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A N A LY S I S

New Challenges 
for Food Industry

Dear Readers,

The Czech Business and Trade Sup-

plement is focused this time on the 

Czech food industry. The sector is 

significant primarily for its strate-

gic character of production. It pro-

duces foods which are generally in 

demand, essential in terms of con-

sumption, as well as safe. They are 

quality products which are supplied 

not only to the Czech market, but 

also to the markets of EU countries 

and to other areas of the world. Log-

ically, the largest importers of food 

products from the Czech Republic 

are neighbouring countries – Slova-

kia, Germany, and Poland. 

The Czech Republic is also the coun-

try of origin of many specifi c products. 

The number of produ cers applying for 

designations of protection for their 

food products within the EU is rising. 

The Czech Republic has been very 

successful in obtaining these desig-

nations, the list includes several types 

of beers (Českobudějovické, Chodské, 

Pivo Černá Hora), as well as confection-

ery (Hořické trubičky, Štramberské uši, 

etc.), and others. This helps to increase 

the awareness of the good quality and 

origin of Czech specialities.

An overview of the famous Czech 

beer brewing industry is present-

ed in the article Czech Beer - Star 

Among Beers. Another article re-

views the long tradition of Czech 

wine making and the special char-

acter of Czech wines. Czech organic 

food market is developing quickly 

and offering business opportunities 

– information is provided in another 

article of the supplement. 

The current supplement also of-

fers reading on the Czech system of 

investment support in the food sec-

tor, as well as types of aid from Eu-

ropean Union sources. The Research 

and Development section presents 

information on the high level of 

Czech science in the area of food 

research. 

Šárka Kratochvílová

Josef Mezera, Institute of Agricultural Economics and Information

e-mail: mezera.josef@uzei.cz, www.uzei.cz

In terms of quantity, the output of the food 

sector in the Czech Republic accounts for 

only a relatively small volume of the over-

all EU-27 production performance (up to 

1%), but in terms of quality it is unique, ow-

ing to its national specifi c products. These 

include e.g. the industrial production of 

a wide range of dumplings, the production 

of Czech beer, and other products receiving 

protection in the EU.

 

Sector Characteristics
On the national level, quality certified 

foodstuffs are labelled with the KLASA 

design ation, now already well-known to 

consumers (more about the KLASA label 

on page 18). Significant progress was 

made in 2008 also in regional production, 

which is sold especially in local markets. 

Many of these products are organic foods. 

All products, of both crop and animal 

farming, must meet the high standards 

of safety and are subject to strict super-

vision, directly in production as well as 

distribution.

The manufacture of food products and 

beverages (CZ-NACE 15) remains varied 

in terms of branches, as it processes vari-

ous commodities and satisfies the diverse 

needs required by domestic as well as for-

eign consumer demand. The 2008 shares 

of the different production branches in to-

tal receipts from the sale of own products 

and services in the sector under review 

are given in Graph.

Position of the Sector 
Is Still Important 
The position of the food sector in the 

manufacturing industry is still important, 

although, since 2000, it has not achieved 

as high growth rates in terms of receipts 

as some other manufacturing sectors. In 
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and services in current prices, the shares 

of the sector in the manufacturing indus-

try amounted in the last years to 8.8% 

(2006), 8.7% (2007), and 9.0% (2008 share 

calculated from preliminary data, other in-

dicators will be similar). 

Certain grants were allocated in 2008 

to stimulate development in the manu-

facture of food products and beverages. 

In order to enhance the position of the 

food sector it is advisable to continue the 

grants especially within the Rural Devel-

opment Programme (more on www.szif.

cz), but also from other national sources 

to strengthen the competitiveness of 

companies. 

Foreign Trade 
Is Focused Mainly on EU 
The foreign trade turnover in food prod-

ucts and beverages (CPA 15 - Classifi cation 

of Products by Activity) more than dou-

bled in the 2000-2008 period. However, 

the trade balance in this group of products 

worsened permanently from 2002 up to 

2007 and in the latter year showed a defi cit 

of CZK 25 billion (approx. EUR 1.002 bil-

lion). In 2008 this defi cit was reduced by 

about CZK 1.4 billion (EUR 0.06 billion) to 

CZK 23.7 billion (EUR 0.95 billion). The rea-

son for this increasing defi cit is the fact that 

foreign trade balance in these products has 

been dominated by the volume of import, 

even though the long-term growth rate of 

export has been 8 p.p. higher than that of 

import. In the long term, the coverage of 

import by export slightly improved in 2008 

(by 2.7 p.p., to 75.8%), compared to the 

year 2000 (73.1%). 

Surplus in Beverages 
Throughout the period under review 

since 2000, a foreign trade surplus has 

been recorded by dairy products and also 

beverages. Typical export commodities of 

this group, both to EU countries and third 

countries, are beer and malt. A favourable 

role in this respect is played especially by 

protection designations, which guarantee 

the high quality and uniqueness of the ex-

ported products.

In the territorial structure of trade in food 

products and beverages no major changes 

occurred in 2008 as compared to 2007. In 

2008, just as in preceding years, the main 

export territory for CPA 15 was Slovakia with 

a 32% share.

Shares of branches in receipts from sale 
of own products and services in 2008 (%)

Note: data in current prices;  Source: Czech Statistical Offi  ce, 
Ministry of Industry and Trade calculations

Of import territories, the largest share 

in CPA 15 in 2008 was that of Germany 

with 27%. The EU market remains the 

decisive export and import territory and 

this market will continue to be dominant 

for food products and beverages also in 

future. 

Overview and Competitiveness
The manufacture of food products and 

beverages remains an important segment 

of the Czech Republic’s manufacturing 

industry. The production indicators of 

the sector (sales, value added) account 

approximately for 9% of the structure of 

the manufacturing industry. The sector 

has quite an extensive branch production 

structure, which is formed by a relatively 

wide range of companies dominated by 

small and medium-sized enterprises, and 

has a significant share in employment in 

all the regions of the country. Upon ful-

filment of set conditions, small as well as 

large companies can take advantage of 

various programmes of support which 

contribute to modernisation and higher 

competitiveness in the branch. 

However, the competitiveness of the sec-

tor needs to be further strengthened. On 

the one hand, the Czech and other markets 

will experience an increased presence from 

agrarian countries which will make food 

products from agrarian commodities manu-

factured at relatively low costs (e.g. Poland), 

and they will compete by prices. On the 

other, there will be industrialised countries 

(e.g. Germany), which offer large volumes of 

products for further processing (e.g. meat for 

the manufacture of meat products and sau-

sages) and ever larger quantities of products 

meeting the modern trends (wellness, con-

venience foods, which are foods prepared in 

such a way as to save time and energy for 

households and facilitate the preparation of 

meals), including organic foods. 

Priorities of the Czech and European pol-

icy in the food sector include food safety, 

where implementation and supervision is 

based on food and veterinary laws that are 

applied by national and European offi  ces 

and institutions. 

Prospects of the Sector 
In the European context, the prospects 

of the sector must be based not only on 

increased competitiveness, but also on 

the whole supplier chain, including ag-

riculture, by improving quality and rais-

ing the added value of the production. 

It is also desirable to make full use of the 

unique products which meet the condi-

tions of EU protection (Protected Desig-

nation of Origin, Protected Geographic 

Indication, Traditional Specialities Guar-

anteed), and products with the national 

KLASA designation, as well as products 

of regional brands or other brand-name 

foods. This production, too, needs to be 

supported by modern marketing instru-

ments, including the use and expansion 

of company customer centres. Accord-

ing to Czech Statistical Office data, the 

sector under review achieved above- 

average results in terms of the share of in-

novative econ omic entities of the Czech 

Republic’s business sector, in the innova-

tion of both products and processes. At 

the same time, regional foods made to 

old recipes, and some other exceptional 

agrarian products, may contribute in fu-

ture to the preservation of the national 

cultural heritage.

�

  15.1 Production, processing, and preserving of 

meat and meat products  18.4

  15.2  Processing and preserving of fi sh and fi sh 

products  0.8

  15.3 Processing and preserving of fruit, veget-

ables, and  potatoes 2.4

  15.4 Manufacture of vegetable and animal oils 

and fats 4.6

  15.5  Processing of milk, manufacture of dairy 

products and ice cream 14.7

  15.6  Manufacture of grain 

mill and starch products  3.6

 15.7 Manufacture of prepared animal feeds 9

  15.8 Manufacture of other food products  24.8

 15.9 Manufacture of beverages  21.6
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France has wine and cheese, Italy has pasta, 

the Austrians have Leberknödelsuppe (liver 

dumpling soup). And the Czechs have beer. 

However, the food sector in the Czech Re-

public has much more to off er nowadays 

– including opportunities open for new 

investment.

The food sector currently accounts for al-

most 9% of the overall industrial production 

in the Czech Republic and employs 9% of 

people working in the manufacturing in-

dustry. Companies from 50 to 249 employ-

ees predominate, and those employing 250 

to 999 people have a similar position. The 

shares of larger or smaller enterprises in em-

ployment are less important.

However, the food industry has a weaker 

position in terms of foreign direct invest-

ment infl ow. With EUR 2.58 billion, it has 

a 7.8% share in the total investment in in-

dustry. Besides that, the food sector has 

been successfully reducing personal costs 

in the total costs of the industry over the 

Jiří Sochor, CzechInvest, e-mail: Jiri.Sochor@czechinvest.org, www.czechinvest.org

The Czech Republic Entices Foreign 
Investors to Food Products

long term – in 2000 they made up 10.3%, 

and seven years later, in the period for which 

the latest data are available, they were 8.2%. 

Both factors represent many opportunities 

for new investors. 

Attractive Destination
In recent years the Czech Republic has been 

one of the most favoured destinations for 

foreign direct investment. Ernst & Young has 

regularly ranked it among the ten most at-

tractive countries for investors in the world, 

a recent UNCTAD survey has shown that 

with EUR 7.3 billion of new investment in 

2008, the Czech Republic was the 32nd 

most successful country in attracting new 

investment – a truly excellent result given 

the size of the Czech economy. 

Most investors coming to the Czech Re-

public are strongly export-oriented. The 

fi gures speak clearly – 90% of new inves-

tors export at least 95% of their output. The 

target markets are mostly European Union 

countries. In this respect there had existed 

a snag before 2004. 

Whereas all limitations on the export of 

other goods than food products from the 

Czech Republic were dropped in 1995, the 

lifting of barriers on the export of food prod-

ucts and beverages had to wait until May 

2004, when the Czech Republic became 

a member of the European Union and, 

thanks to this, the whole European market 

opened for it completely. The situation had 

been diff erent until then. 

Three Stages of Infl ow
The infl ow of foreign investment to the food 

sector in the Czech Republic saw three prin-

cipal stages. The fi rst started with the Velvet 

Revolution in 1989 and continued in the fi rst 

years of the transformation of the planned 

economy into market economy – in other 

words, privatisation. It was used by compa-

nies of well-known names, such as Danone, 

Nestlé or Unilever, to enter the Czech market.
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The second stage, which started in the 

mid-1990s and concluded with the Czech 

Republic’s accession to the European Un-

ion, brought a substantial decline in the 

infl ow of investment in the food sector, 

when most new projects consisted chiefl y 

in modernisation or expansion of existing 

production facilities. An exception was 

the privatisation of Pilsner-Urquell, which 

was purchased by the brewer SAB-Miller. 

Greenfi eld direct investment was modest, 

one case was Largo Foods, which has been 

manufacturing potato crisps for the Euro-

pean market in the Plzeň area in the west 

of the Czech Republic since 1999. 

The third stage began with the Czech 

Republic’s entry into the European Union 

and the related elimination of trade bar-

riers. The country’s central location in the 

middle of the EU, combined with quality 

infrastructure, started to play an impor-

tant role in obtaining investment in the 

food sector. In addition, the last few years 

have greatly bridged the gaps between 

the purchasing power of the former EU15 

and new EU members. This has attracted 

the attention of food investors to Central 

Europe, often from rather exotic countries, 

taking advantage of the possibility of easy 

export to the whole EU market. 

Exotic Expansion
The north-west of the Czech Republic 

– that is regions closest to the border with 

Germany – has thus been picked for invest-

ment by the Shanghai Maling company of 

China, which started to produce luncheon 

meat for the whole of Europe there. In the 

case of Shanghai Maling, the possibility 

to label its packaging with “Made in the 

Czech Republic“ or “Made in EU“ was par-

ticularly attractive.

Another non-traditional investor in the 

same region is the company Tivall. Based 

in Israel, it produces semi-fi nished kosher 

foods in north-west Bohemia. The projects 

are by no means small. Shanghai Maling 

invested ten million dollars in its plant, the 

Israelis spent several times more on the 

needed technologies – over 130 million 

dollars in all.

The number of people employed in the 

food industry in the Czech Republic totals 

at present about 130 000. In 1994 the indus-

try had some 160 000 employees. The main 

reason for the growth was the privatisation 

of small companies and easing of the rules 

for enterprise after the fall of communism. 

Interestingly in 1990, that is just after the Vel-

vet Revolution, the food industry employed 

125 000 people. Employment in the sector is 

now slowly approaching this fi gure again. 

Productivity Is Rising
Although employee numbers are declin-

ing, the production of the companies is in-

creasing. Since 2000 it has risen by 12% in 

the sector. Naturally, the reason is the rising 

productivity which has grown by the rate of 

more than 5% annually in the sector in the 

last few years. 

A major advantage of the food industry 

in the Czech Republic is the well-educated 

people employed in it. Food production 

technology is taught at several universities 

and higher vocational schools, and other 

specialists are trained by a number of other 

vocational schools. 

The Czech Republic makes the highest 

investment in research, development and 

innovation of all the countries of Central 

and Eastern Europe. The same is true about 

the food sector. What is more, thanks to for-

eign investment the bulk of the research is 

shifting from basic to applied research. The 

highlight in the food sector is biotechnolo-

gies, and this is where the Czech Republic 

is really strong. According to the very fi rst 

evaluation of its kind by the EuropaBio or-

ganisation, the European Association for 

Bioindustries, and Venture Valuation, the 

Czech Republic, together with Hungary, 

Poland, and Estonia, is a leader in biotech-

nology research among the new EU mem-

ber states plus Croatia and Turkey. 

Support to Investment
Since 2004, the Czech Republic is a member 

of the European Union, the country is part 

of the Schengen area and in 1999 it joined 

NATO. Besides that, the Czech Republic is 

a member of other international organis-

ations, including the OECD, the United Na-

tions, the World Trade Organisation and the 

International Monetary Fund. 

The Czech system of investment incen-

tives, including investment in the food 

sector, includes tax reliefs, grants to job 

creation, allocations for training and re-

training, and also for the construction 

and development of commercial real 

estate. It is focused on investment in the 

manufacturing industry, as well as on 

companies wishing to set up a research 

and development centre, or a shared 

business services centre.

Besides that, it is possible to use sup-

port from European Union sources – en-

trepreneurs can take advantage especially 

of the Operational Programme Enterprise 

and Innovation (OPEI). Both types of sup-

port – the incentives as well as the OPEI ¬ 

are managed by the Investment and Busi-

ness Development Agency CzechInvest. 

However, its services go far beyond that. 

The Agency specialists know how to help 

to choose a suitable location for business, 

to search for Czech business partners, and 

can offer aftercare for investors who al-

ready operate in the Czech Republic. 

�

C Z E C H  F O O D  I N D U S T R Y
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The Czech market in organic food is quickly developing

E N T E R P R I S E

It is an indisputable fact that organic food is 

increasingly favoured by consumers and its 

production and consumption is rising. The 

number of organic food producers as well 

as organic farms is growing at a fast pace. 

Green Light for Organic Farming
Czech Republic data speak clearly – in 2007 

alone the number of organic food produc-

ers rose to more than 250, which is 100 pro-

ducers more than in 2006, and in the fi rst 

half of 2008 the number was already 375. 

The number of organic farms rose at a sim-

ilarly impressive rate (from 1318 in 2007 to 

1946 last year) and so did the share of land 

used for organic farming (from 7.35% – year 

2007 to 8.04% – year 2008). Considering that 

10 years ago there were about 350 organic 

farms and the share of land made up just 

a little over 1%, then it is obvious that the 

green light is on for organic agriculture. 

 

Organic As an Opportunity
The Czech market in organic food is devel-

oping quickly and off ering Czech producers 

a signifi cant business opportunity. Surveys 

have shown that consumers associate the 

designation of organic food most often 

with products free from chemical additives, 

grown without chemical fertilisers and gen-

erally healthy, natural, organically produced 

food. Although consumer demand is rising 

fast – the percentage of Czechs buying or-

ganic food is 4.8% at present (it rose from 

3% in 2007) and 30% of the population per-

ceive organic products as a category, the 

domestic supply is not suffi  cient. The share 

of organic food in overall food consumption 

in the Czech Republic is 0.55% (for compari-

son in Austria it amounts to 8%, in Germany 

3.5%, in Poland 0.1%). 

Many organic foods for Czech shops are 

still imported from abroad because Czech 

organic farming has been unable to cover 

the demand with its own production. From 

the viewpoint of the food sector the pro-

duction of organic food is a very advanta-

geous line, especially for small and medium-

sized enterprises which can focus on various 

specialities and manufacture products in 

smaller series. If we add support which is 

provided to manufacturers, we see this as 

an opportunity for many enterprises that 

can thoroughly change the focus of their 

production and will certainly fi nd consum-

ers for their organic products. 

Support for Organic 
Food Production
In order, among other reasons, to enhance 

support for organic food production, the 

Federation of the Food and Drink Industries 

of the Czech Republic set up in 2008 the Or-

ganic Food Section to promote the growth 

of this production. Beyond doubt it can be 

stated that Czech manufacturers have many 

years‘ experience in food production gener-

ally, and food industry enterprises are well 

prepared professionally as well as techno-

logically. Thus, the main tasks of the Section 

will be support to producers in eliminating 

obstacles to the production of Czech or-

ganic food and promoting Czech organic 

food in the market, support to marketing 

and building of confi dence in Czech organic 

food. The Organic Food Section also plans 

to analyse existing problems and obstacles 

and propose solutions that will help to in-

crease the sale of domestic organic food on 

the Czech retail market, including public ca-

tering and gastronomy.

 

Environment Does Not Suff er
On the other hand, it should be noted that 

all Czech food products meet quality and 

safety standards. In this respect there is thus 

no diff erence between conventional and or-

ganic food. However, with the philosophy of 

organic farming, organic food is produced 

by methods friendlier to the environment 

– which means without the use of fertilisers, 

chemical treatment of crops, etc. In any case, 

the Federation of the Food and Drink Indus-

tries of the Czech Republik is convinced that 

organic food forms a demanded segment 

of the market which has a future and the 

potential to develop. 

�

Dana Večeřová, Federation of the Food and Drink Industries of the Czech Republic (FFDI CR)

e-mail: vecerova@foodnet.cz, www.foodnet.cz

Organic Food - Demand in Market Segment

THE ORGANIC FOOD SECTION HAS 
ALREADY DEFINED ITS SPECIFIC 
OBJECTIVES: 
To strengthen public awareness of organic food so that 

in 2012 at least 90% of the population have confi dence 

in products labelled as organic food and become aware 

of the advantages organic food brings to them person-

ally and to society as a whole. 

To boost development of the organic food market and 

increase the share of organic food produced in the Czech 

Republic so that: 

�  by 2012 organic food accounts for at least 2% of food 

consumption in the Czech Republic, 

�  by 2012 organic food produced in the Czech Republic 

accounts for at least 70% of all organic food con-

sumption in the CR.
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The agrarian sector represents an 

important part of the economy.

C Z E C H  F O O D  I N D U S T R Y

The Federation of the Food and Drink Industries of the Czech Repub-

lic represents the interests of entrepreneurs in the area of food pro-

duction and farm produce processing in relation to public adminis-

tration bodies and bodies and organisations of the European Union. 

It provides for its members information and services espec ially in 

the area of food-related laws, commercial and industrial policy, the 

environment, and problems of the common market. 

The activities of the FFDI CR include mainly representation of the in-

terests of the food industry and those processing agricultural produc-

tion. It also provides expert and technological consultancy in the area 

of farm produce processing, drinks and food production, training and 

education activities, support and application of science, research and 

development, and innovation. It is also involved in projects funded 

from European and national sources; in an eff ort to raise the competi-

tiveness of the Czech food industry, it helped in 2006 to establish the 

Czech Food Technology Platform, which it is also coordinating. 

Largest Production Sector in Europe
The European agro-food industry is the largest production sector 

in Europe. The importance and potential of the food industry in the 

Czech Republic are documented by the following 2008 data: its 

8.8% share in employment provides approximately 103 000 jobs in 

the Czech Republic. The food industry, as the fi fth most important 

sector, accounts for 7.9% of the overall sales of Czech industry with 

a turnover of EUR 10.08 billion. 

Together with basic farm production and directly and indirectly 

related suppliers, the agrarian sector represents an important part 

of the national economy. Given the need for the use of local natural 

resources, the agrarian sector represents an extraordinary certainty 

for the national economy in terms of both income and employment, 

regardless of its changing share in the gross domestic product. 

Change in Approach 
Given the traditions and real potential of Czech food production, the 

direction that appears to be correct and rational in the light of the glo-

balised world food trade is the use of substitution approach to food 

consumption. It is based on the reasoning that the volume of a food 

consumer’s intake cannot be signifi cantly and dramatically increased, 

but that it can be altered according to the consumer’s lifestyle, with 

the aim to increase his satisfaction and improve his health. If we fo-

cus on consumers in developed economies, who live in energy and 

nutritional suffi  ciency from the viewpoint of sustenance, the substi-

tution in food consumption is a basic starting point for the whole 

Czech agro-food industry. Targeting the segment of the discerning 

and educated consumer in a developed economy is a necessity as 

well as an opportunity for the economic success of the sector. 

Development of New Types of Food 
The potential of the existence and growth of the Czech food indus-

try is essentially linked with intensive research and development 

into new types of foods with a high added value. For consumers this 

added value is connected with benefi ts in the health area, comfort 

in consumption, speed in food preparation, etc. At present there are 

already a number of scientifi c and specialised institutions working in 

the Czech Republic’s food sector. Their activities in the area of food 

safety have been coordinated at government level to some extent 

by the strategy for food safety. Such an approach makes the activity 

of the institutions much more eff ective. The low eff ectiveness of the 

transfer of results from research to practical applications is due to 

the insuffi  cient economic strength of most food enterprises, which 

have so far been mostly preoccupied with their economic and com-

mercial issues or low-degree innovation (changes of additives, fl a-

vouring, etc.). 

Current Aid in Funding and Consultancy
Within the framework of support to cooperation with the scientifi c 

research sector, 10 projects worth a total of EUR 16.04 million have 

been submitted under the Rural Development Support measure 

I.1.3.2, agreed within the Czech Technology Platform. Their imple-

mentation will decisively infl uence the competitiveness of the appli-

cants, most of which operate in meat processing and dairy industry.

In 2009, a Projects Consulting Centre of the Czech Technology 

Platform was established with the support of the Ministry of Agri-

culture to provide applicants from among food manufacturers with 

latest information about projects for innovation support, technol-

ogy and know-how transfer, to mediate contacts, organise training, 

and to help directly with project implementation. 

�

Miroslav Koberna, Federation of the Food and Drink Industries of the Czech Republic (FFDI CR), e-mail: koberna@foodnet.cz, www.foodnet.cz

Enhancing Competitiveness of Czech Food Industry
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Czech beer is specific and unique

C Z E C H  T O P

Czech Beer 
– Star Among Beers

Czech beer is specifi c and unique, and has a world-wide reputation, 

which is due largely to advantageous conditions for the growing of 

malting barley and hops on a specifi ed territory, and also to the high 

professional skills of the workers which are handed down from one 

generation to another. 

Tradition of Czech Beer
Beer brewing on Czech territory was fi rst mentioned in 993, when 

the Benedictines produced beer and wine at the Břevnov Monastery. 

The fi rst historic proof directly related to beer brewing is the founda-

tion deed of the fi rst king of Bohemia, Vratislav II, for the Vyšehrad 

Canonry in 1088. At the beginning beer brewing was a privilege of 

individuals (e.g. burghers and nobles), and in the 14th century malt-

sters and brewers set up their guilds and beer production started 

to fl ourish. An important landmark was the second half of the 19th 

century, which brought the development of production by bottom 

fermentation. The typical properties of beer produced in this way 

have been completely diff erent from beers brewed until then, and 

beer brewing thus experienced a further development. 

The Czech Republic ranks fi rst in the world in beer consumption, 

with about 161 litres of beer drunk in the country per person per 

year (however, the fi gure is greatly infl uenced by tourist visits to the 

country because beer takes second place after historic sites in statis-

tics showing why people visit the Czech Republic). 

Situation in Czech Beer Production
Czech beer production employs about 7 500 people in both small 

and large breweries, and further thousands in related sectors. 

Breweries are also important in the country’s economy as payers 

of excise taxes. At present, 52 breweries (from large to small ones) 

operate on the Czech Republic’s territory and there are another 

60 restaurant breweries, where beer is brewed directly, and also 

consumed, in the restaurant. 

A major contribution to the preservation of the traditional beer 

brewing craft is made by small independent breweries. They are 

part and parcel of the Czech Republic’s historic heritage. Shared 

interests, and the solution of legislative problems, has inspired the 

establishment of the Czech Association of Small Independent Brew-

eries, which associates a group of small breweries with a capacity 

of 200 000 hectolitres. Due to their size and nature, these breweries 

use hand-manufacturing in some parts of the technology fl ow. They 

rank among the oldest breweries in the Czech Republic and consti-

tute prominent construction and architectonic features of their re-

gions because most of them are based in small towns and villages. 

Beer Specialties
Regarding products, small breweries, due to their capacity, are 

capable of preparing varied new products. They search them not 

only in fl avours but also degrees, and thus supplement the rich 

Radek Pavlík, Černá Hora Brewery

e-mail: asistent@pivovarch.cz, www.pivovarcernahora.cz
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spectrum of Czech beers because the majority of large brewer-

ies do not have the production of specials in their programmes. 

A supplementary programme of many breweries is the manufac-

ture of quality non-alcoholic beverages, and at present even spir-

its made from beer. For example, the Černá Hora Brewery manu-

factures the beer distillate Pivní režná, two types of liquors and 

the beer spirit Monte Negro, the Chodovar brewery makes the 

original beer brandy Chodská pivovice, the Eggenberg brewery 

produces the beer brandy Eggenberg, etc. 

Beer at Present
For their history and product variety, breweries are sought-after 

tourist attractions and become popular destinations especially for 

foreign tourists arriving in the traditional beer producing country. In 

an eff ort to promote tourism, many breweries are establishing qual-

ity facilities – hotels, restaurants, relaxation programmes, bicycle 

rentals, etc. The tourist development brings new jobs and supple-

mentary services, and makes the branch a major regional employer.

After the Czech Republic’s entry into the EU, many small brew-

eries found new marketing opportunities because they make 

quality products from quality materials. On the other hand, they 

are facing fi erce competition from supermarket chains, which are 

pushing prices down and importing cheap beer from abroad that 

does not match the quality of the product that is undoubtedly 

represented by Czech beer. 

In order to help preserve small breweries in the EU states at fa-

vourable conditions, they founded, in 2003, the Association of Small 

and Independent Breweries in Europe. Members include the Czech 

Republic, Poland, Romania, and Switzerland. Negotiations are being 

held on the accession of other states, as the EU pressure on the pro-

ducers of the frothy drink is increasing. 

The classical beer production with a share of hand manufacturing 

will accompany us even in the ever more modern, faster, and techni-

cally more advanced future.

At present, the beer industry is faced with a state intervention 

in the economy of breweries – an increase in the excise tax. Fur-

thermore, VAT is to rise by 1%. These steps will aff ect especially 

small breweries. It will mean production cuts, because the price 

of beer will increase and possibilities will open for the import of 

cheap low-quality beer from abroad. Some small breweries may 

be forced to close down as a result. 

The Černá Hora brewery is yet another producer that has ob-

tained the EU Protected Geographical Indication, with the au-

thorisation to present the name of Černá Hora beer on its labels. 

The protected indication guarantees that a product is partly or 

completely produced in a certain geographical area. The EU has 

already registered 21 Czech brands and the Czech Republic ranks 

among the most successful member states in the award of pro-

tected indications. 

�
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Long Tradition of Czech Wine Production 
Martin Půček, Secretary of the Czech Union of Wine Growers, e-mail: martin.pucek@svcr.cz; www.svcr.cz 

The Czech Republic has a long tradition in 

viticulture and wine production, the fi rst 

documented records about wine dating here 

from the beginning of the AD period. During 

the reign of Roman Emperor Marcus Aure-

lius Probus, his soldiers grew wine on the 

territory around Mikulov, now a prominent 

wine-producing town, so that they did not 

have to import the palatable drink from as far 

as the area which is now Italy. Some of the 

grapevine seeds found at excavation sites in 

the region date from the period of the Great 

Moravian Empire (approx. 8th century AD). 

Further Development
In the 14th century, Charles IV brought grape-

vine to the Czech Lands from Burgundy, and 

this moment was followed by great develop-

ment in wine production. During the period 

of rule of this emperor, the area of vineyards 

in Bohemia and Moravia expanded, and this 

development culminated in the 16th century P
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when there were about 25 000 hectares of 

vineyards altogether. In 1890, the vine pest 

phylloxera appeared in Moravia for the fi rst 

time and its rapid migration resulted in a sub-

stantial depletion of grapevine areas. During 

World War I the area continued to shrink, so 

that in 1930 there were fewer than 4 000 hec-

tares of vineyards. State support to grapevine 

planting from 1994 helped to enlarge the 

area to 18 000 hectares, with the production 

potential of some 19 300 hectares. 

Present State
The Czech Republic is divided into two 

wine-producing regions – in Moravia there 

are about 17 500 hectares of vineyards, in 

Bohemia grapes are grown merely on vine-

yards of some 700 hectares. About 20 000 

growers are registered in the whole area, of 

whom approximately 18 000 own and tend 

only about 2 000 hectares of vineyards. The 

rest is distributed among small, medium-

sized and large wineries. Wine production 

is approximately 750 000-850 000 hecto-

litres per year, which is about one-quarter 

of the overall consumption. The rest has to 

be imported to the Czech Republic, about 

90% of the import is from countries of the 

European Union. Most of the imported wine 

originates in Italy, as shown by the graph.

In recent years, the Czech Republic has 

increased its export of wine, which now 

amounts to about 180 000 hectolitres, 95% 

of which go to Slovakia. Per-capita wine 

consumption in the Czech Republic has 

been rising, which is clearly good news es-

pecially now, at the time of the economic 

crisis. In 2000, consumption amounted to 

13.2 litres per person and year, whereas the 

consumption of 20 litres is expected for 

2010. The trend of growing consumption in 

the Czech Republic contrasts with the trend 

in the former EU15, where consumption is 

declining. This is true especially about the 



1 3 |

Wine production in the Czech Republic is dominated by white wines
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large wine producing countries, which have 

the tradition of a higher wine consumption. 

White Wines Predominate
Wine production in the Czech Republic is dom-

inated by white wines (grape varieties Müller 

Thurgau, Veltlínské zelené - Grüner Veltliner, 

Ryzlink vlašský - Welschriesling), because the 

succession of cold nights and warm days dur-

ing harvest creates very interesting aromatic 

substances in these wines. Thus they off er con-

sumers enticing aromas and elevating quality. 

In red wines, the country’s producers can com-

pete internationally especially with fresh fruity 

wines (Svatovavřinecké - Saint Laurent), which 

are deep red in colour and their fl avour is not 

overshadowed by a too high alcohol content 

that can be found in southern type wines. 

A rare line specifi c to the Czech Republic is the 

production of natural sweet wines, so-called 

ice and straw wines. The Czech Republic is 

one of the few countries in the world where 

climatic conditions allow the production of 

ice wines, when grapes can freeze down to 

Import of wine to the Czech Republic (thousand hl.)

the required minus -7 °C. In straw wines, the 

gathered grapes are laid on straw or hung in 

well-ventilated space, the evaporation causing 

sugar concentration. The successes of Czech 

wines in prestigious foreign competitions show 

their undisputed competitiveness in the world. 

Czech wines bring high prizes from whichever 

prestigious foreign competitions they attend. 

The Czech Republic is not an export coun-

try in the area of wines. Though it is a small 

wine-producing state, the branch employs 

hundreds of people and the output is worth 

about EUR 160 million annually. Domestic 

producers make quality and competitive 

products, as documented by successes in 

competitions abroad. This year, the Pálava 

wine from the Vinselekt Michlovský, a.s. com-

pany won the title of Absolute Champion at 

the Terravino 2009 international competition 

in Israel. Other gold, silver, and bronze medals 

were won by wines from the Czech Republic 

e.g. at the Vinalies Internationales Paris 2009, 

Vinitaly Verona 2009, Concours Mondial de 

Bruxelles, International Wine Competition 

San Francisco, and other competitions.

The phenomenon of wine tourism has 

now reached also the Czech Republic, 

which has been greatly developing it in re-

cent years. The National Wine Centre in Val-

tice has created printed materials and the 

project of Wine Tourism Certifi cation is de-

signed to favour facilities which meet clear 

rules and standards on the national level. All 

this with the support of the Winegrowers‘ 

Fund as an institution designed to promote 

viticulture and wine production. 

�
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Pig breeding in the Czech Republic has a long tradition

W E  A R E  I N T R O D U C I N G

Pig Breeding in the Czech 
Republic and its Tradition

Pigs were kept already in ancient times and 

had an important position among other 

farm animals. It is certain that domestic pig 

farming existed in Egypt already at the times 

of the fi rst pharaohs. The fi rst Chinese em-

peror Huangdi also spoke about pigs and 

said that “…we keep pigs for wealth, meat, 

fat, manure, and joy…“. Large pig herds are 

also mentioned in the Bible in the Gospel of 

Matthew. There is evidence in Europe that 

pig farming was very advanced. Practically 

up to the late Middle Ages, pork made up 

90% of all food of Europe’s inhabitants. 

Historical Development 
of Butcher’s Trade
In ancient civilisations, the human popu-

lations were gradually diversifi ed by their 

diff erent activities, and various professions 

thus developed. The butcher’s trade arose 

in this way as an important part of the pro-

duction of food from the meat of kept ani-

mals. Its emergence gradually passed from 

the shaman and priest, who off ered meat 

in sacrifi ce to deities, over guilds that have 

existed in Europe since the Roman times, up 

to contemporary modern slaughterhouses 

and meat industry establishments, includ-

ing small private enterprises slaughtering 

farm animals, cutting the meat and process-

ing it into various products. 

Traditional Farming 
in the Czech Republic
Pig breeding in the Czech Republic has 

a long tradition. It ranks among prominent 

branches of animal farming, where meat 

production takes a foremost place. Pig farm-

ing does not ensure only meat production, 

but also represents the use of a large part of 

grain produced in the country, which helps 

to stabilise Czech agriculture. Pig farming 

has shown a declining tendency in recent 

years. In 1990, the number of pigs kept in 

the Czech Republic totalled 4 800 000. Since 

then the pig population has been falling and 

in 2008 was at 50% of the 1990 fi gure. Pork 

consumption has dropped as well since the 

1990s, when it amounted approximately to 

50 kg per person per year. In the following 

years, consumption decreased to 41 kg per 

person per year. Domestic pork production 

in the Czech Republic covers 75% of con-

sumption, in 2002 it amounted to 99.9%. 

Foreign trade defi cit in pork and live pigs has 

increased in recent years. Despite a slight in-

Michal Šprysl, Roman Stupka, Czech University of Life Sciences Prague, 

e-mail: sprysl@af.czu.cz, stupka@af.czu.cz

crease, or stagnation, in export, the import 

of both pork and live pigs, mainly piglets, 

has been rising steeply.

In current fi gures, the breakdown of the 

overall meat consumption of approximately 

80 kilograms per inhabitant in the EU is 41% 

pork, 28% poultry, 27% beef and 4% other 

meats. 

Czech Pig Slaughtering Feast
A strong tradition surviving in Czech vil-

lages is the classical home pig slaughter-

ing. It is very popular in Czech rural areas. 

The Czech Republic was thus satisfi ed with 

the success achieved during the Czech EU 

Presidency - the approval of a regulation 

which revises the rules of the treatment of 

animals at slaughter, and thus allows the 

continuation of the traditional Czech home 

pig slaughtering. 

The genuine Czech home pig slaughter 

is a feast for all those involved. It can be 

done at any time, but the right one takes 

place in the cold months. This social event, 

which has roots in the ancient pagan times 

of sacrifi cial off erings, has two principal ac-

tors – the pig and the butcher. The latter not 

only stuns the pig, bleeds it out and cuts it 

up, but during the day prepares for the feast 

participants traditional and popular dishes, 

such as the classical pig slaughter gou-

lash, red soup, head cheese, meat boiled in 

water, Czech-style blood and liver sausages 

(jelita, jitrnice), etc. Naturally, many partici-

pants do not resign themselves to the role 

of spectators, they help with the prepara-
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tion of hot water for the pig’s scalding after 

exsanguination, with blood stirring, peeled 

barley boiling, turning, washing and skew-

ering of intestines for the blood and liver 

fl avoured sausages, lard rendering, onion, 

garlic and horseradish grating, up to the fi -

nal laying of the table for the consumption, 

and the preservation of surplus food from 

the pig slaughter. The meat and fat must be 

left to lie in cold at least for several days, be-

fore it can be eaten, salted, or marinated for 

home-made smoked meat, bacon, salami, 

and other special foods. 

It is obvious that in home slaughtering 

practically everything from pigs is used. The 

preparation of the products is simple, quick 

and easy. Obviously, the Czech home pig 

slaughter, just as all activities focused on 

the production and consumption of safe 

and tasty foods, must comply with the laws 

in force. And, as organic foods are being in-

creasingly promoted at present, the Czech 

traditional pig slaughtering can be seen as 

their important source. 

�

A GREAT LOOK FOR GREAT SALES

TRADITIONAL MANUFACTURER OF PACKAGING FOR THE MEAT INDUSTRY

OFFERING A WIDE RANGE OF CALIBRES AND COLOURS WE SUPPLY

• Edible and Non-edible Collagen Casings

• Ring Collagen Casings

• Collagen Edible Tubular Film

• and Plastic Casings

WE PROVIDE TECHNICAL MAINTENANCE AND SERVICING OF OUR

PRODUCTS AT CUSTOMER LOCATIONS

Contact us at:

www.cutisin.cz

Holder of ISO 9001:2001 certificate

member of group

Australia: +61-2-63 308 200        Czech Republic: +420 481 563 451

Germany: +49-40-5 40 00 30        Hong Kong: +852-257 219 98

Japan: +81-3-3278-2871        New Zealand: +64-9-262 25 23

United Kingdom: +800-122 74 64 7        United States: +1-866-GO DEVRO

RECIPE: HOME-MADE BLOOD SAUSAGES WITH PEELED BARLEY (JELÍTKA): 
Boil fresh pork jowls, sides, feet and skin. Pick everything, and grind the meaty parts fi nely, the fatty ones coarsely. Also boil 

the off al, and then grind them fi nely with cracklings and fried onion. Stir all the ingredients with pre-mixed peeled barley 

and blood. Add spices (crushed caraway seeds, ground allspice, cloves, marjoram, garlic), salt, fat from the rendering and 

fatty stock. Stuff  the mixture into casings from large intestines and close with bits of wooden skewers, so that each piece 

weighs 220 grams. Cook the product in hot water at approximately 90 °C until blood-coloured stock ceases to pour out of the 

casing when punctured. After removal rince the sausages and store them in a cool place.
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Current Trends in Food Research

Czech food science represents a high stand-

ard, food research is currently focused on 

several areas which share the need for avail-

ability of suffi  ciently sensitive and selective 

analytical methods. These can then be used 

for analyses of non-homogeneous samples 

of inconsistent composition that foodstuff s 

undoubtedly are. 

Man’s health and life expectancy are 

greatly infl uenced by the quality of food 

and nutritional habits. Viewing food with 

the eyes of a chemist, we see complex 

material which contains thousands of vari-

ous chemical compounds the number of 

which is increasing with storage, heat treat-

ment, and industrial processing. Further 

substances are added to food intentionally 

as additives and others fi nd their way into 

the food chain as contaminants arising from 

human activity in areas not related to food, 

or as a result of the activity of undesirable 

microorganisms. A separate chapter is food 

adulteration. Research into hygienic and 

toxicological aspects of food receives great 

attention all over the world; when the words 

“food analysis“ are sent to the Web of Knowl-

Jitka Moravcová, Institute of Chemical Technology Prague

e-mail: Jitka.Moravcova@vscht.cz, www.vscht.cz

edge database, it returns over 43 000 articles 

starting from the year 1945. Czech food sci-

ence takes a top position in the list, ranking 

22nd among the authors of the mentioned 

number of articles is Jana Hajšlová from the 

ICT Prague, who is a reputed Czech expert 

in food analysis. Further proof is the fact that 

Czech scientists regularly organise prestig-

ious European congresses in Prague. The 6th 

conference Chemical Reactions in Foods, 

focused on the main reactions occurring in 

food manufacture and storage was held in 

May 2009 and was attended by 140 scientists 

from 18 countries. The fourth edition of the 

conference Recent Advances in Food Analy-

sis was held in November 2009. The previous 

one, in 2007, was attended by 380 scientists 

from 37 countries. The main themes were P
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analytical and bioanalytical methods for the 

monitoring of contaminants, allergens, ad-

ditives, colouring substances, and mycotox-

ins in food, genetically modifi ed organisms, 

and new food products. 

Current Trends in Food Research
Current food research trends can be divid-

ed into several basic areas: nutritional and 

sensoric quality of foods, hygienic-tech-

nological quality and safety of foods, new 

technologies and intelligent packaging 

materials, quality of raw materials, and san-

itation. It is necessary to have suffi  ciently 

sensitive and selective analytical methods 

that can be used for food analysis. It is ad-

vantageous if an analytical method can 

be automated and quickly introduced by 

control laboratories as a routine method. 

Methods currently gaining prominence 

have been developed within the so-called 

“easy-to-use“ strategy, they are quick meth-

ods of simple execution which enable 

even non-professionals in improvised con-

ditions to test foods or their raw materials 

for the presence of harmful substances. Let 

us choose three out of the large number of 

food research themes which illustrate the 

focus of current Czech research. 

Immunoanalysis for Every Day
Immunoanalysis is a very sensitive and 

selective analytical method based on in-

teraction between antigens and antibod-

ies. Its advantage is that it can be easily 

automated so that laboratories can per-

form hundreds of analyses per hour. On 

the other hand, it can be transformed e.g. 

into single test strips whose colour reac-

tion can confi rm or exclude the presence 

of a monitored substance within 5–10 

minutes. Commercial availability of these 

test sets is limited for the time being, but 

the examples of freely selling pregnancy 

tests or tests proving the use of narcot-

ics promise a great future for this method. 

The development of immunochemical 

methods is focused on the detection of 

contaminants in foods, on the monitor-

ing of the presence of allergenic proteins, 

pathogenic microorganisms, or on proofs 

of food adulteration. For example, such 

a quick test can discover the presence of 

pork in beef or of cow‘s milk in goat‘s milk. 

The principle of immunoanalytical meth-

ods is also the basis for biosensors whose 

main purpose is to detect pathogens. 

Substances with Eff ect 
on Endocrine System
Food includes as a natural component 

phytoestrogens, compounds found in 

plants which aff ect the endocrine system 

and thus can have an eff ect on the course 

of civilisation diseases, such as breast or 

prostate cancer or diseases of the cardio-

vascular system. On the other hand, they 

can have a favourable eff ect in suppress-

ing the negative symptoms of menopause, 

and especially for this reason the market 

is now fl ooded with dietary supplements 

based on soy and red clover phytoestro-

gens. The presence and eff ect of phytoes-

trogens depends on nutritional habits, as 

well as on the content of these biologically 

active substances in foods, their raw ma-

terials, and on technological processing. 

This is the reason for the increased inter-

est in suitable analytical methods for the 

determination of isofl avones, coumestans, 

and stilbenes, which are based mainly on 

liquid chromatography combined with 

mass detection and immunological meth-

ods. There is another group of compounds 

that have been spread in nature by man’s 

industrial activity and which contaminate 

foods of animal and plant origin. These 

xenoestrogens originate mainly from the 

production of plastics, and include e.g. 

bisphenol A, 4-nonylphenol or phthalates. 

These chemically stable compounds sur-

viving in the environment for a long time 

are also targeted in the development of 

suitable analytical methods. 

Prospects for Sucrose Utilisation
Sucrose is a traditional commodity of the 

Czech Republic, but in recent years the 

production of the sugar industry has been 

greatly reduced and there is suffi  cient 

quantity of beet or cane sugar, which is 

sucrose, on the world market. Because 

sucrose is made from renewable sources, 

and technologies for many tonnes‘ pro-

duction are in place, new applications 

are being sought. One of the lines is the 

development of biodegradable plastics, 

polymers of L-lactic acid which produce 

biomass through the action of enzymes in 

a defi ned environment. Another possibil-

ity is the biotechnological production of 

1-butanol as second generation fuel from 

intermediate products of the sugar indus-

try. Lastly, sucrose esters of fatty acids are 

a bio degradable alternative to tensides, 

which are used nowadays in laundry de-

tergents. In addition to analytical meth-

ods, this area touches on microbiology (se-

lection of suitable microorganism, strain 

breeding, immobilisation), membrane 

processes (recycling of microorganisms) 

and other separation processes. 

Formerly, we consumed foods that used 

raw materials from our immediate surround-

ings. In the present globalised times, food is 

transported from one continent to another, 

and the supervision of quality and health 

standards is thus gaining in importance. 

Czech scientists are proving with their re-

sults that we have no reason to worry about 

the future of food science. 

�
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Products awarded the KLASA quality mark

I N F O R M AT I O N

Food Quality under KLASA Label

The national label of quality KLASA, intro-

duced by the Ministry of Agriculture of the 

Czech Republic as an instrument of state 

support to Czech food production in 2003, 

is awarded only to tested food products 

which meet the requirements for above-

standard quality and safety, as well as the 

relevant standards of the Czech Republic 

and the EU.

Producers wishing to obtain the KLASA 

label for their products are required to 

submit various documents, especially 

a quality management certificate of the 

ISO scheme or a certificate within the 

critical points systems (HACCP, BRC or IFS), 

and must at the same time comply with 

the practical rules for production, hygiene, 

or agriculture. Products for which appli-

cations for the KLASA label award have 

been submitted are then evaluated by 

an Assessment Commission comprised of 

independent food experts. These require-

ments are identical for all applicants from 

the EU. If any of the input components 

of the product are not of Czech origin, 

it is required to submit also a certificate 

of the origin and specification of these 

components. 

Tested Products 
At its foundation, the KLASA scheme was 

seen as a marketing instrument enhancing 

the value of food products carrying the la-

bel, but also wishing to inform consumers 

that, compared to similar products, they 

were buying a product of a tested quality. 

The label guarantees the off er of quality 

and tested products, in a process aimed 

at winning the confi dence of consumers 

and buyers. Maintaining this confi dence is 

an essential prerequisite for the develop-

ment of the food sector and ensuring of 

www.eklasa.cz, e-mail: info@eklasa.cz

competitiveness on the domestic as well 

as foreign markets. 

The fi rst KLASA certifi cates were ceremo-

nially awarded at the 2003 Earth the Provid-

er exhibition in České Budějovice, at present 

(autumn 2009) the national KLASA label is 

borne by a total of 1 323 products from 224 

Czech and Moravian manufacturers. 

Change of Conditions from 2007 
From 2007, the year of expiry of the Czech 

Republic’s exemption concerning national 

support granted upon the country’s entry 

into the EU, promotion of the KLASA label 

may not use a reference to the domestic ori-

gin of foods. Terms for the award of the KLA-

SA label have thus been amended and are 

primarily aimed at the support of products 

showing exceptional quality characteristics 

which increase their added value and make 

them unique compared to other products 

available in the market. The purpose of the 

support is especially to establish non-dis-

criminatory conditions for obtaining the 

KLASA label, which ensure a free movement 

of goods in the EU market. 

New Campaign 
Within the new campaign, KLASA is pri-

marily focused on direct contact with con-

sumers. They regularly encounter KLASA- 

labelled quality products during various 

cultural events and road shows which are 

held throughout the Czech Republic. An im-

portant part in the campaigns is sales pro-

motion activities in hypermarkets. In 2009, 

they took place for example in Globus and 

Interspar shops with the aim to promote 

the segment of foods of exceptional quality 

bearing the KLASA label. Special merchan-

dising helped to provide guidance to con-

sumers in the sales area. Consumers could 

also learn how to distinguish quality foods 

and could taste them on the spot. 

A consumer survey conducted by the TNS 

AISA company in the spring of 2009 showed 

that KLASA is the best known quality label 

of Czech food products, that over 80% of 

consumers are currently aware of the exist-

ence of the label, and more than one-third 

of consumers actively search for KLASA in 

their shopping. At the same time, a half of 

the respondents are willing to pay a higher 

price for foods bearing the KLASA logo, the 

acceptable increase is up to 10% of the price 

of the product. 
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Research and Development Takes 
Advantage of 7th Framework Programme 

The Czech Republic, where research and 

development reform was launched in 

March 2008, is now amending its law on 

research and development support from 

public funding and is establishing the 

Technology Agency of the CR which, next 

to the Grant Agency of the Academy of 

Sciences, is to serve exclusively research 

and development support. 

Aid to Czech Science from Brussels
Research and development in the CR does 

not depend solely on Czech public financ-

ing. Since 2004, when the country joined 

the EU, Czech entities can draw upon 

quite large funds for research, develop-

ment and innovation directly from Brus-

sels, within integration into the European 

Research Area (ERA). These resources can 

be obtained through participation in in-

ternational projects. Proposals for projects 

are submitted in response to calls for pro-

posals for the implementation of projects 

within Community programmes. Calls for 

the submission of proposals are made by 

the respective European Commission Di-

rectorates General, the submitted projects 

are evaluated and those which succeed 

in evaluation process receive funding. 

Brussels money thus needs to be “won 

through calls“ with good projects, pro-

posed and subsequently implemented by 

international consortia formed by mem-

bers of research organisations as well as 

representatives of industry or agricultural 

enterprises. 

7th Framework 
Programme for Everyone
The largest Community instrument for 

funding research, development, and 

demonstration activities with a budget 

of EUR 53 billion is the 7th Framework 

Programme. It covers an extensive range 

from basic to applied research in all 

branches of science, including food, ag-

riculture, fisheries, and biotechnologies. 

The programme is open to a wide range 

of organisations in the public as well as 

business spheres, and even to individuals, 

and is not limited e.g. to less developed 

regions. In most cases, however, a basic 

condition for partici pation in a project is 

the creation of an international consor-

tium to implement it.

The extensive 7th Framework Pro-

gramme is grouped into five basic specif-

ic programmes, two-thirds of the overall 

budget is earmarked for the specific pro-

gramme COOPERATION, which supports 

research based on international coop-

eration within Europe and other partner 

countries, through projects of trans-na-

Anna Mittnerová, Institute of Chemical Technology Prague (ICTP), 

e-mail: anna.mittnerova@vscht.cz, www.vscht.cz/homepage/veda

E D U C AT I O N
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tional associations from the industrial and academic fields. An-

other specific programme, IDEAS, is designed to support “fron-

tier research“ exclusively on the basis of scientific excellence. 

Projects can be implemented also by outstanding scientists 

from non-European countries, but they must be implemented 

within the EU. Interesting and unparalleled in the Czech sys-

tem of science and research is the specific programme PEOPLE, 

which is a financial tool of the Community to promote mobility 

of scientists within the European Research Area (ERA), stimulate 

researchers‘ career development and cooperation between in-

dustry and academia. The specific programme CAPACITIES is to 

enhance Europe’s competitiveness through support for research 

infrastructures, cooperation for the benefit of small and medi-

um-sized enterprises, regions of knowledge, research potential, 

and science in the context of the awareness of society. The spe-

cific programme EURATOM covers fusion energy research (espe-

cially the ITER project), nuclear fission and radiation protection 

and other actions in the nuclear field undertaken by the Joint 

Research Centre (JRC). 

Good Practice from ICT Prague
At the Research and Development Department of the ICT 

Prague Rectorate, “KAMPUŠ+” was founded in 2007, the Office 

for Administrative and Management Support for university sci-

entific teams‘ participation in the 6th and 7th Framework Pro-

grammes, under the contribution of a grant from the Ministry of 

Education, Youth, and Sport, the EUPRO programme (www.vscht.

cz/homepage/english/main/research/basic_info). 

Thanks to the good services provided by this Office, research 

teams from this university are actively participating in interna-

tional consortia implementing projects under the 6th and 7th 

Framework Programmes. It is not by chance that the only project 

in the Czech Republic being funded from the IDEAS specific pro-

gramme is being implemented at the ICT Prague, in the newly 

established Chemical Robotics Laboratory. A five-year grant 

of EUR 1.64 million was allocated by the European Research 

Council last year to František Štěpánek (35), a young associate 

professor, for the implementation of the project CHOBOTIX. An 

interdisciplinary team of scientists and students is thus devel-

oping a concept of chemical robots, particles ranging in size 

from units to tens of micrometers that can move autonomously 

in their environment and selectively exchange molecules with 

their surroundings. The development of these chemical robots 

and their subsequent practical application might bring about 

revolution in medicine, environmental protection, and other 

areas. Very active teams are also working at the Faculty of Food 

and Biochemical Technology. Its highly specialised sections are 

focused on food quality and safety, and especially on the de-

velopment of fast and effective methods for the detection of 

dietary risks and identification of sources of food and feed con-

tamination. Accredited laboratories at the Department of Food 

Chemistry and Analysis and the Department of Biochemistry 

and Microbiology are involved in many projects of the 6th and 

7th Framework Programmes. The results of the projects are to 

help improve the quality and safety of European food, and thus 

increase consumer confidence. 

�

Poll of Successful Companies 
Operating in Food Industry

Kaštanová 127, 658 96 Brno, www.destila.cz

DESTILA s. r. o.

DESTILA, a company established in 1947, has been producing 

machinery and equipment for the food industry throughout its 

existence - at the beginning it made distilling equipment for the 

manufacture of fruit spirits, then kieselguhr powder fi lters for beer, 

fi ltration units for wine and fruit juices, and machines for the bak-

ing industry. After 1990, it added a programme for the production of 

complete minibreweries for restaurants, which is currently the pilot 

programme of the company.

DESTILA has exported a large part of its production throughout its ex-

istence. Currently it exports between 30-40% of its output, mostly mini-

breweries to Russia, Kazakhstan and the Ukraine. Within the EU, DESTILA 

products are exported mainly to Slovakia and the Baltic countries. 

What services are provided by your company? 

Besides the manufacture and sale of its own products, DESTILA has its 

own wholesale of gas heaters and components, is the exclusive im-

porter of alcohol meters of the Slovak TEPRON company to the Czech 

Republic, and sells IMMERGAS gas heaters. 

Technological units supplied by the company - minibreweries, 

grower distilleries and fi ltering lines - are assembled on delivery and 

put into operation. About thirty minibreweries have been supplied 

to foreign countries and, if required by the customers, we also pro-

vide brewmasters as well as 

the complete range of mate-

rials needed to brew quality 

Czech beer. Servicing of our 

products during as well as 

after the guarantee period is 

a matter of course. 

What has the year 2009 

brought for your company?

2009 has been one of our most 

successful years. This is evident 

not only from the highest profi t 

in recent years, which amount-

ed to about EUR 360 000, but 

also from the fact that the 

company has succeeded in 

penetrating new markets. 

Turnover: approx. EUR 4 million
Number of employees: 80 
Contact: Mr Stanislav Tošner
phone: +420 281 861 299, e-mail: tosner@destila.cz
Export: Approx. EUR 1.9 million - mostly Russia, the Ukraine, CIS 
countries, Slovakia, Cuba, and Peru 
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Znojemská 687, 675 31 Jemnice, www.jemca.cz

JEMČA a. s.

The company Jemča a. s. was established at Jemnice in Southwest 

Moravia in 1958. A landmark in the company’s existence was the 

year 1992, when it was privatised. Despite the diffi  cult market condi-

tions, Jemča has since that moment expanded the range of the of-

fer of tea specialties and fruit trees and strengthened its position of 

a Czech tea market leader. In 2006, Jemča was bought by the Tetley 

Company – number one in teas in the United Kingdom and one 

of the most prominent tea brands in the world. Jemča a.s. still has 

the largest share in the volume of teas sold on the Czech market. It 

manufactures more than 50 products. Every year it packages over 36 

million boxes of tea, which is more than 1.3 billion tea bags. 

Your fi rm is number one in teas on the Czech market. What do 

you think are the reasons for your success against your 

competitors?

Jemča a. s. has its packaging plant at the company’s headquarters in 

Jemnice, and can thus quickly respond to market changes, demands 

and development. Another advantage is the long-time tradition and 

loyalty of our customers. Jemča has won many prizes for its custom-

er-oriented activities: the most signifi cant among them is the Family 

Gold Seal label, which is awarded on the basis of consumers‘ opin-

ions, and Jemča won it in three consecutive years. It has also been 

ranked among the 100 best Czech fi rms in the food industry. 

Could you mention innovations in your range of products?

Innovative products include e.g. the whole Jemča VIVA teas line, 

where the individual teas are wrapped in hygienic envelopes. In ad-

dition, we are constantly developing and preparing tea collections 

of various fl avours (fruit, herbal, and green teas).

Turnover: approx. EUR 12 million
Number of employees: 81
Contact: Mr Miroslav Křivánek
phone: +420 602 122 987, e-mail: obchod@jemca.cz

S U R V E Y

Razov 472, 763 12 Vizovice, www.rjelinek.cz

RUDOLF JELÍNEK a. s.

RUDOLF JELÍNEK is a manufacturer of alcoholic drinks, especially 

fruit spirits. The company’s products are well known in all corners 

of the Czech Republic as well as abroad. The spirits production in 

Vizovice, where the company is based, has a tradition of more than 

four hundred years. The local climate is ideal for fruit trees, plums 

in particular. Plum brandy, or slivovitz, started to gain prominence 

in the 19th century and its quality became known to all of Europe. 

The company has established Distillery Land, a visitors‘ centre which 

off ers several types of tours, a museum, and a company shop, all of 

which are designed for private visitors, organised tours, presenta-

tions, parties and events, including catering. 

Could you present 

your products to 

foreign readers?

RUDOLF JELÍNEK is cur-

rently one of the larg-

est producers of fruit 

spirits in the world. 

The company’s off er 

includes not only slivo-

vitz (white, gold) in vari-

ous types of packaging 

and of diff erent vintage, 

but also excellent pear, 

cherry, apricot, and ap-

ple brandies and other 

non-traditional spirits. 

Latest new products 

include Plum Vodka, 

Plum Liqueur, Williams Pear Brandy, the herb liqueurs Praděd, Praděd 

Bitter and Luhačovická bylinná, Gold Cock Whisky, and other inter-

esting drinks.

Is there any special off er?

As early as 1934, Jelínek slivovitz was already exported overseas. It 

won the favour of American customers in New York, primarily thanks 

to kosher slivovitz, which lasts to the present day. Kosher products 

are now a fi rm part of the company’s portfolio. The off er includes 

fi ve-year old kosher slivovitz, both white and gold, ten-year-old 

kosher slivovitz, or Pear Williams kosher brandy. Rare products are 

represented by the line of original spirits. It includes e.g. strawberry, 

blueberry and raspberry brandies, as well as beer brandy, rowan or 

quince brandy, etc. 

Turnover: approx. EUR 19 million
Number of employees: 110 
Contact: Mr Zdeněk Chromý
phone: +420 577 686 120, e-mail: marketingove@rjelinek.cz
Export: Export accounts for 28% of the overall sale of own 
products - export to Slovakia 61%, to Europe 33%, and to other 
countries 6%
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Opočenská 32, 518 15 Dobruška, www.kand.cz

KAND s. r. o.

KAND s. r. o., a subsidiary of the company Develey Senf und Fein kost 

GmbH, operates two plants in the Czech Republic. The facility in 

Dobruška produces ketchups, sauces, and cranberry compote, and 

the plant in Chlumec nad Cidlinou makes mustards. As a member of 

a multinational group, the company has introduced additional prod-

ucts to the market - vinegars, horseradish relishes, syrups, and an origi-

nal McDonald’s ketchup. 

What do you consider as the recent greatest success of your 

company?

In 2009, we obtained the KLASA certifi cate for the KAND ketchups 

line and MALVA mustards. This certifi cate confi rms the quality of our 

products. We also hold the HACCP and IFS certifi cates. Equally, we 

are proud of the 2007 Product of the Year prize that we won in Latvia 

for the KAND Sweet Tomato Ketchup 520 g. 

Every year we introduce new products to the market, this year it was the 

ketchup for kids, KEPUČ (more tomatoes, calcium, less sugar and salt), 

and then a rose hip sauce - excellent with smoked meats and venison. 

What are your plans for 2010?

For 2010 we are aiming for the extension of the KLASA certifi cation 

to other products of our fi rm. 

Turnover: approx. EUR 7 million
Number of employees: 70
Contact: phone: +420 494 621 112, e-mail: info@kand.cz
Export: Export is part and parcel of the business operation 
- we export to Slovakia, Latvia, Slovenia, Austria, and Hungary.

Na Příkopech 747, 388 01 Blatná, www.blatenskaryba.cz

BLATENSKÁ RYBA spol. s r. o.

The company Blatenská ryba spol s r. o. operates on almost 1 600 hec-

tares of artifi cial ponds and lakes in Southwest Bohemia. Fish farming 

in Blatensko (Blatná area) has a long tradition, the ponds and lakes 

used by the company were founded in the Middle Ages. Blatenská 

ryba spol. s r. o. produces about 850 tonnes of fi sh for consumption 

annually, mostly carp, but the market also appreciates other fi sh spe-

cies of commercial importance - tench, pike, amur, bighead, zander, 

catfi sh, eel, perch, and others. About half of the production of live fi sh 

is exported. A modern processing plant manufactures a wide range of 

products from freshwater and sea fi sh. The company is engaged in the 

wholesale of cooled, frozen, and smoked products. 

What do you consider as your company’s forte?

“Healthy food from clean waters “ - this is the company‘s motto which 

Blatenská ryba spol. s r. o. is trying to implement consistently. The 

clean and healthy environment of Southwest Bohemia, with ideal 

geological bedrock, is the basic precondition for the production of 

very tasty fi sh. The classical methods of fi sh farming with the use of 

natural pond feed and cereals guarantees fi sh with the character of 

a natural product, close to requirements for organic foods. 

Can you give foreign readers an idea about the tradition of 

fi shpond farming in this country?

Most artificial ponds and lakes in the Czech Republic originated 

during the so-called “golden age of Czech fishpond culture and 

management“, i.e. in the 15th and 16th centuries, but the his-

tory of many ponds is certainly much older. At that time already 

Czech carp was exported as a rare delicacy. The transport of fish 

in the area of Blatná was so frequent that the road was known 

as “Fischerstrasse“ (fishermen’s road). 

Turnover: approx. EUR 6.6 million
Number of employees: 90
Contact: phone: +420 383 422 511, e-mail: blatenska.ryba@blatna.net
Export: The company trades with both domestic and foreign 
fi rms. Its production of poultry and frozen foods and about 
50% of live fi sh is sold in the Czech Republic. The other half of 
live fi sh is exported, mainly to Germany, Belgium, Italy, Poland, 
France, and Slovakia.

P
h

o
to

: K
a

n
d

, B
la

te
n

sk
á

 r
yb

a
, a

n
d

 V
in

iu
m

 a
rc

h
iv

e
s,

 w
w

w
.s

xc
.h

u



2 3 |

C Z E C H  F O O D  I N D U S T R Y

Podskalská 10, 128 46 Praha 2, www.pivopraha.cz

PIVO PRAHA, spol. s r. o.

PIVO Praha, spol. s.r.o. is an engineering company established in 1991 

by experts with a more than 20 years‘ experience in the brewing 

industry. The company has been a member of the Czech Beer and 

Malt Association since 1994. The company’s main activities consist in 

complete engineering works for breweries, including technological 

solutions, standardisation of beer production and quality, technical 

design of new equipment, and design and delivery of minibrew-

eries. The company maintains its own collection of brewing yeast, 

which contains strains for the production of lager as well as vari-

ous strains for the manufacture of ale, weizen and stout type beers. 

The company owners also own the small brewery with a restaurant 

“Pivovarský dům” in Prague. 

What beer specialties are on your off er?

We can off er e.g. wheat, coff ee, cherry, vanilla, and banana beers, the 

Pivní sekt sparkling beer, hot beer grog, etc. 

What is your company proud of?

�  the concept of the beer distribution system in the O2 Arena in Prague 

– an original solution for beer distribution for 18 000 spectators 

�  design of minibreweries in Vietnam, Japan, and the Philippines

�  development of alcohol-free beer by vacuum evaporation for the 

Černá Hora brewery

�  winning bid in a tender for a consulting fi rm for a brewery in Be-

dele, Ethiopia 

�  turnkey deliveries of 11 minibreweries

�  development and production of more than 30 types of beer, most 

of which have been launched in the Czech market

Turnover: approx. EUR 0.6 million
Number of employees: 7
Contact: Mr Václav Potěšil, e-mail: pivo@pivopraha.cz

Hlavní 666, 691 06 Velké Pavlovice, www.vinium.cz

VINIUM a. s.

The history of the company dates back to 1936, when two hundred 

farmers founded the wine-making cooperative VINOPA in Velké Pavlov-

ice. After the period of a national enterprise under communism, VIN-

IUM turned into a joint-stock company in the fi rst wave of the voucher 

privatisation in the 1990s. In 2004, the shareholders completed a large 

investment in advanced tech-

nology. The company thus 

received the most modern 

equipment for the produc-

tion of grape wines in the 

Czech Republic. In May 2007, 

VINIUM a.s. became property 

of České vinařské závody a. s. 

Grapes for this winery grow 

on the area of almost 2 500 

hectares in all vine-growing 

districts of Moravia. VINIUM 

a.s. concentrates on a broad 

spectrum of Moravian varie-

ties. White grapes are proc-

essed by the method of direct 

pressing and controlled fer-

mentation. Blue grape varie-

ties are processed by the tra-

ditional method, as well as by 

fermentation in special vinifi -

cators, or by the thermo-fl ash 

method – a unique modern 

technology. 

What are the objectives of your company for the future?

Although consumers increasingly tend at present to favour low-priced 

wines, an interesting trend of the last few years for the VINIUM Velké 

Pavlovice company has been the growing production of wines with 

special attributes. In 2009, the sale of wines with attributes makes up 

17% of the total sale of non-sparkling wines, i.e. about 700 000 bottles. 

The 2008 vintage won a total of 43 medals and awards at renowned 

national and international competitions. For example, at the WINEFEST 

in Mělník, Vinium Velké Pavlovice won the best wine collection prize.

What support does your company receive from the EU?

We see support in the harmonisation of laws concerning the label-

ling of food products, which should simplify the work with exports. 

However, there has been excessive pressure from foreign wines late-

ly and competition is increasing. 

Turnover: approx. EUR 12 million
Number of employees: 100
Contact: Mr Tomáš Klumpar
phone: +420 737 207 707, e-mail: tomas.klumpar@vinium.cz
Export: The company exports wine to Slovakia, by means of its 
subsidiary Vinium Slovakia.
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