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ZKUSENOSTI S RIZENIM CESTOVNIHO RUCHU A JEHO
LEGISLATIVNI UPRAVOU V ZAHRANI  Ci

Abstrakt: Prispévek je zari'en na oblastizeni v destinacich cestovniho ruchu. Vychodiskénku je popsany
vyvoj organizace a spoluprace v alpskych zemich jakRakousko a Svycarsko, na jejichz Gzemi segakd
zacala etablovat platforma destidaiho managementu. ZkuSenosti z tohoto vyvoje se ppatnitaji do
legislativni Gpravy organizace #izeni cestovniho ruchu na jejich Gzemi. Pro ilustradliSného vyvoje je
priblizeno zava¢hi legislativnich pedpisi zan¥iFenych na organizaci éizeni cestovniho ruchu ve Slovinsku a
na Slovensku. Pro srovnani je dofia situace popisujici vyvoj@eské republice. Samotny zawahrnuje

doporuweni pro legislativni Gpravu organizace*@eni cestovniho ruchuGeské republice.

Kli¢ova slova:cestovni ruch, destidai management, legislativni Upravézeni cestovniho ruchu, spoluprace

EXPERIENCE IN MANAGING TOURISM AND ITS LEGAL
REGULATIONS IN ABROAD

Abstract: The contribution is focused on the managing ofismardestinations. The basis of the paper comes
from the development of organisation and cooperaiio Alpine countries such as Austria and Switzatla
where the platform for destination management wasognized. Their experience in the development was
reflected in the legal regulation of tourism orgsation and management. To show how the developofent

tourism organisation and management can be diftertne case study of Slovenia and Slovakia is adBed



comparison the development in the Czech Republigréesent and finally a list of suggestions for lega

regulation of tourism organisation and managemarthe Czech Republic is included.

Key words:itourism, tourism management, destination managemenperation, legal regulation

JEL Classification: K49, L83



Monika Palatkova

BSC MODEL JAKO NASTROJ MERENI  USPESNOSTI
MARKETINGOVE STRATEGIE ROZVOJE CESTOVNIHO RUCHU

Abstrakt: Prispevek je zam¥en na vyuziti metody vyvazenych: §BSC, balanced scorecard) jako jednoho z
frekventovanych nastrbjmarketingového managementdemého pro r¥eni GsgSnosti marketingové strategie
destinace. Jedna se aibec jednu z prvnich aplikaci metody BSC v oblastrketingového managementu
destinaci, jiz autorka vyuzila ipzpracovani projektu marketingova strategieské republiky na mezinarodnim
trhu turismu. Podstatnou vyhodou metody BSC jeerthi perspektiv dznych zajmovych skupin a moznost

implementace @izeni marketingové strategie destinace.

Kli¢ovéa slova:Ceska republika, mapa strategie, marketingovéa stiatemetoda vyvazenych:c{BSC), rareni
UspSnosti marketingové strategie.

THE BSC MODEL — A TOOL FOR PERFORMANCE MEASUREMENT
OF THE MARKETING STRATEGY OF THE TOURISM
DEVELOPMENT

Abstract: The paper focuses on the usage of the BSC (balasm@ecard) as one of the possible tool of
marketing management for the performance measurteofi@marketing strategy in a tourist destinatidiis is
one of the first applications of the BSC methothia destination marketing management. The BSC mhdthe
been used for the project of the destination mangettrategy of the Czech Republic in the inteorzl market.
The measurement of different perspectives of varioterest groups and the possibility of the immeatation
and management of the destination marketing styategn be considered to be the crucial advantagethef

BSC application in the tourist destination.

Key words:The BSC (balanced scorecard) method, marketingegiya strategy map, performance measurement

of a marketing strategy, Czech Republic.

JEL Classification: L83, M31, M38



Ida Vaj¢nerova, lvan Andrasko

HLAVNI KOMPONENTY SPOKOJENOSTI NAVST EVNIKU S
KVALITOU DESTINACE CESTOVNIHO RUCHU - P RIKLAD
PALAVA A LEDNICKO-VALTICKY AREAL

Abstrakt: Clanek se zabyva hodnocenim kvality destinace a@simwuchu prosednictvim zkoumani vlivu
jednotlivych faktod kvality destinace na celkovou spokojenost ré@mdii p/i pobytu v destinaci. Rspevek si
klade za cil jednak navrhnout metodicky postup wentifikaci faktor:, které nejvice ovliwji celkovou
spokojenost zékaznike zvolené destinaci, dale pak kvantifikovat fgkdory v konkrétni destinaci a na zakéad

komparace s vysledky expertniho‘@et provést celkové zhodnoceni kvality destinace.

Kli¢ova slova:cestovni ruchdestinace, kvalita, faktor, spokojenost, regresralgza

THE PRINCIPAL COMPONENTS OF VISITOR SATISFACTION
RELATED TO THE QUALITY OF THE TOURIST DESTINATION —
PALAVA AND LEDNICE-VALTICE AREA CASE STUDY

Abstract: The article is focused on the assessment of thditgjud tourist destination studied through the
principal components of the overall satisfactiothwthe destination expressed by visitors. The pajas not
only to propose the methodology to identify thediacthat mostly influence the overall visitor sédiction with
the destination, but also suggests the way to dfyattiese factors. The overall assessment of theisto

destination quality is described on the basis ahparison with the results of expert survey.
Key words:itourism, destination, quality, factor, satisfactisagression analysis
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Milada Smejcové, Barbora Koklarova

MOHOU FLEXIBILNI FORMY ZAM ESTNAVANI POMOCI
ZAM ESTNANOSTI VE SLUZBACH?

Abstrakt: Tentoclanek se za##uje na trendy flexibilnich forem za@stnavani WCeské a Slovenské republice a
na komparaci jednotlivych forerdchto zpisohi zan¥stnavani a jejich vyuzivani, které stale dosti #aGs za
rozvinutymi ze@mi EU. Potencidl flexibilnich forem zastnavani je \CR pongrné znany z divodu nizkého

podilu osob za#stnanych v ékteré z &chto forem. O legislativni Upréwse stale vedou diskuse.

Kli¢ova slova:alternativni formy zad@stnavani, dalsi vzthvani, prekérni zagstnavani, Kurzarbeit

MAY FLEXIBLE FORMS OF EMPLOYMENT HELP EMPLOYMENT
SERVICES?

Abstract: Subject of this paper is a survey of flexible foohemployment in the Czech and Slovak republis Th
overview compares the trends of these forms of@mm@nt in Czech and Slovak Republic. Using of tferses

of employment is still falling behind the developedntries of the European Union. The potentiahef flexible
forms of employment is quite large because of a flate of workers employed in some of these forms.

Legislative enactment is still in question.
Key words:alternative forms of employment, further trainipgecarious work, Kurzarbeit

JEL: J2, 35



Eva Vavreckova, Jana Stuchlikova

NAKUPNi PREFERENCE ZAKAZNIK U PRI VYUZIVANI
SLEVOVYCH PORTAL U

Abstrakt: Prispevek je ¥novan problematice slevovych porté@ aktualnimu vyuzivani tuzemskymi zakazniky.
Po uvedeni specifik nakupovani presinictvim slevovych poriaha internetu je na zékladslastniho vyzkumu
zmapovan postoj zakaziik jejich vyuzivani. Pozitivni zkuSenosti respotileryuzivajicich slevové portaly
jsou v kontrastu s nazorygdstavitel profesnich sdruzeni zastupujicich poskytovatelebl Postoje hoteliér

a restauratéi ke slevovym portai se diferencujiétSinou v zavislosti na charakterurzzeni.

Kli¢ova slova:Gastronomie, hromadné nakupovani, slevové porsahypy, voucher

BUYING PREFERENCES OF CUSTOMERS WHO TAKE ADVANTAGE
OF GROUP BUYING WEBSITES

Abstract: The paper deals with the issue of group buying iteband their current usage by Czech customers.
First, the characteristic of buying through thesebsites is given, and then a survey of the cusratitude is
conducted based on research. Positive experientesspondents taking advantage of these websitetsash
with the opinions of professional associationscidfs representing service providers. The attituddoteliers

and restaurateurs to these websites differentiaistiy depending on the character of the establisiime
Key words:Gastronomy, bulkpurchase, groupbuyingwebsitesjseEsyvoucher

JEL Classification: M31, M37
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Sarka Tittelbachova

INICIACE VZNIKU LOKALNi ORGANIZACE TURISMU NA
PLZENSKU

Abstrakt: Marketingovétizeni destinace je dnes nezbytnosti pro tyj ktegji uspet v silici konkurenci. Protoze
komplexni produkt turismu jgetzec sluzeb jednotlivych subjéktkombinovanych tak, aby oslovily klienta a
motivovaly ho k nav&t¢ destinace, znamena to koordinovat aktivity jedwath subjeki. Nefas¥jSi formou
organizace marketingovéheizeni destinace turismu j&izeni prostednictvim organizace destict@iho
managementu (DMO), dalSi formouize byt klastr a specifickou a novou formatogni v turismu je Tourism
Learning Areas. Cilemifspevku je ukazat, jak je mozné aplikovat metodu Toutisarning Areas k zalozeni a
rozvoji efektivni a ¢inné platformy pro rozvoj turismu v severnim Riel, a to na zakladiniciativy obce
Brasy.

Kli¢ova slovaKlastr, marketingovéizeni destinace, &ivani, Tourism Learning Areas,&na sprava.

CREATION INITIATION OF A LOCAL TOURISM ORGANISATION IN
PILSENER REGION

Abstract: Destination marketing management is necessity fowlo want to succeed in strengthening
competition. The total (complex) tourism producthe chain of separate services combined to addrbsst
and to motivate him to visit a destination, it mgdn coordinate activities of individual subjecthe most
common form of a organization for destination mérige management is management through Destination
Management Organization (DMO); cluster can be uasdan another form as well as Tourism Learning Area
what is an example of specific form used for netimgyin tourism. Aim of the paper is to show hovapply the
method of Tourism Learning Areas in a case of dpief) more efficient and powerful platform for tem

development in a northern part of a Pilsen region.

Key words: Cluster, destination marketing management, netwagrkipublic government, Tourism Learning

Area.

JEL Classification: L32



Vladimir Vavre ¢ka, Michal Blasko

SITOVANI JAKO JEDEN Z P REDPOKLADU USPESNOSTI
DESTINACE CESTOVNIHO RUCHU

Abstrakt: Cestovni ruch pat celos¢tove bezesporu k jednomu z velmi vyznamnychkitedVS distem trhu a
rozvojem celého sektoru turismu se postupostuje i konkurerini boj. Komplikovanost odtvi je dana jak
jeho strukturou (vyrazh prevazujici mnozstvi malych podi)ik tak provazanosti &dou dalSich sektdr
turismus ovlivujici a podilejici se na jeho (&mosti. Vyznamnou roli sehrava iregy sektor a zejména
samospravné instituce. Spoluprace, kooperacerav&ni se tedy jiz na prvni pohled stavaji zékladnim

prredpoklady usgsnosti destinaci.

Kli¢ova slova:Cestovni ruch, destinace cestovniho ruchu, destinenanagement,/pdpoklady Usgsnosti,
sifovani.

NETWORKING AS ONE OF TOURISM DESTINATIONS SUCCESS
FACTOR

Abstract: Tourism without a doubt is one of the world mogiantant sectors. With the growth of the market and
the development of the tourism sector the competis gradually sharpening. The complexity of thetar is
given by its structure (a predominant number of Isreaterprises) and linkages with other sectorseetiihg
tourism and contributing to its success. Importesie is played by the public sector and in partanuby self-
governing institutions. Collaboration, cooperati@md networking become therefore at first sight #ical

success assumptions of destinations.
Key words:Tourism, tourism destination, destination managen®rccess assumptions, networking.
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