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FOREWORD

Dear Brewers,
Dear Friends,

When prefacing the last edition of BrewUp Magazine | pointed out the many difficulties linked to energy prices
and their impact on breweries and the supply chain. Unfortunately, the situation has worsened for many of us,
starting with the people of Ukraine whose country has been further invaded by Russia and are facing a horri-
ble human situation. Our thoughts are with them and with all the breweries in Europe who, amongst many other
concrete initiatives, have shifted parts of their operations to provide assistance to Ukrainian refugees by offe-
ring first aid, financial and in-kind donations as well as sending food and beverages to Ukraine directly.

The consequences of the war and the economic sanctions on both sides will be far-reaching for the brewing
sector as both Ukraine and Russia are major cereal producers and exporters. Also, energy prices are pursuing
their escalation, with knock-on effects on the price of fertilizers, adding up to many question marks posed by
the new Common Agricultural Policy, EU Farm to Fork Strategy’s implementing objectives and the EU Green Deal.
These challenges are intrinsically linked to both Europe’s and brewers’ sustainability agenda. Such important
topics are thoroughly developed in this edition.

Europe's brewers are brave people and want to continue to believe in a bright future whilst facing the above,
very big challenges. More than ever, we need to stand shoulder to shoulder. We need to nurture a positive mind-
set. In 2021, the Union of Brewers in Bulgaria duly celebrated important anniversaries. This edition reports on
the events related thereto. Another very positive and important note is that 2022 will see brewers from across
Europe and the world re-uniting in person at the 4th Brewers Forum and 38th EBC Congress in Madrid, Spain,
between 29 May and 1 June. After months of alternate lockdowns and restrictions during which face-to-face
events could not be held, the brewing community will happily occupy Madrid's Palacio Municipal IFEMA for three
intense days of conferencing and exhibition, with unique opportunities for showcasing the latest research and
innovations and allowing brewers to speak with each other and exchange experiences. Participants can expect
a lot of knowledge sharing, many opportunities to meet with suppliers at the exhibition as well as occasions
to discuss solutions on many fronts, not only in conference rooms, but also during coffee breaks, luncheons,
sacial events and technical visits. The 4th Brewers Forum & 38th EBC Congress will coincide with the 100th anni-
versary of Cerveceros de Espana, the Spanish Brewers Assaciation, and the 75th anniversary of the European
Brewery Convention (EBC). EBC was founded in 1947, just after World War II, by brewers who understood that
the only way for the brewing sector to be able to face such immense challenges as reconstruction at large and
the considerably reduced availability of raw materials, was by getting together. This meant putting resources
in common, sharing experiences, knowledge and talent and inventing collectively solutions for a new future for
brewing. Once again in the history of Europe and the world, brewers are able to show their ability to exert soli-
darity amongst themselves and much beyond.

[ wish you an interesting read!

Lasse Aho
President
The Brewers of Europe

THE BREWERS OF EUROPE
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IN 2021, THE BREWING SECTOR IN BULGARIA
CELEBRATED THREE EMBLEMATIC ANNIVERSARIES

- 140 YEARS BULGARIAN BREWING INDUSTRY,

65 YEARS BULGARIAN BREWING SCIENCE AND

30 YEARS OF THE FOUNDING OF THE UNION OF
BREWERS IN BULGARIA (UBB). WE DISCUSS THE
DEVELOPMENTS AND TRENDS IN THE SECTOR WITH
THE PRESIDENT OF UBB, VLADIMIR [VANOV AND THE
EXECUTIVE DIRECTOR, IVANA RADOMIROVA:

MAY YOU SHARE WITH US WHICH, IN YOUR OPINION, ARE THE MOST
IMPRESSIVE ACHIEVEMENTS OF THE BEER INDUSTRY IN BULGARIA?

Vladimir lvanov Brewing in Bulgaria is a remarkable industry.
140 years ago, the brewery foundations were laid in our coun-
try as a symbolic cultural corridor connecting us with Europe
and giving Bulgarians the confidence of modern people. Today,
the wide portfolio of over 180 beer brands brewed in the
country and their dozens of assortments, creative marketing,
hundreds of millions of Euro for innovative capacities, green
and social initiatives, shape the modern look of the Bulgarian
brewing sector. Since the beginning of the privatization in 1994,
capital investments in the industry amount to BGN.1.70 billion
(€ 850 million).

But our greatest achievement and recognition is the fact that
in 2021 almost 90% of Bulgarians rated the beer industry in the
country extremely high. To this we should add the 8 awards
of UBB from national competitions for social responsibility and
overall economic and social contribution of the industry.

The responsible practices of the brewing
companies as employers and producers, the high quality prod-
ucts and the proactive initiatives of the Brewers’ Union are of
paramount importance for this impressive assessment. UBB is
the only business association in the country that implements

a sector wide program for sustainable development. Follow-
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ing The Brewers of Europe initiatives, the most recent voluntary
commitment of UBB is focused on the environmental sustain-
ability and the circular economy. The website of UBB has a
“gsreen library” and an interactive calculator, where anyone
can measure the positive impact of separate waste collection
of beer packaging on the environment https://pivovari.com/
green-academy/calculator/.

HAS THE CONSUMERS' PERCEPTION OF THE BEER CATEGORY
CHANGED DURING THE PANDEMIC?

Vladimir lvanov Regular research on the trends in consumer
attitudes shows that the stereotypes about beer are gradually
changing because of the scientific facts, the attitudes of new
generations, their predominant interest in healthy lifestyle and
the UBB info campaigns dedicated to the beer category and
industry. A good example of the contribution of the Bulgarian
Union of brewers in the development of these processes is the
National Beer Academy, which won 4 national prizes, includ-
ing two awards for educational innovation and ethical public
communications.

In the last 5 years, beer has been the most
frequently consumed and preferred beverage in the country
after bottled water. Even during the pandemic, the frequency
of beer consumption remained at the level of 2019, which is a
clear indication that Bulgarians are loyal consumers of the cate-
gory. More than half of Bulgarians drink beer at least once a
week, and 65% once a month. Every third Bulgarian claims that
beer is the right drink for them, while among the active consum-
ers this number is about 60%. Increasingly, women also prefer
beer. In this context, it is important to emphasize the contribu-
tion of Bulgarian scientists to the development of brewing tech-
nology, product and related fields. In the last 10 years they have
done 75 research projects in brewing science. Our most innova-
tive research is on the microbiome of Bulgarian beer, which will
be presented at the 38th EBC Congress in Madrid.
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IN THE BULGARIAN
BEER SECTOR

MPOMEHW NA CE MPE3 NMOCJIEAHWTE rOJHIA OTHOLLEHWETO HA
MOTPEBUTEJIUTE KbM BUPEHATA KATETOPUA?

WHAT IS THE SPECIAL SECRET INGREDIENT THAT HAS MADE BEER A
FAVOURITE BEVERAGE FOR CENTURIES?

Vladimir Ivanov The love of brewers, which inspires them to Bn. MB. Vi3cnepBaHusTa 3a TeHAeHUMUTe B NoTpebuTenckute

combine knowledge, skills and experimental spirit, is the “invis- Harjacu rokassat, Ye CTepeoTMNMTe 3a 6rpaTa, MocTeneHHo

TR
(8

L

ible secret ingredient, that turns a small grain of barley into ce NpoMeHAT npeaBuna HayduHuTe GakTh, Harnacute Ha HoBUTe

a wonderful amber drink to quench thirst and delight people MOKOIeHNs, NpeobaajasaLmsa UM NHTepec KbM 34paBoC/IOBeH

Ha4YMH Ha XNBOT U I/IH¢0pMauMOHHO-06pa3OBaTeﬂHI/ITe Kamna-

8
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without intoxicating them.!"” - The last is a quote from the
church blessing ceremony on the occasion of the Day of Bulgar-
ian Brewers - llinden.

The relentless transformation of beer, that
allows brewing to attract thousands of faces and billions of
fans around the world. It's great that we are participants in this

experience and journey!

MPE3 2021T. NMBOBAPHNAT CEKTOP B

bb/Ir APYA OTBENASA TP EMBJIEMATYHK
tOBUNEA - 140T. bbJITAPCKA NNBOBAPHA
WHOYCTPWA, 65 TOAIMHW NNBOBAPHA HAYKA
W30 0INHA 0T Cb3[IABAHETO HA CbHO3A
HA MMBOBAPWTE B bbJITAPIA (CMb). 3A
PA3BWUTUETO, NPEAN3BUKATE/ICTBATA
TEHAEHUWWTE B CEKTOPA PA3I OBAPAME

C NPEACENATESIA U C V3MbJIHUTENTHNA
[WPEKTOP HA CbHO3A HA TIWBOBAPWTE —
BJIAIMMIAP UBAHOB 1 NIBAHA PAJOMWUPOBACA

MOXXE 111 1A CMIOAEJIUTE KOW CA HAI-BMEYATNABALLUTE
MOCTUXXEHNA HA BUPEHATA UHAYCTPWA B CTPAHATA?

Bn. V.. MnBonpon3BoACTBOTO B bbarapus e 3abenexuntenHa
npomuneHoct. MNpegn 140 roAnHW y Hac ca NoCTaBeHW OCHO-
BMTE Ha MMBOBapHaTa MPOMMULLIEHOCT KaTo CBoeobpa3eH

KYNTypeH Kopuaop, CBbp3BaLl, HY ¢ EBpona 1 gaBaly Ha 6bra-

L
-

pVHa CamMo4yBCTBME, Ye e MoJepeH 4oBeK. [lHeC LIMPOKOTO
nopTdonuno ot Hag 180 NnpomnssexaaHn B cTpaHaTa Mapku bupa
N TexXHUTe JeceTKM acOpPTUMEHTW, KpPeaTUBUAT MapKeTUHTr,
CTOTULMTE MUINOHW NIeBa 338 MHOBATMBHW MOLLHOCTW, 3e/1eHN
M COUManHN NHNLMATMBK, onpeaensaTt obanka Ha 6barapckus
nveBoBapeH cektop. OT HayanoTo Ha npuBaTtu3aumsaTa npes
1994 r. jo AHeC KanuTasoBUTE WHBECTULMW B UHAYCTpUATA
Bb3113aT Ha 1 Muanapa v 350 MAH. nesa.
Ho Hai-ronsiMoTo NOCTUXeHne 1 NpM3HaHe 3a Hac e GakTbT,
ye npe3 2021 r. noytn 90% OT CbHapoOAHULUTE HW Aasat
V3KIHOYUNTENHO BUCOK PENTUHI Ha B1peHusa 6paHLL B CTpaHara.
KbM TOBa nocTuxeHune cnegga Aa AobaBum 1 8Te Harpagmn Ha
Crb oT HaumMoHaNHM KOHKYPCW 3a COLManHa OTrOBOPHOCT U
LANOCTEH MKOHOMMNYECKM 1 coLaneH NPUHOC Ha bpaHLua.

3a Tasn BMnevaTNsBalla OLleHKa OT Hal-CbLUecTBeHO
3HayeHVe ca AeCTBMSATa Ha BMpeHNTe KOMMNaHWM KaTo OTro-
BOPHW paboTogaTteny 1 NponsBOAUTENN, BUCOKOTO KayecTBO
Ha NPOoAyKTa 1 MPOaKTUBHUTE MHULMATMBMK Ha Cbro3a Ha NMBO-
BapuTe. bpaHLIOBaTa OpraHu3auma e eanMHCTBEHaTa B CTpa-
HaTa, KOATO OCbLLecTBABA 06LLa 3a ceKTopa Nporpama 3a ycToum-
yumBO pas3ButMe. Cneggankn MHULMATMBMTE Ha MnBoBapuTe
Ha EBpona, Hai-akTyanHWSaT aHraxunmeHT Ha ClMb e pokycrpaH
BbPXY €KOM0rMyHaTa yCTONYMBOCT U KpbroBata MKOHOMMKA.
Ha carita Ha Clb uma ,,3eneHa 6ubanoTeka” n MHTepakTnBeH
KankynaTop, C KONTO BCEKM MOXE Aa U3UNCIN Kak C pa3genHoTo
cbbupaHe Ha OTNagbLUM OT BMPeHN ONakoBKM MOXe Aa Bausie
MOMIOXNTENIHO BbPXY OKO/MHaTa cpega https://pivovari.com/

green-academy/calculator/,

HuK, kouTo CMb pa3suBa B NoAKpena Ha KaTeropmata 1 NHAYC-
Tpuata. Jobbp npumep 3a npuHoca Ha CMNb B pa3BuTMeTO
Ha Te3n npouecn e HaunoHanHaTa bupeHa akagemus, KOSTo
cneyenu 4 HaUMOHaNAHW Harpaaw, BKIOUMTENHO 3a 0bpasoBsa-
Te/IHa MHOBALMA 1 eTUYHU MYBANYHN KOMYHUKaLMN.

Mpe3 nocnegHnTe 5 rognHn, cnep bytunmpaHuTe BoAW,
6upata yCTOMYMBO e Hai-4ecTo KOHCymmpaHaTa W npegno-
umTaHa Hanutka B CTpaHaTa. [lopu no BpemMe Ha naHaemu-
AITa 4YecToTaTa Ha KOHCyMaLMs Ha MYBO Ce 3arnasn Ha HNBOTO
oT 2019 r., KOEeTO e ficHa MHAMKALWS, Ye 6barapute ca N0sHN
noTpebutenu Ha kateropusita. Noeeye oT NoO0BMHATa 6brapu
NUAT 6pa NoHe BEAHBX CeAMNYHO, a 65% - BeHBX MeCeyHo.
Bceku TpeTn 6bArapuH TBLPAY, Ye brupata e noaxoasLlaTa 3a
Hero HanwuTka, a rnpu akTMBHUTE KOHCymMaToOpW TOBa BaXu 3a
60% oT TAX. Bce no-uecto 6mpa npegnounTaTt 1 xeHute. B To3m
KOHTEKCT e BaXHO Aa ce nojyeprae NPUHOCHT Ha 6bArapckmTe
y4YeHU 3a pa3BUTMETO Ha brpeHaTa KaTeropmsi 1 TeXHOIorns.
Mpe3 nocnegHute 10 rogMHM B 06/1aCTTa Ha MBOBapHaTa Hayka
ca peannsmpanu 75 Hay4Hu nscneaBanus. Han-aBaHrapgHoTo
nocnesHo nscnessaHe e 3a MMKpPobroma Ha 6barapckarta 6upa,

KOeTo Lie bbae npeacTaBeHo Ha 38 kKoHrpec Ha EBC B Magpuga. .

KAKBA E CMELINATTHATA CbCTABKA, KOATO MPABW GUPATA JTHOBUMA
HATTKA OT BEKOBE HACAM?

Bn. UB. JlioboBTa Ha MMBOBapuTe, KOATO M BABXHOBSABA
Aa CbyeTaBaT 3HAHWUS, YMEHUA U eKCneprMEeHTaToOpPCKn AyX,
e OHa3u "HeBMAMMA U TallHa CbCTaBKa Ha MMUBOTO, KOSTO
npeBpbLLa MaNKoTo e4eMUYEHO 3pbHLE B MeHANBa Kexinba-
peHa HanuTka, 3a Aa YTONsBa THA XaXjaTa 1 ja Becenn Yose-
unTe, 6e3 aa rn onueal” - NOCNeAHOTO e uMTaT OT BOAOCBETa C
6narocnoBuaTa No ciyyar [leHs Ha 6barapckute NMBoOBapy -
NnuHaeH. Bspeame, Ye C ONTUMU3BM, CUHEPT St I MIHOBATVBEH
AyX e NPOoABLIXMM Aa BNajeeM Maruata Ha NMBoTo, a Ma n
ro BAbXHOBEHWETO Ha MnBoBapuTe - e A UMa 1 mobrmata
HanuTka!l

HeliHaTa 6e3cnupHa TpaHchopmaums, KoATo i No3so-
NsiBa Aa Ma XUASAW vua U MUAVapAV novnTatenmn no Leams
cBsT. CTPaxoTHO e, Ye 1 HKe yyacTBame B TOBa U3XMBABaHE 1

nbTewecTeme!
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140 YEARS
TOGETHER:
KAMENITZA
SUPPORTS THE

COMMUNITY IN
ITS HOMETOWN
PLOVDIV

BY STELIYANA KASABOVA,

CORPORATE AFFAIRS MANAGER,
KAMENITZA AD
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SUPPORTING FOOTBALL

Plovdiv, as the hometown of Kamenitza, plays a major role in its
development. Over the years we have contributed to the devel-
opment of the cultural and social life of the city. In 2021, when
we celebrated 140 years since the founding of Kamenitza, we
dedicated several special projects to Plovdiv. The first was to
support the development and future of the 4 major football
clubs in the city by donating part of Kamenitza's sales in the
city and the region to them. Plovdiv is a strong football city and
many of the great football talents and stars of Bulgaria started

from there.
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The duration of the football campaign was 2 and a half months.
Football has always been part of Kamenitza's DNA. For each
sale of Kamenitza 0.5 I. bottles, we collected money that after
that would be donated to the football clubs.

The football clubs were really excited about the initiative and
they supported it through a strong communication campaign
in their online and social channels, calling their fans to get
involved and support their favourite team, enjoying Kamenitza.
The campaign was an example of one of not so many occa-
sions when fans of competitors’ football clubs stand together
for a cause. In addition, special branded boxes were positioned
on the training grounds of the respective clubs to facilitate
the fans in the mechanism of the campaign - the collection of
caps, because the amount of donated funds depended on the

number of bottle caps collected for each team.

During the campaign in support of the future of football, more
than BGN 10,000 were raised and donated to the 4 big football
clubs. Through this campaign, we not only helped the devel-
opment of clubs, but also managed to unite football fans in
a common cause: together for the development of football,

sports and active lifestyle in Bulgaria.

IMPROVING CITY ENVIRONMENT

The second project about Plovdiv was to improve the appear-
ance of the city and build a more favourable urban environ-
ment through the production and donation to the Municipal-

ity of Plovdiv of a special large sign for one of the renovated

city parks.

The project with the production and provision of an emblem-
atic sign of one of the renovated city parks in Plovdiv was imple-
mented by employees of Kamenitza. The sign showed the name
of the park - Kamenitza Park, located opposite the microbrew-
ery of Kamenitza for craft beers in Plovdiv. The sign depicted
iconic buildings and places of Plovdiv, symbols of the city, which
are also on the labels of each Kamenitza package. Kamenitza
took full care of the design of the sign and its physical produc-
tion. The park along with the sign were officially opened with a
media event and representatives from Plovdiv Municipality and
Kamenitza.

Providing a large and beautiful sign for the renovated city park

in Plovdiv helped build a more favourable urban environment

BREW UP MAGAZINE
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140 YEARS
TOGETHER

for all residents, guests and tourists. Also, the sign depicting
emblematic buildings-symbols of Plovdiv, contributing to the
development of the cultural, historical and social image of the
city. The official event for the opening of the park and the sign
attracted the attention of the media in the city and received a
great free media coverage. Providing the sign to the city park
was a gesture on behalf of Kamenitza for all Plovdiv people and
guests, making the city environment more beautiful and attrac-
tive, combining the modern look and feel of Plovdiv with its rich

history, traditions and respect of the past.

ENRICHING PLOVDIV SOCIAL AND CULTURAL LIFE

Kamenitza dedicated a special exhibition to Plovdiv and its
people. The exhibition was positioned at the city center for 3
months, telling the story of Kamenitza and Plovdiv, their devel-
opment and special connection, and some of the most emblem-
atic moments throughout the years. Besides that, Kamenitza
paid tribute to its employees as well, showing their emotional
stories on the exhibition boards. The project was supported by
Plovdiv Municipality and local media. The exhibition attracted
hundreds of people such as Plovdiv citizens, guests and tour-
ists and helped them learn more about the first beer of Bulgaria

and the most ancient city in Europe.

140 FOAVIHN
KAMEHWLA

AKA WBNUCA WMA Ucmopus !

Continuing in this line of social projects, later in 2021 we
published a very special book edition about Kamenitza's
140-year anniversary with the emblematic name: Every Sip
Has a Story. The book about Kamenitza compiled for the first
time 140 years of history, traditions, quality in brewing, and
emotional stories of former and current Kamenitza employ-
ees. The book included not just the history of Kamenitza and
Plovdiv, intertwined in time, but also the memoirs of a former
employee, a travelogue of a current Kamenitza employee, beer
recipes, a collection of medals, old labels and the most crucial
asset of all - photos of a small part of Kamenitza employees
today.

Currently, the book is part of the permanent exposition in
Plovdiv History Museum, as well as in Plovdiv National Library.
This is the first of its kind book about the history of the first
beer in Bulgaria. All Kamenitza employees, Kamenitza custom-
ers, business partners, media, and Kamenitza friends received
a copy of the book, because after all, it was dedicated to the
people who helped Kamenitza be what it is today.

We truly believe that the anniversary book is an invaluable
legacy that will teach the future generations invaluable lessons
about bravery and responsibility, about courage and constant
striving for excellence, about unification and the power of

coming together for a better world.

MOAKPENA KbM ®YTBONA

MnoBaMB, KaTo pojeH rpaj Ha KameHuLa, urpae BaxHa pons
B HelrHOTO pa3sutuve. [pe3 rognHuTe CMe JOMpUHacano 3a
pasBUTUETO Ha KyNTYpHUS U O6LLecTBeH XWMBOT Ha rpaja.
Mpe3 2021 r., koraTo oT6ennsaxme 140 rognMHN OT OCHOBaBa-
HeTo Ha KameHuLa, MocBeTrXMe HAKOKO CreLuanHmn npoekTa
Ha MnoeauB. MbpBUAT Gelle Ja NOAMOMOrHEM Pa3BUTUETO U
6baeLleTo Ha 4-Te roneMn GyTOONHN KNyba B rpaja, Kato UM
AapuvM YacT oT npogaxbute Ha KameHuua B rpaga v peru-
OHa. lMnoBanB e cnneH ¢yTbONEH rpaj M MHOro OT rone-
MuTe GyT6ONHN TanaHTL 1 3Be34M Ha Bbarapus ca TpbrHanm
VMEHHO OTTaM.

MpogbmkutenHoctta Ha ¢ytbonHaTa KamnaHua bewe 2
mMeceLa 1 NonoBuHa. PyTéonbT BUHArK e 6un vact ot AHK-To
Ha Mapka KameHuua. 3a Bcsika npogaxba Ha KameHuua 0,5 n.
6yTunKa, OTAENAXME Mapu, KOUTO Cej ToBa LWAxa Aa 6vaat
JAapeHn Ha pyToonHUTe Kybose.

PyT60NHNTE KNyOOBe 6fiXa HaWUCTUHA PasBb/HYBaHW OT
MHULUMAaTMBaTa U S MOAKPEnMXa Ypes CuUiHa KOMyHUKaLMOHHa
KaMnaHWa B CBOWTE OHMAWH W COUManHW KaHanu, npu3oBa-
Bailkn ¢eHoBeTe C1 ga Ce BK/IOYAT U Aa MOAKPensT aobu-
MUS cn 0T6Op, Hacnaxjasaiku ce Ha KameHuua. KamnaHu-
ATa 6elle NpuMep 3a eAVH OT He TOAKOBAa MHOrOTO Cay4au,
KoraTo ¢peHoBe Ha KOHKYPeHTHU PyTOONHWN KnyboBe 3acTaBaT
3ae/HO 3a kay3a. OCcBeH TOBa, Ha TPEHVMPOBBYHUTE NIOLLAAKMN
Ha CbOTBETHUTe KnyboBe 6sxa MO3NLMOHMPAHWN CneumanHu
6paHANPaHN KyTUW, KOUTO Ja yNnecHAT GpeHoBeTe B MeXaHn3Ma
Ha KamnaHuATa - CbbupaHeTo Ha Kamauykw, Tbli KaTo pasme-
pbT Ha AapeHuTe CpeAcTBa 3aBucelle OT 6pos Ha CbbpaHuTe
Kanaukum oT 6yTWU/KM 3a BCeKMN 0TOOP.

Mo BpemMe Ha KamMaHWATa B MOAKpena Ha 6bjelleTo Ha
¢dyTbona H65xa cbbpaHu Hag 10 000 B., KOUTO 6AXa JapeHn Ha
4-te ronemun ¢yTO60NHM KIyba. Ypes Tasn KamnaHusa He caMo
MOMOrHaxXMe 3a pPa3BUTMETO Ha knyboBeTe, HO 1 ycrnsaxMe Aa
06eAnHNM PyTOONHUTE peHOoBe B efjHa 06LLIa Kay3a: 3ae/HO 3a
pasBuTneTo Ha GyTbOoNa, CNOPTa N aKTUBHUS HAUNH Ha XUBOT

B bvarapus.

MN0A0bPABAHE HA TPALICKATA CPEQA

BTropuaT npoekT 3a MnosanB belle nofobpsiBaHe Ha 061aMKa
Ha rpaja v nsrpaxgaHe Ha no-6naronpusiTHa rpajcka cpeja
upes nspaboTka 1 gapeHne Ha O6LMHa N0BAMB Ha creuu-
anHa ronsima Tabena sa eAnH OT 06HOBEHUTE rPaACKM MNapkoBe.
MpoekTbT ¢ M3paboTka W npegocTaBAHe Ha embnematnyeH
3HaK Ha eAVMH OT obHOBeHWTe rpaacku napkose B lMnosans
6e peannsmpaH oT cayxuTenn Ha KameHuua. TabenaTa nokas-
Ballle MMeTOo Ha napka - KameHuua apk, HaMmmpaly, ce cpeLy
MUKpOMNMBOBapHaTa Ha KameHuua 3a kpadpT 6upn B MNnosame.
Tabenata nsobpassasalle embiemMaTUUHM CrPagn 1 MecTa Ha
MnoBAnB, CUMBOAN Ha rpaja, KOUTO cCa U Ha eTuKeTWUTe Ha
BCAka onakoBka KameHwuua. KameHuua ce norpuxu nsusno
3a AM3aliHa Ha TabenaTta 1 HelMHOTO PU3NYecKo n3paboTeaHe.
MapkbT 3aegHo c Tabenata 6sxa oduuManHO OTKPUTU C
MeAUIHO CbbUTne 1 npejcTaBuTeny Ha O6wwmHa MNnoBaMB U
KameHwuua.

OcurypsiBaHeTo Ha ronsiMa M kpacvsa Tabena 3a Ob6bHoBe-
HMA rpajCcky Napk B Mn0BAMB CMOMOrHa 3a U3rpaxaaHeTo Ha
no-6naronpusTHa rpajcka cpeAa 3a BCUYKU XUTeNU, roctm un
TypucTn. CbLLO Taka, TabenaTa, n3obpasasalla embneMaTnyHm
crpagu-cumeonun Ha [noBavB, AonpuHece 3a pasBUTMETO
Ha KynTYpHO-UCTOPUYECKMS U COLManHua obavK Ha rpaga.
OdurumanHoTo CbbMTME NO OTKPMBAHETO Ha Napka 1 Tabenata
npviBneye BHUMaHWETO Ha MeauuTe B rpaja U Moayyn cTpa-
XOTHO 6e3MnaTHO MeAniAHO oTpassiBaHe. MpeAoCTaBAHETO Ha
TabenaTa Ha rpajckmsa napk beLue xect oT MmMeTo Ha KameHunua
3a BCMYKM MNOBAMBYAHWN W rOCTW, NpaBelikn rpaackata cpeja
no-kKpacviBa v npveaekaTenHa, cbyetaBaliku MOAepHUS 061K
1 ycellaHe Ha MnoBAMB € HerosaTa 6oraTta UCTOpUS, TPAAMLN

nyBaxeHne KbM MMHanNoTo.
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140 YEARS
TOGETHER

0BOrATABAHE HA OBLUECTBEHUA N KYNTYPEH
XWBOT HA NN0BAKB

KameHwuua nocseTn cneyyanHa n3nox6éa Ha MnoBgnB 1 Hero-

BUTE Xopa. V13nox6aTa 6eLLe pa3nonoxeHa B LieHTbpa Ha rpaja
B NPOAb/XeHVe Ha 3 Mecelld, paskasBaliku McTopusiTa Ha
KameHuua v MnosamB, TAXHOTO pasBMTUE 1 crieLyanHa Bpb3ka
N HAKOW OT Hail-em61eMaTUUYHNTE MOMEHTM MPe3 roAvHUTE.
OcBeH TOBa, KaMeHWLia OTAaje NOYNUT 1 Ha CBOUTE CIYXUTENN,
KaTo rnokasa emoLVoHan-
HUTE UM UCTOPUN Ha WN3N10X-
6eHnTe Tabna. [poekTbT Beara
6e nogkpeneH ot O6LWMHa
MNOBAVB M MeCTHU Meauu.
M3noxbaTta npusnedye
CTOTML XOpa KaTo MI0OBAMB-
YaHW, roCTU 1N TYPUCTM N UM
MoMorHa fa HayyaTt rnoseye

3a nbpBaTa 6upa Ha bbara-

SADHIKA WA HCHO, f.’ HAa 'r

TeHW BbB BPEMETO, HO I MemMoapuTe Ha 6UBLL CYXKUTeN, MbTe-
MMUC Ha HacTosw, cnyxmuTten B KameHuua, peuentu 3a bupa,
KoNMekumsa oT Medanu, cTapu eTuKeTU U Hal-BaXHOTO 6oraT-
CTBO OT BCMYKM - CHUMKW Ha Manka 4acT OT CJIyXuUTenuTe Ha
KameHwnua aHec.
B MomMeHTa KHMrata e 4act OT MOCTOSAHHaTa eKcnos3nuusa B
NcTopuueckns  My3eid  Ha
Mnosams, kakTo N B Hapoga-
HaTa bubnmnoTteka B [MnoBanB.
ToBa e nbpBaTa NO poga
W KHWra 3a UCTOpUSiTa Ha
nbpBaTa 6upa B bwarapus.
Bcnuku cnyxntenn Ha Kame-
HULA, KNMeHTU Ha KameHnua,
613HeC napTHLOPW, Meann

n npuatenn Ha KameHwnua

pust 1 Hali-gpeBHUA rpaj B nofyymxa eksemnasp  oT
Espona. KHUraTa, 3aloTo BCe Mak Ts
MpogbaxaBaikn B Tasu 6elle rmoceBeTeHa Ha xopaTa,
nopeauua OT  coumanHu 2{{]\13' KOWTO ca cnoMorHann Kame-
NpoeKTW, MO-KbCHO npe3 /5 HUUa ga 6bae ToBa, KOETo e
2021 r. w3gagoxme ejHo I\aMeH“u'a AHeC.

MHOrO CreynanHo KHUXKHO HanctmHa  BaApBame,  4e
n3gaHve 3a 140-roguHm- tobuneliHata KHUra e
HaTa Ha KameHuua c embne- 6e3LeHHOo HacneAcCTBo,

MaTUYHOTO MMe: Bcska rabTka UMa nctopus. KHurata 3a Kame-
HMUa cbbpa 3a Nbpsu NbT 140-rogunLLHa UCTOPUS, TPAANLNN,
Ka4yecTBO B MWBOBAPCTBOTO W EMOLMOHANHL UCTOPUM Ha
6VBLUM 1 HACTOSALLM CyXmnTenr Ha KameHuua. KH1rata BkaoY-

Balle He caMo ucrtopusata Ha KameHwuua v MNnaosans, npense-

KOETO e Hayun 6bjeLinTe NoKoAeHUs Ha 6e3LeHHN ypoum
3a XpabpocTTa 1 OTFOBOPHOCTTA Aa CY MbPBY, 33 CMeNoCTTa U1
NMOCTOSIHHUSA CTPEMEX KbM CbBbPLLIEHCTBO, 3a CM/I0TEHOCTTA U

cunaTa ga ce obeaunHaBaMe 3a eAViH No-A06bp CBAT.

FOR MORE INFORMATION:

INTERVIEW

WITH BBC STORYWORKS
COMMERCIAL PRODUCTIONS ON
THE BREWING AMBITION SERIES

INTERVIEW OF MARK GAVHURE (PARTNER MANAGER AT BBC PROGRAMME
PARTNERSHIPS, BBC STUDIOS AND THE SERIES LEAD OF THE BREWING AMBITION
SERIES) AND KATHERINE STOKES (SERIES PRODUCER AT BBC PROGRAMME
PARTNERSHIPS, BBC STUDIOS AND THE SERIES PRODUCTION LEAD FOR THE
BREWING AMBITION SERIES)

Steliyana Kasabova

Corporate Affairs Manager

Kamenitza AD
steliyana-vladimirova.kasabova@molsoncoors.com

www.linkedin.com/in/steliyana/
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THE BREWING
AMBITION

In June 2021, at the final session of the Online Brewers Forum,
Marverine Cole, award winning journalist, broadcaster and
beer sommelier, announced the launch of The Brewers of
Europe series, produced for The Brewers of Europe by BBC
StoryWorks Commercial Productions, about beer and brewers
that would be filmed over 12 months. Can you tell us why and
how the BBC StoryWorks team approached the storytelling of

beer and brewers through this series?

We wanted to find out and present the
hidden, unexpected stories of the beer industry. Brewing as a
craft has an immensely rich heritage, which many people are
not aware of unless they are in the industry already, so within
every film we made sure we tapped into this history, as well
as the personalities and values of the fascinating characters
that work in this industry. We wanted each film to reveal an
unexpected story of brewing - things that really strike and
engage audiences. Stylistically, the films are shot in an artistic,
abstract way, creating a sensory experience at the same time
as delivering the desired story, with a strong focus on the
characteristics of the different locations and natural sound of
the brewing process. Each film features 1 - 3 key characters
through whom we come to understand the unique history and
identity of each brand.

BREW UP MAGAZINE

The pandemic has changed our ways of life
and despite being impacted by the lockdowns, the brewing
industry had continued to be very dynamic. We wanted to
celebrate its heritage, innovation, thrive for sustainability as
well as the people at the heart of local social impact. Science,
innovation and artisanship are really what make beer and i ts
key ingredient is certainly its people and the passion behind it.

In this series for The Brewers of Europe, you've worked on a
series of short documentary-style films, filmed at different
locations across Europe and even in New Zealand, interviewing
staff of small breweries, family breweries and large breweries
alike. What are the common elements you identified?

There were certainly many more common-
alities than was expected at the onset of the series. Regardless
of the topics being covered in each film, or the person being
interviewed, what inevitably came across so strongly was the
passion of the people working behind the scenes. From master
brewers and farmers to engineers and business owners, what
is always evident as a theme is the genuine dedication to both
creating their beer and respecting the natural environment in
which they operate. Another commonality is the relationship
between the breweries and the localities in which they are
based - often the history of the company and the local area
are strongly interwoven, and for many, a commitment to their
surrounding communities continues to this day.

A few commonalities can be found in your series. I'll start
with one, which is the complexity of the product and its link
with tradition and, yet, innovation. What will audiences learn
about that?

Balancing tradition with innovation is
certainly a key aim for the brewers featured in The Brewers
of Europe series. Although they might seem like conflicting
priorities, many of the breweries see innovation as an
intrinsic part of their heritage. From day one, they have been
trying new things to develop and improve what they make -
whether that's experimenting with a new ingredient or trying
to make their manufacturing more sustainable - at the same
time as preserving the unique aspects that have made their
product such a success and give it such a clear identity.
Mark Gavhure: Speaking of tradition, most of the breweries we
produced films for were almost the oldest institution in the
locality. Many still employ the same ingredients as they did in
the past, while also creating jobs for young staff and scientists.
In this way they are contributing to employment, acting as a
centre of culture and innovation within local communities; while
still tying strongly with tradition.

BREW UP MAGAZINE
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THE BREWING
AMBITION

Another element is the connection between beer and nature,
through its main ingredients that are water, malted cere-
als and hops which all come from nature. All the brewers are
mentioning the importance of protecting mother nature and
doing things sustainably. Was this something that surprised

you?

We are all becoming more conscious
of reducing our impact on the planet, and brewers are no
exception. As brewers are so reliant on a selection of key
ingredients (some of which are sourced within walking distance
to the breweries themselves), they often have a particularly
keen awareness of the health of their local environment and
understand the importance of trying to protect it. Their futures
are intertwined with those of the ecosystems they rely on to
make their beer and preserving them is one of their clear focus
points.

In addition to sourcing ingredients locally,
which is very important especially among smaller breweries,
some brewers are also reusing their ingredients for different
purposes, creating new products out of it.

BREW UP MAGAZINE

Whilst caring for the planet is of course vital and part of brew-
ers’ DNA, another important aspect all brewers in the films
you have produced for members mentioned is the connection
with people, consumers, the community. Did you also feel that

social hub role played by breweries in your interviews?

The connection that brewers in The Brewers
of Europe series have with their local communities is very clear.
In one of the films we produced, we explore how the foundation
of the brewery in the 1800s is one of the reasons that their city
is such a thriving place today. In another, we hear how a local
cooperative of farmers (and all their family and friends!) comes
together every year to partake in an epic harvest of hops. The
location of the brewery is a source of local pride and a focal
point for the surrounding community.

We can really feel the enthusiasm of the brewers for their
beers and their art in the Brewing Ambition series. People
usually don’t know how artful it is to brew beer. The series
will be presented at the Brewers Forum / EBC Congress on the
31st of May, in Madrid, Spain, in a seminar entitled “In the
love of beer”. Do you think brewers should be bolder on beer
and brewing, making it known to consumers, being more vocal

about what it takes to brew the perfect beer?

All the series we produce at BBC Programme
Partnerships are aimed at drawing out the elements of
industries that are most fascinating, in terms of heritage and
culture, the environment, and innovative technologies - brewing
has it all. However, the stories we tell are only effective and
memorable when they are centred on the human stories behind
these industries. Audiences are hard wired for stories that
convey emotion. In our research we knew the ingredients and
processes would interest audiences, but we quickly discovered
the brewing industry is very lucky in that is has a unique set
of characters who are incredibly passionate about both the
science and art of brewing. Beyond the beautiful images, this
extensive human resource is really the key from a storytelling
perspective and a big part of what makes Brewing Ambition so
memorable.

It was an incredible experience to encounter
so many amazing stories and people from different places.

The industry naturally lends itself to great
stories as it uses lots of processes that aren’t well known by
people. The Brewing Ambition series aims to demystify these by
putting people front and centre of the stories.

Finally, whilst the Brewing Ambition series will be published
as of the 26th May 2022, are you already planning for another
round? And if yes, where would you love to film and what

angles would you like to approach?

We do believe there's scope for further stories
about the Brewing industry across Europe and beyond,
delving deeper into the heritage of beer, particularly in those
geographies that weren't covered this time around, as well as
stories exploring diversity and inspiring more people to get into
brewing. If you have a story we'd be happy to hear more about
it. Reach us at: brewers-series@bbc.com

www.brewingambition.com



KEEPING TRADITIONS

The beer culture is a part of Europe’s heritage. It is unmatched

in its diversity of brewing arts and products. Additionally, beer
I IV E WI I H E - F N D I N has a profound impact on the European economy. In total, 2.3
million jobs depend on the beer market, including those in

agriculture, production, distribution, and sales. Major brew-

ing unions are fierce competitors for regional breweries, there-
fore, financial support through European Funds like EFRE (Euro-

BY HANNES HEIDE, MEMBER OF THE EUROPEAN PARLIAMENT FROM AUSTRIA e Regional Development Func) is very important for these
AND MEMBER OF THE EP BEER CLUB I companies. Also, subsidies from the Corona Recovery Fund

were very much needed, regarding the declined sales of many

breweries due to Covid lockdowns.

EU-INVESTMENTS IN REGIONALITY
AND SUSTAINABILITY

Since the market has changed, the focus on regionality has
never been stronger than it is now. In the last few months, I've
visited many local breweries in Austria and found that EU funds

are crucial for sustainable changes. EFRE and the Just Transi-
tion Fonds are two EU Funding Tools that will assist EU regions  1£p tjannes Heide enjoying a fresh beer in a typcial Austrian “Wirtshaus
as well as small and medium-sized businesses in their green
transition. To preserve regional varieties of beers, these smaller
businesses are particularly important. In Austria, eight fami-

ly-owned and regionally located breweries have come together THE SOCIAL AND CULTU RAL
to form the “CulturBrauer” association, an organization focus- IMPU RTAN CE OF BEER

ing on preserving brewing traditions using local ingredients. It
is precisely this circular economy that will be of great impor-  However, the cultural importance of beer does not only lie in

tance in the future. The European Union also plays an import- its long history, diversity and excellent craftsmanship. Beer

ant role in preserving beer diversity. is a cultural asset that brings people together, strengthens

e

o o o o o = = ¢ e LAl ¢ - s e commonalities and sometimes allows to overlook differences.

The heart of this connecting ability is the “Wirtshaus”-tradition,
as we call it in Austria. It is more than simply meeting friends
in a pub, at least in my home region, the Salzkammergut, it
is deeply rooted in keeping traditions alive and showcasing
cultural heritage. The last two years have been very demanding
for “Wirtshauser” across Europe. In 2020, beer sales fell by 40%
and many family-run businesses had to close. These compa-
nies are not only local employers, but an invaluable link for the
cohesion of a community. After the long dry spell caused by
the pandemic, people’s desire for a communal meeting point
is stronger than ever. As one of the initiators of the European

Capital of Culture 2024 in Bad Ischl, | would like to give the art
of brewing from the Salzkammergut a special place amid our
diverse cultural program. Moreover, the revitalization of “Wirt-
shauser” and the regular gatherings of locals at so-called “Stam-

mtischen” will be featured as a special project component.

BREW UP MAGAZINE
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Programme
of day |

MADRID 2022

At a g |a NCe MADRID 2022

MONDAY, 30 MAY 2022
Sunday, Monday, Tuesday, Wednesday, Thursday,

29th of May 30th of May 3lst of May Ist of June 2nd of June 10:00-10:30 Welcome coffee
2022 2022 2022 2022 2022
10:30-12:00 EBC Congress
Brewers Forum & 38th EBC Brewers Forum & 38th EBC 38th EBC Congress Technical visits** . .
Congress Congress 08:30 to 12:30 Impact of hops on Hops, beer & Towards carbon-zero Beer brewed with Beer tourism: How to Haze - the must-know
g Conferences and tradeshow sensory aspects in Biomedical research brewing: a contribution  spirits and wine, how boost beer routesand ~ and the hows
§ Conferences and tradeshow Conferences and tradeshow Location: IFEMA Palacio brewing o a greener planet does it work? local tourism
Location: IFEMA Palacio Location: IFEMA Palacio Municipal e
Municipal Municipal 09:00 to 18:00 12:00-14:00 Inauguration Plenary
= 09:00 to 19:30 09:00 to 19:00
S 14:00-15:00 Lunch
= Technical visits*
= . .
= 08:30 t012:30 Sponsored Presentations and workshops
X ) . : X Making Water Work for You: Transforming the future: sustainable Less Sugar? Same great taste! The ability to streamline, simplify
Opening Party Free evening Networking Evening EBC Closing Ceremony Optimizing Plant Performance with beverage manufacturing and automate business processes
g Platea Madrid Museo de Ferrocarril (Railway Fabrica de Tapices (Royal Process Control, Safeguarding the Workshop offered by IFF with @ modern Brewery Software
= As of 19:00 Museum) Tapestry Factory) WWTP and Remaining Compliant Presentation offered by GEA Solution
As 0f20:00 As 0r20:00 Workshap offered by Hach Workshop offered by
Norriq/Drink iQ
*Technical visits **Technical visits
Only for 2-day attendees Only for 3-day attendees 15:00-17:00 EBC Congress
One choice among: One choice amang:
« Heineken Brewery (Algete/Madrid) « Mahou-San Miguel (Alovera/Guadalajara) Impact of barley and The art and science of  Making your brewery In the love of beer - Beer and hospitality - Practical quality station
H - Cervecera Peninsula (Alcobendas/Madrid) - Ball Beverage Packaging Iberica SL (Guadalajara) malt on sensory dry-hopping greener at all stages. telling the story of how they support each  on stability - meet the
i « Ardagh Group, (Valdemorillo, Madrid) « Cervezas Las Cibeles (Leganes/Madrid) aspects in brewing Case-studies from beer and how other - brewpubs and ~ experts, ask, get an
s breweries and wonderful it is. revenues for pubsand  answer
consultants bars

GREEN

17:00-19:30 Poster Session




Programme
of day 2

MADRID 2022

Programme
of day 3

MADRID 2022

TUESDAY, 31 MAY 2022

9:00-11:00 EBC Congress
Biochemistry of hop Technical excellence Non-Alcoholic beers - Developing and “Do-It-Yourself” Diversifying your
flavour & aroma | for sustainable brewing  From the fermentation ~ implementing Inclusion  Marketing - selling export markets: do not
tanks to the market & Diversity palicies in your authenticity story  put all your eggs in the
breweries with limited resources,  same basket (China
time and skills and Europe) WEDNESDAY, 1 JUNE 2022
9:00-11:00 EBC Congress
11:00-11:30 Refreshment break
Technology of specialty beers and other fermented products Developments in analytical methodology
11:30-13:00 EBC Congress
Sustainability andraw  Technical excellence Non-alcohalic beer: Wood and beer, from Sustainability and :00-11:50 Refreshment break
materials for Sl_Jstalnable what it takes to make if  and beyond the barrel marlfet.lng - how to 11:30-13:00 EBC Congress
brewing Il worth for a brewery? maximise the green
lement of your bl
;E;EE: S;Jg%llotl;:"nrgwery Flavour fine-tuning with wood Malt production and quality
13:00-14:30 Lunch 13:00-14:30 Lunch
Sponsored Presentations and workshops LRIAE 225 L]
Frozen liquid yeast for The innovative use of the Mashing Machine Take control of your beers Jumbo Filter as new i Lt e b el et Lo e s G L
optimization of yeast Technology Infusion Spiral® within Learning and see how easy it is alternative for beer
programs in the brewing ~ the brewing industry for the clarifiction - Sterile Filtration 16:30-17:00 Refreshment break
industry devglopment of new pr'oqucts or Workshop offered by Workshop offered by ' .
the improvement of existing ones Specshell R Presentation offered by 17:00-18:00 Closing Plenary
Workshop offered by PS Filtracion
CHR Hansen Presentation offered by OIS 20:00 EBC Closing Ceremony at Tapestry Museum
14:30-16:30 EBC Congress
Biochemistry of hop Brewing and Kveik yeast and Kveik The role of enzyme e-commerce for
flavour & aromalll microbial beer - the future of the  in modern breweries - how to ride
bio-engineering industry? beer production - the wave and generate
What do they bring to growth?
beer and the brewer?
16:30-17:00 Refreshment break
17:00-18:30 Plenary
18:30-19:00 Snacks and Beers
20:00 Networking Evening at the Railway Museum
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Coinciding with the 2022 Brewers Forum in Madrid and running
from May 30 to June 5, EU Green Week is the annual event
for European environmental showcases and debates amon-
gst policymakers, NGOs, business and other and stakeholders
from Europe and beyond. Its theme this year is ‘EU Green Deal -
Make it Real', with events looking at the circular economy, zero

pollution, and biodiversity.

With ten hours of presentations and debate dedicated to envi-
ronmental sustainability over the first two days of the Brewers
Forum and EBC Congress, it should therefore come as no
surprise that the European Commission awarded this year's
Forum and Congress the status of Official Partner Event of EU
Green Week 2022.

The EU Green Deal, its signature environmental initiative, is one
of the six cross-sectoral priorities of the European Commis-
sion, and Europe’s brewers have a vital role to play. Through
a ‘grain to glass' strategy, pioneering and innovative leader-
ship in cutting emissions and waste reduction and interconnec-
tions throughout the value chain, the Brewers Forum and EBC
Congress is a key opportunity for brewers, suppliers, distribu-
tors and retailers to share experiences and bring people toge-
ther for sustainability and the good of the planet.

Visit now brewup.eu
to get the best European knowledge to

. brewup.eu B @brewup_eu
. brewup . @brewupeu
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BREWUP IS
POWERED BY

THE BREWERS OF EUROPE
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BY THE EDITOR

BARELY FIVE MONTHS HAVE PASSED SINCE THE EUROPEAN UNION (EU)
ADOPTED ITS NEW COMMON AGRICULTURE POLICY (CAP) AND THE WORLD
LOOKS VERY DIFFERENT TO WHAT IT WAS BACK THEN. AND IT IS CERTAINLY
AGAIN DIFFERENT NOW THAT YOU READ THIS ARTICLE TO THE TIME WHERE IT
WAS FINALISED (15 APRIL). THE WAR IN UKRAINE HAS DRIVEN THE MARKET
FOR CEREALS AND ENERGY IN ALL DIRECTIONS, SHOWING HIGH VOLATILITY
FOR ALL ECONGMIC OPERATORS, INCLUDING THE BREWING SECTOR. THIS
LED THE EUROPEAN UNION LEADERS TO COMPLETELY RE-THINK THE EU'S
STRATEGY IN TERMS OF DEFENCE, ENERGY, AND ALSO FOOD POLICY, SOME
POLICYMAKERS AND STAKEHOLDERS CALLING FOR ADJUSTING THE CAP TO
THE NEW SITUATION.

THE NEW COMMON AGRICULTURAL POLICY:
RISKY AMBITIONS

The new CAP must be read in conjunction with the EU Green
Deal and its Farm to Fork Strategy which aim at making Europe
greener in all aspects and has set ambitious targets in terms
of biodiversity, decreased use of pesticides (of 50% by 2030)
and fertilisers (of 20% by 2030), reduction of carbon emissions,
increased organic production (at least 25% of the EU'’s agricul-
tural land by 2030), increased fallow land surface... Whilst the
entire agri-food sector agrees with the ambitions of protecting
the planet and fighting against
climate change, two major
studies had shed light on the
potential negative impacts of
the Farm to Fork Strategy and
the CAP on crop production
in the EU. The first report to
cast some doubts emanated
from the European Commis-
sion’s Joint Research Centre
and stressed the risk of “a
decline in EU production and variations in prices and income for
selected agricultural crops™. Looking at crop production specifi-
cally - which is of higher interest for brewers - the report goes
further by pointing to a 4% decrease in cereals area and a 11%
decrease in cereals yields that would lead to a 15% decrease in
supply. Barley production in the EU already slightly decreased
in 2021/2022 (52 million tonnes) compared to 2020/2021 (54
million tonnes), a trend that could be further accelerated by the

1 Barreiro Hurle, J., Bogonos, M., Himics, M., Hristov, J., Perez
Dominguez, ., Sahoo, A., Salputra, G., Weiss, F., Baldoni, E. and Elleby,
C., Modelling environmental and climate ambition in the agricul-
tural sector with the CAPRI model, EUR 30317 EN, Publications Office
of the European Union, Luxembourg, 2021, ISBN 978-92-76-20889-

1, doi:10.2760/98160, JRC121368 (accessed online on 12 April 2022:
https://publications.jrc.ec.europa.eu/repository/handle/JRC121368)

new CAP. The fears have also been echoed in another study?,
published early January 2022 by the Wageningen University
(Netherlands). This study looked into four different scenarios,
including one scenario accounting for at least 25% of the agri-
cultural land being under organic production (scenario 3) and
another scenario accounting for inter alia a 50% reduction in
the overall use of pesticides and a 20% reduction of fertili-
sers (scenario 4). Scenario 3 foresees a 42% decrease in wheat
production® and a 24% decrease in hop production, associated
with a 76% and 80% price increase respectively. The impact of
scenario 4 is less drastic than that of scenario 3, but still leads
to a production decrease of 15% (for wheat) and of 21% (for
hops), with a 6% decrease in hop prices due to the impact on
hop quality (“The quality of the product (bitter acid content) may
be reduced due to the increased severity of the symptoms of disea-
ses and pests on hops cones”). The findings from the Wagenin-
gen University echo concerns already flagged by hop growers
during the harvest 20214 Not only scholars and consultants
were worried by the possible negative impact of the CAP, but so
were - and still are - farmers: “The Farm to Fork Strategy is likely
to have a negative impact on hop production. We are especially
worried about the European Commission’s plans to decrease the
use of pesticides both in the number of substances and in quanti-
ties, if no suitable alternatives are put forward. Today, hop growers
in Europe have to deal with an annual high pressure of many pests
and diseases - downy mildew, powdery mildew, hop aphids, spider
mites, flea beetles, alfa snout weevil and quite a few other minor
pests. Yet, the number of available substances to tackle them is
already very limited. For some minor pests, there have not been
any substances we could use for some time now. It is important to
stress that hop growing is very advanced in the use of pesticides.
We are working with modern technologies, monitoring the pres-
sure of pests and diseases, and using the plant protection products
(PPPs) only when needed and only in the volume needed. The same
applies to the spraying machines. Having said that, we believe that
further reduction of available plant protection products will lead

2 Bremmer, )., Gonzalez-Martinez, A., Jongeneel, R., Huiting, H., Stok-
kers, R., & Ruijs, M. (2021). Impact assessment of EC 2030 Green Deal
Targets for sustainable crop production. (Report / Wageningen Econo-
mic Research; No. 2021-150). Wageningen Economic Research. https://
doi.org/10.18174/558517 (accessed online on 12 April 2022: https://
www.wur.nl/en/news-wur/Show/Green-Deal-probably-leads-to-low-
er-agricultural-yields.htm)

3 Barley production was not tested in the Wageningen University
report

4 See article on “Malt and hops preliminary report 2021" in the second
issue of BrewUp Magazine, published 15 November 2021, https://
brewup.eu/publications/brewup-magazine-issue-2-november-2021
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to lower yields and poor hops quality. In addition to the lack of
suitable alternatives for PPPs and according to the Wageningen
University Impact assessment study, the pressure to increase orga-
nic production would lead to a reduction of the total production of
hops in Europe,” stated Mr Zdenek Rosa, chairman of Copa-Co-
geca’s Working Party on Hops®.

THE CRISIS OF THE ENERGY PRICES AND ITS
DISRUPTIVE IMPACTS ON THE BREWING ECONOMY:
FERTILISERS, BUT NOT ONLY

In addition to the new CAP and the threats it represents for the
EU agri-food sector, the looming energy crisis also impacts the
brewing sector. A lot of commodities and manufactured goods
have become more expensive because of the extremely vola-
tile energy prices: packaging material, brewing equipment, not
to mention the cost of energy alone (heating the brew kettle...)
and breweries across Europe are suffering from these tensions.
This led Mr Lasse Aho, President of The Brewers of Europe and

5 COPA-COGECA represents farmers and agri-cooperatives in the EU

Mr Peter De Schouwer, President of Euromalt to send a letter
to the EU Commissioner for the Internal Market, Mr Thierry
Breton, in February 2022, to alert him about the risks posed
for a European brewing industry already seriously hit by lock-
downs and other Covid-19 pandemic restrictions. In addition to
the commodities directly impacting breweries in their daily life,
the increased energy prices have led to an increase in the price
of fertilisers, most of which are nitrogen-based, and to tensions
in availability as well (year-on-year, the price of fertilisers increa-
sed by 210%, according to Green Markets North America Ferti-
lizer Price Index). Whilst barley, and especially malting barley,
can grow and reach the targeted protein content without much
addition of fertilisers, wheat needs fertilisers to reach an appro-
priate level of protein content (be it for feeding the planet or
for brewing beer). With the decreased availability and increa-
sed prices, the tension in the market has been particularly high.
It will be further increased by the 20% reduction in fertiliser use
targeted by the Farm to Fork Strategy. Therefore, even before
Russia invaded Ukraine on the 24™ of February, the landscape

was pretty uncertain.

The human costs of the war in Ukraine have been disastrous
and as the fighting continues, more and more pain is inflicted
on the country and its population. The European Union and
other countries, such as the United States, Australia, Japan and
many more reacted by imposing sanctions, with Russia then
reciprocating the sanctions, using different tools. One of them
being energy supply and another fertiliser production.

INCREASED PRICES OF FERTILISERS,
POSSIBLY IMPACTING PRODUCTION VOLUMES

In 2019, Russia produced 50 million tonnes of fertilisers,
accounting for 13% of the world’s production, making it the
world’s top fertiliser exporter (9 billion Dollars) and covering up
to 30% of EU needs, showing the importance of this player for
the EU's agricultural policy. If we add the exports from Ukraine
and Belarus, this amounts to 43% of the total fertilisers used in
the EU (average 2018-2020). Because of these threats, the ferti-
liser prices increased by 40% in a month (from mid-February to
mid-March), according to Green Markets North America Ferti-
lizer Price Index. The increase is also caused by trade restric-
tions imposed on Russia (or applied voluntarily by shipment
companies) and by the extremely volatile energy market prices
(as natural gas is a critical feedstock in producing nitrogen-ba-
sed fertiliser), a trend which preceded the invasion of Ukraine
as explained above. The volatility of the energy prices further
increased with Germany turning off the Nord Stream 2 pipe-
lines which was meant to secure gas supply to the country
for the next decades, whilst the United Kingdom and the US
banned imports of Russian oil and gas. Whilst the EU Member
States have not embarked on such a ban, the option is still
under consideration and could have huge implications. Despite
a recent decline (Dated 22" of March) in energy prices as
markets were reassured by the EU not following up with the
US and UK and a decreased demand of energy in China, stabi-
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lity has not been achieved yet and the ongoing developments
in Ukraine may still lead to fluctuations on the prices. In any
case, European breweries and their malt suppliers still fear
chaos in terms of energy supply and availability of reasonably
priced fertilisers which may have disastrous consequences for
the sector should the EU or Russia wish to escalate further in
terms of sanctions.

HEAVY TENSIONS ON CEREAL PRODUCTION
AND TRADE

Before the Russian invasion, the Food and Agriculture Orga-
nisation (FAO) had already warned the world about a risk of
starvation because of lower expected crop in 2022. Countries
like China indeed announced the 2022 harvest would be very
poor due to weather conditions. Wheat can only grow in speci-
fic areas in the Northern hemisphere, and Ukraine and Russia
account together for 29% of world wheat exports. Ukraine
alone accounts for 15% of barley exports globally. Both cereals
form the basis of almost all beers produced in the world and

the war in Ukraine, cumulated with the poor harvest and
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increased demand, led to a price explosion for cereals. Before
the war started, wheat price had increased by 30% year-on-year
(22 February 2021/22 February 2022). Since the Russian inva-
sion, the price rose a further 20%, leading to an almost all-time
high. The same pattern also holds true for barley prices. The
price explosion can be explained by the poor harvest in some
countries, the economic sanctions against Russia and the
impact of the sanctions and the war in Ukraine in terms of
trade and shipments. Concerning the long-term, it is expected
that Ukrainians will not seed much in 2022 and that the next
harvest will therefore be much lower, impacting negatively the
supply and therefore, again the prices. Some European coun-
tries have currently introduced export control mechanisms for
cereals in an effort to anticipate the market disruptions. The
expected low wheat and barley harvest in Ukraine is not the
only factor that should be monitored. Firstly, Russia announ-
ced it will restrict its crop exports to “friendly countries” (i.e. the
countries which did not take any sanctions against them). Then,
Ukraine is not only a massive wheat and barley producer, but
it is also Europe’s largest sunflower producer and what will not
be seeded and harvested in Ukraine will have to be compen-
sated for in the European Union with farmers allocating some

of their areas to that crop (to the detriment of other crops, for
example barley). Also, the poor harvest in some countries (i.e.
China, see above) means the demand for feed barley, and thus
the prices, will increase, making it more attractive to seed and
grow feed barley instead of malting barley (which was always
more expansive, and thus more attractive to farmers, than feed
barley). As a consequence, the EU area dedicated to growing
malting barley might decrease in 2022/2023.

WHAT WILL BE THE IMPACT FOR EUROPEAN
BREWERS?

In Europe, reports concerning production are not so alarming
for 2022, as the EU is self-sufficient in terms of wheat and
barley production and because it hosts a number of malting
companies which should have enough cereals at their dispo-
sal to produce the malt brewers need. Moreover, preliminary
reports suggest the conditions are good and show some opti-
mism for a good harvest in 2022. Of course, nothing is certain
at this stage as weather conditions can change and negatively
impact the harvest. However, the predicted difficulties with use
of fertilisers (be it because of the new CAP or the price increase
and reduced availability) might also impact the harvest and crop
production in 2022/2023. Added to the potential tension in crop
production (areas attributed to other crops, higher demand for
feed barley), this may lead to additional price increases which
will affect breweries and production costs. This must be read
in conjunction with the increased prices of energy and the
direct (costs of heating...) and indirect (costs of production of
packaging material, transportation...) effects it will also exert
on the supply and distribution chain. Mr Zdenek Rosa, chair-
man of Copa-Cogeca’s Working Party on Hops, concurs and also
predicts challenging times ahead on the hops side: “The war in
Ukraine has worsened the situation for hops growers by further
increasing the already very high energy and agricultural input
costs (wire, steel and wood, hop technology, fertiliser costs which
have risen four times since last year, fuel). Rising costs are threate-
ning the viability of hops growers who had fixed their sale prices in
pre-contracts. In addition to the rise in production costs, exporting
to Russia, Ukraine and Belarus is de facto impossible. The suspen-
sion of payment mechanisms, a lack of truck capacity to Russia,
halting beer exports and a downturn in beer production in Euro-
pean breweries due to problems in sourcing malt and other mate-
rials from former suppliers are likely to diminish the demand for
hops beyond the three countries.”




#IN
FOCUS

THE EU WORKING ON ITS ENERGY INDEPENDENCE

History repeats itself and has shown that every time the Euro-
pean Union was facing a vital threat, it made major steps
forward to overcome the challenges. With war back on Euro-
pean ground and the economic sanctions against Russia, the
European Union is facing a severe existential crisis which led its
political leaders to discuss, in a special informal meeting of EU
Heads of State and Government held in Versailles, France, under
the auspices of the French EU Presidency, how it can ensure
its energy, defence and food
independence from the rest
of the world and its current
suppliers. The main topic
was of course the energy
policy. For the last decades,
the dependence of many
Member States on Russian
gas and oil increased drama-
tically. The first step was to
develop, within a couple of
days, a new plan entitled “REPowerEU: Joint European action
for more affordable, secure and sustainable energy” which
aims at the EU becoming independent from Russian fossil fuels
by 2030, starting with gas. This short- to medium-term policy
aims at diversifying gas supplies, increasing the development
of renewable energies and replenishing gas stocks (90% fill rate
before winter 2022-2023). In addition to this, EU State Aid rules
can be used by Member States to provide short-term support
to companies affected by high energy prices. This plan will be
developed and agreed by May 2022. In the informal meeting of
EU Heads of State and Government on 10-11 March, Member
States also stressed the importance of reducing strategic
dependencies in critical sectors by fostering industrial initiati-
ves and a robust trade policy, and by strengthening EU research
and innovation capabilities. Raw material is one of the critical
sectors identified by Heads of State and Government, rightly so

as data and analysts suggest.

A CHANGE OF APPROACH BY THE EUROPEAN
COMMISSION AND MEMBER STATES CONCERNING
THE CAP?

Member States, as well as the European Commission, have
reacted swiftly to the new geostrategic situation by working on
short-, medium- and long-term solutions to cut energy depend-
ence and ensure EU industry can work as undisrupted as possi-
ble. Many Member States are working on national policies to
support industries hit by the knock-on effects of the war in
Ukraine, especially the most exposed. Some voices have also
been heard in capital cities and in Brussels to ease the CAP by
adjusting it to the new context. Whilst policymakers do not want
to abandon the objectives of greening European agriculture
and contributing positively to achieving the Green Deal targets,
they are very aware food safety in Europe might be challenged
by an inadequate implementation of the Common Agricultural
Policy, potentially making parts of Europe’s food policy reliant
on imports. At times where the EU needs to rethink its global
ambitions and is striving more than ever towards strategic inde-
pendence, it is key that the European agri-food sector be given
the means, resources, and support to fill European plates. Or to
fill the glasses when it comes to beer. The next months will be
crucial to shape not only the fate of Ukraine, but also what the
EU food and drink policy and landscape will look like.
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EBC MANUAL OF GOOD PRACTICE
BEER FILTRATION AND STABILISATION

(completely revised edition)

FACHVERLAG

HANS CARL

THE BREWERS OF EUROPE

ALSO AVAILABLE AT THE BREWERS FORUM /EBC CONGRESS,
29 MAY - 01 JUNE 2022, MADRID, AT BOOTH P21 FOR 99,99€

To purchase at the booth during the Brewers Forum/EBC Congress, please ensure you've got your invoicing data (including VAT number)!
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h CZECH REPUBLIC

CZECH BEER CULTURE IS APPLYING
FOR INSCRIPTION ON THE UNESCO
WORLD HERITAGE LIST

THE CZECH BEER CULTURE IS A NATIONAL TREASURE AND IT DESERVES
RECOGNITION, YET IT IS STILL NOT PART ON THE UNESCO WORLD
HERITAGE LIST. THIS IS WHY THE CZECH ASSOCIATION OF BREWERIES AND
MALT HOUSES HAS FILED AN APPLICATION FOR THE INSCRIPTION OF ‘BEER
CULTURE AS A PHENOMENON OF CZECH FOLK CULTURE/ TRADITIONAL
FOLK CULTURE OF THE PILSNER REGION' ON THE LIST OF INTANGIBLE
CULTURAL HERITAGE THIS YEAR.

The Czech beer brewing industry has both a rich past and
present. It is also associated with a lively social life. The unique
tradition of Czech lager production and the use of Czech malt
and Saaz hops are known around the world. The art of local
brewers and the brewing profession as such are also famous.
All this together with the Czech pub also defines the Czech beer
culture.

‘Beer is so much more than just a drink. Czech pubs have always
been the centre of cultural and social life. This is where history was
written. This is where anniversaries are celebrated, relationships
are established, where football
and hockey fans gather, and
where people look for skilled
workers. They are our present,
past and future. This was
confirmed by a survey conduc-
ted by the Nielsen Admosphere
agency in December last year.
97 percent of all respondents
consider beer culture to be a
part of our history and tradi-
tion,' says Chairman of the
Czech Association of Brewe-
ries and Malthouses FrantiSek
Sémal.

This is why the Czech Asso-
ciation of Breweries and Malt
Houses filed the application
from the Pilsner Region, the
place of origin of the Czech
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CZECH BEER AND MALT
ASSOCIATION

lager, which was first brewed here 180 years ago. Another
application is prepared for the South Bohemian Region.

The Czech-Moravian Association of Mini-Breweries has also
joined the initiative for inscription on the list of intangible cultu-
ral heritage. This association consists of the smallest breweries
from regions all over the Czech Republic.

‘The great expansion of small breweries is clear proof of the pride
and tradition of beer brewing in our country. Beer that is produ-
ced and consumed in the same place, namely in a local pub, stren-
gthens social and cultural life in the region,’ says Michal VoldFich,
President of the Czech-Moravian Association of Mini-Breweries,
confirming the meaningfulness of the intention.

The Czech Association of Breweries and Malt Houses unites
breweries, malt houses and other institutions that are directly
or indirectly involved in the production of beer in the Czech
Republic. Members also include hop growers, producers of
beer glass, labels, technological and technical equipment for
the brewing sector, educational institutions and other entities.
The association is continuing a tradition that reaches back to
the second half of the 19th century.
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CESKA PIVNi KULTURA SE UCHAZI
0 ZAPSANI NA SEZNAM DEDICTVI
UNESCO

CESKA PIVNi KULTURA PATRi MEZI NARODNI POKLADY A PRAVEM Ji

NALEZ] UZNANI. PRESTO ZATiM NENi NA SEZNAMU SVETOVEHO DEDICTV
UNESCO. CESKY SVAZ PIVOVAR( A SLADOVEN PROTO LETOS PODAL NAVRH
NA ZAPSANI ,PIVNI KULTURY JAKO FENOMENU CESKE LIDOVE KULTURY”
DO SEZNAMU NEMATERIALNICH STATK{ TRADIEN LIDOVE KULTURY
PLZENSKEHO KRAJE.

Ceské pivovarnictvi ma nejen bohatou tradici, ale i soucas-
nost. Je s nim navic spojeny i Zivy spoleCensky Zivot. Ve svété
je zndma jak unikatni tradice vyroby Ceského lezaku, tak pouzi-
vani ¢eského sladu a Zateckého chmele. Povéstny je rovnéz um
mistnich sladku i pivovarské profese jako takové. To v3e spolu s
Ceskou hospodou definuje také Ceskou pivni kulturu.

JPivo totiZ ji# ddvno neni pouze ndpoj. Ceské hospody jsou odjak-
Ziva centry kulturniho a spolecenského Zivota. Zde se psaly déjiny.
Zde se slavi vyroci, navazuji vztahy, fandi se fotbalu a hokeji
nebo hledaji femesinici. Predstavuji nasi minulost, soucasnost i
budoucnost. Potvrdil to i prizkum agentury Nielsen Admosphere z
loriského prosince. 97 procent vSech respondentu povaZuje Ceskou
pivni kulturu za soucdst nasi historie a tradice,” Fekl k tomu pred-
seda Ceského svazu pivovart a sladoven Frantisek $amal.
Cesky svaz pivovar( a sladoven proto podal pFihlasku v Plzefi-
ském kraji jako kolébce vzniku ¢eského lezaku, ktery zde poprvé
uvarili pred 180 lety. Dal3i pfihlaska je uz navic pfipravena pro
kraj Jihocesky.

K iniciativé zapisu na seznam nehmotného kulturniho dédictvi
se pFipojil také Ceskomoravsky svaz minipivovard. Ten sdruZuje
ty nejmensi pivovary, které jsou v regionech celé Ceské repub-
liky.

JVelky rozmach malého pivovarnictvi je jasnym dikazem hrdosti
a tradice pivovarstvi v nasi zemi. Pivo, které je vyrobeno a vypito
na stejném misté, tedy v mistni hospodeé, utuZuje spolecensky a
kulturni Zivot v regionu,” potvrdil smysluplnost zaméru Michal
VoldFich, prezident Ceskomoravského svazu minipivovard.
Cesky svaz pivovar( a sladoven sdruZuje pivovary, sladovny
a dalsi instituce, které se pfimo ¢i nepfimo podileji na vyrobé
piva v Ceské republice. Mezi ¢leny jsou rovnéZ chmelafi, vyrobci
pivniho skla, etiket, technologickych a technickych zafizeni pro
pivovarsky sektor, vzdélavaci instituce a dalSi subjekty. Svaz
pfitom navazuje na tradici, ktera saha az do druhé poloviny 19.
stoleti.
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By Louis Honoré Kommunikationschef, Bryggeriforeningen /
Head of Communications, Danish Brewers’ Assaciation

20 years ago, the Danish Brewers’ Association and the retail
sector established “Dansk Retursystem” - the Danish deposit
and return system for collection and recycling of bottles and
cans with deposit labels. However, this was by no means an
easy undertaking.

On one side of the negotiating table were the breweries, which
competed against one another and which were also suppli-
ers to the other side of the table - the retailers - which also
competed against one another.

It was a minefield of conflicting interests, but, if the system was
to work, neither the involved lines of business nor the various
types of packaging could be favoured. And at the same time
this new, private business was not allowed to make money,
with profits going back into the system. This was the task that
the Danish Ministry of Environment wanted to have solved.
“We found a solution. We had a common goal about creating a
system that would be easy for consumers, flexible towards the
producers and shops and also good for the environment. For this
reason, | believe that Denmark today has the world’s best deposit
and return system, and it is without comparison the greatest
success I've been involved in bringing about in the course of my 25
years in the industry,” says Niels Hald, CEO of the Danish Brew-

ers' Association.

FEES HAVE FALLEN MARKEDLY

It was the breweries that became the owners of the Danish
deposit and return system while the retail sector is part of the
board along with other stakeholders. The Danish deposit and
return system’s profits are earned in the following ways:

* Producers and importers pay a fee per item of packaging
for the empty items of packaging to be handled in shops,
collected and sent for recycling.

+ Sale of collected bottles and cans.

+ Deposits that have not been cashed in.

The size of the fees is determined by the type of packaging;
what is the cost of its journey through the system and what is
the recycling value of the material that it is made of?

The system is so efficient that, over the past six years, the fees
have been reduced by around 70 %, helped on the way by
higher prices on collected bottles and cans. And this has actu-
ally happened while the return percentage has risen markedly

to no less than 93 %.

ROOM FOR IMPROVEMENT

In this anniversary year, the Danish deposit and return system
managed to become the first Danish example of the fact that
circular economy can provide a positive economic result. It
became efficient enough, and aluminium prices rose enough,
to make the part that involves cans make a profit, which meant
that the fee for all cans ended up at zero.

“Now the next target is to bring about a circular economy that's
equally favourable when it comes to plastic and glass. In order to
help us with this target, we're hoping for a birthday present from
the politicians,” says Niels Hald.

Initially, the politicians gave “Dansk Retursystem” the exclusive
right to operate the Danish deposit system for bottles and cans

on a non-profit basis.

“This gives us the time and room to make investments in green,

user-friendly and efficient solutions - also for consumers. Every
third year the system must be evaluated, which is fair enough. But
it also means that, in theory, the Danish deposit and return system
can be shut down with a three-year warning,” says Niels Hald, and
highlights the fact that such a short notice makes it difficult to
obtain loans on favourable terms and is inexpedient when it
comes to operation that is supposed to go on developing in a
way that is kind towards the climate and more convenient to
consumers.

“This is why we're looking for a system that'll continue until it may
be terminated - with a six-year notice - and we'd like to see an eval-
uation every third year. With such a helping hand, our deposit and
return system would go on being the best in the world, and it would
serve to inspire the companies that are now about to make an

effort to live up to their producer responsibility,” adds Niels Hald.
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BE CAREFUL WITH INCLUDING
MORE PACKAGING

In order to live up to the future Danish producer responsibility,
the companies that are responsible for recycling marmalade
plastic buckets, cans, washing powder bags, etc. will no longer
be those that dispose of used packaging - today it is the munic-
ipalities. The responsible part will be the one that has manufac-
tured the packaged product - even though it may still be the

¢ Beer

municipality that collects the waste from the consumer. ' :
Exactly because our deposit and return system works as / \ P, / A ; “(._.], ( I“I( C

well as it does, it may be tempting for well-meaning produc-
ers to make an effort to include new packaging in the system. [ﬁ[} Handbook
However, the Danish Brewers' Association believes that we

must be very careful when it comes to making the good people A
of “Dansk Retursystem” concentrate on other types of packag-
ing than those in which they are experts - packaging for beer,
water, juice, etc. - because it requires very different solutions Lisrico
to receive, collect and recycle, for instance, jam jars, olive oil

bottles and milk cartons.

“But we're pleased to open our doors to our deposit and return

system and to our 20 years of experience, so other producers can >

new circular success stories. We're extremely proud of being at the — _

be inspired to live up to their producer responsibility and create The new practical book cvery small

brewery should read to improve
head of an industry which, in collaboration with the retail sector, quality and practices.
ensures circular economy through reutilisation in spite of the vari-

.

ous commercial interests that exist. But it is, indeed, also because

. Authored by
Chris and Nancy McGreger.

others can learn from the mistakes and hurdles we've had to over-

come on the way to circularity,” says Niels Hald.

*  49,99€ (excl. shipment costs when applicable)
«  44,99€ for members of The Brewers of Europe (excl. shipment costs
when applicable)

To purchase at the booth during the Brewers Forum/EBC Congress,
please ensure you've got your invoicing data (including VAT number)!
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KAMENITZA WITH MORE
SUSTAINABLE PET BOTTLES

By Steliyana Kasabova, Corporate Affairs Manager,
Kamenitza AD
In 2021 Kamenitza changed the design of the PET bottles of
three of its main brands - Kamenitza, Burgasko, and Astika.
The main reasons for the change of the design were to respond
to two important trends: first, to use less plastic material, and
second, to make the bottles more convenient for the consum-
ers.
As a result of the change, less plastic material was used for
the bottles and for their caps and the neck plastic labels of
Burgasko and Astika brands were removed as well. These
changes led to the following:

+ 12.5tons saved paper per year

+ 300 saved trees per year

+ 41.3tons less plastic used per year
The new PET bottles not only have a more distinctive design
and look, but also, they are more friendly to the environment,
thanks to the sustainable packaging solutions of Competek
which worked in collaboration for the design with Gentlebrand.
As a company which strives to make a positive imprint,
Kamenitza will continue to work in the direction to create inno-
vations that are important and
valuable for the consumers

and for the environment.

KAMEHMLIA C N10-YCTOMYMBY
[JIACTMACOBW BYTUIIKK

Mpe3 2021 r. KameHnLa NpoMeHn ansaiiHa Ha PET
(nnacTmacoBuTe C1 ) BYTUAKUTE Ha TPW OT OCHOBHUTE C1
Mapku - KameHuua, bypracko n Astika.
OCHOBHMWTE MPUYNHKL 3a NPOMAHaTa Ha Au3aliHa 6sxa ga ce
OTrOBOPW Ha /B BaXHW TEHAEHUMW: MbPBO, 4a Ce 13MoJ3Ba
no-mMasnko naactMacos Matepuan W, BTopo, byTunkute ja ce
HanpasaT No-yA06HW 3a noTpebuTenuTe.
B pesyntar Ha npomsHaTta ce M3Moa3sa Mno-Maako rniaacrtma-
COB MaTepuan 3a byTUAKMTE, KaKTo 1 3a HanpasaTa Ha TeXHUTe
Kanayku 1 6sixa NpemMaxHaT rbpfieHnTe eTUKeTU Ha MapKuTe
Bypracko u Astika. Te3n npomeHu goBefoxa A0 CleHOTO:

* 12.5 TOHa cnecTeHa XapTusa Ha roguilHa 6asa

* 300 cnaceHu gbpBeTa Ha rognHa

* 41.3 TOHa Mo-maJsiko 13ron3BaHa rnjacrmaca
HoBute PET 6yTUAKN He camO MMAT NO-OTANYUTENEH AM3aH
N BbHLUEH BWUJA, HO N Ca NO-LaAALM KbM OKOMIHAaTa cpeaa,
bnarojapeHne Ha YCTOMUMBUTE OMAKOBBbYHM peLUeHUs Ha
Competek, kouTo paboTnxa B CbTPYAHNYECTBO 3a Au3aliHa ¢
Gentlebrand.
KaTo KomnaHusi, KOSATO ce CTpeMu Aa OCTaBW MOAOXUTeNneH
oTrneyatbk, KameHunua e npoAbaxu ga paboTn B Mocoka
Cb3/aBaHe Ha NHOBAaLMW, KOUTO Ca BaXHW 1 LIeHHN 3a noTpe-

6UTeNNTE 1 33 OKOTHATA cpea.

GET ONTO BREWING4.EU
AND REGISTER YOUR
Brewers across Europe are pioneers in sustainability.
Recycling glass and cans, innovating packaging, SUSTA' NABlLlTY |N|T|AT|VES

reusing water, building solar farms, upcycling
potential waste as secondary products and cutting
transport emissions, they have led the way in making
brewing more environmentally friendly.

12.5 tons

saved paper per year

300

saved trees per year
So, what are you doing to help the planet?

We're cataloguing the many initiatives that brewers
and businesses operating in the beer value chain have
launched over the years. Make sure yours is included!
If you have found a way to integrate environmental
sustainability in your operations, we would love to
know more and to promote your efforts.

41.3 tons

less plastics per year




CAN
BLOCKCHAIN
BOOST

BY DR. JACK BUFFINGTON, DIRECTOR OF
SUPPLY CHAIN AND SUSTAINABILITY,
FIRST KEY CONSULTING

INITIALLY PUBLISHED ON FIRST KEY CONSULTING
WEBSITE: CAN BLOCKCHAIN BOOST THE CRAFT
BREWING INDUSTRY? - FIRST KEY CONSULTING

Despite the growth of craft
breweries over the past 15
years, the global beer market
worldwide is largely defined by its consolidation; according to
a Business Wire article, the 2021 global beer industry is valued
at nearly a half a trillion dollars, with the four largest brew-
ers equal to approximately a quarter of the total volume'. This
trend toward industry consolidation is not isolated to beer, as
is evident at the supermarket, with only ten large food compa-
nies being responsible for a large majority of the 100,000 SKUs
in a supermarket, despite the perception that these separate
brands are manufactured and distributed by different compa-
nies?. Retailers have grown, not through an assortment of
product variety through a myriad of suppliers, but rather
through supply chain efficiency via large manufacturers with a
wide portfolio of their own product offerings. This has led to a
synergistic supply chain relationship between large manufac-
turers and retailers to distribute products at the highest qual-
ity, the lowest cost, and the most efficient information system
transactions. In supply chain, we call this a frictionless supply
chain, growth through improvements in how products are fore-
casted, ordered, and distributed. While a limited number of
craft brewers can beat the odds through getting their products
on the shelves of the largest retailers through their distributors,
the distributor can only make so many small bets on craft beer,
with a larger mindset focused toward safer, higher volumed
transactions of larger brands with its retail partners. For exam-
ple, Walmart has over 4,600 grocery stores in the U.S. out of
the almost 40,000 in total, and it commands 26% of the total
grocery volume. Craft breweries have a difficult time winning in
these consolidated supply chain and retail systems.

What, if anything, can craft brewers do about this? Since 2005,
the craft beer industry has grown significantly, over 300%. But
more recently that growth has stalled, and even fallen, with a
9% decline from 2019 to 2020, and a market share drop from
13.6% to 12.3%3 And yet, despite the limited growth in the

1 Businesswire, 2021. 2021 Global Beer Market and the Impact

of COVID-19: Market Volume, Value and Dynamics for Past Five

Years". April 22. Found at: https://www.businesswire.com/news/
home/20210422005588/en/2021-Global-Beer-Market-and-the-Impact-
-of-COVID-19-Market-Volume-Value-and-Dynamics-for-Past-Five-Years-
---ResearchAndMarkets.com.

2 Mattison, Lindsay (2021). “10 of the Biggest Food Companies Basi-
cally Own Every Grocery Item You Buy.” Open Wide Eats. July 6. Found at:
https://www.wideopeneats.com/biggest-food-companies/

3 Morris, Chris (2021). “Despite Zoom happy hours and day drinking,
2020 wasn't a great year for craft brewers". Fortune. April 6. Found at:
https://fortune.com/2021/04/06/craft-brewers-2020-sales-market-sha-
re-closings-beer-independent-brewers-association/

present and possibly into the future, there are 9,000 craft brew-
eries, a lot of providers within a shrinking market. This topic of
“what to do about craft?” has been one of great concern in the
sector, with most opinions focused on restoring Craft original-
ity and authenticity. This seems like a logical response, and yet,
at the same time, it is nearly a mathematical impossibility to
achieve a restoration of Craft's roots when there are now 9,000
breweries rather than just a few hundred or so. This sense of
originality and authenticity is leading to an expansion of product
offerings beyond Hazy IPAs and Chocolate Porters to Double
Barrel Aged Sour Ales or Imperial Stouts because the indus-
try grumbles that its millenial consumer “won't drink the same
beer twice". Predictably, while most craft brewers see them-
selves as going after the 87-88% of the market commanded by
the big brewers, unless they adjust to the new world of frici-
tonless supply chains they may find themselves fighting amost
themselves for the much smaller share of the pie currently
attributed to Craft. The moral of the story is this: craft brewers
need to develop strategies to focus on transactional efficien-
cies, or a so-called frictionless supply chain as a way to compet-
itively grow market share, as much, if not more than creating
the next unique beer offering. | know that this sort of statement
is a form of heresy to many in the craft sector, but the numbers
don't lie: the market, enabled by the present state supply chain
system, may have hit Peak Craft in the year 2020.

Before concluding that the
craft beer sector is relegated
to being a niche player in
the U.S. beer market due to
these challenges, think again:
what if there is an emerg-
ing solution that could level
this transactional playing
field, enabling the 9,000 craft
breweries to compete with
the largest manufacturers in the world? There is such a solu-
tion on the horizon called blockchain, a decentralized central-
ized ledger system to enable companies to transact across their
supply chains more fluidly. A solution that has become popular
relating to cryptocurrency, such as its use as a payment method
that the Threes Brewing in Brooklyn, has launched, or Down-
stream Beer, based in Ireland, that offers the self-proclaimed,
“world's first blockchain beer” through full traceability of its
brewing methods. Both of these applications in blockchain
technology as first-generation technologies will be useful in the

craft brewing industry, but likely not sufficient to gain market
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THE CRAFT BREWING

INDUSTRY?

share over the larger brewers. Instead, blockchain needs to be
applied to create a transactional supply chain system rivaling the
traditional supply chains of today, from planning to sourcing to
production to distribution and retailing. It is to achieve a 21st
century frictionless supply chain that can compete against the
big players.

Think about how a decentralized beer supply chain driven by
these crytoplatforms could be a gamechanger in the beer busi-
ness, leveling the playing field where craft competes with big
brewers. On the front end of the brewing process, a blockchain
platform could enable smaller craft breweries to procure raw
materials and transportation services through creating virtual
economies of scale through pooling arrangements through
local or even regional craft breweries. Through a centralized-de-
centralized transactional ledger system, barley growers could
transact directly with these craft brewers, as easily as the larger
farmers do today with Anheuser Busch InBev and MolsonCo-
ors, in a similar efficient, cost-effective manner. A blockchain
transactional system of centralized-decentralized could make it
as seamless for a barley farmer to procure with a large brewer
as it would 50-100 craft breweries. Likewise, the retail envi-
ronment could fragment as well in an efficient manner that
would allow smaller craft breweries to be competitive in sell-
ing in smaller retail outlets versus today's dominance of large
brands at large retailers. This would be accomplished through
a centralized-decentralized ledger transactional system that
allows decentralized supply chains to operate in a similar
manner as these larger relationships have as their advantage.
In comparison to others, the beer business is behind the curve
in the use of blockchain technology as an industry solution;
in comparison, the transportation sector has had an indus-
try consortium focused on the development of blockchain for
a few years now (Blockchain in Transport Alliance, or BiTA),
and even a well-known executive from a top company as its
leader (Dale Chrystie from FEDEX). There is a strategy, not only
to develop and implement process and technology standards,
but to collaborate across competitors (e.g, UPS and FEDEX)
for the betterment of the supply chain. In contrast, the beer
industry has no BiTA nor Dale Chrystie to drive change, leav-
ing any initiative taken on by a company to be proprietary and
siloed. Imagine the possibilities of a centralized/decentralized
ledger-transactional system for the beer industry that would
provide transactional economies of scale for the craft brewer-
ies given their current state! Given the stagnant forecasts of
this segment over the next decade or so, this could become the

most important initiative in its history!
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Can blockchain save the craft beer industry in the 2020s? The
answer to this question depends on the craft community’s
understanding of the problem that it currently faces: if it contin-
ues to believe that the answer is in Craft's roots from the 2000s,
it will continue to head in the wrong direction. In contrast, if
it believes that it already makes great products, and needs to
become more proficient from a supply chain and retail stand-
point, this could become a rallying point toward reinforcing the
collaboration that the craft community has long prided itself
on, rather than finding themselves forced to compete over a
limited market share amongst 9,000 breweries. The technology
around blockchain is relatively simple, and easy to outsource
to technology professionals. In contrast, the industries that
are truly leading in this space, such as the U.S. transportation
sector, understand that it is the development of new processes
and business relationships that can drive change, but is more
difficult to achieve from a strategic standpoint. Leaders within
the craft brewing industry must establish a new direction that
doesn't compromise the quality, originality, and authentic-
ity of its beer, but enables its distribution from transactional
improvements in the supply chain from sourcing to production
to distribution. If Craft can envision this as a vision, it will crack

the code of how it will grow in the 21st century. www.firstkey.
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SIBA
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SPECSHELL INLINE BREWING ANALYSER
(SIBA) is a patented, fully automated inline
technology that gives brewers a real-time
insight into the mashing process without the
need for manual sampling.
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NEWS FROM BULGARIA

HUMAN RESOURCES ARE THE MOST VALUABLE
CAPITAL FOR BULGARIAN BREWING INDUSTRY

By the Union of Bulgarian Brewers /

At the beginning of 2022, the Union of Brewers in Bulgaria
(UBB) was awarded first place in the category “Human
Resources” and second place in the category “Society” in the
first competition for corporate social responsibility of the
Ministry of Labour and Social Policy. The award is for the
contribution of the brewing organisation in the development
of social dialogue in the beer industry. The Minister of Labour
emphasised the importance of collective bargaining, as a best
practice for cooperation between employers and trade unions.
For over 20 years, the Union of Brewers and its social partners
from the national trade unions have periodically signed collec-
tive labour agreements. It upgrades labor legislation and leads
to better working conditions, higher wages, quality jobs and
other important benefits for workers. “Human resources are
the most important capital of the beer industry in Bulgaria. It
is our great achievement that in pandemic conditions we not
only maintained employment in the sector, but even created

new jobs. Brewers make committed efforts to invest in human

resources development and increase of employee salaries. The
average insurable earnings in the industry have increased by
7% compared to 2020 and continue to be among the top seven
highest in the country.

Almost 90% of Bulgarians rate highly the brewing industry
in the country, due to the responsible employer, social and
production practices established in the sector. This assess-
ment is an even bigger motivation for the UBB to continue to
lead with social responsibility campaigns. In 2022, efforts are
focused on sustainable development, green initiatives and the
circular economy.

For more information see www.pivovari.com

YOBELUKHUTE PECYPCH CA HAR-T OJIEMMNAT
KAMWTAN 3A BUPEHATA UHOYCTPUA B
bbJIFAPYA

B Havanoto Ha 2022 r. Cblo3bT Ha nuBoBapuTe B bbarapus
(CMB) 6elue oTAMYeH C MPM3 3@ MbPBO MACTO B KaTeropusTa
,HoBeLlkn pecypcn” 1 BTOPO MACTO B KaTeropusaTta ,O6Lue-
CTBO" B MbPBUSA KOHKYPC 3a KOpropaTnBHa coLanHa oTrosop-
HocT (KCO) Ha MUHMCTEpCTBOTO Ha TpyAa M coupmanHaTta noau-
TUKa. HarpazaTa e 3a NpvHoca Ha NMBOBapHaTa opraHun3aums
B Pa3BUTMETO Ha COLMaNHUA Auanor B bupeHata UHAYCTPUS.
MWHNCTBPBT Ha Tpysa creumnanHo nojyepra 3Ha4eHNETO Ha
6paHLLOBOTO KOIEKTUBHO TPYJOBO AOroBapsiHe, KaTo Hali-4o0-
6pa MNpakTvKa 3a CbTPYAHWYECTBO MeXAy paboTtogatenn u

CMHANKATW.
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Beue Hag 20 roanHu CbrO3bT Ha NMBOBapUTE N NapTHbOpUTE
1M OT HaUMOHaNHnTe CMHAMKANHW OpraHn3aummn nepmnoanyHo
noAnnceaT 6paHLLOBK KonekTBeH TpyA0B Aorosop. C Hero ce
HaArpaxza TpyAoBOTO 3aKOHOAATeNCTBO U Ce rnocturar Aoro-
BOPEHOCTW 3a N0-406pu YC10BUA Ha TPYA, 3arnallaHe, KayecT-
BEHWN paboTHM MecTa U ApYru BaXHW 3a paboTelynte npuao-
6uBKN. ,, YoBeLUKMTe pecypcu ca Hail-ronemuaT Kanutan 3a
6upeHaTta nHAYycTpMa B bbarapus. 3a Hac e ronsMo NocTuxe-
HWe, Ye B YCNOBUATA Ha MaHAEMMUA He Camo 3anasnxme paboT-
HaTa 3aeToCT B CeKTopa, HO JOpU OTKPUXMe HOBU paboTHU
MecTa. Bcnmukn nvBoBapu nonaraT LefieHacoyeHu ycunus Aa
VNHBECTNPAT B PA3BUTMETO Ha YOBELLKNTE Pecypcu 1 Aa NoBu-
LIaBaT TPYAOBUTE AOXOAN Ha CBOMTE PabOTHULIN U CTYXUTENN.
CpefHUAT ocuryputeneH foxo4 B 6paHLia CbLo e Hapac-
Han cbC 7% B cpaBHeHme ¢ 2020 r. n Npogb/IXaBa fa e cpey
NbpBUTE CejeM Hal-BUCOKM B CTpaHaTa.” KoMeHTuUpa VBaHa
PagomunpoBa - nsnbnHuteneH gnpekrop Ha Crib.

Moyt 90% oT 6bArapmnTe faBaT MHOMO BUCOK PEATUHT Ha NUBO-
BapHaTa WHAYCTpUS B CTPaHaTa, UMEHHO 3apajun yTBbpaeHuTe
B CeKTOpa Hai-406pwu paboTogaTencku, CoLmanH 1 Npon3Bos-
CTBEHW MPaKTMKK. Tasn oLeHKa oLe No-cuaHo ambuumpa Crb
A3 MPOABLIIXM Jja e InAep B KaMnaHumuTe 3a colnanHa oTroBop-
HocT. MNpe3 2022 r. ycnnusaTta ca $oKycnmpaHu BbPXY yCToRum-
BOTO pasBuUTVe, 3eneHnUTe UHULMATUBWN 1 KPpbroBata MKOHO-

MUKa.

3a noseye MHPopMaLMa BX. www.pivovari.com
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KAMENITZA SUPPORTS NEW DADS
IN BULGARIA

By Steliyana Kasabova, Corporate Affairs Manager,

Kamenitza AD

The demographic challenge with an ageing population and
low birth rate is big in Bulgaria. Therefore, in the year when
Kamenitza marked its 140-year anniversary, we wanted to
contribute to a social cause that is close to the hearts of the
people.

The idea came from Kamenitza employees. We decided to
support the long-standing campaign of one of the national
radio stations in the country, Radio Vitosha, and their morning
talk show - “More Bulgarians for Bulgaria”. The campaign helps
families and young couples who want to have a baby or have
reproductive problems. Kamenitza contributed to the campaign
14 000 BGN (7 000 EUR) which were used to buy equipment for
a hospital in Kamenitza's hometown Plovdiv.

Another campaign close to this topic that we organized was
“Kamenitza for Dads". For more than 141 years Kamenitza has
been a part of the life of every Bulgarian. As the oldest beer
in Bulgaria, which still exists today, we wanted to support the
main Kamenitza consumers in the most exciting moment in a
man'’s life - the moment they become a father, further strength-
ening the bond between Kamenitza and its fans. Every man who
became a father in 2021 and who registered on our website
won a case of 24 bottles of Kamenitza 330 ml. This is one of
the most emotional periods in the life of every man, but also
the most engaging and committing one. That is why Kamenitza
decided to give every dad the opportunity to share this occa-
sion with his friends over a glass of beer.

Kamenitza employees actively participated in the develop-
ment of the campaign concept and its implementation. We
were happy that employees of the company from each depart-
ment were involved in the delivery of the beer to all registered
fathers, which contributed to an even more personal approach
of the campaign to the consumers of Kamenitza. More than 300
employees of the company from all over the country partici-
pated directly and were personally engaged with the campaign.
The forecast for newborns in 2021 was about 58,000 accord-
ing to information from the National Statistical Institute, and

our campaign received over 21,000 unique registrations of men

who became fathers last year. Practically with this campaign
every 3rd father in Bulgaria in 2021 got a case of Kamenitza
beer. We are proud that Kamenitza stood next to those new
fathers in this very emotional moment of their life.

The campaign received a great response from our customers
and consumers. The fact that we received over 21,000 unique
registrations spoke a lot about the impact of the campaign.
Hundreds of fans have posted and continue to post photos in
comments below the posts on Kamenitza Facebook page, as
well as send us emails thanking us for the beer and for contrib-
uting to this beautiful and so important occasion.

We believe that through this campaign Kamenitza managed to
touch its fans in a unique way and win new ones, demonstrat-
ing its support for all new fathers. That is why we will continue

the campaign in 2022 as well.

CTAHAJICHU TATKO?
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B3EMW KAMEHWMUA* 3ATEE W
NPHUATENIATE T HA KAMENITZA.BG
YYACTHUETO HE M3MCKBA NOKYMKA
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KAMEHWLIA NOAKPENA HOBUTE
bALLIN B bbJITAPUA

JlemorpadcknsaT npobaem CbC 3acTapsBaHETO Ha HaceNeHNeTo
M HUCKaTa paxzaaemocT e ronam B bbnrapus. 3atosa B rogu-
HaTa, korato KameHuua oTbensiza ceosTa 140-roAvLLHNHA,
MCKaxMe Ja jonpuHeceM 3a efjHa coumaiHa Kaysa, KoATo e
6/113Ka 40 CbpLaTta Ha xopara.

VaeaTa 6e Ha cnyxmTenn Ha KameHuua. Pellxme aa nogkpe-
nUM ABArorogvlHaTa KaMnaHus Ha e4HO OT HauMOHanHuTe
pajva B CTpaHata, Pagno BuToLla, 1 CyTpeLHOTO UM TOKLLOY,
a UMeHHO - KamnaHuAaTa ,lNoBeye 6barapyeta 3a bbarapusa”.
KamnaHuaTa nomara Ha CeMeNcTBa U MaAn ABOVKN, KOUTO
nckat Aa MmaT geTe UAM MMaT pPenpoayKTUBHK Mpobremu.
KameHuua gonpuHece kbM kaMmnaHuaTta ¢ 14 000 nesa (7 000
€BpO), KOMTO 6AXa N3MON3BaHW 3a 3akynyBaHe Ha obopyABaHe
3a 601HMLA B poAHUA rpaj Ha KameHnua - MNnoBamBe.

[pyra 6nn3ka A0 Ta3n TeMaTvka KaMnaHus, KOATO OpraHusn-
paxme, bewe ,KameHunua 3a Tatko”. MNoseye oT 141 rognHu
KameHuLa e 4acT oT X1BOTa Ha BCekn 6barapuH. Kato Hait-cTa-
pata 6upa B bbarapusi, KOSTO CblUecTByBa U A0 AHeC, Hue
nckaxme Aa MoAkpenum OCHOBHUTe noTpebuTtenn Ha Kame-
HVLA B Hal-Bb/AHYBaLLMA MOMEHT B XMBOTA Ha eAnH MbX -
MOMEHTA, B KOMTO CTaBa balLia, 3acnnBaliky OLLe NoBeYe Bpb3-
KaTa Mexay KameHuua 1 HelHnTe peHoBe. Bcekn MbX, CTaHan
6awa npes 2021 r. 1 perucTpupan ce B HallUs CaliT, nony4a-
Balle cTek oT 24 6ytunkn KameHunua 330 mn. ToBa e egnH oT
Hali-eMOLIMOHaNHNTe NepUoAM B XMNBOTa Ha BCEKN MBX, HO 1

Hal-aHraxupawmsaT 1 oTaageH. 3atoBa KameHuUa pewin aa

Jaje Bb3MOXHOCT Ha BCEKW TaTKO Aa CNojeny To3u noBoj C
npuaTennTe c1 Ha Nno Yalla éupa.

Cnyxutenute Ha KameHunua yvactBaxa akTMBHO B pa3paborT-
BaHeETO Ha KOHLeNuMsaTa Ha KaMnaHuaTa U HerMHOTO U3MNbA-
HeHve. PajBaxme ce, Ye CIYXXUTeNN Ha KOMMNaHUATa OT BCeKMU
OTAEN ce BK/toYMXa B JoCTaBKaTa Ha bupaTta 40 BCUYKK peru-
CTPUPaHW TaTKOBLM, KOETO AOrpuHece 3a ole Mo-inyeH
NoAxoJ Ha KaMnaHuaTa KbMm noTpebutenute Ha KameHuua.
Moseye oT 300 c/lyXMTeNMN Ha KOMMNaHWSATa OT LsanaTta cTpaHa
yyactBaxa npsko 1 6sxa IMYHO aHraXmnpaHu ¢ kKaMnaHusTa.
MporHo3aTa 3a HoBopoZeHW npe3 2021 r. 6e okono 58 000 rno
nHGopMaums Ha HauMoHaNHWSA CTaTUCTUYECKU WHCTUTYT, a
KamnaHuata Hu nonyynm Hag 21 000 yHuKanHu perncrpaumm
Ha MbXe, CTaHanu balyy npes n3MmMHanaTa rogmHa. Ha npax-
TMKa C Tasn KamnaHusa Bcekn 3-Tm bawa B bwarapus npes
2021 r. ce caobu c kaca 6upa KameHuua. lopgeem ce, ye Kame-
HWMLa 3acTaHa A0 Te3n HOBM 6aLLM B TO3M MHOrO eMoLMOoHaneH
MOMEHT OT XMBOTa UM.

KamnaHusta nosiyum ronsiM OT3BYK OT HaLUUTE KAUEHTU U
notpeéutenn. ®akTbT, Ye nonydumxme Hag 21 000 yHUKanHU
perncrpauum, roBoOpy MHOrO 3a Bb3JelCTBMETO Ha KaMMnaHu-
Ata. CtoTuum deHose NybavKyBaxa v NpoAbkaBaT ga ny6au-
KyBaT CHUMKW B KOMeHTapu nog nybavkaumnte sbs Facebook
cTpaHuuaTta Ha KameHuUa, KakTo 1 Aa HU U3NpaLwaT umennn
c bnarofapHocT 3a bmpaTta 1 3a MpUHOCa KbM TO3M Kpacus 1
TOJ/IKOBa BaXXeH MOBOJ,.

Bapsame, ye ypes Ta3u kaMnaHnsa KameHunua ycns ga JoKocHe
cBouTe peHoBe MO yHMKaneH HauvH 1 Aa C1 Cneyenn HOBW,
AEMOHCTpUparikv nogxkpenara cv KbM BCUYKN HOBU TaTKOBLIN.

ETO 3aL0 e NpoAB/IXMM KamnaHuaTa 1 npes 2022 .
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% BREWERS FORUM
21-23 MAY PRAGUE 2023

>

Join us next year for the next edition of the
Brewers Forum in the wonderful Prague
(Czech Republic)! 2-days of conferences and
meeting with suppliers, followed by technical
visits in historical beer places and of course,

lots of networking opportunities in one of the
richest beer countries of the world!”

2 23 STAY TUNED!
I._.:¢':

brewersforum.eu u @ForumBoe
ﬂ brewersforum @brewersforum
m the-brewers-of-europe-forum




