

Bulletin “NaSe spolénost’(Our society) is regularly and professionalpecified
output which contain essays drawing form resultsredearch of public opinions.
Publication Ceské véejné mirni: vyzkum a teoreticka souvislost” (Czech public
opinions; research and theoretical connection)asliaination of one of grant projects.

Activity of CVVM is continuously presented on the ebpages
www.cvvm.cas.cz. There could be found public pregsorts from regular researches
and contributions to bulletin “NaSe spatest” (Our society); in case of newly
published contributions, registered users areiadtifia e-mail. [7]

CVVM consists of 11 permanent employees, which isfisation completely
covers requirements of complete execution of sogiohl research. The centre has its
own interview network in a size of approximately07@terweavers and its distribution
provides both as whole population and specialissdarches. [7]

Members of department are dealing with generallyeotatical and
methodological matters of public opinions and itssearch in case of their
specialisations with individual experts and sc&ntWorkers takes care about public
opinions as social phenomena. Except other prafesbkiactivities, members also
lecture for example at Philosophical faculty or #fc of sociological sciences of

Charles University. [7]
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5.2 CVVM studies “Pivo v ¢eské spolecnosti” (Beer in Czech society)

Study “Beer in Czech society” is long term studfpened since 2004. Spectrum of
analysed phenomena is really wide and consist aflohportant factors, which could
help in a market analysis of a specific segmentseafr market. Press report for year
2012 provides general results and conclusions giragression of situation in case of
beer consumption, situation of non-alcoholic be¢titudes Czech public to high level
of beer consumption in Czech Republic and potentigbectations about future
progression and development of Czech beer and bgewill analysis is performed on
dataset of respondents, which are 18 years okhat.|[4]

Other parts of study Beer in Czech society, impartar fulfilling of goals of
this diploma thesis are projects “Obliba a konzuenasva v Ceské republice”
(Popularity and consumption of beer in Czech RepyblRadler naceském pivnim
trhu” (Radler beer in Czech beer market) and “&fybpiva ¢eskymi konzumenty”
(Choise of a beer by Czech consumers). All thestcp&ars studies, on which are this

diploma thesis based, were performed for a ye20aP. [4]
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5.3 CVVM conclusions important for diploma goals

This part of diploma thesis consists of CVVM stdignalysis and highlighting of
already known results (particularly the seconda&search). Following statements and
numerical facts are separated into standalone esuaerformed by CVVM in which
there were published. Study of these researche<isgcial for fulfilling diploma thesis
goal because in practical part follows testing piiaima authors results witch results
gained by CVVM. [7]

5.3.1 “Pivo v ¢€eské spole €énosti 2012” (Beer in Czech society 2012)

General consumption[4]

. At least occasional consumption of beer: 90% of ian@h 62% women.

. Decreasing trend of in beer drinking among all gates of men except
oldest ones (age category: 60 and over). Potesg@omical reasons, because
respondents were from groups with lower incomes.

. Slightly increasing trend of beer drinking amongwenm (age category
18-29 and 30-45).

Non alcoholic beer{4]

. Generally non-alcoholic beer is not a substituta afcoholic beer for a
Czech drinkers.

. Only in situation when consumer must stay sobee@ajly in case of

driving 55% of men and 27% of women chose the rlookalic beer.
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Attitude to beer consumption (Pride related to Czels leadership in beer
consumption — relation to “Czech beer Culture”)[4]

. Feelings of pride Czech beer consumption 45% meroaty 17%
women.
. Diversity among spectre of consumers dependingoasumption quality

(pride increasing with quantity), level of educatitigher education — lower pride) and

age (older person — more proud person)

Future situation of beer and brewing[4]

. Optimistic view of almost all consumers.
. Slightly increasing trend of less optimistic ex@icins.
. Czech beer pierces the beer markets of foreigntaesnWith this

statement agree 59% of consumers, disagree 26%.
. Displacement of Czech beer on Czech beer marki&irbign brands is

not a threat for a 73% of consumers (slight inaezpposite view to 17%).

Future situation of small breweries[4]
. Obvious increasing trend (since 2006) in capabibtegxpress a clear

opinion to situation and majority of consumer apéraistic about the future situation.

Development of beer price$4]

. Extremely important attribute for Czech consumer.

. With grow rate of beer price expects the vast nigjof respondents
(more than 90%).

5.3.2 “Obliba a konzumace pivav Ceské republice 2011” (Popularity

and consumption of beer in Czech Republic 2011)

It was necessary to use report published for y8at because newer was not available
during work on diploma thesis.
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The popularity of beer[2]

. The popularity of beer in the Czech society ismftensidered as a given
fact, but there is relatively significant differenbetween men and women.

. While the almost men consumers considers beer, @ashy
approximately half of women consumers have a sgrrean.

. Popularity of these consumers which consider lasty is not influenced
by group specifications.

. In almost every case consumer which consider laesgy tirinks the beer.

. Surprisingly there are also beer drinker among woress which consider

beer as rather distasteful, namely 41% of men 286l & women.

Beer consumption[2]

. Information about beer consumption is similar valight deviation due
to report and confirms a trend of slightly decregdieer consumption among men
under the age of 60 and over.

. This kind of decreasing consumption can be obseggpécially among

men with high school education level.

Amount of consumption[2]

. Persisting amount situation of average consumgafdralf of liters of
beer per week, approximately 8-9 half of litres/tveensumed by men and 2 half of
liters/week women.

. Signs of decreasing trend of average consumptibighais connected

with long-term trend of decreasing number of begrscmers among all observed

categories.
. Development heading to frugal average beer consampt
. Decrease of “big drinkers” (average week consumptiore than 14 half

of liters/week) from 20% to 14%.

. Slight decrease of “regular drinkers” (average weaksumption 8-14
half of liters/week) from 27% to 23%

. Increase of “occasional drinkers” (average weelksoamption 3-7 half of

liters/week)
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. Decrease of average week consumption among grauersity-
educated respondents from 8 to 6,5 of liters/week.

. No differences among consumers living in familyhndlifferent
economical statutes (different incomes).

. Assumption that due to relatively low prices of beeCzech Republic in
relation to average incomes, consumers are noeplushconsider if drink and in how

amount.

Frequency of consumption (beer as a regular or feise drink?) [2]

. Observed sign is a average frequency of drinkirmgnduveek.

. Decreasing trend of frequency consumption sligatigve level of 3
times per week for men and 2 time for women.

. Decreasing trend is predominantly related to methout any
differences based on consumer segmentations, exapbetween 18-29 year of age.

. Decrease of everyday drinkers from 26% (2007) &.15

. Increase of two-times drinkers from 16% to 24%.

5.3.3 “Vyb ér piva €eskymi konzumenty 2012” (Choice of a beer by

Czech consumers 2012)

Choice of beer by the brand1]

. Male part of consumers is significantly profiled\urite brands 94%
men and 79% of women).

. “Every time” performed choice based on favouritarial: 4/10 men and

women.

“Mostly” performed choice based on favourite brabd:0 men and 2/5

women.
. Brand unbiased performed choice only: 1/10 mentangomen.
. Education and age don’t have any influence to &aaly amount of

consumption (Bigger amount of consumption mean rfreguient choise based on
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favourite brand).

Regional aspects (potential preference of local brals) [1]

. Only 1/3 of men and ¥ of women makes choice relatedgional and
local brands.
. 15% of men and 27% women don’t even think aboutratation of their

choice due to region.

. Generally it is possible to make a statement thiht te rising amount of
consumption also rise the preferring of regionahiois (only exception in group of avid
drinkers with 14 and more beer, week consumption).

Choice between known and unknown brand (willingnesto try unfamiliar

products) [1]
. Only small part is not able to answer the questi@96).
. Part of consumers which are willing to try new liras almost same as

part negative attitude to a unknown brads.
. Long-term trend indicate increasing willing of cansers to try new
brands (especially in group of men 45-59 year efwigh high-school graduation and

higher amount of consumption).

Importance of price, taste and advertisement duringchoosing of beef1]

. The most important aspect for Czech consumergimsfiantly a taste.

. Second most important aspect is a price.

. Advertisement is aspects with lowest importancectorsumer.

. Male consumers prefer a taste slightly more tharafes.

. Price is important for % consumers.

. Importance of taste is increasing with increasihgomsumer’s standard
of living.

. Groups with lower income prefers attribute pricagortance of low

price especially for pensioners).
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. For latest year there is mentionable decrease ditance of price for
all consumers also among the segmented groupsf@dtefluence of newly provided

tasted beers “radlers”, which is impossible to abgrsas trend for its novelty).

5.3.4 “Radler na éeském pivnim trhu 2012” (Radler beer in Czech
beer market 2012)

Radlers, which mean flavoured beer came to thelClaeer market during year

of 2012 by its successes it, earned their own studyproject “Beer in Czech society”.

. Consumers feel enthusiastic about new kind of beer.
. Consumers consider radlers as a good idea.
. Consumers are not afraid about position of classmamon types of

beer (possibly because most of consumers don’idensadler as a beer and as a

temporary fashion matter). [8]

Consumption of radlers[8]

. Majority of respondents at least tasted radlers ¢8/all respondents and
majority of these respondents only tasted the ra@ded almost nobody drinks it
regularly).

. Respondents which only tried: 55% men and 29% women
Respondent which drinks occasionally: 20% men &% women.

. With increasing age of respondents there is alsa@easing trend of
consumers, which don’t even try radlers.

. Surprisingly the major parts of occasional consunaee men (30-49
years of age).

. Surprisingly the drinking of radlers is not signdntly or systematically
related, with amount of beer consumption, becauseps of respondents (men and
women) with highest and lowest consumption, which'tleven tried radlers, are

almost same.
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Radler as a beer or special drin8]

. Almost all respondents unanimously answered ttdéras distinctive
alcoholic drink (considered as beer by only smatt:;% men and 15% women).

. Trying and drinking of radlers may not have anydirrelationship with

drinking of beer.

. In fact there is large part of “I don’t know” answ&€15% men and 23%
women).

. The more often respondents drinks radlers than witee is considered
as beer.

. Elderly consumers refuse radler as a beer.

. With increasing consumption of beer both of opisiane increasing.

Perception of radler’s position on Czech marke{8]

. Good way of extension of the offer: 77% all grogpsnen and women.

. Only group with highest beer consumption don’t ¢dessradler as a
good idea.

. Radler as a threat to Czech beer: 79% men and T4#6ren have no
worries.

. Future of radlers: Mostly considered as fashiondrey men

respondents, but women have a different opinion.

. Elder respondents consider radlers as an imperrharegter, but
younger respondents (with university graduation lamger beer consumption)
disagrees.

. Current radler drinkers disagrees with assumptian tadler is a fashion

trend.
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Links between radler and beer8]

. First research did not reveal any connection, tastimpossible to make
a final statement about mutual influence of beet raller consumption.

. It is an extremely individual opinion matter.

. Respondents EXAMPLE 1: Considers beer as a vety tamore often
only tasted the radlep considers radler as a special drittkdon’t have any worries
about future of bee® radler is only a temporary fashion matter.

. Respondents EXAMPLE 2: “experimenters” drinks radler most often
-> considers radler as good way of extension of ffex & don’t consider radlers only
as a fashion temporary matter.

. Research about radler is a good topic for an imyatsbn and there could

be an interesting potential future trend.
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6. Questionnaire survey

Questionnaire belon in to a group of marketingesearch too, for evidence of
phenomena origins, hum behaviour and also cognition of their views, attés anc
motives Similar wayshow to obtain desired data are observation andrewpating
Questiming is one of the most used procedures of maretesearch. It i
performed by tools (questionnaires, record shestd) properly chosen contact witt
bearer of the informatio— respondent. This contact could be direct, immededet is

in case ofwritten answering of our questic (see following picture. [27]

—— written questions ———»
4——— written answers ————

Researcher Respondent

Figure 2 Survey method scheme [Author]
When creating oquestionnaire it is important to pay attention ahitsicorrect

composition. Inappropriate composition «questionnaire could call doubts ug
obtained information and results could not fit ®quirements and objectives
research. [25]

A good questionnaire should meet two main requirds’

. Purposefully technic. — such assembly and formulation of quest,
which provides possibility to respondent to resgoas accurately as possible to ob
of our interest.

. Psychological— creation of conditions (environment, circumstang
which could make this task easy, suitable, pleastsired and willed for rpondent as
much as it is possible. The point is to get answessn respondent briefly ar
truthfully. [25]

In case of survey created for this diploma thesimportant to change a little |

previous scheme of interactions between reseamh@rrespondent. Main is that 1
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reliability of survey is crucial obtain satisfyingize sample which could represent
residents of CR. Questionnaire survey is createdowiline application and stored in
cloud computing solution of Google Apps. This synie easy accessible for the
respondent thanks to one simple link which couldsimply sent via mass email or

placed in forums or pages, where could be foundnba-directly encountered

respondents.

Questionnaire
survey in on-line
form

written questions

table with data

survey

o O

writtent answers \ S—

Researcher )
url link

Y

Web pages/ forum

N\

&
&
Sy

survay

Directly contacted
Respondent

Randomly contacted

Respondent

Figure 3 Used survey method diagram [Author]
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6.1 Google drive

Google drive is a newly accessible cloud applicapoovided by Google inc. connected
to services of Gmail. It is based on previous wersif cloud applications with similar
main ideas called Google docs.

Possible usage of Google drive is very comprehenaivd could cover most
parts of process connected not only with data cttlg, that is also reason why Google
drive was chosen for creation of this diploma thesither particular properties and
applications are explained in following subchaps&med to cloud computing and
standalone applications. [3]

6.1.1 Cloud computing

Cloud computing is Internet based model of usageoaiputer technologies. It is also
possible to characterise it as providing serviaeprograms stored in distance internet
servers, users could connect to these featuresnteenet browsers or specific local
clients and use them practically from everywher#hwiternet connection.

Users don't pay for own exact software but onlyifsrusage (assuming that the
service is chargeable). Offer of applications hasally wide spectre: office, systems,
distributed counting and also operational systeperaied in browsers (for example
eyeOS, Cloud or iCloud). [5]

Technology of cloud computing is characteriseddijpiving properties:

. Multitenancy— Computer resources are shared between all users.

. Huge scalability and elasticity Provides to users a possibility to quickly
change their computing resources due to actualsneed

. “Pay as you go”— This approach is based on simple principle: “fuay
what you consumed”.

. Up-to-date - All software is automatically actualised, usexr mot
interested into this process and all is directegioyider.

. Internet access-Users can connect to their software from everyehe

around the world via internet connection.
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6.1.2 Google Apps usage

Google drive is connected with increasing numbeapglications, which you can install
from internet market of Google Chrome internet sewv With these applications it is
possible to manage and edit pictures, videos,digx, the documents, manage projects,
create tables etc. Regardless to number of Goale dpplications you have installed,
you still have an access to all of your files o @ace, on online Google drive servers.
[3]

Main features and possibilities of Google drivéarm of simple list:

. Access to files and possibility to open files.
. Creating of new files of appropriate application.
. Access to files in Google drive via applicationgside of Google drive

environment.
. Storing of files on Google drive via applicationstside of Google drive
environment.

. Sharing of files of any kind of type, includingdd created in Google

drive applications.

+Tomas Search Images Maps Play YouTube MNews Gmail Drive Calendar HMore -
Google .
Drive New folder Sort - =i B ¢ -
E Meet your Drive Why don't you give it a try?
¥ My Drive My Drive is the home for all your ‘ . . o Explore the lefi-hand navigation.
Shared with me files. With Google Drive for your PC » Create Google Docs and mare
Starred you can sync files from your L
Rt computer to My Drive. = See files at a glance with the new grid view
More v * Get the Google Drive mobile app
Download Google Drive
My Drive

TITLE OWMER LAST MODIFIED

A Chosing research method me 22 Jan m=

DP attempt me 13:25 me

B Untitled form me 6 Feb me

Figure 4 Print screen of Google drive interface [Athor]

As was already mention there are plenty of possésl with Google drive in
combination with Google Chrome “plug-ins”, but farocessing of activities leading to

correct fulfilling of this diploma thesis goals arest important only few of them. [3]
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Google forms

As a one of inseparable parts of Google apps @@ @hline forms originally called
Google forms. This kind of applications providespogunity to create and publish
forms. During creation of form there are possil@itto choose different kind of
answering styles. For example checkboxes, pull-davemus, a range of satisfaction
etc. Creator can also make form more attractive paonal in way of additive
graphical motives and themes. Before is form preditb respondents, the creator can
set up other important properties of form (mandatprestions, author anonymity, etc).
When the data collection is ended, there is pdggilbd evaluate the results of

questionnaire not only in tables, but also autoradlyi in the form of a graph. [3]

Google spreadsheet

This browser-based application is similar to MiafbsExcel spreadsheet system. It
doesn’t have such a wide spectrum of advanced grepédut it allows user to store,
edit and organize data or information in many wa@her main advantages are
simplicity, multi-formatting and cloud solution.

Google spreadsheet is also a data output fromagtigin Google forms, which

contains results in appropriate way due to relespatified form. [3]

Google drawings

It is a fine graphical solution in way of graphiaal sketch implementation of desired
topic. As it is usual in Google apps the interfecextremely similar and as a cloud web
application it could be accessible from every cotapuwvith internet connection.
Working in Google drawing has a many of preparedpsh, object and features for
simple and quick solution of users needs.
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An important advantage of working in Google draveing feature managing
dynamic indexing (depiction) of positions of ingettobject for symmetrical placement

and better overall impression of result. [3]
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Practical part

7. Empirical study

The final gross number of collected respondentsp \@hswered the questionnaire
survey, was almost seven hundred, but after remgoincomplete answer sets, the
number of usable data from respondents was 602m Rtds number, only 50
respondents answered “No” to the question “Do yika beer?” which reduced the
sample to 552 respondents suitable for furtheryarsl

At first there is a general overview of survey fesin clear way of pie charts
with comments and specifications. MS Excel 2007 @oogle spreadsheets were used
for creating these charts and graphs.

The following part is focused on analysing theulessin table forms, which
contain collected data from SAS 9.2 and SAS Enisgpguide 4.2 in order to

appropriate hypothesis related to beer consumptieferences.

57



Diploma thesisToma: Vik Statistical data analysis of beer consumption peefee

7.1 General overview of survey results

7.1.1 Characteristics of sample

Proportion of gender

H Male

W Female

Graph 1Sex of respondents [Author]

Representation of age
categories

6%
‘ m18-29
m30-45

m46-59

m 60 and more

Graph 2 Age categories of respondents [Author]

The low representation of group “60d more” is caused by very low accessibility ¢
interest ofthis category in information technologies, whichasproblem forevery

survey performed iadigital form.
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Levels of income

m0,- up to 8 000,-

H 12 001,- up to 18 000,-
H 18 001,- up to 24 000,-
M 24 001,- up to 32 000,-
M 32 001,- up to 40 000,-

™ 40 001,- and more

Graph 3 Income categories of respondents [Autho

Levels of education

4%

L -

Graph 4 Education categories of respondents [Autho

H Primary
m Secondary

= University

The epresentation of Primary educated respondentsysiaw, which could be caud
by similar reasons éthose in theoldest age group. For categor data analysis and
fulfilling the condition ofminimal representation fof test,this grouj was aggregated

with Secondary education gro
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Life-style proportion

W Active

B Sedentary

Graph 5 Life-style classification of respondents [Authol

In this case “Active” lifestyle was conditioned doing sport oexercis: regularly.

Do you follow your friend's
recommendation in your beer
choices?

mNo

M Yes

Graph 6 Friend's recommendation influence onmespondents [Author]
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Are you influenced by advertisement
in your choice of beer?

B Absolutely no
H Absolutely yes
m Rather no

M Rather yes

Graph 7 Advertisement influence onrespondents [Author]

This is a problematic question which could haverel@sed testifying Wue, because we
do nd know how many respondents are aware of poteinfiagience of dvertisements
on their behaviour. Th is obvious from thgercentage of respondemwho answered
“Absolutely yes”. For testir purposeshis answer was aggregated with “Rather y

7.1.2 Overview of survey result s for standalone questions

Do you drink beer ?

m No

M Yes

Graph 8 Proportion of beer drinking respondents [Author]
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This graph showshe popularity o drinking beer in the&Czech Republic, because £
respondents from total 602 respondentsse theanswer “Yes”. Due tcthe survey
analysis we consideonly answers of the respondents vdinmse “Yes” to tis question,
because we assurtteat only people who drit beer are abl objectively answe most

of beer related questiol

Do you like beer ?

1%

B Absolutely no
B Absolutely yes
Rather no

5%
’ M Rather yes

Graph 9 General beer likeness of respondents [Autho

There could be se an interesting phenomen related to respondents who ct
answers “Absolutely no” ancRather no”. As was alreadyentionec the sample, on
which this analysiss base, is the respondents who drink b It brings a question:
why they drink beer if they do t like it? In thetheoretical part of this diplor thesis
therecould be found reasons of sociological aspect @fladl consumption, especia
in case of theCzech Republic. We could assume that this smatl glarespondent

drinks beer because of social affiliati
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Do you prefer non-alcoholic beer to
other soft drinks in case you cannot
have an alcoholic beer?

 Absolutely no
B Absolutely yes
Rather no

M Rather yes

Graph 10 Non-alcoholic beer likmess [Author]

An interesting facis that in case of driving, major part of beer constarEhooses
non-alcoholic version of beer instead of other -alcololic drinks, like water or soda.
In case of comparison the preferencedbetween male and female respondents, &

15%more of male respondents pre non-alcoholic beer than female responde
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Average week consumption (Beer
0.51/person)

BQupto2
E3upto?
m7upto 14

B more than 14

Graph 11Average week beer consumption of respondents [Authk

This graph showshe distribution ofaverage week beer consumption of respond

which reports major part ¢‘temperate” drinkers.

Average beer week consumption
(male/female, 0.51/person)

100%

80%

60%

40%

20%

0%
Female Male

BQupto2 ®mW3upto7 m7uptold mmorethan14

Graph 12 Comparison of male and female average week consunmt
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Average week consumpti comparison clearly shows that malerespondents’
consumption is muclhigher than female respondentSemale responwmts could be

considered as occasional drink

Attitude to national beer
consumption

4%

| do not mind
M Pride

Shame

Graph 13Respondens’ attitude to high national beer consumption [Author]

In this case thegraph indicatesthe emotional relation of respondents the world
primacy in beer consumptior(which is actually slightly decreasir of the Czech
nation. The rmajor part of respondents does not feel involvedhis question, bt

“proud” consumes manytimes outweigh “ashamed” respondetats.
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Future of Czech brewing industry
1%

B Absolutely negative
H Absolutely positive

Rather negative

10%
B Rather positive

Graph 14 Future of Czech brewing industry from theview of respondents [Author

Future of Czech mini and micro
breweries

B Absolutely negative
. M Absolutely positive

0%

Rather negative

13% M Rather positive

Graph 15 Future of Czechsmaller breweries from theview of respondentgAuthor]

Would you appreciate bigger
extension of mini and micro

breweries?
1%
[ B Absolutely no
44% 45%
H Absolutely yes
7 Rather no
10%

Graph 16 Opinion of possible positive development of mini and micro brewees [Author]

This set of graphshows essentially positive expectationdated to Czech brewin
industry.

Important information related tthe last graph (Graph 16) testifiin favour of
really good attitude of Czech consuis to asmaller brewery industry anfor the
significant demand in this part of Czech beer mi
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Would you mind price increase of
tapped beer, if it meant extension of
beer offer in Czech restaurants and
pubs?

10%

12%
H Absolutely no
H Absolutely yes
42% Rather no
M Rather yes

Graph 17 Opinion of potential beer price increas

According to theprevious graph, wherthe major part of respondents expressed re

positive attitudes tdhe potential future development of mini and micro beews, in

case of poterdil increas of beer price respondents aret such enthusiastic.atio of

summarised answers of “Yes” and “No” is almost dx
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This informational set of grass indicates overall aspeatrespondentrelated to beer

itself .

Interest of
respondents in
beer itself

H Absolutely

o)
30% 12% no

- B

46%

H Absolutely
yes

Rather no

Interest in beer
tourism

B Absolutely

26% 27% no

H Absolutely

yes
8%

39% Rather no

Graph 18 Interest in a beer itself [Author] Graph 19 Interest in beer tourism [Author]

Do you know the
term
"Homebrewing" ?

H No

HYes

Do you visit
festivals and beer
events?

H No

M Yes

Graph 20 Term knowledge [Author]

Graph 21 Visiting of beer events [Author]
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Choice between big Czech known
and local small brewery

H Absolutely big Czech
known brewery

B Absolutely small local
brewery

Rather big Czech known
brewery

W Rather small local
brewery

Graph 22 Decision between biwell-known and small regional breweries [Author

Acording to theresultsfrom Graph 16, choice of respondentghe situation where bi
Czechknown brewery brands and smal local brewery br occul, there are obivous
sympathies related to regional sr beer breweries, which enimportant fact for the
potentional development of these breies on theCzech beer mark

Which factor is the most important
for your beer choise in general?

1%4% 4%

H Advertisement
M Grade
Price

MW Taste

Graph 23 Importance of factors for beer consumers [Author

There is aclearly visible domination of tastactor, which cannot be compared to |
other potential factor. Interestinganextremely low value of advertisement factor,
as was already said, it is almost impossible tm gaithful statements abothe real

influence of advertisemeon consumers ithis form of general surve
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What are your bottled beer
preferences for home consumption?

M | choose different kinds
because of beer variety

M | choose the same kind

Graph 24 Choice of respondents irthe situation of buyingbottled beer [Author]

This question was conditioned the situation when aonsumeibought at least
10 or morebottles of bee for home consumption. The majpart of respondents whic
chosebeer variety optins show that Czech drinkers dot rivink beer at home on
because they want some alcoholic drink but theytw@enjoy potential differences
provided beesupply
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Which statement is true for you?

M Price is as important as
taste

H Price is more important
than taste

I Taste is more important
than price

2%

Graph 25 Price and taste ratio decision [Author]

According to graph 23 where 91% respondents expdedgat most important for the
was thetaste, in this situatiowhere werghree statements describing imaginary rela
between theaste and pri¢, theleading position of exact popularity of price ifswas
not so dominatingAn answer with thelowest frequency occurr mostly in the
category of respondents with lower ince.

What do you think of beer price in
general? Is it ...

5% .
B Expensive

B Cheap

o Just

Graph 26 Opinion on beer price [Author]
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If the price of your favourite beer
increased by 15%, would your beer
preferences change?

| would find another
convenient brand

| would chose cheaper
kind of the same brand

()
>% They would be the same

Graph 27 Opinion onpotential beer price development [Author

Interesting combination of these two graphs shdwas ¢ven when the beer price is |
according to theanajority of respondents, there is ¢ the possibility that if the price

increased, it wouldot have a critical influence to consumers and theferences
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What beer grade do you prefer?

H "Eleven" (11%)
M Draft beers (10%)
Lagers (12%)

M Specials (13% and more)

Graph 28 Preference of beer grade [Author]

There could be seen an equal preference distribofialraft beers, lagers and-called
“elevens, which are relatively new othe Czech beer markdhéfirst beer marked as
“Eleven” came to the Czech beer marin 2007 as'Zlatopramen lleven”) and now

have a stable part of Czech consun
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What kind of beer do you prefer?

4%

m Dark

H Mixed beer
m Pale

M Radler

B Wheat

Graph 29 Preference of beer type [Author]

An obvious domination of pale type beer is mosa Czech phenomenon, which

connected with thpopularity of lagers, draft beeand elevens. These gris are in fact
mostly in form of pale beers and thatthe reason why this category has such a r
part in the graph.
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Do you drink flavoured beer - so
called "Radler"?

M No, but | have tasted it a
few times

M No, | have never tasted it

Yes, | drink it quite often

M Yes, | sometimes drink it

Graph 30 Situation of Radler beer among Czech consumers [Albbr]

An important factwhich results from this gra, is thatalmost every responde¢ at least
tried new flavoured beers called RadAnswer “No, | have never tasted it” was cho:

predominantly by older part of consum
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Do you consider "Radler" to be beer
or another alcoholic drink?

H Absolutely another
alcoholic drink

2% B Absolutely beer

Rather another alcoholic
drink

W Rather beer

Graph 310pinion on Radler as arink type [Author]

The major pa of Czech beer consumers does consider Radleto be beer, but to be
some another alcoholic drink. T could be caused by few aspects. At firsalcohol
content of Radler is very low in comparison to beer (n@xum content of Radler is
abound 2% of alc. andthe weakest” draft beers have around 3. and other
possibility isthat Czech consumers are proud pes whostrictly prefer th classical
form of beer (theclassical flavour based on brewing) and refuseatb “beer” some

other flavoured mutation
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Do you consider "Radler" to be a
good idea how beer offer can be
extended?

6%

/

B Absolutely no

B Absolutely yes

Rather no
18%

M Rather yes

Graph 32 Opinion on Radler as an extention of beer market [Author

The epression of this graph shis that the Czech consumemnerallyconsider Radler
to bea good idea how to extend the beer offer, 'h is animportant fact that show
important characteristics about current beer drimkd Czech consumers are able
consider Radler in this way, it shs that they should ndte consiered as closed

minded old-timadrinkers, wlo are afraid of experimentingith new potential product
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7.2 Categorical data analysis of survey results

For analysis of categorical data collected by qaestire survey SAS 9.2 software was
used. Data, which were in form of spreadsheetsa(dtebutput from Google forms),
were downloaded as MS Excel file (*.xIs) and impdrtight into SAS.

Example which follows is the main part of the caded for analysis and

construction contingency table for testing thetfirgpothesis group (Table 4).

PROC FREQ DATA = WORK. SORTTenpTabl eSort ed
/* proc freq produces a one-way frequency table for each
vari able */
ORDER=| NTERNAL;
/* specifies the order for reporting variable values */
TABLES what beer _grade_do_you prefer_ *
do_you_consider_your lifestyle /[
/* Assignnent of variables (nanes are taken from questionnaire

survey) */
NOROW
NOPERCENT
EXPECTED
NOCUM
CHI SQ
SCORES=TABLE
ALPHA=0. 05;

/* Assignnent of required adjustnents and test (Chi-square test)
with 0.05 confidence |evel */

RUN;

/* starting command code */
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Analysing beer grade choice dependency on gendefektyle, education, income
and advertising influence

Choice of beer grade
Test
DF criterion | P-value | Dependency | Cramer's V
X2
Sex 3 25.9778 | <.0001 Yes 0.2169
Lifestyle 3 9.3427 0.0251 Yes 0.1301
Education 3 7.4583 0.0586 No
Income 18 33.6648 | 0.0139 Yes 0.1426
Advertising inf. 6 7.1828 0.3043 No

Table 4 Choice of beer grade results [Author]

Significant dependencies among question answersresmbndents’ gender, lifestyle
and income were found statistical by the Chi-sqtese

As was already said, in the part related to ovesathple characteristics, the
category education must be merged from three chame two of them, because of
very low number of respondents with primary eduoati

Based on Cramer’s V, the powers of dependencieveamrelow at all proven
dependencies. Zero hypotheses could not be rejactedse of education level and a
potential advertisement influence.

Female respondents mostly chose lighter gradesraf deer (63%) and
“eleven” as well as the older part of respondehtsyers and specials were slightly
preferred (61%) by respondents with higher inco&2Q01, - and more).

From the lifestyle aspect the active part of resieois chose mostly beers with
lower grade (55%), which was obvious especiallycamparison of specials stronger
beers consumption, where the major part of consempias based on sedentary

respondents.
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Analysing beer type choice dependency on all postldetermined factors

Choise of beer type
DF ori t:reifatn . P-value | Dependency | Cramer's V
Sex 4 81.6811 <.0001 Yes 0.3847
Lifestyle 4 4.6682 0.3231 No
Education 4 5.4542 0.2438 No
Income 12 29.4346 0.0034 Yes 0.1333
Advertising inf. 8 44.3864 <.0001 Yes 0.2005
Age 8 23.0032 0.0034 Yes 0.1443
Recommendation inf. 4 10.5754 0.0318 Yes 0.1384

Table 5 Choice of beer type results [Author]

Usage of Chi-square test again proved statisticadjpificant dependency of beer type
choice on gender, income, advertising influences agd potential recommendation
influence. For fulfilling of Chi-square test assuiops the last two highest income
levels must be aggregated into one because thesinetes were too low.

Cramer's V shows very low power of dependenciesepk®f the gender
situation where power could be considered as meditrong. That actually testifies
about really different distribution among responsesiale and female consumers. Dark
and Radler beers are significantly preferred bydiemespondents (38%); on the other
hand major part of male choice distribution corssist pale beer (76%, female only
48%).

Income of respondents influenced their choice yeslight but there is visible
difference between consumers with lower income ctvldrinks mostly pale beer, but
with increasing of income there is also increagsihgariety choice (20% wheat beer of
32 001,- and more).

There is also an interesting relation between aerdiding influence and amount
of Radler consumers, because the major part okthespondents admitted that they
were “rather” influenced by advertisement. Radledl wheat beers are also preferred by
younger half (18 - 45) of respondents (13% whedt Radler beer). Radler and mixed
beers were also more frequent in answers of regmadvho stated that they followed

friends’ recommendations (13% wheat and Radler )beer
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Analysing opinions related to beer price developmdéndependency on income, lifestyle, education,

age and gender

Opinion of beer price development
DF ori t:reifatn . P-value Dependency | Cramer's V
Income 8 26.3660 0.0009 Yes 0.1545
Lifestyle 2 3.3655 0.1859 No
Education 2 6.9446 0.0310 Yes 0.1122
Age 6 19.2549 0.0038 Yes 0.1321
Sex 2 6.6429 0.0361 Yes 0.1097

Table 6 Opinion on beer price development resultsjuthor]

In case of testing dependency of beer price dewabop opinion, statistically significant
dependency on income, education age and gendepraasd, but Cramer’s V was also
in all cases very low.

Also in case of income dependency it was cruciahggregate three highest
income groups into one (32 001, - and more). lsd¢hgroups where respondents stated
higher incomes, there were reactions to potentieteiase of price mostly the same
(73%) as before in case of price increase in thgosipe lowest income groups (53%
same reaction) where most of concurrencies welgecgklto switching of preferred
brand for another cheaper ones.

University educated respondents mostly remaineel toutheir favourite brand
even after price increase (72%). Opposite situatiorespondents’ behaviour could be
found in the group of respondents of older agectwisould be related to lower incomes
of pensioners.

Interesting influence of gender on opinion of bpece development is that in
the spectre of female respondents there was a rojgge related to searching of

different beer, but from the same producers (7.5%).
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Analysing mini and micro breweries likeness depenaey on gender, lifestyle,
education and age

Mini and Micro breweries likeness
DF crit:fif)tn . P-value Dependency | Cramer's V
Sex 2 25.7009 <.0001 Yes 0.2158
Lifestyle 2 3.8137 0.1486 No
Education 2 6.3592 0.0416 Yes 0.1073
Age 6 10.2922 0.1129 No

Table 7 Mini and Micro breweries likeness resultsAuthor]

Likeness of mini and micro breweries is dependemteducation and gender of
respondents, but there is again a low power of midgecy, especially in case of
education influence, where surprisingly positivgression could be found on the side
of secondary educated respondents slightly more dhahe side of university educated
ones. Because of a very low frequency of answestiliely no”, this category must be
aggregated with “Rather no”.

In case of gender differences, interesting pheman that female respondents
are less strictly against (16%) the | mini and mioreweries potential development and

growth, than male respondents (9%).
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Analysing beer brand (origin) choice dependency oimcome, lifestyle, education,
age, advertising influence and recommendation inflence

Choice of beer brand (origin)
DF crit:fiitn . P-value Dependency | Cramer's V

Income 15 42.8768 0.0002 Yes 0.1609
Lifestyle 3 3.4445 0.3280 No

Education 3 23.9735 <.0001 Yes 0.2084
Age 9 25.8460 0.0022 Yes 0.1249
Advertising inf. 6 32.3747 <.0001 Yes 0.1712
Recommendation inf. 3 35.2150 <.0001 Yes 0.2526

Table 8 Choice of beer brand (origin) results [Autlor]

Testing beer brand (origin) choice dependency sHoweatistically significant
dependency in every tested relation except ofitbstyle case. Persisting phenomenon
is still low power of dependency, only in case @ommendation influence there is the
highest power dependency, which is actually stitisidered as a low.

The only needed aggregation of categories wasimeed on the highest income
level which was aggregated with the previous catego

Respondents with high income levels significanfiyeferred small local
breweries contrary to the big Czech known onegabegories with a low income level
there is major the part of respondents, who chozeep brands.

A similar situation happened in case of educata@ategories. University
educated respondents had similar preferences agoces with higher incomes. This
phenomenon could also be confronted with age catsgovhere older ones (60 and
more 46% for big Czech known breweries) had sinplaferences to respondents with
lower incomes and only secondary education level.

Advertising influence also showed affecting in dav of big Czech known
breweries, because respondents who admitted imuen advertising on themselves
mostly chose these proven brand preferences.

The expression of recommendation influence is dlseresting, because
respondents who stated that they did not folloenidis recommendations chose the big

known Czech breweries (49%) in most cases thaottiex category (24%).
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Analysing high national consumption opinion dependacy on income, lifestyle,
education, age and gender

Opinion of high national consumption
DF crit:::)tn - P-value Dependency | Cramer's V
Income 8 10.8395 0.2110 No
Lifestyle 2 6.7180 0.0348 Yes 0.1103
Education 2 0.6396 0.7263 No
Age 6 10.9690 0.0893 No
Sex 3 20.6877 <.0001 Yes 0.1936

Table 9 Opinion on high national consumption resuli [Author]

Statistically significant dependency of high natibsonsumption opinion on lifestyle
and gender was proven with dependency power ofValues too. Again there was
needed aggregation of the highest level group B2®01, - and more especially,
because of a low frequency of “shame” answers.

Active lifestyle respondents were ashamed in moases (6%) than the
sedentary ones (2%). There was an interestingreifée between genders, because
much bigger part of male respondents was prouchefhigh national consumption
(42%) than the female respondents (26%).
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Analysing new Radler trend opinion dependency onfiestyle, education, age and
gender

Opinion of new trend of flavoured "Radler" beer on Czech market
DF crit:fif)tn . P-value | Dependency | Cramer'sV
Lifestyle 3 2.3186 0.5090 No
Education 3 0.6818 0.8775 No
Age 9 10.2743 0.3287 No
Sex 3 9.9549 0.0190 Yes 0.1343

Table 10 Opinion on new trend Radler beer on Czecharket results [Author]

In this case, there was found only one statisgicsignificant dependency in case of
genders and no aggregation of categories was neelldibugh the power of
dependency was again low.

Answer “Absolutely yes” was chosen by 25% of maled 29% female.
Summarisation of negative reactions (“Absolutely’ ramd “Rather no”) showed

analogical difference between gender; 28% malel&8d female.
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Analysing average week consumption dependency orciome, lifestyle, education,
age, advertising influence and gender

Amount of average week consumption

DF crit:fif)tn . P-value Dependency | Cramer's V
Income 15 42.0695 0.0002 Yes 0.1594
Lifestyle 3 20.2533 0.0002 Yes 0.1915
Education 3 12.9768 0.0047 Yes 0.1533
Age 9 19.3277 0.0225 Yes 0.1080
Advertising inf. 6 14.7450 0.0223 Yes 0.1156
Sex 3 131.9493 <.0001 Yes 0.4889

Table 11 Amount of average week consumption resulfgwuthor]

In case of testing the amount of average week eopsan dependency on income,
lifestyle, education, age, advertising influenced agender, statistically significant
dependency was found in every single case. Althabhghhigher number of possible
optional answers did not need any category aggoeat

Powers of dependencies were mostly in lower valugsin case of gender
dependency there was detected a medium strong diepen

From the aspect of income, the highest averag& e@esumption (14 beers and
more) belonged to the income group “24 001,- uB2®00,-" (25%). The group with
the second lowest income (8 001,- up to 12 00@e) &nalogically major participation
on lower consumption categories; 34% of “0 up tob2ers and 34% of “3 up to 77
beers.

Active respondents had lower frequency in the ésgltonsumption category 14
and more beers (7%) than sedentary respondents.(20%

Similar situation between two educational catezgprivhere 8.4% university
educated respondents drank 14 and more beers wbkekl¥8% secondary educated
respondents usually drank the same amount of beeklw

The same highest amount of week consumption wasnibst frequent in age
category from 30 to 45 years (20%).

Respondents who admitted possible advertisingienite on themselves drank
less (5%) than respondents who did now allow thfliénce (20%). We are talking

again about the highest consumption category oerti@an 14 beers weekly.
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The distribution of frequencies of answers was amdably different. For
example, male consumption categories were similadgresented, with a slight
predominance of “3 up to 7” category (41%). Onadkiger hand female respondents had
one dominating category of the lowest consumptie®?€) and only a really small

participation of “7 up to 14” (3.8%) and “14 and re{1.9%) groups.

7.3 Comparison of results with CVVM reports

The final part of statistical analysis elementshid diploma thesis is to compare some
of the results from the questionnaire survey witiM® reports.

The objects of comparison are four different valtedated to drinking of
beer and non-alcoholic beer from the aspect of matefemale consumers, so the four

zero hypothesis.

HO: We assume that 88% of men drink beer.
Due to the equation of test criterion (2.6) for saenple test of proportion we
need these variables:
fi=0.95
po=0.88
After substitution of these values to the equatibtest criterion we calculate
value.
z (4.07) > 2 (1.96) =>Hq
Zero hypothesis was rejected.

H : Statistical testing proved that 88% of men don’'tdrink beer.
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HO: We assume that 62% of women drink beer.
Due to the equation of test criterion (2.6) for saenple test of proportion we
need these variables:
fi=0.86
po= 0.62
After substitution of these values to the equatibtest criterion we calculate
value.
z (7.9) >z (1.96) =>Hqg
Zero hypothesis was rejected.

H : Statistical testing proved that 62% of women doth drink beer.

HO: We assume that 55% of men drink non-alcoholic &er in situation when
alcoholic beer is prohibited.
Due to the equation of test criterion (2.6) for @aeple test of proportion we
need these variables:
fi=0.46
po= 0.55
After substitution of these values to the equatibtest criterion we calculate
value.
Z (3.5) >z (1.96) ==Hq
Zero hypothesis was rejected.
H, : Statistical testing proved that 55% of men don’tdrink non-alcoholic

beer in situation, when alcoholic beer is prohibitd.
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HO: We assume that 27% of women drink non alcoholibeer in situation
when alcoholic beer is prohibited.
Due to the equation of test criterion (2.6) for saeple test of proportion we
need these variables:
fi=0.32
po= 0.27
After substitution of these values to the equatibtest criterion we calculate
value.
z (1.67) > z (1.96) =>Hq
Zero hypothesis was accepted.
Confidence interval g(25.8%;38.4%).

Difference among counted results from questionraurgey and results from published
reports of CVVM studies are probably caused byedé#ht size and composition of

analysed population sample.
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7.4 Conclusion

After performing all planned statistical analydise results describing situation among
beer consumers based on published questionnaikeyswrere obtained. The first
analytical part of results in form of pie chartsosfed distributions of individual
answers in every question.

Tools provided by Google drive cloud applicationreveextremely useful for
long term working and preparation of questionnaievey and elaboration of diploma
thesis itself. The only weakness of Google drivpliaptions was that it worked with
spreadsheets, because the manipulation capabwies still limited, especially when
we were working with bigger sets of cells, whichulcbreally extend working time
needed for completing some desired operations.

The first important fact was that 92% of all respents at least occasionally
drank beer, specifically 95% of male and 86% ofdénrespondents. Surprisingly the
highest proportion of respondents who did not dbekr was from the age category 60
years and more (27%). It was not a surprise th@de who stated that they drank beer
also liked it absolutely (67%) or rather liked 2706). The rest of beer consumers who
did not like beer they potentially drank it becan$some social affiliation reasons.

In case of non-alcoholic beer which did not havehsa big consumer base
especially in female spectre of consumers, thistspavas a part of testing and the only
one proved zero hypothesis in section of testinglarity between results obtained by
author’s questionnaire survey and the results phabt by statisticians from CVVM.

After the dependency analysing of average weeglswoption amount, it was
found that statistically significant dependency veasong all tested factors, but the
powers of dependencies were low except of oneifactbe gender, where the Cramer’s
V indicated value 0.49. Frequencies of male consuoategories were similarly
distributed among all groups with slight prevalerafecategory “3 up to 7" beer
(0.5liters) per week (41%). Female respondentstbtripreferred moderate week
drinking (0 up to 2) in a proportion of 66% and thghest category of consumption
was represented by very low values. On the othed llis consumption category was
the most represented (25%) by income category 4-Oup to 32 000,-". This

consumption category was also more represented edgnsary respondents with
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secondary education and age from 30 up to 45, wilidmot admit any influence of
advertisement on them.

Other interesting dependency was found among amsnion high national
consumption and lifestyle and gender, although bd#pendency powers were
considered as low, gender dependency was highediteatyle. It was characterised by
the fact that male respondents were more proudeolhigh Czech national consumption
in more cases (42%) than female respondents (26%).

In case of potential production grow and extengibmini and micro breweries
almost every respondent expressed enthusiasm asitivpaattitudes, but when this
extension was conditioned by possible increase rolviged products price, the
distribution of firstly enthusiastic respondentsswananged into two main groups with
opposite opinions. This kind of attitude is chaesistic for the Czech consumption
nature.

Nevertheless testing of beer brand (origin) depeoglen the situation, when
there were available brands from big Czech-knowd amall local breweries, on
chosen proved statistically significant dependermy income, education, age,
advertising influence and recommendation influer@enerally sympathies for small
local breweries dominated (69%). Respondents wiily gecondary education had
similar preferences as respondents with highemmasy which could be confronted with
the oldest age group, where preferences of big ICkeown breweries were around
46%. Respondents who admitted advertising influeals® preferred these proven
brands. The last interesting dependency with trengest Cramer’s V in this case was
that respondents who did not follow friends’ recoemaiations also preferred big Czech
known brands (49%) in contrast to those who folldwee recommendations (26%).

Questions related to the general interest of red@ats in beer itself and events
or things related to beer or beer culture did hotg any important results. Due to well
known statements and “legends” about Czech consulveing beer experts or beer
gourmands, it was interesting that only a minort pdr respondents showed some
particular interest in already mentioned beer elgme

91 % of respondents answered definitely “Tasteth® question “Which factor
IS most important for your beer choice in generazade and price had both 4% and

the lowest value was assigned to the advertise(diétt. However, there was a similar
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situation as in case of mini and micro breweriedepiial growth. In this case
respondents were confronted with the question stingi statements “Taste is more
important than price/ Price is as important asefaBtice is more important than taste”
and the true preferences came out. The first sttewbtained 51%, the second 47%
and the third 2%, which showed that the dominarficéaste preference was not so
definite in every aspect of decision making.

These suggestions, were also confirmed by reswdts the graph 26, where
74% of respondents stated that current price af ise€ust” and only 5% expressed the
opinion that price is cheap.

The graph 24 also showed that respondents prefesredy different kinds of
beer in the situation when they were buying thisldfor home consumption in form of
bottles. This indicated that the current consunhey &xied to experiment or did not only
want to drink “some” alcoholic beverage.

During testing of dependencies related to the duestf the price of your
favourite beer increased by 15%, would your beefepences change?”, there was
found statistically significant dependency on inepneducation, age and gender,
although the dependency powers were again condidesdow. Generally we could
state that university educated respondents in wfogtcasions stayed true to the same
product (72%) even after the price increase andpp®site situation was related to the
oldest part of respondents, who were mostly comagecwith lower incomes.
Unsurprisingly the highest income category showeal most frequent occurrence of
“They would be the same” answer (73%).

Another tested dependencies among beer grade cftaiaph 28) and observed
factors resulted in detected dependencies on geridestyle and income. The
distribution of possible options was similar to tbevest representation of the strongest
category of specials (13% and more). The prevapiradplem of low dependency power
also occurred in this case. The strongest (but®) power was detected in relation to
income, where respondents with the highest incorefeped lagers and special in 61%
of occasions. Female respondents preferred lidgigers (draft beers and “elevens”) in
63% of cases. Unsurprisingly the active lifest@spondents preferred also lighter beers
in most of occasions (55%).
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Similar set of dependency testing related to bgpe tthoices, in which pale
beers were definitely dominating, resulted in ttagistically significant dependency on
income, advertising influence, age, recommendaitilmence and gender. In general
the dependency powers were low, but in case ofggemeédium power of dependency
(0.38) was found. Specifically female respondentsfgired dark and Radler beers
(38%) and pale beer was definitely favourite (76#)h male respondents. Other
interesting fact associated with the second mostepioll dependency was related to
advertising influence, because a significant parRadler consumers stated that they
were “rather” influenced by advertisements.

The final part of survey was dedicated to the nesmd of flavoured beers,
which began to be significant about two years agenerally the proportions of
respondents who drank and did not drink Radler lbeeralmost equal, but only 9%
have never tasted the flavoured beers. Also a npajdrof respondents did not consider
Radler to be beer, but some different alcoholiald(i76%).

The last tested dependency was related to the apmwhether Radler was a
good idea how to extend the provided beer markie¢. dnly one proved dependency
was in relation with the gender of respondents,re/tiiee answer “Absolutely yes” was
chosen by 25% of males and 29% of females. Anaddlgithe negative attitude to this
guestion was expressed by 28% of male and only dfd&male respondents.

Due to published reports of CVVM, in a case of gsialg current situation on
beer market, this diploma thesis added new polefda@ors (lifestyle, advertising
influence and recommendation influence) which wdéoend in some cases as
dependent, but power of dependency in all casesndidcross the level of at least
medium dependency power. Bigger and more representsample of respondents
would be needed for better and more accurate sesiilthese factor influences. Also
much more specifically created questions related these factors, especially
psychological analysis and theoretical preparationld be suitable for these purposes.
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9. Appendix

Supplement n. 1

Statistical data analysis of beer consumption peefees —

Diploma thesis

I would like to thank in advance all the responddnt careful and truthful filling of

this questionnaire, which, as a part of the aushdiploma thesis, is focused on
statistical data analysis of beer consumption én@kaech Republic. This anonymous
guestionnaire is intended for people who are dlden 18 and its filling should not take
longer than 5 minutes.

Do you drink beer?
At least once in a while. In case you chose "ntéage proceed to the questions related
to your personality at the end of the questionnaire

- 0 ves
. @No

Do you like beer ?

. g Absolutely no
. B Rather no

. B Rather yes

. 0 Absolutely yes

How much beer do you approximately drink a week?
We are interested in beer you drink at home, itatgants and pubs as well. "One beer"
is meant half a litre.

. @Ouptoz

. @3upto7

. @7uptol4

- B more than 14

Do you prefer non-alcoholic beer to other soft driks in case you cannot have an
alcoholic beer?
For example in case of driving.

. g Absolutely no
. B Rather no

. B Rather yes

. g Absolutely yes
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What is your attitude to the high beer consumptionn the Czech Republic?
We talk about the Czech first place in beer congionmf a person per year.

. 0 | do not mind
. 0 Shame
. 0 Pride

What do you think the future of the Czech brewing vill be like?
Considering current situation.

. g Absolutely negative
. 0 Rather negative

. B Rather positive

. 0 Absolutely positive

What do you think the future of the Czech mini andmicro breweries will be like?
Considering present development.

. g Absolutely negative
. 0 Rather negative

. B Rather positive

. g Absolutely positive

Would you appreciate bigger extension of mini and mero breweries?

. 0 Absolutely no
. B Ratherno

. 08 Rather yes

. 0 Absolutely yes

Would you mind price increase of tapped beer, if imeant extension of beer offer
in Czech restaurants and pubs?

Price increase includes installation costs andscassociated with long-term quality
upkeeping of offered beer.

. g Absolutely not
. 8 Rather not
. B Rather yes
. 0 Absolutely yes
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Are you interested in beer itself?
For example, history, beer curiosities, ways ofring and serving, et.

. g Absolutely no
. B Rather no

. B Rather yes

. g Absolutely yes

Are you interested in beer tourism?
The question also includes interest in trying nelknown beer and beer beverages.

. g Absolutely no
. B Rather no

. B Rather yes

. g Absolutely yes

Do you visit festivals and beer events?

. @Yes
. @No

Do you know term "Homebrewing"?

-@Yes
. B nNo

What is essential for your choise of beer in cas®y can choose from different
brands?

. O Absolutely small local brewery

. B Rather small local brewery

. 08 Rather big Czech known brewery

. O Absolutely big Czech known brewery

Which factor is the most important for your beer choice in general?

. 0O Taste

- 08 Pprice

. B advertisement
. B Grade
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Which factor is the most important for you when youare choosing beer in
restaurant or pub in general?

. B Taste

- 08 Pprice

. 0 Advertisement
. B Grade

Which factor is the most important for you when youare choosing bottled beer for
home consumption in general?

. B Taste

- 08 Price

. 8 Advertisement
. B Grade

What are your bottled beer preferences for home caumption?
Supose that you choose for example ten or morepiec

. B | choose the same kind
.- B | choose different kinds because of beer variety

What do you think of beer price in general? Is it .......

. 0 cheap
. g just
. g expensive

Which statement is true for you?

- B8 Price is more important than taste
- B8 priceis as important as taste
- B Taste is more important than taste

If the price of your favourite beer inceased by 15%would your beer preferences
change?

For example half a litre of beer which costs 30nere would rise in price to 34.5
crowns.

. g They would be the same
- B 1 would chose cheaper kind of the same brand
- B | would find another convenient brand
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What beer grade do you prefer?
Percentage is not content of alcohol!

. B8 pDraft beers (10%)

- B Eleven" (11%)

. O Lagers (12%)

. g Specials (13% and more)

What kind of beer do you prefer?

. 0 pae

- 08 park

- B Mixed beer
- 8 wWheat

. 8 Favoured (Radler)

Do you drink flavoured beer - so called "Radler"?

. O Yes, | drink it quite often

. g Yes, | sometimes drink it

. g No, but | have tasted it a few times
. g No, | have never tasted it

Do you consider "Radler" to be beer or another alctolic drink?

. g Absolutely another alcoholic drink
. B Rather another alcoholic drink

. B Rather beer

. g Absolutely beer

Do you consider "Radler" a good idea how beer offecan be extended?

. O Absolutely not
. B Rather not
. 08 Rather yes
. 0 Absolutely yes

Are you male or female?

. 0O Male
. 0 Female
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Which age group do you belong to?

. B18-29
. 830-45
. O 46-59

. 0 60 and more

Which income level do you belong to?
(Gross income.)

0,- up to 8 000,-

8 001 ,- up to 12 000,-
12 001,- up to 18 000,-
18 001,- up to 24 000,-
24 001,- up to 32 000,-
32 001,- up to 40 000,-
40 001,- and more

OOogQaQoaga

What is your highest level of education?
Training courses are considered as secondary here.

. O Primary
. O Secondary
. O University

Do you consider your lifestyle .......
Active lifestyle is conditioned by doing sport otegcise regularly.

. O Sedentary
. B Active

Do you follow your friends' recommendation in yourbeer choices?
Here we mean a recommendation of particular kinldeeir or brand.

-@Yes
. 8 Nno
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Are you influenced by advertisement in your choicef beer?

. 0 Absolutely no
. B Ratherno

. 8 Rather yes

. 0 Absolutely yes

Thank you very much for your time which you spetithfy this questionnaire. In case
you are willing to forward this questionnaire toraany people of different
demographical characteristics as possible, itsigphificantly influence my final
evaluation and completing my diploma thesis.

Regards

Bc. Tomas VIk

Source: Author
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Supplement n. 2
OR1211218

TISKOVA ZPRAVA

2
- Centrum pro vyzkum verejného minéni
3 Sociologicky Gstav AV CR, v.v.i.
= Jilska 1, Praha 1
a Tel.: +420 210 310 584

4 E-mail: jiri.vinopal@soc.cas.cz

Suclologichy dsvas AV CR wel

Pivo v ceské spolecnosti v roce 2012

Technicke parametry vyzkumu

Vyzkum: Nasge =polecnost, v12-09

Realizator; Centrum pro vyzkum verejngho minéni, Sociologicky
dstav AV CR, v.v.).

Projekt: Nase spolecnost — projekt kontinualnifho vyzkumu
vefejného minéni CYVM SOU AV CR, v.v.i.

Diici projekt: Fivo v Ceské spoletnosti

Autor projektu: Jiri Vinopal

Termin terannifho setfeni; 3. -10.9 2012

Vybér respondentd: Kvotni vybeér

Kvoty: Kraf (oblasti NUTS 3), velikost mista bydlisté, pohiavi,
vék, vzdélani

Zdroj dat pro kvatni vybér: Cesky statisticky urad

Reprezentativita: Obyvatelstvo CR ve véku od 15 et

Podet dotazanych: 1036

Metoda shéru dat; Osobni rozhovor tazatele s respondentem

Vyzkumny nastroj: Standardizovany dotaznik

Otazky: OR.96a, OR.188, OR.89, OR.93

Podet respondentt od 18 let: 992

Zverefnéno dne: 21, listopad 2012

Fpracoval: Jiri Vinopal

V zafi 2012 CWvM SOU AV CR, v.v.i., zopakovalo nékteré otdzky s tematikou piva,
kterg jsou soucasti wyzkumneho projektu Pivo v ceske spaolecnosti probihajicihio od roku
2004, Tato tiskova zprava prinasi zakladni vysledky o vyvoji konzumace piva, o postaveni
nealkoholického piva, postojich &eske vefejnosti k vysoke spobieb® piva v Ceske
republice a o ofekdvanich tykajicich se budoucnosti ceskeho piva a pivovarnictvi, Analyzy

jsou provadény na souboru respondentd s dosaZenym vékem minimalné 18 lat.

e -’ln'agf, Hpolet“u&t o
1/[8]
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OR121121a

1. Konzumace pival

Podil lidi, ktefi piji pivo, se v Ceské republice diouhodobé vyrazng neméni.
Podobné jako v predesiyich letech je to hodnota blizkd 90 % u mul, mezi Zenami se
v roce 2012 k alespon obéasznému piti prva pihlasily zhruba th pstiny (62 %). To je o
néco vice neZ v predchozich ctyfech letech, nicméné z diouhodobého hisdizka tato
hodnota jesté nijak wvyrazné nevyboluje (v letech 2004, 2005 2 2007 byl tento podil

srovnateiny - 60 % ).

Graf 1. Fodily konzumentd piva mezi muZi a Zenami vietech 2004 - 2012

100

g [ 1 2

g F 1y

2004 2005 2006 2007 2008 2005 2010 2011 2012

Zdroj: CVVM SOU AV CR, v.v.i., Nafe spolednost 09/2004, 09/2005, 09/2006, 05/2007,
09/2008, 10/2009, 09/2010, 09/2011, 09/2012.

Je zrejme, Ze pringimensim od roku 2004, kdy probéhl prvni wyzkum na toto
téma, v pepulaci mimé ubyvd mugskych konzumentd piva. Z detailn&isich analyz piitom
vyplyva, Ze tente velmi pozvolny pokles se tyka viech vékovych skupin muzd s vyjimkou
téch nejstarsich (4. nad 60 let), Zatimco u Zen lze v poslednich letech poZorovat mirny
rist poctu konzumentek v mladsich roénicich (18-29 let a take 30-45 let). W pripads
sniZovani poftu muzd konzumujicich pivo, nejspise hraji roli také ekonomické divody,
nebot k viditelnému & stabilnimu poklesu dochdzi zejména u mu#d patficich do skupiny

s Nejnizsimi prijmy.

! Znéni otdzky: OR.96a ,Pijete nékdy pive? Pokud =no, jak je to za béinych ckolnosti fasto?
{Obvykle kazdy neba témér kazdy den, asi tak péthkrat az Sesthrat za tyden, asi tak tikrat 2=
ctyrikrat za tyden, asi tak jednou aZ dvakrat za tyden, asi tak jednou a2 dvakrat za 14 dni, asi tak
jednou a2 dvakrat =3 méasic, mena neZ jednou za méasic, nepijete pivo nikdy nebo temér nikdy. )"

N v
"\ 4 fa ipol ttﬂu‘* ,p"
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1 pfes tyto diléi posuny oviem i nadale miZeme pive oznadit za univerzalni napaj,

ktery pfineimeniim cas od €asu piji temef viichni éesti muZi a vice neZ polovina feskych
Zen. O pomérng univerzalnich vzorcich konzumace piva sveddl bradicng take skutecénost,
#e podily mu#d s Fen pijicich alespof nékdy pivo se mezi skupinami rizného viku,
vzdéldni nebo pfijmd npak vyznamné nelisi (pro piiblizeni, v kazdé z piijmovych skupin

se podil kenzumentd piva nachazi v rozmezi 84 % az 91 %)

2. Nealkoholické pivo jako nahrada b&zného piva®

Pravidelngé od rcku 2007 je zjistovano, do jaké miry je, @ neni, nealkcholicks pivo
pro chyvatele Ceské republiky samozfeimou nahradou piva bénsho. Dotaz konkrétns zni
tak, zda by respondent preferoval nealkcholicke pivo, anebo jiny nealkoholicky napoy,
v situaci, kdy si napf. kvili fizeni automebilu nemiZe dopfat bézne pive.

vysledky ukazuji, #= | pfes jeho objektivné rostouci spotiebu se v pribshu
poslednich péti let wnimanl nealkoholického piva nijak dramaticky neproménilo a stale
tedy plati, Ze nealkoholicke pive pro €eské ocbywvatele samozfeimou nahradou béineho
piva neni. V situaci, kdy si normalni pivo dét nemdZe, automaticky zvoli nealkoholicke
pive piiblizné polovina mu2d (55 %), mezi Zenami by tak podle swych slov v roce 2oiz
uginila pribliEng étwrtina (27 %). Osktatni =i namisto nealko piva da) radéji Jiny
nealkcholicky napeoi, pfi¢emZ podil téchto lidi je veelku pochopitelng vyisi zejména mezi
mené pravidelnymi  konzuementy. Soufasné take neprekvapi, Ze nealko pivo =i
objednavaji ve vE&tsi mife ti muzi a Zeny, kterym pivo jako takové chutna, a 2 s mensi

oblibou b&Zneho piva klesa take pravdépodobnost, Ze si lide objednaji pive nealkoholicks.

2 Znani otazky: OR.1BB .Pfedstavte =i situzci, ve které byste si za normalnich okolnosti dal pive.
Tentokrst si ho ale dit nemiizete, napiiklad protofe Fidite. Date si tedy radéji nealkoholickeé pivo.
anebo néjzky jiny nealkoholicky napoj? (Rozhodné reslkoholicke pivo, spise nealkoholicke pive.
spite néjaky jiny nealkoholicky napoj, rozhedné néjaky jiny nealkoholicky napeij.)”

\Na fe spgi ct““?\
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Graf 2. Nealkoholické pivo jako nahrada piva béiného v letech 2007 aZ 2012 u muzl a

u Fen (soudet podilh odpovéd! ,rozhodné. " a .spide nealkoholické piva™)

100
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Zdroj: CVVM SOU AV CR, v.v.i., Nase spolecnost 09/2007, 09/2008, 10/2009, 09/2010,
p9/2011, 09/2012.

Pozn.: Hodnoty vypowidaji o respondentech, ktefi uvedli, Ze pivo alespoi nékdy piji (N
vroce 2012 = 725).

3. Postoje ke spotiebé piva v Ceské republice

Cesi jsou dlouhodobé na Epitce celosvétoveho Zebiitku konzumace piva, tento fakt
aviem Jimi samabnymi neni nutné prijiman jako néce, &im by se méli chlubit. Hrdost na
toto prvenstvi vyjadiuji v roce 2012 dvE pétiny muZl a piibli#né kafzda 3Sestd Zena. Oprobi
tomu, spiSe stud je pfi zmince o Ceském prvenstvi v konzumac piva hisvnim pocitem pro
étyrtinu Zen a pitblizng jednoho z deseti muzl. PribliZng étvrting mu2d a tietina Zen ma
v této souvislosti smifené pocity a co je také ddleitd, téméi kazdému Sestému mudi a

kazde ctvrte Zené je tato zaleZitost takiikajic jedna.

. N*‘*{‘ sp‘)lctnu'ﬂ.
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Graf 3. Postoj k vysoké spotiebé piva v Ceské republice - muzi®
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Zdroj: CVWM SOU AV CR, v.v.i., Nade spolecnost 09/2004, 09/2006, 09/2010, 09/2012.

Graf 4. Postoj k vysoké spotfebé piva v Ceské republice - Zeny
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Zdroj: CWVM SOU AV CR, v.v.i., Nase spolednost 09/2004, 09/2006, 09/2010, 09/2012.

Pocity wigi faktu wvysoké spotieby piva se vcelku pochopitelng odviji predevsim od
skutecnosti, kolik piva sam dovéek konzumuje. Konkrétné pro muze 1 Zeny plati, Z& cim
vice piva piji, tim spige jsou na wysokou konzumaci v Ceské republice hrdi, Zatimeo u Zen
pak take opaéné plab, Ze ty s ni#si mirou konzumace fastg)i pocituji stud, u muzd se
s mengim cbjemem konzumace spige zvatsuji pedily takowvych, ktefi maji smisené pocity

nebo je jim tato véc zkratka jedno.

Y pripadé véku nebo vzdélani jsou rozdily jem malo vyrazné: z hlediska véku se od
ostatnich ligi jen skupina nejstardich nad 60 let, kterd mené dasto zaziva pocit hrdosti a

naocpak je ji pri Zminkach o cfeském prvenstvi v mnoEstvi konzumovaného piva fastéji

3 Znéni otazky: OR,8% .Pocifujetz Wy oscbn2 hrdost nebo stud, kdvZ se dozvidsts, Ze se v Ceske
republice ze viech zemi vypije nejvice piva na hlavu? Pocitujete rozhodné hrdost, spise hrdost, tak
trochu obeji, spids stud, rozhodné stud, je Vam to jedno, amebo pocitujete néco jinéha, co?™

Pozn.: Odpovédi .néco jinéha byly ze zpracovani vypustény kvili jejich zanedbatelnému poctu
(meéns nez 0.5 %),

\N"" Spol atﬂ"/‘L
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vlastni stud. Pocit hrdosti také ubyva s ristem vzdélani-a na jeho ukor nastupuji smisené

pocity nebo pfimo stud.

4. Budoucnost £eského piva a pivovarnictvi oéima vefejnosti*

Pohled wvereinosti na budoucnost ceského piva a pivovarnictvl je dlouhodobé celkové
optimisticky, nicméné ji# |ze pozorovat pozvolny ndrdst mené. pfiznivych ofekdvani.
vétdina obyvatel Ceské republiky kupfikladu stile v&#, Ze feské pivovary prorazi
v zahraniéi, V roce 2012 jsou to pribliZné th pétiny (52 %) lidi ve véku od 18 let, pFitemz
k opaku se piiklani zhruba étvrtina populace (26 %). Dlouhodob&jdimu trendu mirnéhao
poklesu optimismu nasvedéuji v této otdzce jednak zvySugici se podil lidi, ktefi v prinik
geskych pivovard do zahraniél nevéfi (ze 7 % v roce 2004 na 26 % v roce 2012), a také

ubytek takovych, kteid jej nacpak ofskavali (ze 77 % na 39 %).

Graf 5. Nazory Ceské vefejnosti na to, zda nékteré Ceské pivovary prorazi na zahraniénich

trzich
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Zdraj: CVVM SOU AV CR, v.v.i., Nase spolecnost 09/2004, 09/2006, 09/2008, 09/2010,
09/2012.

V podobnem duchu lze komentovat take vysledky otazky na obavy z toho, Ze by Ceske
pivo. byle z domadho trhu wytlafeno zahraniénimi znatkami. Také zde celkové

jednoznainé domimuje optimisticky pohled {73 % v roce 2012}, ovéem zdroven je patrng

4 Znéni otdzek: OR.93 .Co s= podle vas stane s ceskym pivem a pivovamictvim v nasledujicich 10
letech? Myslita, 22

a2} ceny piva porostou (rozhodné ano, spife ano, spide ne, rozhodné ne},

b} nékteré feske pivovary prorazi na zahranitnich trzich (rozhodné ano, spife ano., spiss ne,
rozhodné nel,

) zanikne vétdina mensich pivovard (rozhodné ano, spigs ano, spife ne, rozhodné nej,

d} éeské pivo bude z trhu vytafeno zahraniénimi znatkami? (rozhoedné ano, spife ano, spite ne,
razhodné ne).”

'“l'-ife- spol gt“‘“'"
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posilovani nazoru opacneho (17 % v roce 2012). Zajimavosti v Jinak nepfilis wyraznych

rozdilech v postojich riznych skupin obyvatelstva u kéto otdzky je, Ze &im vice lidé sami

piva piji, tim jist&isi postaveni domacich pivovam v konkurenci zahraniénich oéekavaii,

Graf 6. Nazory Ceské vefejnosti na to, zda Ceské pivo bude z trhu vytladeno zahranicnimi

znackami
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Zdroj: CVVYM 50U AV CR, v.v.i., Nase spolednost 09/2004, 09/2006, 09/2008, 09/2010,
09/2012.

Slaby naznak trendu 1ze sledovat | v otdzece budoucnosti mensich pivovar, kdyZ &m dal
vice lidi se v t2to otazce dokaze wyiadiit a2 soucasné s tim posiluje podil téch, kter takove
obavy nesdileji, Fakt, e od roku 2006 se plynule snizuje podil takovych, kteri se k teto
otdzce nedokazal vyslovit, stoji jistd za zminku. Tuto skuteénost lze vysvétlit napiiklad
tim, e téma malych pivovard od té deby pronika stile cast&ji do obecnéidi znamost
jednak s rozfifujici se nabidkou pivnich styid, jednak v ndvaznosti na rozvoj

a5 s =] e g = LN - # e, & Ak
restauracnich pivovara a festi ocbyvatele tak maji vice moznosti udinit 51 v teto véci jasno.

\N‘UE Spal et“of‘lit
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Graf 7. Nazory Ceske vefejnosti na to, zda zanikne vétdina mensich pivovarld
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Zdroj: CVVM S0U AV CR, v.v.i., Nade spolecnost 09/2004, 09/2006, 09/2008, 09/2010,
09/2012.

Prakticky stejna jako v predchozich letech jsou ofekavani stran vywvole ceny, ktera je pro
Eeské pive jednim z jeho wwznamnych atributd. S dalsim ristem ceny piva i v roce 2012
poditd naprostd vetdina obywvatel Ceske republiky, pfitem? piibliZng polovina j= o dalsim

o 3 w - =
rustu dokonce presvédéena rozhodné.

Graf 8. Nazory Ceske vefejnosti na to, zda porostou ceny piva
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Zdroj: CVWM SOU AV CR, v.v.i., MNase spolecnost 09/2004, 09/2006, 0%/2008,
09,2010, 09/2012,
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Supplement n. 3

List of countries by beer consumption per capita
Finoen Wikipedis, e fres anciciogedls

This i5 3 list of countries ordered by snnual per capits consumption of bear. Most of the values in this table reflect 2010 data.

Consumption 2009-2040 Total naticnal
= Country +| percapitai’ = change + | consumption = Year o
{litrez) (633—ml botties) (40° LM
1 M Cz=ch Republic (132 211 1703
z . Corrany 107 1.7 oTET
2 = stz 108 -1 B85
4 B § Irslzng 104 28 473
5 - Austrais= 3E.08 NiA 1754
3 = Coioniz 21 £z 17
T i Lithuznis 5 127 04
2 — POiaN B4 0.3 P8
2 e VEnezLEls zz 4.7 ZzEg
10 = Finland L 3] 425
1 W Slovenis 23 &2 155
12 B United States 75 2E 24138
13 B § Bslgivm 78 4.7 £44
14 == Croatis T8 7.8 380
15 B B Romaniz 7 -4 170
16 B Panamz 75 1 255
17 —hztheriznds T4 1.4 1224
12 BiE United Kingdom T4 1.4 4557
EEl mmm Bulparis 73 0.8 521
20 W Mew Zasland T4 3.8 00
21 = Hungary o g 700
2z E= Spain 0 ER a5t
21 B+l Cansds GE .18 2311
4 B Conmark a7 -10.2 Tz
25 —| atviz &7 54 143
% — Fuzsi &5 £3 2182
27 &3 Brazil BE 10 12170
28 pm Slovaiis B4 115 152
= B= South Africa B2 44 85
£l B Switr=riand =7 o 453
it Bl Mexico =7 28 g412
iz W Forugsl 55 3.2 £20
1 B Aracs 53 5 2k
4 BE horuzy 52 R 244
- EE Swedan 52 ] 472
B = Argentinz™] 45 380
a7 & Jzpan 45 2.4 £813
% o |o=lsnd 4 4
39 B Namio=® 40
40 [ Chir= 3z Z1 44533
41 K3 Vistram™ 13
42 Bl Turksy 13
43 B Henys™ 12
44 == Uzbekistan™ "
45 B2 T=rzsnis® 3
45 == lgaras™ [}
47 8 Sn Lanks™™ 2 50
45 == |nagiz! 11 z 1400 2008

Source: http://en.wikipedia.org/wiki/List_of_countries_by beer_consumption_per_capit



