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Abstract: The aim of  the paper is  to  identify the  factors influencing consumers when beer consumption and when 
choosing restaurants for beer consumption in the Czech Republic (CR). A partial goal was to compare preferences and 
factors influencing beer consumers from the Vysočina Region and the South-Moravian Region. The survey included 
a questionnaire survey, which 408 respondents took part in. The results showed that the most influential factors in the 
selection of beer for consumers are taste, a high-quality brand, and Czech production. Surprisingly, price was not found 
to be an influential factor in beer selection but is rather neutral. Factors that influence consumers most when choos-
ing a restaurant for beer consumption were also identified. Consumers are most influenced by the quality of the beer 
on offer and the environment in which it is consumed.
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The brewing sector in  the Czech Republic (CR) has 
a significant impact on the employment and the economy 
of the state. It creates jobs for approximately 65 000 peo-
ple, pays nearly CZK 30 billion a year (i.e. EUR 1.175 bil-
lion) to  the state budget, and is an essential consumer 
of raw materials from Czech farmers (Ministry of Agri-
culture 2015; CABM 2019a). In recent years, there has 
been a significant reduction in the number of customers 
of restaurant facilities, which has negative effects on the 
Czech economy, brewing, and employment, which can-
not be offset by ever-increasing exports abroad. To un-

derstand the  causes of  this problem, it  is  necessary 
to understand how consumers behave in the beer mar-
ket in the CR. Every consumer is affected by a number 
of factors, which can be of a different nature. To under-
stand these factors, it  is  necessary to  identify current 
trends in the beer market and to identify consumer pref-
erences. This paper addresses these issues.

Consumers are influenced by several factors, which 
are classified in different ways (Turčínková et al. 2007, 
2010). Schiffman et al. (2010) divided influencing fac-
tors into personal, psychological, and social, to which 
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Kotler (2001) added a category of cultural influences. 
Stávková (2006) presents another category of  factors, 
situational influences. Hes (2008) and Turčínková et al. 
(2010) determined the  following factors based on re-
search: product quality, price, country of origin, brand, 
recommendation, habit. As part of consumer satisfac-
tion, it is important to monitor their loyalty to a brand, 
which is  closely linked to  their trust in  the brand 
(Sirdeshmukh et  al. 2002). Vinerean (2014) argues 
that acquiring a new customer can be up to five times 
more expensive for a  given company than satisfy-
ing the  needs of  a  loyal customer. Factors that influ-
ence shopping behaviour are as follows (Novotný and 
Duspiva 2014; Chadt 2017): packaging, visual impres-
sion, promotion, type of establishment, and purchasing 
conditions. It was found that men are more interested 
in  the price of goods, while women prefer a pleasant 
shopping environment, friendly staff, and the presenta-
tion of the goods offered (Hes 2008).

Trang (2013) found that Vietnamese women who con-
sume beer are mostly consumers aged 18–29 years with 
a monthly income of baht (THB) 7 001 to THB 14 000 
(approximately EUR 215 to EUR 430), a bachelor's de-
gree and who live in a household together with their 
parents. The majority of women (52%) prefer to drink 
beer over any other alcoholic beverage. McMillan 
and Conner (2003) reached similar results. Gjonbalaj 
et  al. (2010) confirm that most consumers consider 
price to be one of the main factors when buying beer. 
Marshal and Chassin (2000) found that adolescents 
are strongly influenced in  their alcohol consumption 
by their alcohol-consuming peers. Trang (2013) exam-
ined the influence of parents on the consumption of al-
coholic beverages. A  similar theory was investigated 
by Jung (1995), who examined the relationship of stu-
dents and their parents to alcohol in general. Wilks and 
Callan (1984) found that sons in most cases had a simi-
lar relationship to alcohol as their parents, with greater 
differences between their daughters.

Spáčil and Teichmanová (2016) compared consumer 
behaviour on the beer market in the CR and the United 
Kingdom and found that almost a  majority of  the re-
spondents emphasized the  importance of  choosing 
a beer brand. Price is not one of the critical factors for 
them. Banelis et  al. (2013) add that there is  a  certain 
relationship between loyalty and frequency of  pur-
chase. Sugrová et  al. (2018) conducted a  study in  the 
CR and Slovakia and divided consumers of  beer into 
the following segments: selective, by reason of choice, 
by  frequency of  consumption, financial, geographi-
cal, by reason of consumption. Calvo-Porral et al. (2018) 

conducted research in  which they divided consum-
ers into groups according to their relationship to beer 
consumption: beer lovers, prudent seniors, social con-
sumers, housewives, and beer in silence. Aquilani et al. 
(2015) confirmed that beer lovers consider the  qual-
ity of beer to be a key feature and, unlike commercial 
brands, prefer craft beers from small breweries. These 
consumers are also characterised by a desire to discover 
new tastes and beer-related experiences (Chrysochou 
2014; Gómez-Corona 2016). Yang et  al. (2002) found 
the feeling of relaxation is probably the most important 
feeling associated with beer consumption. Young con-
sumers are strongly influenced by modern technology 
and the Internet, and breweries should take note of this 
fact and address it in this way (Palfrey and Gasser 2008).

In recent years, there has been a change in the trend 
in  beer sales. Consumers are buying more  bottled 
beer in a glass, PET bottle or can (off-trade) at the ex-
pense of draft beer in restaurants (on-trade). The high-
est share of on-trade sales was recorded in 2003, i.e. 55% 
of  the total beer consumed. The  lowest share of  on- 
-trade sales was recorded in  2018, when this share 
was only  36%. The  CABM (2019b) states the  reason 
for the transfer of beer consumption from restaurants 
to consumers' households may be: a possible preference 
for cheaper prices, a  lack of  time to  sit with friends, 
the introduction of the anti-smoking law, an increase 
in the excise duty on beer in 2010 or more demanding 
consumer preferences.

MATERIAL AND METHODS

The main goal of the research is to identify the factors 
that affect consumers aged 18–65 years on the beer mar-
ket in the CR. The partial goal was to compare the pref-
erences and influencing factors of  consumers from 
the  Vysočina and South-Moravian Regions. The  rea-
son for selecting these regions is  to  evaluate the  im-
pacts of the examined factors in the regions that belong 
to  the economically strongest (South-Moravian) and 
on  contrary the  weakest Vysočina) region of  the  CR. 
The data are then compared with the results of second-
ary research for the CR.

The collection of  primary data was carried out 
through a  questionnaire survey in  2019 in  electronic 
and printed form. The aim was to obtain 385 fully com-
pleted questionnaires. A  total of  409  questionnaires 
were obtained during the collection; however, 21 were 
discarded because they were filled in  by consumers 
from other regions. The required number of complet-
ed questionnaires was calculated based on a 95% confi-

dence interval with an error rate of 5%. The sum of the 
inhabitants of  the Vysočina Region and the  South-
-Moravian Region aged 18–65 years is 1 070 061 and was 
calculated with a 50% return on the questionnaires. Re-
spondents were selected using quota selection. The age 
of the respondents was chosen as the quota selection. 
As  the South-Moravian Region has more inhabitants 
than the Vysočina Region, it was necessary to address 
more consumers in  direct proportion. Table  1 shows 
the expected number of  respondents, which was cal-
culated on the basis of data from the Czech Statistical 
Office, compared to the actual number of respondents 
who participated in the survey.

Data classification, absolute and relative frequency, 
i.e. the selected methods of descriptive statistics, were 
used to  interpret the  results. The  following statistical 
methods were used to fulfil the main and partial goals 
of the research, which were applied using the R math-
ematical software R-4.1.1.:
–	2-sample test for the equality of proportions without 

continuity correction, which ascertains in  the re-
search whether the achieved results of factors influ-
encing beer consumption and the choice of restaurant 
facilities for beer consumption differ for the South-
-Moravian Region and the Vysočina Region.

–	Kendall's rank correlation tau-b, which for research 
purposes examines the  correlation of  categorical 
data for identified factors influencing consumers 
when choosing beer and choosing a  restaurant 
to consume beer for the South-Moravian Region and 
the Vysočina Region.

RESULTS AND DISCUSSION

Of the 388 questionnaires obtained, 200 women (51.5%) 
and 188  men (48.5%) are represented. In  the  research, 
241 respondents from the South-Moravian Region and 

147  respondents from the  Vysočina Region took part. 
Almost a third of consumers consume beer several times 
a week (32%). In the second place, we can see the con-
sumers who consume beer once a week (17%). The third 
largest representation was given by a group of consumers 
who consume beer several times a month (15%). Of the 
respondents contacted, 12% of consumers did not con-
sume beer, i.e. 8 men and 40 women. Beer is consumed 
by 96% of men and 80% of women (Figure 1).

The results of  the research (CABM 2018) state 
86% of adult men and 49% of adult women drink beer. 
This discrepancy may be  due to  the fact that this re-
search is focused only on consumers aged 18–65 years 
living in the Vysočina Region and the South-Moravian 
Region, while the  research of  the CABM was focused 
on the whole CR and on respondents older than 65 years.

Most consumers consume alcohol because they like 
it  (59%). The  second most common reason is  relax-
ation (23%). Some respondents (12%) stated the main 
reason for consuming beer is  to  quench their thirst. 
The remaining 6% of respondents gave another reason. 
For some, the main reason for consuming beer is sitting 

Table 1. Comparison of the expected and actual number of respondents

Age Region Expected number 
of respondents

Percentage 
portion (%)

Actual number 
of respondents

Percentage 
portion (%)

18–25 years South-Moravian Region 32 8 52 13
Vysočina Region 15 4 30 8

26–45 years South-Moravian Region 122 34 103 27
Vysočina Region 52 13 68 18

45–65 years South-Moravian Region 109 2 86 22
Vysočina Region 48 13 49 13

Summary 385 100 388 100

Source: CSO (2019), own processing

6%

32%

17%

15%

8%

10%

12% daily

several times
a week

once a week

several times
a month

once a month

less than once
a month

not at all

Figure 1. Frequency of beer consumption by Czech con-
sumers
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with friends, during which time they consume beer, but 
in other circumstances they would not consume beer.

Lager beer has become the  most preferred type 
of beer. In the research, 63% of respondents prefer this 
type of beer. The second most preferred type of beer 
is draft beer, i.e. 10% original gravity (OG) beer (14%). 
Strong beers are preferred by  11%  of  consumers and 
an  almost equally large group prefers a  beer mix, 
e.g.  beer-mix beverages. Non-alcoholic beer is  pre-
ferred by only 2% of consumers.

The CABM (2019b) mentions increasingly Czech 
consumers prefer lager beer and that its share of total 
beer consumption in 2018 was more than 50%. Sugrová 
et al. (2018) reached practically the same result.

The CABM (2019b) stated that the  number of  cus-
tomers to  restaurant facilities is  declining and people 
prefer to consume beer at home. However, this survey 
found 72% of consumers prefer the consumption of beer 
in a restaurant. Of these restaurant facilities, consum-
ers prefer beer consumption in pubs (45%), restaurants 
(15%), and brasseries (12%). Almost a quarter of con-
sumers (22%) prefer to drink beer in their home. The re-
maining part (6%) prefers to consume beer on a visit, 
holiday or concert (Figure 2). The discrepancy between 
these results and the results of the CABM (2019b) may 
be  due to  the fact that consumers from the  Vysočina 
Region and the South-Moravian Region have different 
preferences than other consumers from the CR.

Consumers most often visit restaurants to consume 
beer once a  week (26%). Approximately 4%  of  con-
sumers do not visit restaurants to consume beer at all. 
The  remaining four categories are almost evenly dis-
tributed (Figure 3).

Consumers prefer draft beer (68%). The  second 
most represented group prefers bottled beer (20%) 

and the  third most popular form of  beer is  canned 
beer (11%). Only 1% of  the respondents prefer beer 
from a PET bottle. CABM (2019b) states that in 2018, 
11% of all canned beer was consumed in the CR, which 
corresponds to the results of this survey. The values for 
the remaining forms of beer are different, probably due 
to  the varying preferences of  consumers from other 
regions of  the CR. It  is  evident that consumers from 
the mentioned regions prefer draft beer more than the 
Czech average, i.e. 69% of  the addressed respondents 
from the South-Moravian Region prefer draft beer and 
65% of  respondents from the Vysočina Region prefer 
this draft beer.

The results revealed that consumers most often con-
sume beer together with their friends (67%). The sec-
ond most frequently chosen option is  consumption 
with a  partner chosen by  a  quarter of  respondents 
(25%). Some consumers prefer to drink beer with their 
family (4%) and the least represented part (4%) of con-
sumers prefer to drink beer alone. More than a quarter 
of the respondents (26%) said they prefer mini brewer-
ies that produce artisanal beer. The preference of large 
breweries is slightly lower than that of craft breweries 
(19%). More than half of the consumers do not prefer 
a type of brewery (5%).

The aim of the research is to identify the factors that 
influence consumers in the beer market, and which are 
listed in Table 2 in descending order from the most im-
portant to the least influencing.

Respondents in the questionnaire scored each factor 
on a scale: 1 – does not influence, 2 – rather does not 
influence, 3 – neutral, 4 – rather influence, 5 – influ-
ence. For  individual factors, these numerical values 
were averaged. The higher the value, the more impor-
tant the factor.

45%

22%

15%

12%

6%

pub

home

restaurant

brasserie

other

Figure 2. The most popular places preferred by consum-
ers to consume beer

Figure 3. Frequency of visits to restaurant facilities for 
beer consumption

16%

26%

20%

16%

18%

4%

several times
a week

once a week

several times
a month

once a month

less than
once a month

The least influencing factor in the selection of beer 
was the promotion of beer, which rather does not influ-
ence consumers in  their selection. The packaging de-
sign of the beer was evaluated similarly. It is interesting 
that 50% of  respondents in  the survey stated the  low 
consumption of  beer in  restaurants is  caused by  the 
ever higher price of beer; however, the discount action 
factor and price factor were not assessed by  the re-
spondents as influencing factors. Research has shown 
that the factors recommendation and habit are also not 
among the main factors that would influence consum-
ers when choosing beer. The factors Czech production 
and brand can be described as factors that rather influ-
ence consumers when choosing beer. The highest value 

was measured for the factors quality and taste, which 
were identified as the most important factors. Table 3 
is compiled in the same way. The factors that influence 
consumers in choosing a restaurant for beer consump-
tion are listed in descending order. The accompanying 
program in restaurant facilities was chosen as the least 
influencing factor when choosing a  restaurant facil-
ity. Another factor that did not affect consumers was 
the  number of  beers on  tap. The  price of  the offered 
beer has surprisingly become a  rather unimportant, 
even neutral factor. This finding again contradicts the 
opinion of  50%  of  respondents, who stated that the 
price of  beer is  the main reason why beer consump-
tion in restaurants is declining. The low consumption 
of beer in these facilities is not due to the price of beer. 
Even the offer of regional beer in each restaurant is not 
a decisive factor.

A  substantial part of  these factors was identified 
by Hes (2008). He chooses product quality as the most 
influential factor, as  did Novotný and Duspiva (2014) 
and Sugrová et al. (2018). In this research, quality was 
rated as the second most important factor. Storback and 
Lehtinen (2002) stated the general key factors that lead 
to  customer satisfaction, i.e.  product quality, reason-
able price, friendly staff service, easy customer access, 
and brand reputation. These factors are consistent with 
those identified in this research, in addition to price.

The results are in line with the results of the research 
by Spáčil and Teichmanová (2016) who found that most 
consumers are influenced by  the brand of beer rather 
than its price. However, the authors claim that Czech 
consumers prefer to  consume beer in  their homes 
rather than in  restaurants, as  evidenced by  data from 
the CABM (2019b); however, this fact was not confirmed 
in this research. Based on the identified consumer pref-
erences, Czech consumers can be classified according 
to  the segmentation performed by  Calvo-Porral et  al. 
(2018), into a  combination of  two segments. The  first 
segment is  beer lovers, who especially appreciate 
the quality of beer and are highly loyal to this product, 
as they consume it up to several times a week. The sec-
ond segment is  social consumers, who consume beer 
occasionally and mostly outside their homes.

Figure  4 shows the  different preferences of  con-
sumers living in  the Vysočina Region and the South-
-Moravian Region. The left part of the graph deals with 
a  higher share of  consumers in  the South-Moravian 
Region who prefer strong beer for consumption (14%) 
compared to  consumers from the  Vysočina Region, 
where only 6% of respondents prefer this type of beer. 
The right part of the graph shows the differences in the 

Table 2. Factors influencing consumers when choosing 
beer (sorted from the most important to the least important)

Factor Average 
value

Taste 4.56
Quality 4.34
Brand 3.72
Czech production 3.61
Habit 3.46
Recommendation 3.22
Price 2.98
Discount action 2.71
Packaging design 2.09
Promotion 2.02

Table 3. Factors influencing consumers when choosing 
a restaurant to consume beer (sorted from the most impor-
tant to the least important)

Factor Average 
values

Quality beer 4.30
Environment 4.27
Personnel 3.96
Favourite brand of beer 3.86
Quality food 3.59
Distance from home 3.51
Regional beer 2.87
Price of beer 2.78
Variation in the offer of beer 2.51
Constant offer of beers 2.45
Number of beers on tap 2.39
Accompanying program 2.16
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frequency of visits to restaurant facilities for beer con-
sumption in both regions. While in the Vysočina Re-
gion, approximately one-third of consumers (35%) visit 
this facility at least once a week, in the South-Moravian 
Region it is almost half of the consumers (46%).

Other differences in consumer preferences between 
the  two regions are shown in  Figure  5. The  left part 
of this graph shows the percentage of consumers who 
prefer consuming lager beer. In  the South-Moravian 
Region, 58%  of  consumers prefer this type of  beer, 
while in the Vysočina Region, lager is preferred by al-
most three-quarters of consumers (72%).

The last identified difference in the preference of con- 
sumers in both regions is visible in the question of the 
preference of  the type of  breweries that consumers 
are looking for. Mini-breweries that produce artisanal 
beer are more preferred in  the South-Moravian Re-
gion (29%) than in  the Vysočina Region (22%). Large 
breweries are sought after in the Vysočina Region more 
(26%) than in the South-Moravian Region (16%) (Fig-
ure 6). Not only consumer preferences, but also factors 

influencing their behaviour on the beer market are dif-
ferent in both monitored regions.

The following stacked bar graph (Figures  7 and  8) 
compares the individual frequencies of respondents' an-
swers and their percentage composition. Evaluation fac-
tors influence consumers when choosing beer according 
to  the selected regions –  the South-Moravian Region 
and the  Vysočina Region. It  is  evident that the  results 
in the monitored regions do not differ significantly.

Using the  2-sample  test for the  equality of  propor-
tions without continuity correction, it was determined 
whether the  results differ in  the South-Moravian Re-
gion and Vysočina Region. The detailed results of this 
test are given in Table S1 [see electronic supplementary 
material (ESM)]. The  difference between the  South-
-Moravian Region and the Vysočina Region is statisti-
cally significant at the level of significance of 5% only 
for the factors: recommendation, habits and taste.

Using the Kendall's rank correlation tau-b test, the cor-
relation of categorical data of factors influencing consum-
ers when choosing beer, in which a considerable number 
of the same values are present, was examined. Detailed re-
sults are illustrated in Table S2 (see ESM). For the South-
-Moravian Region, the boundary tau (strong correlation 
coefficient) was chosen as 0.4, for Vysočina Region 0.5. 
The  boundary tau differs in  the monitored regions, 
as we have a different number of respondents from each 
region. For these 'strong' correlations [marked in yellow 
in  Table  S2 (see ESM)], heat maps were created (Fig-
ures S1 and S2; see ESM), which illustrate the observed 
dependencies. The  scoring scale for individual graphs 
is as follows: 1 – does not influence, 5 – influences.

The stacked bar graphs (Figures 9 and 10) compare 
the individual frequencies of responses and their per-
centage composition evaluating the factors influencing 
consumers when choosing a  restaurant to  consume 
beer in the South-Moravian Region and the Vysočina 
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Figure 4. Differences in consumer preferences in the beer 
market in selected regions
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Figure 5. Other differences in consumer preferences in the 
beer market in the selected regions
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Figure 6. Preferred type of brewery in selected regions

Region. It is evident that the results in the monitored 
regions do not differ significantly.

Using a 2-sample test for the equality of proportions 
without continuity correction, it was determined wheth-
er the  results differ for the  South-Moravian Region 
and the  Vysočina Region. Testing was performed us-
ing the R mathematical software R-4.1.1. The difference 
between regions is  statistically significant at  the  level 
of  significance of  5% only for the  factors: favourite 
brand of beer, constant offer of beers, and quality food, 
as shown by the results of this test in Table S3 (see ESM).

Using the  Kendall's rank correlation tau-b  test, 
the  correlation in  categorical data was examined for 

factors influencing consumers when choosing a restau-
rant to consume beer, in which there is a considerable 
amount of the same values. The results of this test are 
illustrated in Table S4 (see ESM). For the South-Mora-
vian Region, the boundary tau (strong correlation coef-
ficient) was chosen as 0.4, for the Vysočina Region 0.5. 
The  boundary  tau differs in  the monitored regions, 
as  we  have a  different number of  respondents from 
each region. Heat maps (marked in yellow in Table S4; 
see  ESM) were created for these 'strong' correlations, 
which illustrate the observed dependencies (Figures S3 
and S4; see ESM). The scoring scale for individual graphs 
is as follows: 1 – does not influence, 5 – influences.

Figure 7. Factors influencing consumers when choosing beer – South-Moravian Region

Figure 8. Factors influencing consumers when choosing beer – Vysočina Region
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Conclusion

The results showed the most influential factors when 
choosing beer for consumers are taste, brand quality, 
and Czech production. Surprisingly, price is not an in-
fluencing factor when choosing a beer, but rather a neu-
tral one. Consumers are most affected by  the quality 
of the beer being offered and the environment in which 
it  is  consumed. Emphasis is  also placed on  the staff 
in  the restaurant and the  consumer decides whether 

the company offers beer of their favourite brand. Con-
sumers are also affected by  the offer of  quality food 
and the  distance of  the company from their homes. 
The price of the offered beer is perceived by consumers 
as a rather a neutral factor.

Most consumers consume beer because they like 
it and prefer to consume it with friends. When com-
paring the  preferences of  consumers from the  moni-
tored regions, it  was found that consumers from 
the Vysočina Region prefer beer from large breweries, 
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Figure 9: Factors influencing consumers when choosing a restaurant facility to consume beer – South-Moravian 
Region
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Figure 10: Factors influencing consumers when choosing a restaurant facility to consume beer – Vysočina Region

while consumers from the  South-Moravian Region 
prefer beer from craft breweries as well as strong beers. 
This research did not reveal consumers would prefer 
to consume beer more in their homes than in restau-
rants. Data on  the reduction of  beer consumption 
in restaurants are available only for the CR as a whole, 
and not for individual regions. Therefore, there is also 
a reason that the beer consumption in restaurant facili-
ties in  the Vysočina Region and the  South-Moravian 
Region is not decreasing, and the decline thus occurs 
in other regions of the CR. Based on the implemented 
statistical methods, it was found that the results do not 
differ significantly in principle for the Vysočina Region 
and the  South-Moravian Region. Differences in  the 
monitored factors influencing consumers when choos-
ing beer in  the monitored regions were recorded for 
the  following factors: recommendations, habit, and 
taste. Furthermore, differences in  factors influencing 
consumers in the choice of restaurant facilities for beer 
consumption were traced in the given regions for the 
following factors: the popular beer brand, the constant 
offer of beers, and quality food. The research revealed 
the biggest difference between the monitored regions 
that is  following: consumers from economically weak 
Vysočina region prefer beer from big brewers (cheap 
beer) and consumers from the  economically strong 
South Moravia region prefer beers from craft micro-
breweries (expensive beer). The  main contribution 
of  the paper is  the identification of  factors that influ-
ence consumers in  choosing beer and restaurant fa-
cilities for beer consumption in  the Vysočina and 
South-Moravian Region and comparison with the re-
sults of others, which are then usable for the food in-
dustry, brewing and providers of  catering services. 
The paper also aimed to evaluate whether the results 
differ at the regional level. These results will be further 
compared with the results achieved by other regions.

REFERENCES

Aquilani B., Laureti T., Poponi S., Secondi L. (2015): Beer 
choice and consumption determinants when craft beers 
are tasted: An exploratory study of consumer preferences. 
Food Quality and Preference, 41: 214–224.

Banelis M., Reibe E., Rungie C.M. (2013): Empirical evi-
dence of repertoire size. Australasian Marketing Journal, 
1: 59–65.

Calvo-Porral C., Orosa-González J., Blazquez-Lozano F. 
(2018): A clustered-based segmentation of beer consumers: 
From 'beer lovers' to 'beer to fuddle'. British Food Journal, 
6: 1280–1294.

CABM (2018): Men drink almost eight pints of beer a week, 
women almost three (Muži vypijí takřka osm půllitrů piva 
týdně, ženy skoro tři). Czech Association of Breweries and 
Malthouses. Available at  http://ceske-pivo.cz/tz/muzi-
vypiji-takrka-osm-pullitru-piva-tydne-zeny-skoro-tri 
(accessed Nov 25, 2019). (in Czech)

CABM (2019a): Economic benefits of brewing (Ekonomické 
přínosy pivovarnictví). Czech Association of  Breweries 
and Malthouses. Available at http://ceske-pivo.cz/tz/eko-
nomicke-prinosy-pivovarnictvi (accessed Nov 23, 2019). 
(in Czech)

CABM (2019b): Czech beer production grew last year 
(Produkce českého piva loni rostla). Czech Association 
of Breweries and Malthouses. Available at https://www.mis-
toprodeje.cz/clanky/vyzkumy-a-jina-cisla/produkce-ceske-
ho-piva-loni-rostla/ (accessed Nov 25, 2019). (in Czech)

CSO (2019): Age composition of  the population (Věkové 
složení obyvatelstva). Czech Statistical Office. Available 
at  https://www.czso.cz/csu/czso/vekove-slozeni-obyva-
telstva-g598foxrzn (accessed Nov 25, 2019). (in Czech)

Gjonbalaj M., Miftari I., Bytyqi H., Shkodra J. (2010). Kosovo 
beer markets – Consumer preferences and baying behav-
iour. Bulgarian Journal of Agricultural Science, 16: 74–79.

Gómez-Corona C., Escalona-Buendía H.B., García M., 
Chollet S., Valentin D. (2016): Craft vs. industrial: Habits, 
attitudes and motivations towards beer consumption 
in Mexico. Appetite, 96: 358–367.

Hes A. (2008): Consumer Behavior When Buying Food 
(Chování spotřebitele při nákupu potravin). Prague, Czech 
Republic, Alfa Nakladatelství: 156. (in Czech)

Chadt K. (2017): Market Psychology in Trade and Services 
(Psychologie trhu v obchodu a službách). Prague, Czech 
Republic, Press21: 100. (in Czech)

Chrysochou P. (2014): Drink to get drunk or stay healthy? 
Exploring consumers' perceptions, motives and preferences 
for light beer. Food Quality and Preference, 31: 156–163.

Jung J. (1995): Parent-child closeness affects the similarity 
of drinking levels between parents and their college-age 
children. Addictive Behaviors, 1: 61–67.

Kotler P. (2007): Moderní marketing: 4. evropské vydání. 
Prague, Czech Republic, Grada: 1041. (in Czech)

Marshal M.P., Chassin L. (2000): Peer influence on adolescent 
alcohol use: The moderating role of parental support and 
discipline. Applied Developmental Science, 2: 80–88.

McMillan B., Conner M. (2003): Using the theory of planned 
behaviour to understand alcohol and tobacco use in stu-
dents. Psychology, Health & Medicine, 3: 317–32.

Ministry of Agriculture (2015): Czech Beer: A Jewel of the 
Czech Republic (České pivo: Klenot České republiky). 
Prague, Czech Republic, Ministry of  Agriculture: 16. 
(in Czech)



328

Original Paper	 Czech Journal of Food Sciences, 39, 2021 (4): 319–328

https://doi.org/10.17221/153/2020-CJFS

Novotný J., Duspiva P. (2014): Factors influencing consumer 
shopping behavior and their importance for businesses 
(Faktory ovlivňující kupní chování spotřebitelů a  jejich 
význam pro podniky). E+M Ekonomika a Management, 
17: 152–166. (in Czech)

Palfrey J.G., Gasser U. (2008): Born digital: Understanding 
the  first generation of  digital natives. New York, USA, 
Basic Books: 20–24.

Schiffman L.G., Kanuk L.L., Wisenblit J. (2010): Consumer 
Behavior. 10th Ed. Upper Saddle River, New Jersey, USA, 
Pearson Education/Prentice Hall.

Sirdeshmukh D., Singh J., Sabol B. (2002): Consumer trust, 
value and loyalty in relational exchanges. Journal of Mar-
keting, 66: 15–37.

Spáčil V., Teichmannová A. (2016): Intergenerational analy-
sis of consumer behaviour on the beer market. Procedia 
– Social and Behavioural Sciences, 220: 487–495.

Stávková J. (2006): Trends in Consumer Behaviour (Trendy 
spotřebitelského chování). Brno, Czech Republic, MSD: 
115. (in Czech)

Storbacka K., Lehtinen J. (2002): Customer Relationship 
Management (Řízení vztahů se zákazníky). Prague, Czech 
Republic, Grada: 167. (in Czech)

Sugrová M., Nagyová L., Hazuchová N., Stávková J. (2018): 
Consumer behaviour at  alcoholic beverages markets 

of  Czech Republic and Slovakia: Targeting consumer 
segments. Marketing and Management of  Innovations, 
2: 31–43.

Trang L. (2013): Factors influencing beer consumption inten-
tion among Vietnamese females. Assumption University 
Journal, 6: 38–48.

Turčínková J., Hes A., Šálková D. (2010): Tendencies of con-
sumer behavior when buying food (Tendence chování 
spotřebitelů při nákupu potravin). Acta Universitatis 
Bohemiae Meridionalis, 2: 87–92. (in Czech)

Turčínková J., Stejskal L, Stávková J. (2007): Consumer Be-
havior and Decisions (Chování a rozhodování spotřebitele). 
Brno, Czech Republic, MSD: 102. (in Czech)

Vinerean A. (2014): Market segmentation in  the decision-
-making process in tourism. Sprint Investify, 1: 14–29.

Wilks J., Callan V.J. (1984): Similarity of university students' 
and their parents' attitudes toward alcohol. Journal of Stud-
ies on Alcohol, 4: 326–333.

Yang S., Allenby G.M., Fennel G. (2002): Modelling variation 
in brand preference: The roles of objective environment 
and motivating conditions. Marketing Science, 1: 14–31.

Received: June 9, 2020
Accepted: June 22, 2021

https://www.agriculturejournals.cz/web/cjfs

