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– Changes in the industry long-term growth rate
– Changes in that who buys the product and how they

use it
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Abstract: The paper is a part of solution of a post-doctorate grant awarded by the Grant Agency of the Czech Republic
(GA5R No. 402/02/P059) connected with the research plan of the FBE MUAF in Brno (GAMSM 431100007), and it
focuses on environmental analysis of the brewing industry in the Czech Republic with a focus on the key driving forces
in this industry. The basic types of analysed driving forces are the following: long-term growth rate of the industry,
character of customers and how they use the product, product innovation, process innovation, marketing innovation,
entry/exit of major firms, diffusion of proprietary knowledge, changes in cost and efficiency, buyer preferences for
a differentiated product, regulatory influences and government policy changes, changing societal priorities and lifestyles,
uncertainty and business risk, and globalisation. Factors identified in the above-mentioned areas are examined also owing
to their period of influence, and the possible implications on actions and strategies of breweries are discussed.
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– Product innovation
– Process innovation
– Marketing innovation
– Entry/exit of major firms
– Diffusion of proprietary knowledge
– Changes in cost and efficiency
– Buyer preferences for a differentiated product
– Regulatory influences and government policy changes
– Changing societal priorities and lifestyles
– Uncertainty and business risk.
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– Globalisation.
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– Long-term industry growth rate – thanks to the level of

beer-consumption in the Czech Republic (the world-
wide leader with yearly consumption of around 160 li-
tres of beer per capita), we can expect stagnation or a
small decline in the domestic market (beer production in
the Czech Republic oscillates around 18 mil hectolitres
per year, during the last 5 years (http://www.pivovary.
ic.cz/novinky.htm – see Table 1 for the actual produc-
tion of the year 2001), but the quality of Czech beers
creates a high export potential (in 2001, Czech brewer-
ies exported the total of 1.855 mil hectolitres, which is
almost 17% growth in comparison with 2000);

– Character of customers and the way of use of the prod-
uct – as far the structure of Czech consumers is rather
stable, the most important change seems to be an in-
crease of bottled/canned beer consumption (see Table
2), connected with higher exports.

– Product innovation – became the key driving force in
several national beer-markets (especially focus on low-
calorie beers – http://www.pivovary.ic.cz/novinky.htm),
and could gain (depending on actions of current firms)
a similar importance also in the Czech Republic. So far
we can identify a growing demand for non-alcoholic
beer, whereas the demand for stronger beers and “beer
specialties” is still “unsure” (see Table 2).

– Marketing innovation - thanks to a rather uniform char-
acter of the product, breweries are trying to find other
possibilities of differentiation, which is based mainly
on building the brand assisted by advertising.

– Process innovation – majority of breweries switched
from the old way of production to production in cylin-

drical-conical tanks, which shortened the production
period; most of them also replaced pasteurisation by
filtration, which enables keeping the natural taste of the
beer and not damaging important nutrients contained
in beer – suistaining the durability at the same level as
pasteurisation.

– Diffusion of proprietary knowledge – in connection with
the previous field, we could mention new technology,
which is generally known, and its use depends more on
availability of resources for purchase of this technology.

– Entry/exit of major firms – in this consequence, we can
mention mainly capital inputs into the already existing
firms – mostly of foreign investors. This process,
though, is currently not a major one, as far as market
leaders are already owned by foreign firms, and renova-
tion of production of a formerly closed brewery, which
happens from time to time (with no major success), does
not enable its actors to achieve a significant market
share.

– Cost efficiency – again it is bound with the previous
fields; as far as the price of the beer does not grow
respectively with the price of supplies, breweries are
forced to develop more effective ways of operation.
Therefore it becomes one of the most important keys of
reaching profits.
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– Buyer preferences for a differentiated product – as it
was already mentioned, the demand for special prod-
ucts slowly increases, while on the general level, differ-
entiation is perceived mostly by the way of building a
brand recognition.

– Regulatory influences - main changes in this field can
be connected especially with the term of validity of the
tax advantages for the “small” breweries – see Table 3 –
and their possible revision or cancellation after the in-
tegration of the Czech Republic into the EU (2����, Er-
bes 2001).

– Societal priorities and lifestyles – in this respect, we can
mention changes in perception of the impact of produc-
tion on the environment, but this does not seem to be
critical for the brewing industry. Change of the lifestyle
can project into the already mentioned gradual decrease
of beer consumption in the domestic market, but also
into higher demand for e.g. low-calorie beer, which is
expected, but does not show, yet.

– Uncertainty and business risk – owing to the stage of
the industry life cycle, we can speak about a stabilised
character, and the risk is connected mainly with the suc-
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cess in free competition. Furthermore, as far as opera-
tion of many breweries becomes concentrated on ex-
ports, risks are connected with success in a foreign
market.

– Globalisation – a force the importance of which grows
continuously. It already showed in the above-mentioned
technological field, and the question is, how important
will be a possible application of managerial experience
in the firms partly or totally owned by foreign owners,
and cancellation of market barriers connected with the
integration of the Czech Republic into the EU.
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