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Slovo vivodem
VidZené ddamy, vdZeni panové!

Predkldddme vam recenzovany sbornik prispévkii z 9. roc¢niku mezindrodni
védecké konference Hotelnictvi, turismus a vzdéldvdni. Vysokd skola
hotelovd v Praze jako organizdtor tak prezentuje ctendium soubor poznatkii
a ndzori, které na vilastnim jedndni konference zaznély — v plénu,
v panelové diskusi ¢i v tematickych odbornych sekcich zamérenych na obory
hotelnictvi, gastronomie a cestovniho ruchu.

I kdyZ nelze tlumocit tvarci klima, zainteresovanost ucastnikit a celkovou
atmosféru pribehu konference, vérime, Ze vécné podklady a informace
v publikovanych prispévcich mohou prinést cenné informace a podnéty pro
vasi dalsi prdci.

Pocet pisemnych sdéleni je i letos velice obsdhly — celkem obsahuje sbornik
27 recenzovanych odbornych sdéleni. Cenime si skutecnosti, Ze oproti
predeslym rocnikiim vzrostl pocet prispévkii publikovanych v anglickém
jazyce.

Ucastikiim konference dékujeme za zdjem a osobni iicast — i za trvalou
spoluprdci na teoretické i praktické Ccinnosti oboru. TéSime se, Ze
spoluprdce bude pokracovat a Ze se pristi rok zase v plném poctu sejdeme u
prileZitosti jubilejniho 10. rocniku konference.

Ing. Petr Studnic¢ka, PhD.
¢len organizacniho vyboru konference

V Praze dne 11. rijna 2017
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FINANCOVANIE KUPEINEJ
STAROSTLIVOSTI Z VEREJNEHO
ZDRAVOTNEHO POISTENIA V SLOVENSKEJ
REPUBLIKE

FINANCING OF SPA CARE
FROM THE PUBLIC HEALTH INSURANCE
IN THE SLOVAK REPUBLIC

Jan Derco

Abstrakt: Prirodné liecebné kipele su na Slovensku zdravotnickymi
zariadeniami, ktorych hospoddrenie je zdvislé od aktudlnych podmienok
iihrad  z verejného systému zdravotného poistenia. Cldnok formou
pripadovej stidie analyzuje vyvoj cien za oSetrovaci deni hradenych
z verejného zdravotného poistenia jednotlivym kiipelnym podnikom zo
strany Vseobecnej zdravotnej poistovne, a.s. za roky 2013-2016. Sicasne,
na priklade poctu pobytov hradenych zo strany spolocnosti Doévera
zdravotnd poistovia, a.s., uvddza podiel jednotlivych kipelov na tomto
segmente trhu v roku 2016.

Kricové slovd: cena, kiipele, zdravotné poistenie, zdravotny cestovny ruch

Abstract: The natural medical spas in the Slovak Republic are medical
facilities, whose management depends on current conditions of
reimbursements from the public health insurance system. By way of a case
study, the article analyzes the development of prices per treatment day
covered by the public health insurance and paid by VSeobecnd zdravotnd
poistoviia, j.s.c. to individual spa facilities in 2013 to 2016. At the same
time, using the example of the number of stays paid by Dovera zdravotnd
poistovia, j.s.c., it shows the share of individual spa facilities in this market
segment in 2016.



Key words: price, spa, health insurance, health tourism

JEL Classification: Z32, 111

Uvod

Na vyznam zdravotného cestovného ruchu v krajinach strednej a vychodne;j
Eurépy poukazuje aj aktudlna Stidia Eurépskeho parlamentu Research for
TRAN Committee - Health tourism in the EU: a general investigation
(Mainil et al., 2017).

Ciel'om tohto prispevku je analyzovat vyvoj cien za kipelnu starostlivost
hradend z verejného zdravotného poistenia jednotlivym kipelnym
podnikom zo strany VSeobecnej zdravotnej poistovne, a.s.. Sucasne, na
priklade poctu pobytov hradenych zo strany spolo¢nosti Dovera zdravotna
poistoviia, a.s., uvadza podiel jednotlivych kipelnych podnikov na tomto
segmente trhu.

Material a metody

Formou pripadovej $tidie boli spracované udaje za spoloc¢nosti —
Vseobecna zdravotnd poistoviia, a.s. (cena za oSetrovaci defl) a Ddvera
zdravotna poistovna, a.s. (pocet pobytov jej poistencov). K 1. 1. 2017 mala
Vseobecna zdravotna poistovna, a.s. 63,08%, Ddvera zdravotna poistovia,
a.s. 27,55% a Union zdravotna poistovia, a.s. 9,37% podiel poistného
kmeinia (Urad pre dohlad nad zdravotnou starostlivostou). Analyza sa
zameriava na cenu za oSetrovaci deil zvlast pre kiipel'né pobyty kategérie
A a kategorie B. Zdrojom udajov st povinne zverejiiované zmluvy uzavreté
medzi VSeobecnou zdravotnou poistoviiou, a.s. a prirodnymi lie¢ebnymi
kipel'mi, ktoré maji pravnu formu obchodnej spolocnosti (a.s. a s.r.o.) za
obdobie rokov 2013-2016. Pocet pobytov hradenych z verejného



zdravotného poistenia jednotlivym prirodnym lie¢ebnym kipel'om zo strany
spolo¢nosti Ddvera zdravotna poist'oviia, a.s. sa vztahuje na rok 2016.

Vysledky a diskusia

V rokoch 2013-2016 mierne réstli vysky uhrad za oSetrovaci den
Vseobecnou zdravotnou poistoviiou, a.s. v kategérii A. NajvysSiu vysku
dhrad mali Bardejovské kiipele, a.s., Kiipele Lucky, a.s., Kipele Bojnice,
a.s., Kupele Slia¢, a.s. a Kipele Trencianske Teplice, a.s. (Tabulka 1).
Hodnoty sd vyjadrené rozpitim, ktoré je spdsobené zmenou vysky thrady
v priebehu roka, pripadne rozdielnou vySkou uhrady pre jednotlivé
ochorenia vramci danej kategdrie. V pripade pobytov pri indikaciach
kategdrie B vyska dhrad za oSetrovaci den stagnovala (Tabul’ka 2). Nakol'’ko
zdravotné poistovne musia podla § 6 ods. 4 pismena h) zdkona ¢. 581/2004
Z.z.  ozdravotnych  poistovniach, = dohlade nad  zdravotnou
starostlivostou povinne zverejiiovat’ zmluvy s poskytovateI'mi zdravotnej
starostlivosti aktualne tddaje za spolo¢nosti Dovera zdravotna poistoviia, a.s.
aUnion zdravotna poistoviia, a.s. je mozné vyhladat na
https://poskytovatelia.dovera.sk/uvod,
https://portal.unionzp.sk/ehipweb/pub/verejne-zmluvy-pzs. Najvy$s§i pocet
poistencov spolo¢nosti Dovera zdravotna poistoviia, a.s. absolvovalo v roku
2016 kupelnd liecbu v nasledujicich prirodnych liecebnych kupel'och:
Bardejovské Kipele a.s., SLK Piestany a.s., Kipele Trencianske Teplice,
a.s. a Kipele Dudince, a.s. (Graf 1).



Tabulka 1: Cena v EUR uhradzana Vseobecnou zdravotnou
poist’oviiou, a.s. v rokoch 2013-2016 za oSetrovaci deii pri indikaciach
kategorie A

Cena za oSetrovaci de pri indikdcidch kategorie A

Kiipelny podnik

peryp 2013 2014 2015 2016
Bardejovské kiipele a.s. 36,30 —42,00 | 40,10-42,00 | 40,10—-42,00 | 40,10 —44,00
Kiipele Bojnice a.s. 34,69 34,69 -36,69 | 36,69 —-38,69 | 40,00—42,00
Kiipele Brusno a.s. 37,35 37,35-39,35 39,35 39,40 — 41,40
PIENINY RESORT, s.r.o. 35,95 35,95 36,45 37,00 — 38,00
Prirodné jodové kiipele
Cig, a.s. 34,69 -37,01 | 34,69-37,01 | 34,69-39,00 | 39,00-41,00
Kiipele Dudince a.s. 35,35 35,35 35,35 37,00 — 38,00
Kiipele Kovdcovd, s.r.o. 34,69 34,69 34,69 — 36,69 | 37,00 - 38,00
KUPELE LUCKY a.s. 35,50 - 40,10 40,10 40,10 40,10 — 42,00
Kiipele Nimnica, a.s. 35,40 35,40 36,00 38,00 — 40,00
Slovenské liecebné kipele
Piestany a.s. 35,95-37,82 | 35,95-37,82 | 36,45-39,32 | 39,00 -41,00
Horezza, a.s. 34,69 34,69 34,69 37,00
Slovenské liecebné kiipele
Rajecké Teplice a.s. 34,69 34,69 — 35,50 35,50 37,00 — 38,00
Kiipele Sliac a.s. 39,85-41,90 | 39,85-41,90 | 39,85-41,90 | 40,80 -41,90
Liecebné termdlne kiipele
a.s. 34,69 34,69 34,69 — 36,00 37,00
Kiipele Trencianske
Teplice, a.s. 36,15 -40,10 40,10 40,10 -40,80 | 40,80 —41,80
Slovenské liecebné kiipele
Turcianske Teplice, a.s. 34,69 -37,01 | 34,69-37,01 | 35,70 -38,00 | 37,00 - 40,00
Kiipele Vysné Ruzbachy
a.s. 33,70-39,15 | 36,35-39,15 | 36,35-40,00 | 38,50 -41,00
Kiipele Lucivnd a.s. 36,35 36,35-38,35 | 38,35-40,35 42,00
Kiipele Stos, a.s. 34,69 -39,00 | 38,90-39,00 | 38,90-39,00 | 38,90 -39,50
Kiipele Horny Smokovec
S5.1.0. 36,35 36,35 36,35 37,00 — 38,00
Kiipele Novy Smokovec,
a.s. 34,69 34,69 34,69 37,00 — 40,00

Zdroj: Spracované autorom




Tabul’ka 2: Cena v EUR uhradzana Vseobecnou zdravotnou
poist'oviiou, a.s. v rokoch 2013-2016 za oSetrovaci den pri indikaciach
kategorie B

Cena za oSetrovaci den pri indikdcidch kategorie B

Kiipelny podnik

pernyp 2013 2014 2015 2016
Bardejovské kiipele a.s. 20,50 - 22,00 | 20,50 -22,00 | 20,50 -22,00 | 20,50 —22,00
Kiipele Bojnice a.s. 22,08 22,08 22,08 22,00
Kiipele Brusno a.s. 22,00 22,00 22,00 22,00
PIENINY RESORT, s.r.o. 22,00 22,00 22,00 20,50 — 22,00
Prirodné jodové kipele
CiZ, as. 22,08 22,08 22,08 22,00
Kiipele Dudince a.s. 22,00 22,00 22,00 22,00
Kiipele Kovdcovd, s.r.o. 22,08 22,08 22,08 22,00
KUPELE LUCKY a.s. 22,00 20,50 —22,00 | 20,50 —22,00 | 20,50 —22,00
Kiipele Nimnica, a.s. 20,50 - 22,00 | 20,50 -22,00 | 20,50 -22,00 | 20,50 - 22,00
Slovenské liecebné kiipele
Piestany a.s. 22,00 22,00 22,00 22,00
Horezza, a.s. 20,50 -22,00 | 20,50-22,00 | 20,50-22,00 | 20,50 -22,00
Slovenské liecebné kiipele
Rajecké Teplice a.s. 22,00 22,00 22,00 22,00
Kiipele Sliac a.s. 22,00 22,00 22,00 22,00
Liecebné termdlne kiipele
a.s. 22,00 22,00 22,00 22,00
Kiipele Trencianske
Teplice, a.s. 22,00 22,00 22,00 22,00
Slovenské liecebné kiipele
Turcianske Teplice, a.s. 22,00 22,00 22,00 22,00
Kiipele Vysné Ruzbachy
a.s. 22,08 22,08 22,08 22,00
Kiipele Lucivnd a.s. - - - -
Kiipele Stos, a.s. 20,50 - 22,00 | 20,50 -22,00 | 20,50 -22,00 | 20,50 - 22,00
Kiipele Horny Smokovec
S.1.0. - - - -
Kiipele Novy Smokovec,
a.s. 20,50 — 22,00 | 20,50 -22,00 | 20,50 —22,00 | 20,50 — 22,00

Zdroj: Spracované autorom
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Graf 1: Pocet kiipel’nych pobytov hradenych spolo¢nost’ou Dovera
zdravotna poist'oviia, a.s. v roku 2016
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Zdroj: DOVERA zdravotna poistovia, a. s. (Matej Stepiansky - osobna
komunikacia)
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Zaver

Vyska thrad pri indikacidch kategérie A je jednym z faktorov, ktoré maji
vplyv na skutoc¢nost’, Ze sa niekol’ko prirodnych lie¢ebnych kipelov ocitlo
v Cervenych cislach (Derco, 2017) a na vyvoj celkovych ukazovatel'ov
kipel'ného sektora (Derco a Pavlisinova, 2017). Vyvoj poctu pobytov
a celkovych nakladov na kudpelnd starostlivost hradeni zdravotnymi
poistoviiami z verejného zdravotného poistenia odzrkadl'uje demograficky
vyvoj. Na rozdiel od komerénych wellness pobytov a lieCebnych pobytov
hradenych samoplatcami vSak vyska thrad dostato¢ne neodzrkadl'uje realne
nédklady a potrebu investicii (Derco, 2014).
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SOCIALLY RESPONSIBLE ACTIVITIES IN
THE HORECA SECTOR

Marie Dohnalova

Abstract: Corporate Social Responsibility (CSR) is a concept that is
reflected in economic, social, environmental, employee and management
activities. The paper presents first survey results of activities according to
the methodology recommended for the Czech environment as well as for the
HORECA sector. The paper is based on qualitative survey among thirty
entities in the HORECA sector conducted during 2016-2017. The outputs
form a basis for a wider use of the methodology among hotels, restaurants
and companies interested in further development of CSR.

Key words: Corporate Social Responsibility, sustainable development

JEL Classification: M14, O15, 035

Introduction

Corporate Social Responsibility represents a new and up-to-date topic in the
last few years. Many commercial companies perceive they should return
something to the society or care for their surroundings or community. CSR
combines these feelings with business activities. The phenomenon is also
visible in the HORECA sector, not only in large hotels that are often part of
international hotel chains. It also involves small hotels and restaurants with
where hotel owners pursue strong personal values, family tradition or desire
to do something beneficial for the nature or society. Authors Anheier and
Toepler (2010) report that CSR was initially synonymous with donations.
Charities and donation companies behaved socially responsible and were
perceived as "a good corporate citizen". At present, socially responsible
behaviour is associated with sustainable development with tree
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responsibilities. So called triple bottom line is described as a principle
according to the company’s activities and is based on three pillars:
economic (Profit), environmental (Planet) and social (People). The Business
For Social Responsibility international organization has adopted a definition
stating that "CSR means managing business activities in a way that fulfils or
exceeds ethical, legal, commercial and social expectation from businesses."
(Kotler, Lee in Kunz, 2012, p. 15).

Corporate Social Responsibility is positively perceived not only by
companies (hotels, restaurants, etc.) themselves, but also by customers or
potential employees. According to foreign surveys, customers are more
willing to buy products or clients are more willing to use services from CSR
companies (Zeitouni, Sadeh, 2014). Social responsibility is becoming an
important factor in the choice of employment, especially for Y-generation
employees (Legnerova, 2016).

According to the latest study of UN Global Compact and Accenture (2016),
directors are primarily accountable for the responsible behaviour agenda.
Virtually all top managers (95 %) feel personally responsible for making
sure that their companies play social role as well, more than two thirds (69
%) of managers involved in the survey stated that sustainability has become
part of discussions held at top management level. Based on the above, a
methodology for development of a non-financial CRS report is currently
being verified and it will be certified by the Ministry of Industry and Trade
of the Czech Republic (CSR Reporting, 2017).

Material and methods

Main objective of the survey:

Analysis of socially responsible activities of selected entities in the
HORECA sector.

15



Survey sample and time:

The survey was conducted in 2016 and 2017 among thirty HORECA
entities: a targeted selection of twenty hotels and ten restaurants was carried
out.

Survey approach:

The survey was conducted by a combined form of questionnaire survey and
documents content analysis. First part of the survey was carried out in the
form of e-mail communication sent to companies, using a structured
questionnaire with 33 questions. Of the 30 respondents, 21 responses were
returned, representing 70 %. Results were supplemented for entities that
submitted completed questionnaire by information published on their
website.

Results

Socially responsible activities were analysed in the following areas:
economic, employee, social, environmental and CSR management.

The first four areas represent a stable part of corporate social responsibility
according to foreign approach (Pless, Maak, 2012). The Czech methodology
additionally includes an area of CSR management in order to assess
management of socially responsible activities in companies.

The most frequent activities at hotels and restaurants are listed in the table

below. The CSR management area was not included in the overview, as
management of these activities was mentioned only rarely.

16



Table 1: The most frequent socially responsible activities at hotels
(over 50 %):
economic, social, environmental, employee and management activities

Economic Employee Social Environmental
Area Area Area Area
Procedures Care for Implementation | Waste sorting &

established in professional of the Code of reduction

the field of growth of Ethics

occupational employees

safety and

health

protection

Providing high | Determining Financial or Using

quality services | employee other support of | environmental

satisfaction non-profit friendly
organizations technology and

materials

Source: Own survey, 2017.

Table 2: The most frequent socially responsible activities at restaurants
(over 50 %):

Economic Employee Social Environmental
Area Area Area Area
Procedures Determining Observance of | Waste sorting &
established in employee ethical reduction

the field of satisfaction behavioral
occupational principles
safety and

health

protection

Source: Own survey, 2017.

An environmental area was reported as the most frequent activity by all
entities — waste sorting and trends towards waste reduction, willingness to
use environmentally friendly technologies, recycled materials or to buy
products from local producers. These are the first steps to promote a
preventive approach to environmental protection in the HORECA sector,
with hotels and restaurants systematically assessing a level of risk of non-
compliance with environmental, health and safety standards. Development
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of environmental principles, monitoring their compliance and
implementation of environmental policy at all levels would represent a
challenge. Further CSR activities identified in the survey were focused
internally — a need to care for employees and their satisfaction or
professional growth possibilities through recommendation of different
training or mediation of courses or seminars, regarding hotels. Some hotels
pursue corporate philanthropy, primarily by granting donations and gifts to
non-profit organizations. The support was usually aimed at helping disabled
and socially disadvantaged people and primarily foundations (regarding
non-profit organizations), often associated with a well-known personality,
with a mission to help disadvantaged social groups.

Discussion

Restriction of survey: the survey was conducted for a sample of twenty-one
selected entities. However, such sample is too small, so results cannot be
generalized to the entire HORECA sector. Consequently, discussions and
conclusions apply only to group of surveyed entities. The survey will
continue with an aim to increase number of respondents; number of hotels
and restaurants will increase. The data obtained is associated with
overcoming selected obstacles. Companies, for example, do not want to
register in the on-line methodology available on the website (csr-
reporting.cz) prior to knowing an exact wording of questions. We may
assume that for instance hotels intend to keep selected internal data
confidential. Upon completion of the questionnaire, a question concerning
collection of personal data was also asked. Would the hotel information be
provided to somebody else? For this reason, no specific names of surveyed
entities are disclosed in the text.

Conclusion

Survey results of selected sample of entities illustrate that a concept of
social responsibility is new both for the Czech environment and for the
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HORECA sector as well. Most entities are involved in environmental issues
and we can deduce that they are interested in sustainable development. In
the context of CSR, a need to pay more attention to employees is
emphasized. Compared to foreign practice, there is a great opportunity to
co-operate with local communities, to participate in social life in regions
where entities are headquartered leading to increased visibility in local
conditions. Hotels may promote their reputation among customers and also
their reputation as employers among current employees and potential job
seekers. Hotels and restaurants expect innovations related to entire
environmental area. Idea of a socially responsible approach is not associated
only with economically advanced countries, it is a global phenomenon.
Nowadays, people may find all information about business on the Internet
and they monitor under which conditions services are provided or how
products are produced, whether they bring added value and other aspects
that have not been of great importance to customers in the past. Philip
Kotler emphasized that companies must not ignore social responsibility
because customers and clients exchange information on impact of economic
activities on the environment, on the health and well-being of people,
families and communities on Internet today. People are interested not only
in the quality offered but also in the social initiatives of the companies
(Kotler, 2013).
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OCHOTA DAVU PODIELAT SA NA ROZVOJI
CESTOVNEHO RUCHU - PREDPOKLAD
VYUZITIA CROWDSOURCINGU V MESTE
KOSICE

WILLINGNESS OF THE CROWD TO BE
ENGAGED IN TOURISM DEVELOPMENT -
PRECONDITION FOR THE USAGE OF
CROWDSOURSING IN KOSICE

Ludmila Elexova, Martina Tom¢ikova

Abstrakt: Crowdsourcing je pomerne novy fenomén, ktorého zdkladnym
predpokladom vyuZitia v cestovnom ruchu je zapojenie davu do cinnosti
v jeho rozvoji. Najcastejsie ide o materidlnu, financni alebo dobrovolnicku
pomoc. Cielom prispevku je analyzovat ochotu obyvatelstva hromadne sa
podielat na aktivitdch v rozvoji cestovného ruchu vo vybranom cielovom
mieste, konkrétne v meste Kosice. VyuZiva primdrne udaje ziskané pomocou
dotaznika vyhodnotené pomocou metod deskriptivnej Statistiky.

KPucové slovd: cielové miesto cestovného ruchu, crowdsourcing, miestne
obyvatel'stvo

Abstract: Crowdsourcing is a new phenomenon. It assumes participation of
local crowd in development activities to be applied in tourism. It is aimed
mostly on material, financial or volunteering participation. Main objective
of the article is to analyze the willingness of locals "in crowd" to participate
on tourism development in the Slovak destination Kosice. It analyzes
primary data gained from questionnaire processed by the methods of
descriptive statistics.

Key words: tourist destination, crowdsourcing, local inhabitants
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Uvod

Na rozvoji cestovného ruchu v cielovom mieste je zainteresovanych mnoho
subjektov. Ich vzdjomna spoluprica je vel'mi doleZita pri napliani cielov,
ktoré chce cielové miesto dosiahnut’. Obyvatelia cielovych miest maji v
rozvoji cestovného ruchu doéleZité postavenie, a preto by sa ich mali snazit
zapojit’ manazérske organizacie, zdruZenia cestovného ruchu a iné subjekty
zainteresované na rozvoji cestovného ruchu. Nové moZnosti, ako ich
zapojit’, prisli najmé s prichodom internetu. Termin crowdsourcing prvykrat
pouzil profesor Zurnalistiky na Univerzite v Bostone Jeff Howe vo svojom
¢lanku s ndzvom ,The rise of crowdsourcing”. Tento c¢lanok bol
publikovany v Casopise Wired. Howe (2006) definuje crowdsourcing ako
postup vyuZzivania subdodavatel'skych sluZieb (outsourcing) poskytovanych
nedefinovanymi, obvykle vel’kymi skupinami l'udi, a to vo forme otvorene;j
vyzvy, pricom pdvodne tieto dlohy vykonadval povereny clovek. Tento
pojem vznikol zo spojenia dvoch anglickych slov, a to crowd, co
predstavuje skupinu, masu ¢i dav l'udi, ktori maji nie¢o spolo¢né. Druhé
slovo je outsourcing, ¢o znamena vyclenenie konkrétnej ¢innosti na tretiu
stranu. Crowdsourcing teda predstavuje vyclenenie, distribiciu konkrétnej
¢innosti na niekol'ko nezavislych T'udi (Probst, 2014). Surowiecki (2005)
definuje crowdsourcing doslova ako ,dav-zdroj“, kde zdrojom je dav.
Zakladny princip crowdsourcingu je, Ze viacero hlav su lepSie ako jedna
hlava. Tvrdi, Ze ak nevieme vyrieSit nejaky problém, alebo ziskat odpoved’
na otazku, je dobre oslovit’ priamo ciel'ovi skupinu. Crowdsourcing je tieZ
definovany ako proces ziskania prace ¢i finan¢nych prostriedkov, zvycajne
on-line od davu l'udi (Bratvold, 2016). Slany (2010) uvadza, Ze ide o
centrilne organizovani Cinnost, ktord vedie k dosiahnutiu presne
definovanych cielov, a to s vyuzitim védcSieho mnoZstva zainteresovanych
0sdb z radov zdkaznikov alebo sympatizantov.

Pojem crowdsourcing ako technika je tuzko spojeny s kolektivnou
inteligenciou, teda urcitou schopnostou skupiny l'udi néjst’ lepSie rieSenie
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problému neZ jednotlivec. Vd’aka technolégiam su k dispozicii aj platformy,
ktoré umoziuju s davom a jeho kolektivnou inteligenciou pracovat’. Rozdiel
medzi crowdsourcingom a oby€ajnym outsourcingom je v tom, Ze tuloha
alebo problém su zadané verejnosti, nie inej organizécii. Open source tvorba
je kooperativna ¢innost’ iniciovana a dobrovolne vykonavana verejnost’ou.
V crowdsourcingu je Cinnost’ iniciovand zdkaznikom a priaca mdze byt
vykonani jednotlivcom alebo skupinou (Knihov4, 2011). Rozli§ujeme r6zne
typy crowdsourcingu, a to ,crowdsource dizajn®, ,microtasks® alebo
,~microwork®, ,,otvorend inovacia“, ,crowdvoting“, ,crowdsearching® a v
stcasnosti najrozsirenejSia forma crowsourcingu ,,crowdfunding*.

Material a metody

Ciel'om prispevku je analyzovat’ ochotu obyvatel'stva hromadne sa podiel'at’
na aktivitich v rozvoji cestovného ruchu. Predmetom skimania je ochota
davu ako jeden =z predpokladov vyuZitia crowsourcingu Vv rozvoji
cestovného ruchu na priklade mesta KoSice.

Odbornd literatira uvadza, Ze crowdsourcing ma vel'mi vysoky potencial
pre vyuZitie najmd v marketingu a manaZzmente cielového miesta
cestovného ruchu. Analyza vyuZiva predovsetkym primérne zdroje ddajov
ziskané dotaznikovym prieskumom. Zadmerom prieskumu bolo zistit' ochotu
doméceho obyvatel'stva podiel’at’ sa ,,v dave™ na rozvoji cestovného ruchu
vo vybranom cielovom mieste, konkrétne v meste Kosice. Vyberovy stibor
tvori 100 subjektov — miestnych obyvatelov a inych subjektov
zainteresovanych na rozvoji cestovného ruchu v meste KoSice. Vyberovy
sibor bol zostaveny nihodne. Udaje si vyhodnotené pomocou metéd
deskriptivnej Statistiky. U doméacich obyvatelov sme vzhladom na
podmienky rozvoja na Slovensku zistovali ochotu podielat’ sa financne,
materidlne, oboma spésobmi, resp. ani jednym z uvedenych spdsobov na
aktivitach, ktoré priamo alebo nepriamo prispievaju k rozvoju destinacie.
I8lo o aktivity ako: obnova pamiatok, uprava a skrasl'ovanie mesta, aktivity
neziskovych organizacii, ktoré si aj v prospech domacich, nie len
navstevnikov, ¢innost’ zacinajicich umelcov, ¢innost’ miestnych vyrobcov,
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¢innost’ Sportovych klubov, dobré napady deti a mladeZe, ktoré prispievaji
k rozvoju mesta, dobré ndpady zacinajicich podnikatel'ov, vzdelavacie
aktivity - podujatia pre verejnost’, aktivity s charitativnym rozmerom a iné.

Vysledky

V dnesnej dobe maju l'udia tendenciu ziskavat’ informacie prostrednictvom
internetu cez webové stranky a nie tradicne cez cestovné agentury, broZiry,
prospekty a podobne. Spoliehaju sa tak na informicie, ktoré si dostupné na
internete a ich rozhodnutia si Castokrat zaloZené na dovere a povesti
jednotlivych cielovych miest. Cielové miesta tak mdzu zvySit' svoju
navstevnost’ napriklad tym, Ze vyzvd navstevnikov k tomu, aby napisali
recenziu o cielovom mieste alebo zdielali svoje sktisenosti, fotografie a
zazitky s ostatnymi 'ud’'mi na internete. Takto je mozné vyvolat' zaujem a
nadSenie u potencidlnych navstevnikov cestovného ruchu. Crowdsourcing
teda mozno v cestovnom ruchu vyuzit' ako jednu z foriem propagacie.
Uctelom crowdsourcingu je aj posilnenie vyznamu cielového miesta, ked’ sa
z jeho navstevnikov, ale aj miestneho obyvatel'stva, stdvaji subjekty, ktoré
sa podiel’aju na jeho riadeni (Egger, Gula, Walcher, 2016).

Z prieskumu vyplynulo, Ze 22 % respondentov z radov domdiceho
obyvatel'stva mesta KoSice sa uz v minulosti zapojilo do rozvoja cestovného
ruchu a to ako dobrovolnici pri organizovani podujati. Len minimum
miestneho obyvatel'stva (5 %) sa zapija materidlnou pomocou (napr.
zapozi¢anim vybavenia, niradia ¢i poskytnutim materidlu v pripade najmi
dobrovolnickych aktivit). Rovnaky podiel obyvatelov (5 %) sa zapdja
prostrednictvom finanénej pomoci. Do verejnej diskusie k rozvoju
cestovného ruchu a to prostrednictvom poskytnutia mySlienky, nidpadu ¢i
nazoru, sa v meste KoSice zapojilo v minulosti 10 % obyvatelov. AZ dve
tretiny respondentov prieskumu uviedlo, Ze sa eSte nikdy nijakym sposobom
nezapojili do rozvoja cestovného ruchu. Najviac z tych respondentov (44
%), ktori sa do rozvoja Ziadnym z uvedenych spésobov nezapojili, uviedlo,
Ze o ziadnej z relevantnych moznosti nevedelo, necela jedna tretina (28 %)
uviedla, Ze na to nema c¢as a len 6 % respondentov o to nemé zaujem a preto
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sa do podobnych aktivit nezapojilo, ani nezapoji. Zistili sme, Ze ochota davu
respektive Sirokej verejnosti podielat’ sa na rozvoji cestovného ruchu v
Kosiciach v skimanej vzorke existuje.

Prieskumom sme zistili, Ze dav respektive Siroka verejnost’ by bola ochotna
podporit’ obnovu kultirnych pamiatok a zariadeni a to predovsSetkym
materidlne. Tito moZnost uviedla priblizne jedna tretina (33 %) opytanych.
AZ 29 % respondentov by bolo ochotnych zapojit’ sa do obnovy kultirnych
pamiatok a zariadeni finan¢ne. Materidlne a zirovenn finan¢ne by tiito
¢innost’ podporilo 20 % Tl'udi zo skimanej vzorky. Podobny charakter maju
aj ¢innosti, ako je skraslovanie a iprava mesta (parkov a pod.). Takmer
polovica respondentov (azZ 45 %) by bola ochotnd zapojit' sa materidlne
napriklad zapozi¢anim néradia ¢i poskytnutim materidlu, takmer jedna
pétina by sa zapojila len finanéne (19 %) a financne aj materidlne by sa
zapojilo azZ 18 % respondentov. Pozitivnym zistenim je, Ze ¢i uZ materidlne
alebo financne je ochotnych podielat’ sa na tejto aktivite az 82 %
respondentov z radov miestnych obyvatel'ov. Dav je tieZ ochotny podporit’
aktivity neziskovych organizicii a obc¢ianskych zdruZeni, ktoré vedud k
rozvoju mesta nie len ako cielového miesta cestovného ruchu, ale najma
ako miesta Zivota obyvatelov. AZ 32 % obyvatelov ich podporuje
materidlne, 18 % finanéne a 26 % materidlne aj finangne. Cinnost
zaCinajucich umelcov (street art, koncerty, vystavy a pod.) by nepodporilo
18 % obyvatelov, 26 % by ju podporilo len financne, priblizne jedna
Stvrtina materidlne a jedna pitina financne aj materialne. Podobny charakter
mala aj zistend podpora miestnych vyrobcov, napr. podporou podujati pre
nich. Ttto skupinu 0s6b by nepodporilo priblizne 12 % obyvatel'ov.

.....

aktivity smerujice k rozvoju cielového miesta. V najva¢Som rozsahu je to v
pripade aktivit, ktoré smeruji k rozvoju mesta ako miesta Zivota
obyvatelov, ako je obnova kultirnych pamiatok a zariadeni, ¢innost
neziskovych organizicii a starostlivost o okolie, ako napriklad parky.
Cinnost’ $portovych klubov by nepodporilo Ziadnym spdsobom az 16 %
obyvatel'ov, aktivity s charitativnym rozmerom by nepodporilo az 10 %
obyvatel'ov, vzdeldvacie aktivity pre verejnost’ by nepodporilo Ziadnym zo
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sposobov 9 % obyvatel'ov, napady zacinajicich podnikatel'ov rovnako ako
napady deti a mlddeze by nepodporilo 8 % obyvatelov.

Zdiel'anie myslienok, napadov a ndzorov je dolezitym predpokladom
rozvoja cestovného ruchu. Zapojit’ sa prostrednictvom zdielania nazoru ¢i
dokonca poskytnit’ vlastné napady a mySlienky mestu alebo manazérskej
organizacii cielového miesta, ako urobit’ nieco, ¢o mdZe pomdct ich
rozvoju, ¢i dokonca rozvoju samotného cestovného ruchu, je jednoduché a
moZe to byt vel'mi ticinné. Nazory a zdujem domacich mozu mat’ vel’ku silu
a do znacnej miery mdZu pomoct mesto zveladovat. Z prieskumu sme
zistili, Ze azZ 92 % oslovenych by sa rado podelilo o svoje mySlienky a
niazory a pomohlo tak rozvoju cestovného ruchu i mesta. Len 8 %
respondentov by sa o svoje napady nepodelilo.

Diskusia

Najvicsim prinosom crowdsourcingu je schopnost’ dosiahnut’ kvalitnejSie
vysledky, vd’aka tomu, Ze l'udia, ktori sa na nom podielajd, ponikaju svoje
najlepSie ndpady, zrucnosti a podporu. Crowdsourcing umoziuje vybrat
najlepsi vysledok z najlepSich pric, na rozdiel od prijatia najlepSieho
prispevku od jedného poskytovatela. Vysledky mozu byt dodané ovela
rychlejSie  ako  prostrednictvom  tradinych metéd. Zakladnym
predpokladom vyuZitia crowsourcingu je vSak ochota davu podiel’at’ sa na
tychto aktivitich, zapajat’ sa, ¢i uz v prospech rozvoja cestovného ruchu
alebo ciel'ového miesta.

Z vysledkov vyplynulo, Ze ochota davu, respektive Sirokej verejnosti,
zapojit sa ¢i uZ materidlne, finan¢ne alebo dokonca oboma spdésobmi
sicasne do roéznych aktivit zameranych na podporu rozvoja cestovného
ruchu v Kosiciach, je pomerne vel'kd. AvSak verejnost’ nie je dostatocne
informovana o tom, Ze takdto moZnost' existuje. Dav je ochotny zdiel'at
svoje mysSlienky a ndpady v prospech rozvoja cestovného ruchu, ale aj
rozvoja miesta ich Zivota. Vznikd tu teda priestor pre manaZérske
organizacie v zlepSovani Cinnosti interného marketingu cielového miesta,
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ako aj vo vyuzivani elektronickych nastrojov predovSetkym v marketingu
destindcie. Manazérske organizicie ako strana dopytu sa musia viac
zaujimat’ o to, ¢o im dav (ako strana ponuky) mdZe poniknut’.

Zaver

Crowdsourcing predstavuje pomerne novy fenomén, ktory moéze poskytnit
podnikom, ale aj manaZérskym organizaciam, nové prostriedky pre rozvoj
cestovného ruchu. Zakladnym predpokladom vyuzitia akejkol'vek jeho
formy je ochota doméceho obyvatel'stva podiel’at’ sa hromadne, resp. v dave
na ¢innostiach v rozvoji cestovného ruchu. To bolo predmetom skimania
prispevku. Vzhladom na informativny charakter vysledkov a zloZenie
vyberového stiboru mé prieskum slizit' ako vychodisko d’alSieho SirSieho
skiimania moZnosti vyuZitia crowdsourcingu v cestovnom ruchu. Prispevok
je sucastou rieSenia projektu VEGA 1/0509/16 Perspektivy rozvoja
dobrovol'nickeho cestovného ruchu na Slovensku, ktory sa rie§i na
Ekonomickej fakulte Univerzity Mateja Bela v Banskej Bystrici.
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GLOBALIZATION AND ITS EFFECTS ON
LANGUAGES

Katefina Elisova, Eva Ottova

Abstract: This article examines the role of globalization and its effects on
languages. It identifies main principles, requirements and conditions of a
process called borrowing when words are taken from one language and
imported to the other. It also gives examples of loan words — which are
connected with gastronomy — in three languages (English, German and
Russian).

Key words: assimilation, borrowing, globalization, loan word

JEL Classification: Y9

Introduction

People are increasingly urged to learn foreign languages in order to cope
with an interconnected world and to be competitive. Learning a language is
thought to not only provide the learner with new language skills, but also to
broaden their understanding of the world via the cultural education that
often goes hand-in-hand with learning another language. The globalization
process has increased the demand for people who are more global in
outlook and perspective; and surely if people are proficient in various
languages, their perspective in life would tend to be global.

Materials and Methods

With respect to the nature of the contribution, it is based almost exclusively
on related literature, specialized web portals and relevant web sides. The
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most commonly used methods for creating the text were synthesis, analysis,
compilation and comparison. Implementing the mentioned methods we
have characterized the process of linguistic borrowing and its possible
impacts on a language.

Results and Discussion

“Globalization is a social process characterized by the existence of global
economic, political, cultural, linguistic and environmental interconnections
and flows that make the many of the currently existing borders and
boundaries irrelevant”. ' Globalization is widely increasing in many
different spheres in today’s world. This increase has many effects on a
language — both positive and negative. These effects on the language in turn
affect the culture of the language in many ways. One of the possible ways
of globalization in communication is a process called borrowing which
means that words might be taken from one language and are imported to the
other. Words which originated in one language are now used in another,
even by people who do not speak the ‘lending’ language. Today no
language in the world uses vocabulary which is entirely free of foreign
influence and native and foreign terms co-exist. Borrowing is a
consequence of cultural contact between two language communities.
Borrowing of words can go in both directions between the two languages in
contact, but often there is an asymmetry, such that more words go from one
side to the other. In this case the source language community has some
advantage of power, prestige and/or wealth that makes the objects and ideas
it brings desirable and useful to the borrowing language community. For
example, the Germanic tribes in the first few centuries A.D. adopted
numerous loanwords from Latin as they adopted new products via trade
with the Romans. Few Germanic words, on the other hand, passed into
Latin. The borrowing of a word into another language is always a gradual
process which takes some time. This gradualism could lead to the fact that

! Steger, M. B. (2003). Globalization: a very short introduction. Oxford: OXFORD University
Press.
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foreign words which are borrowed become “nativised” (e.g., anglicised in
the case of English). “Borrowed” words are known as loan words.

The general reason for borrowing a suitable word from another language is
the need to find a term for an unfamiliar thing, animal, cultural device, etc.
Other preconditions for borrowing which should be mention are prestige,
close contact in especially multilingual situations or the domination of some
languages by others. This lexical variation is not a new development. A
language has been extending its lexicon by acquiring new words from other
languages — for example English has adopted risotfo and pizzas from Italian,
vodka from Russian, goulash from Hungarian, coffee and yoghurt from
Turkish and ketchup from Chinese. Usually, the pronunciation and
morphology of the borrowings are adapted to the phonology and
morphology of the host language (i.e. the language which adopts the terms).

There are several different aspects how lexical borrowing can be classified
— grammatical point of view, historical period, direct vs indirect borrowing,
etc.

Haugen (1950) describes five different types of lexical borrowing from the
grammatical perspective:
= Loanword: the word and the meaning are borrowed, e.g. hummus
(or humous)
= Loan-translation: literal word-for-word translation of both parts of
the lending compound, e.g. superman derives from the German
“Ubermensch”
= Loan-rendition: the translation vaguely captures the original
meaning: refrigerator is translated as “ice-box” in Chinese
= Loan-blend: one part of the compound is borrowed, the other one
translated
=  Semantic loan: only the meaning is borrowed, not the word

As to historical perspective, we can notice already in Old English times
many Celtic loans used to describe place names — e.g. Cumberland is “the
land of the Cymry or Britons”, Latin loans used for terms associated mainly
with Christianity (munuc — “monk”), etc. In Middle English over 10,000
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French loan words arrived in two stages. Before 1250 mainly technical
words were borrowed from Norman French: legal (government, prison,
court), religious (clergy, abbot, sacrament), military (army, soldier,
sergeant) and miscellaneous (pork, beef, mutton) terms. And after 1250
mainly cultural terms were acquired from Parisian French: fashion (fashion,
dress, coat), domestic settings (curtain, towel, blanket), social life (leisure,
dance, music) and literature (poet, prose, romance). In Early Modern
English new words were borrowed mainly from Latin (perfect, logic) and
French (elegant, decision), but also from other languages, such as Greek
(theology, trilogy), Italian (opera, balcony), Spanish and Portuguese
(alcohol, alligator). Much of the vocabulary of Latin entered English during
the Renaissance (directly or via French) because Latin was the European
language of religion, education, and learning. In the late 20" century,
English sometimes serves in its turn as a kind of Latin in the main because
both have been languages of empire.

Direct borrowing is when a language adopts a term directly from another
language. English word omelette can be used as an example because it has
been imported from French (French — omelette) directly, with no major
phonological or orthographical changes. Indirect borrowing happens when a
certain word is passed on from the source language to another (as direct
borrowing), and then from that language is handed over to another and from
this one even to another. This process may be accompanied by phonological
and/or orthographical changes to fit to the phonological and/or
orthographical system of the recipient language.

Distinction should be made between the term “source of borrowing” and the
term “origin of borrowing”. The first should be applied to the language
from which the loan word (or borrowed word) was taken into recipient
language. The second refers to the language to which the word may be
traced.

The process of adaptation of borrowed words is called assimilation.

According to the degree of assimilation all borrowed words can be divided
into two groups:
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1. completely assimilated
2. partly assimilated

Completely assimilated borrowings follow all morphological, phonetical
and orthographic standards. They take an active part in word-formation.

Partly assimilated borrowings are often called neologisms. They may be
divided into 3 groups:
a) borrowings not completely assimilated phonetically
b) borrowings not completely assimilated grammatically
c) borrowings not assimilated semantically because they denote
objects and notions typical for the country from which they come

For assimilation of borrowing words the following conditions are required:
1. Phonetical and grammatical assimilation of a foreign word
2. Word-building activity of the word
3. Semantic assimilation
4. Regular use in the speech

Using loan words can lead to some language problems, e.g. the word can
lose its basic meaning, the word is not accepted by the language and
disappears, the word exists in the language for some period of time and then
becomes a historicism, etc.

Loan words can be identified in every language. There are several examples
of loan words which are connected with gastronomy and tourism.

In English

Appetizer — from French (small snack before a meal). Would you like some
garlic bread or another appetizer to start?

Barbeque — from French (southern style of cooking over a grill). The
barbeque wings are our specialty.

Kiwi — from Maori (a kind of fruit with a soft texture and a sweet but
unique flavour). The first recorded description of the kiwifruit dates back to
the 12" century.
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Muffin — from German (it is an individual-sized, baked product). Muffins
are often eaten as a breakfast food.

Lemon — from Farsi (this yellow fruit is used for culinary and non-culinary
purposes throughout the world, primarily for its juice, which has both
culinary and cleaning uses). A study of the genetic origin of the lemon
reported it to be hybrid between bitter orange (sour orange) and citron.

In German

die Mensa — from Latin (die Kantine einer Hochschule). Mitten auf dem
Campus befindet sich unsere Mensa Universitit am Boulevard mit dem sich
anschlieBenden Café Central. Hier konnen wir ein breites Sortiment
anbieten.

die Theke — from Greek (die tischdhnliche Trennung zwischen Personal und
Kunden in Gaststitten). Zwei Méanner kommen an der Theke ins Gesprich.
der, das Pub — from English. Willkommen im Kilians Irish Pub. Erleben Sie
irische Gastfreundschaft im Herzen von Miinchen!

die Sauce (or SoBe) — from French (ist eine fliissig bis sdmig gebundene,
wiirzende Beigabe zu warmen und kalten Speisen, Salaten und Desserts).
Nudeln mit Sahne-Pilzsauce ist ein Rezept mit frischen Zutaten aus der
Kategorie Nudeln.

das Café — from French Kaffee, or Arabic 548/ qahw (ist urspriinglich eine
Gaststitte, in der vor allem Kaffee als heiles Getrink angeboten wird). Es
ist das letzte echte ,,Wiener Café“ in Leipzig. Das Café Grundmann wurde
1998-2000 umfassend rekonstruiert und ist heute eines der wenigen
komplett im Art-Déco-Stil erhaltenen Kaffeehduser im deutschen
Sprachraum.

In Russian

Byrepopon — from German (xne6 ¢ maciom). Y MeHs ecTh OyTepOpos Ha
3aBTpaK.

Yurce! — from English (;kapensiiit xpyctsmuid kapTodens). I He MOTy ecTh
YHIICHI.

Kpam6x — from English (to crumble — xpommTs, mupor, “TecTO” KOTOPOTO
COCTOUT M3 MaCIITHO-MYYHOU Kpotkn). KpamOa — Mot T0OUMBIN AecepT.
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[Momumop — from Italian (pomo d’oro — 3o0motoe si6moxo). [ToMumops
SIBISTFOTCS] OCHOBOM Ka)KJJOr0 BKYCHOTO cajara.

Bynwon — from French (bouillon — otBap). Kak mpaBuisHO cBapuTh MSCHOM
OynboH?

Conclusion

Languages serve as important symbols of group belonging, enabling
different groups of people to know what ethnic groups they belong to, and
what common heritages they share. Without a language, people would lose
their cultural identity. Globalization is generally regarded as the process of
international integration involving businesses or organizations, but this
interchange of world views, cultures, and ideas has had a dramatic impact
on languages as well. Without language, there would be no globalization;
and vice versa, without globalization, there would be no world languages.
The process of borrowing (words are adopted by the speakers of one
language from a different language) is complex and gradual and there are
several pre-conditions necessary for successful implementation of loan
words into the language.

35



Literature

[1]

(2]

AHrnuiickue 3auMCTBOBaHMsI B pyccKoM si3bike. [online] [cit. 2017-09-
04]. Available from: http://englex.ru/english-borrowings-in-russian/
Amberg, J., Vause, D. 2013. Making Language Matter. New York:
Routledge. ISBN 978-0-415-52799-6.

Borrowing in the English Language. [online] [cit. 2017-09-04].
Available from: https://www.slideshare.net/Sveta-Svets/borrowing-in-
the-english-language

Food and Beverage Vocabulary. [online] [cit. 2017-09-04]. Available
from: https://www.englishclub.com/english-for-work/food-drink-
vocabulary.htm

Haugen, E. 1950. The Analysis of Linguistic Borrowing, in: Language,
26 (2), p. 214.

Language and Globalization. [online] [cit. 2017-09-04]. Available
from:  https://hdelhumeau.wordpress.com/2011/07/22/language-and-

globalization/
Loan Words in the English Language. [online] [cit. 2017-09-04].
Available from: https://www.translatemedia.com/translation-

blog/borrowed-terms-in-the-english-language/

Major Periods of Borrowing in the History of English. [online] [cit.
2017-09-04]. Available from:
http://www.ruf.rice.edu/~kemmer/Words/loanwords.html

Steger, M. 2003. Globalization, a Very Short Introduction. New York:
Oxford University Press. ISBN 978-0-19-280359-7.

36



Contact information

PhDr. Katefina Elisova

Department of Languages

Faculty of Economics and Management
Czech University of Life Sciences Prague
Kamycka 129

165 21 Prague

Czech Republic

E: elisova@pef.czu.cz

Description of the author
The author is a teacher of English and Russian languages. She is interested
in running and British, American and Russian literature.

PhDr. Eva Ottova

Department of Languages

The Institute of Hospitality Management in Prague
Svidnick4 506

181 00 Prague 8

Czech Republic

E: ottova@vsh.cz

Description of the author

The author is a teacher of Czech language for foreigners and German
language. She likes travelling.

37



MODELLING AND SIMULATION OF HOTEL
PROCESSES - THE METHOD OF HOTELIERS’
MANAGEMENT SKILLS TRAINING

Jan Héan, Zden¢k Ulrych

Abstract: The article describes the principles of modelling and simulation
methods and tools application within the training of hotel managers. It
shows the roles of business processes models development and simulation
experiments within the process of hotel system understanding.

Key words: management, model, process, simulation, skills, training

JEL Classification: C63, 031, L83

Introduction

The competencies of hotel management integrate knowledge and skills from
several important disciplines, e.g. economy, psychology, sociology,
technology etc. The education and training of hotel managers or students
preparing for this job is very interdisciplinary. Very important factor of this
process is the understanding of mutual relationships among particular states,
processes and results. The ability to recognise the nature of particular
occurrences and causalities and to perceive the relationships among
particular causes and possible consequences can be considered as the
important competence of a hotel manager. The development of these
competencies can play very important role in the frame of hotel managers
education and training.
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Materials and methods

Relevant knowledge of managed processes, the ability to describe these
processes in the understandable way, to be able to share them effectively is
the base for the business processes management, for the measurement of
their performance and consequently for their optimisation. That is the
reason of business processes models. There are different standards of
process modelling, e.g.:

= ARIS methods and tools (1);

=  Business Process Modelling Language (BPML) (2);

=  Business Process Model and Notaion (BPMN) (3);

=  Eriksson-Penker notation (4);

=  Unified Modelling Language (UML) (5), (6)...

The modelling of business processes is the very effective method of their
cognition and communication. During the creation of particular models it is
necessary to make following steps:

1. processes identification;

2. processes analysis — in their structure, behaviour and external

connections;
3. processes description — with help of standard methods and tools;
4. created models sharing.

During the process of particular processes cognition the continuously
created mental models of reality (in the heads of observers) are transformed
to "a paper" and computer models with the help of various methods and
tools. This transformation generates various levels of details,
interconnections, complexity, veracity (correspondence between a model
and reality), interactivity etc. The level of similarity of a model and a reality
depends on the selected standard of process modelling and the goal of the
modelling too.

For the purpose of recognition of processes and systems behaviour the
modelling of their structure and connections is not enough commonly. The
causality of particular states and events realisation is needed. That is the
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reason of simulation methods and tools application. These methods and
tools are based on various experiments made on the described models of
real processes and systems. Simulation experiments answer the question:
"What happens if...?". Two approaches are possible to use in a general
view:
1. Simulation module integrated in a used modelling system (e.g.
ARIS);
2. Specialised simulation system (e.g. Arena, Plant Simulation,
Witness etc.).

Both approaches have their own advantages and disadvantages. The main
advantage of integrated simulation module is commonly shorter time to
obtain requested statistics of simulation outputs. The advantage of
specialised simulation system is commonly the higher level of simulation
results accuracy. The examples of discrete event simulation application with
the help of ARIS business models are mentioned e.g. in (7), (8), (9). Both
approaches are presented there.

The initial setting of simulation experiments requires the specific level of
reality understanding. E.g. recognition of the specific type and parameters
of hotel guests’ entry probability distribution or time demands of particular
service operations can be the part of this setting in the practice. Incorrect
(unreal) setting of experiment’s initial conditions determines incorrect
results of simulation experiments and consequently the misapprehension of
considered processes.

The variedness of simulation experiments given beside other things by the
variedness of initial conditions is the prerequisite of considered processes
and systems behaviour understanding. Comparative analysis of relationships
between particular experiments inputs and outputs generates answers of
"What happens if...?" question. It makes the understanding of the
considered processes and systems behaviour possible. Particular processes’
understanding is necessary step for its further optimisation.

Mentioned facts represent the high level potential of contribution to both
hotel management and education and training of hotels managers.
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Results

Some universities in both Czech Republic and foreign countries use the
principles of processes modelling and simulation for many years already in
their education system. In the sector of hospitality it is relatively new
discipline adopting actual experiences from other disciplines.

Simple example of modelling and simulation methods and tools application
within the education process in the study field Hotel and Spa Management
is presented below.

Project goal: To understand the behaviour of hotel reception processes in
relation to:

1. the structure and intensity of hotel guests entry;

2. the time demands of check-in and check-out activities;

3. the personal capacity of reception;

4. the actual occupancy rate of the hotel.

In the phase of the hotel reception modelling students identify the structure
of particular activities and states of considered processes and consequently

model them with the help of recommended methods and tools.

Picture 1: The example of simplified process model of hotel reception —
EPC diagram, ARIS Express
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Source: IHM Prague, 2017.

41



Created models are discussed and modified within students groups. The
main output is the understanding of the structure of considered processes
and their relations with surroundings (organisational structure, IT systems,
key documents, links to other processes, inputs, outputs etc.).

In the second phase of the understanding the concentration is given on the
processes behaviour within various initial conditions. The main goal is to
answer the "What happens if ...?" question. Created process models are
transformed to the form suitable for simulation experiments. Random value
parameters representing beside other things the initial conditions of
particular experiments are set up. The environment of key performance
indicators monitoring is prepared.

Picture 2: The simulation model of hotel reception processes —
processed in simulation software Arena
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Source: IHM Prague, 2017.

The next steps made by particular student groups are: 1. simulation
experiment processing, 2. monitoring and storing the data representing
values of selected indicators and 3. analysis of selected results. 4. the
relationships between particular inputs and outputs are discussed. The
realisation of processes and systems behaviour comes. Students can e.g.
change the reception work shifts parameters (Graph 1) on the base of
personal capacity utilisation, the number of waiting guests in front of the
desk (Graph 2) etc. The behaviour of guests in the hotel is defined by the set
of random value variables.
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Graph 1: Monitoring of the reception occupancy and the level of
workers employment in relation to the hotel guests entry
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Graph 2: Monitoring of reception desk queue length
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Discussion

As mentioned above the first phase of mentioned process of understanding
— processes modelling — produce the high level of potential of real systems
realisation. The second phase — simulation experiments — makes the
potential higher. The potential of business processes and systems
understanding (structure, relationships, impacts, ...) made by mentioned
methods is higher than the potential of any other training methods.
Nevertheless other methods can be very useful e.g. for the theoretical
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background creation. Isolation of the modelling and simulation methods
from the other "classical" education methods could cause their
ineffectiveness.

Above mentioned application of modelling and simulation methods and
tools within the process of systems understanding is not the imaginary
"peak" of education methods. There is the absence of powerful interaction
among participants, which is important as for the intensive sharing of
experiences, as for the sense of real environment, as for the more dynamic
behaviour of considered processes (impulse - reaction).

Possible solution can be the application of so called business games
(interactive training simulators), which integrate the processes of modelling,
simulation experiments and mutual interaction. They can affect the sense of
real environment within the systems understanding.

Conclusion

The above mentioned principles of processes modelling and simulation
within the education and training are actually applied in both authors’
institutions — The Institute of Hospitality Management in Prague and
University of West Bohemia in Pilsen. There is both experiences sharing
and innovation discussion between them.

Actually the discussion among more universities and commercial subjects
in Czech Republic was started. The topic of the discussion is the
development and application of a hotel processes simulator, which makes
the above mentioned principles higher on the level of a business game. This
business game can transfer knowledge and skills more effectively in the
case of suitable application.
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Abstract: Social networks plays crucial role in marketing communication
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customer‘s. Several research papers were focused on the impact of social
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productivity. The goal of this paper is to describe the way hotels in Prague
use social networks as a part of their marketing communication and
product distribution.
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Introduction

Social media and networks are frequent buzzwords in online marketing that
significantly changed B2B and B2C communication (Kietzmann, 2011).
The continuous development of Internet from a broadcasting to
participatory medium allowed people to create, share and comment various
types of information (Li et al., 2011). The impact of social networks on
hospitality industry can be described in various ways.

Leung (2013) offers two different perspectives with further classification.
Customer can be influenced by the content of social networks in 3 steps,
Pre-trip Stage (when planning the trip and retrieving information), During-
Trip Stage (operational decision making, up-to-date information and event
search, detailed information search etc.) and Post-Trip Stage (post-purchase
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behaviour). On the other side stands company and the impact of social
media on product distribution, marketing communication, management and
market research.

According to Google Inc., 84 % of leisure travellers starts their examination
and planning online (Torres, 2010). Xiang and Gretzel (2010) estimated,
that at least one tenth of information is retrieved through social networks.
From all the content shared online by user, that personal evaluation and own
experience sharing plays the most important role (Litvin et al., 2008). UGC
is impacting travellers during all three stages of their trip. Active
engagement of travellers in content creating help others during their trip
planning and total amount of reviews is still increasing.

UGC is not influencing only customer but the hotel management as well.
Reviews are up-to-date and continuous flow of feedback briefly and
precisely describing positive, neutral or negative experience with every
single detail. Salkhordeh (2009) and Litvin (2008) looked at UGC as a
valuable source of data for strategy building. Implementation of these data
into quality management, customer relationship management, customer
care, etc. and building "client focused" strategies can lead to increase in
revenue, attract new customers and build loyalty within existing customers.

Implementation of social media (blogs, social network, stories and reviews
etc.) into company communication is great opportunity for every hotelier
(Schmallegger et al., 2008). Building attention and providing customers
with information should lead to conversions (bookings). But still these
channel are not productive enough. Noone (2011) present two interesting
finding. Hoteliers are not thinking about social networks as a distribution
channel (their strategy is focused only on information sharing and attention
grabbing) and customers are looking only for information and UGC
(booking is done on OTA, website).
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Material and Methods

Data for descriptive analysis of social network content were collected
during February and March 2017. In the first step, group of 90 hotels was
created with 3 subgroups of equal number of 30 hotels in each group
according to their classification. Based on short pre-research, 1 and 2-star
classified accommodation service providers were excluded according to
lack of social media use within this hotel classes.

Hotels were randomly selected from Booking.com website based only on
the hotel classification, all other factors were not taken into account. After
hotel selection, data were collected on the hotel and single post level. Also
the reviews, their sentiment and management responses were collected.

One the hotel level, used social networks were identified, as well as the
hotel activity based on the number of posted content during selected time
period. After that, every single post was analysed and the content (19
different content types was identified) and post type (5 post types on
Facebook, 2 on Instagram and 4 on Twitter) was extracted, as well as the
impact of the post (likes, comments and shares). According to the
previously showed statistics, most used social network is Facebook that is
why most of the attention was paid to hotel activity on Facebook with main
focus on the reviews and their management. Positive (4 and 5 stars), neutral
(3 stars) and negative (1 and 2 stars) reviews were collected and analysed as
well as the activity of hotel management.

Results

To investigate the way Prague hotels use social networks and to achieve the
main goal of this paper, descriptive statistics of collected data were created
with following result. Within the selected sample, hotels use only Facebook,
Twitter and Instagram social networks.
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= 83 % of hotels have profile (page) on Facebook.

= 33 % of hotels have profile on Instagram.

= 32 % of hotels have profile on Twitter.
Been social these days means been present on several social network, from
selected sample 51 % of hotels is present only on 1 social network. Presence
on all three social networks is relevant only for 6 % of selected hotels.
According to the class of the hotel, the higher the class of the hotel is, the
more channels a hotel use for communication and product distribution.

Sometimes, hotels create their profile on social network but after short time
their activity decreases rapidly. Table 1 shows the activity of hotels on

selected social networks within February and March 2017.

Table 1: Hotels activity on selected social networks

Created Active during Inactive during
Social Network February—March February—-March

profile 2017 2017
Facebook 83 % 64 % 36 %
Instagram 33 % 58 % 42 %
Twitter 32 % 75 % 25 %

Source: Own elaboration, 2017.

It is surprising that 36 % of hotels that are using Facebook as part of their
online marketing strategy are not posting, sharing of creating any content.
With focus on Facebook, 35 % of hotels shared 1-5 posts in selected period,
34 % of hotels posted 6-10 posts and 18 % of hotels were active 11-15
times during observed period.

The most used content type were photos and pictures (73 %) and shared
links (15 %) and video (7 %). Only 1 % of posts were text-only. The main,
and the most used theme of the content was focused on hotel and hotel
rooms, hotel restaurant, national feasts and local events and Prague as a
tourist destination. Data for Twitter and Instagram showed nearly the same
results with really small differences. The most used content type was
photography followed by links and the content topics followed these posted
on Facebook.
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Special attention should be paid to user generated content (UGC) in form of
customer reviews. This functionality is only available on Facebook which
provides managers with possibility of applying the principles of reputation
management. For selected hotels, 844 reviews was submitted, 809 of them
was positive, 28 neutral and only 18 negative. Only 444 received a reaction
in form of "Like" (329 reviews) or comment (115 reviews).

Discussion

The continuous development in online marketing and ICT is affecting
hospitality industry. The usage of social networks is still in its very
beginnings as there is a lack of high quality, practically and hospitality
oriented resources. Strategies are always created without predefined goals
and content is published in "trail-and-error" way. Hoteliers do not know
how to set the best strategy and benefit from social media not only in CRM,
but as well in Reputation management, hotel product distribution and
marketing communication.

The results shows, that hoteliers follow the trend of photography sharing
and orienting their communication on emotions with graphics. Social
networks should be part of the online marketing strategy of accommodation
services providers within the hospitality industry, but only when precisely
developed and personalised. Only then the managers can benefit from social
network use.

Conclusion

Described results shows several interesting findings that can motivate
academic workers for further work in the use of social media in hospitality
industry. It is crucial for hotel managers that customers, when leaving
feedback in for on reviews stays positive. Even though the reputation
management strategy is not implemented by all the hoteliers. Building a two
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way communication based on user review can positively affect hotel image
and bring new customers (review have direct impact on decision making
process).

Further research should be focused on the content and its impact on hotel
performance and the impact of various content types and topics on customer
during decision making process, customer relationship management and
brand loyalty building.
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KOMPARACE APLIKACI PRO VYZIVU NA
WEBECH FASTFOODOVEHO RETEZCE

COMPARISON OF NUTRITION
APPLICATIONS ON FAST-FOOD CHAIN
WEBSITES

Jan Chromy

yyyyy

daju, které poskytuje franchisovy retézec McDonald’s na webovych
strdnkdch v riznych zemich. Pro tento prispévek jsme vybrali Ceskou
republiku a USA. VSechny restaurace McDonald’s poskytuji na zdklade
franchisy srovnatelné produkty po celém svété. Na webovych strdnkdch
tohoto retézce jsou k dispozici obsahy sloZek jednotlivych produkti v
souladu s mistnimi zvyklostmi, resp. zdkony v jednotlivych zemich.

Kli¢ovd slova: fastfood, komparace, nutricni hodnoty, webové strdanky

Abstract: This article provides a comparison of computing applications for
nutritional values, which are situated on the websites of McDonald’s
[franchise in different countries. For this post, we chose the Czech Republic
and the USA. All franchises based McDonald’s restaurants provide
comparable products around the world. The web pages of this chain
included contents of the ingredients for each product in accordance with
local customs, respectively laws in each country.

Key words: fast-food, comparison, nutritional values, websites

JEL Classification: 119, 129
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Uvod

Cilem tohoto piispévku je ovéfit, zda je mozné jednoduchym zptisobem
prostiednictvim prostfedkt informacnich a komunikacnich technologii
ziskat na strankach fastfoodi potfebné nutricni hodnoty potravin, které bude
mozné vyuZivat v aplikacich pro kontrolu zdravé vyZivy obyvatelstva.

DalSim cilem je zjistit, zda u mezinarodniho franchisingového fetezce, ktery
se vyznaCuje piisnym dodrZzovanim standardd, existuji rozdily v slozkach
poskytovanych nutri¢nich hodnot na webovych strankach v riznych statech.

Material a metody

Pro pfesnéjsi porovnani jsme sestavili denni jidelnicek sloZeny ze
standardnich produktl restauraci McDonald’s. Snidani tvoii Egg Muffins
(Muffin s vajickem) a kdva, obéd tvofi hamburger Bic Mac a Coca-Cola
Classic (Large), svacinu tvoii bramborova placi¢ka Hash Browns a kéva,
vecefi tvoif Caesar salat s grilovanym kufecim masem Premium Bacon
Ranch Salad with Grilled Chicken a pomerancovy dZus maly Minute Maid
Orange Juice (Small). Jako dal$i nipoje pro dopliiovani tekutin jsme
uvazovali vodu, ¢aj apod. bez obsahu vyznamnych nutri¢nich hodnot, stejné
jako Coffee. SloZeni denni stravy je uvedeno v Tabulce 1. SloZeni denni
stravy bylo vybrano tak, aby celkové energetickd zatéZ osoby nepiekrocila
pfedpokladané hodnoty bazalniho metabolismu pramérmné osoby a
poskytovala spiSe urcitou rezervu pro doplnéni jidelnicku.

Tabulka 1: SloZeni denni stravy

Druh jidla Ndzev Oznaceni”

Egg Muffins BT1
Breakfest

Coffee

Big Mac LH1
Lunch -

Coca Cola Clasic (Large) LH2
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Hash Bowns BH
Brunch
Coffee
Di Premium Bacon Ranch Salad with Grilled Chicken DRI1
inner
Minute Maid Orange Juice (Small) DR2

Zdroj: Autor, zvoleno podle nabidek feté¢zce McDonald’s.
Pozn.: *Oznaceni slouZi ke zmenSeni Tabulky 2 a 3. Pismena oznacuji druh jidla, ¢islo poradi.

Vysledky

Prostfednictvim webovych stranek platnych pro Ceskou republiku a pro

USA jsme zjistili nutricni hodnoty pro jednotlivé potraviny. Pro kazdy

z obou statli jsme vypocitali celkové denni davky jednotlivych nutri¢nich

hodnot. ZjiSténé denni davky nutri€nich hodnot jsme spolu porovnali.

Porovnavali jsme pocet udivanych jednotlivych nutricnich hodnot v
jednotlivych stitech a dale také konkrétni zjiSténé hodnoty. Vysledky jsou

uvedené v Tabulkach 2 a 3.

Tabulka 2: Nutri¢ni hodnoty uvadéné na webovych strankach
McDonald’s v USA

Nutric¢ni hodnota .Mérne’ McDonald’s - USA Total
Jednotky | pri | LHI | LH2|BHI| DRI | DR2
Serving Size (2) 136] 211| cup| 56| 319 cup
Calories 300 530{ 280| 150| 260| 150| 1670
Calories from Fat 120] 240 80| 90 530
Total Fat (2) 13| 27 9 10 59
% DD 20, 42 14| 15 91
Saturated Fat (2) 5| 10 5 22
% DD 25| 48 22 103
Trans Fat (2) 0 1 1
Cholesterol (mg) 260/ 85 110 455
% DD 87| 28 36 151
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Sodium (mg) 750] 960 5| 310] 880 2905
% DD 31] 40 13| 37 121
Carbohydrates (2) 31| 47| 76| 15 10| 34| 2I3
% DD 10 16| 25 3] 11 70
Dietary Fiber (2) 4 3 2 3 12
% DD 17 13 g 14 52
Sugar (2) 3 9] 176 5| 30| 123
Protein (2) 17| 24 1 34 2 78
Vitamin A % DD 10 6 170 186
Vitamin C % DD 2 2| 40| 130 174
Calcium % DD 25| 25 15 2 67
Iron % DD 15[ 25 2 8 50
Salt (2) X X X X X X X
Zdroj: Autor, hodnoty podle www.mcdonalds.com
Pozn.: x —na danych webovych strankich zédsadné neuvadéno

% DD — procentualni ¢ast doporucené denni davky

Tabulka 3: Nutri¢ni hodnoty uvadéné na webovych strankach
McDonald’s v Ceské republice

Nutricni hodnota .Mérne’ Zdroj - www.mcdonalds.cz Total
Jednotky | pry | LHI |LH2|BHI| DRI | DR2
Serving Size (g) 120 200| cup| 55| 270| cup
Calories 289 509 220 149| 203| 105| 1475
Calories from Fat X X X X X X X
Total Fat (2) 13 26 10 8 57
% DD X X X X X X X
Saturated Fat (2) 6 10 1 5 22
% DD X X X X X X X
Trans Fat (g2) X X X X X X X
Cholesterol (mg) X X X X X X X
% DD X X X X X X X
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Sodium (mg) X X X X X X X
% DD X X X X X X X
Carbohydrates (g) 26 42| 55| 14 5| 25| 167
% DD X X X X X X
Dietary Fiber (g) 2 3 2 3 10
% DD X X X X X X X
Sugar (2) 2 9] 55 31 25 94
Protein (g) 16 29 1 27 2 75
Vitamin A % DD X X X X X X X
Vitamin C % DD X X X X X X X
Calcium % DD X X X X X X X
Iron % DD X X X X X X X
Salt (g) 1 2 1 1 5
Zdroj: Autor, hodnoty podle www.mcdonalds.cz
Pozn.: x —na danych webovych strankdch zdsadné neuvadéno

% DD — procentudlni ¢ast doporuc¢ené denni davky

Diskuze

Prvni problém, na ktery jsme narazili je nepfehlednost webovych stranek
McDonald’s v Ceské republice. Ta je zcela nepokryté poplatna
marketingovym zajmim. Udaje, které jsme potiebovali, jsme museli hledat
ve dvou ruznych souborech — nutri¢nich hodnotich, doporucenych cenach
(serving size). Uvedené je dostupné jako ,,vice informaci” u jednotlivych
pokrmt. Webové stranky v USA uméji nutri¢ni hodnoty zvolenych pokrmt
a napoji séitat. Na tuto pro uZivatele dileZitou funkci jsme v Ceské
republice nenarazili.

Casteénym problémem je rozdilné mnoZstvi jednotlivych pokrmii v USA a

v CR, proto vychdzi souéty jednotlivych nutriénich hodnot pro cely den
ruzné v obou statech.
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V CR jsou naprosto nedostate¢né zvolené uvefejiiované nutriéni hodnoty.
To neni nedostatkem fetézce McDonald’s v CR, ale vinou nedostate¢nych
zékonii v CR vyhlasky &. 450/2004 Sb., resp. ¢.139/2014 Sb., v Evropské
unii smérnice Rady ¢. 90/496/EHS, které tyto hodnoty nevyzZaduji. V USA
je uvefejiovano mnohem vice jednotlivych nutriénich hodnot. Piesto
fetézec McDonald’s v USA zaostava napf. proti vefejn¢ piistupné databizi
ministerstva zemé&délstvi USA, ve které jsou uvddény hodnoty vSech
vitamind a mnohem vice chemickych prvkda.

Zavér

Tento pfispévek prezentuje pouze Cast dvodni studie, kterd se zabyva
problematikou nutri¢nich hodnot v oblasti fastfoodl a jejich prezentace na
webovych strankach. Z dosavadnich vysledkd lze predpokladat, Ze neni
mozné jednoduchym zptisobem prostiednictvim prostfedkti informacnich a
komunikac¢nich technologii ziskat potfebné nutri¢ni hodnoty potravin, které
by bylo mozné vyuzivat v aplikacich pro kontrolu zdravé vyzZivy
obyvatelstva (Chromy, 2014). V této souvislosti si musime si uvédomit, Ze
fetézec McDonald’s, zejména v USA, je vyrazné¢ dale suvadénim
dilezitych nutri¢nich hodnot na svych webovych strankach a tim pfekonava
jiné znamé fastfoodové restaurace.

Pro skute¢né dobry a komplexni software, ktery respektuje napt. v Ceské
republice platné doporuc¢ené denni davky dané vyhlaskou ¢. 225/2008, tedy
neni mozné ziskat v restauraci, kterd produkty prodava, kompletni podklady
pro vypocty (Chromy, 2015). Pokud bychom nutri€éni hodnoty skute¢né
chtéli ziskat, narazili bychom na detailni sloZeni potravinovych produktd,
které je dané mnohdy chranénymi recepturami.

Dale nase studie jasné€ prokézala, Ze u mezinirodniho franchisingového
fetezce, ktery se vyznacuje piisnym dodrzovanim standardd, existuji rozdily
v poskytovanych nutri¢nich hodnotach na webovych strankach v rtznych
statech.
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Nejen fetézci McDonald’s, ale vSem producentim potravin, 1ze doporucit
zkvalitnéni informaci o nutriénich hodnotach svych potravinovych
produktt.
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SUCASNE VYZVY PRE MALE PODNIKY
V CESTOVNOM RUCHU

THE CURRENT CHALLENGES FOR SMALL
BUSINESSES IN TOURISM

Jana Janickova, Jana Pitekova

Abstrakt: Cielom state je definovat’ siibor podnikatelskych prileZitosti pre
malé podniky v cestovnom ruchu. Podnikatel'skd cinnost na trhu cestovného
ruchu je Specifickd, spdja sa s rozlicnymi rizikami. Od manaZérov podnikov
sa vyZaduje prijat nové vyzvy a premenit rizikd na podnikatelské
prileZitosti. Prinosom podnikov cestovného je vytvdranie uZitkovych
a hodnotovych efektov, multiplikovanie pozitivnych socidlno-ekonomickych
prejavov. 'V siicasnosti prijimaji vyzvu na spoluprdcu pri garantovani
bezpecnosti na strane ponuky, ktori ndvstevnici poZadujii ako podmienku
pre uskutocrniovanie svojich ciest.

Kricové slovd: cestovny ruch, ekonomika, manaZment, podnik,
podnikatel’skd prileZitost

Abstract: The goal of the article is to define a set of business opportunities
for small businesses in tourism. Business activity in the tourism market is
specific, associated with various risks. Managers are required to adopt new
challenges and turn risks into business opportunities. The benefits of
tourism businesses are creating useful and value effects, multiplying
positive socio-economic manifestations. At present they accept a challenge
for cooperation to ensure the security by the site of supply, that visitors
have been requiring as a condition for their travels.

Key words: tourism, economy, management, business, business opportunity
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JEL Classification: M21, Z32

Uvod

Podla statistickych vysledkov Eurépania preferuji viac zamestnanie
v §tatnych inStiticidch a vo velkych korporacidch. Podnikatel'skd Cinnost
v Eur6pskej tnii vykonava v priemere 12 % obyvatelov, najviac vo Finsku,
kde podnikd a7z Stvrtina praceschopného obyvatelstva. V Slovenskej
republike (SR) podnikd iba 9 % obyvatelov, podiel podnikatel'skych
subjektov v ubytovacich a stravovacich sluzbach je takmer 4 % zo vSetkych
malych a strednych podnikov (MSP). Hodnoteniu podnikatel'ského
prostredia sa v SR dlhodobo profesiondlne venuje sikromno-verejna
agentira Small Business Agency (SBA), ponika vysledky roc¢nych
prieskumov stavu MSP o implementécii desiatich zdsad uvedenych v Small
Business Act o SR, naposledy z roku 2015. V stati st vysledky agentiry
recenzované komparaciou s vysledkami vlastného skiimania, maji vyvolat
zaujem zainteresovanych subjektov o problémové javy na regiondlnej aj
lokalnej drovni pri formovani ich politiky. Podniky cestovného ruchu si
oznacované ako malé alebo drobné podniky, podla smernice Eurdpskej
komisie €. 2003/361/EC.

K zédkladnym podnikatel'skym subjektom v trhovej ekonomike patria
jednotlivei a skupiny, ktori vykonavajui podnikatel'skd cinnost' podla
zakona. Pri definovani podniku vychiddzame z poznania Schumpeterove;j
teérie, zaloZenej na inova¢nom, dynamickom pristupe k podnikaniu.
,Podnik existuje v urlitej Casovej a priestorovej realite. Okolie podniku
tvoria prvky, ktoré na podnik pdsobia, ovplyviiuji ho a na ktoré spitne
podnik svojimi aktivitami pdsobi, pricom vizby podniku a jeho okolia
moZu byt rozmanité.” (Zimermanova, 2012, s. 339)

,»The changes in the law, legislation, education, innovations and information
and communication technology implemented by the government and their
impact have the direct influence on abusiness management and
perfomrance. (Cepelové, Bernatik, 2013, s. 1106)
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,Obsah podnikatel'sky orientovaného spravania vyjadruje i podstatu
manaZzmentu (inStitucionialne hl'adisko) alebo manazovania (funkcionalne
hl'adisko), podniku alebo organizicie. Manazmentom sa rozumie proces
vytvarania a dalSieho aktivneho rozvijania podnikatel'sky orientovaného
spravania sa akéhokol'vek socidlneho systému (organizacie).* (Gucik, 2004,
s. 71)

Podnikatel'sky  orientované spravanie manazérov  napliia  obsah
manazérskych funkcii.

,Pre podniky cestovného ruchu su charakteristické viaceré znaky, ktoré sa
prejavuji vich Cinnosti a hospodareni, ako je prisluSnost k podnikom
sluzieb, sezénny charakter ich cinnosti, kapitdlovd narocnost, velkost
a vysoky podiel Zivej prace, narocnost’ na kvalifikovanost’ a Specializaciu
zamestnancov, nevyhnutnost’ ich spoluprace v mieste ich lokalizacie. ...
V praxi cestovného ruchu na Slovensku prevazuji malé a stredné podniky
z hl'adiska poctu zamestnancov. AZ 70 % ubytovacich zariadeni a 90 %
cestovnych kanceldrii nezamestndva viac ako 9 zamestnancov.“ (Gucik,
2010, s. 14)

Objektom cestovného ruchu su cielové miesta, kde vyvijaju Cinnosti
podniky a inStitdicie cestovného ruchu, ktoré produkuji statky cestovného
ruchu ako predmet ponuky na uspokojovanie dopytu navstevnikov. (Gucik,
2004, s. 86)

K novym trendom v ponuke mozZno zaradit’ nové formy cestovného ruchu.
Ide o zazitkovy, vesmirny, temny (dark), zdravotny, dobrodruzny, svadobny
a filmovy, vzdelavaci, dobrovolnicky cestovny ruch. Trendy v ponuke
vyrazne ovplyviluje aj vyvoj mobilnych zariadeni, rezervovanie sluZieb na
posledni chvilu, ekonomika spolo¢ného vyuZivania (sharing economy)
a vyrazny je vplyv generacie Y. Podniky a cielové miesta cestovného ruchu
potrebuji akceptovat’ tento trend a zaradit’ do ponuky mozZnost objednavat
sluzby prostrednictvom mobilnych zariadeni, pripadne vytvorit mobilné
aplikécie svojej ponuky. (Medved’ova, 2015, s. 182)
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Riadenie drobnych podnikov cestovného ruchu bude ovplyviiované najmi
informaciami a vedomostami, novymi sposobmi ich vyuZivania.

Material a metody

Ciel'om prieskumu bolo ziskat’ relevantné tidaje o podnikani a manaZovani
drobnych podnikov cestovného ruchu ako vychodisko pre cielené
formovanie lokalnych politik podpory podnikania v budicnosti. Najskor sa
skimali znaky podnikatel'ského prostredia SR podla prevzatych
a spracovanych udajov SBA zroku 2015. Profil SBA zahffia 10 zisad
(kritérif): 1. Podnikanie; 2. Druhd Sanca; 3. Najskor mysliet’ v malom; 4.
Ustretovéa sprava; 5. Statna pomoc a verejné obstardvanie; 6. Pristup ku
financovaniu; 7. Jednotny trh; 8. Zrucnosti a inovacie; 9. Zivotné prostredie;
10. Internacionalizicia. K silnym strdnkam v SR patrilo uplatiiovanie
principov: 6. a 9. Global Entrepreneurship Monitor (GEM) je najvicsia
vyroéné svetovd akademickd $tidia o podnikani, SR je zapojend od roku
2011. Hodnoti uplatiiovanie 1. principu SBA ,Vytvorit' priaznivé a
motivujice prostredie pre podnikatelov®, podla atribitov: sebavedomie,
spolocenské postoje k podnikaniu, jednotlivé fazy podnikania.

Vlastny prieskum bol zamerany na zistovanie postojov ku sicasnym
podnikatel'skym prileZitostiam a na profilovanie manazérskych pristupov.
Na tucast’ v prieskume boli vyzvani priebezne v roku 2016, osobne alebo
elektronickou postou, potencidlni respondenti — majitelia (25; 37 %),
manaZzéri (36; 53 %) alebo ini zdstupcovia (7; 10 %) malych podnikov
cestovného ruchu (spolu 68 spoctom 975 stilych zamestnancov), ktori
poskytuji ubytovacie a stravovacie sluzby na severovychode tizemia SR.

Vysledky

Podl'a SBA bolo v SR v roku 2015 (rok rasticej vykonnosti hospodarstva)

okrem vel'kych podnikov celkovo 531 063 MSP (99,9 %), ktoré sa podiel’ali

na zamestnanosti 73,6 %, na tvorbe pridanej hodnoty 52,8 %. Podnikatelia

jednotlivci tvoria 63,7 % aobchodné spolocnosti 36,3 %. Podl'a tdajov
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Statistického tradu SR (SU SR) sa vytvoril hruby doméci produkt v
beznych cendch v objeme 78 070,8 mil. €, pridana hodnota 70 536,9 mil. €.

Podl’a vysledkov prieskumu GEM az 26,4 % obyvatelov vnima vo svojom
okoli prileZitosti na podnikanie (priemer krajin EU 36,7 %), pri¢om 52,4 %
z nich mé schopnosti zacat” podnikat. 33,7 % obyvatelov ma strach zo
zlyhania v podnikani. Zamer zacat’ podnikat’ v najblizsich 3 rokoch ma 15,7
% obyvatel'ov. Podiel obyvatelov, ktori zacali podnikat, lebo nemali ind
moznost’ dosiahol 31,1 %. V SR, ako aj v krajinach EU, doslo k poklesu
inovacnej aktivity MSP. Podla Eurostatu je v SR inovativny takmer kazdy

treti, v raimci EU - 28 v3ak takmer kazdy druhy MSP. (SBA, 2015)

Cestovny ruch patri podla sektorového Clenenia narodnej ekonomiky ku
sluzbam, v Kklasifikdcii SK NACE podla znalostnej intenzity a
technologickej trovne patri do technologického sektora oznacovaného ako
»~Znalostne menej intenzivne sluzby“ (55 aZ 56 ubytovanie; cinnosti
reStaurdcii a pohostinstiev). Podla hlavnej Ccinnosti patria podniky
cestovného ruchu z hl'adiska poctu (v ubytovani a stravovani) k podnikom
s najmenSim zastipenim (3,7 %), takdto hodnotu dosahuji aj v Struktiire
fyzickych oso6b. Pravnické osoby dosahuji v odvetvi ubytovania
a stravovania najvyS$§i podiel na zamestnanosti 91,8 % ana vytvorenej
pridanej hodnote 88,7 %. V ubytovacich a stravovacich sluzbach v roku
2015 posobilo spolu 19 436 MSP, vtom 12 073 fyzickych osob (62 %),
7 363 pravnickych osob (38 %). Podl'a velkostnych kategérii v sluzbach
cestovného ruchu pdsobilo 18 466 mikropodnikov (v tom 11 872 fyzickych
a 6594 pravnickych osob; nasleduje kategéria 895 malych podnikov
cestovného ruchu (v tom 197 fyzickych a 698 pravnickych osob), najmene;j
zastiipené boli stredné podniky (spolu 75, v tom 4 fyzické a 71 pravnickych
0sdb).

Uvedeny vyber udajov bol rozhodujici pri ur€ovani metodiky vlastného
prieskumu. Zo skupiny 10 zasad profilu podnikatel'ského prostredia podl'a
SBA boli vybrané a prieskumu prispdsobené Styri z nich: Podnikanie;
Zivotné prostredie; Zrucnosti ainovécie; Internacionalizdcia. V ramci
kritéria ,,Podnikanie” a podl'a GEM aj postoje k podnikaniu.

66



Z celkového poctu 68 skimanych podnikov cestovného ruchu bolo
v kazdom z nich v priemere zamestnanych 14 zamestnancov, 39 podnikov
patrilo ku mikropodnikom (do 9 zamestnancov). Podla pravnej formy
podnikania prevazovali obchodné spolo¢nosti s ru¢enim obmedzenym 39
(57 %), podniky jednotlivcov tvorili 29 (42 %). Iba ubytovacie sluzby
poskytuje 13 (19 %), iba stravovacie sluzby 22 (32 %), kombinéaciu 33 (49
%). V 48 (71 %) podnikoch st so zamestnancami zdiel'ané ekonomické, v
55 (81 %) socialne ciele. Podnikatel'sky orientované spravanie bolo
skimané ako vzajomny vztah medzi podnikatel'skou prileZitostou a obavou
z neudspechu. Tieto otazky boli pre respondentov citlivé. AZ 66 (97 %)
vnima podnikanie ako prileZitost, ale zaroven 59 (87 %) ich vyjadrilo
obavy z neuspechu. Podnikanie v cestovhom ruchu ako kariérnu volbu
oznacilo 47 respondentov (69 %), najviac v skupine mikropodnikov (68 %).
Identifikovali sme 41 (60 %) rodinnych podnikov. Za najvicSie
podnikatel'ské prilezitosti boli vybrané: zmena Zivotného Stylu, bezpecnost’
vs. terorizmus, virtualizicia a robotizacia, klimatické zmeny. Ekologické
produkty ponuka 32 (47 %) podnikov (podl'a SBA to bolo 29 % MSP).

Inovativnost’ bola respondentom definovand ako zlepSenie vmitorného
procesu, uskutocnena v poslednych 5 rokoch, meratelna ako prinos
v podobe Uspory Casu, Usilia alebo finanénych prostriedkov min. 20 %
oproti predchadzajicemu priemernému vysledku. Za inovativne sa oznacilo
43 podnikov (63 %), najmenej v podnikoch ubytovacich a najviac
v stravovacich sluzieb. V 47 (69 %) podnikoch doslo ku elektronizicii pri
poskytovani sluzieb, eSte pred 5 rokmi boli poskytované vylucne osobne.
Podla SU SR vyuzivalo v r. 2015 pogita¢ 9 z 10 (90,4 %) mikropodnikov.

Vo vsetkych skimanych podnikoch cestovného ruchu sa vyuZiva internet,
ktory umozZiiuje globdlnu distribiciu produktu akomunikdciu. Na
socidlnych sietach pontika svoj podnik a produkt 58 (85 %). Do siete
podnikov patri 8 (12 %). Vlastni aplikdciu m4 vytvorend 16 podnikov (24
%). Podl'a SU SR v roku 2015 internet pouZivalo 98,2 % mikropodnikov.
Respondenti urcili poradie troch najsilnejSich vonkajSich faktorov, ktoré
ovplyvnili v poslednych 5 rokoch ich produkt: zavaddzanie novych
technolégii, demografické zmeny, ekonomické zmeny.
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Diskusia

Europa 2020 je akénym planom aj pre podnikanie v Eurdpskej tinii, ma
zabezpecCit’ hospodarsky rast ¢lenskych krajin, stanovila 5 cielov pre rast
zamestnanosti, vzdelania, inovécii, podporu socidlnej inklizie, klimy
a energetiky. Charakteristika podnikatel'ského prostredia SR reflektuje
plnenie cielov. Pocetnost podnikov cestovného ruchu, ktoré poskytuju
zdkladné sluzby ubytovania a stravovania je 20 tisic a z celkového poctu
530 tisic MSP tvori necelé 4 %, ale vyznamne prispievaji ku zamestnanosti
a pridanej hodnote, podla znalostnej intenzity a technologickej tdrovne
sluzieb patria ku znalostne menej intenzivnym sluzbdm. Podl'a SBA prijmy
z aktivneho cestovného ruchu vr. 2015 v porovnani s predchadzajicim
rokom vzrastli 0 9,7 %. V roku 2015 bolo podla zdkona ¢. 91/2010 Z. z. o
podpore cestovného ruchu podporenych 31 oblastnych a 4 krajské
organizacie cestovného ruchu sumou 4 327 641,85 €.

Hodnotenie podnikatel'ského prostredia samotnymi podnikatelmi je
najprirodzenejSim a najpravdivejSim obrazom reality. Za najvyraznejSie
vyzvy, podnikatel'ské prileZitosti, boli oznacené: zavadzanie novych
technol6gii, demografické zmeny, ekonomické zmeny. Spajali sa najmi so
zavddzanim elektronizicie do vnidtornych procesov a v komunikicii.
Demografické zmeny ovplyvnili tvorbu produktu ajeho ponuky najmi
v dosledku starnutia obyvatel'stva, na pozadi finan¢nej krizy. V sicasnosti
a v budicnosti manazéri podla vysledkov prieskumu vnimaji ako
podnikatel’ski vyzvu - zmenu Zivotného Stylu na strane dopytu i ponuky,
najmi pod vplyvom vyuZivania internetu. Dalej v nahradzani Tudskej prace
robotmi, ¢o meni konkuren¢né prostredie trhu cestovného ruchu a odnima
Specificky znak ich sluzbam, ktoré stracaji osobny charakter, budu
nahrddzané virtudlnymi zaZitkami v cestovani v neobmedzenom case
i priestore. Pre jednotlivea m6Ze znamenat neschopnost adapticie a jeho
socidlne vylicenie. Po saturovani tychto potrieb a ziskani skiisenosti, budd
tieto prilezitosti l'ud'mi postupne odmietnuté a mozno ocakavat odklon
od technologicky preexponovaného sveta, renesanciu potrieb duchovného
preZivania, navratu k pévodnym konceptom fungovania jednotlivca
a spolo¢nosti. Budd predstavovat’ polariziciu na strane dopytu i ponuky na
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trhu cestovného ruchu. Klimatické zmeny ako podnikatel'ska vyzva
vyZaduji od manazérov zmenu pristupu vo vyuzivani zdrojov.

Zaver

Podniky cestovného ruchu v SR netvoria rozhodujici podiel v Struktiire
nirodného hospodarstva, vyZaduju si podporu zo strany Statu a v sti¢asnosti
su zatriedené ku znalostne menej rozvinutym odvetviam. Pre splnenie ciel’a
boli vo vlastnom prieskume skimané a vyhodnotené vybrané kritérid
podnikatel'sky orientovaného manaZovania malych podnikov cestovného
ruchu s vyuzitim Struktdrovanych rozhovorov sich zastupcami. Za
podnikatel'ské prilezitosti, vyzvy pre manaZérsku pracu boli vybrané: nové
technologické zariadenia, demografické a ekonomické zmeny, tieZ zmena
zivotného Stylu, robotizacia, virtualizacia, klimatické zmeny. Vysledky
skimania maju sldZit' ako vychodisko pre formulovanie miestnych politik
podpory podnikania a posilnenie socidlno-ekonomického rozvoja regiénu.

Literatara

[1] Cepelové, A., Bernatik, W. 2013. Process management position in
a transoformation of a traditional organization into a knowledge-based
organization. In: Vision 2020. s. 1105-1116.

[2] Gucik, M. akol. 2010. Manazment cestovného ruchu. Banska
Bystrica: DALI BB. ISBN 978-80-89090-67-9.

[3] Gucik, M. akol. 2004. Kratky slovnik cestovného ruchu. Banski
Bystrica: Trian. ISBN 80-88945-73.

[4] Medvedova, M. 2015. Nové trendy v cestovhom ruchu. In:
Ekonomickd revue cestovného ruchu, ¢. 3, s. 181-182. ISSN 0139-
8660.

69



[S] Zimermanovi, K. 2012. Ekonomika a financné riadenie malych a
strednych podnikov. In: Zbornik predndsok z tyZdna eurdpskej vedy.
RuZomberok: Verbum. s. 338-343. ISBN 978-80-8084-829-3.

[6] Malé a stredné podnikanie v ¢islach v roku 2015. [online] [cit. 2017-

08-20]. Dostupné na:
http://www.sbagency.sk/sites/default/files/msp_v_cislach_v_roku_201
5_0.pdf

Kontakt na autorov

Ing. Jana Janickov4, PhD., doc. Ing. Jana Pitekova, PhD.

Katedra manaZzmentu

Katolicka univerzita v RuZomberku, Institit Stefana Nahalku v Poprade
Nébrezie Jana Pavla II. 15

058 01 Poprad

Slovenska republika

T: (+421) 917 510 995

E: jana.janickova@ku.sk, jana.pitekova@ku.sk

Charakteristika autorov
Jana Janickova sa zaobera v pedagogickej a vedeckej praxi problematikou
podnikania, podnikovej ekonomiky a cestovného ruchu.

Jana Pitekova prednasa ekondmiu, ekonomické myslenie a krestanstvo a
politiku a ekondmiu cestovného ruchu. Vo vedeckej oblasti sa zameriava na
vyvoj cestovného ruchu od 19. storoia a na prepijanie ekondémie a
socidlnej nauky cirkvi.

70



,KOMPARACE PRAHY A VIDNE Z POHLEDU
VYKONNOSTNICH UKAZATELU

COMPARISON OF KEY PERFORMANCE
INDICATORS OF PRAGUE AND VIENNA

Jifina Jenckova, Katefina Némeckova

Abstrakt: Cldnek je zaméfen na porovndni vykonnostnich ukazatelii
hlavnich mést Ceské republiky a Rakouska. Mésta byla vybrdna pro jejich
silny konkurencni vztah a tedy odpovidajici srovndni. Cilem je definovat
hlavni rozdily mezi metropolemi a nalézt priciny niZsSich hodnot v Praze.
Rozdily jsou nejprve nalezeny v nabidce hromadnych ubytovacich zarizeni a
poctu hostii. Srovndni klicovych ukazatelii pracuje s primérnymi vydaji
ndvstevnikii a pribliZuje situaci na okolnich trzich. V zdvéru cldnku jsou
nacrtnuty opérné body pro zménu vnimdni Prahy a mozny vyvoj k rozsireni
nabidky MICE sluZeb.

Kli¢ovd slova: KPI, klicové metriky, srovndni, ukazatel, vykonnost

Abstract: The article compares key performance indicators among capital
cities of the Czech Republic and Austria. Those cities were chosen for their
strong competitive relationship and therefore relevant comparison. The
goal is to define main differences and to find causes of lower Prague
figures. Differences are at first found at the current offer of accommodation
establishments and number of visitors. Comparison works also with average
spending per visitor and it gives short insight into central Europe market.
The conclusion draws main points for the change of Prague’s perception
and possible development of MICE service s offer.

Key words: comparison, indicator, KPI, performance

JEL Classification: 230, Z32, P50
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Uvod

Ceska republika zanedlouho hosti 56. ro¢nik kongresu ICCA (Mezin4rodni
kongresova asociace), ktery se uskute¢ni v Praze. Jednd se o jednu
z nejvyznamnéjSich udalosti v oblasti kongresového cestovniho ruchu, ktera
miZe ovlivnit budoucnost nejen prazskych hoteld, ale je mozné, Ze ovlivni
1 konkurenéni boj s okolnimi metropolemi v oblasti MICE (Meetings,
Incentives, Conferences and Exhibitions).

Nejvyraznéj$im a nejbliz§im konkurentem je pro Prahu rakouskd Videi a to
nejen rozlohou a poc¢tem obyvatel, ale i svou historii a krasou. Obé mésta si
jsou v mnoha oblastech velmi podobnd, piesto Videni 14k4 vice korporatni
klientely. Cestovni ruch za obchodem s sebou pfindsi vyssi trzby, je proto
v zajmu Prahy, aby svou nabidku co nejvice pfizpisobila potfebam tzv.
business klientely. V poctu hostti ma také vyhodu Viden — v roce 2016 do
Vidné pfijelo témét 6,7 miliont turistd (7,5% nartst oproti roku 2015),
zatimco do Prahy pficestovalo téméf o milion lidi méné. (Hedrick-Wong a
Choong, 2016)

Ackoliv m4 Praha pfiblizné€ o 10 % méné hromadnych ubytovacich zatizeni
(HUZ) nez Viden, disponuje o 20 % vyS$8im poctem luzek.
Pétihveézdickovych hoteld ma vSak témér 4,5krdt méné. Praze vyznamné
dominuji hotely nizs$i kategorie (3*), které odpovidaji primarni cilové
skupin€. V soucasné dob¢ je Praha stile vnimana pfedevsim jako turisticka
destinace, kam navstévnici jezdi za ndkupy a pamatkami, zatimco do Vidné
vice za obchodem. Nakupni cestovni ruch podporuje mistni ekonomiku. Dle

Eurostat (2017) sluZebni cesty za obchodem pfinasi az o 50 % vySsi trzby
neZ turisticky segment.

Z pohledu cestovniho ruchu je tedy korporatni klientela vnimana jako
atraktivné€j$i, protoZze ma vys$i rozpocet na pokryti zakladnich sluzeb
cestovniho ruchu — ubytovani, stravovani, doprava — a zaroven vyuziva
i sluzeb doplitkkovych a nadstandardnich (tedy drazsich). Hosté v priméru
ve Vidni utrati 673 USD, zatimco v Praze 465 USD. Nejvice hosté utrati
v Madridu (1 513 USD), Barceloné (1 132 USD) a v Berliné (1 120 USD).
Nejvyssi vydaje celkem jsou pak v Londyné (19,76 mld. USD), Patizi
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(12,88 mld. USD) a Barcelon¢ (9,28 mld. USD). (Hedrick-Wong a Choong,
2016) Cenova hladina v Praze je tedy zdkladnim rozdilem ve srovnini
s evropskou konkurenci, a siln€ ovliviluje i klicové vykonnostni ukazatele.

Material a metody

Clanek vychdzi z analyzy sekundérnich dat a statistickych udaji (PwC,
Eurostat, CSU). Pro interpretaci byla pouZita metoda dedukce a komparace.
Uceleného pohledu na problematiku bylo dosaZeno diky strukturovanym
rozhovoriim s odborniky z praxe.

Vysledky

Evropsky hotelovy trh roste jiz sedmy rok v fad€¢ — v poslednim roce o dvé
procenta, jak v poctu nocf, tak v dosazenych trzbach z ubytovani (RevPAR
— trzby z ubytovani z disponibilnich pokojii). Nejvice rostlo Spanélsko
(7,8 %), poté Francie, Itilie, Némecko a Velkd Britdnie. Rekordni pocty
pfijezdi zaznamenaly Portugalsko, Irsko, Slovensko, Bulharsko a Polsko.
Rust se i pfes znacnou politickou nejistotu predpoklada i v letech 2017
a 2018, predev§im diky rostoucim mzdidm a zlepSovani ekonomické
vykonnosti Evropy. Ceska republika by méla (stejné jako Svycarsko) riist
02,5 % vroce 2017 a 1,5 % v roce 2018, a to i v disledku posilovani mény
po uvolnéni intervenci Ceské nirodni banky. Nejrychlejsi riist se oekava
pro periferni zemé& eurozény (Spanélsko, Portugalsko, Irsko a Recko), ktery
povede ke zvySeni kupni sily obyvatel a vyssi poptdvce po vyjezdovém
cestovnim ruchu. Roste také nabidka ubytovacich kapacit — standardnich
1 vramci tzv. sdilené ekonomiky. Legislativni restrikce (v né&kterych
zemich) rist kratkodobych pronajmu vsak efektivné brzdi. (PwC, 2017)

Spole¢nost PwC (2017) odhaduje v Praze rist RevPAR o 55 %
(na 66,6 EUR), zatimco Viden poroste o 1,3 % (na 74 EUR). V roce 2018
je pak odhad mirné&jsi — Praha by méla rist o 2,6 % (na 69,4 EUR) a Viden
02,4 % (na 75,8 EUR). Dvouciferny rast v dosaZenych trzbach z ubytovani
¢eka Porto (14,8 % resp. 12,8 %). Na druhé strané Zebiicku je Zeneva
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a Zurich, kde se ocekdva pokles. V redlnych hodnotich mé dlouhodobé&
nejvyssi RevPAR Zeneva (cca 201 EUR), Zurich, Patiz, Londyn a Dublin.
Praha méla i v roce 2016 vyS$si obsazenost nez Videinl a umistila se na patém
misté (76,9 %), zatimco Viden je na misté osmém a do nasledujicich let se
ocekava pokles az na pricku desatou (primérna obsazenost 75 %). Praha by
si do roku 2018 méla polepsit a dostat se na droveit Amsterodamu ¢i Berlina
(78,5 %). Naopak v primérné cené¢ za pokoj se v Zebficku pravidelné
umistuje Viden (97,8 EUR) vysoko nad Prahou (80,3 EUR). U obou mést
se ocekava nartst, ale na jejich pozicich v evropském potadi se nic zdsadné
nezméni.

Praha a Viden si jsou podobné v mnoha oblastech (poloha v centralni
Evropé, pocet obyvatel, rozloha, historie, architektonickd hodnota), ale 1i$i
se cenovou hladinou a tedy i Zivotni drovni. Videni ma téZ vyhodu ¢lenstvi
v eurozéng. Turistickd infrastruktura ve Vidni je vice naklonéna bonitni
korporitni klientele, zvlast€¢ pak v poctu luxusnich pétihvé€zdi€kovych

hotelt (viz. Tabulka 1). V Praze naopak pfevlada pocet cenové
nejdostupnéjsich tithvézdickovych hotell.
Tabulka 1: Srovnani idaji o HUZ v Praze a ve Vidni
Pocet Pocet lizek Pocet 5* Pocet 4* Pocet 3*
HUZ hoteli hotelii hotelii
Praha 797 91 059 45 213 218
Viden 900 71 000 186 168 82

Zdroj: Vlastni zpracovani z dat Prague City Tourism a Statistics Austria.

Global Destination Cities Index (Hedrick-Wong a Choong, 2016)
je Zebticek dvaceti nejlepSich destinaci dle poctu pfenocovéani. Na vrcholu
se pro rok 2016 umistil Bangkok (21,47 mil.), Londyn (19,88 mil.) a Patiz
(18,03 mil.). Na druhém konci je Praha, kterd obsadila posledni misto
(5,81 mil.) a dv¢ pficky pfed ni Viden (6,69 mil.). Do Vidn¢ vSak téméf
18 % turistli pfijelo za obchodem, zatimco do Prahy podil obchodnich
cestujicich nedosahl ani 13 %. Nejvétsi ¢ast nakladd turistt ve Vidni tvofilo
ubytovani (40,1 %), coZ souvisi se zminénym vysokym poctem luxusnich
hoteli. DalSich témét 40 % tvofily ndklady na stravovani a mistni sluzby
(shodné po cca 18 %). V Praze je podil nékladi na ubytovani, stravovani
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a ndkupy velmi podobny (25,5-29,2 %). Rozdilnou motivaci pro nivstévu
ilustruje praveé podil nakladd na ndkupy — zatimco v Praze utrati za ndkupy
turisté Ctvrtinu rozpoctu, ve Vidni je to jen 10 %.

Vident lze na rozdil od Prahy nalézt i na seznamu nejlepSich mést pro
pofadani MICE akci (Fischer, 2017), kde se pro rok 2016 umistila na patém
mist¢ s304 akcemi (za Bruselem, Singapurem, Soulem a PaiiZzi).
V seznamu ICCA je Videil na druhém misté (186 akci), protoze pouziva
jinou metodiku. Praha se umistila na jedenidctém misté (126 akci). Pocet
ucastnikli Videnn posunul na prvni piicku svétového Zebiicku ICCA
(119 887), zatimco Praha nedosahla ani poloviny (50 416) a umistila se na
16. misté. (ICCA, 2017) Zlom mizZe pfinést letosni 56. ICCA kongres, ktery

se kona v listopadu 2017 v Praze.

Mezi faktory ovliviiujici KPI (ADR — priimérna cena z ubytovani) patii také
zdrojové zemé. Do obou mést proudi nejvice turistd z Némecka — do Vidné
ptijelo v roce 2016 pfes 1,24 mil. a do Prahy 733 tis. — dile pak se znacnym
odstupem Ameri¢ané, Britové a Italové. Primérny pocet pfenocovani
v piipadé¢ Vidné dosahuje 2,17 noci, vPraze dokonce 2,4 noci.
Z nejsilnéjsich  zdrojovych trhti travi ve Vidni nejvice noci Italové
(pramérné 2,5), Rusové (2,49) a Francouzi (2,46). V Praze jsou to pak
Rusové, ktefi zustanou 3,6 noci. (CSU; WT, 2017) BIiz8i srovnani
zakladnich ukazatelti nabizi Tabulka 2, ze které je evidentni, Ze ackoliv je
obsazenost témét totozna, dosazené trzby ve Vidni jsou v diisledku vyssi
cenové hladiny vyssi.

Tabulka 2: Srovnani zakladnich ukazateli Prahy a Vidné

KPI Destinace 2014 2015 2016
Obsazenost Praha 70 75 77
(%) Viden 72 73 75
ADR Praha 74 79 82
(EUR) Viden 95 100 98
RevPAR Praha 52 60 63
(EUR) Viden 69 72 73

Zdroj: Vlastni zpracovani na zékladé dat PwC 2016 a 2017.
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Praha Viden pfevySuje, kromé obsazenosti, i v ukazateli GOPPAR (podil

hrubého provozniho zisku na disponibilni pokoj), coZ muzZe byt vys$simi
néklady Vidné na provoz Ctyf a péti hvézdickovych hotelt. (HotStats, 2016)

Diskuze

Na zakladé strukturovanych rozvorti s odborniky z praxe (L. Zlebkova,
J. Kamenic¢ek) bylo shodné feceno, Ze Videni je obecné vniména jako
korporitni (business) destinace vice neZ Praha, kterd je, krom¢ jiného,
v oblibé primdrné jako turistickd (leisure) destinace. Nicméné i Praha
v tomto ohledu vyznamné pokrocila vpfed a v minulych letech se umistuje
na prednich pfickdich MICE v indexu top kongresovych destinaci podle
ICCA. Jeden zvelkych tuspéchi PCB (Prague Convention Bureau) je
uspotadani 56. ICCA kongresu v Praze v listopadu 2017, kdy bude Praha
hostit piedni svétové odborniky v oblasti MICE a bude se prezentovat jako

$pickova kongresové destinace.

Zavér

Prazské hotely v porovnani s evropskymi metropolemi, dosahuji v priméru

vy svvs

nejnizSich pramérnych cen z ubytovani (ADR). Je to ddno primarné niZsi
cenovou hladinou, pfevahou hotelt nizSich kategorii a tedy i odliSnou
cenotvorbou. Videniské hotelové fetézce maji dlouhou historii, a mohou
Cerpat z bohatych databédzi a rychleji implementovat nové technologie a
postupy. Ve Vidni tedy miZzeme pozorovat §ir$i uplatnéni metody revenue

managementu. (Jenckova, 2017) Nizké ADR zptsobuje v Praze také nizsi
trzby z disponibilnich pokoju (RevPAR).

Historickd, geografickd a architektonickd podobnost srovnivanych

metropoli v§ak nemd na image destinace dostatecny vliv. Praha je turisty

vnimdna jako destinace pro poznavaci zdjezdy — motivované zijmem

o pamitky a uméni. Videnn se prezentuje jako centrum obchodu, cemuz

pfizpusobila infrastrukturu i droven poskytovanych sluzeb. Mésta maji ve
76



veétsiné piipadti podobné zdrojové trhy, ale 1isi se délkou a ucelem cesty a

tedy i vy vydaji.

Praha ocekava velké zmény, které by mély néasledovat mj. diky kongresu
ICCA a rozsahlé rekonstrukci Kongresového centra Praha. PCB neustéle
pracuje na tom, se co nejvice pfibliZit konkurenénim metropolim, ale Praha
m4 jiZz velmi dobfe vykroceno vstiic Spicce mezi MICE destinacemi.
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VZDELAVANI A ROZVOJ PR,ACOVNinJ A4
HOTELNICTVI

EDUCATION AND DEVELOPMENT OF
EMPLOYEES IN HOTEL INDUSTRY

Dominika KeckeSova

Abstrakt: Prispévek se zabyvd vzdéldvdnim a rozvojem pracovnikii 4*
hotelii sidlicich v hlavnim mésté, v Praze. Cilem prispévku je analyzovat
vzdeldvdani a rozvoj pracovnikit ve vybrané relativné homogenni skupiné
hotelit a na zdklade zjisténych skutecnosti navrhnout vSeobecnou
standardizaci této persondlni cinnosti pro zvoleny typ, kategorii a tiidu
hotelii. Do vyzkumu byli zarazeni pracovnici ze 42 hoteli sidlicich v Praze a
6 persondlnich pracovnikit hotelii v Praze.

Kli¢ovd slova: hotel, metody vzdéldvdni, motivace, pracovnik, rozvoj,
vzdéldvdni

Abstract: This paper is dedicated to education and development of staff
employed in 4% hotels located in the capital city of the Czech Republic,
Prague. The aim of this paper is to analyze education and development of
these employees in a relatively homogeneous group of hotels. Based on the
analysis, general standardization of personnel’s activities is proposed for
the chosen type, category and class of hotels. There were 42 employees and
6 human resources managers filed into the research in Prague hotels.

Key words: hotel, methods of education, motivation, employee,
development, education

JEL Classification: M51, M53, L84
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Uvod

V soucasné dobé je velice malo povolani, pii kterych si pracovnici vystaci
s pivodnim nabytym vzdélanim ze studii. Znacna ¢ast povolani se neobejde
bez celoZivotniho vzdélavani a ziskdvani novych znalosti tykajicich se
konkrétniho oboru. Diivodem, pro¢ jsem si vybrala téma ,,Vzdélavani a
rozvoj pracovniki v hotelnictvi* je znacna dileZitost této problematiky
v oblasti hotelnictvi. Pro hotel neni moZné existovat bez pracovnikl a
pracovnik nemuZe existovat bez piisunti informaci, vzdélavani v oboru a
obohaceni znalosti. V soucasnosti neni prostor na nevédomosti a neznalost.
Armstrong (2007) uvadi, Ze pod pojmem rozvoj rozumime rust nebo
realizaci schopnosti a potencidlu za pomoci vzdélavajicich akci a praxe.
Oblast rozvoje se orientuje na ziskdvani rozsitenéj$i palety znalosti a
dovednosti, nez je vyslovené potiebné k vykonavani soucasného
zaméstnani.

Material a metody

Ve vazbé€ na hlavni cil jsou stanovené dvé vyzkumné otazky ,,Probihaji u 75
% hotelu tiidy 4* aktivity vzdélavani a rozvoje alespon dvakrat do roka?* a
»Ma alespon polovina hoteld rezim vzdélavani a pfipravu podpory
pracovnikli v mimofadnych situacich? Ve vazbé na vedlejsi cil jsou
stanovené hypotézy ,Zeny jsou motivované k lep§imu vykonu price
prostiednictvim vzdélavani a rozvoje vice neZ muzi.“ a ,Pracovnici
s vysokoskolskym vzdélanim jsou motivovani k lepSimu vykonu prace
prostiednictvim vzdé€lavani a rozvoje vice nez pracovnici se stfedoskolskym
vzdélanim.” Na ziskini a provedeni vyzkumu jsem pouZzila dvé zakladni
empirické metody zkoumani a to na zdklad¢ kvalitativniho dotaznikového
Setteni a kvalitativniho fizeného strukturovaného rozhovoru pies e-mail.
Dotaznikové Setfeni obsahuje 24 otizek a e-mailovy rozhovor obsahuje 10
otazek. Na zdklad€ ziskanych dat je navrhnuta standardizace vzdélavéni a
rozvoje pracovniki v hotelnictvi pro zvoleny typ, kategorii a tfidu hotelu.
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Vysledky

Do vyzkumu metodou dotaznikového Setfeni se zapojilo z celkového poctu
102 respondentll ve vyrazné vétSingé vice Zen, nez muzl. Toto zjisténi
nemusi mit Zadny vliv na vysledky vyzkumu. Nejvyssi pocet respondentt je
ve véku vrozmezi od 27 do 40 let. Vekové rozmezi muze byt z Casti
smérodatné pii vyzkumu vzdélavani a rozvoje pracovniki a to z diivodu, Ze
pracovnici v tomto v&ku Zivota jsou velmi produktivni, aktivni a chtéji

dosahnout kariérniho rastu.

Na zadatku vyzkumu byly stanovené dvé vyzkumné otizky k vazb& na
hlavni cil. Na zaklad¢ provedeni vyzkumu bylo mozZné na tyhto otizky
odpovédeét. ,,Probihaji u 75 % hotelt tfidy 4* aktivity vzdélavani a rozvoje
alesponi dvakrat do roka?“ Odpovédi na 1. vyzkumnou otazku je ,NE®.
Z dotaznikového Setfeni vyplyvad, Ze u méné nez 75 % hotelli probiha
vzdelavani alespont dvakrat do roka. ,,M4a alesponi polovina hotelti rezim
vzdélavani a pfipravu podpory pracovnikit v mimotadnych situacich? Na
druhou vyzkumnou otazku respondenti odpovédéli ,,ANO*. CoZ znamena,
Ze 63,7 % z celkového poctu respondentl ma zavedeny rezim vzdélavani
v mimotéadnych situacich.

Na ovéfeni hypotézy ¢. 1 byl pouZit test chi-kvadrat nezdvislosti
v kontingen¢ni tabulce s hladinou vyznamnosti 5 %.

Tabulka 1: Kontingen¢ni tabulka pro H1
Zena MuzZ e
Ano, motivuje k lep§imu vykonu prace 52 24 76
Ne, nemotivuje k lepSimu vykonu prace 18 8 26
n;. 70 32
Zena MuZ n;.
Ano, motivuje k lep§imu vykonu prace 52.16 23.84 76
Ne, nemotivuje k lep§imu vykonu price | 17.84 8.16 26
n;. 70 32

Zdroj: Vlastni zpracovani, 2017.
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Testové kritérium:

- ZZ o )

Po dosazeni do vzorce vychazi testové kritérium:
G =0.006

Kriticka hodnota:
Kriticka hodnota:
At-oy; ar = 3.841
Z toho vyplyva, Ze hodnota testového kritéria je niZsi nez kritickd hodnota,
to znamena, Ze na 5% hladiné vyznamnosti hypotézu nezamitdme. Je mozné
tvrdit, Ze Zeny jsou vice motivované k lepSimu vykonu prace neZ muzi.

Na ovéfeni hypotézy ¢. 2 byl pouZit test chi-kvadrat nezdvislosti
v kontingencni tabulce s hladinou vyznamnosti 5 %.

Tabulka 2: Kontingen¢ni tabulka pro H2

VSV SSV nj.
Ano, motivuje k lep§imu vykonu prace 55 21 76
Ne, nemotivuje k lepSimu vykonu
prace 15 11 26
n;. 70 32
Zena Muz n.
Ano, motivuje k lep§imu vykonu prace 52.16 23.84 76
Ne, nemotivuje k lepSimu vykonu
prace 17.84 8.16 26
n;. 70 32

Zdroj: Vlastni zpracovani, 2017.
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Testové kritérium:

r s —n)

GZZ

=l j=

Po dosazeni do vzorce vychazi testové kritérium:
G=1.933

Kriticka hodnota:
Kriticka hodnota:
At-oy; ar = 3.841
Z toho vyplyva, Ze hodnota testového kritéria je niZsi nez kritickd hodnota,
to znamena, Ze na 5% hladiné vyznamnosti hypotézu nezamitdme. Je mozné
tvrdit, Ze pracovnici s vysokoskolskym vzdélanim jsou vice motivovéni

k lepSimu vykonu price, nez pracovnici s nejvyS§im dosahnutym vzdélanim
sttedoskolskym.

Diskuze

Standardizace vzdé€lavani je stanovena na zékladé provedeného vyzkumu,
odborné literatury a navrhu, jak by méli byt pracovnici v hotelu 4* t¥idy
vzdé€lavani a jak by mély byt rozvijeny jejich schopnosti.

Na zaklad¢ casového hlediska navrhuji, aby vzdélavani pracovniki
probihalo minimélné ctvrtletng. Vyjimkou mohou byt mimotadné situace,
které mohou nastat. Mimofadné situace mohou zpisobit, Ze vzdélavani
bude organizovano Castéji, nebo Ze bude planované vzdélavani vynechané a
presunuté na jiny termin. Ugel vzdélavani vede krozvoji védomosti
ucastnikd vzdelavani, k poskytnuti nabyvani novych zkusenosti, dovednosti,
zrucnosti a schopnosti, delegovani vysi odbornosti pracovnikli a rozvoj
jejich komunikaénich schopnosti. Uastnici vzd&lavani maji nabyt vétsi
rozsah prakti¢nosti pfi praci, snadngjs$i zvladani krizovych a stresovych
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situaci, zdokonalovani jazykovych znalosti. Testovani znalosti po ukonceni
vzdelavani mize byt provedeno riznou formou, jako je napi. pozorovani,
nebo kontrola pracovnikem pfi vykonu prace, prostiednictvim testu na
oveéfeni nabytych znalosti pracovnikii, nebo prostfednictvim Mystery
shoppingu. Vhodnou formou ziskani zpétné vazby po ukonceni vzdélavani
miZe byt dotaznikové Setfeni. Otdzky obsahujici dotaznikové Setfeni by
mohly byt napf. Jste spokojeni se Skolenim, kterého jste se zicastnili?, Jste
spokojeni se Skolitelem, ktery vas provazel Skolenim?, Zménili byste néco
na Skoleni, kterého jste se ziiCastnil?, Byl pro Vas obsah Skoleni
dostaujici?, Mate zdjem o néjaky druh Skoleni, ktery v naSem hotelu
neprobiha? Takto by mohly znit otizky, kterych odpovédi mohou smérovat
k zlepSeni drovné vzdélavani a rozvoje pracovniki 4* hotelti v Praze.

Zavér

Na zakladé¢ provedenych hypotéz je mozné se zaméfit pfi vybéru
zaméstnancu na takové pracovniky, ktefi se chtéji vzdélavat a jit v pred ve
své préci, neZ jejich kolegové. Stru€nd standardizace vzdé&lavani a rozvoje
pracovnikll v hotelnictvi by mohla byt napomocna nejen 4* hotelim
nachazejicich se v Praze, ale i mimo Prahu a taktéZ nejen hotelim bez
zavedeného systému vzdélavani, ale i hotelim se zabéhnutym vzdélavanim.
Tento piispévek vede ke zkvalitnéni vzdélavani v hotelnictvi a k zdraznéni
vyznamnosti vzdélavani ve sluzbach.
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LGBT TOURISM - AN INCREASING NEW
FORM OF TOURISM

Monika Klimova

Abstract: The article presents a brief analysis of achal LGBT tourism, gay-
friendly destinations and destinations including Prague. We mention
destinations which do not support LGBT segment of tourism. LGBT belongs
among new forms of tourism from the 1980s. The LGBT tourism started to
be mentioned together with sexual minorities equality. Many worldwide
destinations tolerating sexual minorities start to aim at a gay and lesbien
segment of tourism.

Key words: gay and lesbien segment, gay-friendly destinations, gay tourism,
LGBT tourism, new form of tourism

JEL Classification: L83, F69, J15

Introduction

Tourism belongs to the significant and fast growing segments of worldwide
economics. The increasing amount of free time, sufficient financial sources,
favourable politic climate and the possibility of free travelling are the main
premises for the dynamic development of tourism. Another factor of the
tourism development is a world globalization. The tourism registers great
boom in the area of a rise of the new forms of tourism in last 50 years. The
new forms are characteristic by their specific coverage of the aimed
touristic segment. These forms usually deliver unique and unmissable
experience. LGBT tourism belongs to the new forms of tourism. However,
it does not mean that this type of tourism did not exist before 20" and 21*
century. In particular gay trips can be found in Ancient Greece. These trips
were not organized and in many cases clandestine. These trips started
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intensively and organised expanding following the application of sexual
minorities equality (Greenberg, 2007). In less than four decades the LGBT
tourism developed into thriving form upholding the new form of tourism.
Aiming especially to gays and lesbians as an interesting and valued target
segment of tourism is getting in the centre of interest for many worldwide
sexual-minorities-friendly destinations (Guaracino, 2007). Surprisingly,
nowadays it is possible to find so called gay-friendly destinations in states
where something similar was unthinkable in the middle of 20" century.

Materials and methods

The presented study’s target is to determine the specifics of one of the
newest trends in tourism, LGBT tourism. We stake TOP gay-friendly
destinations, videlicet the TOP destinations tolerating homosexual
minorities. Besides pointing out the TOP gay-friendly destination, the study
indicates also destinations which are unfriendly or dangerous to LGBT
tourists. Based on relevant specialised literature review and actual internet
sources especially statistics, we substantiate the importance of this segment
for tourism and state the characteristics of LGBT segment.

Results

The history of LGBT term

The understanding of LGBT abbreviation and its history is essential for
understanding the essence of LGBT tourism. The LGBT abbreviation is
created from the initials of lesbian, gay, bisexual and transgender
(transsexual people and transvestites). The abbreviation incorporates people
with minority sexual preoccupation and people with minority sexual or
gender identity (Greenberg, 2007). The present-day appearance of LGBT
abbreviation started forming its shape in turn of the 1960s and 1970s in the
USA. This appearance is considered as a beginning of the modern
homosexual movement in the world. In the 1980s the letter T has been
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added to the abbreviation G/L, eventually G&L. The final appearance has
been done by adding letter B.

Gay and lesbian travels exist for over a thousand years, the organised
tourism started in the 1980s, namely in 1983 when the first international
association IGLTA (International gay and lesbian travel association) has
been created by cooperation of 25 travel agencies and several hotels. The
IGLTA associates more than 4 000 companies in 80 countries all over the
world nowadays. The members are especially gay-friendly
accommodations, destinations, service suppliers specialized on this touristic
segment, travel agencies and many more.

Another historical milestone was the year 1993. The American Airlines
company launched new loyalty program aiming at newly creating LGBT
customer group followed by ethical principles removing homosexual
discrimination in the workplace. These steps had a big impact on acquiring
LGBT clientele which preserves loyal to these days.

The Characteristic of LGBT tourism

LGBT community represents a segment of tourists counting to one tenth of
global tourism. This client segment is determined especially by the status of
gay or lesbian friendly destinations, accommodations and services aimed to
this group (Guaracino, 2007; Waitt, 2006). The most important factor is the
feeling of safety, privacy and anonymity. No less important are the feelings
evocated by the tolerance of the visited destination and the possibility of
meeting people with the same sexual orientation (Sharon a kol., 1996). The
most important targets for LGBT tourism are depicted on following Figure
1.
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Figure 1: The motives to travel for LGBT tourist segment

Percent

Reason

Source: Created by Mgr. M. Klimové following

communitymarketinginc.com

As the main motive to travel for LGBT segment is relaxation and escape
from regular, everyday life, the need to explore new places and cultures,
creating new contacts, eventually sex. LGBT segment is trying to escape to
the places where the person can show up their sexual identity, where
everyone can be himself. Simply put, where the person is not recognized as
a minority. The TOP ten favourite destinations of LGBT tourism are listed
in worldwide guide Lonely Planet. The list is as follows:

Table 1: 10 TOP chart of gay friendly destinations

Ranking City Country
1 Copenhagen Denmark
2 Wellington New Zealand
3 Toronto Canada
4 Palm Springs California / USA
5 Sitges Spain
6 Berlin Germany
7 Skiathos and Mykonos Greece
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8 New York New York / USA

Reykjavik Island

10 Montevideo Uruguay

Source: Created by Mgr. M. Klimové following www.lonelyplanet.com

Despite that, it is important to keep in mind that there are countries which
are not opened to LGBT tourism. Following the legislation, social attitudes
towards minority sexual orientation, the visit of given country is not
recommended for LGBT tourists. The degree of hostility is described in
Figure 2.

Figure 2: Percentual expression of the level of hazardousness for LGBT
segment in selected world destinations

Russia G . 7/
Kenya il 24%
Dubai
Turkey
Jamaica
South Africa

W very dangerous medium dangerous
W dangerous

Source: Created by Mgr. M. Klimovéa following
www.travelagentcentral.com

Discussion

LGBT tourism is a new form of tourism since the 1980s which consistently
upholds as a new perspective direction of tourism. One of the reasons is
undoubtedly the financial goodwill of LGBT tourists. According to
Investopiedia the most frequent representatives of LGBT segment are gays
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and lesbians from category DINK (Dual Income No Kids). DINK is
understood as a household with two incomes and usually no children. The
homosexuals are welcomed target group for people working in tourism.
Their so.called pink money is understood as free financial sources
belonging to the homosexual clients used for their own needs, travelling and
services (source: BBC).

IGLTA investigations state that target LGBT segment spends for one
holiday 2,300 dollars whilst the heterosexuals spend for the similar holiday
800 dollars less (www.travelworldnews.com).

As it implies, LGBT is one of the lucrative and relatively new forms of
tourism. LGBT client lucrative is also recognized in the capital city of
Czech Republic, Prague. Prague City Tourism (PCT) states that over 600,
000 LGBT tourists visit Prague every year. Since 2010 the PCT publishes
for this segment special Gay map, the gay guide. Since 2011 the special app
is also available for smart phones.

Conclusion

LGBT tourism is a relatively new form of tourism upholding since the
1980s. The expansion of this form of tourism is supported by global
processes, freer travelling, human rights procuring, higher tolerance to
different sexual orientation even in the countries where the religion
directive prohibits or disavow homosexuality. The example of such a
countries can be Israeli Tel Aviv. Despite this, it is important to keep in
mind that LGBT tourism cannot procure as a new form of tourism in all
worldwide destinations.
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KULINARNA KULTURA REGIONU PONITRIE

CULINARY CULTURE OF REGION PONITRIE

Katarina Kompasova

Abstrakt: Prispevok je zamerany na kulindrnu kultiru regionu Ponitrie,
dolezity —aspekt kultiry nielen ndroda aregionu ale iponuky
gastronomickych zariadeni. Poskytuje komplexny pohlad na prvky tradicnej
stravy Ponitria. V rdmci skimania povedomia o kulindrnych Specialitdch
regionu bol realizovany prieskum, orientovany na zistenie poznatkov
o tradicnej gastronomii, kulindrnych Specialitdch ako aj o ndvstevnosti
zariadeni poniikajiicich typické slovenské pokrmy.

KPucéové slovd: gastronomia, kulindrna kultiira, Ponitrie, tradicnd strava

Abstract: The article focuses on culinary culture of region Ponitrie as an
important part of not only national and regional culture but also as an offer
of restaurants. The aim of the article is to provide the complex view of
culinary culture with accent on traditional food of this region. Article
analyses the preferences of respondents on the field of eating, knowledge of
traditional gastronomy, culinary specialities and their frequency of visit
traditional restaurants.

Key words: gastronomy, culinary culture, Ponitrie, traditional food

JEL Classification: L83, Z32

Uvod

Spédjanie novych inovativnych moZnosti gastronomickej ponuky vedie
k sicasnému trendu a smerovaniu gastrondémie. Jednym z moZnosti je
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opieranie sa o  histériu a kultdru typickych, pre dand krajinu
charakteristickych potravin. Tradicnd strava v podobe jedla, pitia,
stravovacich navykov a zvykov ako i ritudlov miestnych obyvatel'ov tvori
dolezitd sucast’ kultiry a Zivotného Stylu. Mame na mysli kulinarnu kultdru,
teda tradicnd hodnotu, ktord patri medzi kultirne a kulindrne bohatstva
kazdého naroda. Prave jedlo a spdsoby jedenia patria k najvyraznej$im
identifikacnym kédom T'udskych spolocenstiev. Tradi¢nd strava ma preto
Siroké uplatnenie nielen v gastronomickych prevddzkach ale i v cestovnom
ruchu, kde prave narodné jedld si neraz primadrnym motivom ndvStevy
krajiny. V rdmci stipajiceho zdujmu o tradi¢né, Specifické gastronomické
prvky sa prave regiondlna diferencidcia stdva Coraz populdrnejSia
v propagécii krajiny. Regiondlne gastronomické Specifikd si zaujimavé
nielen pre turistov ale i miestne obyvatel’stvo.

Material a metody

Cielom prispevku je pribliZit' tradi¢ni stravu regiénu Ponitrie a poukazat
na jej vyznam pre ponuku gastronomickych zariadeni. Na ziskanie a
spracovanie poznatkov bola vyuZitd metéda desk study zameranid na
Stidium dostupnej literatiry ako podkladu k vymedzeniu regiénu ako i na
analyzu tradinych regiondlnych jedal. Vramci vyskumu verejného
povedomia o tradi¢nej strave bol realizovany prieskum orientovany na
zistenie poznatkov o tradi¢nej gastrondmii, kulinarnych Specialitach regiénu
Ponitrie, ako aj o nadvStevnosti zariadeni ponukajucich typické slovenské
pokrmy a regionalnu stravu. Prieskum bol realizovany v rokoch 2016-2017.

Vysledky

Kulindrna kultiira regionu Ponitrie

Ponitrie siaha od horskych oblasti StrdZovskych vrchov a pohoria Vta¢nik
aZ po nizinné oblasti v okoli Novych Zamkov, siahajice k Podunajskej
nizine. Charakter stravy, pouZivané suroviny, skladba jedal, technologické
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postupy a stravovaci poriadok podmieniovali faktory akymi sd poloha
a s fou suvisiace klimatické podmienky, historicky vyvoj a vplyv etnickych
mensin. NajdoleZitejsimi plodinami boli obilniny (pSenica, raz, jaCmen,
ovos), proso, pohdnka a strukoviny (SoSovica, fazula, hrach, bdb a cicer).
Pestovali sa zemiaky, kapusta, kukurica, cukrova repa, cvikla, chren, cibula
a cesnak. Vyznamné zastipenie mali marhule, slivky, vini¢, mak a orechy.
Najvyznamnej$im pokrmom bol pSeni¢ny alebo pSeni¢no — razny chlieb.
Z chlebového cesta sa miesili aj kolace poplameniky (Hloskova — Hloska,
2014), poplamisky, langoSe, malé Zemle cipé (Benuskova, 2005).
Vyznamné zastipenie mali kukuri¢né a krupicové kase. Kriipy a kripky sa
pridavali i do polievok a zabifjaCkovych Specialit. Cestoviny sa jedli
samostatne alebo ako priloha. Zndme su mrvence ako zévarka do polievok,
rezance alebo sliZe, Sulance, halusky a Stvorcové cestoviny Sifliky. Jedli sa
na slano alebo na sladko, s lekvarom, makom, cukrom, orechmi a tvarohom,
oSkvarkami alebo slaninou, cibulou, cesnakom a kapustou. Cestoviny
plnené lekvarom alebo ovocim boli perky, nazyvané aj pirohy alebo gule.
Nad parou sa pripravovali parené buchty, z kysnutého cesta zname ritese,
kapustniky plnené varenou kapustou, obltibeny smatankovy kolac, slané
pecivo pagice asladké pecivo SiSky. Zo strukovin a zemiakov sa robili
privarky, polievky, Salaty. Zachovali sa zemiakové placky a lokSe. Zelenina
a ovocie sa konzumovali Cerstvé alebo sa nakladali, ovocie sa suSilo, varil
sa lekvar alebo sa zavédrali kompoéty, kapusta sa strihala a zasolena
sa nakladala do sudov (Stolicna 2001). Konzumovalo sa kravské
a v chudobnejsich rodinich kozie mlieko. Zohrievanim kyslého mlieka, tzv.
kysky vznikal tvaroh (syr), z povrchu kyslého mlieka sa zbierala smotana, z
ktorej sa vyrdbalo maslo. Po zmiiteni masla vznikal cmar, ktory sa pil.
Z mlieka sa varili mlie€ne kyslé polievky a privarky. Vajcia sa pridavali do
cesta, ¢i ako priloha k privarkom, pripravovala sa znich skvarelina
(Stolicna 2001). Miso sa pieklo, dusilo alebo varilo so zeleninou. Medzi
typické zabijackové vyrobky patrili jaternice, klobasy, tlacenka, krvavnice,
obarovd polievka, zabijatkova kapustnica, pe¢ené miso, huspenina, slanina,
Sunka, oSkvarky, sadlo. Pila sa voda ale i rozne Caje a sirupy z byliniek,
kvetov a ovocia. Z agatového kvetu, bazy a z ovocia sa pripravovali sirupy
a stavy. V oblube bola biela kdva — cigorka, z korena Cakanky. Vysadzali
sa odrody ako Rizling rynsky, Frankovka modra alebo Othello. Obl'ibeny
bol burciak a ovocné vina z ribezli ¢i jahdd. Znama je pdlenka (slivovica,
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marhul’ovica, obilninové pélenky zraZe). Vyznamnymi boli obradové
a sviato¢né pokrmy. Na Vianoce sa piekol stedrdk, konzumovala sa mlie¢na
SoSovicovd, ¢i hribova polievka, po ktorej nasledovali pupdciky. Na
faSiangy sa vyprazali Sisky, fdnky a piekli kolace plnené Skoricou — ritese.
Typickym predvelkonocnym postnym jedlom je kalkys — pecivo, ktorého
zakladom je tekutina ziskana z rozdrveného nakliceného obilia a muky.

Preferencie stravovania a obliibenost tradicnych regiondlnych
Jjeddl

Ciel'om prieskumu bolo zistit', akii kuchyiiu opytani uprednostiiuju a kde sa
najCastejSie stravujui. Napriek rozvijajicim sa vplyvom cudzich kuchyn a
trendom fast food, opytani preferuji slovenskd kuchyfiu a pokrmy
pripravujui prevazne doma. Viac ako polovica dopytovanych konzumuje
najcastejSie slovenské pokrmy, druhou najpreferovanejSou kuchyiiou je
azijskd kuchyna (Graf 1). NajvidcS§i pocet dopytovanych si pokrmy
pripravuje doma, v reStaurdcii ajeddlni sa stravuje 13 % all %.
V oblibenych prevadzkach srychlym stravovanim sa stravuji prevaZne
mladSie vekové kategdrie (Graf 2).

Graf 1: Preferencie skiimanych kuchyn
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Zdroj: Stevkova, B.- Kompasova, K. (2016-2017)
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Graf 2: Miesto najcastejSieho stravovania respondentov

= doma = v reStauracii v jedalni = vo fastfoofovych prevadzkach

Zdroj: Stevkova, B.- Kompasova, K. (2016-2017)

Vplyvy cudzich kultir majui za nasledok pokles zaujmu o tradi¢nd kuchyiu.
Vynimku netvoria ani zariadenia, ktoré ju pondkaji. Tieto zariadenia su sice
navS§tevované, avSak ponuka s tradicnymi jedlami je nizka. Ponuka jedal sa
opakuje takmer vo vSetkych zariadeniach, dokonca aj v jednotlivych
regiénoch. Aj z tohto dévodu si védcsina dopytovanych zvolila za moznost’
tradicného slovenského pokrmu bryndzové halusky (71 %). Zabijackové
pokrmy a tradi¢nd kapustnica predstavuje typické slovenské jedlo pre 23 %
respondentov. (Graf 3)

Graf 3: Najtradi¢nejsie slovenské jedla z pohPadu respondentov
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Zdroj: Stevkova, B.- Kompasovi, K. (2016-2017)
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MozZno tvrdit, Ze bryndzové halusky, zabijackové produkty ¢i kapustnica si
na Slovensku ,,gastronomickymi fenoménmi“. Pecenu kacku s lokSami si
zvolilo za tradi¢ny pokrm iba 10 respondentov. Ostatné pokrmy, lekvarové
buchty, demikat ¢i Stedrdk za tradicny pokrm povaZuje menej ako 10
dopytovanych. Na zdklade vySSie spomenutych pokrmov sa 87 %
dopytovanych vyjadrilo pre moznost, Ze zariadenia s ponukou tradi¢nych
pokrmov navstevuji a podla 59 % respondentov je ponuka tychto zariadeni
dostatocne zastipend. Graf 4 znizorfluje vedomosti respondentov
o tradi¢nych Specialitach regionu Ponitrie. Opytani mali moZnost’ si vybrat
z niekol’kych pokrmov, ktoré su v danej lokalite povaZzované za tradi¢né,
pri¢om im bolo umozZnené oznacit’ viacero moznosti. Do vyberu jedal neboli
zaradené bryndzové halusky, pretoZe bryndza a podobné produkty
z ov¢ieho mlieka nie su pre Ponitrie typické.

Graf 4: Tradi¢né pokrmy Ponitria z pohPadu respondentov
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Zdroj: Stevkova, B.— Kompasov4, K. (2016-2017)

Nasledne sa mali dopytovani vyjadrit k ponuke nimi navStevovanych
gastronomickych  zariadeni. @ Na  zdklade  pokrmov  pouzitych
v predchadzajicej otizke sa podla 55 % respondentov na jedalnych listkoch
tychto prevadzok nenachadzaji pokrmy typické pre Ponitrie. Pri zistovani
zdujmu o roz§irenie ponuky nimi navStevovanych gastronomickych
zariadeni o tradi¢né regiondlne Speciality sa aZ 82 % respondentov vyjadrilo
kladne.
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Diskusia

Z dosiahnutych vysledkov vyplyva, zZe vicSina dopytovanych aj napriek
narastajicemu vplyvu globalizicie, migracie a multikulturalizmu preferuje
nad’alej slovenski kuchyfiu asoblubou si pokrmy pripravuje doma.
O tradi¢nu stravu je neustily zaujem, ¢o dokazuje navStevnost’ zariadeni
s ponukou tychto pokrmov. AvSak nizka informovanost o kulinirnych
tradicidch a tradicnej kuchyni skimaného regionu, svedéi o preferenciach
povaZuje najmé bryndzové halusky, kapustnicu alebo zabijackové produkty.
Podl'a vicsiny dopytovanych s ponuky s tradi¢nymi pokrmami zastipené
dostatocne, naopak regiondlna kuchyiia v ponuke absentuje a jej zaradenie
alebo doplnenie na jedalne listky by mohlo byt pozitivnym prinosom nielen
pre navstevnikov, ale i samotny podnik, ¢im by sa stal odliSnym pre
konkurentov mimo daného regiénu. Popri trendoch v gastronémii, medzi
ktorymi nechyba ani navrat k tradicidm, by sa prevadzkovatelia
gastronomickych zariadeni mali snaZit’ o zatraktivnenie regionu a poukazat’
tak na unikatne chute regionalnych pokrmov, nielen na domicom trhu ale aj
pre potencidlnych navstevnikov zo zahranicia.

Zaver

Slovenska kuchyna je postavena na jednotlivych regiondlnych a lokalnych
Specialitich. Kulinarna kultdra je sicastou kultiry narodnej identity. Preto
by sme sa mali snaZit’ o jej zachovanie, §irenie a propagovanie. Ak doméci
¢i zahraniCny turista navStivi gastronomické zariadenie, ma vicSinou
zaujem o tradi¢né slovenské alebo regiondlne pokrmy, ktoré nés ako krajinu
a narod reprezentuji. Gastrondmia je teda nielen dodleZitym prvkom kultiry
ale aj podpory rozvoja cestovného ruchu. Na stravovanie reSpektujice
miestne tradicie by sa teda malo pamitat’ predovSetkym pri tvorbe ponuky
gastronomickych zariadeni, ¢im by sa zachovalo povedomie o vyzname
domécich potravin, rozvoji tradicnych jedal, cestovného ruchu, ¢i
regionalneho rozvoja.
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GAZELLES IN TOURISM IN SLOVAKIA -
THEIR INNOVATIVENESS IN THE CURRENT
BUSINESS ENVIRONMENT

Viera Kubi¢kova, Anna Michalkova,
Monika Kroslakova, Dana BeneSova

Abstract: This research examines the behaviour of young, fast-growing
businesses — gazelles in tourism in Slovakia with an emphasis on the use of
innovations and the business environment. The results show that gazelles in
tourism in Slovakia are overly innovative. However, research in this area
has revealed a number of reserves in exploiting the opportunities for their
economic growth. Problems of gazelles in tourism when doing business are
much the same as that of other enterprises. Regional support organizations
have almost no impact on the growth of gazelles.

Key words: business environment, gazelle, high-growth enterprise,
innovation

JEL Classification: D22, L26, LS80

Introduction

Tourism enterprises are included in enterprises with lower knowledge
intensity (European Communities, 2006), despite that the knowledge-based
economy is not clearly identified in high-tech disciplines, and the use of
knowledge brings benefits to all sectors of the economy, including tourism
(Scott, Baggio, & Cooper, 2008). The natural source of knowledge transfer
in tourism is the intermediary character of service production. Tourism's
natural system of inter and intra-sectoral interdependencies plays an
important role in innovation creation (Narduzzo & Volo, 2016). Innovative

services subsequently create space for dynamic businesses with above
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average economic growth. The high growth rate of tourism and the radical
changes in innovation-induced tourism production and consumption (Hall &
Williams, 2008) provide a background for the dynamism of tourism
businesses. Especially the use of innovation and the business environment
which work as dynamic growth factors in young, fast-growing enterprises —
gazelles in tourism in Slovakia are being examined by this research. It is
still a unique research in tourism focused on gazelles performed in Slovak
conditions.

David Birch was the first to use and define the term gazelle, designating a
company that is capable of generating a high-growth in a very short time
(Birch et al., 1979). Gazelles are a significant subgroup of high-growth
enterprises, approximately a fifth of them (OECD, 2007; OECD, 2012).
These are fast-growing companies that achieve more than 20 % of turnover
or employment growth over three consecutive years, but whose age from
their founding (creation) does not exceed five years (Ahmad, 2006; OECD,
2007; OECD, 2015), and at the same time have at least 10 employees at the
beginning of each observed period (Petersen & Ahmad, 2007).

Material and methods

The object of our research were the tourist enterprises, based on the NACE
methodology rev. 2, as well as the TSA methodology (characteristic tourism
products). We chose the codes 155.10 — 155.30 — accommodation, 156.10
and 156.30 — restaurant and catering activities, N79.11, N79.12, N79.90 —
activities of travel agencies, offices and other reservation services and
related services, R90.04, R91.02 — 04 - arts, entertainment, recreation,
R93.11, R93.21, R 93.29 - sports and recreation activities. Traffic services
have not been included in the final set because of a large share of freight
and forwarding. In passenger air transport (H51.10) one enterprise met the
definition of gazelles, but we have excluded it from the set because it was a
large enterprise and all the other examined gazelles belonged to small and
medium-sized enterprises. The primary survey was conducted on 86
gazelles and ran from November 2015 to March 2016 using standardized
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questionnaire querying. The Enterprise Database was generated from two
statistical sources — the Statistical Office of the Slovak Republic (SU SR)
and FinStat (SU SR made the identification of gazelles in Slovakia for the
years 2012 and 2013 available for the first time in 2015, the missing
database of gazelles for 2014 was supplemented by FinStat).

Results

Innovative activity of gazelles in tourism

Based on our research, the innovative activity of gazelles in tourism is
relatively high, only 8 % of gazelles did not bring any innovation in the
monitored period, other gazelles are innovative enterprises. Nearly 48 % of
gazelles recognize the impact of innovation on their growth, but up to 26 %
of gazelles do not, and the same high percentage of gazelles does not
address the issue of innovation impact. Gazelles bring innovations primarily
individually (up to 81 % of gazelles). Most of the gazelles do not carry out
research and development activity (79 % of gazelles), and those who carry
them out are not active in the field of own research (only 16.7 % of gazelles
use their own specialized department). They do not cooperate with scientific
research institutions or other subjects (up to 96 % of gazelles) in these
activities.

In the structure of implemented innovations, marketing innovations (up to
83 % of gazelles) prevail, while organizational innovations are the least
represented. Of the product innovations realized by 58 % of the gazelles,
they mainly apply the new product in the company (56 %) and a partial
change of the product in the company (25 % of gazelles). From the point of
view of the type of process innovation introduced over the last five years,
computer processing of transactional processes prevails, with nearly 30 %
of gazelles buying online and up to 59 % selling online. CRM for marketing
and analytic purposes use 30 % of gazelles. From the point of view of
organizational innovations, the employees' motivation system, as well as
workshops and staff training (up to 58 % of gazelles), as well as a change in
the organizational structure (50 %) prevail.
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Among marketing innovations, social marketing (social networking, up to
67 % of gazelles), direct marketing (e-mail marketing, 55 %) and event
marketing (46 %) clearly prevail. The influence of innovations on
increasing business popularity, building good reputation, increasing
customer satisfaction, attracting new clients, increasing sales revenue, and
employee loyalty are perceived as the most influential by gazelles.

Business environment of gazelles in tourism

The most frequently mentioned issues of gazelles within the research of
business environment were the tax burden (91 % of gazelles), followed by
the levy obligation (83 %), the increase in competition (41 %), constant
changes in legislation (32 %), availability of qualified workforce (29 %).
The most important factors influencing the growth of turnover, or growth of
gazelle staff include easier access to financing (31 %), availability of
qualified workforce (25 %) and more flexible system in the labour market
(20 %). The most often mentioned priorities for the next 5 years are profit
growth and increased turnover (both 86 %), followed by the increase in the
share on the existing domestic market (55 %). An important factor in the
growth of gazelles is the introduction of innovation (32 %) and
diversification in new products/services (30 %).

In particular, the impact of regional support organizations on the growth of
gazelles was examined. Overall, the very low impact of these organizations
has been recorded (the achieved value was 0.9 at a maximum of 3 points).
The cluster membership, as well as the co-operation with it (0.5 points),
cooperation with the destination management organization (0.45) and the
support of local self-government (0.4) have the most significant influence
on gazelles. On the other hand, Business and Innovation Centre, the
Technological and Innovation Centre, as well as membership in the
destination management organization or the business incubator have no
influence on gazelles. Providing information (0.7) and the region marketing
which is implemented by regional organizations (0.65) and access to public
resources (0.5) are the most important from the regional support
instruments. The state budget/state funds (0.4), as well as the EU Structural
Funds and other international support funds were the most important public
resource for gazelles. Public resources focus on marketing activity (64 % of
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gazelles), development and implementation of innovation (36 %). The
relation between clusters and innovativeness of gazelles has not been
proven. Even those gazelles that are not cluster members, or do not
cooperate with a cluster, or do not attribute any influence to a cluster,
implement innovations, namely all types of innovation.

Discussion

Gazelles in tourism in Slovakia may be considered to be innovative above
average (even in knowledge-intensive services only a third of enterprises is
innovative, SU SR, 2014). Significantly predominant marketing innovations
suggest strong competition and the existence of replacement products. ICT
introduce gazelles in particular in business processes leading to the external
environment. For innovation, they use minimal cooperation with other
businesses and barely work with universities and research centres. The
perception of problems in doing business with gazelles in tourism does not
differ significantly from the perception of problems by the enterprises as a
whole, nor were there any significant differences between the uses of
financial resources. Regional support organizations have almost no impact
on the growth of gazelles and the impact of public resources is minimal.

Conclusion

The research shows that gazelles in tourism in Slovakia fulfil their main
social significance related to the "education of society to innovations", with
their innovativeness they put pressure on the whole value chain in the local
economy towards acceptance of innovation. However, they do not use
enough potential to generate additional opportunities for the dynamics of
their economic growth and local economic structures under the conditions
of accelerating research activities in different forms of cooperation. The
results of the survey open up the question of the functionality of network
structures whose primary objective should be the concentration of research
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and knowledge transfer capacities and suggest a relatively weak enterprise

management initiative to analyse the benefits of innovation.
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STATISTICAL INDICATORS OF TOURISM
AND THEIR USE WITHIN THE DESTINATION
BUSINESS INTELLIGENCE SYSTEM

Erika Liptdkovéa, Gabriela Kol'vekova, Cubomir Strba,
Branislav Kr$ak, Csaba Sidor

Abstract: Tourism as a sector plays a key role in economies of many
European countries. Based on its potential, any evaluation of tourism
competitiveness requires the knowledge of tourism capacity, characteristics
of tourist routes/trails, profile of tourists and their expenditures from
official statistics. This paper brings an overview of statistical indicators of
tourism with special emphasis on their use within currently developed
Destination Business Intelligence System in conditions of Slovakia.

Key words: Destination Business Intelligence System, Slovakia, statistical
indicator, tourism

JEL Classification: O3, Z3

Introduction

When willing to start a business in the tourism sector, then you most
probably already know about this industry a lot. But you still might like to
reassure your knowledge by using statistics, indicators. Tourism activities
can be described by means of indicators. For the time being, these indicators
reflect flows of basic dimensions of touristic behavior sufficiently. On the
other hand, these indicators do not reflect the crucial reasons for the flows
having certain direction or depth (value) and so forth. It is important that the
indicators are obtained for the level of the country and the level of European
Union, both can use regional approaches. Further text is partly an overview
of indicators with individual comments with respect to the Slovak Republic
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which may significantly affect the functionality and effectiveness of
currently developed Destination Business Intelligence System (DBIS). The
DBIS is designed to support comprehensive decision-making and planning
of future development activities in any tourist destination as described by
Strba et al. (2016).

Material and methods

Indicators describing the quantitative surface in terms of
European statistics

The Statistical Office of the European Union (EUROSTAT) provides the
European Union with statistics at European level that enable comparisons
between countries and regions. Comprehensive datasets as well as summary
tables are available on the Eurostat website, easily accessible via the
tourism statistics portal. The method, how the indicators of tourism statistics
are constructed, can be found in the publication Methodological Manual for
Tourism Statistics (EUROSTAT, 2014). The main focus of this manual is
on explanatory notes to the variables of tourism statistics and their
breakdowns. The categories are characterized by a more detailed set of
indicators in a given time series (monthly data or annual data).

Position of accommodation statistics within the system of

tfourism statistics

Accommodation (rented or non-rented) is a core tourism sector even if it is
relevant for one part of visitors only (i.e. tourists = overnight visitors). The
economic importance of this sector can be seen from the results of some
countries where accommodation services accounted for between 15 to 20 %
of total internal tourism expenditure. Accommodation statistics is a key part
of the system of tourism statistics in the EU and has a long history of data
collection. The scope of observation (or the target population) in
accommodation statistics includes all tourist accommodation establishments
providing, as a paid service (although the price might be partially or fully
subsidized), short-term or short-stay accommodation services.
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Tourism capacity/occupancy data are collected by the Member States by the
mean of the business survey (in some cases capacity data is available
directly from tourism registers). Indicators of tourism measured by Eurostat
are divided into two main categories: variables for capacity and variables
for occupancy. These categories are further subdivided into subcategories.
Variables for capacity including a number of establishments, number of bed
places, and number of bedrooms. Variables for occupancy include a number
of nights spent, arrivals of residents and non-residents, the occupancy rate
of bedrooms, and an occupancy rate of bed places. These subcategories are
also measured by regional level NUTS 2; NACE Rev. 2 (hotels,
accommodation similar to a hotel, other short-stay accommodation,
camping grounds, recreational vehicle and trailer parks); coastal and non-
coastal areas; and degree of urbanization (rural areas, towns, cities).

Besides the indicators of establishments uttered above, the Eurostat is
offering data on trips of EU residents as participation in tourism for
personal purposes (including number of tourist by duration of trip, number
of tourist by duration of trip as share of total population, number of tourists
by age group); number of trips/nights spent by purpose, length of stay,
country/world region of destination; expenditure categories (including
expenditure on: durables and valuable goods, accommodation,
restaurants/cafés, transport, and other expenditures); average expenditure
per trip and per night.

Indicators describing the quantitative surface in terms of
national statistics

The Statistical Office of Slovak Republic (SO SR) holds that the tourism is
defined as: “an activity of people, who travel and stay away from their usual
environment for not more than one consecutive year for leisure, business or
other purposes which however are not linked with paid activities in the
visited place”. (SO SR, 2015)

The three categories distinguished by SO SR (2015) are: accommodation,
organized tourism, national and outbound tourism. By accommodation
establishments in tourism are understood such establishments which
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regularly (or occasionally) provide temporary accommodation for visitors.
It includes hotels, pensions, tourist residences, chalets, lodgings, camps,
motels or private accommodations. However, the SO SR observes the
number of visitors in the establishments referring to their country of
permanent residency and the capacity and performance of the
accommodation establishments. More information on accommodation, beds
can be found in the quarterly published document “Zdkladné ukazovatele za
ubytovacie zariadenia cestovného ruchu” (eng. “The main indicators for
accommodation tourist facilities”). Organized touriSm encompasses
participants of active and passive tourism. Participant of active tourism is
foreigner, who uses services of tourism during his/her stay in the Slovak
Republic (SR) - indicator: Active tourism organized by tourist agencies in
SR reports (including categories: number of foreigners in the SR (on yearly
basis), number of nights spent by foreign visitors. Participant of passive
tourism is a Slovak citizen, who uses services of tourism during his/her
travel abroad - indicator: Passive tourism organized by tourist agencies in
SR reports (including categories: number of traveled persons from Slovakia
to foreign countries, number of stay days of traveled persons). According to
the SO SR, national and outbound tourism is characterizes as/by: (1)
national or domestic tourism is understood as travel of the residents within
the SR, outside their usual environment, in which person accomplishes its
regular living activities; (2) an outbound tourism is tourism of residents
heading to foreign countries; (3) for a long-term stay is considered a travel
with the purpose of the vacation, outside the usual environment, where the
participant spends at least 4 nights in a row, a holiday stay that does not
exceed 12 months; and (4) for a short-term stay is considered a travel with
the purpose of a holiday, outside the usual environment, where the
participant spends minimum of one night but maximum 3 night in a row. In
this respect, the SO SR (2015) focuses on following data: number of short
and long-term stays, number of overnights in SR and abroad, and an
average number of overnight stays.

Regarding the indicators of tourism, the SO SR publishes several
publications with different periodicity: - monthly (number of visitors,
number of overnights, average number of overnights, number of
establishments, number of bedrooms, number of beds, the use of the beds)
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and quarterly (number of visitors according to the country of origin,
overnights, average overnights, all visitors split based on the country of
origin).

Results

Based on the objective of the DBIS project, the following indices are
preferred to be followed and included into analysis within the system:

The most influential indices for the DBIS project are: the productivity of the
company, e.g. the overnights of the tourists or the use of the capacities for
various types of accommodation providers; and the proportion of
male/females employed in the tourism industry. The influential indices for
the project are: the value of the destinations captured by indices such as:
number of overnight stays within a month, the daily expenditures of the
tourists; quality of the employments by means of the index described as the
direct employment in the tourism industry (% proportion of the total
employment); community and social impacts measured in the index of the
number of tourist per 100 residents; the protection and improvements on the
cultural heritage, local identity and local values within percentage
proportion of the destination that is linked to the policy or planning of the
cultural heritage protection — number of events organized in relation to
preservation of traditions (music, food, drinks — positive and negative
information — data mining, etc.); and the management of the light and noise
can be reflected by destination policies requiring the tourism to minimize
the light and noise waste. The indices with an average influence regarding
the objective of the project are: management of the sustainability approach
in the companies running the business in the tourism industry — here one
could use percentage of the companies in the destination using the voluntary
certification of environmental quality or sustainability and others showing a
proof of CSR; information and communication — a good indicator to find is
a challenge; the limitation of the transport influence, and climate changes.
The indices with some influence regarding the objective of the project are:
public policies measures within the tourism in the scope of the percentage
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of the destination regarding the strategy or action planning of sustainable
tourism; consumers satisfaction is the most common factor measured and
searched but to an insufficient extent; supply chain can be expressed and
find in the percentage of the companies of tourism that are active in seeking
the measures of local products and services in terms of fair trade; the
equality — here one should take into account the disabled clients and their
percentage of the tourists and how are their special needs met. The optional
indices are e.g. waste management, biodiversity etc.

Discussion

This short note on statistical indicators of tourism was to provide a
simplified overview of indicators. Authors decided to lead the reader
through the indicators describing the surface from the inside and outside.
The question reader might have rightfully asked was: what surface is it? The
surface was tourism of the Slovak Republic itself. Therefore the inside were
indicators provided by the SO SR and outside by the Eurostat. It is self-
evident that there is an overlap between these indicators. The advantage of
presented indicators is their objectivity and availability. The disadvantage is
that they “scratch the surface” for instance if it comes down to particular
decision making for the individual establishment. To deepen the research,
several authors did some affords such as Dolnicar and Ring (2014),
Mazanec (2011), Mazanec et al. (2014).

Conclusion

The structure of indicators can be useful for creating once own indicators,
probably on the smaller or larger scale. However, most destinations use
their own indicators referring to quality or branding. This may lead to
conclusion and recommendation to construct new indicators, also building
upon existing ones.
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CESTOVNY RUCH A JEHO PRAVNA UPRAVA
V SLOVENSKEJ REPUBLIKE

TOURISM AND ITS LEGISLATION IN THE
SLOVAK REPUBLIC

Marian Luka¢, Dubomir Strba

Abstrakt

Cldnok prindsa prehlad prdvnej tipravy cestovného ruchu na Slovensku,
navrhuje systematiku prdvnych predpisov, ktorych zjednocujiicim prvkom je
cestovny ruch (ako aj jeho formy a sluZby) ako predmet prdvnej vpravy.
Autori sa v prispevku zamyslaji nad otdzkou ¢i sa potencidlne v budiicnosti
moZe jednat o nové prdvne odvetvie, pretoZe, ako sa zdd, uz sa na Slovensku
objavuju niektoré ndznaky zahdjenia takéhoto formujiiceho procesu.

KUlicové slovd

cestovny ruch, systém prdva, prdvne odvetvie, prdvo veiejné a siikromné

Abstract

The article brings an overview of tourism legislation in the Slovak Republic,
proposes the its systematization where the tourism (including its forms and
services) is a unifying element as a subject of the legislation. Authors of the
article deal with the possibility if it, potentially in the future, there will be
an individual area of law in the Slovak Republic devoted to the tourism, as
indicated by some processes in the country.

Key words
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area of law, law system, tourism, public and private law

JEL Classification: K22, Z32

Uvod

Pravo v cestovnom ruchu nie je pradvnym odvetvim, je to (zatial') dcelovy
konglomerat noriem verejného i sikromného prava, ¢o vSak v zisade
nebrani, aby niekedy v budiicnosti (aZ narastie rozsah pravnej Upravy,
v ¢om méi SR pred CR uréity niskok a problematike sa bude venovat
Specializované odborné pracovisko na akademickej pode) sa ako pravne
odvetvie konStituoval — obdobnym vyvojom presla v minulosti napriklad
problematika ochrany Zivotného prostredia. V prispevku navrhujeme
systematiku prava cestovného ruchu a snaZime sa charakterizovat’ sicasny
stav, ku ktorému dospel vyvoj pravnej dpravy. Zda sa, Ze smeruje od
povodnej absencie pravnej regulacie nakoniec ku konStituovaniu
samostatného pravneho odvetvia, hoci aj ak nie z pohladu pravnej teérie,
tak urcite z praktického a pedagogického hl'adiska.

Material a metody

Ako podklad pre vypracovanie analyzy cestovného ruchu a jeho privnej
Upravy na Slovensku boli pouZité rozne pravne predpisy a normy platné na
uzemi Slovenskej republiky, bliZ§ie spomenuté v nasledujicom texte,
s doérazom na to, aby na zdklade takto zhrnutych privnych noriem bolo
v budicnosti mozné uvaZovat’ o autonomizacii tohoto tiseku prava.

Vysledky

Rozhodujicim impulzom pre vznik pravnej tUpravy cestovného ruchu na
Slovensku bola eurépska smernica z 13. jina 1990 ¢. 90/314/EHS (Rada
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eur6pskych spolocenstiev, 1990), ktorej vzorom bolo, eSte o desatrocie
star§ie, nemecké riesenie problematiky. V Ceskej republike viedol stivisiaci
implementa¢ny proces k prijatiu zdkona ¢. 159/1999 Sb. o niektorych
podmienkach podnikania v oblasti cestovného ruchu (Cesko, 1999). Na
Slovensku bol o nieco neskdr prijaty z rovnakého podnetu a na rovnakych
zasadich zdkon o zdjazdoch a podmienkach podnikania cestovnych
kanceldrii a cestovnych agentiir ¢. 281/2001 Z. z. (Slovenskd republika,
2001). Podobne ako v Ceskej republike priniesol do ob&ianskeho prava
novy zmluvny typ (na Slovensku nazvany zmluva o obstarani zijazdu)
a Uplne vynal problematiku rozsahu Zivnostenského opravnenia hlavnych
Zivnosti v cestovnom ruchu z pdsobnosti Zivnostenského zékona.

Pravo cestovného ruchu z hl'adiska jeho povahy mozno zaradit’ k pribuznym
pravnym odvetviam, ktorymi si pracovné pravo a obcianske spotrebitel'ské
pravo. Ovlada ich spolo¢na zasada rovnosti a ochrany slabSej strany
v sukromnom prave a takisto spolocnd metéda pravnej regulicie
spocivajuca v syntéze obc¢ianskopravnej a administrativnopravnej regulécie.

Ak by sa pravo cestovného ruchu konStituovalo v budidcnosti ako pravne

odvetvie, bolo by to mozné vd’aka tomu, Ze uz dnes je:

* cestovné pravo, pravo cestovného ruchu, pravo v cestovnom ruchu viac
nez len $pecificky usek prava ochrany spotrebitel’a, pretoZe

» jeho sucastou je pravna regulécia ako néstroj Statnej politiky cestovného
ruchu (hospodarskeho rastu, zamestnanosti, regionalneho rozvoja)

* ma zivnostenské a obchodnopravne suvislosti

* jeho komplexnost’ doplita stvisiaca pravna tprava sluZieb cestovného
ruchu a reguldcia Specifickych odvetvi ¢i foriem cestovného ruchu
(napr. kupelnictvo, vitikultira, montdnny turizmus) a sluZieb
cestovného ruchu (ubytovanie, stravovanie, doprava)

Pravo cestovného ruchu mé zmieSany charakter. Cast, ktord zarad’ujeme
pre teoretickd rovnost’ subjektov (objednavatel — cestovna kancelaria) do
prava sikromného, vykazuje pre tito Cast’ pravneho poriadku netypické
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charakteristické prvky — akou je napriklad vysoky podiel kogentnej pravnej

Gpravy. DalSou stcastou priava cestovného ruchu si predpisy

verejnopravnej povahy. Systém pridva v cestovhom ruchu je mozné

vymedzit’ nasledovne do $tyroch celkov:

e Sudkromné pravo — niektoré zmluvné typy obsiahnuté v Obcianskom
a Obchodnom zakonniku

* Stkromné pravo — zdkon ¢. 161/2011 Z. z. o ochrane spotrebitel’a pri
poskytovani niektorych sluzieb cestovného ruchu

e Verejné pravo (Zivnostenské) — zdkon o zdjazdoch a podmienkach
podnikania cestovnych kancelérii a cestovnych agentur ¢. 281/2001 Z. z.

* Verejné pravo (administrativne) - zdkon o podpore cestovného ruchu
¢.91/2010 Z. z.

Medzi pravnické osoby ¢inné v cestovnom ruchu patri Slovenska agentira
pre cestovny ruch zaloZzena ako Stitna prispevkova organizicia
Specializovand na marketing a Statnu propagiciu cestovného ruchu vo
vztahu k zahrani¢iu, medzindrodnym organizaciam a profesijnym zvizom.
Agentira je dnes uZ, ako bolo uvedené vysSie, sucastou Struktir
Ministerstva dopravy, vystavby a regiondlneho rozvoja SR. Uspory, ktoré
sa takto dosiahli su reinvestované do propagicie Slovenska v zahranici
(Pravda, 23. 11. 2016).

Niektoré neziskové organizacie zakladané podl'a zdkona ¢. 213/1997 Z. z. o
neziskovych organizaciach poskytujicich vSeobecne prospesné sluzby maji
¢o do Cinenia s cestovnym ruchom, pretoze podl'a § 2 od. 2 tohto zakona
patria medzi vSeobecne prospe$né sluzby, ktoré tieto pravnické osoby
poskytujd aj ,,tvorba, rozvoj, ochrana, obnova a prezentacia duchovnych a
kultirnych hodndt* alebo ,sluzby na podporu regiondlneho rozvoja a
zamestnanosti®.

Dosahovat’ spolo¢né ciele aj v zaujme cestovného ruchu umoZznuji rdzne
formy zdruZovania. Frekventovane je vyuZivana pravna forma zaujmového
zdruZenia pravnickych osob, upraveného v §§ 20f az 20j Obcianskeho
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zakonnika (zakon ¢. 40/1964 Zb.), a to najma profesijnymi zvizmi, ktorych
si v oblasti cestovného ruchu desiatky. Jednym z nich je napriklad
dobrovol'né, nezavislé zdruzenie cestovnych kancelarii, cestovnych agentur
a dalSich firiem a inStitdcif, ktoré sa zaoberaji cestovnym ruchom -
Slovenska asocidcia cestovnych kancelarii a cestovnych agentir, ktorej
cielom je podporovat’ ¢innost’ a profesiondlnu prestiZ jej ¢lenov.

Stucast'ou pravnej problematiky cestovného ruchu je pravna tprava sluZieb,
ktorych poskytovanie je pre cestovny ruch zisadné. Pre obmedzenost
priestoru ich mdZeme iba spomentt. Svoju regulaciu ma cestn, Zeleznicna,
letecka, rie€na a ndmornd doprava, lanovky a lanové drihy. Poskytovania
ubytovacich sluZieb sa tykaji vyhlasky &. 277/2008 Z. z. Ministerstva
hospodarstva Slovenskej republiky, ktorou sa ustanovuju klasifikaéné znaky
na ubytovacie zariadenia pri ich zaradovani do kategérii a tried a
Ministerstva zdravotnictva SR ¢. 259/2008 Z. z. o poziadavkich na
vnitorné prostredie budov a o minimalnych poziadavkach na byty nizsieho
Standardu a na ubytovacie zariadenia. Co sa tyka poskytovania stravovacich
sluzieb, bez naroku na dplnost’ méZeme aspon spomentt zédkon ¢. 272/1994
Z. z. o ochrane zdravia ludi a zakon ¢. 128/2002 Z. z. o Statnej kontrole
vnitorného trhu vo veciach ochrany spotrebitela.

Pravna tprava cestovného ruchu je vel'mi r6znorod4 a zasahuje do mnohych
problémov. MnozZstvo pravnych predpisov je vel'mi vysoké a hlavne ide o
pozoruhodne rozmanité problémy* (Petras, 2013, s. 171). Vymenovanie
rdéznych foriem cestovného ruchu a s cestovnym ruchom suvisiacich oblasti
verejného Zivota s vlastnou pravnou reguldciou je len limitou, ktord ani
nemdze dosiahnut stav vycerpdvajicej udplnosti. S cestovnym ruchom
suvisia pre ilustraciu kupelnictvo, pamiatkova starostlivost, ochrana
Zivotného prostredia, vitikultira, montanny turizmus a geoturizmus a iste by
sme mohli eSte pokracovat’ d’alej.
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Diskusia

Moznost’ povysit' pravo cestovného ruchu na pravne odvetvie je otdzkou
vhodnou pre nezaujaté posidenie. Bolo by v prvom rade potrebné zhodnotit’
opodstatnenost’ takéhoto kroku a jeho zostladenie s pravnou teériou. Za
argument proti nemozno povazovat absenciu koédexu ¢i jeho zmieSany
charakter (pravo sikromné i verejné), pretoZe tymto sa vyznacuju
i etablované pravne odvetvia (napr. pracovné pravo). Za argument
v prospech takéhoto rieSenia moZeme povazovat niekol'ko skutocnosti:
praktickost’ (nielen z hladiska praxe cestovného ruchu, ale
i z pedagogickych ddovodov matéria vhodne zjednotena do jedného celku)
a faktickost’ (stale CastejSie sa objavuju ucebnice ¢i priru¢ky cestovného
prava). Publikacii v podobe rozsiahlych syntéz v poslednych rokoch
pribida (Jurcovd a Dobrovodsky, 2014; Petrds, 2013; Havlickova
a Kralova, 2015).

V neposlednom rade treba spomenut’ fakt, Ze prdvna uprava ma svoj
predmet ako integrujici prvok a tym je cestovny ruch. Snaha vytvorit
z konglomeratu pravnych predpisov autonémnu jednotku sa moze i tak zdat’
ucelové. Na jednej strane sa predsa jednd o korelativne prava a povinnosti
sikromnopravnych subjektov a na druhej strane o pravne normy ako
legislativny nastroj Statu pre rozvoj ur¢itého hospodarskeho odvetvia. Treba
vSak povedat, Ze aj spominané pracovné pravo ma takito dvojitd tvar —
predmetom jeho pravnej upravy su jednak individudlne pracovnopravne
vztahy, ale i Statna politika zamestnanosti. ,Historicky sa utvérajici
,Systém® pravnej vedy sa Castokrat odchyluje od systému aky by sa
inStaloval pri doslednom dodrzani formdalne logickych hladisiek
klasifikacie. Jednotlivé odvetvia sa vycletiovali postupne — za rozdielnych
spoloc¢enskych podmienok. Ide skutocne o komplex, ktory by plne neobstal
pri striktnej logickej analyze, pretoZe v filom nie je pravo (resp. pravna veda)
roztriedené dosledne podla jednotného kritéria a jednotlivé odvetvia nie su
navzdjom disjunktné. O to skutocnejSie je vSak pOsobenie tohto
,historického systému® v pravnickom a spolo¢enskom Zivote ... ,, (Veverka,
Boguszak a Capek, 1996).
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Zaver

Snahou Statu je zabezpecit’ riadne a néalezité podnikanie v cestovnom ruchu
a sdicasne i samotny jeho rozvoj, vnimaného ako jedného z kIicovych pre
hospodarsku bilanciu Statu a rozvoj jeho regiénov. ,Otdzka ,uznania®
nejakého odvetvia na zédklade toho ¢i onoho kritéria logického triedenia
byva v tedrii predmetom vleklych diskusii a sporov. Za nimi vSak figurujd
také alebo onaké redlne spolocenské zaujmy, ktoré sa vicSinou presadzuji
koniec koncov aj bez ohl'adu na logicku ¢istotu rozclenenia pravnej vedy.*
(Veverka, Boguszak a Capek, 1996). V tejto situdcii sa mdZe ukdzat ako
rozhodujuici d’alsi pojmovy znak pravneho odvetvia — jeho akceptacia ako
takého odbornou verejnostou.
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NAPOJE REVY V;NNF: SE ZVYSENYMI
BIOLOGICKYMI HODNOTAMI

GRAPEVINE DRINKS WITH HIGHER
BIOLOGICAL VALUES

Jifi Mlcek, Somia Skrovankové, Vlastimil Fic

Abstrakt: Zvysené biologické hodnoty ndpojii révy vinné (prirodni ndpoje z
mostit z modrych hrozmi), bez nepuvodnich sloZek, jsou ddny stabilizaci od
stddia produkce hrozmii, technologickymi postupy biologickou cestou, a také
realizaci téchto ndpoju s alkoholovou fermentaci, i bez fermentace, bez
alkoholu. Podminkou je omezovdni SO,, ldtky odpovidajici za intoleranci,
ac v povoleném mnozstvi. Tyto ndpoje doplituji gastronomicky potencidl pro
primy konzum, i jako nosice medicindlnich a potravinovych dopliikii.

Kli¢ovd slova: biologické hodnoty, gastronomie, ndpoje révy vinné, snizeni
S0,

Abstract: The higher biological values of grapevine drinks (natural drinks
from blue grapevine juices), without unoriginal components, come from the
stabilization in grape production, technological processes with biological
methods, and restriction of additives, sulfites. Controlled technological
processes allow a production of these drinks with ethanol fermentation, or
without it, with no alcohol. The requirement is SO, reduction, a compound
responsible for intolerance. These drinks contribute to a gastronomic
consumption potential and as support for medicinal and food supplements.

Key words: biological values, gastronomy, grapevine drinks, SO, reduction

JEL Classification: L66, Q10
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Uvod

Réva vinna je jednou z nejstarSich kulturnich rostlin, je v popfedi ve
svétovém mefitku, pfiCemz S§tava z hroznl révovych ketfti byla prvnim
vyrobenym néapojem clovéka, ktery byl konzumovany po pitné vodé. V
soucasné dobé jsou vinice vysdzeny téméi na vSech svétadilech na plose
pfes 8 miliont hektarti a postupné se dostavaji i do dalSich klimaticky
odpovidajicich lokalit (Pavlousek, 2011). Réva vinn4, a tim i porosty vinic,
jsou nejen plodnymi rostlinami, ale i sou¢asti tvorby krajiny. Svétovy trend
produkce révovych hroznl na vino jako finalni produkt za¢ind v nékterych
oblastech pfesahovat poptivku a tato ,,nadprodukce® by se mohla tykat i
ekonomickych zasad vinohradnické produktivity. Zatim se nehovoii o
pozastaveni vysadby novych vinic, ale zvaZuje se ucelnost technologického
vyuziti sklizenych hroznil a hroznové $tavy i v jinych finalnich podobach
pozadovanych na svétovém i tuzemském trhu.

Cilem je zlepsit dcelnost vyuZziti pfirodnich révovych zdroji na trhu jako
jsou népoje se zvySenymi biologickymi hodnotami, a tak zvysit i efektivitu
vyroby hroznovych produktd. Neni to ndvrat do minulosti, ale jde o pokrok
v moznostech vyuZiti tak vysoce biologicky hodnotnych plodd, jakymi jsou
hrozny révy vinné.

Vysledky a diskuze

V ramci této prace jde o navrh produkce specialnich nipoji révy vinné se
zvySenymi biologickymi hodnotami, ktery jiz pfeSel z dseku vyzkumu a
vyvoje k aplikaci. Jde o napoje z hroznového mostu pfirodniho ptivodu s
fizenou pifrodni stabilizaci, bez pfiddni nutri¢nich dopliiki. Rizenymi
technologickymi postupy se pfipravuji tyto napoje bez alkoholové
fermentace, pfipadné i s moZnosti fermentace, ale vylu¢né se zkvaSovanim
cukru, ktery ma ptivod z hroznového mostu. V soucasné dob¢ je prace ve
stddiu sezndmeni se se zajmem zdkaznikd, distribuci a prodeje téchto
napoji vcetné komplexni a ucelné propagace.
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U napoji pfipravenych z hroznového mostu je v pribéhu technologickych
postupti potfebna ochrana vici oxidacnim procesim. U varianty napoje bez
alkoholové fermentace, kterd je nabizena i nezletilé ¢asti populace, je to
nezbytné. Nejedna se sice o vylunou eliminaci oxidu sifi¢itého, ale jeho
podstatné sniZeni, v nékterych piipadech aZ na droven oxidu endogenniho,
ktery vstupuje do hroznového mostu z rostliny a z ptidy v hodnotich kolem
10 mg/1 (Fic a kol., 2015). UZ dlouho se hled4 cesta, jak se nejen u vina, ale
i u hroznovych a pozdé¢ji i ovocnych nefermentovanych napoji branit
oxidaci a také vytvafet antimikrobialni prostfedi. Ve starovéku je ve spisech
Homéra, Kata st. a Plinia st., dokladovano jiZ pouZiti siry od bonifikace
mostu az k oSetfeni vina. V Egypté se jiz pred 4000 lety pouZivala k
dezinfekci vina napfiiklad pryskyfice a vyluhy z rtznych rostlin, nékteré
vSak negativn¢ ovliviiovaly aromatické a chutové vjemy (Kovac a kol.,
1990). V dutsledku klimatického oteplovani v Evropé dochdzelo k
roz$itovani produkce hroznti do severnéjsich oblasti a tim se ménil i obsah
kyselin v hroznové Staveé. Nastaly vSak i problémy s charakterem
péstovanych porostl, hlavné v zastoupeni odriid, pokud jim nové péstitelské
podminky nevyhovovaly. Davkovani siry bylo pomérné vysoké, azZ to vedlo
k dplnému zékazu pouzivani siry (Kraus, 2009). UZivani siry opét potvrdil v
roce 1487 cisaf Maxmilian I. Od 19. stoleti, opét vlivem oteplovani, se
vytrdci u moStu zvySena acidita a bylo nutno opét vénovat pozornost rozvoji
nezadoucich mikroorganismli, coZ ma ndvaznost i na oxidacni intenzitu.

Zde ptichazi na pomoc v roce 1863 filtrace, pasterizace.

Oxid sifi¢ity méd vyrazné redukéni a antimikrobidlni dcinky, je ucinny v
kyselém prostiedi. PouZivany v plynné formé je ve vod¢ dobfe rozpustny.
Kromé ptiddvaného, tj. exogenniho oxidu sifi¢it€ho, pfichazi u napoja v
uvahu i endogenni, ziskany bud’ piimo z pidy (jak vySe uvedeno) nebo
vznikajici v pribéhu alkoholové fermentace. U napojii bez obsahu alkoholu
pfichazi v tdvahu pouze endogenni SO,, ktery vstupuje do technologie
vyluéné z plidy a porostu. Limit maximalniho mnozZstvi obsahu oxidu
sifi¢itého v napojich z révy vinné je dan Vyhlaskou ¢. 122/2011 Sb. (ménici

vyhlasku ¢. 304/2004 Sb.), kterou se stanovi druhy a podminky pouZiti
ptidatnych latek a extrak¢énich rozpoustédel pii vyrobé potravin.
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Vétsina antioxidacnich a antimikrobidlnich u¢inkl se pfisuzuje volnému
oxidu sifi¢itého. Znalost podili volné kyseliny nebo aktivntho SO, a
kyselého sifi¢itanu (HSOj3') je velmi diilezitd, nebot’ podstatou enologickych
vlastnosti jsou predev§im ucinky aktivniho oxidu sifi¢itého. Na zakladé
experimentalnich postupt byly ur¢eny minimalni hodnoty obsahu aktivniho
oxidu sificitého, ktery brani oxidaci a plsobeni bakterii. Zjist'uje se hladina
koncentrace volného oxidu sifi¢ittho a musi byt regulovidna podle
poZadované ochrany proti oxidaci. Koncentrace molekuldrniho oxidu se
upravuje dle cilenych mikroorganismi, aniZz by dochazelo ke zhorSeni
chutovych vjema. Pokud se zvysi koncentrace volného oxidu sifi¢itého
kvtli jeho antioxidacnim schopnostem, soucasné se zvysuje i koncentrace
molekularniho oxidu, coz muze zplsobovat neZzadouci organoleptické
vlastnosti a pfi vét§ich davkach i zdravotni problémy. Z toho diivodu je
zasadnim piedpokladem, zvlastné u pfedmétnych napoji pouZiti
technologie sniZeného obsahu oxidu sifi¢itého cestou biologickou. Je
zaloZena na zvySeni hodnot biologicky aktivnich latek a tim na zvySeni
antioxidacni kapacity v prubchu celého technologického postupu piipravy
pfedmétnych népoji (Fic a kol., 2014). Sledovani pribéznych hodnot
biologicky aktivnich lidtek a antioxida¢nich hodnot biochemickymi a
biologickymi analyzami je nezbytné, pfi¢emz hodnoty u variant
fermentovanych a nefermentovanych produktii nejsou totozné. Je dulezité
stanovit kritické body, kdy dochazi k ubytku antioxida¢nich hodnot a dtvod
tohoto dbytku a mozZnosti jeho odstranéni. Dle tohoto je potiebné fidit
nasledné doplitkové davky oxidu sifi¢itého vcetné Casovych intervalt. Je
nutné presné sledovat antioxidacni stabilitu v ndvaznosti na obsah vdzaného
a celkového oxidu sifi¢itého.

Zavér

Napoj vychézi z produkce hroznil révy vinné ze tif zakladnich premis:

1. Napoj je zaloZen na bazi Cerveného mostu modrych hroznd révy vinné,

Vv

které patii mezi 3 kulturni plodiny s nejvyS§imi hodnotami biologicky
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aktivnich latek. Nenf stanovena konkrétni odrida révy, ale musi byt zapsana
v Knize povolenych odriid, ¢imz je garantovano, Ze plody neobsahuji
piirodni zdroje pro potraviny nevhodné. Vstupni ukazatele finalni produkce
téchto napoju se ztotoziuji pievazné s produkei i pro vino.

2. Lisici se zakladni parametry specifikuji icelnost finalniho produktu. Aby
bylo dosaZeno moZnosti vyuZiti napoje i pro nezletilou ¢ast populace, musi
byt obsah oxidu sifi¢itého sniZen nejméné o 30 % z povoleného normativu
pro dospélou populaci. V disledku vySe uvedenych postupti se tohoto
snizeni dosdhlo o 40 %. ZvySeni kvalitativnich ukazatelti, tj. hodnot
biologicky aktivnich latek je ziskano z piirodnich zdroji révy vinné, coz je
nezastupitelné. Dulezitym pfedpokladem je zvySeni téchto hodnot a jejich
stabilizace, cozZ je nutné pro ziskani vhodnych parametr feSenych napoja.
Technologické postupy jsou prabézné fizeny vysledky ziskdvanymi
biochemickymi a biologickymi analyzami, které jako novy fenomén
vstupuji i do zakladnich laboratornich hodnoceni.

3. Technologické fizeni tedy spocivd ve stanoveni a kontrole prvotnich
ukazateld, tj. sniZeni oxidu sifi¢itého jako Cinitele antioxida¢niho v hodnoté
nejméné 30 % oproti normativnim davkam, stabilizace a urceni pfipadnych
kritickych bod poklesu hodnot (od ptedchozi analyzy nad 10 %) a zvySeni
biologickych hodnot o 10 % od vstupnich udaji. Zvlastnost typu
pfedmétného napoje spocivd v tom, Ze je napojem zcela pfirodnim, neni
nijak standardizovan a jeho organoleptické vlastnosti jsou fizeny i pfirodné
(stanoviSté porostl, vybér genetickych hodnot, agrotechnika porostu vinice
a technologické procesy) s navySenim hodnot biologicky aktivnich latek
opét ze zdroju Vitis vinifera. Predmétné napoje jsou pfipraveny soucasné
jako média — nosi¢e pro dopliiky medicindlni (nejde o 1é¢iva) a dopliiky
potravinové, kde se jiZ pfipravuje isek vyvojovy.

Projekt byl podpofen v rdmci soustavy EUROSTARS-EU a soustavy
GAMA v rdmci TACR.
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TRENDY CESTOVNiHQ RUCHU
V MORAVSKOSLEZSKEM KRAJI
Z POHLEDU ZAKAZNIKU

TRENDS OF TOURISM IN THE MORAVIAN-
SILESIAN REGION FROM THE CUSTOMER'S
VIEW

Pavlina Pellesova, Miroslava Kostkova

Abstrakt: Trendy cestovniho ruchu vyznamné ovliviiuji poZadavky
zdkaznikii a to podnécuje vyvoj novych forem cestovniho ruchu. Cldnek se
zabyvd zkoumdnim trendit v cestovnim ruchu v Moravskoslezském kraji.
Cilem je na zdklade zjisteni percepce zdkaznikit urcit vyvoj trendit pro
tvorbu nabidky stravovacich a ubytovacich zarizeni, cestovnich kanceldii a
agentur. Vychdzi z pilotniho prizkumu, ktery byl realizovdn v rdmci
projektu Trendy v cestovnim ruchu v MSK. Vysledkem projektu bude
predikce a formulovdni vyvojovych trendii.

Klic¢ovd slova: cestovni ruch, internet, poZadavky turistii, predikce vyvoje,
trendy v cestovnim ruchu, turistickd poptdvka

Abstract: Tourism trends have a significant impact on customer
requirements, and this stimulates the development of new forms of tourism.
The article deals with the study of trends in tourism in the Moravian-
Silesian Region. The aim is to determine trends in the supply of catering
and accommodation facilities and travel agencies on the basis of customer
perception. It is based on a pilot survey that was carried out within the
project Trends in Tourism in MSR. The outcome of the project will be the
prediction and formulation of development trends.
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Key words: tourism, internet, tourist requirements, the development
prediction, tourism trends, demand in tourism

JEL Classification: Z32, R11

Uvod

Sougasné trendy cestovniho ruchu v Ceské republice jsou pod silnym
vlivem nartstu poZadavkt zakaznikl na rozsah a kvalitu a to podnécuje
vyvoj novych specifickych forem cestovniho ruchu. Podle Ryglové, Buriana
a Vajénerové (2011, a) nartistem investic z fondi EU na rozvoj cestovniho
ruchu a podporou sdruzeni v regionech vznikaji nové rozvojové strategie, s
uz§im zaméfenim na produkt cestovniho ruchu. Diky aktivitim agentury
CzechTourism dochazi k masové propagaci vSech kraji, pro snadnéjsi
informovanost turistii a Cesko se prezentuje jako bezpeéna destinace v srdci
Evropy.

Svétové megatrendy (Gucik, 2010, a), souvisejici se vzdjemnym
podmitiovdnim globalizace a lokalizace, informa¢nimi a komunika¢nimi
technologiemi, ovlivilujicimi vybér cilového mista a distribuci produktu, s
dirazem na komfort, ulehceni a zrychleni cestovani a rozvoj dopravnich
technologii, prohlubuji polarizaci preferenci turistl, orientovanych na
komfort a dobrodruzstvi. Globalizace zptsobi, Ze ¢im dal, tim vice
cestovniho ruchu se bude odehravat na netradi¢nich mistech a zaznamena se
nastup cestovniho ruchu do blizkého vesmiru. Médnim se stane cilové
misto s rozvojem tematicky zaméfeného trZzntho produktu s 1 nebo
kombinaci 3 prvkd, a to zabava, zazitek, poznani a cilovid mista se budou
vice zaméfovat na image, jako predpoklad své diverzifikace a expanze
prileZitosti.

Kvantifikace trendii v cestovnim ruchu se rizni a vyviji jak z pohledu
jednotlivych autord, instituci nebo organizaci, tak i z pohledu ¢asu. Trendy
v cestovnim ruchu jsou pfedmétem zkoumani mnoha autort, napiiklad
Darcy a Buhalis (2011) hovofi o trendu univerzilniho designu, vhodného
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pro vSechny kategorie navstévnikti cestovniho ruchu, pro zajisténi
bezpecnéjsiho prostiedi a snazsiho piistupu ke sluzbam cestovniho ruchu.
Conrady a Buck (2011), Goeldner a Ritchie (2014) uvadi zvySeni vyznamu
propagovani rozvoje ekologického cestovniho ruchu a etického
obchodovani v cestovnim ruchu, Ryglova, Burian a Vaj¢nerova (2011, b)
hovofi o pomalém zaniku tradi¢nich kamennych cestovnich kancelaii
zdivodu novych technologickych vylepSeni a o vySs§i ucasti
franchisingovych spoleénosti v Cesku, Kotikova a Schwartzhofova (2008)
zdlraziiuji vyznam eventll a event marketingu pro podporu cestovniho
ruchu. Gucik (2010, c) uvadi megatrendy Svétové organizace cestovniho
ruchu, které budou ovliviiovat mezinarodni cestovni ruch do roku 2020.
Vyrazné se podle né&j bude prosazovat zejména zdravotni, ekologicky,
kulturni, tematicky a dobrodruzny cestovni ruch. Kotikova (2013) uvadi
mezi deseti zdkladnimi trendy, které ovlivni cestovni ruch v nejblizsi
budoucnosti zmény v demografii, péi o zdravi a vzdélavani, zménu
v preferencich trdveni volného casu, veétSi a cCast&jSi zkuSenosti s
cestovanim, zménu Zivotniho stylu, rozvoj informacnich technologii a
dopravy, spolecné se zdjmem o udrZitelny rozvoj, jistotu a bezpeci.
Palatkovd a Zichovad (2014) prezentuji trendy v nabidce a poptavce
destinaci.

ChechTourism (TTG, 2017) fadi mezi trendy zménu ve vybéru ubytovani -
vyvoj ukazuje ubytek podilu ubytovani v hotelech na tkor ostatnich
zafizeni, roste vyznam alternativniho ubytovani jako Airbnb a ubytovéani
v soukromi, patrny hlavné u turistl, pfijizd¢jicich k ndm z evropskych zemi
a zUSA. Mezi dal§i zaznamenané trendy patii slevové portaly, které
nepiimo ovliviiuji cestovatelské zvyklosti Geskych turistil, kteif v raimci CR
jezdi Castéji na kratSi dovolené, mimo hlavni sezénu a radi poznavaji nové
destinace. Jako hlavni komunika¢ni néstroj pro oblast doméaciho cestovniho
ruchu pouZivaji portdl www.kudyznudy.cz. Asociace cestovnich kancelafi
CR uvédi jako rostouci trend v celé Evropé ,,prodluzovani 1éta“ a dovolenou
i mimo hlavni sezénu.

Podle Palatkové (2011) se rozviji cestovani mladych, ktefi nadSené cestuji
do destinaci v ramci vlastniho rozpoc¢tu, emocionalni vyznam pro né¢ maji
mobilni fotografie. Podle trekksoft.com (2017) nova generace cestovatelil
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Millennials baZi po aktivnich zazitcich a dobrodruznych vyletech (africké
safari, plavani se Zraloky v Mexiku a Austrdlii, peési Svycarské Alpy,
Severni a Jizni Amerika apod.), podle Forbes (2017) se vyznamné rozviji
damské individualni cestovani, tzv. ,solo cestovani“ pro vyhledavani
obohacujicich zkuSenosti, roste potravinovy cestovni ruch, odpovédny
cestovni ruch a ekoturistika (turisté zejména pfi navstévach vzdalenéjsich
mist jsou citlivéjSi vic neZ kdy jindy, aby nezanechali svou uhlikovou
stopu). Podle investicniho webu (2017) v obchodnim turismu dochézi k
michani price a odpocinku - pifjemného s uZite€nym a vznikd tak
"Bleisure” Boom. Aerolinky stile expanduji, hotely sice nabizi levn&jsi
prespani, avsak zdrazuji nebo zpoplatiiuji své doplitkové sluzby (wi-fi,
vstup do fitness centra apod.), vérnostni programy aerolinek omezuji
nabidku benefiti. Objevuji se nové trendy také v destinaénim
managementu.

Material a metody

Trendy v cestovnim ruchu se z pohledu vyvoje rychle méni a z pohledu
geografické lokalizace se mohou rlznit, proto vramci projektu
instituciondlni podpory Trendy v cestovnim ruchu v Moravskoslezském
kraji jsme se zaméfili na predikci a zjiStovani vyvoje trendl cestovniho
ruchu v oblasti sluzeb cestovnich kancelafi a agentur, ubytovacich a
stravovacich zafizeni, do kterého jsou zapojeny zakaznici a organizace
Moravskoslezského kraje, poskytujici tyto sluzby. Preference a nakupni
rozhodovani zdkaznikd bylo zkoumano vramci pilotniho prizkumu.
Vysledkem celého projektu bude definovani vyvojovych trendl, které
poslouzi jako doporu¢eni sméru vyvoje poptivky pro podnikatelské
subjekty v Moravskoslezském kraji.

Pilotni prizkum, zaméfeny na ziskani informaci o postoji zdkaznik ke
zkoumané problematice probihal v obdobi 1éta 2017, vyuZita byla metoda
pisemného dotazovéani, metoda analyzy a syntézy, metoda generalizace a
dedukce dalsiho vyvoje.

136



Pro hodnoceni preferenci zakazniki byla stanovena kritéria, vychazejici
z deskripce trendd z uvedenych zdroju, publikovanych prizkumi a dle
Strategie fizeni cestovniho ruchu v Moravskoslezském kraji 2015.

Trendy cestovniho ruchu v Moravskoslezském kraji (Hruska, 2015)
ovliviiuje aktudlni situace v kraji, kde je vyznamna otizka stavu Zivotniho
prostiedi, kvality ovzduSi, dopravni dostupnosti, Urovné sluzeb, kvality
restauraci, znaceni turistickych tras a turistické informovanosti. Mezi
vyznamnéjsi formy cestovniho ruchu v kraji patfi napf. couchsurfing,
industridlni turistika, event turismus, gastronomicky cestovni ruch nebo
zazitkovy cestovni ruch (ztotoZiiovany casto se sportovnim cestovnim
ruchem). Za dominantni je vSak povaZovan tradicni cestovni ruch, jako
napf. méstskd, poznavaci a kreativni turistika, venkovsky, piirodné
orientovany, wellness a lazensky cestovni ruch. Osobni doporuceni a
internet se jevi jako hlavni komunika¢ni kandl, zaznamenin je rist
vyuzivani mobilnich aplikaci, brand management a on-line prodeja
individudlnich produkti a sluzeb a rist poctu piimych rezervaci.
Zaznamenan je také nartst poctu turistd ve vyssim veéku a mladych lidi ve
véku 16 az 35 let, individualizace cestovani, zkracovani ,,hlavni
vétsi pocet kratkodobych dovolenych, roste poptivka po mimosezdénnich
aktivitach, rostou poZadavky na sluzby, zvysuje se zdjem o nabidku aktivni
dovolené, relaxaci, o produktové balicky, markantni je sezénni navstévnost
turistickych atraktivit. Dominantni roli hraje automobilovd doprava.
Couchsurfing, vyuziti internetu, industridlni turistika, event turismus,
gastronomicky cestovni ruch a zazitkovy cestovni ruch byly identifikovany
jako pomérné nové formy cestovniho ruchu v kraji a staly se zji§tovanymi
faktory dotaznikového Setfeni.

dovolené a

Vysledky

Pro definovani vyvojovych trendd ma vyznam analyzovat postoj, percepce a

nadkupni chovani zakaznikli — ucastnikli cestovniho ruchu. Pilotniho

prizkumu, realizovaného v Cervenci a srpnu 2017 se zdcastnilo 34

respondentt riznych v€kovych kategorii, vzdélani a pohlavi. Vybrany byly
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tfi oblasti sluZzeb: restauracni zafizeni, ubytovaci zafizeni a cestovni
kancelare/agentury. V oblasti restauracnich zafizeni jsme se dotazovali na
vyuZzivani novinek v nabidce restauraci, které je pro cca 38 % respondent
pramérné duleZité a pro 18 % nedutleZité, nebo je to neovliviiuje. Novinky
v nabidce ¢asto nebo n¢kdy vyzkousi 68 % respondenttl, vyzkousSené a stalé
nabidce dava pfednost cca 15 %. Ze specidlni nabidky zakaznici nejCastéji
volili dny cizi kuchyné (56 %), zvétfinové hody (41 %) a degustace vina
(35 %). O dalsi mista se dé€li zabijackové hody, trendové michané nipoje a
ochutnavky caju a kavy (32 %). Pro 29 % respondentl je atraktivni napf.
menu podle Raw Food a nabidka doméacich sezénnich napojli. Nové recepty
podle modernich trendd vyzkousi cca 27 % respondentt.

Druhou c¢asti zkoumani bylo zjiStovani trendd v oblasti ubytovani.
Zakaznici by z doplitkkovych sluZeb ubytovacich zafizeni uvitali nejvice
moderni wellness (cca 50 %), na 2. mist¢ uvadéli Castéjsi modernizaci
nabidky a vybaveni doplitkovych sluzeb (47 %) a vétsi péci o webovské
stranky zatizeni (44 %), s dirazem na moderni komunikaci s klienty (35 %),
moderni fitness a zavedeni vérnostnich karet a vyhod pro stilé zakazniky by
uvitalo 41 % respondentd. Casto se objevovalo doporudeni rekonstrukce
celého zafizeni (38 %), 26 % respondentll povaZuje za dtleZitou spolupraci
s dal§imi podniky pfi tvorbé a inovaci nabidky.

Posledni zkoumanou oblasti byly sluzby cestovnich kancelafi/agentur. Pro
vybér a nakup sluZeb cestovnich kancelafi pouZiva internet cca 62 %
respondentt, nabidku slevovych portdlll vyuZiva cca pétina respondentl.
Vyznamné je preference vlastni dopravy (41 %) pied leteckou (32 %).
Respondenti se nejvice zaméfovali na aktivni a dobrodruzné vylety, ti
mladsi na hledani extrémnich zazitkl, objevovani jedine¢nych mist a velmi
Casta byla preference gastronomického cestovniho ruchu.

Diskuze

Jaké jsou trendy pro leto$ni rok? Nekteré z nich jsou uvedeny vySe. Jaké
trendy budou ovliviiovat podniky, organizace a dalsi instituce v cestovnim
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ruchu bude moZné analyzovat a ndsledn€ komparovat s trendy evropskymi a
celosveétovymi pocatkem piistiho roku, kdy budou prezentovany vysledky
rozséhlého prizkumu mezi podnikatelskymi subjekty v Moravskoslezském
kraji. Predikce vyvojovych trendd a jejich definovani poslouzi jako
doporuceni pro podnikatelské subjekty v kraji, vzhledem ke sméru vyvoje
poptavky. Analyzovat postoj, percepce a ndkupni chovani ucastniki
cestovniho ruchu ma dle zji§téni v podnikatelské sfétre pro podnikéni

rozhodujici vyznam.

Zavér

Na zaklad¢ analyzy dat sekundarnich zdroju (statistiky, uvedené zdroje,
Strategie fizeni cestovniho ruchu v Moravskoslezském kraji 2015,
publikované informace z dal§ich prizkumi) lze specifikovat celou fadu
novych trendd v cestovnim ruchu. Na zdkladé poznatk realizovaného
pilotniho prizkumu a analyzy uvedenych trendd jsme zafadili mezi
nejvyznamngj§i nové trendy cestovniho ruchu ve sledovaném regionu
nasledujici: Siroké vyuZiti internetu a obliba slevovych portdlt, zajem o
extrémni zazitky, aktivni a dobrodruzné vylety, objevovéini jedinecnych
mist u nas i v zahrani¢i a vyznamny narist zjmu o gastronomicky cestovni
ruch (obchodni potravinovy, piihrani¢ni, gurmansky, gastroturismus,
gastrofestivaly, farmaiské trhy apod.). Nekteré ze zjiSténych trendil
odpovidaji vyvojovym trendim prezentovanym institucemi a organizacemi
cestovniho ruchu v teoretické ¢asti. Za limit prizkumu moZno povaZovat
uzké zamétfeni provedeného Setfeni jenom na jeden z aspekti trhu, na
zakazniky. Pilotni prizkum pomohl identifikovat mista pro korekci a slabé
stranky nasledujiciho vyzkumu. Provedeny prizkum dokazuje, Ze pro
region Moravskoslezského kraje je nutné vychizet z dispozic regionu, jeho
atraktivit, dostupnosti a demografického sloZeni obyvatelstva (vék,
ekonomickd aktivita, vzdélani, misto bydliste), které se po restrukturalizaci
primyslu v regionu od ostatnich ¢asti republiky zna¢né lisi.
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The Principal-agent Problem in the Joint Venture

Martin Petfic¢ek, Robin Koklar

Abstract

This paper focuses on introducing principal-agent problem in the
framework of the international cooperation of business entities based on
joint venture. In the text the approaches of traditional microeconomic
theory and the also alternative concepts of the problem are presented. The
output is the application of the decision-making model of the managers into
Jjoint venture. This model clarifies the individual elements that can influence
the decisions of the managers.
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Introduction

The paper is focused on the issue of cooperation between business subjects
using the form of the joint venture. This form of cooperation is not defined
in the Czech Law and therefore has no single subjectivity. However, this is
a partnership based on a contractual relation (association agreement),
mostly a one-off cooperation for the purpose to reach a new market or
segment using the knowledge of local companies.

Furthermore, the paper is focused on the issue of moral hazard as a
manifestation of information asymmetry. In particular, this is about
delegation issue or the principal-agent relation (master and administrator)
(Kraft et al., 2011). Actually this is about reaction of economics theory and
business management on the division of ownership from management. This
division may bring with itself a line of problems, mainly in the field of
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different goals of both groups. Owners (principals) generally pursue a goal
of maximizing the market value of their property, i.e. of the company. The
managers (i.e. leading workers; agents) can pursue other goals in the form
of maximizing the turnover of its department, maximizing the size of the
managed segment (in the form of number of employees) or the line of other,
subjective goals of given agent. The whole issue is then related to
alternative goals in the company theory, which are described for example in
the model of Baumol, Williamson, Marris (see Kyer, 1989, Skila 2010,
Posta 2006). The goal of the text is to present current issues of the principal-
agent theory in the environment joint venture and to propose its solution.

Material and methods

The principal-agent relation that is described above may be solved under
two basic assumptions. The first assumption is marked as hidden action and
the second one as hidden knowledge (Reetz, 2001). In case of hidden
knowledge, the principle is not able to recognize the involvement of
individual agents. In a hidden action situation, the result of agents’ effort is
influenced by random circumstances. Due to information asymmetry, the
principal cannot distinguish the influence of circumstances and the
workload of individual agents (Reetz, 2001). Another approach (Wu, 2012)
then solves the decision-making of agents hired by several principals in the
environment of international joint ventures. In this approach is made a
model that shows how the agent decides in relation to the principals. Thus,
the relation from the inverted point of view than as it was in the analysis of
the prof. Reetze. This approach then presents a preview by which may be
understood the relation of individual subjects in joint ventures.

The following text approaches the situation when a one agent is hired by
several principals (Wu, 2012). The goal is to present a possible decision-
making of hired manager — agent. Typically, this is about case of connecting
the international corporations using the joint venture. The model supposes
two investors in the form of the principals that hire a one manager — agent.
A one investor is from the homeland (marked as H) and the second one is
from the foreign (F). Their budgets they are working with, are » and 7
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thereby is applied that their investment to the joint venture is in the size for
h and f. The investment is always smaller than budget, and at the same there
is not supposed zero investment variant. For domestic investor applies that

0<h<h (1)

Analogically we suppose the same for the foreign investor. All participated
persons know that the joint venture has a limited lifetime, which is known
in advance. The manager (M) of the joint venture, which is presented here
as the joint venture allocates the investment (i.e. its motive of decision-
making) between two types of assets, which are firstly indefinite or
intangible assets when their main properties are non-transferability (N; for
example retraining) and secondly tangible assets (T). The investment is
made only from investors’ sources, as indicated (2).

INN,T)=h+f 2)

At the same, an important assumption is that T asset in comparison with N
asset is recorded in balance sheet of the company and after the
disappearance of the company is divided into the investors. Furthermore,
here are defined time periods in which the manager and investors decide (t
=2tot=5):

t =1 (H and F investor shall offer to the manager M the future transfer in
the form of an incentive and shall make the investment % and f. Incentives
are understood here as so called implicit proposals of the principal
(investor), based on which wants to influence decision-making of the agent
(manager) for its benefit.

t = 2 (the Manager allocates the investment I = h + f between assets N and

D)

t = 3 (The company generates a profit that is divided to participated parties,
the manager receives a fixed wage marked as s and share of the profit
marked as y)
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t = 4 (The company disappears and the liquidation balance is split between
H and F, remaining value is determined as o(N + T) and marked as share on
the liquidation balance)

t = 5 (The manager makes the offer — either higher from H or from F; here
is the offer meant as a certain implicit incentive, for example, in the form of
future action of the agent in a new or existing company of the principal).

Results

The decision-making process that is described above is appropriate to
present in graphics for simpler understanding of the whole issue. The output
is presented in the scheme 1.

Scheme 1: Decision-making process of the manager in the joint venture

investor of home country (H) foreign investor (F)
'Yy VY )
profit share
v s+v(m v
ff
offer :I manager (M) }: orter
O<h<h _
- =| Joint Venture ‘: .O <f<f
investment | | investment
v I=h+f v
tangible
assets
intangible
assets
O *N)+ (h/h+f)*(d*T) N ;’naltuz 5 (flh+f)*(d*T)
liquidation share H T liquidation share F
MH)=(hh+H)*N*T*(1-y) | ‘ NFE)=Fh+H*N*T*(1-vy)

profit (IT) [

profit share H | profit share F

Source: edited according to Wu, 2012
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Here is the joint venture supposed as joint venture form of cooperation. The
share on the liquidation balance of the H investor is extended of non-
transferable part of assets (assets N that may indicate retrained personal,
which may be used by the investor for another entrepreneurial activities or
for example business connections), which shall remain after termination of
the joint venture performance. Due to this reason, the H investor shall be
motivated to make higher investments than the F investor.

The output balance of the model means that the F investor shall want to
invest more if the manager allocates less than the half of total investment
into the N assets. The manager maximizes a profit and behaves rationally if
divides the investment in the same share into N and T. Under such given
rules is then the research conducted in international environment.

Subsequently, the investors shall make the offer on the beginning of
negotiation (t = 1) and the manager simply accepts the higher one —
supposed that has not been influenced by other situation (for example
cultural sympathy) and so should not tend to deflect from the point of
balance.

Conclusion

The issue described above represents the fact that decision-making of hired
managers (agents) may be influenced by a line of facts, incentives or assets
and by that the goals of the managers may vary with the goal of owners of
the companies (principals). Complete elimination of described problem is
not probably possible, nevertheless some authors (Garvey and Milbourn,
2000; Dirian, 2011) refers as a possible solution to bind the evaluations of
the managers for some of the value indicators (for example EVA), which by
its character presents just added value for the owner also after accounting
the expenses of own invested capital. However, this is only a partial
solution of given issue and presents only a reduction of negative impacts in
the form of different goals of both groups of subjects.
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TOUR OPERATORS AND TRAVEL AGENCIES
IN THE ROLE OF VOLUNTEER TOURISM
ORGANIZATIONS

Kristina Pompurov4, Marta Valihorova, Jana Sokolova,
Andrej Malachovsky

Abstract: The aim of this paper is to examine the offer of Slovak and Czech
tour operators and travel agencies with regard to tours which involve
volunteer activities. The data was obtained by mystery e-mailing. The
samples were members of professional association that protect the interests
of travel agencies in Slovakia and the Czech Republic. The article shows
that tour operators and travel agencies operating in the Slovak and Czech
markets have not responded to the growing trend of volunteer tourism. As
intermediaries in volunteer tourism, they only play a negligible role.

Key words: tour operators, travel agencies, volunteer tourism

Introduction

The alternative types of tourism rose from the rapid growth of mass tourism
and the increased interest in its socio-cultural and environmental impact.
Volunteering in tourism brought the new dimension for tourism as well as
for volunteering. The need to travel, spend time outside ones own residence,
the need to learn and enjoy cultural and sporting activities have combined
with the free will to carry out activities for the benefit of others, usually for
no reward. This merger has enriched already existing alternative tourism
types and has created a new, distinct form of travel that focuses both on the
environmental and social aspects of tourism.
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Despite the fact that volunteer tourism is a combination of leisure travel and
volunteer activities in the destination, it is gaining more and more attention
from the professional public, the offer of volunteer tourism is very seldom a
topic in available literature. The topics: volunteers, their motives and
barriers in volunteer tourism can be found in countless foreign studies.
Though there is a categorical definition and review of volunteer tourism
organizations, the represented offer is absent.

In the available literature there is no unified label of organizations
associated with volunteer tourism. However, Lamoureux (2011) calls them
volunteer management organizations, a number of authors (such as
Coghlan, 2009; Taplin, Dredge, Sherrer, 2014) which we support, refer
them as volunteers of tourism. In the market they play the role of producers
or intermediaries.

In the literature the differentiation of volunteer tourism organizations is
emphasized from the view of the sector of society they are part of. While a
large group of authors (e.g. Brown, Hall, 2008; Tomazos, Cooper, 2012;
Coghlan, Noakes, 2012) distinguishes volunteer tourism organizations
which belong to profit and non-profit organizations, i.e. the third sector,
some authors (ATLAS / TRAM, 2008 In Taplin, Dredge, Sherrer, 2014;
Sin, 2010), refer the volunteer tourism also to public sector created by
public services and public service organizations.

Considering the nature of volunteer activities, volunteer tourism is primarily
concerned with non-profit organizations. The connection with tourism and
the growing demand for meaningful activities have led to the emergence of
a growing number of profit making organizations in the volunteer tourism
market. Corporate access to volunteer tourism market in the world is mainly
provided by tour operators and travel agencies. The number of travel
agencies offering volunteer trips to different destinations is growing,
especially in the US and UK markets. Similarly, in developing and
developed countries there are an increasing number of organizations that see
an opportunity to expand the supply of alternative tourism (Schiekel, 2008)
with the objective to reduce social inequality and environmental problems.
These profit-oriented organizations usually have the opposite impact on
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communities than non-profit organizations, are less connected with local
communities, and are rather focus on meeting the demands of their primary
customers, volunteer visitors.

Objective and Methods

Regarding the growing number of travel agencies abroad, which act as
project intermediaries, or volunteer tourism programs, we were interested in
the situation in the Slovak and Czech markets.

Our aim was to examine the offer of tour operators and travel agencies
regarding the tours which include volunteer activities. In the interest of
making a consistent assessment, we have compared the offer of travel
agencies and tour operators on the Slovak market with travel agency
products and travel agencies operating on the Czech market.

We obtained our primary data sources by mystery e-mailing in May 2017.
The selection was made up of regular members of the Slovak Association of
Tour Agents and Travel Agencies (151 tour agents and travel agencies) and
members of the Association of Czech Travel Agencies and travel agencies
offering tours (237 subjects). We compared the obtained information with
the contents of the websites of the selected subjects and processed them in a
MS Excel spreadsheet.

Results and Discussion

We e-mailed tour operators and travel agencies from the sample in May
2017. As a potential client, we were interested whether the agency has
volunteer projects in their tour offer and we asked them to send their current
offer.
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Tour operators and travel agencies established on the Slovak

market

We have obtained the e-mail addresses of 151 agents and sent a request for
information from the current database of a professional association that
reflects the interests of tour operators and travel agencies. Nonetheless,
nearly 6 % of emails returned as a non-delivered message. Further, we have
only considered the reactions of the remaining 142 subjects.

More than half (53.5 %) of tour operators and travel agencies surveyed did
not respond to the request of a potential client. We assume that these were
businesses that do not consider the volunteer projects as permissible part of
business activities. Therefore a potential client's email was irrelevant to
them. We received a negative response from 38 % of companies, of which
one travel agency tried to find at least some offer from British or American
travel agency specializing in volunteer tourism. Part of the subjects (7.8 %)
asked for an explanation of the concepts volunteer program and a tour
focused on volunteering activities at visited destination. Subsequently, it
admitted that it does not offer such type of tours.

Only one travel agency, offered a volunteer program in Sri Lanka for
elephant care, English lessons, or a combination of these activities,
responded positively to a fictitious client's request. In addition to the
organizing fee, which includes accommodation and meals, the volunteer -
the visitor pays for the ticket and transfers from the airport, or to the airport
in the tourism destination. The offer is not on the travel agent's website. We
assume that it is a product for an individual request, and the potential
candidate can not find it without a contacting the travel agency directly.

Tour operators and travel established on Czech market

We have proceeded equally when examining the offer of tour operators and
travel agencies operating on the Czech market. We have selected entities
that offer and sell tours from the database of the Association of Czech Tour
Operators and Travel Agencies. An email with a request from a fictitious
client was sent to 238 addresses. More than 2.5 % of emails returned as a
non-delivered message giving us a response from 232 subjects.
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More than six out of ten addressed subjects (62.93 %) did not respond to
email. The extent to which tour operators and travel agencies showed their
lack of interest in a potential client’s request is surprising. We assumed that
businesses would use more ability to communicate with the client and
would suggest alternatives to their own offer.

The lower rate of responses of entities operating on the Czech market was
outweighed by the faster responses and better quality of communication.
While some of the Slovak tour operators and travel agencies took five
business days to answer, most Czech businesses sent the email directly to a
fictitious customer.

Nearly 29 % of tour operators and travel agencies said they did not offer
these products. As in the case of the Slovak market, one entity tried to
compensate its negative response with sending information on the volunteer
programs in France. Another agency informed us about the possibility of
voluntary assistance in the Dominican Republic where a visitor instead of
relaxing may teach English, or help with growing cocoa, reforestation or
cleaning drinking water sources. More than 7 % of subjects requested
clarification of the term volunteer program and tour focused on volunteer
activities since they were not familiar with it. For example, some tour
operators and travel agents thought they were animation programs in hotels.

We have received only two e-mails with positive responses from travel
agencies.

The first travel agency introduced a 12-day standard product of a Nepalese
partner with the option to customize the tour according to individual
requirements. It includes one-day voluntary help with the house
reconstructions after the earthquake. The price of the trip includes the
contribution for building materials. Even in this case, we assume that a
potential client does not find this tour without direct request to a travel
agency.

A travel agency that specializes in tours to Africa offered a one to three
month volunteer project in Tanzania with a choice of volunteer activities

154



and with cooperation with volunteer organization You2Africa. A number of
volunteer projects in South Africa (focused on working with animals, taking
care of orphans, working at farm or children's education in Cape Town)
with a duration of at least one week. The website does not mention the offer
of tours though.

Conclusion

In our article we examined the offer of tour operators and travel agencies
with regard to tours, or stays with volunteer activities. The selection was
made up of members of the Slovak Association of Tour Operators and
Travel Agencies, as well as Association of Czech Tour Operators and
Travel Agencies. We have received the necessary information by email and
compared it with the content of websites of selected tour operators and
travel agencies.

We found that the percentage of the professional association members of
tour operators and travel agencies on the Slovak and Czech market which
offer tours with volunteer activities is negligible.

None of the respondents specializes in volunteer tourism as a prospective
alternative type of tourism. Travel agencies that offer volunteer projects do
so only marginally, at the individual request of the customer, while
volunteer activities are not a core of tour program. Since not all tour
operators and travel agencies are associated in a professional association,
we have verified the results of the mystery e-mailing. We used the
researching for selected combination of volunteering, volunteer program,
travel agency, travel agency and tour in the Google web search. We have
not found any relevant offer of volunteer activities in organized tourism.

We assume that tour operators and travel agencies operating in the Slovak
and Czech markets have not responded to the growing trend of volunteer
tourism. They are also concerned about including a product designed for a
specific customer subsegment. As intermediaries in volunteer tourism they
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play a negligible role. Voluntary tourism thus remains in the domain of non-
profit organizations on the Slovak and Czech markets

Grant support: The project is part of the VEGA 1/0509/16 Perspectives of
the Development of Voluntary Tourism in Slovakia, at the Faculty of
Economics at Matej Bel University in Bansk Bystrica.
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KULTURNI CESTOVNI RUCH JAKO TREND
V MORAVSKOSLEZSKEM KRAJI

CULTURAL TOURISM AS TREND IN
MORAVIAN-SILESIAN REGION

Lubomir Schellong, Patrik Kajzar

Abstrakt: Kulturni cestovni ruch (kulturné - pozndvaci) patii mezi
nejoblibenéjsi formy cestovniho ruchu a zdjem o néj roste rychleji neZ u
jinych forem cestovniho ruchu. Trend kulturniho cestovniho ruchu uvedeny
v dokumentu UNWTO, lze spatiovat také v Ceské republice. A prdvé
Moravskoslezsky kraj nabizi prirodni a kulturni krdsy, véetné riiznych forem
zdZitku, které se mimo jiné tykaji i kulturné - pozndvaciho cestovniho ruchu.
Cilem prdce je ukdzat, Ze kulturné - pozndvaci cestovni ruch je nezbytnou
soucdsti podpory rozvoje cestovaiho ruchu v Moravskoslezském kraji.

Kli¢ovd slova: kulturni - pozndvaci cestovni ruch, kulindrsky cestovni ruch,
Moravskoslezsky kraj, turisté

Abstract: Cultural tourism (cultural-cognitive) belongs to the most popular
forms of tourism and the interest in it grows faster than in other forms of
tourism. The trend indicated in UNWTO document can be seen also in the
Czech Republic. Moravian-Silesian region offers natural and cultural
beauties, including various forms of experiences that relate to, among
others, also cultural - cognitive tourism. The aim of this paper is to show,
that cultural - cognitive tourism is an essential part of support of
development of tourism in the Moravian-Silesian Region.

Key words: cultural - cognitive tourism, culinary tourism, Moravian-
Silesian region, tourists

JEL Classification: L83
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Uvod

Podle Kesnera, Novotného a Skodové-Parmové (2008), Pellesové (2015)
pfedstavuje cestovni ruch vyznamny sektor narodniho hospodafstvi. Jeho
vyznam v pribéhu 20. stoleti vyznamné vzrostl a stal béZnou soucésti Zivota
obyvatel vyspélych statd. PovaZujeme ho za spoleCensko-ekonomicky
fenomén soucasnosti. Jak uvadi Nordin (2005) cestovani se stalo
neodmyslitelnou soucasti naSeho Zivota a zmény, zejména ve spolecnosti,
ale také zmény ekonomické ¢i zmény Zivotniho stylu, maji nasledny a
neustdly vliv na cestovni ruch v podobé¢ trendd. Za kli¢ové faktory, které
ovliviiuji podobu trendd, povazuje Dwyer (2009) ekonomické, politické,
environmentalni, technologické, demografické a socidlni prostiedi. Jak
uvadi Kostkova (2013) mezi moZné motivy realizace cestovniho ruchu patii
napf. motivy rekreacni, spole€enské, sportovni, ekonomické a kulturni.

Kulturné - poznavaci cestovni ruch tvofi vyznamny podil na cestovnim
ruchu v Moravskoslezském kraji. Podle Vitdkové (2007) do kulturniho
cestovniho ruchu miZeme zaradit jak festivaly a jiné spolecenské udalosti,
hostiny, hudbu, divadlo, soutéZe, vystoupeni, tak i Zivot na vesnici a
venkové, patii sem také gastronomie, navSt€éva a ochutnivka mistnich
produktli; prohlidka pamétihodnosti, vesnickych staveb apod.

Material a metody

V ramci projektu instituciondlni podpory ,,Trendy v cestovnim ruchu v
Moravskoslezském kraji®, jsme se zaméfili na predikci a zjisStovani vyvoje
trendd cestovniho ruchu ve 4 oblastech, mezi které patii: sluzby cestovnich
kancelaii a agentur, ubytovacich a stravovacich zafizeni, které poskytuji
sluzby na dzemi Moravskoslezského kraje, a také na zdkazniky, jejich
preference a ndkupni rozhodovéni, které bylo podrobeno analyze v rdmci
zjiSténych trendti. Na zaklad¢é vysledkl projektu pak dojde k definovani
vybranych vyvojovych trendt, které mohou prispét k formulaci
jednotlivych navrhi a doporuceni, které mohou pomoci podnikatelskym
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subjektim predikovat vyvoj poptavky v oblasti cestovniho ruchu na tdzemi
Moravskoslezského kraje.

Pilotni prizkum zameéfeny na ziskani informaci o postoji zakaznikt ke
zkoumané problematice, se uskutecnil na vzorku 34 respondentl rtiznych
vékovych kategorii, vzdélani a pohlavi. Pilotni prizkum probéhl pisemnym
dotazovanim v mésici Cervenci 2017 na tzemi Moravskoslezského kraje.
Pfi zpracovani pfispévku byly vyuzity védecké metody analyzy, syntézy,
generalizace a dedukce. Cilem piispévku je ukazat, ze kulturn¢ - poznavaci
cestovni ruch je nezbytnou soucasti podpory rozvoje cestovniho ruchu v
Moravskoslezském kraji. Vedle pilotniho prizkumu, vychazeji autoti také
ze sekundérnich zdroju, které zahrnuji informace z odbornych domécich a
zahrani¢nich publikaci, které se vénuji zmin€né problematice. Jedna se jak o
Ceské, tak i zahrani¢ni autory, napt. Gonzalez a Moral (1996), Buhalis a
Costa (2006), Gucik (2010), Conrady a Buck (2011), Kotikova (2013),
Palatkova a Zichova (2014).

Vysledky

V rdmci pilotniho vyzkumu kromé jiného bylo také zjisté€no, Ze kulturné -
pozndvacimu cestovnimu ruchu v Moravskoslezském kraji davd prednost
celkem 68 % dotazovanych respondentii. Nejnavstévovangjsi pamatkou
v Moravskoslezském kraji je Dolni oblast Vitkovic a Landek v Ostravé.
Vice jak 38 % respondentti by mélo zajem o vérnostni karty, které by
poskytovali S§ir§i zastoupeni jednotlivych kulturnich paméatek, vcetné
kulturnich akci, festivali v Moravskoslezském kraji. Podle Destinacniho
managementu turistické oblasti Beskydy-Valassko, o.p.s. (2017) v kraji od
roku 2013 funguje v Moravskoslezském kraji vérnostni karta Beskydy Card,
kterou lze vyuZivat pfi cestdch po turistické oblasti Beskydy - Valassko v
kaZzdém ro¢nim obdobi. Vyhody vérnostni karty lze vyuZit kromé jiného
také na vybrané kulturni pamatky a akce. Vedle této turistické karty existuje
v Moravskoslezském kraji také turistickd karta ,,T¢Sinské Slezsko Region
Card®, ktera funguje na podobném principu jako Beskydy Card.

Mozni by stalo za zvaZeni, vytvofit 1 vérnostni kartu, kterd by nabidla slevy

na vstupy do kulturnich pamétek, na kulturni akce, festivaly, u vybranych
160



letnich a zimnich aktivit, a na dal$i vybrané sluzby vramci celého
Moravskoslezského kraje, se slevou alespot 50 % na vstupy a 40 % na
ostatni aktivity a sluzby.

Jak podle Kajzara a Véclavinkové (2017), tak i podle Strategie fizeni
cestovniho ruchu v Moravskoslezském kraji (2015), je gastronomicky
cestovni ruch povazovan za soucast kulturniho cestovniho ruchu, nebot
narodni kuchyné tvoii vyznamnou soucast kazdé kultury. Prostfednictvim
kulindiského cestovniho ruchu ziskaji znalosti nejen o kuchyni v dané
lokalit¢, ale i o kultufe. Podle Zedkové a Kajzara (2015) existence
kulturniho cestovniho ruchu obecné zdvisi na jedinecnych kvalitach
jednotlivych kultur po celém svété. Podle Kajzara a Véclavinkové (2017)
postupem c¢asu vznikla fada projektt, které jsou zaméfeny na podporu nejen
gastroturistiky v Moravskoslezském kraji. Napiiklad projekt ,,Jak Smakuje
Moravskoslezsko®, zaméfeny na kulinafské speciality a regionalni potraviny
nebo projekt ,,Czech Specials®, ktery prezentuje ceskou kuchyni jako
rozmanitou v ramci jednotlivych regionli, plnou jedinecnych pokrm,
Sirokého spektra zpiisobtl jejich pfiprav.

Meéstsky (a kulturni) cestovni ruch je zikladnim prvkem vSech pozndvacich
forem cestovniho ruchu. K podpotfe kulturniho cestovniho ruchu vydal
Moravskoslezsky kraj vroce 2013 také turistického privodce s nazvem
Duchovni dédictvi Moravy a Slezska. Tato publikace mapuje vybrané
cirkevni pamatky, poutni mista a poutni stezky.

Diskuze

Kazdym rokem mezindrodni organizace, instituce, vydavaji progndzy, jak
se bude cestovni ruch vyvijet v dal§sim roce, véetné trendl, které budou
v dany rok pfevaZovat. Proto je t€Zké zaméfit se pouze na 1 trend, ktery
v cestovnim ruchu bude pfevaZovat. Stejné tak to je i u Moravskoslezského
kraje, u kterého krom¢ jiZ zminéného kulturné - pozndvactho cestovniho
ruchu, hraje vyznamnou roli také nadvStéva mést, kreativni turistika,
venkovsky, piirodné-orientovany nebo wellness a lazensky cestovni ruch.
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Zavér

Cilem piispévku bylo ukézat, Ze kulturné - poznavaci cestovni ruch je
nezbytnou souc¢ésti podpory rozvoje cestovniho ruchu v Moravskoslezském
kraji. Vroce 2015 vznikla v Moravskoslezském kraji Strategie fizeni
cestovniho ruchu, kterd ma podporovat vybrané formy cestovniho ruchu,
s dirazem také na méstsky (a kulturni) cestovni ruch, ktery je zakladnim
stavebnim kamenem vSech pozndvacich forem cestovniho ruchu.
V Moravskoslezském kraji k podpofe kulturné - pozndvaciho cestovniho
ruchu byly vydany dva podobné druhy vé&rnostnich karet, které lze vyuZit
kromé& jiného také na vybrané kulturni pamatky a akce. Moravskoslezsky
kraj také realizuje projekty, které jsou zaméteny na podporu gastroturistiky
v Moravskoslezském kraji. Jedna se napf. o projekty ,Jak Smakuje
Moravskoslezsko®, ,,Czech Specials®, atd. K podpote kulturniho cestovniho
ruchu vydal Moravskoslezsky kraj také turistického priivodce, ktery mapuje
vybrané cirkevni paméatky, poutni mista a poutni stezky. O tom, Ze o
kulturné - pozndvaci cestovni ruch v Moravskoslezském kraji je z4jem,
svédci také provedeny pilotni priizkum, ve kterém 68 % respondentt
uvedlo, Ze v rdmci Moravskoslezského kraje dava pfednost pravé kulturng -
pozndvacimu cestovnimu ruchu, jehoZ soucasti je také gastronomicky
cestovni ruch.
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CORPORATE SOCIAL RESPONSIBILITY
IN SELECTED ACCOMMODATION
FACILITIES IN CESKY KRUMLOV

Petr Scholz

Abstract: Corporate social responsibility (prosocial corporate endeavors
or corporate social performance) has traditionally been conceptualized
rather broadly as the managerial obligation to take action to protect and
improve both the welfare of society as a whole and the interest
of accommodation facility. The paper is focused on the one part
of corporate social responsibility (environmental efforts) in selected
accommodation facilities in Cesky Krumlov. Applying the elements of green
management and sustainable development principles are characteristic
trends in accommodation services. We used the methods of scientific work;
and i.e.; the analysis method, mathematical, and statistical methods.
Surveyed accommodation facilities have the best results with sorting
containers.

Key words: accommodation, corporate social responsibility, green
management

JEL Classification: L83, Q56

Introduction

Tourism development has a lot of positive impacts on economy,
environment and resident and tourist community. On the other hand,
tourism is connected with the existence of negative effects, especially when
it is not controlled (Janetek, Stemberova, 2016). Largely a post-WWII
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phenomenon, corporate social responsibility (CSR) has grown over the past
half century in importance, significance and scholarship. The idea that
businesses have some responsibilities to society which span beyond making
profits for their shareholders has been around for centuries (Carroll &
Shabana, 2010) however until the late 1970s CSR has been derided as a
joke, an oxymoron and a contradiction in terms by the investment and
business community (Paul Lee, 2008).

Consequently, the definition of CSR too has seen numerous versions, many
of them sharing the main dimensions of impacts on business: social
(reflecting the relationship between businesses and society), environmental
(focusing on the impact and/or contribution of businesses on the natural
environment), economic (referring to the socio-economic or financial
aspects of a business including the description of CSR in terms of a
business operation), stakeholder and voluntariness (reflecting and
voluntarily abiding to ethical principles which span beyond the legal
obligations; Dahlsrud, 2008).

Environmental issues of the world have become the key topic of everyday
conversation. There has recently been much discussion about the question if
business in Western society can be transformed into environmentally
responsible accommodation facilities (Rojsek, 2001). Applying the
elements of green management is one of the characteristic trends
in accommodation services. Accommodation facilities realize that the
importance of environmental protection is necessary and in addition use this
concept as a useful marketing tool to differentiate from the competition
(Scholz, 2016). Besides the green management, more hotels and
guesthouses are focused on disabled people and their requirements
(Janecek, 2015; Linderova, 2016).

According to the literature, the term "green" is used to mean
"environmentally friendly" (Shrum, McCarty & Lowrey, 1995). The Green
Hotels Association (2015) defined a "green hotel" as a hotel which operates
in "an environmentally friendly" manner. As environmental awareness
increases, hotels have started to participate in the environmental movement
(Millar & Baloglu, 2011). In the meantime, more green social issues have
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increased customers' awareness of green practices. Studies have found that
79 % of the travelers are concerned about going when green they select a
hotel (UNEP, 2013). On the other hand, the laws or regulations of most
countries do not have a legal or a universally accepted definition of what is
a "green accommodation facility or eco-friendly hotel". It means that the
practice of using "green or eco-friendly" as a marketing ploy is still
widespread in many cities and towns around the world (Pizam, 2008).

A number of measures to protect the environment is focused on reducing
energy, water, chemicals, office supplies, reduction of waste, increasing the
proportion of natural materials, aestheticisation environment, reducing noise
and emissions (especially carbon emissions), etc. (Scholz & Linderova,
2016).

Material and methods

The goal of this paper is to analyze the implementation of the green
management elements in selected accommodation facilities in the Tourist
class and Economy class in Cesky Krumlov. There were used primary data
collected by questionnaire survey and secondary data. The questionnaire
survey consisted of twelve questions. They were mostly closed and some
were half open questions. At the end of the questionnaire there were three
segmentation questions and respondents had space for their views and
comments.

We used PAPI, CAPI, and CAWI methods. The survey was conducted since
September 2015 until April 2016. There are over 300 accommodation
facilities in Cesky Krumlov. We contacted 96 accommodation facilities; 64
% of them answered willingly. There was created a sample of 61
accommodation facilities after sorting out incomplete or incorrectly
completed questionnaires. We focused on hotels and guesthouses only (10
hotels and 28 guesthouses in Standard class and 14 hotels and 9 guesthouses
in First Class). We used the methods of scientific work; and i.e. the analysis
method, a method of generalization, mathematical, and statistical methods.
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Results and Discussion

It is interesting that some of the measures are required by Act No. 79/2015
Coll. on Waste and the Amendment of Some Other Acts, e.g. sorting
containers but in the Standard class and in First Class not reached 100 %.

Generally, surveyed hotels and guesthouses in the Standard class have the
best results with compact fluorescent lamps and LED lamps (hotels 66 %;
guesthouses 61 %) and sorting containers (hotels 67 %; guesthouses 65 %).
The worst results in the Standard class were found in the reducing the flow
of water saving perlators or shower heads (hotels O %; guesthouses 17 %),
friendly cleaning products and laundry detergents (hotels O %; guesthouses
13 %), education of employees to the green management (hotels 0 %;
guesthouses 13 %) and informing of guests about environmental efforts
(hotels 0 %; guesthouses 4 %).

Selected accommodation facilities in the First Class reach the best results
with sorting containers (hotels 83 %; guesthouses 75 %), using recycled
paper (hotels 50 %; guesthouses 75 %). These accommodation facilities
also use compact fluorescent lamps and LED lamps (hotels 33 %;
guesthouses 100 %). The worst results were shown in the friendly cleaning
products and laundry detergents (hotels 17 %; guesthouses 25 %), education
of employees to the green management (hotels 0 %; guesthouses 50 %) and
providing information to the guests about the environmental efforts (hotels
0 %; guesthouses 0 %).

Next we have to state the expectations of visitor's for level of
accommodation have been increasing recently. The guest prefers good price
to the level and amount of offered services. The lack of knowledge of
certificates and brands is negative factor as well. More than one third of
surveyed accommodation facilities have no experience with the following
certificates: Environmentally Friendly Service, The Flower, and The Green
Key. The most recognized certificate is Environmentally Friendly Service
(Bartheldyova, 2016).
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Approximately one half of researched accommodation facilities did not seek
to obtain any ecological certificate. These facilities are not interested in
these certificates first of all due to client's disinterest. They believe that the
accommodation facilities certification is not the main factor for guest's
decision regarding their accommodation. Even though more than 3/4
researched  accommodation  facilities  believe that eco-friendly
accommodation facility might help improve natural environment, 95 % of
mentioned facilities fails to have conception of this management.

We state that the surveyed accommodation facilities reached satisfactory
results only. In comparison with the research performed by Scholz (2016),
who dealt with the same issues in the accommodation facilities (Standard
class and First Class) in Slovakia, we expected better results in the Czech
Republic, especially in the town which is written on the UNESCO World
Heritage List.

Table 1: Environmental measures used in accommodation facilities
in éesky Krumlov (%)

100

%
= o
= 2

[ Cleaning
Compact | .., Reducing the | 4 tcand | Minimizing Green Informing
fruorescent | Uomgrecrded | g e ol Sorting flow of water lanndry theuseof | management | guests about
paper / double- saving ¢
lampsand | PR O suppliers containers o detergents disposable employees | environmental
LED lamps prining e iy, | friendlytothe | products education efforts
environment
mhotel *** 66 33 67 67 0 0 67 0 0
guesthouse®*** 61 26 52 65 17 13 52 13 4
Shotel **** 3 50 50 83 17 17 3 0 0
Wguesthouse®** 100 7 50 7 50 23 2 50 0
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Conclusion

Based on the findings from the research we conclude that application of
green management elements and their measures are beneficial for society.
Even though accommodation facilities have no green management
conception and do not seek it, they still try to adopt green elements and
green management measures. The other findings in the research the
conclusion is the recommendation for stronger communication between
employers and employees of each accommodation facilities. It is important
for supervisors in these facilities to realize that employee's motivation and
belief might lead to their better behavior as well as stability of facilities.
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THE ROLE OF OPEN DATA ON THE ROAD
TO DESTINATION BUSINESS
INTELLIGENCE: NOTES ON SK NACE IS5

Csaba Sidor, Branislav Kr$dk, Cubomir Strba

Abstract: The paper presents possible benefits of opening parts of data
collected under Act no. 253/1998 about reporting residence of citizens and
registry of citizens and Act no. 404/2011 about reporting of foreigners’
residence for their subsequent implementation in hybrid information
systems focused on data driven destination management. The proposed
technological solution could eliminate duplicate processes on the side of
accommodation facilities in relation to state and public bodies and bring
tools for advanced tourism data analytics.

Key words: data driven destination management, destination business
intelligence, open data

JEL Classification: 732, G14, L17

Introduction

In recent years, the importance of data driven destination management
at the level of local destinations has become both EU (European
Commission, 2010) and state agenda (NASES, 2015). Several indicator
systems were developed for monitoring and evaluating tourism’s impact on
local economy, society, environment and visitors’ behavior with the aim of
supporting flexible and responsible decision making. Each of this system
has a complex set of various indicators, but all of them work with the aspect
of tourism’s basic direct quantitative data on tourists’ arrivals recorded by
accommodation service providers, also listed under the code of statistical
classification of economic activitiecs NACE 155 (UNWTO, 2004),
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(Dupeyras & MacCallum, 2013), (EC, 2016), (WTTC, 2016). This essential
data is aggregated and published by state and public bodies in different
format and time periods, and with different content and level of
accessibility. Aim of the paper is to demonstrate the possible benefits of
recording this data in Slovakia via technologies and in formats, that could
save time on both sides, bring more transparency, but most importantly
bring more flexible solutions for local destination management
organizations (hereinafter DMOs) via hybrid information systems as the
currently being developed Destination Business Intelligence System
(hereinafter) at the Technical University of Kosice’s Department of Geo and
Mining Tourism (Krsak et al., 2016), (gtrba et al., 2016).

Material and methods

Business intelligence in general comprises strategical and technological
approaches for data analysis of business information (Dedi¢ & Stainer,
2016). Destination business intelligence is based on the concept of smart
destinations that are with and intelligence system capable of capturing
information, data analysis, among other with the aim to support destination
managers’ decision making towards increasing destinations’ efficiency
(Mufioz & Sanchez, 2013). Since tourism is a multi-sector industry,
destination business intelligence systems work with in addition to business
and marketing data, also with data containing information about tourism’s
impact on local society and the environment. There are several examples of
these kinds of hybrid systems capable of recording, analyzing, visualizing
and evaluating data. One of them is the DBIS platform that aims to work
with analysis of both primary offline field and online aggregated data in
SQL databases (file dumps) and with outcomes published both in graphic
and spatial visualization. The ultimate aim is to provide DMOs and its
stakeholders a tool capable of supporting individual efficiency growth, but
also pushing destinations towards becoming self-efficient smart
destinations.
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In Slovakia accommodation service providers are required to record the
upper mentioned data under § 24 of Act no. 253/1998 about reporting
residence of citizens and registry of citizens, § 113 Act no. 404/2011 about
reporting of foreigners’ residence, but also under § 37 of Act no. 582/2004
about local taxes and local fees for municipal waste and small construction
waste and under § 20 Act no. 540/2001 about state statistics (SR, 1998),
(SR, 2001), (SR, 2004), (SR, 2011). The processes of form of collection;
form of aggregation and published outcomes’ formats were compared from
the perspective accessibility and usability in the environment of the DBIS at
the level of a local destination.

Results

Table 1: Part of data recorded by ASPs' under Slovak law

Data/ §24 Act no. §113 Act no. §37 Act no. §20 Act no.
Law 253/1998 404/2011 582/2004 540/2001
ASP! ID code X X X X
ASP'_Address X X X X
ASP'_Capacity X

ASP'_No. of employees X
ASP'_Revenue by G_N? X

G° Name & Surname X

>

G’_Date of birth

G3_Nationality

G’_No. of ID or Passport X

>

G_PAoR*

L R R R ]
>

Date of check in and check out X

el R k]

Total no. of overnight stays

Total no. of overnight stays by G* nationality X

Source: Own research, 2017.

As Table 1 shows accommodation service providers (hereinafter ASPs)
report data collected in their book of guest (§24 Act no. 253/1998) multiply
times, on monthly bases to the local municipality (§ 37 of Act no.

'ASP — Accommodation service provider
2G_N - Guest’s nationality

°G - Guest

*PAOR — Permanent address of residence
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582/2004) and to the Statistical Office of the Slovak Republic (hereinafter
SOSR) (20 Act no. 540/2001). ASPs are also obligated to report every
foreign guest to police department in five days since first day of the guest’s
accommodation.

Except the reporting to the police department, all three other reports are
done by manual forms. From the perspective of accessibility of data, that
does not contain the guest’s private information is only published partially
at the lowest level at LAU 1. The data is only accessible after manual
request. Thus not only that the ASP reports the same data in different ways
from which in two cases the reporting is done manually, but their accessing
by local destination managers or stakeholders costly on human resources on
both the side of the data provider (SOSR or local municipality) and data
seeker (DMO or its stakeholders).

Discussion

Some of the ASPs already have a universal account for communicating with
the state institutes provided, the so called electronic mailbox provided by
one of NASES’s platform. Upper mentioned multiply process on the side of
the ASP could be easily eliminated by adding to the NASES platform an
individual plugin for ASPs that would work as an online guestbook
recording every input data recorded by law. In theory, from the
technological aspect a single SQL form application could be able to send
the obligatory data to each institute by their individual SQL parameters. The
online guest book could also contain a parameter for gender, since in the
case of targeting tourism products gender also is essential variable. Guests’
phone numbers are also in reason for advanced spatial monitoring of tourist
behavior within the destination.

From the perspective of destination business intelligence or DMOs access to
this data, the collected information could be published in file dumps in SQL
format with an open API, for example once a month or even better once in
week, of course without the parameters: guests name, ID or passport
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number, street no. of permanent residence, phone number. Since individual
performances of ASPs (number of visitors etc.) are considered confidential
by law, of the limits may be considered also parameters as: ASP’s ID code
and the ASP’s address. The address could be published as the municipalities
name or postal code. In cases of municipalities, where there is only one
ASP, the data could be merged with the closest municipality with an ASP,
this way the confidentiality would not be violated.

This way the SQL dump file could not only deliver essential data at the
level of local destinations, capable of answering both basic business and
marketing questions but also the advanced ones. The combination of the
outcomes with other local data on environment and society would bring the
destination business intelligence to the next level. Last but not least, the data
containing geocodes (street, municipality of the guests’ permanent
residence, ASP’s municipality) could create a very precise basis for spatial
visualization of the destination performance and incoming primary
customers (with the combination of age and gender also primary target
markets) localization. It must be noted, that access to guest’s confidential
data (name, phone number) with the combination of social media user data
and sim card geo positioning would be utopia for every DMO’s analyst.

Conclusion

The presented results show bureaucracy on both sides that are possible to
eliminate. The proposed solution is technologically feasible and beneficial
for all destination stakeholders and even to state and public bodies. The
question of personal data’s confidentiality is aspect that should be pointed
out among lawmakers, since most corporations already use these kinds of
data for their business advantage. From a subjective perspective, DMOs
elaborated on a 4P principles should not be shorten of this advantage, since
responsible and efficient development of local tourism equals development
of public wealth.
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ANALYZA \{YVOJE PRﬁMERNE )
SPOREBITELSKE CENY MASLA V CESKE
REPUBLICE

DEVELOPMENT ANALYSIS OF AVERAGE
CONSUMER PRICE OF BUTTER IN THE
CZECH REPUBLIC

Sylva Skupinova, Eliska Smotlachova, Jan Mace

Abstrakt: Prispévek se zabyvd aktudlni problematikou celosvétové zvysené
poptavky po mlécném tuku a jeho dopadem na ndrist primérné
spotiebitelské ceny mdsla v Ceské republice. Problematika je resena
s vyuZitim linedrni regresni a korelacni analyzy v casové radée 2006-2017
s diirazem na obdobi leden—srpen 2017. Bylo zjisténo, Ze cena 1 kg mdsla
silne koreluje s cenou 1 | pasterovaného polotucného miéka (r = 0,86).
Ackoliv vyroba miéka v Ceské republice od roku 2011 stoupd, ceny obou
potravin rostou, pricemZ ndrist ceny mdsla je od cervence 2016 vyrazné
VYSSi.

Klicovd slova: cena, casové rady, mdslo, poptdvka, regrese a korelace

Abstract: The paper deals with the current issue of global demand for milk
fat and its impact on the increase in the average consumer price of butter in
the Czech Republic. The problem is solved using the linear regression and
correlation analysis in the time series 2006-2017 with an emphasis on
January—August 2017. It was found that the price of 1 kg of butter strongly
correlated with the price of 1 | pasteurized semi-skim milk (r = 0.86).
Although milk production in the Czech Republic has been rising since 2011,
both food prices have risen, with an increase in butter prices since July
2016 significantly higher.

Key words: price, time series, butter, demand, regression and correlation

JEL Classification: C10, D24, G17
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Uvod

Prispévek se zabyva velmi aktudlni problematikou nahlého nartstu
prameérné spotiebitelské ceny masla na ¢eském trhu v poslednich mésicich.
Problematika je feSena z pohledu dlouhodobé vyvojové tendence u
primérné spotiebitelské ceny madsla a zarovenl u zdkladni suroviny pro
vyrobu maésla a to mléka. Vyvoj obou cen byl zaznamenén v casové fad¢ let
20062017 (leden—srpen). LetoSnimu ro¢niku (2017) byla v pfispévku
vénovana hlubsi pozornost, cenova analyza byla hodnocena mésicni indexni
fadou.

Material a metody

Pro analyzu spotfebitelské ceny masla (méaslo Cerstvé 1 kg) a mléka (mléko
polotu¢né pasterované 1 1) v casové fadé 2006-2017 a pro vyrobu mléka
v &asové fadé 2006-2016 byla pouZita zdrojova data Ceského statistického
uradu (https://vdb.czso.cz). Zdrojové data byla zpracovana linedrni regresni
a korelacni analyzou, Pearsontiv korelacni koeficient byl hodnocen dle
stupnice podle Hindlse (2006). Indexni fada fetézovych indext
spotiebitelské ceny 1 kg masla byla zpracovana za obdobi prosinec 2016—
srpen 2017. Analyza Casovych fad byla provedena s vyuzitim obecnych
postupti pro praci v Casovych fadach, které uvadi napiiklad Arlt a Arltova
(2009).

Vysledky

Problematika analyzovanych primérnych spotfebitelskych cen masla a
polotu¢ného pasterovaného mléka jednozna¢n€ souvisi s vyrobou mléka
v Ceské republice, které je vstupni surovinou pro vyrobu obou potravin. Pro
nizornost byl sestrojen graf (Graf 1), ktery ndm dév4 primarni nihled na
nasledné feSenou problematiku aktudlniho nartistu ceny obou potravin.
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Graf 1: Vyroba mléka v Ceské republice v letech 2006-2016
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Z Garfu 1 jedoznac¢né vyplyva, Ze vyroba mléka (v miliénech litri) v Casové
fadé 2006-2016 m4 vzestupnou tendenci od roku 2011 a je pfedpoklad, Ze
tento trend zlstane v nejbliz§ich dvou letech zachovan. Uvedeny vystup
vedek k otdzce, pro¢ je situace na Ceském trhu s Cerstvym maslem
alarmujici (MF Dnes 5. 9. 2017), tedy pro¢ od Cervna leto$niho roku stoupa
primérna spofebitelskd cena masla a zaroveil roste i poptavka po této
potraviné. Nahly nartst prumérné spotiebitelské ceny zachycuje Tabulka 1,

Yy

kdy fetézové idexy maji od Cervna letoSniho roku hodnoty vyssi nez 1.

Tabulka 1: Retézové indexy primérnych spotiebitelskych cen
analyzovanych potravin za obdobi 12/2016-8/2017.

Meésic 1. 2. 3. 4. 5. 6. 7. 8.
roku
2017

Maslo | 1,009 | 0,998 | 1,017 | 0,067 | 0,989 | 1,116 | 1,072 | 1,042
[1kg]

Miléko | 1,008 | 1,031 | 0,986 | 1,040 | 0,951 | 1,038 0,999 | 1,026
17

Zdroj: Vlastni zpracovani, 2017.
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RovnéZ spottebitelské ceny polotuéného mléka vykazuji od cervna 2017
narust (Tabulka 1), 1ze tedy konstatovat, Ze se u mléka jednd o obdobu
problematiky z hlediska nartstu jeho ceny, nikoliv vSak z hlediska rastu
poptavky. Z hlediska hlubsiho pohledu na celou situaci byly obé ceny
vyjadfeny vramci Casové tfady 2006-2017 (Graf 2) a cena mésla byla

jednotkové vztazena na bézné maloobchodni balent, které ¢ini 250 g.

Graf 2: Trend spotiebitelskych cen v letech 2006-2017
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v
M
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Zdroj: Vlastni zpracovani, 2017.

Ob¢ ceny ve dvanactileté casové fadé vykazuji ristovou tendenci s ndhlym
vzestupem v roce 2017. Konkrétni primérné spotiebitelské ceny obou

potravin v ¢asové fad¢ 2006-2017 zachycuje Graf 3.
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Graf 3: Prumérné spotrebitelské ceny v letech 2006-2017
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Zdroj: Vlastni zpracovani, 2017.

Zavislost ceny masla na cen€ mléka ukazuje Graf 4, kdy tésnost studované
zavislosti je hodnocena jako velmi vysoka (r = 0,86) a regresni funkce je
line4rné rostouci. Z provedené analyzy rovnéz vyplyva, Ze zména primérné
spotfebitelské ceny masla je ze 73,6 % vysvétlovana hodnotami pramérné
spotiebitelské ceny mléka.

Graf 4: Regresni a korela¢ni analyza primérnych spotiebitelskych cen
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Zdroj: Vlastni zpracovani, 2017.
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Z vysledkl jednoznacné vyplyva, Ze rlst ceny obou potravin na sob¢ silné
zavisi. ZvySend poptavka po masle, kterou nepozorujeme u mléka, bude
pravdépodobné souviset s celosvétovou problematikou nartstajici poptavky
po mlééném tuku. V nasledujicim obdobi se na ceském trhu da
predpokladat, Ze se Ceské hospodyiiky na Vanoce ve strachu o nedostatecné
mnoZstvi a stale rostouci cenu maslem pfedzasobi. Tato narazové zvysena
poptavka po masle, které 1ze v domacnostech dobfe skladovat, jisté¢ povede
obchodni fetézce ke zvySeni jeho ceny.

Diskuze

ZvySeni spotiebitelské ceny masla v Ceské republice je zapii¢inéno
nékolika faktory. Tyto faktory souvisi se situaci na svétovém trhu s mléénou
produkci, s letitym udtlumem ceského zemédéElstvi, se zanikem ceskych
mlékaren, s dotani politikou EU, politikou obchodnich fetézci a se
soucasnym nartistem poptavky po smetané. V disledku nesobéstacnosti je
nuceno Cesko k vyrob& masla smetanu dovéZet ze zahraniéi, kde se jeji
cena vyrazné zvysuje.

Vseobecné duvody naristu spotiebitelské ceny masla spocivaji v rostoucim
zdjmu o evropské maslo na svétovych trzich a v nedostatku smetany.
Celosvétove roste poptivka po masle také v disledku zmény stravovacich
navykl po vyvriceni ndzoru na Skodlivost Zivoc¢isnych tukid. Pod vlivem
kulindi'skych show v televizi vznika velka obliba tradi¢nich pokrmi z mésla
a smetany, coZ vede ke zvySeni konzumace téchto pokrmil. ZdraZeni masla
je zpusobeno celosvétoveé nizsi produkei, zejména na Novém Zélandu, v
Nizozemsku a Né&mecku. Smetany je na trhu nedostatek, coz je také
odrazem mens$iho obsahu mlééného tuku v kravském mléce v letni sezoné.
Pokles kurzu Eura vyvolal zvySeni poptdvaného mnoZstvi evropského masla
ve svété. Rovnéz pifklon Cifiani ke konzumaci kvalitnich mléénych
produktli s mléénym tukem zvysil celosvétovou poptavku po masle.

V Ceské republice zemédélci v 90. letech minulého stoleti vyslechtili

v

dojnice s niz§im obsahem tuku v jejich mléce v zdjmu uspokojeni poptavky

po nizkotuénych mléénych produktech. V soucasnosti se spotiebitelé jiz
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nesoustfed’'uji na odtucnéné mlécné vyrobky, takZe mlécéného tuku se
nedostava pravé v situaci, kdy se maslo opét vraci do médy spolecné s
domaci piipravou pokrmil. Cesi preferuji doméci maslo a akceptuji i jeho
vy$$i cenu. Podle ministerstva zemédélstvi maji obchodni fetézce vyssi
marZi pro doméaci maslo (15,20 %) oproti zahrani¢cnimu maslu (4,00 %)
(Bures, 2017). Zvysila se cena masla na ¢eském trhu pro omezeni poptavky
nebo je reakci tuzemskych fetézcii na rist cen této komodity v zahranici a

v,

také uplatnéni vy33i marze v Cesku?

Svoji roli na zdrazeni mésla sehravaji i faktory na stran€¢ nabidky. ZruSeni
regulace mlééného trhu a mléénych kvét v EU pred vice neZ dvéma roky
vedlo k vyraznému propadu cen, coZ nékteré producenty pfimélo omezit
vyrobu nebo ji dplné ukoncit. Podle hlavniho ekonoma Komeréni banky
Jana Vejmélka (www.ceskatelevize.cz) neni na silnou poptdvku nabidka
bezprostfedné schopna reagovat. Svoji tlohu sehrdly i vykyvy pocasi a
sucho, které ovlivnilo kvalitu krmeni dojnic.

Zavér

Provedena analyza vyvoje produkce mléka a spotiebitelskych cen mléka a
masla v Ceské republice dokazuje, Ze existuje zavislost mezi nartistem ceny
mléka a ceny mésla, kterd byla hodnocena jako velmi vysokd (r = 0,86).
Narist ceny masla je vSak vyrazn€ vyssi (pfiblizné 45 % od cervence 2016)
v poméru k nartstu ceny mléka (pfiblizn¢ 14,3 %). Je tak jisté, Ze se na
vyvoji ceny masla zietelné podili také dal§i faktory. Ponckud zardzejici
skuteCnost vSak je, Ze k naristu cen mléka i masla dochazi v situaci, kdy
kontinualné a pomé&rné vyrazné roste produkce mléka v Ceské republice.

Jednozna¢nym divodem prudkého nardstu ceny masla je tak nepochybné
rostouci poptivka. Nejde pfitom pouze o nardst domaci poptavky
v diisledku piiznivé ekonomické situace Ceské republiky po roce 2013, ale
o celosvétovy vyvoj. Dusledkem nardstu poptdvky po mlééném tuku na
svétovém trhu je rtst cen i v ostatnich zemich EU. Ve Velké Britanii se tak
v srpnu 2017 cena 250 g masla pohybovala okolo 1,3 libry (pfiblizn¢ 38,57
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K¢&), v SRN pak oscilovala kolem 2 eur (ptiblizn€¢ 52,20 Kc¢). V Ceské
republice je vSak nartst ceny masla podstatné rychlejsi a aktudlni ceny jsou
dokonce vyssi, nez v okolnich zemich EU. Tento trend je pravdépodobné
zpisoben prudkym nartstem doméaci poptivky po masle v poslednich
mesicich, jejiz tempo piesihlo rist v zemich EU.

Chovéni spotiebitelt v oblasti poptavky po masle v CR vykazuje
v poslednich tydnech zndmky ndkupni paniky. Dochazi tak k nadmérnym
nakuplm a tzv. ,pfedzasobeni. Tato situace miiZe trvat jest¢ n¢jakou dobu,
ale vzhledem k omezené dob¢ skladovatelnosti masla je jisté, Ze v horizontu
nckolika mésicti dojde k postupnému poklesu poptavky. Da se tak
pfedpokladat, Ze se cena maésla stabilizuje na nové rovnovazné cené.
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OLYMPIC PARK AND ITS INFLUENCE ON
THE TOURISM AND HOSPITALITY
DEVELOPMENT

Petr Studnicka

Abstract: Olympic Games have already been the top worldwide followed
sporting event for 120 years. Until recently the Olympic Games were in
terms of tourism associated exclusively with visitors' passive follow up. That
status started to change with the emergence of an entirely new phenomenon
called the Olympic parks. Based on this phenomenon is a research focusing
on establishing an Olympic Park 2016 in Lipno nad Vitavou. Part of the
research was to analyze the impact of the Olympic Park it had on the region
and the author evaluated both positive and negative effects.

Key words: tourist destination, event, Lipno nad Vitavou municipality,
Olympic Games, Olympic Park

JEL Classification: L83, H72

Introduction

Standeven and De Knop (1999, p. 12) state that "the relationship between
sports and travel is symbiotic in the modern world. It is not so that the sport
promotes tourism by offering an ever-increasing amount of valuable
viewing experiences; tourism also helps sports". Tourism based on sporting
activities is one of the specific forms of travel. Sports tourism is
dynamically developing and has become a phenomenon of our time. The
primary reason for this statement is a demonstrable change in consumer
habits, subject to long-lasting changes in lifestyle. Tourism motivated sport

191



is an innovative product that offers to adapt existing products and services
to new arising conditions for companies and entire regions, thus attracting
new prospective clients.

Sports tourism is not only an intentional activity during a holiday, as it may
seem at first sight. An important component of this phenomenon is traveling
to sporting events and actions. One of the most important events worldwide
and the celebration of sports are the Olympic Games attracting millions of
people around the world either to television sets or directly to the halls and
sports grounds in the host city. To popularize and to boost the attractiveness
of the Olympics, which often take place in remote destinations, the Czech
Olympic Committee came up with the innovative idea of organizing
Olympic parks in the Czech Republic. The first Olympic Park was
organized at Prague’s Letna plain on the occasion of the Winter Olympics
in Sochi, Russia in 2014. The second main Olympic park was situated in
Lipno region on the occasion of the summer Olympic Games held in Rio de
Janeiro, Brazil in 2016. Auxiliary Olympic parks were located in Ostrava,
Plzen and Pardubice. Interestingly enough there was no Olympic Park in
Prague, which is ironically the 2016 European Capital of Sports, due to
political disputes and instability in Prague's municipal administration.

Material and methods

The work was primarily done using analytic, synthetic and comparative
methods. The result of this research was to determine the main impacts of
the Olympic Park on the destination, in the short and long terms. The author
concluded that the construction of the Olympic Park was a major impulse
for the development of tourism in the area, contributing to the building of
primary and secondary infrastructure and that it could help mitigate regional
disparities. At the same time it is necessary to recognize and eventually
eliminate negative impacts that the construction of the Olympic Park might
have.
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Results

Statistics show that the Olympics are attended on the average by 400,000 to
800,000 foreign tourists with around 60,000 athletes and organizers taking
part in the venues. Preuss (2004, p. 52) classifies the tourists and residents
during the Olympics in the following eight groups:

"Casuals" — tourists who visit the city even without the Olympics;
"Time switchers" — the tourists arriving in the city, but at a
different time;

"Avoiders"— the tourists who stay at home but would come if the
Olympics were not held;

"Extentioners" — the tourists who would have visited the city
anyway, but are staying longer because of the Olympics;
"Olympians" — people who travel to the host city because of the
Olympics;

"Home stayers" — residents who prefer to opt for a vacation home
rather than going on vacation somewhere else at another time;
"Runaways" — residents who leave the city and take their holidays
elsewhere;

"Changers" — residents who leave the city during the Olympic
Games and spend their holidays at that time somewhere else.

The number of tourists who visit the Olympic Games is limited by several
factors. First and foremost, it is the capacity of hotels established prior to
the Games. While during Olympics these capacities are full nearly by 100
%, after the games their occupancy usually sharply drops down. Examples
are hotels in Atlanta, whose availability during the Olympic Games in 1996
quickly changed (Table 1).
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Table 1: Hotel rooms availability in Atlanta, 1996

Dates Olympic Games Capacity utilization in %
14.7-20. 7. | A week before the opening 76.5
20. 7—27. 7. | Course of Games 95.2
28.7-3.8. Course of Games 97.4
4.8.-10. 8. A week after ending 58.0

Source: Paduchova, 2009, p. 3.

This usual 100% occupancy for nearly two weeks has practically no
significant influence on the overall annual occupancy rate of hotels, and the
average occupancy rate of hotel rooms during the Olympic year in
organizing cities is around 70% (e.g. Barcelona, Atlanta, Sydney, London).
Another example of a limiting factor is the number of tourists who obtain
visas to the destination. This problem surfaced particularly for tourists who
were preparing for the Olympic Games in Beijing. The Chinese government
had tightened rules for obtaining visas, the reason being to ensure security
mostly for the athletes. In order to obtain visa the tourist traveling to the
Games had to present an Olympic admission ticket. A number of tourists
could have been discouraged by a very lengthy process of obtaining visas,
security checks and also Beijing smog conditions.

Discussion

Olympic parks should encourage public to an active lifestyle and are
included in the project "the Czech Republic is sporting” as one of the main
events of this project. The emphasis in Olympic parks is not only on TV
broadcasts from the Olympics, but primarily on visitors’ active
involvement, especially that of young people, in a variety of Olympic and
non-Olympic sports. These parks should also focus on identifying the
population with the Czech Republic and Czech sports. When the Olympic
games are held in remote destinations it is advisable that the Olympic parks
be set up in Czech Republic.
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The main motivation for establishing of the Olympic park is:
= development of regional tourism;
= investment in sports infrastructure;
=  regional sports support;
=  healthy lifestyle promotion;
= motivation of youth to engage in sports activities.

The basic objectives of the Olympic parks project are: to introduce the
Olympic and non-Olympic sports in cooperation with sports' clubs or
associations with overlapping local successes and sports legends, to initiate
programs for elementary school students, to emphasize the Olympic
heritage, to support viewing of TV broadcasts from the Olympics, and to
present and promote  municipality/city, respectively region. On the
implementation of the Olympic parks cooperate three entities: the Czech
Olympic Committee and its official marketing agency "the Czech
Olympic", the city and the county. Simultaneously an involvement of other
sports organizations in the locality is expected.

The Olympic Park at Letnd had become a unique sports center. During 18
days, this event was attended by 409,184 people, one third of them children,
and half of the visitors being from outside Prague. About 450 volunteers
took part in ensuring smooth operation of the event. Also thanks to this
Olympic Park, the Olympic Winter Games in Sochi became the Olympic
Games with the greatest audience rating in history, totaling 7.2 million
viewers. In 2016, the Summer Olympic Games were held for the first time
in South America, and for the third time in the southern hemisphere. In the
Czech Republic, total of four Olympic parks was established, with the
largest one situated in the surroundings of the dam lake Lipno nad Vltavou,
with an attendance reaching 500,000 people. Other parks were located in
Ostrava, Plzent and Pardubice. Compared with 2014, the aim was to
propagate the concept of the Olympic parks to more cities in the regions of
the Czech Republic. Unlike the Letnd Olympic Park, which was a one-off
event with nothing left after the park was dismantled, efforts were made at
the Olympic Park in Lipno to keep all useful facilities even after the Games
are over, in order for the park to continue its function.
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The budget for building the Olympic Park at Lipno dam surroundings
amounted to CZK 65 million, of which 15 % was covered by the
International Olympic Committee, 40 % by commercial partners and 45 %
by the public sector. The budget incorporated reconstructions of local sports
grounds. Prerequisite for the investment was the commitment by the owners
of the sports grounds to maintain the grounds for the future. The remaining
three cities were given a franchise to allow building of the Olympic parks
on its territory. An overall intention is to have a park similar the Olympic
Park in every major Czech city by 2020, allowing visitors to experience the
Olympic atmosphere.

The RIO-LIPNO 2016 Olympic Park contributed to the following positive
effects:
= regional development — an impetus to economic development of
municipalities and regions, the development of leisure activities
and tourism, including the development of tourism infrastructure
and revitalization of areas damaged by industrial activities
(brownfields);
= promotion of the region — intensive and focused marketing
campaign with an emphasis on the venue in the South Bohemia
Region, connecting the region with the Olympics, raising
awareness of South Bohemia and the regions of Cesky Krumlov
and Lipno;
= legacy — revitalization of existing infrastructure and construction of
new sports facilities, children meeting well-known athletes, sports
popularization;
= healthy lifestyle — the promotion of a healthy lifestyle, motivating
youth to sports activities, with the potential of future savings in
health care.

Conclusion

Tourism presents, for a number of regions with limited resources for
production activities, the only potential for infrastructure development,
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business and employment. When evaluating the relationship between
tourism and regional development, the most important influence is the
balancing function of tourism, by Ogilvie (1933, p. 4). "Its essence lies in
the fact that visitors via tourism raise funds in place of their usual habitat,
but spend them in places of temporary residence. By that the funds are
moved from one place to another, usually from a place economically
stronger to a place economically weaker which suffers from an economic
malnutrition" (Vorlaufer, 1984, p. 160).

Czech Republic is a world leader in organizing of Olympic parks (Sochi
2014 — Praha Letnd, Rio de Janeiro 2016 — Lipno nad Vltavou, Ostrava,
Plzen, Pardubice) with a subsequent appraisal of the Czech Olympic
Committee by the International Olympic Committee. This year, three
similar parks will be built in other countries, namely in Netherlands,
Finland and Israel. Organizers expected a total attendance of 200,000
visitors in the Czech Republic, only.

It was important to distribute tourism activities in the whole of Lipno area
and to alleviate the high intensity of tourism especially in Lipno nad
Vltavou municipality. The most important factors for mitigating regions’
disparities were considered the tax revenue and job creation. In order to
tackle disparities, the endogenous factors (human factors, local actors,
innovation) and the exogenous factors (subsidies, grants, fiscal relief posts)
could have been applied. Economic and social effects of tourism on Lipno
region demonstrated themselves due to coordination of activities through a
strategic document with measurable indicators, where the fulfillment of
these indicators would be the responsibility of destination management
organizations.
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SENIORI JAKO S()UCAST ROZVOJE
CESTOVNIHO RUCHU

SENIORS AS A PART OF THE TOURISM
DEVELOPMENT

Lenka Turnerova

Abstrakt: Prispevek vychdzi z faktu rostouct iilohy segmentu seniorii (55+)
na rozvoji cestovniho ruchu. Podil seniorii roste jednak v oblasti ndrokit na
ubytovaci sluZby, ale i na gastronomické sluzby a troven stravovacich
zarizeni. Cilem je formulovat vyznamné faktory, které ovliviiuji spokojenost
seniorii s poskytovanymi sluzbami.

Kli¢ovd slova: cestovni ruch, gastronomie, seniori, stravovaci zarizeni

Abstract: The contribution is based on the growing role of the seniority
segment in tourism development. The share of seniors is growing both in the
area of accommodation services, but also in gastronomic services and the
level of catering facilities. The aim is to formulate important factors that
influence the satisfaction of seniors with the services provided.

Key words: tourism, gastronomy, seniors, catering facilities

JEL Classification: L83

Uvod

Prispévek si klade za cil sezndmit s dil¢imi vysledky vyzkumu ulohy
segmentu seniord 55+ na rozvoji cestovniho ruchu. Toto zaméteni vychazi
z prvotnich statistickych informaci avizujicich jednak rostouci podil
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zminéného segmentu klient na cestovnim ruchu a jednak jejich specifické
potieby v oblasti restauracniho provozu a gastronomie. Jak zmifiuje napf.
prof. Jindra (Jindra, 2011), problematika cestovniho ruchu je zkouméana od
pocatku 20. stoleti, kdy ve stfedni Evropé zacind byt chapan cestovni ruch
Siteji nez doposud jsou zkoumany jeho dopady (Kaspar, 2011). Soucasné
definice zahrnuji do oblasti cestovniho ruchu také pracovni cesty a cesty
obchodni. Mezi prvnimi zmifiuje tato fakta v definici cestovniho ruchu napf.
Palatkovd a Zichovd (2011) a Kotikova (2010). Z dostupné literatury
nevyplyvd tdplnd shoda ve vymezeni cestovniho ruchu, ale shoda ve
vyznamnosti cestovniho ruchu pro soucasnou moderni spole¢nost a narodni
hospodarstvi je patrna u vétSiny autortt publikujicich v minulosti, ale také
autorti soucasnych napt. Goldner a Ritchie (2012). Cestovni ruch je Casto
oznacovan jako odvétvi zahrnujici celou fadu poskytovanych sluzeb Casto
navazanych na fadu dalSich odvétvi. Na trhu cestovniho ruchu se setkdva
nabidka a poptdvka tvofena objekty a subjekty cestovniho ruchu (Kaspar,
1975). Stranu nabidky mohou reprezentovat také destinani organizace
(Middleton, 2009).

V soucasné dobé¢ se pozornost provozovatelti podnikti cestovniho ruchu, ale
také destinacnich managementl soustfed’uje na segment seniort, pficemz se
jednd o obcany 55+. Segment trhu pro potfeby cestovniho ruchu
charakterizuje Orieska (2010) jako relativn¢ homogenni skupinu ucastnikil
cestovniho ruchu, ktera se z urcitého hlediska dostate¢né 1isi od ostatnich
skupin uéastnikt. Certik a kol. (2001) segmentaci trhu rozumi ¢lenéni trhu
na rizné skupiny zdkaznikd, které maji spole¢né charakteristiky. Jednotlivé
segmenty, podle né¢ho, potom vytvéfeji cilové trhy, na které se podniky
zamétuji. Rust vyznamnosti segmentu klientd 55+ je spojen s faktem, Ze se
zvySuje primérny vék obyvatel, coZ je mozné doloZit i vyvojem v CR.
Rychly piiriistek poétu obyvatel nad 65 let nastal v CR dle CSU po roce
2005, v soucasné dobé se zpomalil, ale po roce 2025 se piirtstek opét
vyznamné zvysi. Podle Orie$ky (2010) je problémem urcit, koho povaZovat
za seniora protoZe seniofi sami sebe Casto nepovazuji za staré lidi (Dann
2001). Seniorsky cestovni ruch je cestovnim ruchem star$i generace, ktera
dle vySe uvedenych pfedpokladti, bude nadale pocetné posilovat stane se v
budoucnu zajimavou oblasti cestovniho ruchu (Drobna a Moravkova, 2004).
Tento typ cestovniho ruchu ma vyznam zejména z pohledu absence
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sezénnosti a miZe pfinést i zmirnéni regionalnich disparit (Vavrecka,
2008). Orieska (2010) dodava, Ze segment seniorti je charakteristicky
dostatkem volného casu a kupniho fondu, proto seniofi mohou cestovat
Cast¢ji a po libovolnou dobu. Mezi hlavni typy cestovniho ruchu
realizovaného seniory patii: rekreani cestovni ruch v piimofskych
letoviscich; zdravotni a lazenisky cestovni ruch, sportovni cestovni ruch,
pfedev§im péSi turistika; kulturni cestovni ruch smérujici hlavné do
zajimavych mést Evropské unie a ndboZensky cestovni ruch (Indrové a kol.,
2008). Podle zastupcii cestovnich kancelaii jsou v CR stile poptdvané
pobyty v tuzemskych laznich a pobyty na horach (Stérbova, 2010). Seniofi
se ubytovévaji radéji v klidn&jsi ¢asti hotelu, s vytahem a bezbariérovym
piistupem (Orieska, 2010) a Cast&ji vyuzivaji ubytovani v jednoltizkovych
pokojich (Indrova a kol.,, 2008). Zikladnim pozadavkem na vybaveni
pokoje je pohodIné lizko, pokud mozno o cca 10-15 cm vys§i oproti
standardu, pevné Zidle, pevnd madla v koupelndch, sprchové vany a
protiskluzové podlozky (Certik, 2001). Pokud chce provozovatel
ubytovaciho zafizeni ubytovavat seniory, samoziejmosti by mél byt
bezbariérovy pfistup (Aliagaoglu, 2008), individudlni piistup personilu a
snaha vyhovét i specidlnim pfanim (Baum, 2002). Navykim a hlavné
uritym zdravotnim omezenim by se méla nabidka v oblasti stravovéini
pfizpusobit. Vzhledem k Castym omezenim se nedoporucuje podéavat stravu
prostfednictvim jednotného menu, vhodnéjsi jsou formy nabidky s moZnosti
vybéru (Certik, 2001). Pfi nabidce seniorim je nutno respektovat pohodli
pfi dopravé i ubytovani (Magazin 55+, 2014). Kotikova (2013) definovala
nekteré znaky seniorského turistického chovani, mezi které patii rovnéz
relativni stalost chovani, preferuji vyzkousené produkty, Casto cestuji mimo
sezénu, kladou dlraz na pomér ceny a kvality, cestuji prostfednictvim
organizovaného cestovniho ruchu. Mezi dal§i znaky patifi neochota
objedndvat a platit prostfednictvim internetu a ndkup delsi dobu pted cestou
(Magazin 55+, 2014).
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Material a metody

Hlavni vyzkumnym zdmérem ¢lanku je shromazdéni zdkladnich informaci o
zvycich, resp. preferencich seniorti pii cestovani s dirazem na oblast
stravovani, protoZe stravovani se stalo, jak je uvedeno vySe, jednim z
dalezitych faktorti celkové spokojenosti s pobytem. Proto kromé analyzy
statistickych dat byla realizovana dotaznikova akce (100 respondentl),
jejimz cilem bylo posoudit platnost stanovenych ti{ hypotéz:

1. Segment 55+ preferuje restauracni zafizeni v klidném prostfedi.

2. Seniofi nemaji zvlastni pozadavky na obsluhujici personal.

3. Seniofi nemaji zvl4Stni poZadavky na obsah a vzhled jidelniho

listku.

Zavér

Na zavér je tieba uvést, Ze vétSinou je nutné rozliSovat postoje a nazory
segmentu 55+ podle pohlavi. Na hypotézu ¢. 1 naptiklad Zeny vyZaduji
klidné, tiché prostiedi na rozdil od muzt, ktefi upfednostiuji alespon

hudebni kulisu.

Pokud jde o obsluhujici persondl, seniofi shodné vyZaduji rychlost,
pfesnost, znalost, takt, spiSe jednoduchou obsluhu opacného pohlavi.
Hypotéza se tedy potvrdila.

Tteti hypotéza rovnéz nevykazuje jednoznac¢nou odpoveéd’, protoZe dochazi
k odlisnym nazoraim dle pohlavi. Zeny vyZzaduji pomé&mé podrobnou
informaci o kvalitg, skladb& a zdravotni vhodnosti potravin (pfitomnost soli,
tuk®), muzi se spokoji se zdkladni informaci o nabidce. Shodu vykazuji
v oblasti neochoty ziskdvat informace prostfednictvim internetu.
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FERRATY A CESTOVNI RUCH

FERRATES AND TOURISM

Josef Vliéek

Abstrakt: KaZdd destinace nabizi sviij specificky produkt cestovniho ruchu,
ktery je tvoren komplexem poskytovanych sluzZeb. Rozhodnuti turisty o
ndvstévé dané destinace je obvykle ovlivnéno jeji nejvyznamnéjsi
atraktivitou. V Ceské republice se soucdsti produktu cestovniho ruchu
nekterych destinaci stdvaji  ferraty. Zajistéené cesty umoZiuji rozvoj
amatérského horolezectvi. Vznikaji tak nové podnéty pro rozvoj turistiky
vdané lokalité. Prispévek upozoriiuje na prinos komplexu via ferrat
Pastyrskd stéena v Déciné.

Kli¢ovd slova: cestovni ruch, destinace, ferrata, produkt destinace

Abstract: Each destination offers its specific tourism product, which is
defined by the complex of services provided. The decision of a tourist to
visit a given destination is usually influenced by its most prominent
attraction. In the Czech Republic, ferrates become the part of the tourism
product for some destinations. Catered routes allow the development of
amateur climbing. This creates new incentives for tourism development in a
given location. The paper draws attention to the contribution of the Via
Ferrate of the Shepherd Wall Complex in Decin.

Key words: Tourism, destination, destination product, via ferrata

JEL Classification: L82, L83
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Uvod

V ramci cestovniho ruchu dochazi k uspokojovani vyznamnych lidskych
potieb spotfebou sluZzeb a hmotnych statkti. Spotiebni efekty cestovniho
ruchu by mély byt v soucasné spolecnosti dostupné v§em obCanim, nebot’
jde o nutnou soucast jejich reprodukce. Cestovni ruch je povaZovan za
socidlné-ekonomickou kategorii, protoZe jeho subjektem je ¢lovék (aktivné
jednajici a poznavajici) a objektem je produkt nabizeny danou destinaci (to
k ¢emu sméfuji pozndvaci a jiné aktivity lidi v navStiveném regionu).
Produkt cestovniho ruchu je sloZen z dil¢ich produktl (doprava, stravovani,
ubytovéni, atraktivity, organizacni aktivity destinacniho managementu,
koordina¢ni Cinnost cestovnich kancelafi apod.), které jsou nabizeny ve
vazb¢ na danou destinaci (Franke, 2012, s. 34-35).

Predmétem pfispévku jsou lokalni atraktivity a jejich zmény, které jsou
vysledkem nejen piirodnich procest, ale pfedev§im zamérné lidské Cinnosti.
Ptirodni potencidl je rozhodujicim lokaliza¢nim faktorem pro vétSinu aktivit
spojenych s cestovnim ruchem a rekreaci. Atraktivity vytvofené lidmi
(stavby, umélecké artefakty, folklér apod.) jsou vZdy vézany na piirodni
podminky (reliéf udzemi, klimatické, hydrologické a biografické
predpoklady).

Standardni soucasti turistiky jsou vystupy na hory, které lidem pfinaseji
pocity vitézstvi, hrdosti a prestize. Nejcast&jsi motivaci, kterd privadi lidi
k horolezectvi, je sportovni vykon. Horolezci ziskdvaji jedinecné a
vzrusujici zazitky, kazdy vystup obohacuje jejich Zivot. Znacny vliv na
zpfistupnéni hor pro amatérské horolezce mélo budovéni tzv. ferrat.'
V Ceské republice byla prvni ferrata vybudovéna v roce 2011 v tdoli feky
LuZnice v Tabote.

'Prvni ferrata (zajiiténa cesta, Zelezna cesta) byla vybudovana v roce 1843 na vrchol Hoher
Dachstein v Rakousku. Ferrata je cesta v komplikovaném a z hlediska pohybu lidi fyzicky
narocném horském terénu, kterou zajist'uji fixni lana, skoby, stupacky, Zebtiky, lavky a dalsi
ochranné prvky. Rada ferrat usnadiiovala vojakiim v Alpach piistup k jejich stanovistim na
vrcholcich hor a dnes je vyuZivaji turisté. Nézev ferrata pochdzi z italStiny (via ferrata).
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Material a metody

Obsahem cestovniho ruchu je uspokojovani lidskych potfeb. Jednotlivé
formy cestovniho ruchu vyjadfuji vnitini organizaci tohoto obsahu a
v souvislosti se zménami lidskych potfeb se neustile rozvijeji a méni.
Z tohoto hlediska je tfeba cestovni ruch chéapat jako uréitym zplsobem
usporadany souhrn prvki, jejich vzajemnych vazeb a procest, které tvoii
tento spolecensky jev. Specifikum cestovniho ruchu je déno tim, Ze jeho
vyroba a spotfeba probiha za aktivni spolutdcasti zdkaznika, a na pfedem
ur¢eném misté.

Lidské potfeby jsou vazany nejen na reprodukci cloveka, ale i celé lidské
pospolitosti. Jsou proto standardné¢ vymezovany ,,...jako pocit, Ze se
¢loveéku nedostava néceho, co je pokladino za zZadouci a nutné. Uvédoméni
si tohoto nedostatku motivuje cloveka k ¢innostem, pomoci nichZ je mozné
tento nedostatek odstranit* (VI¢ek, 2016, s. 34). Vznik konkrétni potieby je
vzdy spojen s urlitym cilem, protoZe k jejimu zaniku dochdzi v procesu
spotfeby. Uvédoméla potieba spojuje clovéka (subjekt) s néjakym vnéj$im
objektem (ekonomickym statkem), ktery slouZi k uspokojovani dané lidské
potieby.

Odpovédét na otazku: ,Jaké potieby uspokojuje cestovni ruch?* ndm
umozni vymezeni produktu cestovniho ruchu destinace. V systémovém
pojeti je destinace ,,vniména jako produkt a méla by nabizet navstévnikovi
tzv. fetézec sluzeb a uspokojovat tak jeho odekavani a potieby* (Sauer, M.,
Vystoupil, J., HoleSinska a kol., 2015, s. 122). TrZni potencial cestovniho
ruchu v destinaci ,je ovlivnén 1 kapacitnimi moZnostmi jednotlivych
poskytovatell, ktefi se podileji na vyrobé produktu cestovniho ruchu®.
(Franke, 2012, s. 35) Poptidvku po produktu cestovniho ruchu v destinaci
zasadnim zpisobem ovliviiuji lokaliza¢ni pfedpoklady (Paskova, Zelenka,
2002, s. 174), z nichZ za nejdilezitéjsi jsou povaZovany tzv. atraktivity.

Rozvoj atraktivit (kvantitativni i kvalitativni) a vznik novych ,ldkadel” je
soucasti vyroby produktu destinace. Atraktivity pro vétSinu lidi tvoii jadro
produktu cestovniho ruchu a jsou zdrojem hlavnich uZitnych hodnot, které
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turisté vyhledavaji. Novou atraktivitou v CR jsou ferraty, které predstavuji
unikitni formu spojeni piirodnich podminek a cilené lidské aktivity. Pro
amatérské horolezce jsou ferraty vyznamnou pfileZitosti k sportovnim
vykontim a v diisledku toho se rozviji cestovni ruch. Ferraty v CR jsou dnes
atraktivitou, které tvofi soucast produktu cestovniho ruchu v fadé destinaci.

Z metodologického hlediska vychazi poznavani objektivni reality
(cestovniho ruchu) v piispévku ze vzdjemného vztahu empirie a teorie.
Jedinecné vlastnosti objektu jsou zjistovany na zdkladé pozorovani (pro
kvantitativni méfeni neexistuji relevantni podklady), které je vychodiskem
pro formulaci ovéfenych védeckych poznatkli. Pomoci metody abstrakce
byly redukovany sledované znaky a poznani tak pfechdzi od konkrétniho
k obecnéjsimu. Skalni lezeni, které se stalo dostupné vybudovanim ferrat,
vyvolalo poptivku po jejich navstévach, coZz se projevilo rozmachem
cestovniho ruchu.

Vysledky

V sou¢asné dob¢ je oficidlné v CR provozovano 13 ferrat’. Seznam
zajiSté€nych cest obsahuje nasledujici ferraty: zminény Tébor, Vodni brana
v Semilech, Becov nad Teplou (v botanické zahrad¢), komplex Pastytska
sténa v Décin€, Bechyné (ulice Zateci), pfirodni aredl Velkd dohoda (Brno,
Zabovfesky), Koci¢i kameny (u Lazni Libverda), Slanska hora (Slany),
Horolezecka aréna Liberec (v centru Liberce), Vir (nedaleko pfehrady Vir
na Vyso€in¢), miniaturni ferratovy komplex v Novych Hamrech a
Poustevna u Usti nad Labem. Pfipravovana je ferrata Frydlantské cimbuif
(Via ferraty u nas a v Evropg, 2017).

2Silinkfv diil (Piirodni park tdoli Krounky a Novohradky, oblast Chrudimsko — Hlinecko)
v ptispévku nefadime mezi ferraty, protoZe jeho zdolani nevyZaduje zékladni lezeckou vyzbroj.
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Via ferratovy komplex Pastyiskd st€éna v D&Cin€ je atraktivitou, ktera
podnécuje rozvoj cestovniho ruchu vuvedeném mésté. ® Zaroven je
ukazkovym piikladem multiplikacnich efektt, které vyvolala investice
v oblasti cestovniho ruchu. Navstévnici Pastyfské cesty si mohou vybrat ze
14 tras s riznym stupném obtiznosti. Sténa je volné pfistupnd (za vlhka a
deste se 1€zt nesmi) a zdjemci musi byt vybaveni pro horolezecky vystup.

VyuZiti ferrat (cilené upravend piirodni atraktivita) vytvotilo poptavku po
sluzbach, které jejich navstévnikim umoZznuji ziskat adrenalinové zazitky.
Nezkuseni horolezci mohou vyuzZit sluzby profesiondlnich instruktort, ktefi
jim vyberou odpovidajici obtiZnost trasy, poskytnou potiebné vybaveni
(helmu, horolezecky sedak, ferratovy set, rukavice) a pocit bezpe&i.* Na
vrcholu Pastyiské stény je k dispozici restaurace s venkovnim posezenim a
krasnym vyhledem, piezdivand Nebicko. Na levém biehu Labe mohou
turisté pouzit zachytné parkovisté pod TyrSovym mostem. (Ferrata
Pastytska sténa — Décin, 2017).

Diskuze

Lokélni ekonomika (mésto Dé&Cin) nabizi turistim vedle zamku, ptilehlé
Ruzové zahrady, zoologické zahrady, synagogy, chramu PovySeni sv.
KfiZe, kamenného pozdné¢ gotického mostu, Thunské hrobni kaple, feté¢zové
lavky a hladového kamene, novou atraktivitu — Via ferraty. Doslo ke
zvySeni potencidlu cestovniho ruchu v Dé&Ciné a posilila se poptiavka
regiondlni produkci (turisté se musi stravovat a piipadn¢ i ubytovat).
K podobnym poznatkim vede rozvoj cestovniho ruchu, ktery souvisi
s rozmachem cykloturistiky a s vystavbou rozhleden.

*Tviircem zajidténych cest v Dé¢iné je Karel Bélina, povaZovany za horolezeckou legendu,
protoZe absolvoval vice nez 5000 prvovystupt. Napad na vybudovani ferraty v D&iné vznikl
v ,;autorské diln¢“ K. Béliny a J. Hudecka (horolezec a majitel firmy Hudysport).

* Cena téchto sluZeb je v soucasné dobé 1799 K& pro jednu osobu po dobu dvou hodin. Pro dvé
osoby je cena 1899 K¢.
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Zavér

Vystavba ferrat vyZaduje odpovidajici pfirodni podminky a proto je nckdy
pfedmétem kritiky. V pfipadé Pastyiské stény pievazuje pozitivni
hodnoceni, protoze pfed jeji vystavbou bylo nutné odstranit naletové
dfeviny, které svym kofenovym systém naruSovaly skalu. Ferraty
predstavuji jednu z cest, o které prokazatelné¢ vime, Ze posiluje cestovni
ruch.
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RYBA, KULTURA A KULINARSTVI - VZTAH

K LOKALNIM KOMUNITAM A POTENCIAL

REGIONALNIHO ROZVOJE: PREHLEDOVA
STUDIE

FISH, CULTURE AND CULINARY ART -
RELATION TO LOCAL COMMUNITIES AND
POTENTIAL FOR REGIONAL
DEVELOPMENT: REVIEW STUDY

Jifi Zeleny, Zbynék Vin§

Abstrakt: Cilem studie bylo vytvorit reSersni prehled za iicelem vymezeni
rdmce zkoumané problematiky véetne metodologické struktury. Pozornost je
vénovdna komparaci role ryby v kulture jednotlivych stdtu i regioni
a schopnosti ryby spoluutvdret identitu regionit skrze lokdlni komunity —
socidlni site. Vysledky ukazuji, Ze ryba, rybi pokrmy i rybdiské komunity
mohou mit podil na tvorbé identity regionu, popr. celych stdtii. DilleZitou
roli hraje symbolickd rovina gastronomie a kulindrstvi jakoZto zpiisob
zachdzeni s rybou. Problematické muiZe byt prizma environmentdlni
a etické, které je spojené zejména se zpusobem chovu ryb. Cestovni ruch
i projekty iniciované shora, spojené s rybou, mohou mit vliv na regiondini
rozvoj. Odrazem rybi kulindiské kultury v Ceské republice je zejména kapr
a socidlni instituce s nim spojené.

Kli¢ovad slova: gastronomie, kulindrni identita, ndrodni projekty, socidlni
instituce, udrZitelny rozvoj venkova, vino, Zivotni prostredi

Abstract: The aim of the study was to create research overview for the
purpose of defining the scope of the studied subject, including the
methodological structure. Attention is paid to the comparison of the role of

fish in the culture of particular countries and regions and the ability of fish
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to co-create the identity of the regions though local communities — social
networks. The results show that fish, fish dishes and fishing communities
may contribute to the formation of regional identity, respectively identity of
while nations. An important role is played by the symbolic level of
gastronomy and culinary art as a way of dealing with fish. Problematic may
be the environmental and ethical prism, which is mainly associated with the
way of fish farming. Tourism and fish projects initiated from above can
have an impact on regional development. The reflection of fish culinary
culture in the Czech Republic is mainly showed by carp fish and social
institutions connected with it.

Key words: culinary identity, environment, gastronomy, national projects,
social institutions, sustainable rural development, wine

JEL Classification: R11, Z13, Q22

Uvod

Ryba, rybi pokrmy, tradice i ritudly spojené s rybou a kulinafskym uménim
maji mezioborovy pfesah, zacinaje u rybaiské komunity s vlastni
specifickou identitou, pifes pracovniky v gastronomii a samotnym
zdkaznikem — at’ uZ v podob€ mistnich obyvatel nebo turisti — konce.
Celosvétové ma ryba, jeji symbolika, vliv na chovani spotiebitele a hraje
zasadni roli ve vazb¢ na krajinny raz.

Material a metody

Pomoci kritického pohledu na odbornou literaturu a jiz publikované
védecké Elanky se autofi snazi o vymezeni rdmce daného tématu, vetné
metodologické struktury. Autoti komparuji dostupné poznatky a vysledky
védeckého badani v riiznych statech a regionech, vénuji pozornost lokalnim
komunitdm (socidlnim sitim), které spoluutvareji identitu stitd nebo

213



regiond, se zaméfenim na rybu a jeji vztah ke kultufe. Autofi vénuji
pozornost projektim spojenym s rybimi pokrmy jako moZnym nastrojim
regiondlntho rozvoje. ZavéreCna reSerSni Cast priblizuje kapra
a institucionalizované praktiky v ¢eském prostiedi.

Vysledky a Diskuze

Od rybdre k séfkuchari — vztah k mistnim komunitdm a identité
stdtu i regionut

Z metodologického hlediska je tfeba rybi kulturu spojovat s nékolika
tématy: rybi kuchyné, rybafské vesnice a proces samotného rybolovu, jak
poukazal Harold et al. (2008) na piikladu zkouméani humrt v Maine.
Komunity v rybéiskych vesnicich s vlastni sociokulturni identitou nemusi
byt vzdy dobie zaclenény do soucasného rozvoje regionu. Misto toho
mohou byt zna¢né¢ odlouceny od oficidlni politiky rozvoje venkova, coz
prezentuje na piikladu Irska Macken-Walsh (2012) a upozorfiuje na
obdobnou situaci v dal$ich statech EU.

Ryba a pokrmy z ni pfipravované mohou byt dileZitou soucasti tvorby
kulindrni identity vybraného stitu, jak naznacuje Keith (2006), kdyz
zddraziuje roli pouziti ryby v gastronomii Nového Zélandu bez potieby
imitace receptur z jinych statd. Ryba tedy muZe slouzit k vymezeni
gastronomie typické pro dany stat. Rybi pokrm je vSak leckdy i vyslednici
stietu rozdilnych etnickych skupin a kultur. Napiiklad rybi pastika typicka
pro singapurskou kuchyni je resultantou setkani kultury Peranakan a Nonya
(Anon, 2011). Velmi dilezitou roli hraje vazba ryby na kulinafstvi také
v USA, kde roste procento gastronomickych provozoven odebirajicich ryby
z farmovych chovli (Gugino, 2010). V tomto bodé vstupuje do diskuse
1 etické a environmentélni hledisko, protoZe néktefi odbornici se stavi proti
tomuto zptisobu chovu.

Zv14§té vysadni postaveni ma poté ryba v Ciné (Zheng, 2010) a japonské

kulindrni kultufe, zejména pfi pfipravé sushi (Steiman, 2013). Pfitomnost

vodnich ploch (jezer, rybnikl a dalSich vodnich zdroju) je Casto spojovana
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s rozvojem gastronomie diky moZnosti pouZiti ryb v kulinafstvi. Tato vazba
byla potvrzena v ¢inském mésté Chang-Cou, kde byla utvofena silna
kulturni tradice spojend s rybou a také s parovanim vin a mistnich pokrmi
(Erlich, 2004). Lze tedy spatfovat mezidisciplinarni charakter ryby
i v samotné gastronomii, protoZe kulindrni kultura ¢asto spojuje konzumaci
rybiho masa s jeho parovanim spole¢n¢ s viny (Gugino, 2008). Ryba mtize
v ur¢ité podobé¢ slouZit rovnéZ jako stereotyp typicky pro konkrétni zemi.
Napt. Cameron (1999) spojuje tradi¢ni pokrm fish & chips s britskou
narodni identitou. Pfi pohledu na jednotlivé Casti statd byla regionalni
gastronomické identita zkoumdéna v jiZni Brazilii (Kormann da Silva et al.,
2015). Studie odkryva skutecnost, Ze vysoky pocet druhl pouZivanych ryb
v gastronomii nemusi vZdy znamenat dostatenou charakterizaci mistni
kuchyné. Pro zaclenéni ryby do kulinafstvi riznych stitd tedy nemusi byt
rozhodujici kvantita, nybrz zpiisob zachazeni s rybimi pokrmy a zpisob
jejich interpretace v kontextu.

Gastronomie a kulinafstvi jsou tzce spojeny s cestovnim ruchem. Role ryby
(resp. rybich farem) v rozvoji rurdlniho cestovniho ruchu se ukdzala byti
zésadni v Makedonii a 1ze ji pfedpokladat i v dalSich zemich (Petrovska-
Rechkoska a Rechkoski, 2016). Z ekonomicko-kulturniho hlediska maji
rozdilné kultury rizné piistupy k vybéru ryby jako trzni komodity. Lisi se
pohled na vhodnost ndkupu ryby ve specializovanych obchodech nebo na
trzistich. Transkulturalni studie potvrzuji tuto tendenci napt. v Cing, Itélii a
Svédsku pii vybéru ryb (Kére et al., 2012). Zminit Ize i vazbu kulinafstvi na
zdravy Zivotni styl a vyzivu. Rybi pokrmy jsou tradicné davany do
souvislosti se zdravi prospéSnymi pokrmy diky obsahu omega-3
nenasycenych mastnych kyselin. Doporu€ovana je konzumace ryby alespon
dvakrit tydné¢ (American Heart Association, 2006).

Projekty zamérené na rybu v kulindrstvi jako moznost
regiondlniho rozvoje

Mezi projekty EU financované z Evropskych strukturdlnich a investi¢nich
fondt — vénujicich se rybi kulinarni kultufe — patii napt. aktivita bulharské
rybatské mistni akéni skupiny v roce 2013 se snahou navysit konzumaci
pstruhtt mistnimi obyvateli i turisty. V ramci projektu byli Skoleni
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Séfkuchati v piipravé pokrmt z pstruha. Soucasti byla i propagace pokrmu
v mistnich restauracich. Vysledkem bylo vySkoleni 30 profesiondli
v pfipravé rybich pokrmt, vytvofeni 5 trvalych pracovnich mist a 10
sezénnich pracovnich mist. V ramci projektu byla také publikovana kniha
recepti (Gastronomy for chefs in Bulgaria, 2017). Obdobna projektova
aktivita se stejnym financovanim prob¢hla v letech 2013 a 2014 i v Polsku.
Dlivodem spusténi programu je jedno z nejnizsich mnoZstvi konzumace ryb
polskymi ob€any pfi porovnani se zbytkem Evropy. Hlavni pfi¢inou je
udajn€ nizkd atraktivita ryb a — z pohledu mistnich lidi — jejich téZka
piiprava. Projekt mél i v tomto pifpad€ podnitit pfipravu regiondlnich
pokrmti s vystupem v podobé vycviku 60 studentt a vydané knihy
(Gastronomy for chefs in Poland, 2017). V roce 2015 probé&hla v Litvé
soutéZ gastronomicky orientovanych projekti se zaméfenim na rybi
speciality, jejichz ptfiprava je zde leckdy velmi tradicni a ritudlni (10
Lithuanian gastronomic projects are competing for the title of the best,
2017).

V podobném duchu se nese i Cesky projekt s nizvem ,Ryba na talif*
organizovany Ministerstvem zemédélstvi CR, ktery méa za cil podpofit
sladkovodni akvakulturu a zlepSit pov€édomi ceské vefejnosti o pozitivech
konzumace sladkovodnich ryb. Projekt se zaméfuje na prezentaci rybi
kuchyné a upozorfiuje na to, Ze ryby jsou nejen chutnym, ale i zdravi
prospéSnym pokrmem. Kampan byla zahdjena v dubnu 2016 akci ,,Tyden
s kaprem* (Ryba na talif, 2016).

Mimoevropskym projektem (pod zastitou Svétového fondu pro ochranu
ptirody) podporujicim kulindtskou kulturu spojenou s rybimi pokrmy je Fiji
Sustainable Seafood Project Scholarship s hlavnim cilem zabezpeceni
udrZitelného rybolovu, pfi¢emzZ kardinalni je existence vazby mezi mistnimi
komunitami rybait a sektorem pohostinstvi. Ocean piinasejici zdroj potravy
je interpretovan jako méfitko lokalni a kulturni identity a zdroj blahobytu,
pokud jsou zachovany praktiky udrzitelnosti (The Culinary Art of
Sustainable Fish - Fiji Sustainable Seafood Project scholarship, 2017).
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Kapr jako soucdst Ceské kulindrské kultury

K tadu maloostni, angl. carps, patii téméf vylucné sladkovodni ryby. Co do
bohatstvi druht a rozmanitosti forem pfedstavuji prevladajici skupinu.
Maloostni (Cypriniformes) obsahuji i hospodaisky vyznamné druhy jako
jsou kapr, amur nebo tolstolobik. Maji jedinou hibetni ploutev, Supiny jsou
cykloidni. Co do bohatstvi druhti a rozmanitosti forem pfedstavuji
pfevladajici skupinu. Kapr obecny je jednim z celosvétové nejvice
chovanych druhii ryb, zarovei se jednd i o nejvice chovanou rybu v CR.
V Ciné se zalitek kapiich chovi, datuje jiZz do obdobi pfed nasim
letopoctem. V rybnicich se kapr vétSinou chova v ,polykulturach®, coz
znamena nejen rizné druhy kaprovitych ryb ale i kombinaci s jinymi druhy
ryb, jako jsou candati a lini. Historie chovu kaprti v Cechach saha aZ do 11.
stoleti. Vyznamny podil na rozvoji ¢eského rybnikafstvi mél Karel IV.
Obdobi rozkvétu nastalo v 15. a zejména v 16. stoleti. Kapr byl povaZzovan
za postni pokrm, proto patfil na §t€drovecerni stil. Dfive ov§em méli rybu
mélokde, jen v oblastech tradi€niho rybnikafstvi, a to spiSe ti majetnéjsi
a vlastnici rybnikt. Kapra si dopfali v klasterech, které méli v majetku
rybnik, rybu mél na stole mlynaf s rodinou a pochopitelné také Slechta. Na
vanocni stul zacal kapr jako hlavni chod Stédrovecerni hostiny pfichazet az
na prelomu 19. a 20. stoleti. V pozadi stilo znovu se vzmahajici
rybnikéfstvi, schopné produkovat ve vétSich objemech kapra a dodavat jej
na trh. Zvyk vano¢niho kapra se zacal pomérné rychle ujimat, z mést
postupné pronikal i na venkov a od té doby se kapr stal soucasti
$tédrovederniho stolu (Ulehlové-Tilschova, 2011).

Podle Supinatosti rozezndvame kapra Supinatého (zdkladni druh), kapra
zrcadlového a kapra hladkého. Kapr Zije v rybnicich a pomalu tekoucich
vodach. Pred piipravou by mél kapr Zit nékolik dnti v Cerstvé, Cisté vode.
Kapr vazi v priméru 1 az 3 kilogramy. Chov kapra je vétSinou zaloZen na
semiintenzivnim hospodateni. To znamend, Ze pfirozend potrava rybnika
(plankton, bentos) je maximalné vyuZzita, avSak z divodu dostatecného
pokryti energetickych potieb ryb jsou pouZivany k pfikrmovani jesté
obiloviny, které jsou bohaté na mononenasycené mastné kyseliny a dile na
kyselinu linolovou (Teubner, et al. 20006).
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Kapr je zndmy bylinnou, trochu fidni, n€kdy az téméf dievitou chuti,
nicméné zdlezi na prostiedi, ve kterém Zije. Kapra pfipraveného v pare,
peceného nebo vafeného povaZuje asijskd, vychodoevropskd a zZidovska
kuchyné za pochoutku, jez se podava pfi rodinnych oslaviach a béhem
svatkl. Kapr je rovnéZ vynikajici, pokud je pfipraven tzv. namodro
(au bleu), coZ znamena, Ze je v co nejkrat§i dobé po uloveni povafen na
bilém ving s bylinkami nebo ve vod¢ s octem a se soli. Do chuti se promita
bahnit4 voda, takZe lep$i volbou je ryba chovana v rybniku s pis¢itym dnem
(Case, 2010). Chutovy profil kapra determinuje jeho mozZnost parovani
s viny. Samotni vinafi nejCastéji doporu€uji vina aromatiCt&j$i — napft.
Sauvignon blanc. Alternativou je také zvolit vino s exotickym vonnym
spektrem, jako jsou néktera Chardonnay. Netradi¢énimi kombinacemi, které
jsou vsak stale Castéjsi, je poté snoubeni s viny z odridy Malverina (Vina
z Moravy vina z Cech, 2015).

Zavér

Vysledky ukazuji, Ze ryba, rybi pokrmy i rybaiské komunity mohou mit
podil na tvorbé identity regiond, popf. celych stati. DuleZitou roli hraje
symbolickd rovina gastronomie a kulinafstvi jakoZto zplisob zachazeni
s rybou. Problematické miZe byt prizma environmentalni a etické, které je
spojené zejména se zpusobem chovu ryb. Cestovni ruch i projekty
iniciované shora, spojené s rybou, mohou mit vliv na regionalni rozvoj.
Odrazem rybi kulinafské kultury v Ceské republice je zejména kapr
a socialni instituce s nim spojené.
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DOPAD LE(}ISLA}TI’VNiCH OPATRENI
(PROTIKURACKY ZAKON) NA PROVOZ
RESTAURACNICH PODNIKU

THE IMPACT OF LEGISLATIVE MEASURES
(ANTI-SMOKING LAW) ON THE OPERATION
OF RESTAURANT BUSINESSES

Blanka Ziméakova

Abstrakt: Cldnek informuje o aplikaci zdkona & 65/2017 Sb., o ochrané
zdravi pred skodlivymi ucinky ndvykovych ldtek, tzv. protikurdcky zdkon,
ktery v restauracnich provozech zacal platit od 31. 5. 2017. Zminény jsou
zdkazy nebo omezeni koureni v zemich EU, uveden je prehled o podilu
kurdkii v CR podle krajii. Ndzory provozovatelii jsou prezentovdny na
vysledcich dvou vyzkumii. Ddle jsou uvedeny nejcastéjsi problémy
souvisejici se zavedenim tzv. protikurdckého zdkona, zminéna je kontrolni
¢innost a mozné postihy a sankce pri jeho nedodrzovdni.

Kli¢ovd slova: koureni, protikurdcky zdkon, provozovatel, provozovna,
zdkaz

Abstract: The paper informs about the application of Act No. 65/2017 Coll.,
on the Protection of Health from Harmful Effects of Drugs, the so-called
Anti-Smoker’s Act, which came into effect on May 31, 2017. There are bans
or restrictions on smoking in EU countries, there is an overview of the
proportion of smokers in the Czech Republic by region. Operator views are
presented on the results of two surveys. The most frequent problems related
to the introduction of the so-called anti-smoking law are listed below, the
control activities and possible sanctions and sanctions when the rules are
not followed are being mentioned.
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Uvod

Po vice nez triletém usili nekterych zakonodarct, po mnoha diskuzich a
debatach byl schvédlen ndvrh nového zdkona &. 65/2017 Sb., o ochrang
zdravi pfed Skodlivymi d€inky navykovych latek, tzv. protikuracky zakon.
Kromé omezeni dostupnosti tabdkovych vyrobki, elektronickych cigaret a
kufackych pomtcek, se zdkon tyka i omezeni dostupnosti alkoholickych
nipojii a organizaci protidrogové politiky. Nasledujici text je predev§im
zaméfen na zékaz koufeni v restaura¢nich provozovnach.

Material a metody

Uplny zikaz koufeni v restaura¢nich provozech zagal platit od 31. kvétna
2017, od dne, ktery Svétova zdravotnicka organizace vyhlésila jako svétovy
den bez tabaku.

Cilem normy je posileni ochrany pied Skodami zplsobenymi nejen
tabdkem, ale ialkoholem a dal$imi nidvykovymi latkami. Prioritnim je
v tomto ohledu zvySeni ochrany vefejného zdravi, zejména pokud jde o déti
a mladistvé, a zaroven téZ zaméfeni se na sniZeni dopadi $kod pisobenych
navykovymi latkami. ,,Normalni je nekoufit a dychat ¢erstvy vzduch. Pravo
na Zivot ma prioritu pfed prdvem podnikdni*“ — to byl i hlavni argument
ministerstva zdravotnictvi pro prosazeni zdkazu koufeni v gastronomii.
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Vysledky

Novela zdkona zakazuje koufeni cigaret v restauracich a hospodach,
v Cekarnach vefejné dopravy, na néstupistich, ve Skolach, na détskych
hiistich, ve vnitinim prostoru sportovi§t’ ¢i v zoologickych zahradéch.
Ceska republika je jedinou zemi Evropské unie, kde dlouhodobé& neklesa
pocet kurdki a naopak jich jesté v mladSich kategoriich pfibyva. Celkove se
pocet kuidkll pohybuje mezi 28 aZ 32 procenty. Velkym problémem je
skuteCnost, Ze vibec nejvice kuidkl je ve vékové kategorii 15 az 24 let
(vice nez 40 %).

Obrazek 1: Potet kuiakii v CR (%)

B Kolik procent lidf kouFi?

¢RrR

24,7 - situace v roce 2008
21,5 - situace vroce 2015

@ Cervené oznaceny kraje,
kde kufFakul pfibylo

Zdroj: UZIS

V restauraénich provozovniach v CR plati absolutni zikaz koufeni ve
vnitinich prostorach, zfizovat kufarny mozné neni. Povoleny jsou
elektronické cigarety avodni dymky. Uprava a regulace se netyka
restauracnich zahradek, na které se nevztahovalo stavebni povoleni pfi
jejich budovani. Zakon také zakazuje prodej cigaret v automatech, nelze-li
vyloucit jejich zakoupeni osobami mlad$imi 18 let a také v pojizdnych
prodejnach. Uplny zikaz koufeni se vztahuje i na vnitini zabavni prostory,
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v nichZ se konaji spolecenské akce napf. plesy a diskotéky. V ndkupnich
centrech a na mezinarodnich letiStich mohou byt i nadale tzv. kufarny, ale
pouze pfi splnéni ur¢itych podminek.

K omezeni nebo k dplnému zakazu koufeni v gastronomickych provozech
dochézelo postupné ve vSech zemich Evropské unie jiz od roku 2004.
Ptehled poskytuje nasledujici tabulka. Prvni z evropskych zemi bylo Irsko.

Tabulka 1: Zakazy nebo omezeni koufeni v restauracnich provozech
v zemich Evropské unie

Stdt Zdkaz Stdt Zdkaz
(omezeni) (omezeni)
od od

Irsko - 1. z evropskych 2004 Nizozemi 2008
zemi
Malta 2004 Portugalsko 2008
Italie 2005 Némecko, 9 zemi* 2008
Svédsko 2005 Recko 2009
Spanélsko 2006 Rakousko 2009
Lucembursko 2006 Chorvatsko 2009
Belgie 2007 Kypr 2010
Dansko 2007 LotySsko 2010
Anglie, Skotsko, 2007, Polsko 2011
Wales, Severni Irsko 2006
Finsko 2007 Mad’arsko 2012
Estonsko 2007 Bulharsko 2012
Litva 2007 Slovensko 2013
Slovinsko 2007 Rumunsko 2015
Francie 2008 Ceska republika 2017

Zdroj: Vlastni zpracovani podle dostupnych internetovych zdroji, 2017.
*Némecko: vSech 16 spolkovych zemi ma vlastni zdkony, které se 1isi, pravidla si urcuji sami

Napfi¢ Evropskou unii plati rizné formy zékazi koufeni v restauracnich
provozech. Uplny zakaz koufeni plati zhruba ve dvou tietinich zemi EU.
Ceska republika se stala 19. zemi Evropy, kde plati tplny zikaz koufeni.
Zakazy se li§i svou piisnosti a vymezenim. V né€kterych zemich 1ze koufit
pouze na venkovnich terasiach (napf. Irsko, Velka Britanie, Madarsko,
Bulharsko, Portugalsko, Malta, LotySsko). Nékde jsou povoleny specidlni
kuiacké kluby (Spanélsko, Litva). V nékterych zemich je moZné koufit
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v oddélenych mistnostech, kam nechodi obsluha (gvédsko, Chorvatsko,
Slovinsko), nékde se zdkaz koufeni nevztahuje na malé podniky. Definice
»~maly podnik* se vSak li§i, napt. v Dansku to je 40 metri ¢tvereCnich,
v Rakousku 50 metr ¢tvere¢nich a v Rumunsku 100 metri ¢tvere¢nich.
V Recku je mozné koufit v oddélenych mistnostech v kasinech a
v zdbavnich zafizenich a na Slovensku musi podle zakona nekufacka Cast
zabirat vice neZ 50 % plochy a musi se nachizet u vchodu. Tento zékaz
v8ak neplati pro podniky, které nabizeji pouze napoje.

Vyvoj je tedy patrny i v oblasti koufeni. Lze konstatovat, Ze doba kutacka
se méni na dobu nekufdckou. V dfivéjSich dobich se bézné koufilo nejen
v hospodach a restauracich pfi jidle, ale koufilo se i ve vlacich, letadlech,
kanceléfich, na sportovistich, ve Skolnich sborovnach, pfed détmi, ve
filmech a na mnoha dalSich mistech. Nikdo se nad tim nepozastavoval,
kouteni bylo moderni, ptitazlivé. Tzv. tabakova epidemie zacala kolem roku
1900 s rozsifenim strojové vyroby cigaret. AZ o padesat let pozdéji byla
jasné prokdzana souvislost koufeni s rakovinou plic a teprve aZz ve druhé
poloviné 20. stoleti se zac¢alo mluvit o tom, Ze koufeni je vaZny problém.
Kouteni zplisobuje vazné zdravotni nemoci nejen kuifdkiim, ale i lidem
v jejich okoli, kteti kout dychaji (pasivni kuféci). Postupné byly zakdzany
televizni reklamy na cigarety, na cigaretovych krabi¢kdch se objevovaly
varovné napisy, zacalo se omezovat a zakazovat koufeni na vefejnych

mistech vcetné restauracnich provozi.

Diskuze

Zastanci kouteni zpravidla na problematiku koufeni ve vetfejnych prostorach
maji jiny nazor. Tvrdi, Ze koufeni je kaZdého soukromd vé&c a jeho
zakazovani bere ¢lovéku svobodu v rozhodovani. KdyZ nechces ¢ichat kouf,
tak nechod’ tam, kde se kouii, a jdi do nekufacké restaurace, kterych jsou jiz
spousty. Je tedy jasné, Ze 21. stoleti bude i nadile ve znameni boje proti
kufdkiim a Ze i po schvaleni navrhu zdkona se povedou rozsihlé diskuze
mezi zastanci a odptirci koufeni. Proti zdkazu koufeni v restauracich vznikla
dokonce i petice, kterou podepsalo 23 tisic lidi a bude se ji zabyvat Senét.
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Také Asociace hoteli a restauraci CR prezentovala nazor, Ze plo$ny a tplny
zdkaz koufeni v restauracnich prostordch je nadbyteny a Ze by bylo
postacujici ponechat koufeni v rdmci stavajictho platného zdkona z roku
2010. Tedy rozhodnuti ponechat na provozovateli s tim, Ze mélo dojit ke
zpiisnéni pojmu oddélenych stavebnich prostor a k dislednéjsi kontrole ze
strany statu. Koufeni by nemé¢li regulovat politici, ale trh.

Pocet nekufdckych restauranich provozoven stile piibyvd. Mnoho
restauraci, barti, kavaren, cukraren, ale i venkovskych hospudek je plné
nekufickych. Tato skute¢nost vyplynula i z prizkumu AHR CR, kterého se
zucastnilo 723 respondentt. Podle né&j je 66 % hotelovych restauraci zcela
nekuféackych, 25 % restauraci mélo oddélené kuidcké prostory a pouze 9 %
restauraci bylo zcela kutackych. V kategorii samostatnych provozoven bylo
42 % restauraci nekufackych, 43 % podniki mélo stavebné oddélené
kuf4cké a nekufdcké prostory a pouze 15 % podnikll bylo zcela kutrackych.
Stanovisko respondenti k uplnému zakazu koufeni v restauracich je
néasledujici: hotelové restaurace — se zdkazem souhlasi 51,2 %; nesouhlasi
43,4 %; nevi 5,4 %; samostatné restaurace — se zakazem souhlasi 37,4 %;
nesouhlasi 57,2 %; nevi 5,3 % respondentd (AHR F()RUM, leden 2017, str.
5).

Asociace malych a stiednich podniki a Zivnostnikii  Ceské
republiky (AMSP CR) piipravila ve spoluprici s agenturou Ipsos v ramci
platformy Moje restaurace pruzkum, ktery porovndva piistup malych
restauraci k protikutackému zdkonu. Prizkumu se v dubnu 2017 zidcastnilo
570 majiteld malych provozoven. Vysledky Setfeni jsou nasledujici:
= zdkaz koufeni nepatii mezi hlavni bariéry podnikini (ptfedchazi:
nedostatek persondlu — 52 %; EET — 46 %; velkd administrativni
zatéZ — 46 %; vysoky pocet statnich kontrol — 40 %; zvySovéni cen
vstupnich surovin — 25 %);
= 55 %, tedy mirnd vétSina provozovateld malych restauraci
s protikufackym zdkonem nesouhlasila, se zavedenim zdkona
souhlasilo 36 % provozoven vyvatujicich a pouze 28 %
provozoven nevyvatujicich;
=  ¢im vetsi ma restaurace obrat, o to vice se kloni k zdkazu a naopak
provozovny s minimalnim obratem jsou proti zdkazu kouienf;
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= vice jak 60 % provozoven nevyvaiujicich o¢ekdvalo negativni
dopad; 19 % pocitalo jednoznacné s tbytkem zdkaznikd; dalSich
13 % to povazovalo spiSe za pravdépodobné; naopak 41 % Zadné
obavy o udrZeni klientely nemélo; 27 % to nevylu€ovalo, ale byli
spiSe optimisticti;

= u provozoven nabizejici pokrmy, byly obavy o sniZeni poctu
zakaznikl az o 30 %.

V Ceské republice je vice jak 40 tisic stravovacich zatizeni a uvadi se, Ze
prumérnd Zivotnost jedné provozovny je deset let. S ohledem na jejich
velikost a typ stravovaci sluzby se jedni o velmi rozdilnd podnikani, Ze ani
neni mozné problémy podnikateld zobecnovat.

Tvrzeni nékterych provozovatel, Ze po zavedeni zdkazu koufeni
v gastronomickych provozovnach budou muset podnik zaviit, se rozhodné
po tfech mésicich platnosti zdkona ve velké mife nenaplnilo. Statistiky o
poctech uzavienych provozoven v dlsledku zdkazu koufeni v podstaté
nejsou k dispozici, a pokud se n&jakd c¢isla objevi, jsou to spiSe jen odhady.
V dvahu je tfeba brat i to, Ze kuzavirdni provozoven dochizelo i
v minulosti a stile k nému dochazi a dochéizet bude. Je to ale i z mnoha
jinych divodl. A patrné je, Ze se stéle oteviraji i nové podniky. Nektefi
provozovatelé maji obavy z tbytku hostl, tedy i ze sniZeni trzeb. Je ale také
pravdépodobné, Ze pfijdou zdkaznici, ktefi by do zakoufeného prostiedi
nesli (rodiny s détmi, nekufaci).

Hodnotit dopady zdkona ¢. 65/2017 Sb. ve vztahu k zdkazu koufeni
v gastronomickych provozech po tfech mésicich jeho platnosti je zatim
pfedcasné. JiZ nyni je vSak patrné, Ze mezi nejcastéjsi problémy od doby, co
vstoupil zdkon v platnost, pfedevSim patii:
= ruSeni no¢niho klidu pfed provozovnou — hluéici kutéci;
= kouf z cigaret hostli, ktefi kouii venku, se dostava do byti nad
podnikem;
= nepotadek pfed provozovnou — nedopalky na ulici, plné popelniky;
= provozovatel nemid u vchodu ceduli s néapisem ,Koufeni
zakazano“;
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= provozovatelé maji obavy z ubytku zdkazniki vzimé a pfi
nepiiznivém pocasi;
=  provozovatelé maji obavy z odchodu hostl bez placeni.

NedodrZeni zdkona je povaZovano za piestupek a miZe byt pokutovano.
Utady zacaly pokutovat aZ po uplynuti pfechodné devadesatidenni lhity,
béhem které se méli majitelé barG a restauraci pfizplsobit novym
pravidlim. Podnikatelim za porusSovani zakona hrozi aZz dvoumilionové
pokuty. Na dodrZovani zdkazu koufeni musi provozovatelé sami dohliZet a
kouficiho zdkaznika piipadné vyzvat, aby cigaretu tipnul, nebo ho z
podniku vykédzat. Pokud host neuposlechne, hrozi mu pokuta az 5 tisic
korun.

Kontrolou nad dodrZzovanim protikufdckého zdkona v restauracnich
provozech jsou povéfeny Policie CR, organy ochrany vefejného zdravi
(KHS), Ceska obchodni inspekce (COI), Statni zeméd¢elskd a potravinafska
inspekce (SZPI), popt. dalsi dfady.

Zavér

Je docela mozné, Ze za nékolik let naim soucasni diskuze, zda koufit ¢i
nekoufit v restauracnich provozech bude pfipadat stejné neuvétitelnd, jako
nam dnes pfipadaji ndpisy na cigaretovych krabi¢kich z padesatych let
minulého stoleti se sloganem ,,Zakuite si ve zdravi®.
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