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Editorial

In science there are some topics which are fashionable and then they
fill the pages of scientific journals and their popular derivatives for years
to come to be almost forgotten afterwards, and only seldom do authors list
them in their bibliographies to show their wide horizon and to support
their arguments with references to what had in fact lost its meaning.

With regard to editorial deadlines I believe that the editorial board and
of course the authors as well whether on purpose or just by chance had
a very lucky hand to choose the particular contributions which are mostly
connected with topical themes and which will help not only to analyze the
current or past events, but can give analytic tools to predict the future
development even in the light of the latest events.

Political changes in North America and in the Muslim countries of the
Middle East give rise to new tendencies in this touristically attractive
region. Changes lead by the young generation represent the decisive part
of the population of the region, but at the same time the part of the
population which does not remember the emergence of government
structures, will be changes reflecting a cultural shock with consequences
which are hardly predictable. The military intervention in Libya will
influence the tourism industry for many years. Egypt as the most
important destination of the African continent becomes a great unknown
with a whole series of development scenarios.

To analyse such complicated socio-economic phenomena, it is
necessary to use multicriteria analysis.

The earthquake and the following tsunami in Japan will doubtlessly
limit tourism on global scale in extent, as well as in structure. The
accident of the nuclear power plant Fukushima raises questions
concerning not only nuclear safety, but a whole range of consequences
for airline safety.

We will certainly feel the repercussions of these dramas for decades to
come similarly to those following the Chernobyl disaster which was
moreover, artificially suppressed by the existence of the ,iron curtain®.

Let us hope that it will not be necessary to dedicate some of the coming
issues monothematically to the analysis of these topical events which
unfortunately have the same horrifying influence potential on world
tourism as the terrorist attacks of September 11th and the aftermaths of
the world financial and economic crisis had. Science is the very instrument
to face new challenges, and scientific journals are tools of science.

PS: In spite of all fashionable predictions about the end of the ski
industry in Europe as a result of global warming it seems that the end of
this ski season in Europe will be successful. More than by the weather it
is influenced by the demand and by congestions on German, Austrian
and Italian motorways. The world is not just extraordinarily monocausal,
and science which describes it seems to resemble a river, most fertile in
its estuary and not in its quiet central flow. Hopefully, this issue of our
journal is as varied and beneficial.

Ivo Straka
Chair of Editorial Board



Editorial

Ve védé byvaji néktera témata tzv. médnimi a pak zaplniuji stranky vé-
deckych ¢asopist a jejich populariza¢nich derivatti nékdy i celé roky, aby
nasledné byly jednou pro vzZdy zapomenuty a byly jen ob¢as uvadény v se-
znamech pouZité literatury, aby autori prokazali sviij rozhled a podporili
své argumenty odkazy na néco, co ve své podstaté ztratilo smysl.

S ohledem na redakéni terminy mam za to, Ze redakéni rada a samoz-
rejmeé autori, at jiz védomé nebo prosté nahodou, méli velmi Stastnou ru-
ku pri volbé témat jednotlivych prispévku, které ve valné vétsiné tizce sou-
viseji s aktualnimi tématy a pomohou nejen analyzovat probihajici ¢i
probé&hlé déje, ale mohou dat analytické nastroje pro predikci budouciho
vyvoje i ve svétle nejcerstvéjSich udalosti.

Politické zmény v severni Africe a muslimskych zemich Blizkého vy-
chodu zakladaji nepochybné nové tendence v tomto turisticky atraktiv-
nim tizemi. Zmény vedené mladou generaci predstavujici rozhodujici ¢ast
populace regionu, ale soucasné ¢ast populace nepamatujici nastup vlad-
noucich struktur, budou zménami do zna¢né miry odraZejici kulturni Sok
se vSemi téZko predvidatelnymi disledky. Stejné tak vojensky zasah v Li-
tinace afrického kontinentu se stava velkou nezndmou s celou fadou mo-
znych scénaru vyvoje.

Pro analyzu takto komplikovanych socio-ekonomickych jevti je nezbyt-
nou podminkou uziti multikriterialni analyzy.

Zemétreseni a nasledné tsunami v Japonsku nepochybné omezi ces-
tovni ruch v globalnim meéfitku jak v rozsahu, tak ve strukture. Havarie
jaderné elektrarny FukuSima pak nastoluje nejen otazky jaderné bezpec-
nosti, ale celou radu konsekvenci pro bezpec¢nost v letecké dopravé. Do-
zvuky téchto dramat budeme zrejmé pocitovat, stejné jako v pripadu cer-
nobylské katastrofy, ktera byla navic uméle potlacena existenci ,Zelezné
opony*“, n€kolik prisStich desetileti.

Nezbyva neZ doufat, Ze nebude nutné vénovat nékteré z pristich ¢isel
monotematicky analyze té€chto aktualnich udalosti, které ale bohuzel ma-
ji stejné désivy potencional vlivu na svétovy cestovni ruch, jako mély te-
roristické utoky z 11. zafi a doznivajici svétova finanéni a hospodarska
krize. V&da je vSak tim pravym nastrojem jak celit novym vyzvam a vé-
decké Casopisy jsou nastrojem védy.

P.S. Pres vSechny donedavna tak moédni prfedpovédi o zaniku lyZafské-
ho pramyslu v Evropé vlivem globalniho oteplovani, se zda, Ze koncici le-
tosni lyZarska sezona v Evropé€ bude uispé€Sna. Vice neZ pocasi ji ovliviiu-
je koupéschopna poptavka a zacpy na némeckych, rakouskych a italskych
dalnicich. Svét neni prosté vyznamné monokauzalni a véda jej popisujici
se také spiSe podoba rece nejurodnéjsi ve své delté a ne ve svém klidném
stfednim toku. Tak pestré a pfinosné je snad i toto ¢islo naSeho casopi-
su.

Ivo Straka
Predseda Redakeéni rady



Analytical Overview of the Evolution
of Selected Tourism Indicators in the Czech
and Slovak Republic During 1989-2010

Analyticky pohled na vyvoj vybranych
ukazatelt cestovniho ruchu v Ceské
a Slovenské republice v obdobi 1989-2010

Analyticky pohlad na vyvoj vybranych
ukazovatelov cestovného ruchu v Ceskej
a Slovenskej republike v obdobi rokov
1989-2010

lveta Homarnehovd,

Vysoka skola obchodni' v Praze, 0.p.s.

Anna Senkova,

PreSovskd univerzita v PreSove

Abstract

The paper aims to map and characterize the main facts and factors influencing
the development and current status of tourism in the Czech and Slovak Republic.
Changing social, economic and political conditions after 1989 greatly influenced
the development of tourism in the former Czechoslovakia. Split of the Republic,
enter the two successor states to the EU and Schengen area, the introduction of
the Euro in the Slovak Republic and the global economic crisis — all of them have
an impact on tourism indicators in the countries surveyed. The main conclusions
are part of the submitted paper. It also includes SWOT analysis of tourism in the
Czech and Slovak Republic.

Key words: Czech republic, Slovak Republic, tourism, Euro, global eco-
nomic crisis, SWOT Analysis



Abstrakt

PredloZeny prispévek si klade za cil zmapovat a charakterizovat hlavni skutec-
nosti a faktory ovliviiujici rozvoj a soucasny stav cestovniho ruchu v Ceské a Slo-
venské republice. Zména socialnich, ekonomickych i politickych podminek po lis-
topadu 1989 vyrazné ovlivnila vyvoj cestovniho ruchu v byvalém Ceskoslovensku.
Rozdéleni republiky, vstup obou nastupnickych statth do EU a Schengenského
prostoru, zavedeni eura na Slovensku ¢i celosvétova ekonomicka krize — to vSe ma
vliv na ukazatele cestovniho ruchu ve sledovanych zemich. Hlavni zavéry jsou sou-
casti predloZeného prispévku, jehoz casti je i SWOT analyza cestovniho ruchu
v Ceské a Slovenské republice.

Klicova slova: Ceska republika, Slovenska republika, cestovni ruch, euro, celo-
svétova ekonomicka krize, SWOT analyza

Abstrakt

PredloZeny prispevok si kladie za ciel zmapovat a charakterizovat hlavné skutoc-
nosti a faktory ovplyviiujuce rozvoj a sucasny stav cestovného ruchu v Ceskej
a Slovenskej republike. Zmena socialnych, ekonomickych a politickych podmienok
po novembri 1989 vyrazne ovplyvnila vyvoj cestovného ruchu v byvalom Cesko-
slovensku. Rozdelenie republiky, vstup oboch nastupnickych Statov do EU
a Schengenského priestoru, zavedenie eura na Slovensku ¢i celosvetova ekono-
micka kriza - to v8etko ma vplyv na ukazovatele cestovného ruchu v sledovanych
krajinach. Hlavné zavery su sucastou predloZeného prispevku, ktorého stucastou
je aj SWOT analyza cestovného ruchu v Ceskej a Slovenskej republike.

Klacové slova: Ceska republika, Slovenska republika, cestovny ruch, euro, celo-
svetova ekonomicka kriza, SWOT analyza

1. Uvod

Predlozeny prispévek volné navazuje na ¢lanek, uverejnény v casopise
VSO v Praze o.p.s. (1/2010 Journal of Tourism and Services), Hamarne-
hova, 1. ,Vyvoj cestovniho ruchu v Ceské a Slovenské republice®.

Klade za cil zmapovat a charakterizovat hlavni skute¢nosti a fakto-
ry, které mély vliv na vyvoj a soucasny stav cestovniho ruchu v obou
sledovanych zemich. Zkoumana problematika poskytuje autorkam pro-
stor pro dalsi analyzy, které budou predmétem jejich zajmu v budouc-
nosti.

Ceska a Slovenska republika jiz 17 let tvofi samostatné statni atvary.
Pres tento fakt je ale spojuje daleko delsi obdobi, kdy tvorily jeden celek.
Vyvojem politickych udalosti v r.1989 doSlo ke zménam, které zasahly
ruzné oblasti lidské ¢innosti. Sled téchto udalosti se projevil i v cestov-
nim ruchu. Poddimenzované sluzby v tehdejsim Ceskoslovensku a ne-
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existence podminek pro trzni prostfedi neumoziovaly rozvoj cestovniho
ruchu ve zdravych konkurenc¢nich podminkach. Nastupnické republiky
a jejich samostatna politika nejen v cestovnim ruchu vytvorily rozdilné
prileZitosti pro rozvoj tohoto odvétvi. Politickd provazanost a kulturné-
spole¢enska podobnost téchto statti primo vybizi k analyze a nasledné
komparaci.

Prispévek je rozdélen do nékolika ¢asti. Prvni ¢ast vychazi z rozdéleni
vyvoje sledovanych zemi do nékolika etap. Prvni etapa vyvoje (1989 —
1992) poukazuje na hlavni zmény v oblasti cestovniho ruchu, které se
v byvalém Ceskoslovensku udaly po listopadu 1989. Druha etapa vyvoje
(1993 - 2007) mapuje vyvoj ve sledovanych zemich z hlediska cestovniho
ruchu po rozdéleni republiky. Postupné jsou analyzovany ukazatele ty-
kajici se prijezdového, domaciho a vyjezdového cestovniho ruchu. Prostor
je vénovan i charakteristice ubytovacich zatizeni, nebot ta jsou-li v odpo-
vidajici kvalité a vhodné geograficky rozmisténa, jsou jednou ze zaklad-
nich podminek rozvoje cestovniho ruchu. Charakteristika treti etapy vy-
voje (2008 - 2010) je obohacena o konkrétni projevy celosvétové
ekonomické krize ve sledovanych zemich. Druha ¢ast je vénovana SWOT
analyzam cestovniho ruchu v Ceské a Slovenské republice.

2. Vyvoj vybranych ukazateld cestovniho ruchu
v Ceské a Slovenské republice

2.1 Prva etapa vyvoja 1989-1992

Historické udalosti a zmeny, ktoré sa uskuto¢nili v byvalom Ceskoslo-
vensku po novembri 1989 vyrazne ovplyvnili aj dianie v oblasti cestovné-
ho ruchu, ktory zaznamenal progresivny vyvoj. Pre doméacich ob¢anov sa
otvorili hranice na zapad a taktieZ sa hlavne v prvych rokoch po neznej re-
volucii vyrazne zvysil po€et cudzincov, ktori chceli spoznat nasu krajinu.
Cestovny ruch sa zacal oznacovat za perspektivne odvetvie vyZadujice si
vSestrannu podporu zo strany Statu. Toto konStatovanie suviselo hlavne
s vhodnou geografickou polohou republiky, jej prirodnym bohatstvom,
pestrou flérou a faunou, mnoZstvom lie¢ivych termalnych a mineralnych
pramenov, vzacnymi kulttirno-historickymi pamiatkami, ludovou archi-
tektarou, folklérnymi tradiciami a narodnou gastronémiou. Prvoradou
podmienkou rozvoja cestovného ruchu je vSak najma politicka a pravna
stabilita, zarucenie osobnej bezpecnosti turistov v navstivenej krajine
a v cielovom mieste. Celkova ekonomicka a pravna stabilita v State je tak-
tieZ velmi dolezita pre podnikatelov v cestovnom ruchu. Z tohto pohladu
moZeme hodnotit ekonomickt transformaciu a nasledny politicky vyvoj,
ktory vyustil do rozdelenia Ceskoslovenska ako pokojny, bez vyraznej-
Sich socidlnych a politickych konfliktov.

Z hladiska aktivneho cestovného ruchu nastala po roku 1989 po-
chopitelna zmena suvisiaca s otvorenim hranic na zapad. Predtym pri-
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chadzali do Ceskoslovenska turisti predovsetkym z krajin byvalého vy-
chodného bloku, ale od zac¢iatku 90-tych rokov zaznamenalo zloZenie za-
hrani¢nych navstevnikov vyrazné zmeny a krajina sa stala cielom turis-
tov z celého sveta.

Pasivny cestovny ruch obéanov Ceskoslovenska po roku 1989 tak-
tieZ zaznamenal podstatné zmeny. Dopyt po cestovani do zahranicia ak-
celeroval. Ludia boli ochotni cestovat aj za malo peniazi a primeraného po-
hodlia a kvality sluZieb. Hned po otvoreni hranic prudko vzrastli
vycestovania do zahranicia (najskor len kratkodobé nakupné pobyty, ne-
skor dlhodobejsie dovolenkové pobyty) a nastal pokles zaujmu o vychod-
né destinacie v prospech najma stredomorskych Statov.

Cestovné kancelarie sa pod tlakom trhu rychlo prispésobili novej si-
tuacii a zameriavali sa predovSetkym na pasivny zahrani¢ny cestovny
ruch. Kym do roku 1989 posobilo v Ceskoslovensku desat monopolnych
subjektov ako cestovné kancelarie, kratko po roku 1989 zacalo vznikat
velké mnoZstvo novych cestovnych kancelarii, ¢o umoznovali velmi jed-
noduché legislativne podmienky a nizke poZiadavky na kapital. Typické
pre tito dobu bolo organizovanie jednodennych zajazdov do zahranicia
(najma za nakupmi), ktoré nevyZadovalo naro¢né organizacné zabezpece-
nie. Zivnostensky zakon, u¢inny od roku 1991, priniesol prisnejsie pod-
mienky pre ¢innost cestovnych kancelarii, ktora sa stala koncesovanou
zivnostou. Spolu s poklesom dopytu po kratkodobych zajazdoch nena-
ro¢nych na organizaciu nastalo aj ukoncenie ¢innosti mnohych cestov-
nych kancelarii.

Spolocenské zmeny po roku 1989 vSak priniesli do cestovného ruchu
oboch republik aj dalSie zmeny. Rozpadli sa organiza¢né Struktury celos-
tatnych hotelovych sieti a monopolnych cestovnych kancelarii, postupne
zanikali podniky ako ReStauracie, Interhotely, rozdrobili sa spotrebné
druzstva Jednota (na Slovensku). Zanik centralneho planovania odstra-
nil v Zivote spolo¢nosti dovtedajsie bariéry voIného podnikania a hospo-
darskej sutaze [2]. Cestovny ruch ako perspektivne odvetvie prilakal
v prvych porevoluénych rokoch novych podnikatelov. Niektori uz mali
predchadzajuce skuisenosti z prace v hotelierstve, pohostinstve, v cestov-
nych kancelariach alebo v nadvazujucich sluzbach (sprievodcovska ¢in-
nost, dopravné sluzby, prevadzka vlekov a lanoviek), ale v inych netrho-
vych podmienkach. Mnohi vSak priSli do tejto sféry neskuseni, ale
s velkym eldanom a chufou pracovat. Rozbehla sa privatizacia, transfor-
movali sa vlastnicke vztahy, hladali sa novi obchodni partneri.

Nesmieme ale zabudnut na cely rad negativnych skuto¢nosti ako doé-
sledkov totalitného systému. Najma v oblasti zakladnej materialno-tech-
nickej zakladne to bola nevyhovujtica a nedostato¢na kapacita ubytova-
cich a stravovacich zariadeni. Viac ako 50 % hotelovych 16Zok sa dalo
zaradit do najnizsej triedy. Co sa tyka Iudskych zdrojov, vi¢sina pracov-
nikov nebola kvalifikovand a moralne pripravena poskytovat sluzby na
bezZnej eurépskej tirovni. TaktieZ prirodny potencial bol do zna¢nej miery
zdevastovany a stratil na kvalite. Znehodnotené boli aj mnohé kultiirno-
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historické pamiatky a ¢ast z nich uZ bola nenavratne stratena. Najvac¢sia
skupina obchodnych partnerov cestovnych kancelarii — domace hotely
a ubytovane, ktoré predtym vac¢sinu svojej ubytovacej kapacity kontraho-
vali s cestovnymi kancelariami, ostali odkdzané sami na seba. Minula
prax pevnych vizieb — napriklad medzi Cedokom a Interhotelmi ich ne-
nutila postarat sa o samostatné obsadzovanie svojich kapacit. Museli za-
¢at hladat vychodisko z tohto nepriaznivého stavu, postarat sa o ziskanie
novej klientely, budovat nové kontakty s domacimi aj zahrani¢énymi ces-
tovnymi kancelariami. Problematika aktivneho marketingu bola v tomto
obdobi pre mnohych velkou neznamou.

2.2 Druha etapa vyvoje 1993-2007
2.2.1 Ceska republika

V pripadé prijezdového cestovniho ruchu jsou nejdfive analyzova-
nana data mezi léty 1993 - 2006, ktera byla zjiStovana jako hrani¢ni sta-
tistika. V letech nasledujicich se jiZ pocet zahrani¢nich navstévnika ne-
sledoval stejnym zpusobem!, ale prostfednictvim vyzkumu?2, jehoZ
zadavatelem je v CR Ministerstvo pro mistni rozvoj CR ¢i po¢tem hostu
v hromadnych ubytovacich zafizenich [2].

Po rozdéleni Ceskoslovenska mtiZeme v piijezdovém cestovnim ruchu
pozorovat sniZeni poptavky po destinaci Slovensko, protoZe drive preva-
Zujici tradi¢ni navstévnici z byvalé NDR, Madarska a Polska rozsirili svij
zajem o destinace, které byly diive viceméné nedostupné.

Dle tabulky 1 je zfejmé, Ze absolutné nejvyssi prijezdy byly zazname-
nany v roce 1996, a to i v pfepoc¢tu na 1 obyvatele. V letech nasledujicich
jiZ této urovné dosaZeno nebylo, dochézi spiSe ke stagnaci aZ poklesu pri-
jezdu do CR. Tento trend je odborniky cestovniho ruchu davan do $irsich
souvislosti, v tom smyslu, Ze jiZ doSlo k nasyceni poptavky po navstéveé no-
vé& pristupnych, neznamych destinaci a vé&tsi roli pfi posuzovani CR jako
mista traveni dovolené zacaly hrat podminky rozvoje cestovniho ruchu
(kvalita poskytovanych sluZeb, nedostatecna infrastruktura cestovniho
ruchu, omezena nabidka regionalnich produktti cestovniho ruchu, nega-
tivni jevy, které cestovni ruch provazeni apod.). Prijezdovy cestovni ruch
v roce 2000 (kdy doslo po 3 letech poklesu opét k nartastu poctu prijezdi)
byl v CR pfiznivé ovlivnén prvnimi kroky v realizaci koncepce cestovniho
ruchu a akce spojené s titulem Praha Evropské mésto kultury a prislus-
na publicita v tomto sméru, jakoZ i zasedani Mezinarodniho ménového
fondu a Svétové banky v Praze a jeho medialni ohlas.

I'v této statistice jsou zahrnuty vSechny osoby, které pfekro¢i statni hranici
2 mistem dotazovani jsou vybrané hrani¢ni pfechody, vybrana vlakova nadrazi, letisté
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Zdroj: Vlastni zpracovani na zdkladé: http://www.mmr.cz/Cestovni-ruch/Statistiky-Analyzy [naposledy stazeno 25.4. 2010].

Pri rozdéleni hostti v hromadnych ubytova-
cich zafizenich na domaci a zahrani¢ni (viz graf
1) je zfejmé, Ze na celkovém poctu hosttr v hro-
madnych ubytovacich zarizenich se obé€ skupi-
ny turistt podileji témér rovnomeérné. Dale mi-
Zeme konstatovat, Ze v pripadé Ceské republiky
od r. 2005 prevazuji zahrani¢ni hosté.

Dale je z grafu zifejmé, Ze v poslednich 5ti le-
tech se v HUZ v CR ubytovalo okolo 6 milionti
turistti ro¢né. Vyraznéjsi propad v navstévnos-
ti zaznamenal rok 2002, kdy hlavnim dtivodem
byly povodné v Cesku. Vysledky nicméné odréa-
Zely i ekonomickou stagnaci v Némecku a cel-
kovy vyvoj v mezinarodnim cestovnim ruchu,
ovlivnény teroristickymi utoky, valeénym kon-
fliktem v Iraku a epidemii nemoci SARS, které
podstatné snizily zajem o cestovani, zejm. na
delsi vzdalenosti. OvSem jiZ v roce 2003 nastal
obrat a doSlo k opét k obnoveni dynamiky. Pre-
lomovy byl rok 2004, kdy CR vstoupila do Ev-
ropské unie. Tehdy byl zaznamenan vubec nej-
veétsi narust prijezdt (19 %) zahrani¢nich
turista do Ceska. V absolutnich ¢islech byl nej-
uspésnéjsim rok 2007 (6,68 mil. turista), ktery
je mj. vyznamny i tim, Ze CR spolu s dalsimi 8
staty vstoupila do Schengenského prostoru.

Prijezdovy cestovni ruch je do CR velmi ne-
rovnomeérné rozlozen. Hlavni tok zahrani¢nich
turistht sméruje do Prahy, na dalSich mistech
se tradi¢né umistuji Karlovarsky, Jihomorav-
sky a Jihocesky kraj. Zahrani¢ni turisté nej-
Castéji prijizdéji do CR mésicich ¢ervenec
a srpen, nejklidnéji je v tiinoru a lednu. Jejich
primeérna délka pobytu v hromadnych ubyto-
vacich zarizenich se pohybuje okolo 4 dni. [13]

Podivame-li se bliZze na sloZeni zahrani¢nich
hosttt v hromadnych ubytovacich zarizenich
v CR, je patrné, Ze se svym vice jak 70 % podi-
lem dominuji hosté pochazejici z né€které clen-
ské zemé EU. Prvni desitka zdrojovych zemi je
viceméné neménna a stabilni. Nejvice hosta
prijizdi tradi¢né z Némecka, na druhé pricce se
zhruba 5 let drzi Britové, i kdyzZ jejich podil po-
stupné klesa. Naopak jako velmi dynamicky
segment se jevi navstévnici z Ruska, kterych

vvvvv



Poéet hostu v HUZ v mil., 1993-2008
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rok predchozi. Graf 2 predstavuje vyvoj v nejzajimavéjSich segmentech za-
hrani¢nich navstévniku.

Hosté v HUZ podle zemi, 2000-2008

Graf 2
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Pasivni cestovni ruch obéanu Ceské republiky také zazil rtizné pro-
mény. Hned po otevieni hranic prudce vzrostly vyjezdy ob¢ant CR do za-
hrani¢i a svého maxima dosahly v roce 1996 a to i v prepoc¢tu na 1 oby-
vatele (viz tabulka 2).

V obdobi bezprostiredné po revoluci byla charakteristicka poptavka po
kratkych, vétSinou jednodennich, cestach za nakupy. V dalSim obdobi se
uz poptavka presunula k dlouhodobé&jSim pobyttim, cestam do exotictéj-
Sich oblasti a trendem poslednich let je i realizace vice dovolenych béhem
roku.

Po roce 1989 dochazi k poklesu zajmu o vychodni destinace ve pro-
spéch zejména stfedomorskych statt, jak jiz bylo zminéno. NejnavStévo-
vanéjsimi zemémi ob¢ant CR byly po cela 90.1éta Chorvatsko, Slovensko,
Italie, Recko, Spanélsko a Francie. Zacatek 21.stoleti byl ve znameni opét-
ného narustu zajmu o byvalé socialistické staty — Bulharsko, Rumunsko,
Madarsko. Tyto staty ale neohrozily postaveni nejnavsStévovanéjsich péti
destinaci. Hlavnim trendem soucasnosti je vyrazny narust poctu cest do
severoafrickych destinaci (Egypt, Tunisko, Maroko). Po¢et delSich cest re-
zidentt do zahranic¢i se pohybuje okolo 4 000 tis. ro¢né a hlavnim tcelem
cest je rekreace, dovolena a volny cas.

Tabulka 2
Vyjezdy ceskych obéanu do zahraniéi, 1993 - 2006
Rok Cesti obéané
vyjezdy (v mil. osob) vyjezdy na 1 obyvatele™/

1993 31,0 3.0
1994 45,8 4,5
1995 449 4.4
1996 48,6 4.8
1997 46,1 4,5
1998 43,6 4,3
1999 40,0 3.9
2000 38,2 3,7
2001 36,2 3,5
2002 34,3 3.4
2003 36,1 3,5
2004 36,7 3.6
2005 36,2 3,5
2006 36,7 3.6

*/ Pocet obyvatel CR = 10,2 mil. <https://www.cia.gov/library/publications/the-world-
factbook/geos/ez.html>. [naposledy staZzeno 11.12.2010]

Zdroj: Zpracovano na zakladé: Ro¢enka cestovniho ruchu, Statistiky cestovniho ruchu 2010,
2007, dostupné z http://www.mmr.cz/Cestovni-ruch/Statistiky-Analyzy [naposledy staze-
no 11.12.2010]

14



Pti hodnoceni cestovniho ruchu by nemél byt opomenut ani domaci
cestovni ruch, ktery zejm. v dobé recese muiZe byt tahounem celého od-
veétvi. Po roce 1989 domaci cestovni ruch zaznamenal urcity pokles. V po-
slednich letech se v3ak tento trend za¢ina obracet a domaci cestovni ruch
ziskava na oblibé.

Specifickou formou domaciho cestovniho ruchu, jeZ ma v CR dlouho-
letou tradici, jsou pobyty na chatach a chalupach. Vyuzivaji se jednak
k vikendovym pobyttim, jednak k traveni dovolenych. Pfedpokladalo se,
7e fenomén chatafeni a chalupareni v Cesku zanikne nebo bude alespon
v ramci DCR odsunut do pozadi, to se vSak nestalo. Cesti obéané stale
pocituji silné sepjeti s prirodou a touhu zvelebovat vlastni ptdu, a i pro-
to dle prizkum vlastni tzv. druhé domovy v Ceské republice vice jak 13
% domacnosti v ramci vSech spolec¢enskych vrstev.

O rozsahu domaciho cestovniho ruchu (pokud pomineme chaty a cha-
lupy) svédéi i poc¢et hostti v hromadnych ubytovacich zatizenich (viz graf
1). V r. 2007 vyuzilo sluzeb hromadnych ubytovacich zarizeni pres 6 mil.
domacich turista (tj. 48,5 % vsech hosttl). Dle tidaju CSU v témZe roce
52 % vSech delSich cest rezidentti (4 a vice prenocovani) a 91 % kratsich
cest se uskutecnilo v ramci CR.

Podle udaji o hostech v HUZ mezi nejnavstévovanéjsi kraje v ramci
domaciho cestovniho ruchu tradi¢né patri kraj Jihomoravsky, Jiho¢esky
a Kralovehradecky.

Priliv turisttl od druhé poloviny 90. let vyvolal zna¢nou poptavku po
ubytovacich zafizenich, zejm. v Praze, a tudiZ zijem mezi zahrani¢ni-
mi i tuzemskymi investory. V pripadé zahrani¢nich investorti byl jejich
zajem umocnén nadprumeérnymi zisky hotelovych spole¢nosti, které zde

Graf 3
Vyvoj poétu hromadnych ubytovacich zafizeni v CR, 1993 - 2007

1993 1995 1997 1999 2001 2003 2005 2007

Zdroj: Zpracovano na zakladé: Tab. 1.4 Poc¢et HUZ podle kategorie ubytovaciho zafizeni v tu-
ristickych regionech, dostupné z http://www.czso.cz/csu/redakce.nsf/i/cru_cr [naposledy
stazeno 11.12.2010]
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dosahovaly oproti ptivodnich patnacti zemim EU. Domaci investori zase
tézili z regulovaného najemného.

Graf 3 doklada skutec¢nost, Ze minimalni poc¢et HUZ byl zaznamenan
v roce 1993 (1476), maxima pak bylo dosaZeno v roce 2003 (7926). V ka-
tegorii HUZ prevazuji hotely a penziony. Z hlediska kvality maji v katego-
rii hotel nejvétsi zastoupeni tiihvézdickové hotely.

Vyvoj Itizkové kapacity v HUZ se odvijel od poctu téchto zatizeni. Na-
rist poctu Iazek v HUZ lIze sledovat piedevSim v 90.letech, kdy se jejich
pocet vice jak ztrojnasobil, a to i z ddvodu zmény metodiky statistického
zjiStovani. Od roku 2000 jsou sledovana pouze Itizka stala, na rozdil od
drive sledovanych vSech ltzek, tedy i téch prileZitostnych (pristylek). Ma-
ximalni hodnoty bylo dosaZeno v roce 1999 (462 126 ItzZek), minimalni
hodnota byla v roce 1993, kdy ltizZkova kapacita v HUZ ¢inila 163 877 1t-
Zek. Od roku 2000 se vyrazné€ pocet ItiZzek neméni (viz graf 4).

Graf 4
Vyvoj poétu lizek v HUZ v CR, 1993 - 2007

Zdroj: Zpracovano na zakladé: Tab. 1.1 Kapacita HUZ v krajich, dostupné
z http://www.czso.cz/csu/redakce.nsf/i/cru_cr [naposledy stazeno 11.12.2010]

Pokud prepoc¢itame pocet Itizek na jedno hromadné ubytovaci zafizeni
zjistime, Ze v prubéhu sledovaného obdobi doSlo k vyrazné zméné€. V roce
1993 byl pruamér ltiZek na jedno hromadné ubytovaci zarizeni 111, v roce
2000 jiz 58,6 luzek a roce 2007 57,6 luzek. Jednoznacné z vySe uvedenych
udajt vyplyva, Ze se praimeérna ltizkova kapacita v HUZ snizuje. Trendem
je tedy stavét HUZ v prumeéru s nizsi ldZzkovou kapacitou nez tomu bylo
pred rokem 1989, cozZ je ale také mj. ovlivnéno stranou poptavky.

Jak jiz bylo zminéno v Ceskoslovensku bylo do roku 1989 deset ces-
tovnich kancelari, po uvolnéni situace okamzité vzniklo velké mnoZstvi
dalSich cestovnich kancelari, které ale postupné z trhu zmizely. Zmirno-
vany Zivnostensky zakon z roku 1991, ktery zafadil ¢innost cestovnich
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kancelari mezi Zivnosti koncesované, byl v roce 1995 novelizovan a tato
novela zaradila ¢innost cestovnich kancelafi mezi Zivnosti volné, ¢imZ do-
Slo k minimalizaci podminek pro jeji provozovani. Dusledkem byl opétov-
ny narust poctu cestovnich kancelafi a obrovsky previs nabidky, coZ vy-
ustilo v krach rady cestovnich kancelafi véetné v té dobé nejvétsich. Na
tento vyvoj reagovali zdkonodarci a v fijnu 2000 nabyl ti¢innosti Zakon
¢. 159/1999 Sb., o nékterych podminkach podnikani v oblasti cestovni-
ho ruchu. Tento zadkon spolu s novelami Zivnostenského zakona a Ob-
¢anského zdkoniku znamenal zasadni proménu v oblasti ¢innosti cestov-
nich kancelafi - zejména jde o rozdéleni na cestovni kancelare a cestovni
agentury a stanoveni ochrany spotrebitele. Provozovani cestovni kancela-
fe se opét stalo Zivnosti koncesovanou. V roce 2005 bylo dle Asociace ¢es-
kych cestovnich kancelafi a agentur (ACCKA) evidovano 759 cestovnich
kancelari.

V Ceské republice je devizova bilance zahraniéniho cestovniho ru-
chu, vzhledem k pomeéru prijezdu zahrani¢nich navstévnika a vyjezda

.....

daje na zahrani¢ni cestovni ruch se pohybuji zhruba ve vysi poloviny de-
vizovych prijmu (viz graf 5), ¢imZ cestovni ruch vytvafi aktivni devizové
saldo. Vyvoj devizového salda ve sledovanych letech tak zarazuje cestov-
ni ruch mezi nékolik malo aktivnich komodit, které svym aktivnim sal-

dem vyrovnavaji disproporce ¢eské platebni bilance.

Graf 5
Devizové prijmy a vydaje zahrani¢niho cestovniho ruchu,
1993 - 2008, v mld. CZK

160
140 |
120 4

Eﬂ)ﬂ s

< 80

E 60
40 4
20 1

U T T ™

T T T T

1993 1994 1995 1996 1997 1998 1998 2000 2001 2002

T T T T ™ T T T =
2003 2004 2005 2006 2007 2008
e DENiZOVE PiijiTTy === Devizové wdaje

Zdroj: Zpracovano na zaklad€: Zpravy o vyvoji platebni bilance, dostupné
z http://www.cnb.cz/cs/statistika/platebni_bilance_stat/publikace_pb/zpravy_vyvoj_pb/
[naposledy staZzeno 20.12.2010]
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Z dat, ktera poskytuje satelitni ui¢et cestovniho ruchu Ceské republi-
ky, lze zjistit podil cestovniho ruchu na tvorbé HDP CR. Tento podil se po-
hybuje v prameéru okolo 3 %, i kdyZ v poslednich letech vyznam cestovni-
ho ruchu pro tvorbu HDP klesa (coZ mj. kopiruje i svétovy trend). Tento
vyvoj je zpusoben na jedné strané zlepSujicim se stavem narodniho hos-
podarstvi a na strané€ druhé stagnaci sektoru cestovniho ruchu.

2.2.2 Slovenska republika

Nova kapitola vo vyvoji Slovenskej republiky sa zacala pisat od
1.1.2003, kedy zacala fungovat ako samostatny Stat. Odrazilo sa to nie-
len v politickom Zivote, ale aj vo vSetkych oblastiach hospodarskeho Zivo-
ta, cestovny ruch nevynimajuc. Slovensko sa tak postupne objavilo na
mape cestovného ruchu ako nova cielova krajina. Od tohto roku mali na
vyvoj cestovného ruchu v obidvoch statoch — Ceskej aj Slovenskej repu-
blike vplyv politiky jednotlivych vlad.

Domaci cestovny ruch sa na Slovensku po roku 1993 vyvijal pred-
ovSetkym v zavislosti od zmien v hospodarstve Slovenska. Napr. v roku
1996 sa zucastnilo cestovného ruchu 77,8 % obyvatelov nad 18 rokov,
v roku 1997 to bolo 79,6 % a v roku 1998 68,7 %. Sluzby cestovnych kan-
celarii na organizovanie dovolenkového pobytu v domacom cestovnom ru-
chu v obdobi rokov 1993 — 1998 vyuZivalo v priemere asi 10 % ti€astni-
kov a o viac ako 15 % stupol pocet obyvatelov, ktori si dovolenku na
Slovensku organizovali sami [4]. Z vysledkov reprezentativneho vyskumu,
ktory na Slovensku v roku 1995 uskuto¢nil Ustav turizmu vyplynulo, Ze
kazdy obc¢an sa zucastnil 15,1-krat cestovného ruchu, z toho 12 pripadalo
na jednodrové cesty a 3,1 na kratkodobé dovolenkové pobyty. V zahrani-
¢i bolo na dovolenke 17 % obyvatelov a 28,4 % stravilo dovolenku na Slo-
vensku. V ramci domaceho cestovného ruchu bol dopyt najma po pobyte
na horach a pri vode, potom nasledovala navsteva pribuznych, znamych
a liecebny pobyt [8].

V oblasti pasivneho zahraniéného cestovného ruchu, ako uz bolo
spomenuté, doslo na Slovensku od zaciatku 90-tych rokov k zasadnym
zmenam suvisiacich s otvorenim hranic na zapad - vycestovania ob¢anov
SR do zahrani¢ia prudko vzrastli. Prehlad o vycestovaniach slovenskych
ob¢anov do zahranic¢ia v rokoch 1993 - 2007 poskytuje nasledujiica ta-
bulke 3.

Aktivny zahraniény cestovny ruch Slovenska v skimanom obdobi
nie je moZzné hodnotif jednoznac¢ne. Krajinu navstivilo kazdoro¢ne nie-
kolko miliénov zahrani¢nych navsStevnikov, pricom ich poc¢et kulminoval
v roku 1996. Prehlad o celkovom pocte navstevnikov Slovenska v rokoch
1993 - 2007 je uvedeny v tabulke 4.

NajcastejSim motivom navstevy Slovenska zo strany ti¢astnikov aktiv-
neho zahrani¢ného cestovného ruchu v obdobi 90-tych rokov bola na-
vSteva rodiny a priatelov, nasledovana pobytom na horach a poznavanim
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Tabulka 3
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Vycestovania obéanov SR do zahranic¢ia v rokoch 1993 - 2007
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kultirnych a historic-
kych pamiatok. Okolo
90 % navstevnikov Slo-
venska v tomto obdobi
pochadzalo z Ceskej
republiky, Nemecka,
Madarska, Polska, Ra-
kuiska a Ukrajiny.

V 90-tych rokoch
sa zmenila aj vnutor-
na Struktara dopytu
ucastnikov domace-
ho cestovného ruchu
po sluzbach ubytova-
cich zariadeni na Slo-
vensku. Napriklad
v ubytovacich zariade-
niach vzrastol sice
podiel doméacich hosti
z 55 % v roku 1993 na
66 % v roku 1998, ale
ich dopyt sa preniesol
do lacnejsich ubytova-
cich zariadeni niz§ich
kategorii a tried. Prit-
om bol zretelny trend,
Ze ¢im jednoduchSie
ubytovacie zariadenie,
tym vys$si bol podiel
domécich hosti. Tieto
udaje su eSte vyraznej-
Sie, ak ich posudzuje-
me z hladiska poctu
prenocovani ucastni-
kov domaceho cestov-
ného ruchu. V tomto
obdobi (roky 1993 -
1998) iSlo o jednoznac-
ny prejav poklesu ku-
pyschopnosti obyvatel-
stva na Slovensku, ¢o
sa prejavilo v hladani
jednoduchych a lac-
nych sposobov ubyto-
vania.

Stav infrastruktary
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v hotelierstve je velmi délezity z hladiska ponuky komplexnych sluZieb.
V obdobi 90-tych rokov nastali vyrazné zmeny vo vniutornej Struktua-
re ubytovacich kapacit na Slovensku. Kym v roku 1990 bolo na Slo-
vensku 890 ubytovacich zariadeni s po¢tom 16Zok 69 843 16zkami a na jed-
no ubytovacie zariadenie pripadalo v priemere 78 16Zok, v roku 2000 sme
uz v Statistickych datach zistili 1928 ubytovacich zariadeni (narast oproti
roku 1990 o 116 %) so 102 800 lo6Zkami (narast oproti roku 1990 o 67,9 %).
V priemere malo jedno ubytovacie zariadenie v roku 2000 53 16zZok. Pocet
penziénov sa len od roku 1993 do roku 1998 zvysil viac ako 12 nasobne,
pricom sa tu vyrazne prejavil trend minituarizacie. Kym v r. 1993 vznika-
li penziény premenou ubytovacich zariadeni s najhorsimi sluZzbami, ne-
skorsi vyvoj z nich spravil typicky rodinny podnik s kvalitnymi sluzZbami.
Rychlo rastol aj pocet turistickych ubytovni, chatovych osad a kempov, kto-
ré sice zaznamenali prirastky v absoltutnych ¢islach, ale ich podiel na trhu
ubytovacich kapacit relativne klesol. Uvedené tidaje signalizovali v 90-tych
rokoch nepriaznivy trend prevahy jednoduchych ubytovacich zariadeni
s nizkym Standardom poskytovanych sluzieb a pokles podielu ubytovacich
zariadeni so §irSou ponukou sluZzieb [4]. Nasledujuiice grafy predstavuji vy-
voj celkového poctu celoro¢nych ubytovacich zariadeni a po¢tu 16Zok v nich
a taktiezZ hotelov na Slovensku v rokoch 1990 - 2008.

Graf 6
Vyvoj poctu celoroénych ubytovacich zariadeni
na Slovensku v r. 1990-2008
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Zdroj: Vlastné spracovanie na zaklade: Cestovny ruch, dostupné na: http://portal.statis-
tics.sk/showdoc.do?docid=61 [naposledy staZeno 15.12.2010]
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Graf 7
Vyvoj poctu 16Zok v celoroénych ubytovacich zariadeniach
na Slovensku v r. 1990-2008
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Zdroj: Vlastné spracovanie na zaklade: Cestovny ruch, dostupné na: http://portal.statis-
tics.sk/showdoc.do?docid=61 [naposledy staZzeno 15.12.2010]

Graf 8
Vyvoj poc¢tu hotelov na Slovensku v r. 1990-2008
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Zdroj: Vlastné spracovanie na zaklade: Cestovny ruch, dostupné na: http://portal.statis-
tics.sk/showdoc.do?docid=61 [naposledy staZzeno 15.12.2010]
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Na kvalite poskytovanych sluZieb v ubytovacich zariadeniach na
Slovensku sa podla nasho nazoru v 90-tych rokoch, v obdobi trans-
formacie centralne riadenej ekonomiky na trhovi, vyrazne podpisa-
la aj privatizacia, rozpad tradiénych trhov a restitiacie. Politické zme-
ny viedli ku zmenam v manazZmente podnikov i jednotlivych hotelov.
Privatizacia mala a ma zmysel len vtedy, ked zabezpeci rast kvality pro-
duktu a zvySenie ekonomickej efektivnosti podniku. Toto vSetko sa malo
prejavit najma v rozsireni komplexnej ponuky sluZieb, v efektivnosti eko-
nomiky podnikatelskych subjektov (nizke naklady, vysoka rentabilita, ce-
ny primerané kvalite), v skvalitneni kapacitnej zakladne (jej rozSirenie
v sulade s potrebami zistenymi na zaklade vyskumu trhu, adekvatna
Struktara, vysoka technicka vybavenost, kvalitné pracovné prostredie)
a raste etiky obchodovania [6]. Predaj podnikov (aj ubytovacich zaria-
deni) v tzv. ,malej privatizacii“* domacim zaujemcom spdsobil zaos-
tavanie v potrebnom tempe rekonstrukénych prac, pretoZze domaci
podnikatelia nemali dostatok vlastného kapitalu, divery v domacich
bankach boli v tom ¢ase nevyhodné a v zahranié¢nych bankach ne-
dostupné. Vysledkom privatizacie zariadeni cestovného ruchu u nas bo-
lo, Ze mnohé zariadenia ziskali do vlastnictva Iudia bez naleZitej odbor-
nosti a skusenosti, ¢o sa prejavovalo najméa v kvalite poskytovanych
sluzieb. Privatizacia skoncila az v roku 1997, ¢o bolo pomerne neskoro.
Statne podniky tak boli dlho nutené vyckavat na nového vlastnika, ¢o vi-
ac prehlbilo ich tpadok. Zaujem o podnikanie v cestovnom ruchu vsak
najviac brzdila neexistencia Statnej politiky v cestovnom ruchu. Jednym
z mala prispevkov §tatu uréenych na podporu cestovného ruchu bol , Pro-
gram podpory rozvoja cestovného ruchu®. Jeho cielom bola podpora pod-
nikatelskych projektov, ktoré svojou kvalitou vyrazne prispievaju k zlep-
Seniu sluzieb cestovného ruchu na uzemi Slovenskej republiky.
Spoluvyhlasovatel programu bola Slovenska zaru¢na banka, ktora pod-
porovala projekty nenavratnym finanénym prispevkom a zarukou za tve-
ry.
Taktiez vplyvy globalizacie a internacionalizacie neobisli slovenské ho-
telierstvo v 90-tych rokoch, aj ked ho zasiahli len v menSom rozsahu. Vo
svete pokracoval v tomto obdobi proces koncentracie hotelov a burlivého
rozvoja hotelovych spolo¢nosti v neprospech malych a strednych podni-
kov. Prejavovalo sa to v raste poctu hotelov zaclenenych do spolo¢nosti,
ale aj rastom poctu izieb na jeden hotel. Vo vyvoji hotelierstva na Sloven-
sku je zaujimavé, Ze v porovnani s ostatnymi Statmi bol vstup zahranic-
nych hotelovych spolo¢nosti po roku 1989 pomalSi. V prvej polovici 90-
tych rokov to boli hotely Forum - dnes Crowne Plaza (Intercontinental
Hotels Group), Danube (Meydan Hotels), Holiday Inn (Intercontinental)
v Bratislave [1]. V roku 1999 sticastou nadnarodnych hotelovych spolo¢-
nosti na Slovensku bolo len 6 hotelov a medzinarodné spolo¢nosti ma-
nazovali 2 hotely. To znamena, Ze aZ 98 % hotelov bolo nezavislych a 80
% malych a strednych. Jedina slovenska hotelova spolo¢nost SOREA sa
musela vyrovnat s narastajicou konkurenciou [5].
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Koncom 20. storoc¢ia doslo v cestovnom ruchu k prehlbovaniu medzi-
narodnej spolupréace, ktora bola désledkom narastajticej globalizacie. Glo-
baliza¢né zmeny zasiahli aj Slovensko, ktoré v tomto obdobi stale pre-
chadzalo zloZitou transformaciou. Podla nadSho nazoru naSa krajina
nemala a nema ini moZnost ako zapojit sa do procesu globalizacie a prit-
om si zachovat narodnu identitu ako konkurenc¢nu vyhodu. Podmienky,
v ktorych posobilo slovenské hotelierstvo na prahu 21. storoc¢ia (r. 2000)
charakterizovalo podla vtedajSej riaditelky Zvazu hotelov a reStauracii SR
Sedivej niekolko vyznamnych faktorov [7]:

— nedostato¢na prezentacia krajiny na trhu CR v Eurépe a vo svete (vy-
nimkou nebola stale ¢astid zamena so Slovinskom),

— nizky podiel zahrani¢ného kapitalu v CR,

— nizky pocet hotelov zaradenych do medzinarodnych hotelovych sieti,

— odliv mladych kvalifikovanych pracovnikov (najmé kucharov a c¢as-
nikov) do krajin zapadnej Eurépy a Ameriky z dovodu vySSieho za-
robku,

— rastica miera nezamestnanosti a nasledne pokles kuipnej sily oby-
vatelstva spdsobila pokles domacich hosti v ubytovacich zariade-
niach,

— socidlne zabezpecfenie nezamestnanych so systémom socialnej pod-
pory ¢asto vo vySke miezd v slovenskom hotelierstve nemotivovalo
nezamestnanych ku snahe zamestnat sa v hoteloch,

— neustale zmeny v datiovych zakonoch v odvetvi, kde sa kontrahuju
kapacity aj na dva roky dopredu znemoznovali predkladat zahrani¢-
nym touroperatorom véas cenniky na kontrakta¢né obdobie,

— nedostato¢na koordinacia CR zo strany Statnej spravy alebo miestnej
samospravy, sporadickad spolupraca na miestnej a regionalnej trov-
ni bez pravidiel a nalezitého vysledku.

Aj napriek uvedenym problémom vzrastol pocet ubytovacich zariadeni
na Slovensku v obdobi rokov 2000 az 2008 1,7 krat a pocet 16zok 1,4 krat.
Vzrastol aj po¢et nehotelovych (parahotelovych) zariadeni, zahfriajucich
turistické ubytovne, chatové osady a kempingy z poc¢tu 977 v roku 2000
na 1 454 v roku 2008. Pocet stalych 16Zok v tychto zariadeniach vzrastol
z poc¢tu 45 845 v roku 2000 na 59 823 v roku 2008. V roku 2008 bolo na
Slovensku 3434 ubytovacich zariadeni s po¢tom stalych 16Zok 136 091,
z toho 2 767 zariadeni hotelového typu (hotely, motely, botely a penzi6ny)
pontkalo 129 936 16Zok. AZ 3,3-nasobny narast poc¢as obdobia rokov
2000 - 2008 zaznamenali penziény, ked sa ich pocet zvysil z 216 (s po-
¢tom stalych 16Zok 6 353) v roku 2000 na 717 (s po¢tom stalych 16Zok 19
739) v roku 2008, ¢im sa stali vyznamnym konkurentom hotelov najma
v mensich mestach a rekrea¢nych strediskach. Vstupom Slovenska do
EU sa zrusili obmedzenia cestovania osob, zvysili sa poziadavky na kva-
litu poskytovanych sluzieb a vzrastla konkurencia na trhu CR.
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2.3 Tieti etapa vyvoje 2008-2010

2.3.1 Ceska republika

Tabulka 5
Vybrané ukazatele cestovniho ruchu, 2007-2009
2007 2008 2009
Pocet hostti v HUZ 12 960 921 12 835 886 11 985 909
rezidenti 6 281 217 6 186 476 5 953 539
nerezidenti 6 679 704 6 649 410 6 032 370
Pocet prenocovani 40 831 072 39 283 474 36 662 192
rezidenti 20 220 886 19 296 452 18 915 299
nerezidenti 20610 186 19 987 022 17 746 893
Priimérna doba
prenocovani 3,15 3,060 3,059
Piijmy ze ZCR
(v mil. CZK) 133 772,3 130 738,2 122 469,9
Vydaje na ZCR
(v mil. CZK) 73 450,3 77 518,2 77 160,1
Trzby v ubytovani,
stravovani 147 102 148 877 132 352
a pohostinstvi
(v mil. CZK)

Zdroj: Zpracovano na zakladé: Ro¢enka cestovniho ruchu, Statistiky cestovniho ruchu 2010,
2007, dostupné z http://www.mmr.cz/Cestovni-ruch/Statistiky-Analyzy [naposledy staZe-
no 11.12.2010]

Zpracovano na zékladé: Cestovni ruch - ¢asové rady, dostupné z http://www.czso.cz/
csu/redakce.nsf/i/cru_cr [naposledy stazeno 11.12.2010]

Zpracovano na zakladé€: Zpravy o vyvoji platebni bilance, dostupné z http://www.cnb.cz/
cs/statistika/platebni_bilance_stat/publikace_pb/zpravy_vyvoj_pb/ [naposledy staZeno
20.12.2010]

Na cestovni ruch CR, stejné jako na zbytek ¢eské ekonomiky, od roku
2008 zacala postupné doléhat ekonomicka krize. Nejprve ho sice krize ne-
zasahla tak vyrazné jako vyrobni sektory, ale postupné se jeji dopady pro-
jevily velmi viditelné. Cely sektor cestovniho ruchu zacal disledky hos-
podaiské recese pocitovat jiZ v roce 2008, kdy trZzby v oblasti ubytovani
a stravovani, dle udaji CSU, poklesly o 2,5 % a celkovy pocet hostti v HUZ
se sniZil o necelé 1 %.

Tabulka udava vybrané ukazatele cestovniho ruchu v poslednim ob-
dobi. Zavéry, které z uvedenych dat muZeme vysledovat jsou nasledujici.
V roce 2009 prijelo do CR okolo 6,03 mil. zahrani¢nich turistu, coZ je 0 9,3
% méné neZ v roce 2008. Pocet pfenocovani nerezidentt se za stejné ob-
dobi sniZil 0 11,2 % a prijmy ze zahrani¢niho cestovniho ruchu byly v ro-
ce 2009 o 6,3 % nizsi, nez v roce predchozim. VyuZiti sluzeb HUZ doma-
cimi turisty bylo krizi ovlivnéno v mensi mire, kdyZ v r. 2009 meziro¢né
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kleslo o 3,8 %. Potvrzuje se tak stabiliza¢ni tiloha tohoto segmentu, kte-
ry v mimoprazskych regionech predstavuje rozhodujici objem poptavky
po produktech cestovniho ruchu.

Piijezdy zahrani¢nich turistti do HUZ byly v CR v roce 2009 ovlivnény
dvéma klicovymi faktory — poklesem zajmu o CR jako destinaci na zahra-
ni¢nich trzich, ktery byl patrny jiZ v roce 2008, a svétovou hospodarskou
recesi, jeZ zptisobila zmény v ndkupnim rozhodovani zahrani¢nich turis-
t. V navaznosti na vyvoj globalni ekonomiky mtiZeme konstatovat, Ze
v roce 2010 doSlo k pokracovani tohoto trendu, pricemzZ pocet prijezdt
zahrani¢nich turistti do HUZ zaznamenal, dle kvalifikovanych odhadu,
pokles o 2-5 % oproti trovni roku 2009. Pokud jde o pocet rezidentt1 uby-
tovanych v HUZ predpoklada se, Ze dosSlo ke stagnaci aZ mirnému pokle-
su v fadu 3 %.

Do vyvoje poc¢tu pfenocovani, ktery je pro ubytovaci zafizeni ekono-
micky vyznamnéj$im ukazatelem, neZ pocet hostt, se v roce 2009 pro-
mitlo pokracujici zkracovani primérné doby prenocovani. Zatimco v roce
2007 pripadalo na jednoho hosta v priiméru 3,15 pfenocovani, v roce
2009 to bylo jen 3,059. Celkovy pocet prenocovani se tedy sniZzil vice nez
celkovy pocet prijezdli. Zatimco pocet prijezdtt do HUZ klesl v roce 2009
asi 0 7,5 % proti roku 2007, pocet pfenocovani se sniZil o 10,2 %. Pro rok
2010 je moZné konstatovat dalsi pokracovani klesajiciho trendu v rozme-
zi 3 — 6 % proti roku 2009.

Pokles prijezdtl a prenocovani zahrani¢nich turistt se v roce 2009 pro-
mitl také do vyvoje piijmta Ceské republiky ze zahrani¢niho cestovniho
ruchu. Jejich vySe v roce 2009 dosahla 122 469,9 K¢&, cozZ znamenalo po-
kles o0 6,3 % oproti roku 2008, jak jiz bylo zminéno. Pro rok 2010 se pfed-
poklada dalsi pokles téchto prijmt o 3 — 6 %. VySe skute¢ného poklesu
v sobé bude zahrnovat jak celkovy vyvoj globalni ekonomiky, tak kurz
koruny a v neposledni fadé i aktudlni trendy na zahrani¢nich trzich
a schopnost Ceské republiky prosadit se s aktraktivni nabidkou produk-
ta.

Vydaje na zahrani¢ni cestovni ruch v roce 2009 poklesly o necelé 0,5
% a dosahly témér 77,2 mld. Ké. Tento vyvoj odrazi spotrebitelsky opti-
mismus Ceskych turisti a také pozitivni reakei trhu na atraktivni cenovou
politiku cestovnich kancelafi. Dle kvalifikovanych odhadu se ale pro rok
2010 predpoklada pokles o 3 — 6 %. Cestovni kancelare uz totiZ vétSinou
nemaji prostor pro sniZovani cen, a nemohou tak poptavku dale stimulo-
vat.

Trzby v ubytovani, stravovani a pohostinstvi v roce 2009 meziro¢né
klesly o 11 %, kdyzZ dosahly hodnoty 132,3 mld. K¢ (vy$si pokles byl za-
znamenan u ubytovacich zafizenich a to 14,1 %, ve stravovacich zatize-
nich se trzby snizily o 9,6 %). To odpovida poklesu prijezdt zahrani¢nich
turistta. Tento nepriznivy vyvoj donutil fadu provozovatelti ubytovacich
zatizeni pfistoupit na zvlaStni marketingova opatfeni, véetné upravy ce-
nové politiky (sniZeni cen za sluzby). Pfirozenyn dtisledkem sniZeni trzeb
byl také pokles zaméstnanosti a priimérné mzdy. V roce 2009 pracovalo
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podle odhadu v odvétvi ubytovani, stravovani a pohostinstvi na 115,5 tis.
fyzickych osob, coZ bylo o 2,5 % méné neZ v roce 2008. Kvuli krizi a zmé-
nam spotrebitelskych trendti se pocet osob zaméstnanych v odvétvi sni-
zil o asi 3 000. Priimérna hruba meési¢ni mzda v ubytovani, stravovani
sahla podle odhadti asi 12 000 K¢, a byla tak o 1,5 % niZsi neZ v pred-
chozim roce. Podle predbéZnych vysledkt1 pro rok 2010 se odhaduje pad
trzeb v odvétvi o 3 — 6 %, pokles zaméstnanosti o 2 % a stejné tak bude
zaznamenan i pokles primérné mési¢ni mzdy [14].

2.3.2 Slovenska republika

Turbulencie vo svetovej ekonomike zasiahli cestovny ruch vo vSetkych
krajinach hned na zaciatku. Firmy aj individualni cestujtci vyrazne ob-
medzili vydavky na hotelové a reStaura¢né sluzby, ¢o malo a ma pre eko-
nomiku turizmu véaZne nasledky. Aj zvySent dynamiku rozvoja sloven-
ského turizmu v rokoch 2006, 2007 a v prvom polroku 2008 zastavili
néasledky svetovej hospodarskej krizy. Na sklonku roku 2008 sme sa vSet-
ci na Slovensku pripravovali na prechod na novit menu - EURO a oba-
vali neodévodneného zvySovania cien. PriSlo vSak zvySovanie, na ktoré
vtedy nik nepomyslel. Silné slovenské euro v kombinacii so slabnuicimi
menami susedov (najméd madarského forintu, polského zloteho a ceskej
koruny) tak predrazili dovolenky na Slovensku, Ze turisti z tychto pre Slo-
vensko dolezitych zdrojovych trhov radsej zostali doma. Kombinaciou ty-
chto troch faktorov - zavedenie eura, devalvacia mien zdrojovych
trhov a globalnej ekonomickej krizy - doslo v 1. Stvrtroku 2009 k po-
klesu vykonov v cestovnom ruchu na Slovensku o 30 %. Celkovo sa v ro-
ku 2009 v ubytovacich zariadeniach na Slovensku ubytovalo 3 381 354
navstevnikov, ¢o predstavuje pokles oproti roku 2008 o 17,2 %. Zahra-
ni¢nych navstevnikov bolo 1 298 075 (pokles oproti roku 2008 0 26,5 %)
a domacich 2 083 279 (pokles o 10,1 %) [9]. Prehlad o pocte navstevnikov
z vybranych krajin je uvedeny v nasledujucej tabulke.

Vo Vysokych Tatrach sa v roku 2009 oproti roku 2008 ubytovalo tak-
mer o patinu menej navstevnikov — 357 000, kym v roku 2008 ich bolo vy-
Se 440 000. Vyrazne klesol najmé pocet hosti zo zahranic¢ia — o viac ako
tretinu, ubudlo v8ak aj Slovakov — o 7,5 %. Pre men$i pocet turistov kles-
li podnikatelom v cestovnom ruchu aj trZzby z ubytovania. V. roku 2009
dosiahli hotelieri obrat 24,9 miliéna eur, rok predtym to bolo o vySe 5 mi-
liénov eur viac. K mensim trzbam prispel aj mierny pokles cien za ubyto-
vanie. Medzi zahrani¢nymi navstevnikmi nadalej v Tatrach dominovali tu-
risti z Ceska. Za nimi nasleduju hostia z Polska, Nemecka a Madarska.
Medzi dal$imi krajinami sti Juzna Koérea, Ukrajina a Rusko. V tatranskom
regiéone bolo v roku 2009 v prevadzke 296 ubytovacich zariadeni, k di-
spozicii bolo vySe 14 000 16Zok.

V polovici roku 2010 zazil cestovny ruch na Slovensku prvé pozitivne
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Tabulka 6
Zahrani¢ni navstevnici z vybranych krajin v ubytovacich
zariadeniach CR na Slovensku za roky 2009/2008

STAT 2009 2008 INDEX 09/08
Ceska republika 425 414 537 180 79,2 %
Francuzsko 34 045 43 958 77,4 %
Madarsko 56 111 90 123 62,3 %
Nemecko 133 989 164 694 81,4 %
Polsko 164 712 308 437 53,4 %
Rakusko 50 065 62 052 80,7 %
Velka Britania 42 315 66 628 63,5 %
Ukrajina 20618 28 858 71,4 %

Zdroj: Vlastné spracovanie na zaklade: Cestovny ruch, dostupné na: http://portal.statis-
tics.sk/showdoc.do?docid=61 [naposledy staZzeno 15.12.2010]

¢isla. Podla Statistického tradu navstivilo naSe strediska od jula do se-
ptembra takmer 1,2 miliéna domacich a zahrani¢nych turistov, ¢o bolo
o tri percenta viac ako minuly rok. ZasluZili sa o to hlavne na$e velhory.
Kym Tatry si oproti minulému roku polep§ili, ostatné strediska bojovali
s dvojcifernymi prepadmi. NavStevnost v nich pocas letnej sezény 2010
okrem Kkrizy ovplyvnilo aj dlhotrvajice dazdivé pocasie, ¢o spodsobilo na-
pr. v Narodnom parku Nizke Tatry a v Narodnom parku Slovensky raj zni-
Zenie navstevnosti o takmer 40 %. Zahrani¢nych navstevnikov sa na Slo-
vensku ubytovalo 589-tisic, ¢o je narast o 3,2 percenta. Slovenskych hosti
naopak ubudlo, ubytovalo sa ich 978-tisic, ¢o je o 2,6 percenta menej [10].

VytaZzenost ubytovacich zariadeni bola za prvy polrok podla SU SR 21,2
%. Najlepsiu zaznamenali kiipelné hotely — 59,1 %, wellness hotely 33,1
% a Stvor- a pathviezdickové hotely — 32,2 %. Zo zahrani¢nych navstev-
nikov zo zdrojovych trhov pribudlo najmé Cechov (o 5,8 %), Poliaci sa za-
tial na Slovensko nevracaji, po minuloroénom rapidnom ubytku ich pri-
budlo len 0,9 %. Mierne pribudlo aj Nemcov — o 3,3 %, va¢si zaujem
o Slovensko mali Rusi (0 11 % viac) a Taliani (o 6 %). Vyrazny ubytok bol
zaznamenany u Madarov (-20 %) a Britov (-7,1 %). Absoltitne najvac¢si na-
rast hosti bol z JuZnej Kérey — o 52,8 %, ti vSak tvoria len 1,8 percenta
vSetkych zahrani¢nych ubytovanych [11].

Na zaklade vykonanej analyzy dostupnych informéacii méZeme konSta-
tovat, Ze dynamicky rozvoj turizmu na Slovensku v rokoch 2006 a 2007
zastavila kriza. Prejavilo sa to najmi mens$im poc¢tom zahraniénych na-
vStevnikov, zniZenim trZieb ubytovacich a stravovacich zariadeni a ubyt-
kom hosti z okolitych krajin. Turizmus na Slovensku vola po systémovej
zmene a ziada uznat svoj potencial pre narodné hospodarstvo. Pri¢iny
stiasného stavu su nielen v hospodarskej krize, ale aj v dlhodobo nerie-
Senych zasadnych problémoch slovenského turizmu. Ten ma predpokla-
dy, aby bol popri znalostnej ekonomike, dalSou ,nohou”, na ktorej by
mohla ekonomika Statu stat.
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3. SWOT analyza Ceské a Slovenské republiky z hlediska
cestovniho ruchu

Cilem SWOT analyzy je stanoveni silnych a slabych stranek jednotli-
vych problémovych oblasti turistické destinace a odhaleni prileZitosti
a ohrozZeni v destinaci dle problémovych oblasti. Vysledky analyzy jsou
pak nasledné vyuZity pro identifikaci kritickych oblasti, jako z&klad pro
formulaci strategickych cilti, sméra a rozvojovych aktivit a v neposledni
radeé jako zaklad pro stanoveni pozice destinace ve srovnani s jinymi des-
tinacemi, oblastmi [19].

3.1 SWOT analyza cestovniho ruchu Ceské republiky

Dobrym vychodiskem pro zpracovani SWOT analyzy Ceské republiky
jako turistické destinace je SWOT analyza CR v oblasti CR uvedena v Kon-
cepci statni politiky cestovniho ruchu v CR na obdobi 2007-2013. Ve sche-
matu 1 jsou uvedeny, dle naSeho nazoru, ty nejvyznamnéjsi charakteris-
tiky rozvoje cestovniho ruchu na tizemi Ceské republiky [15].

3.2 SWOT analyza cestovného ruchu Slovenskej republiky

Pri vypracovani SWOT analyzy cestovného ruchu Slovenskej republiky
boli pouZité predovsetkym oficidlne materialy vlady SR zamerané na roz-
voj cestovného ruchu SR do roku 2014 ako aj vysledky analyz, ktoré su
sucastou Marketingovej stratégie cestovného ruchu, ktorti pre Slovensku
agenturu CR robila spolo¢nost Innovative Management Partner (IMP) [12].
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Schéma 1

SWOT analyza Ceské republiky z hlediska cestovniho ruchu

Silné stranky

vyhodna geograficka poloha
hust4a a dokonale znacena sit
turistickych stezek a tras
kvantitativné dostatecna
ubytovaci kapacita

rozvoj narodnich a nadnarodnich
hotelovych fetézcti

Praha jako turisticky fenomén
mezinarodniho vyznamu
dlouholeta tradice a kvalita
¢eského lazenstvi

prezentace CR na svétovych
veletrzich CR

spoluprace piihrani¢nich
regionti a ostatnich regiont

a obci se zahrani¢nimi partnery
v oblasti CR

adaptabilni PS

Slabé stranky

nizka kvalita zakladnich

a doplnkovych sluzeb CR
nedostatec¢na vybavenost vétSiny
stredisek CR doprovodnou sportovné-
-rekreac¢ni infrastrukturou
nedostatec¢na tidrzba a obnova
historickych objektti

a kulturné-historického dédictvi
mala nabidka konkurenceschopnych
turistickych produktti ve vétsiné
regionti

koncentrace poptavky na letni sezénu
nevyvazenost zahraniéni navstévnosti
mezi Prahou a ostatnimi kraji CR
nevyjasnéné kompetence mezi
centralni a regionalni tirovni

verejné spravy

nizké zapojeni TIC do

organizacnich struktur CR

Prilezitosti

zpristupnéni dalsich zajimavych
kulturné-historickych objekttl
prosazovani novych technologii ve v§ech
segmentech CR

prichod dalsich investorta

tvorba novych produktti zamérenych
do turistickych regiont mimo Prahu
dobré predpoklady pro rozvoj Setrnych
forem turismu

rostouci poc¢et obchodnich a sluZebnich
cest, poradani kongresti jako faktor
rustu navstévnosti ubytovacich zarizeni
rist poctu leteckych spojt

CR - bezpe¢na destinace v EU

vznik klastra v oblasti CR

dalsi rozvoj preshrani¢éni spoluprace

v CR

cerpani prostredkt z fondtt EU

a vyuziti novych prileZitosti pro
zapojeni do Narodniho programu
podpory cestovniho ruchu

Hrozby

nedostatecna kvalita a struktura
infrastruktury cestovniho ruchu
zhorSovani zivotniho prostredi

v sidlech, znec¢istovani vodnich ploch
vysoka koncentrace navstévnikt

a turisti do hl.m.Prahy

CR neni zahrani¢nimi navstévniky
vnimana jako destinace vhodna

pro aktivni a dobrodruznou dovolenou
podcenéni lidského faktoru

a profesionalni pfipravy odbornikti

v oblasti cestovniho ruchu
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Schéma 2

SWOT analyza cestovného ruchu Slovenskej republiky

Silné stranky

zachovaly prirodny potencial, fléra,
fauna a scenéria krajiny

dokonalé spojenie prirody, hor,
terméalnych pramernov, histérie
roznorodost a pestrost turistickych
atraktivit pre rozne cielové skupiny
pocetnost narodnych parkov

a spristupnenych jaskyn

bohaté kulturne dedi¢stvo, Tudové
umenie, hudba, zvyky, remesla, folkldr,
architektura, festivaly

vynikajtice predpoklady pre ktipelny
a zdravotny cestovny ruch

dobre znacena siet turistickych
chodnikov po celej krajine
vSeobecna vzdelanostna tiroven

obyvatelstva

Slabé stranky

neznama cielova destinicia pre
zahrani¢nych navstevnikov
absentujuci vyrazny turisticky imidz,
slaba znalost Slovenska zo strany
zahrani¢nych touroperatorov
nedobudovana dopravna infrastrukira
dialnic a rychlostnych Zelezni¢nych
trati

nedostato¢na leteckad dopravna
dostupnost

nedostatok komplexnych turistickych
produktov

nizka jazykova vybavenost ,
obyvatelstva ale aj personalu

v zariadeniach CR

nedostato¢na starostlivost o kultirno-
historické pamiatky, nedostato¢ne
zabezpecena pristupnost sakralnych
pamiatok

nedobudovana siet miestnych

a regionalnych zdruZeni a turisticko-
informaé¢nych kancelarii

PrileZitosti

vyuzitie podpornych programov z EU
na dobudovanie infrastruktary

a tvorbu novych produktov
stimulacia strednych vrstiev
obyvatelstva k ti¢asti na domécom
cestovnom ruchu

implementacia zakona o CR do praxe
vytvaranie novych pracovnych
prileZitosti — zastavenie odchodu
mladych Iudi z vidieka — vyuZivanie
vidieckych usadlosti na rekreaciu
spolo¢na ponuka krajin V4 na tretich
trhoch (USA, Japonsko, Cina, India),
tvorba spolo¢nych produktov,

zladovanie marketingovych postupov

Hrozby

rastiica medzinarodna konkurencia
na trhu CR, obmedzena moznost
presadit sa

zhorSujtce sa Zivotné prostredie
podcenovanie Iludského faktora

a profesionalnej pripravy
zamestnancov CR

pokles dopytu v ramci domaceho CR
z dovodu zhorSujucej sa ekonomickej
situacie obyvatelstva

nepripravenost a neexistencia planov
rozvoja CR v regiénoch a cielovych
miestach

odliv kvalifikovanych pracovnikov

z oblasti sluzieb do zahranicia
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4. Zaveér

Cestovny ruch po roku 1989 bol vo vtedajSom Ceskoslovensku pova-
Zovany za perspektivne odvetvie ekonomiky Statu. Politické a ekonomic-
ké zmeny, ktoré nastali, ho ovplyvnili zasadnym spésobom. Pozitivne zme-
ny prinieslo najméa otvorenie hranic na zapad, zanik centralneho
planovania a odstranenie bariér volného podnikania.

DalSou vyznamnou zmenou aj pre rozvoj cestovného ruchu bol rok
1993 - rozdelenie Ceskoslovenska na dva samostatné republiky — Slo-
vensku republiku a Cesku republiku. V roku 1993 mali Slovenska a Ces-
k& republika ako nastupnicke staty CSFR rovnaku Startovaciu poziciu.
Ale kratko po rozdeleni slovenska mena devalvovala a nasledny politicky
vyvoj na Slovensku mal za nasledok zhorSenie jeho medzinarodno-poli-
tického postavenia a taktieZ aj ekonomickej situacie. Pokles ticasti na do-
macom cestovnom ruchu z dévodu novych moZnosti pre cestovanie do-
siahol na Slovensku vrchol v roku 1993. V Ceskej republike bola prva
polovica 90-tych rokov charakteristicka vyS§imi tempami rastu cestovné-
ho ruchu, pricom domaci CR stagnoval v prospech zahrani¢ného. Na-
sledkom privatizacie a rozpadu odborového hnutia v oboch krajinach
prakticky zanikol do tej doby dominujtici viazany cestovny ruch, ktory
mal vyrazne socidlny charakter. Napriek urcitym problémom sa toto od-
vetvie dokazalo tispeSne adaptovat na trhové podmienky.

Predpokladom tispeSného rozvoja cestovného ruchu je aj dostatok uby-
tovacich kapacit zodpovedajuceho typu a vybavenia. V obdobi 90-tych ro-
kov nastali vyrazné zmeny aj vo vnutornej Struktire ubytovacich kapacit
v oboch krajinach. Rychlo rastli pocty zariadeni réoznych kategoérii, pribu-
dali 16Zka, zvySovala sa uroven sluZzieb. Absoltitnym fenoménom aj v tej-
to oblasti sa stala Praha, ktora zaznamenala najvacsi prirastok ubytova-
cich kapacit a taktiezZ najvac¢siu navStevnost. Taktiez vplyvy globalizacie
a internacionalizacie neobiSli hotelierstvo oboch krajin v 90-tych rokoch,
aj ked na Slovensku ho zasiahli len v menSom rozsahu.

Dynamicky rozvoj vykonov cestovného ruchu po vstupe do EU tak
v Ceskej ako aj v Slovenskej republike zastavila kriza. Jednym zo spolo¢-
nych doévodov, ktoré najviac ovplyvnili recesiu turizmu je pokles obchod-
nych aktivit firiem, z ¢oho vyplyvaju dalSie a to, zniZena zamestnanost
a pokles disponibilného prijmu obyvatelstva.

Na Slovensku sa kombinécia troch faktorov — zavedenie eura, devalva-
cia mien zdrojovych trhov a globalna ekonomicka kriza na zac¢iatku roka
2009 podpisala pod pokles vykonov CR takmer o 30%. Prejavilo sa to naj-
ma menSim poc¢tom zahraniénych navstevnikov, zniZenim trzieb ubyto-
vacich a stravovacich zariadeni a ibytkom hosti z okolitych krajin. Kriza
zastihla najméa nepripravenych, ktori nemaju vlastnu stratégiu, spolie-
haju sa viac na inych a menej na seba. Slovensko postupne straca niek-
toré konkurencéné vyhody, ako napriklad niZSiu tiroven cien v porovnani
s okolitymi krajinami. Stale sa vSak mo6Ze stat novou eurépskou destina-
ciou a pomocou podpornych programov EU dobudovat svoju infrastruk-
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taru a vytvorit nové produkty tak pre zahrani¢énu ako aj doméacu kliente-
Iu. Za najsilnejsiu hrozbu v oblasti rozvoja cestovného ruchu na Sloven-
sku povazujeme premesSkanie tychto prileZitosti.

Pokial ide o buducnost cestovného ruchu v Ceskej republike je nevyh-
nutné, aby realizacia Koncepcie $tatnej politiky cestovného ruchu v CR na
roky 2007 - 2013 bola do novej situacie patri¢ne transformovana a jej pri-
ority prispdésobené novym podmienkam vyroby aj spotreby cestovného ru-
chu. Je potrebné intenzivnejSie ¢erpat prostriedky z prislusnych fondov
a vyuzit nové prileZitosti pre zapojenie do Narodného programu podpory
cestovného ruchu. Dévodna poZiadavka na kvalitu a inovaciu v SR vyvo-
lala, podla informéacii MMR, pripravu Standardov kvality sluZieb v cestov-
nom ruchu, aké st obvyklé v susednych krajinach. Je dolezité aj dalSie
zlepSovanie ochrany zaujmov klientov, zdokonalovanie doterajSej narod-
nej, resp. aj vyuZitie eur6pskej legislativy. Preto su aktualne tieto kroky,
ako je doplnenie zakona ¢.159/1999 Zb., vyuZitie smernice 90/314/EHS
a lepsie vyuZivanie dalSich predpisov, napriklad v oblasti “timeshare”, po-
silflovanie a va¢sia pruznost v ochrane spotrebitelskych zaujmov [16].

Uvedené SWOT analyzy povedu k hlbSej analyze rozdielov medzi obo-
ma sledovanymi destindciami, ktora bude sucastou prispevku v dalSom
Cisle ¢asopisu.
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Theoretical Basis for Understanding
Quality in Tourism From Perspective
of the Czech Republic’s Practice

Petr Houska

University of Business in Prague, Czech Republic

Abstract

Communicating quality to tourism consumers is one of the most
important activity in the field of tourism. As a professional body UNWTO
(World Tourism Organization of the United Nations) defines quality in
tourism as “the result of a process which implies the satisfaction of all
the legitimate product and service needs, requirements and expectations
of the consumer, at an acceptable price, in conformity with mutually
accepted contractual conditions and the underlying quality determinants
such as safety and security, hygiene, accessibility, transparency,
authenticity and harmony of the tourism activity concerned with its
human and natural environment.”[1] The rapid growth in alternative
destinations worldwide means that Europe’s tourism industry today faces
the need to be ever more quality conscious to continue to attract tourists
in a global market place. Quality is rapidly becoming a decisive
competitive instrument in tourism. A quality product is crucial - for
a viable business, for an attractive destination and for the sustainability
of the tourism industry across Europe. From the above mentioned facts
it is clear that the tourist’s satisfaction level from staying at a destination
depends not only on their experience with specific tourist services, but
also on more intangible factors, i.e. hospitality, safety and security,
cleanliness etc. This is a crucial fact, especially with a view to preparation
of the “Czech National Quality System of Tourism Services” which is
focused primarily on the quality of single tourism services.

Key words: Quality in tourism, National Quality System of Tourism
Services, attractive destinations, satisfaction of tourists, quality of tourism
services, New political framework for tourism in Europe, tourism Signs
and Symbols.

1. Introduction

The term “quality” is perhaps as old as human philosophical thinking.
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It was already Cicero who spoke about “qualitas” in his discourse to the
Academy. He considered it as one of fundamental categories of the being,
the manner, the attribute of being and particularly as a sensible non-
measurable aspect of this being. In this sense the term appeared in
France in the 11th century and six centuries later it was widely referred
in René Descart’s mediations in Essays. As stated above, the World
Tourism Organization (UNWTO) [1] defines quality in tourism as “the
result of a process which implies the satisfaction of all the legitimate
product and service needs, requirements and expectations of the
consumer, at an acceptable price, in conformity with mutually accepted
contractual conditions and the underlying quality determinants such as
safety and security, hygiene, accessibility, transparency, authenticity and
harmony of the tourism activity concerned with its human and natural
environment”.

There are many consequences of going by this definition [1]:

e There must be no negative surprises on the consumer’s part - What
has been promised must be delivered.

e Attaining quality does not mean that the consumer’s expectation
should be met at any cost — The famous quality-price ratio cannot be
excessively wide.

¢ Although excellence is welcomed the service or product offered at
a given price should not exceed too far the client’s expectations -
Situation to the contrary may imply excessive allocation of resources
which do not receive adequate remuneration. In other words, if
quality is guaranteed and the product is exceptional, the product
should not be sold cheaply.

e Quality can be achieved in each and every tourism company or
establishment irrespective of its grade or category, sophistication or
level of luxury — Even a very modest or low-priced accommodation,
catering or another tourism establishment is capable of providing
quality. On the contrary an expensive establishment or service, or
the use of an expensive facility does not automatically carry the
quality result and perception.

¢ Quality in tourism cannot be considered and achieved solely at the
facility, service or establishment level i.e. in isolation from its human
and physical environment — This does not mean that working towards
quality in a tourism establishment or company does not make sense
if its environment is not appropriate. The message is that an
inappropriate environment may considerably affect establishment
quality and that tourism quality planners and makers should look
beyond their specific activity or company to ensure a quality tourism
product (which to many may seem less obvious).

e Quality tourism gives rise to repeat tourism in the sense of being
capable to newly attract the same visitors and to continuously renew
and regenerate its base and resources. It therefore must be
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sustainable - This brings us to the ultimate conclusion that quality
in tourism can actually be measured by the quality of tourism
experience. In other words, it is nothing else but the quality of life
during the person’s temporary stay outside his/her permanent
residence. What is also true is that tourism, especially leisure or
holiday tourism carries the expectation of a higher quality of life than
experienced at home. However one should not ignore the existence of
other notions of quality in tourism. The most common one associates
quality with luxury which is taken for granted as being expressed by
a high price. When there is classification or grading in place, another
common association seeks to identify quality with the establishment
category: more higher quality is expected from a higher category.

The quality in tourism is vital for a successful tourism industry.
Europe has an exciting mix of different tourism products that can be
offered to the tourist. Nonetheless a rapid growth in alternative
destinations worldwide means that Europe’s tourism industry today faces
the need to be ever more quality conscious to continue to attract tourists
in a global market place. Quality is rapidly becoming the decisive
competitive instrument in tourism. A quality product is crucial - for
a viable business, for an attractive destination and for sustainability of
the tourism industry across Europe. Ensuring the constant improvement
of quality, whether it is of a tourist destination as a whole or of individual
attractions and services within it, should be a continuous process. It
means setting objectives, developing a strategy, making improvements
and checking results.

2.1 Quality communication by symbols

There is a long tradition of working with quality within single sectors
of the European tourism industry. This is primarily due to the star rating
schemes that have been developed to classify individual tourist services,
such as accommodation and restaurants on the basis of pre-defined
quality criteria. However, rating schemes only provide a list of quality
criteria that should be applied in place, and do not give a comprehensive,
systematic means of monitoring quality performance or improvement over
time. In the tourism sector it is possible to identify a range of quality
management programmes developed specifically for tourist services. These
differ to rating schemes in that they aim to promote a culture of quality
management in an individual tourist service. The majority of them are
based on ISO 9000, which is an international quality management
standard.

Both the quality status and standards can be expressed by graphical
symbols. This graphical symbols assuring, symbolizing and identifying
quality. The following possibilities are available:

37



a) Classification (category, class, grade, rating)

Classification [1] relates basically to physical attributes of the
establishment. As suggested earlier, attributing an establishment or
service to a certain class does need to automatically carry the
characteristics of quality, although it may give rise to the expectations of
such quality especially when it comes to a higher class establishment (e.g.
a b star hotel).

However, the honest approach is to ensure quality (especially the
underlying quality determinants) for every establishment or service
irrespective of its class. It should also be mentioned that possible official
classifications created by ISO (International Organization for
Standardization) or CEN (European Committee for Standardization) are
disliked by hoteliers and travel agencies, too. They indicated, that
“standardization in relation to hospitality services should remain fully
market-driven and that official standardization bodies should not take any
initiatives which are not fully supported by the users and the industry
concerned. Therefore any standard directly applicable by hospitality services
should only be put forward if widely supported by the industry itself. It
should not be proposed unilaterally by other stakeholders. In this respect
they refer to the ISO TC 228 (responsible for tourism sector) business plan:
“It is also a strategic principle of ISO/TC 228 to follow Resolution 14/2007
adopted by the ISO body governing the Technical Committee’s work, the
ISO/TMB (ISO Technical Management Board), that requests that the initial
Bussiness Plan covering the period to 2010 comprises only those work items
where there is a known support among stakeholders”.

New ISO TC 228 Work Item Proposals covering accommodation and
catering services should not be submitted, before the current Business
Plan is revised and updated, identifying those new potential areas of work
where there is a full stakeholder support. In this respect, HOTREC and
ECTAA refer to the statement [5] by the former ISO Secretary-General in
his letter of 22 February 2007 to HOTREC (Hotels, Restaurants and Cafés
in Europe)

and ECTAA (European Travel Agents” and Tour Operators”Associations):
“The expectation is that after a few years, as some of the initial work
approaches finalization, the Committee would need to repeat the exercise
of identifying further areas of work, having known stakeholder support, for
the next phase of its activities and update its business plan accordingly”.

The approach of proposing New Work Items covering hospitality
services before revising / updating the current Business Plan is in clear
contradiction with the clarification that was given to HOTREC and ECTAA
in the above mentioned letter, with regard to the “preliminary work
programme” of the Committee and “the next phase of its activities”.

On the other hand under the patronage of HOTREC - Hotels,
Restaurants & Café in Europe, the hotel associations of Austria, the Czech
Republic, Germany, Hungary, the Netherlands, Sweden and Switzerland
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have created the Hotelstars Union [4]. Their partnership is providing
a harmonised hotel classification with common criteria and procedures in
the participating countries. The Hotelstars Union enhances the reputation
and quality of the hotel industry in the participating countries by creating
transparency and security for the guests and thereby encouraging hotel
marketing. Members of the Hotelstars Union take a challenging step on
the road towards a European hotel classification, which started with
HOTREC’s seminar on hotel classification in Bergen 2004 and continued
with the adoption of the 15, now “21 HOTREC principles” for the setting-
up and/or review of national/regional hotel classification systems in
Europe. This activity is supported by the European Commission and is
fully in line with the priorities of the European tourism industry [2].

The membership in the Hotelstars Union is open to other HOTREC
members. The joint hotel classification is a dynamic system. Its criteria
and procedures are checked regularly and developed further according to
the expectations of the guests.

This standard is accepted as a useful orientation by travel agencies.
End clients also prefer to be guided by classification in making their
preliminary choices, the same way they do in choosing air, train and bus
transport as well as other services and facilities which may use
classification (for example restaurants roads).

It, however, appears that classification, whether official or private, is
not sufficient to ensure and communicate quality.

b) Brands [1]

Brands and particularly trademarks can replace classification whereby
each brand may include a series of quality attributes. Eventually a brand
may be representative of a certain service idiom and level of quality.
Commercial brands are protected by intellectual property rights.
Nevertheless even branded companies and facilities are eager to
consolidate their quality idiom by recurring to additional means such as
certification.

The term “Brand” is also used within the Tourism Destination
Management [10]. Competition for tourists in a highly competitive
destination marketplace is increasingly being fought over minds and
emotions rather than physical features and price. The destination brand
communicates and signals competitive positioning. Since Destination
Management Organisations (DMOs) are mandated to manage the
destination’s image, effective branding could be an extremely valuable
and powerful tool in their hands. This brand could be defined as a unique
combination of product characteristics and added values, both tangible
and non-tangible. The characteristics have a relevance that is inextricably
linked to the destination and awareness of this may be conscious or
intuitive. The brand is not only a trademark (logo, strapline or icon), but
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an experience and image that signals a value system and positioning. It
is a promise. It establishes the kind of experience that the visitor can
expect from the destination.

c) Quality labels [1]

A tourism establishment or service may obtain a quality label or
distinction by meeting the standards established by its own professional
or trade organization, or the organization it joins for this purpose, or an
external organization conceding such distinction on its own right. Many
such quality- related labels have been in place for many years already,
and some enjoy good reputation worldwide. In addition to suggesting
quality, they may also motivate the sector to promote the quality.
However, the traditional best known quality-related labels are often and
with reason associated with high prices to be paid for the service by
labeled establishments.

According to the information from Annete Stoffel (Schweitzer
Tourismus Verband) the investment in Quality Label for Swiss Tourism
certification depends on their revenues and is financed by themselves;
the range of prices (certification period of 3 years) is as follows:

Level I: from EUR 280 up to 920

Level II: from EUR 2100 up to 5300

Level III: flat fee for approval of ISO, EFQM and other equivalent
certification - EUR 540

The tools and documents to manage the quality system are taught in
quality training courses (additional costs of EUR 380) and the quality
persons gets afterwards login instructions to a web platform, where they
start to establish service chains, profiles, action plans etc.

To reach Level II, additional instruments have to be implemented, such
as consumer satisfaction survey and mystery check.

The national quality labels are just starting in various destinations
(Switzerland, Spain, Greece, Luxemburg etc.). In some states which have
federal or provincial structure the issue of quality labels is related to their
territorial competence (i.e. QTirol in Austria, Saxony). Their effectiveness
will be checked over time.

The contens of the Swiss Quality Programme of Swiss Tourism is a core
document for other “national quality labels” in Europe too. For example,
the following countries as well as German and Austrian States, have
already acquired the authorization for utilization of the programme:
Greece, Luxemburg, Baden-Wurtemberg, Brandenburg, Bremen, Lower
Saxony, Rhineland-Palatine, Saxony, Saxony-Anhalt, Thuringia and Tyrol.

The objective of the Quality-Programme of Swiss Tourism! is the
development of a Quality Label that supports the ongoing development,

1 Private e-mail information from Annete Stoffel (Schweitzer Tourismus Verband) about the
Swiss Quality Programme of Swiss Tourism
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implementation and dissemination of quality services in all tourist
operations.

The Quality Programme is divided into three levels:

Level I — mainly concentrates on quality development and is aimed
especially at service quality. It functions chiefly internally and provides
motivation for employees. Guests are not only made aware of quality
thanks to the Quality Label, but also directly through improved services
they enjoy. The measures are simple to implement and are followed in
rapid results:

¢ Select a key person from company to become responsible for quality
management, who participates in courses to assume the role of
a Quality Coach.

e During the seminar (2 half days) the key person learns the
instruments and other sources of help to ensure quality
enhancement at his/her place of work. The fundamental steps for
quality improvement have been taken.

e Together with the Quality Coach, the newly gained course knowledge
is applied in the companie’s daily business.

e After an application has been examined by the control center and
after consultation with the regional quality commission, the Quality
Label I may be awarded for a period of three years. During these three
years, the control center examines action plans and the company is
subjected to random spot checks on site

Level II — The Label Level I can be converted to the Label level II. The
quality of the management is now focused on. Without consequent
leadership guidance further development of quality assurance for services
is simply not possible. With the introduction of level II, the manager is
able to procure vital information leading to the establishment of strategic
moves:

¢ How do employees and those in key positions assess the company?

¢ How do guests assess the services offered?

e What are the results of the checks carried out by a Mystery Person?

With a clear assessment report, participating companies now receive
correlated comparative information and thereafter have the opportunity to
reassess and optimise their own services. Here too, the participation of
the responsible for quality at a Quality Trainer Course (2 half-days) forms
the basis for integral quality examination.

Level III — Once a company has passed the levels I and II, it should be
in a position to introduce a Quality Management System (QMS). There
are various ways of doing this (e.g. ISO, EFQM). The aim of the Quality
Label level III is to support companies with internationally recognised
QMS in their marketing and overall success.

In Germany the above-mentioned Swiss Quality System was adjusted
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according to the local conditions. The modified German system should be
the basis for the Czech Quality System. Ministry for Regional Development
is currently negotiating to purchase a license for this system.

3.2 Certification of quality management systems [1]

Four types of certification are in place: system certification, service
certification, product certification and personnel certification.

System certification ( ISO 9001) whose final result is “quality of the
organization against specific criteria”. It appears therefore that undergoing
this type of certification does not necessarily promise all quality of the
service or the product, but can be useful to correct a number of usual
deficiencies and thus indirectly ensure better quality plus important
economic savings. At a company level, for example ISO 9000 standards in
particular aim at quality of the management. The whole ISO 9000 family
(particularly ISO 9001) are based on the following principles [7]:

. Customer focus

. Leadership

. Involvement of people

. Process approach

. System approach to management
improvement

. Factual approach to decision making

. Mutually beneficial supplier relationships.

ISO 9000 is a whole set of standards which apply to different more or
less complete phases of management and which are of varied utility to
specific tourism sectors. Hence, plain ISO 9000 is just introduction to and
general information on the standard.

ISO 9001 is the most complete standard as it also relates to design, in
addition to development, purchases, production, installation and after-
sale service. Since other ISO 9000 strandards do not include the design
parametre, the standard can be of special use to tour operators who must
design the product at one stage.

Certification doesn’t intervene with the quality level. This is established
by the company itself. It doesn’t even provide for management excellence.
Certification is therefore a starting point of a whole process aiming at
streamlining a company ‘s operations and eventually rewarding it with
a quality product.

Other international standards managed by certification bodies and
relating to tourism companies under the system certification include ISO
14 001 and Green Globe which apply to quality of the environment; SA
8000 (social accountability) which applies to social and ethical aspects of
company management; and HACCP (Hazard Analysis Critical Control
Point system) which applies to food safety.

ONOD U AW N
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The second type of certification to be carried out by third parties
(certification bodies) is service certification, seeking quality of the
service, and relating to standards created by a company or a trade
associations. Product certification seeking to achieve quality of the
product, is yet another type of third part certification based on standards
created by a company or its trade associations. The latter two can be part
of ISO 9001 having included the service or product design parametre.

Finally, there comes personnel certification, seeking to achieve
competence of the staff. It can be based on European standard (CEN) EN
45 013 as well as GTAT (General Tourism Aptitude Test) recently
developed by UNWTO, as well as its TEDQUAL (Tourism Education
Quality) standard.

4.3 Integrated quality management (IQM) in tourism [3]

IQM shows tourist’s satisfaction level from staying at a destination. It
depends not only on their experience of specific tourist services, but also
on more intangible factors, for example hospitality, safety and security
and cleanliness. The success of a destination is therefore a function of
many interdependent components. This underscores the need for an
integrated approach to managing the quality of tourist destinations on
a continuous basis.
The concept of the integrated quality management of destinations was
developed to satisfy this need. IQM combines four key elements in its
approach:
¢ tourist satisfaction: which primarily consists of regularly monitoring
the tourist’s levels of satisfaction with the services in the destination;

¢ local tourism industry satisfaction: a key activity of IQM involves
evaluating the quality of the jobs and careers of industry employees,
as well as the well-being of local tourism enterprises;

¢ local people’s quality of life: concern for the well-being or residents

means that a destination should find out what the resident
population thinks of the effects of tourism;

¢ environmental quality: measures of the positive or negative impact of

tourism on the environment, i.e. the destination’s nature, cultural
and man-made assets.

Any imbalance in one of these four tourism quality aspects can have
a significant effect on the overall quality of the destination and tourism
product.

Quality management is a cyclical process, and the development of the
quality strategy isn’t the end of the process in the destination but just
the beginning. Objectives set in the strategy should be implemented to
evaluate the success of the actions. It is also necessary to monitor the
impacts of tourism on the destination as a whole.
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The European Commission in its Communication [2] indicates, in the
subsection 5.2 - “Promote the development of sustainable, responsible
and high-quality tourism” the following: , The sector’s competitiveness is
closely linked to its sustainability, as the quality of tourist destinations is
strongly influenced by their natural and cultural environment and their
integration into a local community. The sustainability of tourism covers
a number of aspects: the responsible use of natural resources, taking
account of the environmental impact of activities (production of waste,
pressure on water, land and biodiversity, etc.), the use of ‘clean’ energy,
protection of the heritage and preservation of the natural and cultural
integrity of destinations, the quality and sustainability of jobs created,
local economic fallout or customer care”

In this context, the Commission will be supported by the initiative
implemented in cooperation with the Network of European Regions for
a sustainable and competitive European tourism ( NECSTouR) and the
EDEN destinations network with a view to developing a system of
indicators for the sustainable management of destinations. This practice
should be extended in order to make it possible to enhance the value of
European tourist destinations which adopt effective practices to promote
the sustainability of tourism. Commission will develop a label for
promoting tourist destinations. The development of a European ‘Qualité
Tourisme’ brand will be based on existing national experience to increase
consumer security and confidence in tourism products and reward
rigorous efforts by tourism professionals whose aim is the quality of
tourism services for customer’s satisfaction.

The proposed system of indicators was presented by Malcolm Bell (EC
Tourism Sustainability Group) during the VII. Euromeeting, November
5th -6th, Florence 2009. The concerete list of proposed indicators for
a sustainable and competitive European tourism is shown below:

1. Tourism Volume and Value

2. Tourism enterprise Performance

3. Customer’s Satisfaction

4. Community and Social Impact

5. Quantity and Quality of Employment

6. Gender Equality

7. Equality and Accessiblity

8. Reducing Transportation Impact
9. Climate Change
10. Sustainable Tourism Management Practices
11. Solid Waste Management
12. Water Management
13. Energy Usage
14. Sewage Treatment
15. Landscape and Biodiversity Protection
16. Light and Noise Management
17. Inclusive Management Practices
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18. Development Control

19. Tourism Supply Chain

20. Protecting and enhancing local cultural identity and assets

The EDEN (European Destinations of Excellence) network will be
utilised to pilot testing of the use of these indicators, plus other
destinations interested in this activity.

5.4. Czech National Services Quality System in Tourism [9]

The National Services Quality System in Tourism is based on the State
Tourism Policy Concept in the Czech Republic in years 2007 — 2013 and
also on the System of Quality and Innovation in Tourism - CzechQuint.
This project is financed by Integrated Operational Programme (IOP), which
allocates financial resources from the European Regional Development
Fund (ERDF).

The CzechQuint project [8] originally contained a sub-project No. 3
“The system of sustainable tourism models”, which was closely linked to
the No. 1 sub-project “Implementation of national quality standards in
selected tourism sectors” and sub-project No. 2 “Quality services in rural
tourism”. These three sub-projects covered development of sustainable,
responsible and high-quality tourism in line with the EU tourism policy
priorities. Unfortunately, the sub-project No 3 was removed by the
decision of the Ministry for Regional Development.

Thereby the Project was narrowed only to the area of quality services
in tourism operations without considering tourist’s satisfaciton level from
staying at a destination with view to intangible factors i.e. hospitality,
safety and security and cleanliness etc.

Implementation of a quality brand that does not include intangible
factors of tourist’s satisfaction could be counterproductive.

The destination brand [10] communicates and signals the competitive
positioning. This brand could be defined as a unique combination of
product characteristics and added values, both tangible and intangible.
The brand is not only a trademark (logo or icon), but an experience and
image that signals a value system and positioning.

The main priority of the CzechQuint’s sub-project No. 4 “Quality
improvement of the Tourism Information Centres” is creation of the
Standard for Tourism Information Centres.

Unfortunately, in this case a misunderstanding was also found, when
this activity interferes with similar international activities of the
International Organization for Standardization ISO. Moreover the Czech’s
Standardization Body (UNMZ) is full member of ISO and participated in
activities of ISO/TC 228 (ISO Technical Committee 228) “Tourism and
related services”

The standardization project ISO/TC 228/WG 3 “Tourist information
and reception services at Tourist Information Offices” [6] is focused on
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standardization of a conceptual model that considers information service
as well as the tourists’ reception provided within the Tourist Information
Offices. This conceptual model should consider specific elements that
guarantee an efficient and effective tourists information service and
reception. On the one hand, the available technology represents a tool
and an opportunity. On the other hand, the training of people responsible
for this service should be provided with specific skills to attend the needs
of the modern traveller.

Both elements, technology and training, are required for providing
a coherent and homogeneous service, regardless the destination. The
human capital becomes the principal tool to reassure these
characteristics when providing information and reception services.

It should also be pointed out that the implementation of this standard
also represents a new management strategy, since it depends on a shared
agreement between public and private sector. Both of them become
responsible for providing a service that satisfies the needs of consumers.
The Information Service and Reception at Tourist Information Offices is
mainly the result and reflection of this shared responsibility.

Summary

Based on the evaluation of the theoretical basis for understanding the
quality of tourism from various aspects with view to the reality in the
Czech Republic, I can say that the Czech Republic inadequately
implements the principles underpinning quality in tourism.
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Abstract

We expect our businesspeople, managers and also representatives of state
administration to know and apply Central European rules of etiquette.
When travelling abroad or dealing with people from different countries the
guest, of course, adjusts their behavior according to their host, however,
only as far as their own etiquette allows. The trouble is that many Czech
managers are ignorant of the rules of their own etiquette. In these days the
knowledge of etiquette is becoming an economic must. It is becoming
evident that in order to gain or retain a job or be promoted one must abide
by its rules. Companies no longer tolerate negotiations to suffer due to
unduee behavior on the side of their employees or for such behavior to
harm the working atmosphere within the company. The more the
professional qualification of employees evens out, the more their manners
and neat appearance gain in importance. Significant deficiencies in this
respect are apparent especially in dealing with foreigners. On
international level, above all, perfect manners are imperative.

Keywords: business etiquette, business negotiations

The mere greeting seems to cause a lot of problems to some Czech
managers. Although greetings are becoming less and less formal they
almost automatically categorize you. An inappropriate greeting can
influence the social life of a person and even negatively impact one’s
success on the workplace and above all in the world of business. One of
the worst mistakes would be not to return a greeting. Welcome and
farewell greetings are an indispensable ceremony and an absolute matter
of course especially in business and diplomatic intercourse. Dr. Jifi Guth
— Jarkovsky dedicated a whole study to greetings in which he defined
them as follows: “A greeting in the general sense is the most simple,
common and widespread social act being an external expression of
politeness, attention, friendship and affection, gratefulness, respect and
admiration, eventually even subordination” [10]. Not returning an offered
greeting thus belongs among the worst mistakes.

Each culture in the world has come up with its own way of greeting and
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the respective parties also keep different levels of distance from each
other. Globally, there are also many other differences. In some cultures
greetings up to present days include even spitting (e.g. big part of China,
India etc.). The most common way of greeting nowadays is shaking
hands. Be it said that here we tend to forget a simple rule: the person
with lower social precedence never imposes their hand on the more
distinguished person, instead they wait for the person with social
precedence to extend their hand first. The host or, in the case of
a business or any other professional environment, the person who is “at
home” always extends their hand first and welcomes everyone as they
arrive — unfortunately, this rule is not as automatically kept as it should
be, even on the highest levels. The intensity of the handshake differs from
country to country. In some countries they exchange this kind of greeting
at every occasion (e.g. Germany, France), in some countries hands are
shook only occasionally and even during introductions shaking hands is
often omitted (e.g. Great Britain), in other countries it is only men who
shake hands among themselves (e.g. the Arab countries), yet others greet
themselves with a bow (e.g. the Japanese) etc. When meeting people from
countries where shaking hands is not common we should not force them
to do it, especially the women. A “he-mannish” handshake is just as
inappropriate as the “dead fish” handshake.

An introduction is a ceremony common in the professional as well as
personal life. In our country the standards of introduction lag behind that
common in many European countries. Nevertheless, it is during
introductions that first impressions are created. However, many Czech
managers are ignorant of the fact that it is more appropriate to have
someone introduce us. In business environments a woman can introduce
herself to men and women, however in social intercourse she presents
herself to women but always has someone introduce her to men. At the
beginning of a business meeting every person present should be introduced.

Exchange of business cards makes part of introductions and meetings
in business intercourse. Practical experience reveals that it is particularly
in the use and the quality of business cards that Czech managers have
potential for improvement. Despite this fact, even for us business cards
are a practical and indispensable tool used in business, social and
personal relationships, they have evolved and they are affected by fashion
trends. For professional purposes it is essential nowadays to have
business cards in various language versions. It is these “translated”
business cards that show most need for improvement, especially in the
use of academic titles and ranking in the company hierarchy. Given the
fact that the use of academic titles on foreign business cards is potentially
complicated and the general trend in the world is not to use them at all,
the recommendation to Czech managers and entrepreneurs is to omit
their academic titles on their international (as opposed to Czech) business
cards. Another rather frequent mistake rarely committed elsewhere in the
world is the translating of names, especially first names, or the
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inadvisable translation of addresses or names of towns. Even the quality,
the appearance and the use of business cards may vary territorially. Our
managers often do not know whether the first name listed on the business
card is the name or the surname (in some countries surnames do not
even exist) and thus what the proper way to address their counterpart is.

Czech business cards should list the name before the surname.
Business cards are handed over (most often exchanged) either during the
introductory ceremony or, if the introduction is incidental, before the
farewell, especially if we intend to pursue the personal or professional
relationship with the other person or company. At bigger events we may
run out of our business cards, in this case if the contact is important to
us we can send our business card later on with a short note of
explanation. Business cards should also be enclosed to any offers or
marketing materials sent out. At ordinary business meetings business
cards are exchanged by all participants at the very beginning of the
negotiation. Of course, business cards are never tossed across the table
(as is unfortunately often the case in the Czech Republic), instead they are
handed over from hand to hand. We always take a look at the business
card received and express gratitude. It is disrespectful to stuff the
business card immediately into the back pocket of your trousers. It is also
abhorrent to cross anything out, overwrite or in any other way change the
information on a business card. If changes occur you must have new
business cards ready in time. Business cards must always be clean and
creaseless. There is no place for your private address on your business
card.

In professional, business and personal intercourse — domestic as well
as international — we meet, talk to and negotiate with a number of people.
Often, especially when meeting somebody in a new or unknown
environment, we are not sure or not aware of how to address these people.
When addressing people we can basically use the following four
alternatives: name, surname, title or function. Looking abroad we can
find a huge variety not only between regions and language zones but even
between countries which are linguistically, territorially or even culturally
related. We must pay close attention not only to becoming familiar with
the contemporary rules of addressing people but also to alerting to the
most common mistakes. We are used to the use of titles in the Czech
Republic, however, we often make serious mistakes when addressing
foreigners. University degree “inZenyr” does not necessarily translate as
engineer and may not translate at all in many countries. An US
shareholder is not referred to as Mr. President even if this is the function
listed on his business card. Even lawyers are not addressed “doctor” in
Anglo-Saxon countries. In some countries it is common to address the
partner with a higher function than that they actually hold, etc. As
academic titles are used less and less I recommend using the professional
function. The use of aristocratic titles is very rare in these days. According
to contemporary rules of etiquette if our partner does have an aristocratic
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title listed on their business card we must abide to it. We may come across
aristocratic titles in countries with a constitutional monarchy but even in
countries with republican form of state (Great Britain, Germany, France,
etc.).

Due to technological development written communication has also
evolved in form as well as in substance. The advantage of the use of
modern technologies in communication is that it enables perfect layout as
well as legibility. Evidently, we are recently witnessing a trend in business
and similar correspondence toward a factual approach with a decreasing
amount of formalities and the most commonly used venue is the so called
electronic mail or e-mail. Electronic mail allows individuals, companies
and institutions to communicate all around the world. E-mail also has
a number of other advantages: it is fast, cheap and relatively reliable.
However, even electronic mail has its rules of conduct. They have surged
in the 90s as part of the so called netiquette. The term netiquette is the
merge of two words: the English word net and the French word etiquette,
and it encompasses the framework of rules of conduct within the
environment of computer networks and within electronic communication
as such. It includes the rules of conduct on the Internet — the greatest
communication network on the planet. The underlying idea of netiquette
is voluntariness as its rules are not binding and should serve rather as
recommendations. On top of that the need to observe the rules of
netiquette is subject to the fact that in electronic communication the user
often only knows their communication partner by their internet or e-mail
address and their contact is limited to the computer screen. All other
aspects such as external appearance, attire, behavior, conduct, body
language etc. remain unknown to the other party. Abiding by these rules,
especially when dealing with foreign partners, is above all considered to
be a question of honor. Attention must be paid to the use of appropriate
acronyms, emoticons and to other recommendations regarding the use of
electronic mail so as to prevent violations of netiquette.

Telephone contact also has its own set of rules. As opposed to other
rules of social conduct which have evolved over centuries, the history of
telephone etiquette can only be traced over decades. The same rules also
apply for phone calls over the internet, for the use of mobile phones and
answering machines or for sending of text messages. Even if we do not
usually realize this, a common phone conversation can be broken down
into three segments: commencement, the substance itself and conclusion.
We all make phone calls so some may object that there is no need to
include this part. However, practical experience has shown that our
managers often do not even know who should be the one to end a phone
call - the caller or the called party. We are also often criticized for the use
of mobile phones e.g. during negotiations or social events. We are
censured to use our mobile phones as jewels which we like to show off
during negotiations and that even during negotiations we keep monitoring
our phones in case someone should call. The rule for using mobile phones
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is: during negotiations give your full and undivided attention to your
guest, do not talk over the phone with your family members, take care of
any documents or send text messages etc. If possible give notice to your
secretary no to put through any calls. If we are expecting an urgent call -
perhaps concerning an information we need for the negotiation — we must
keep the length of the conversation to minimum and offer our guests our
apology as well as an explanation. Normally, mobile phones should stay
switched off during negotiations. We also never use mobile phones for
conveying any confidential information. They should also remain switched
off during important private visits, at the doctors, in hospitals as well as
during social and cultural events. Phones are inappropriate for condoling
or for expressing one’s sympathy. When sending a text message always
double-check the recipient. Even highly-ranked people have been known
to have sent orders e.g. suspensions from office to wrong recipients by
mistake. A form of phone communication becoming increasingly more
popular even in the Czech Republic is calling over the internet.

Another space for improvement often found in the Czech Republic is
the organization and preparation of a business negotiation. If the
negotiation is taking place on our “home ground” we have the
psychological advantage of our home settings. Any time we need we can
include more specialists in the negotiation, exchange the members of our
team, use our own technique, we are the ones to propose the course and
the agenda of the meeting, we decide on the timing of the negotiation as
it suits us. However, we also arrange social activities for our guests —
theatre, sightseeing tours, social venues etc. Increasingly often partners
arrive to business negotiations accompanied by their wives, sons, etc.
Their company, of course, also participates at almost all of the social
events; during the day we prepare a special program for them and also
someone to accompany them or eventually an interpreter. If the
negotiations takes place on the grounds of the partner we have to face the
disadvantage of a new and often unknown environment, the negotiation
is more time consuming (we need to travel to the destination) and cost
consuming (flight tickets, hotels, etc.). We cannot exchange our team-
members as the need arises, we are limited in whom we can consult.
Despite current possibilities in the area of communications we still often
have trouble communicating with our headquarters. Nevertheless, we also
have the advantage of getting to know our partners and their company
better. We find out e.g. how big the company is, what other activities it
undertakes, where it is located, how it is furnished, how many employees
it has, whom its owners are in contact with, etc. The general rule is that
the travelling party is the one more interested in the deal. Negotiations
which take place on neutral grounds or in a third country (e.g. on a trade
fair) eliminate the advantages and disadvantages of hosts and guests.
They also make the stay equally cost consuming for both parties. This
way both parties must invest their time and financial resources into the
journey, the stay, hotels, etc. Unfortunately, our negotiators are not aware
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of how to take advantage of these advantages and disadvantages. The
Czechs belong to the group of business people who like to travel and
mostly prefer dealing abroad. Thus, they are not capable of taking
advantage of negotiating on their “home grounds” and are not skilled at
preparing a negotiation on their grounds well.

In these days all meetings must be booked in advance. By no means
can we demand an instant reception. Everybody has a formerly arranged
program and everybody also needs time to prepare for the meeting. The
meeting can be proposed by any of the parties in various forms: in writing
(by mail, e-mail) or orally (e.g. by phone). Meetings are often arranged by
the employees themselves or by their secretariat. The timing of
negotiations with partners from abroad is determined at least a fortnight
in advance. The timing is usually proposed by the hosting party, the guest
is expected to accommodate. Thus, it is the host who chooses the time of
the meeting as it convenes to them. In Europe most meetings take place
around 10 A.M. or around 3 - 4 P.M. We cannot expect meetings to take
place over the weekends or holidays, in Arab countries during Ramadan,
etc. In this context we need to take into consideration local customs when
dealing with a foreign partner or in a foreign country. These may include
different working days within a week (in Arab countries), state and
religious holidays, religious customs, unwillingness to work and hold
meetings after working hours (e.g. Germany), unwillingness to receive
visitors and hold meetings on Fridays (especially Friday afternoon) or on
Monday mornings. In some countries partners will prefer to hold meetings
in the evening (often at somebody’s home) and they may end at very late
hours. If the meeting has been set for 12 A.M. (usual in some countries)
we cannot automatically interpret this as an invitation for lunch. Here in
the Czech Republic it is not advisable to set meetings for earlier than 9 -
10 A.M. Planning the time of the meeting for 8 A.M. or earlier may give our
foreign partners an impression that we are not interested in the deal or in
the negotiation. Meetings and negotiations should also not be combined
with vacations. Surprisingly many of our managers are not aware of the
fact that it is not wise to plan meetings on the day of our guests’ arrival,
especially if they are arriving from a distant country. We need to allow for
rest and acclimatization. Time management does not only concern the
time of the meeting. Our approach to time management affects the whole
process of the negotiation i.e. the commencement of the negotiation,
keeping to the timetable of the negotiation, setting of binding deadlines,
the decision making process, etc.

Punctuality is the politeness of kings, but the duty of Czech people. As
Central Europeans we are expected to show up on time for the meeting.
Remember that in many countries time is valued more than in ours. If we
are late we must at least call the hosting party and apologize. Ill
functioning traffic or a traffic jam are no excuse for being late. There are
cars in all cities around the world nowadays and they all have trouble
with traffic. In the professional and business world we receive visitors
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announced for a certain time in the order in which they have arrived.
Receiving a known or more distinguished person out of the order is
disrespectful to the other visitors. If we have arranged a meeting with
a foreign guest or an important visitor we always take care to reserve more
time. In some cases the guest needs a badge to enter the building or the
parking lot. As hosts we should make provisions in advance with the
relevant department.

Czech business people and entrepreneurs should always arrive to
meetings or negotiations on time, not only if they are the seller, and thus
show respect to their partner. It is inadmissible, however, to scold
members of different cultures for their different approach to time.
Differences are also apparent in the approach to participation in social
events. In some cultures it is common to arrive in time, in some it may be
even an hour after the announced beginning. In all cultures there may, of
course, be individuals with a totally different, untypical behavior and
approach to time. Even in the Czech moderately monochronic society it is
becoming evident that more often than ever time is money, so most of our
business people an entrepreneurs should profess a time approach more
similar to that of the Northern regions than that of the South. During
a negotiation we never lounge in the chair or bite our nails.

In preparing for a business negotiation we also need to pay close
attention to the identity of the negotiators. It seems that Czech
negotiators often underestimate this aspect and are often justly criticized
for this by their foreign partners. Before the negotiation begins it is
essential to determine among others: the number of negotiators and their
hierarchical rating. The number of people on both sides should be about
the same. Czech negotiators tend to ignore that outnumbering from the
side of the home party is considered as an unfair tactics of applying
pressure. The hierarchical rating should also be equivalent on both sides.
Foreign partners will strive to be received at the highest level possible.
The home party may indeed offer reception on a higher level, however,
never on a lower one. The negotiation itself is, nevertheless, carried out
between people on the same professional and functional level in the
hierarchy. Attention should also be paid to the meeting rooms themselves.

If we have a secretary or a secretariat at our disposal they should
always be informed regarding any expected visits. It is also often through
the secretary that we arrange meetings. Important visitors should be
expected and accompanied by somebody at the entrance or reception
desk. This may be done by a junior employee or a secretary who will
accompany the visitor to their host. They greet the guest orally or with
a smile, they do not themselves, however, extend their hand for
a handshake, which is, unfortunately, often the case in the Czech
Republic. They accompany the guest through the building, always give
preference to the guest (regardless of whether they are a man or a woman)
and attend solely to the visitor. They never deal with any other problems
on the way or chat with other employees met in the elevator or in the
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corridor. They also take car of any overcoats or accessories of the guest,
announce the visitor and introduce the visitor into the meeting room or
the host’s office.

The host (be it man or woman) always stands up to welcome the guest,
in our conditions most often with a greeting and a handshake. The host
always comes forward to meet the guest; it is impolite to extend one’s
hand for handshake over the table. Than they offer the guest a seat before
sitting down themselves. In the case of foreign visitors o visitors from
another organization the host should not be sitting at their working table.
It is more appropriate to lead the negotiation at a conference table (with
the guest sitting at the right hand side of the host) or a negotiating table
so that both parties (and their teams) are sitting opposing each other.
A suitable seating plan should be conceived in advance. If more people
are to be included in the negotiation, both the host and the guest must
introduce them (each will introduce the members of their respective
teams). They will provide their name as well their function, eventually also
the reason for their participation in the negotiation.

Briefcases, attaché cases and handbags are never placed on the table,
their owners put them on the floor next to themselves. Women may also
hang their handbags on the backrest of their chair or place them on the
chair behind themselves. We never transport documents related to the
meeting in plastic bags, shopping bags, sports bags or backpacks.

The host usually offers some refreshment. The array of refreshment is
chosen by the secretary who also serves it to the guests. Apart from some
exceptional cases, alcohol is not served during professional meetings in
our conditions.

It is the host who signals the end of the meeting. It is also the host who
says goodbye to the guest. An employee of the secretariat hands their
overcoats and accessories to the visitors. If the guest is an elderly person
or a person with limited mobility we offer help. Assisting a woman with her
coat is not accepted in the same way in all countries — in some it may
cause resentment. The guest leaves alone or accompanied by
a designated employee.

Their attire tells a lot about a person in dealing with other people, it
reflects their personal taste, the purpose, place and time of the meeting.
It is after all that part of social intercourse which we can prepare for
entirely before its beginning i.e. before the negotiation or social event.
Despite the casualness trend of today’s fashion some rules still apply
especially in the professional context. Some of the most frequent “faux
pas” in the area of attire committed by Czech managers, business people
and even diplomats are, for example, wearing of slippers at the workplace,
wearing of men’s sandals without socks with a suit, unbuttoned top
buttons of a shirt together with a loosened tie etc. Also our hands are not
to be placed in our pockets. Chewing is inadmissible during meetings.
The most criticized issue is the blowing of one’s nose. Most etiquettes see
the blowing of one’s nose in public as impermissible, including ours! If
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you must blow your nose, you have to apologize and leave the room. It is
unacceptable to pull out a wrinkled grubby handkerchief and produce
a “cacophony”. Managers, especially those from the business sphere, tend
to underestimate the importance of appropriate attire at negotiations,
especially when dealing in developing countries. A Czech delegation has
been seen to have arrived to a meeting in a luxury hotel in a Latin
American country directly from the beach, wearing short sports trousers,
baseball caps, covered in sand, etc. The speckles, perfumed Latin
Americans in their white shirts and ties had every right to take umbrage.
Japanese culture must be taken into consideration and care taken not to
arrive to a traditional dinner in faded socks with holes in them.

Our managers are not well oriented and often ignore the differences
between such terms as Casual Dress, Business Dress or Business Casual
Light, Business Casual or Business Style used more often in the economic
sphere as well as Casual Dress, Informal Dress or Not Oficial dress etc.,
as we know them from diplomatic practice. Thus, they often choose
inappropriate attire not only for meetings but also for social events. T-
shirts or other items of clothes with marketing mottos or slogans are fine
for company events or for the workplace. A business negotiation or an
evening event with somebody whose chest is adorned with some company
or product name or even animal pictures lacks credibleness. Even sports
shirts or shirts with flashy colors or patterns are not suitable. Not to
mention that parkas, leather jackets and wadded jackets do not well with
a suit. When walking you should keep the top button of a single-breasted
jacket buttoned, double-breasted jackets should be buttoned up. When
sitting you may loosen another button in case of the single-breasted
jacket, only the bottom button may be unbuttoned in case of the double-
breasted jacket. Wearing the suit jacket unbuttoned is inappropriate,
however popular in our country. A suit also doesn’t look its best with
stuffed pockets or if the trousers are too short or too long. The Czechs
have trouble with shoes. We get scolded for worn-down dirty shoes with
high rubber soles of ill-fitting colors. Shoes to go with a suit must be made
of leather, have a thin sole and always be of a darker shade than the suit
itself. Evening suits are not combined with brown shoes. Men seem to be
criticized by foreign partners for faulty or inappropriate attire more often
than women. Czech women, on the other hand, are often praised by them
for their good taste in dressing. The Czech habit of changing into slippers
at the workplace is smiling matter for our foreign partners.

Negotiations often take place at various social events. Every social
event requires organization and preparatory work reflecting its
importance, the number of people attending and the form of organization.
Most guests, especially foreigners, will appreciate a well organizes meeting
or social event. Some social events require invitations to be sent out,
others will do with an oral invitation or an invitation letter. The absolute
rule all around the world is that we never show up uninvited! Invitations
should be sent out up to a month in advance, which is often neglected in
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our country. In many countries people automatically excuse themselves
from events if the invitation is sent in the eleventh hour. If we cannot avoid
a last minute invitation e.g. on the day of the event, we must ask the
invitee to attend personally (possibly over the phone). With a few
exceptions invitations are usually non-transferable (a common mistake
in our country). A seating plan must be designed for gala, formal
luncheons or dinners. The seating plan is always up to the host and it
must be designed with utmost care. The way guests are seated shows how
much importance their host assigns to each of them. In the Czech
Republic we tend to have problems with understanding of abbreviations
commonly used in invitations all over the world. Various types of social
events differ from each other; many of them have common traits according
to the occasion, customs of the country, etc. The most frequent social
event in the business and entrepreneurial sphere, especially in the Czech
Republic, seems to be the business lunch. The global trend is for
business lunches to become shorter and more often than not no alcohol
is served or offered (unlike in the Czech Republic). It is in fact little more
than a business meeting; abroad it often takes place at the workplace
itself (e.g. in a lounge). We must always arrive on time for a business
lunch. Due to time constraints the meal tends to be more frugal than in
the case of a dinner. In some countries, unlike ours, business lunches
are not as popular. Despite their hospitality, some cultures e.g. the
Japanese and the Chinese, dedicate the day to work and mostly invite
their business partners for a “banquet” after business hours or towards
their end i.e. around 5 - 6 P.M. We apparently belong among the
hospitable nations, even during negotiations we usually offer
refreshments and we invite our partners to social events. However, some
aspects of our gastronomy make many foreigners feel awkward. The way
of ordering, preparation, consumption and even table manners differ from
culture to culture. Getting a basic understanding of the customs of our
foreign guests will make it easier for us to comprehend their behavior and
their requests as well as enable us to cope with our role as the host.
Guests from certain countries avoid eating pork, pork products and
alcohol, others should not be offered beef, yet others abhor dairy products
and cheese. Asians eat their soup mostly in the morning, we eat it at
lunch and most others prefer their soup in the evening. In some countries
national dishes comprise dog meat, frogs, turtles, cats, in some they serve
raw meat which is still warm. Game meat, however popular among us,
should only be served to Europeans. Some cultures eat with their hands
(right hand only), some eat with chopsticks, others use cutlery. If hands
are used, bowls filled with water, slices of lemon or fresh herbs and ice are
placed on the table for rinsing of hands. Unaware of this fact, our
delegation in India has once drunk this water. While eating we never lean
on the cutlery, lick our spoon, we hold the glass by its stalk, we never eat
the bread in the bread basket before starters are served, we do not rest
our elbows on the table, we never loosen our tie at the table during
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a negotiation be it during lunch or dinner, we never loosen any buttons
on our shirt and, of course, we use the cutlery properly.

Nowadays, we do not have to finish our meal anywhere in the world, in
some countries this is actually never the case as we would be signaling to
the host that we have not had enough. In Europe we consider loud
eructation after a meal rude, however, in many Asian countries it is
considered a tribute to the host. Guests should never be eating alone, it
is always the host who starts to eat first and finishes their meal last and
thus determines the pace of the lunch. Personal life and professional life
is mingled in many countries (e.g. Arab, Latin American). Meetings often
take place at somebody’s home, more often than in our country they may
include e.g. an invitation to dinner at somebody’s place. In these
territories it would be a great mistake to reject such an invitation. The
other party may even feel offended. However, an invitation to somebody’s
home does not mean that we should opt for casual or even homely attire.

Exchanging of gifts between partners considered a friendly gesture to
further advance the relationship; strengthen the ties between companies,
countries, institutions or individuals. Presents are often sent at the
occasion of state holidays, New Year, birthday, company anniversary, etc.
with a business card, or business cards in case of a shared present,
enclosed to it. Always make sure that you have removed the price-tag from
the gift. Naturally, the traditions as to what kind of gift is acceptable, in
which form it should be presented and how to repay the favor, differ and
inexperienced givers are always prone to a certain risk. We can say, that
generally, gifts are exchanged the more often, the more the relationship is
based on personal contact and mutual trust. In Asian, Arab and Latin
American countries establishing of cooperation or the signature of
a contract can hardly be imagined without the exchange of a rather costly
present and an eventual faux pas may have a pretty unpleasant impact
on the overall outcome of the negotiation. Europeans are more reserved
in this sense — presents are not obligatory and are usually more modest,
nevertheless, this does not mean that they do not have their place in
business relationships. When invited to our partner’s home we should
send the hostess some flowers and bring a present for both the host and
the hostess. In many countries you should even bring a treat or at least
some sweets for their children. When in doubt what to give to foreign
business partners it is always good to choose something relevant to your
country — especially high quality local products with a good reputation in
the world. Most authors indicate that alcohol is not a suitable present.
However, practice shows that (apart from Muslim countries) alcohol
makes part of many gift items. Times change and nowadays alcohol is
permissible even as a present between women. It should, however, be of
high quality. As to the time and place of exchanging gifts different rules
apply in different countries. In most European countries it is polite to
unwrap the gift; in Asia, on the other hand, gifts are never unwrapped in
the presence of the giver. Gifts should not be overly costly, especially if we
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are aware of the fact that the other party cannot match it (if we cannot
reciprocate the present it is better to return it politely), or of overly
personal nature.

In conclusion it is safe to say that the Czech Republic has gone a long
way in this area over the last years despite some persisting deficiencies.
Business people and managers have come to appreciate the importance
of abiding by the rules of business protocol and realize that it is in their
own interest. Practice shows that the knowledge of business protocol and
adhering to its rules enables business people and managers to achieve
smooth and swift advance along their career path. The mere knowledge of
these rules unaccompanied by other skills indispensable for professional
growth is not enough. Albeit their reliable appearance, perfect manners
and fitting attire a business person will hardly amaze their partner unless
they profess due education in the sphere of their activity. Business
protocol should, thus, be perceived as a kind of tool on the
uncompromising field of business or even better, as an advantage to be
used against those who underestimate it.

In the Czech Republic it is in the context of small and medium-sized
companies that we encounter greatest want for improvement in the area
of etiquette and problems related to inappropriate conduct and behavior.
It is usually the new employees who are ignorant of business protocol and
the specifics in the behavior of foreign business partners. In fact, big
companies and corporations often have binding ethical codices and their
employees have been undergoing special courses and trainings for several
years now. The employees of state administration have also undergone
a series of courses. When dealing with the smaller of the Czech companies
some of the more experienced employees of big foreign corporations tend
to act in a patronizing way and openly indicate their lack of adherence to
etiquette to them.
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Abstract

The general aim of this paper is to identify and address the problems of
culture shock experienced by foreign students in Poland in their first
settlement years. The author elaborates on how a business college can
assist foreign students to acquire business and management competencies.
Foreign students in Poland experience various level of culture shock during
their settlement year. Reaction to weather/climatic differences, language
barriers, colour of skin, dressing styles, different interpretation of
communication messages, adjusting to importance of schedule, to new
rules and regulations and governmental policies, relationship differences
can cause culture shock. Effective management of culture shock can help
in making a foreign country a place to effectively study, acquire
competencies and succeed. Culture shock experiences are usually
inevitable. Internalizing the right mindset to face it with proper education
management approaches are the first steps to effectively deal with its
challenges to jointly benefit foreign students and their chosen university.

Key words: culture shock, education management, internationalization
process, social competencies, tourism, service management

1. Introduction

There are six imperatives to better understand why intercultural
communication management is very important. These imperatives
according to Martin & Nakayama include;

¢ The self-awareness imperative involves increasing understanding of

our own location in larger social, political, and historical contexts.
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e The demographic imperative includes the changing domestic and
international migration-raising questions of class and religious
diversity.

¢ The economic imperative highlights issues of globalization and the
challenges for increased cultural understanding needed to reach the
goal market.

¢ The technological imperative gives us increasing information and
increased contact with people who are similar and different from us.
Increased use of communication technology also raises questions
about identity and access to these technologies.

¢ The peace imperative involves working through issues of colonialism,
economic disparities, and racial, ethnic, and religious differences.

¢ The ethical imperative calls for an understanding of the universalist,
relativist, and dialogue approach to ethical issues [9].

As global competition intensifies, it is becoming necessary for
organizations to establish strong intercultural relationships with
a culturally diverse set of employees, inter-organizational partners as well
as customers. In order to manage these relationships effectively,
organizations need a means to understand and improve global
intercultural communications. The complexity of intercultural
communications requires management to understand the nature of
domains of global relationships and the level of complexity when
attempting to communicate with multiple partners having unique national
and organizational cultures [7].

‘Value dimensions’ and ‘personality traits’ as the two major strands of
literature at best only partly embrace the actual problems emerging in
business and management encounters, how these encounters are
perceived and how and why managers and staff react in specific ways that
either help to solve the interaction problems and to achieve desired goals.
When we put these strands into perspective of the Yolles SVS model and
also consider the [2] decision theory, then we have to note that not only
beliefs and knowledge (about prevailing rules, available solutions and also
stereotypes), but also personal interest and organizational goals have an
influence on actual decision making and consequently on behaviour. We
may expect that patterns of behaviour to some extent are influenced by
culture and traits, but that individual behaviour also may deviate from
such patterns depending e.g., on personal interest. We also have to expect
that behaviour might change in course of the process of interaction with
others, because feedback and reflection processes make change
worthwhile in the light of personal or organizational interest.

Nevertheless, in cross-cultural encounters it is of importance or at least
worthwhile to know the local flavour of patterns of behaviour. Some
scholars who attach high importance to detailed knowledge of local
behavioural appearances do not shy away from being eventually accused,
that they might produce only stereotypes [4].
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Behaviours of individuals is difficult to predict because it is basically
driven by personal interest and by expectations how a counterpart
possibly would react, all these embedded in the concrete context of
action/interaction patterns. ‘An acting person is always considering
possible views and judgments of their counterparts as well as own
experiences and assumed experiences of others. The reacting person
always will consider the context and the desirability or necessity to
achieve a consensus with a specific partner and also the norms of
judgement depend to some extent on values of a given group. Thus, we
may expect that within a given culture certain patterns of behaviour
emerge, which can be traced back to values (societal culture dimensions),
context (e.g., organizations, universities, etc) and memory (traditional
modes and norms of behaviour in a given culture and context). Even if
values would be the same, typical patterns of behaviour can be different
in different cultures because a specific convention, but both are exclusive
to each other, e.g., driving on the right hand side or left hand side in the
streets. Thus, we may not be able predict the behaviour of individuals,
but we may be in a position to predict certain collective patterns of
behaviour [4]

Managing the differences between cultures has long meant handling
sources of conflict, friction or miscommunication [11]. Described cross
cultural management as seen in the literature of the 90s, when no
internationally operating firm, no manager however experienced in
international business, can ever escape from the possibility of
misjudgement, misperception and mistakes in handling the complexity of
cultural relationships with customers, suppliers and stakeholders.
Culture was treated as a barrier to interaction and an all-pervading source
of confusion, that can ruin a partnership that otherwise makes perfect
economic sense [5], that can lead to management frustration, costly
misunderstandings and even business failures [8]. This crazy quilt of
cultures and languages [12] causes culture shock- a psychologically
disorienting experience [4], which combines a sense of being subverted
by foreigners’ [6]. Intercultural blunders were highlighted, ignoring the
importance attached to achieving the common goal [1].

The benefits of international tourism service cannot be
underemphasized. These benefits could range from career development,
intercultural competence, psychological support, etc. International
volunteering and service programs have been designed by schools to help
foster the essence of intercultural integration among young people.

Indeed, the ideal impact of IVS in the eyes of journalists and academics
alike tends to spin around the notion of effective help or development aid,
a notion that emphasizes “service delivery, and knowledge, skill, and
technology transfer” [10]. Certainly, to provide development aid and
humanitarian relief is the main goal of countless IVS programs, but rarely
is it the only one. Usually there is more of a — not always consistent — mix
and overlap between this and another main goal: the building of
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international understanding, whose “emphasis is on international
experience and fostering cross-cultural skills and tolerance, global
awareness and international solidarity, civic engagement, personal
development, and international peace” [10].

2. Problem formulation

For a foreign student in Poland who is new to the administrative affairs
and different ways of living in a foreign country, culture shock can cause
his education being hampered in their first settlement year. This may
result in educational and social problems affecting his future studies.
Culture shock can be a result of many things such as not understanding
instructions given in native language/ in case the program or service is
not available entirely in English. Lack of knowledge of local language,
culture and administrative laws can result in late responses to urgent
letters sent by government offices. In case of students from out of EU
requiring visa and subsequent government permits to study the inability
to obtain a new student visa during studies may result in deportation
procedures. Additionally inability to get proper medical insurance may
result in serious financial problems should a medical emergency arise.
These issues can often lead to students being threatened by government
to have them ejected from the country There are no efficient
communication means between foreign students and government offices.
In Poland government workers fail to effectively communicate necessary
information to foreign students in English. At the same Ministry of
Science and Higher Education official website encourages foreign students
to consider Poland as a place to study. From the official ministry website
[14] Minister Professor Barbara Kudrycka states “I would like to introduce
a comprehensive offer of higher education schools in Poland. Here, all the
Polish public and non-public higher schools are presented. They conduct
the tertiary-level education according to current standards of teaching
and proper quality criteria. Studying in Poland may be a chance for
receiving solid education and can thoroughly prepare for entering the
labour market and may be a good basis for initiating personal success. It
is also a unique possibility to meet outstanding intellectual authorities.
Studying in Poland is a fascinating adventure of life and learning in
a country of significant history and great aspirations.”

The schools either are not making the situation any better, despite the
fact that some of them have got previous experience with foreign students.
They still have vital information posted in native language and not
translated to English, even if program is offered in English. The foreign
students are therefore most time left alone in dealing with their culture
shock. Some also suffer from their own ignorance. Students must deal
with culture shock and numerous queries from school authorities,
lecturers re: lectures not attended and project deadlines not being met. All
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these leave foreign students discouraged and disappointed as they keep
getting poor grades. This may lead them into intentionally breaking
obvious rules and regulations, engaging in physical confrontations (fights)
with each other and many arguments, lack of respect for the new culture
and for the natives of the country which is caused by the frustration
related to their cultural shock experiences in Poland.

Due to the language barrier, foreign students find it difficult to get part-
time jobs during summer vacations to help sustain themselves and take
care of their financial demands or run a business effectively even after
graduation. The governmental policies are not supportive toward foreign
students. Foreign students therefore find it difficult to integrate
themselves fully into new society and interact effectively and efficiently
with the natives. Therefore they can not positively impact their new
society.

To illustrate this situation from the foreign students’ point of view the
author presents excerpts from an essay written by a Business
Management student of Poznan University College of Business on his
cultural shock experiences in Poland.

3. Culture shock - My Experience

(Nigerian student of Business Management in Poznan University
College of Business, Poland, 2007)

Culture shock is a term used to describe the anxiety and feelings (of
surprise, disorientation, confusion etc) felt when people have to operate
within an entirely different cultural or social environment such as
a foreign country. I am a Nigerian, an African and I came to Poland for
study on the 18t of March 2007 and will narrate my experience of ‘culture
shock’.

Language barrier: Poland is a non English-speaking European country,
the official language here is Polish which is what is spoken predominantly;
this constitutes one of the first ‘Culture Shock’ I experienced. At the
airport, the Tmmigration’ officials could converse somewhat in English so
I didn’t encounter much of a challenge there. However the Cab driver
couldn’t speak English, the person who picked me up from the airport is
a Nigerian as well and didn’t speak much of Polish but was able to get
around through short sentences and phrases, we couldn’t interact at all
with the driver till we got to our destination and that was it. At the ‘Potter’s
lounge’, my friend was able to get me registered and got keys to my room.
Although the workers there didn’t speak English he was able to make up
deficiencies in his ability to communicate through demonstrations. This
was funny to me to say the least. However with time I would eventually
adapt similarly in order to be able to survive in a culture where I didn’t
speak the predominant language. Good enough I had a Portuguese flat
mate who could speak English so communication with him was not
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a problem. However, most students living in the hostel couldn’t speak
English so interaction and establishing relationships was hardly possible.
I got embarrassed a couple of times when I asked people for one help or
the other, complimented them or attempted to start up some conversation
and they couldn’t understand what I said. Similarly people around the
hostel and on the streets did attempt to communicate with me in Polish
at times to no avail. As I began to pick up a few Polish words, I made sure
I didn’t forget the word ‘nie rozumiem’ which means ‘I don’t understand’
as it was of help in cutting short encounters where language barrier
impeded interaction. Because of my inability to speak Polish, I had to be
accompanied with interpreters each time I went to government offices for
one thing or the other, including finding an apartment. The language
barrier nearly cost me my apartment because my landlady was bothered
by the fact that she couldn’t communicate with me and some issues she
would have brought up lingered when she couldn’t reach my friend , that
usually helps with the interpretation that one morning she wrote me
a ‘quit notice'.

Social Disposition of the People: A couple of things about the social life
in Poland were a surprise to me. For instance, in my country, although
there are smokers, you don't find people smoking all over the place. People
hardly smoke in public places, although they did at specific drinking and
eating places. Also, females hardly smoke in my country and finding
similar number of males as females smoking was rather surprising. Also
the drinking culture here is more aggressive. Although drunken people
do stagger down the streets speaking incoherently and smelling of alcohol
in my home country, I didn’'t expect to find that in Europe and it was
a shock to me. Public display of affection such as people kissing their boy
or girlfriend or spouse, caressing etc at tram stations and in the presence
of ‘everybody’ was a surprise to me as well. I also discovered that partying
is very common among the young people. The kind of music Polish people
dance to and their way of dancing (of course with drinking and smoking)
is more aggressive than anything I've ever known. It was surprising to me
as well when several times I could be the only black person in a tram or
the only black person in view in a given area. I realize that some people
are surprised at times to see a black person and want to take another
look. Some times people have come close to start a conversion, touch me
or want to take a photograph with me. However it is my experience that
most Polish people are not so outgoing, they would not easily greet
a stranger on the street or in a given place, they like to keep to themselves
and ‘mind their own businesses. This is different from the usual nature
of social interaction I have been used to.

Food: Here in Poznan there are no shops were one could buy materials
to prepare common African delicacies and having to embrace an entirely
different menu has been challenging. Sometimes when I go to the shops
some of the foodstuff look strange to me that I don’t even want to give them
a try. There was a time I went out with a Polish friend to a local restaurant
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and had to eat the local food, it was not as bad as I thought although I had
a hard time finishing the soup. Ihave had to eat whatever is available and
improvise with some available food stuff that could be prepared in ways
similar to my local delicacies. For instance, there is no ‘Garri’ in Poznan but
‘Kasza Manna’ could be prepared as an alternative that could be swallowed
with soup. Some of the Polish people have been amazed at how differently
we use their ‘Kasza Manna’. I once had problems with my landlady as she
complained that I spent so much time in the kitchen because our kind of
food takes longer than the Polish ones. I have had to adjust and adapt my
cooking and eating in a number of ways.

Dressing: I came with a number of clothes from Nigeria which I hardly
wear except during summer because there is a different weather here and
people dress according to the weather in a particular season.

Transportation: Moving about in trams as a means of transportation
was new to me although I'm of the opinion that it is a cheap and organized
means of transportation. In Nigeria, motorbikes are popular as a means
of transportation and the bikes usually drops one off at the desired
destination. However here we have to do quite some trekking everyday to
and from the tram stations and to ultimate destinations depending on
how far it is from the tram station, this is good for the health.

From a close observation and personal experience as a foreign student,
cultural shock experienced in Poland by foreign students which can lead
to possible frustration can include Language barrier, inconsistent and
extremely hazardous weather conditions, racism, totally different culture
and different behavioural attitudes on the side of the natives of Poland.
There are also different information and communication perception which
can easily lead to misunderstanding of motives and conflict. These
cultural differences and shock encountered by foreigners and foreign
students needs effective management and assistance for foreign students
to be able to live and study comfortably in Poland.

Problem Solution: Effective management of cultural shock and the
frustration it brings with it can help in making a foreign country a place
to live in and succeed. Cultural shock experiences are usually inevitable
and getting the right mindset to face it, is the first step to effectively
managing and effectively deal with its challenges

Below are some innovative ways on how a business university college
can help its foreign students effectively manage their cultural shock they
face in first settlement year in Poland.

Poznan University College of Business / www.pwsb.pl/ is a private
undergraduate institution founded on 3 October 2001. It was established
in accordance with the provisions of Poland’s National Education Act, 29
June 1997. Having been fully accredited by the Polish Ministry of National
Education and Sports, this business college has been entered into the
National Registry of Private Higher Vocational Institutions. It meets all
European union (EU) standards for awarding bachelor degrees.
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Poznan University College of Business (PUCOB) offers an English
language Bachelor of Arts in Business Management in response to the
changing needs of employers and markets in the European Union and the
world. Its international student body in the heart of Europe reflects trends
toward a globalized intercultural business environment where English has
become a language of choice. The college’s curriculum is focused on the
skills and knowledge students need for success.

PUCOB has a diversity of international students from Canada, United
States, Nigeria, France, Turkey, Czech Republic, Spain, Sweden,
Germany, Belarus, Zimbabwe, China, India and Ghana. This business
university college is known for its diversity and is learning how to
effectively manage its international students and help them go through
their cultural shock experiences in their first settlement year in Poland.
The college organizes a list of activities to help its business students
acquire business and management competences, intercultural
communication skills in their first settlement year while they are
undergoing cultural shock.

¢ Such activities include;

e Social gatherings for students/2007-present/

¢ International awareness seminars/ 2008-present/

¢ Periodic intercultural events/2007-present/

¢ Fellowship (Polish-Canadian Club)/2007-present/

¢ International Business Club

¢ Psychologists of Business Club

e Formal and informal counseling for foreign students to manage

culture shock especially for out of EU students

¢ Assisting students in finding appropriate and affordable access to

health care, social and government services

4. Social gatherings for students

This could be organized by the university or by its students’ union
association. The purpose of this gathering among students has unlimited
benefits not just for the students alone but also for the university as its
students get to be more integrated amongst themselves. This opportunity
for students’ periodic meeting can be an avenue for foreign students to get
closer to the natives and fellow colleagues from the country. They can
make new friends who can help advise them how to effectively better
adjust and ease the culture shock they are experiencing. Information can
be translated form native Polish into English and interpreted if necessary
for their foreign colleagues. Students can also learn from each other.

These gatherings can mutually benefit natives and foreign students in
resolving intercultural communication issues allowing both sides to gain
new managerial competencies needed in their future jobs.

PUCOB/Poznan University College of Business/ has an annual camp
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trips organized for its students to have fun together. It creates a platform
for students to interact with other international students, to build their
self-confidence, intercultural communication competences, social
competences, new skills, share ideas and explore thoughts. “All work and
no play make Jack a dull boy”. By introducing fun into an educational
environment, students tend to learn more practically by association with
international colleagues, than just by learning theoretically in the
classrooms. They are becoming more integrated amongst themselves and
this introduces feelings of acceptance and cooperation.

Intercultural awareness and introduction to Poland seminars: These
seminars are organized by the university college authorities for its foreign
students to let them know more about their new environment and get them
familiar with basic rules and regulations. This is the first step university
college should take in helping its foreign students cope with cultural shock.
These seminars can be introduced as the Introduction to Poland weekly
seminars for all first year foreign students. Foreign students need to be
aware of basic rules governing their new environment as these differ greatly
from the rules in their local country. Understanding basic rules and
knowing important offices and website to get first-hand information is very
vital for foreign students as some simple and obvious mistakes can be
avoided. Universities and colleges should also make guides available which
can include guide to Poland pamphlets, road maps, leaflets containing
information about the local facilities and addresses of important offices for
foreigners, transport schedules and web pages where important and basic
information can be accessed. Foreign students, when equipped with these
information will find their new environment more interesting to live and
study. They can even recommend their university to friends abroad. The
expected results of these measures will be better foreign students’ academic
performance as they cope with their adjustment year more effectively.

Periodic Intercultural Events: Periodic intercultural events where
different cultural communities and countries are represented in a school
joint intercultural event allow students sharing some interesting things
about their individual countries. Example of such intercultural events
titled “Entrepreneurship Incubator” was organized by PUCOB in
partnership with the student internationally known student body AISEC
(Association Internationale des Etudiants En Sciences Economiques et
Commerciales/ International Association of Students in Economics and
Management) in PUCOB in 2007.

The event had two main goals: to create entrepreneurial attitude
among young people and educate them against racism. The activities of
the event involved different intercultural presentations and
communications by the countries represented during the event, different
intercultural exhibitions, seminars and workshops and people from
community and other colleges and universities in attendance. The event
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was undoubtedly very educating and interesting as students from
different cultural backgrounds came together to meet, make new friends
and learn from each other interesting things about their cultures and
their respective countries.

The stigma of cultural shock could be managed and minimized as
foreign students are able to talk more about their cultural backgrounds
and see people who are willing to hear and accept their creative thoughts
and ideas and also hear others and learn about different cultures.

Fellowship (Polish-Canadian Club) and interests groups such as
Psychology of Business and Finance clubs: University College organized
fellowships and clubs for its students where issues are explored and ideas
share is a practical way to bring foreign and native students together to
learn in an internationally supportive environment. Polish-Canadian Club
formed in 2005 in Poznan under the supervision of Canadian teacher with
Polish roots. It has grown in diversity as it now has members from four
continents of the world. A lot of issues are discussed in this arena which
has helped to practically develop students’ intercultural communication,
management competences and skills. Topic of discussion includes;
multiculturalism in Canada and its effect on the society, economics and
socially related issues, governmental policies in Poland and how it affects
international students, constructive means of having better living and
studying conditions made available for international students in Poland,
educational issues and how to make learning better and improved in their
local college and possibilities of gaining further education in North
American and EU colleges and universities.

5. Conclusion

These events will likely increase students’ intercultural awareness and
equip them to better deal with effects of the culture shock while they gain
their management knowledge and intercultural competences. There is
also a need of an intercultural communication and awareness training for
college and university teachers and government workers especially those
dealing with foreign students.

The author would like to express appreciation to Poznan University
College of Business Chancellor Tomasz Sworowski for the ongoing
sponsorship of this research, students council foreign representatives for
the time spent providing information, foreign students of PUCOB for the
time spent on essays on intercultural communication shock and
challenges they faced, and especially Mr Chibuike Wogu graduate of
management studies from the above college for final interviews
preparation and students’ essay selection assistance and also
commitment to putting together various research parts together.
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Abstract

The article deals with the tourist destination attractiveness on the inter-
national tourism market. Its objective is to evaluate and compare the Slo-
vakia and Czech Republic tourist destination attractiveness for European
francophone countries from different points of view. According to the re-
search results, Czech Republic is, in term of tourism supply as well as in
term of demand, more attractive tourist destination for francophone mar-
ket then Slovakia.

Key words: tourist destination attractiveness, Czech Republic, European
francophone market, Slovakia.

Abstrakt

Clanok sa zaobera pritazlivostou cielového miesta na medzinarodnom trhu
cestovného ruchu. Jeho cielom je zhodnotit a porovnat atraktivnost Slo-
venska a Ceskej republiky ako cielovych miest cestovného ruchu pre oby-
vatelov eur6pskych frankofénnych krajin. PodIa vysledkov vyskumu je Ces-
ka republika z hladiska ponuky cestovného ruchu, ako aj z hladiska dopytu,
atraktivnejsSim cielovym miestom pre frankofénny trh ako Slovensko.
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1. Ovod

Stat ako ciel cestovania a pobytu 0séb v cestovnom medzindrodnom
ruchu je samostatnou funkéne homogénnou tizemnou jednotkou s pres-
ne definovanymi hranicami, stalym obyvatelstvom, vladou a schopnostou
vstupovat do vztahov s inymi Statmi, ktora je sposobila poskytnut pod-
mienky na rozvoj cestovného ruchu. Slovensko a Ceska republika ako cie-
Iové miesta patria do makroregionu cestovného ruchu Eurépa, resp. do
subregionu strednej a vychodnej Eurépy. Disponuju zna¢nym potencia-
lom cestovného ruchu (najméa pestrou primarnou ponukou), ktora laka
predovsetkym obyvatelov susednych Statov. Aby sa lepSie uplatnili na trhu
medzinarodného cestovného ruchu, snaZzia sa uputat pozornost a stat sa
atraktivnymi aj pre obyvatelov zapadnej Eurépy.

2. Atraktivnost cielového miesta cestovného ruchu

Atraktivnost cielového miesta moZno vymedzit ako schopnost cielové-
ho miesta vzbudit zaujem, pritiahnut navstevnikov a uspokojit ich dopyt.
Ide o komplexné vyjadrenie pritazlivosti tizemia (kontinentu, S§tatu, regio-
nu, strediska) vo vztahu k rozhodovaniu navstevnikov v cestovnom ruchu
o cieli ich cestovania a pobytu. V odbornej literature sa atraktivnosti v ces-
tovnom ruchu venuje pozornost uz od druhej polovice 20. storocia. Na-
priek tomu, Ze dodnes neexistuje jednotny model merania atraktivnosti,
mnohi autori sa snazia identifikovat pritazlivost cielového miesta a ¢ini-
tele, ktoré najviac rozhoduju o tom, ¢i dany trh povazuje urcité tizemie za
mozny ciel svojej cesty. Atraktivnost pritom nezavisi len od charakteris-
tik tizemia a jeho obyvatelov, ale aj od osobitosti kultur jednotlivych vy-
sielajucich krajin (cielovych trhov).

V dostupnej literatiire najdeme rozne pristupy ku skiimaniu atraktiv-
nosti ciefového miesta cestovného ruchu. Je mozné ju hodnotit tak z hla-
diska ponuky, ako aj dopytu. Obidva aspekty pritom umoznuju objektiv-
ne aj subjektivne skuimanie skutocnosti. Pri objektivhom skumani
atraktivnosti cielového miesta cestovného ruchu je mozné uskutoc¢nit prie-
storovu aj ¢asovi komparaciu udajov, pri subjektivnom skiimani moZe-
me atraktivnost cielového miesta hodnotit len k danému okamihu. Na za-
klade spolo¢nych znakov méZeme teda vymedzit Styri zakladné pristupy
ku skumaniu atraktivnosti tizemia disponujtuiceho potencialom cestovné-
ho ruchu (geograficky, ekonomicky, prezenta¢ny, perceptivny) (tabulka
1), ktorych kombinaciou sa dosiahne komplexnejSie viacrozmerné hod-
notenie atraktivnosti cielového miesta pre konkrétny segment potencial-
nych navstevnikov.
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Tabulka 1
Pristupy k hodnoteniu atraktivnosti cielového miesta
cestovného ruchu.

Objektivne hodnotenie c

E Geograficky pristup Ekonomicky pristup ’('dg

E ukazovatele: pocet, vyznam ukazovatele: tidaje o vyuZivani E

o a priestorové rozmiestnenie cielového miesta navstevnikmi, é‘

'g jednotlivych prvkov ponuky ukazovatele ekonomického e
g 8 cestovného ruchu hodnotenia cestovného ruchu % o
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Atraktivnost cielového miesta hodnotena na zaklade geografického pri-
stupu berie do tivahy objektivne tidaje o vybranom prvku (alebo viacerych
prvkoch) ponuky cestovného ruchu - pocet, vyznam a priestorové roz-
miestnenie zvolenych premennych (napriklad historickych pamétihod-
nosti, ubytovacich zariadeni ap.) [1].

Prezenta¢ny pristup ku skiimaniu atraktivnosti cielového miesta hod-
noti, ako sa ponuka tizemia subjektivne prezentuje na relevantnom trhu
cestovného ruchu (napriklad prostrednictvom kniZznych turistickych
sprievodcov, webovych stranok, propaga¢nych materialov ap.).

Atraktivnost cielového miesta podla ekonomického pristupu posudzu-
je objektivne tidaje o vyuZivani cielového miesta dopytom (napriklad prie-
merny pocet navstevnikov, pocet ich prenocovani, dlzka ich pobytu) ale-
bo o ekonomickom zhodnoteni cestovného ruchu v cielovom mieste
(napriklad prijmy z cestovného ruchu, zamestnanost v cestovnom ruchu).
Rozhodujuci je realizovany dopyt ako prejav skutoéného zaujmu o cielo-
vé miesto [7].

Atraktivnost cielového miesta podla perceptivneho pristupu sa hodno-
ti podla toho, ako vybrany cielovy trh subjektivne vnima dané cielové
miesto. Ide o ,kombinaciu relativneho vyznamu individualnych uzZitkov
jednotlivcov a vhimanej schopnosti cielového miesta poskytnut individu-
alne uzitky" [2]. Skimaniu vnimanej atraktivnosti cielového miesta ces-
tovného ruchu teda musi predchadzat identifikacia vah kritérii, ktoré pod-
Ia vybranej cielovej skupiny najviac ovplyviiuju pritazlivost tzemia
vo vztahu k rozhodovaniu o cieli cestovania a pobytu daného trhu.

PodlIa teoretikov cestovného ruchu majuii niektoré kritéria ovplyviiujuce
atraktivnost cielového miesta univerzalny vyznam, t. j. ich vplyv na atraktiv-
nost cielového miesta je rovnaky bez ohladu na motiv cestovania a pobytu
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navstevnikov mimo miesta ich trvalého bydliska. Viaceri autori sa zhoduju
v tom, Ze k nim patri predovSetkym krasa prirody a klima, pripadne aj tiro-
ven cien, resp. vySka vydavkov navStevnikov na pobyt v cielovom mieste.

3. Ciel, material a metodika skimania

Cielom state je zhodnotif a porovnat atraktivnost Slovenska a Ceskej
republiky ako cielovych miest cestovného ruchu pre obyvatelov vybrané-
ho trhu.

Dovodom komparacie atraktivnosti Slovenska s atraktivnostou Ceskej
republiky je ich poloha v strede eurépskeho kontinentu, bezprostredna
blizkost, neexistencia jazykovych bariér pri ziskavani sekundarnych zdro-
jov informacii, porovnatelnost Statistickych tidajov a ich dostupnost, ale
predovSetkym spolo¢na politickd minulost, ktora je motivom ¢astého po-
rovnavania socio-ekonomickej situacie obidvoch krajin. V minulosti boli
obidve krajiny stiastou jedného Statu a starSie generacie obyvatelov eu-
ropskych Statov ich dodnes vnimajui ako sti¢ast byvalého celku.

Atraktivnost Slovenska a Ceskej republiky sa v stati skiima na prikla-
de obyvatelov eur6pskych frankofénnych Statov — Belgicka, Franctzska,
Luxemburska, Svaj¢iarska, ktori tvoria priblizne 11 % z celkového pocétu
Eurépanov a vzhladom na vysoku Zivotnu tiroven, ako aj intenzitu cesto-
vania (cestovného ruchu sa zucastriuje 74 azZ 90 % obyvatelov) predsta-
vuju nemaly potencial. Monako ako mestsky Stat sa vzhladom na pocet je-
ho obyvatelov v stati neberie do tivahy.

Obyvatelia eurépskych frankofénnych Statov su sebavedomi indivi-
dualisti. St hrdi na krajiny, v ktorych Ziju a potrpia si na gastronémiu.
Dominantnym motivom ich cestovania je oddych. Pri vybere ciela ich ces-
tovania a pobytu sa ¢asto spoliehaju na odportcania tych, ktori cielové
miesto uz navstivili, ako aj na internet. Cestuju najma v lete, do eur6p-
skych krajin, a to predovSetkym vlastnym automobilom alebo letecky.
Navs$tevuju najmé susedné Staty. Cast Belgi¢anov a Franctzov viak da-
va prednost aj relativne neznamym cielovym miestam, vyZaduju vS8ak
o nich dostatok informacii. Kym Belgi¢ania v dlhodobom cestovnhom ruchu
preferuju hory, Franciizi naopak mesto. Vydavky obyvatelov frankofén-
nych krajin na cestovny ruch st pomerne vysoké, doéraz vSak kladu na
priaznivy vztah kvality a ceny poskytnutych sluzieb. Cestu si zvyknu or-
ganizovat individualne, pri cestovani do zahranicia sa ale niektori radsej
spolahnui na sluzby cestovnych kancelarii, ktoré im umoznia porovnat ce-
ny pobytu v roznych cielovych miestach. Cestujii najma mladi Iudia bez
zavazkov, avSak ani cestovanie seniorov nie je ni¢im vynimo¢nym.

Pri skiimani atraktivnosti cielovych miest na zaklade geografického pri-
stupu (zameraného na ponuku) sa pouziju sekundarne zdroje udajov Sta-
tistického uradu Slovenskej republiky, Ceského statistického uradu a Eu-
rostatu. Z dévodu transformacie Statistickych zistovani a dostupnosti
informacii sa budii dané tidaje analyzovat od roku 2000 do roku 2008. Pri
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objektivnom hodnoteni atraktivnosti Slovenska a Ceskej republiky ako
cielovych miest z hladiska ponuky pre eur6psky frankofénny trh sa v sui-
lade s teériou pozornost zameria na jeden prvok ponuky cestovného ru-
chu - ubytovacie zariadenia. Vychadza sa z predpokladu, Ze ubytovacie
zariadenia su nositelom ponuky cestovného ruchu, ktorého rozsah, struk-
tara a rozmiestnenie zavisi od polohy cielovej krajiny, jej spoloc¢enskych
predpokladov pre rozvoj cestovného ruchu, kvality, kvantity a dizky vyu-
Zivania primarnej a sekundarnej ponuky pocas roka, a ktorému sa spat-
ne prisposobuje ¢ast primarnej a sekundarnej ponuky v cielovom mieste.
Atraktivnost cielovych miest na zaklade geografického pristupu sa bude
hodnotit prostrednictvom tidajov o poé¢te, Strukture, kapacite, priestoro-
vom rozmiestneni a hustote ubytovacich zariadeni vyjadrenej poc¢tom uby-
tovacich zariadeni, resp. podla metodiky Eurostatu poc¢tom stalych miest
(stalych 16Zok a miest na volnej ploche) na 100 km? tizemia. Predpoklada
sa, Ze cielové miesto je tym atraktivnejSie, ¢im je hustota ubytovacich za-
riadeni, resp. poctu stalych miest v ubytovacich zariadeniach vac¢sia. Hus-
tota ubytovacich zariadeni, resp. poctu stalych miest v ubytovacich zaria-
deniach hodnotenej cielovej krajiny sa bude nasledne komparovat
s priemernou hustotou ubytovacich zariadeni referenénych krajin — Statov
VysSehradskej Stvorky, ktoré majuii porovnatelnt polohu a spolo¢enské pod-
mienky pre rozvoj cestovného ruchu ako Slovensko, resp. Ceské republika.
Pri hodnoteni atraktivnosti cielového miesta podla geografického pristu-
pu sa pouziju ukazovatele trovne atraktivnosti ciefového miesta uag; a Gag,
ktoré percentudlne vyjadruju, do akej miery zodpoveda hustota verejnosti
pristupnych ubytovacich zariadeni, resp. stalych miest vo verejnosti pri-
stupnych ubytovacich zariadeniach daného cielového miesta priemernej
hustote verejnosti pristupnych ubytovacich zariadeni resp. stalych miest vo
verejnosti pristupnych ubytovacich zariadeniach referenénych krajin.

(1)
vz 00

Ohyy*
kde tiag) Ghyy* je troven atraktivnosti cielového miesta podla geografického pri-
stupu,
hyyz — hustota verejnosti pristupnych ubytovacich zariadeni cielového miesta,

L'Lagl =

— priemerna hustota verejnosti pristupnych ubytovacich zariadeni referené¢nych
cielovych miest.

n (2)
lage=_—""__ . 100
@hsm*
kde tiag je uroven atraktivnosti cielového miesta podla geografického pristupu,
hg,,, - hustota stalych miest vo verejnosti pristupnych ubytovacich zariadenia-

chcielového miesta,
Ohg,,* — priemerna hustota stalych miest vo verejnosti pristupnych ubytovacich

zariadeniach referenc¢nych cielovych miest.
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Hodnoty ukazovatelov tirovne atraktivnosti cielového miesta podla geo-
grafického pristupu tay, a Gay, sa nasledne interpretuju podla tabulky 2.

Tabulka 2
Interpretacia hodnét ukazovatelov drovne atraktivnosti
cielového miesta.
Slovné hodnotenie atraktivnosti Interval percentualnej hodnoty
cielového miesta ukazovatelov irovne atraktivnosti
cielového miesta
velmi neatraktivne <0; 30) = {ua | 0 <ua < 30}
neatraktivne <30; 50) = {ua | 30 < uia < 50}
malo atraktivne <50; 70) = {ua | 50 < tia < 70}
silno atraktivne <70; 90) = {ua | 70 < tia < 90}
velmi silno atraktivne <90; )={ua<90}

Zdroj: Vlastné spracovanie.

KedZe s rozvojom cestovného ruchu sa v cielovych miestach zvySuje
staticka kapacita ubytovacich zariadeni, relevantnej$im ukazovatelom pri
hodnoteni atraktivnosti cielovej krajiny na zaklade geografického pristu-
pu je uroven atraktivnosti cielového miesta tiay,, ktora berie do tvahy po-
¢et stalych miest vo verejnosti pristupnych ubytovacich zariadeniach.

Pri skimani atraktivnosti Slovenska a Ceskej republiky ako cielovych
miest pre eurépske frankofénne Staty na zaklade ekonomického pristupu
(zameraného na uspokojeny dopyt) sa pouzijii sekundarne zdroje infor-
macii o pobytovej Statistike zo Statistickych uradov Slovenska, Ceskej re-
publiky a Eurépskej tinie. Atraktivnost cielovych miest na zaklade ekono-
mického pristupu sa bude hodnotit prostrednictvom poc¢tu navstevnikov
z eur6pskych frankofénnych Statov v slovenskych a ¢eskych komerénych
ubytovacich zariadeniach, poc¢tu ich prenocovani, priemernej dizky poby-
tu a navrhnutych koeficientov atraktivnosti cielového miesta ka,; a ka,,
ktoré beru do uvahy velkost (potencial) vysielajuceho trhu, a tak umoz-
nuju porovnavat atraktivnost cielovych miest z hladiska uspokojeného do-
pytu roznych vysielajucich statov. Cim su hodnoty danych ukazovatelov
vysSie, tym je hodnotené cielové miesto pre dany vysielajuci trh atraktiv-
nejSie. Koeficient ka, vyjadruje podiel populacie vysielajucich Statov, kto-
ra v priemere ro¢ne navstivi dané cielové miesto. Ak sa koeficient rovna
alebo je vyssi ako 100 %, znamena to, Ze v priemere kazdy obyvatel vysie-
lajuceho trhu minimélne raz ro¢ne navstivil cielové miesto.

ani
. 100

Po; 3)
kde ka; je koeficient atraktivnosti cielového miesta cestovného ruchu z hladiska
uspokojeného dopytu vybranych vysielajtcich Statov,
2> Pn; — pocet navstevnikov cielového miesta z vysielajiiceho trhu za obdobie i,

Po; — pocet obyvatelov vysielajuceho trhu za obdobie i.

kal =
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V pripade pobytu navstevnikov vo viacerych ubytovacich zariadeniach
v ramci cielového miesta vSak dochadza k viacnasobnému zapocéitaniu
navstevnikov. Koeficient ka, pritom neberie do uvahy diZku pobytu
navstevnikov v cielovom mieste, ktora rovnako vypoveda o atraktivnosti
navstiveného cielového miesta. Relevantnej$im ukazovatelom pri hodno-
teni atraktivnosti cielového miesta podla ekonomického pristupu je preto
koeficient kay:

ZPpi
. 100

Po; 4)
kde ka, je koeficient atraktivnosti cielového miesta cestovného ruchu z hladiska
uspokojeného dopytu vybranych vysielajtcich Statov,
2> Pp; — pocet prenocovani navstevnikov cielového miesta z vysielajuceho trhu za
obdobie i,
> Po; — pocet obyvatelov vysielajiiceho trhu za obdobie i.

kaz =

UmozZnuje interpretovat percento populacie vysielajuceho trhu, ktora
v priemere ro¢ne uskuto¢ni v cielovom mieste jedno prenocovanie. Ak je
koeficient rovny alebo vys$si ako 100 %, znamena to, Ze v priemere kazdy
obyvatel vysielajiceho trhu uskutocnil v ciefovom mieste roéne minimal-
ne jedno prenocovanie.

Predpoklada sa, Ze obyvatelia jednotlivych vysielajicich trhov sa o nav-
Stiveni cielového miesta v medzinarodnom cestovnom ruchu rozhoduju
v ¢asovom horizonte Sestdesiatich rokov (priemerna dlzka Zivota obyvate-
Iov Eurépy je pribliZzne 75 rokov, do 15 roku Zivota v8ak nie je mozné ho-
vorit o kiipyschopnom dopyte). Ak ma pocas tohto obdobia navstivit cie-
Iové miesto 100 % vybraného vysielajuceho trhu, potom ho kazdy rok
musi navstivit v priemere 1,67 % (idedlny stav). S ohladom na trend krat-
Sich pobytov ma byt podla kvalifikovaného odhadu priemerny pocet ich
prenocovani 3 noci. Idealne by tak pocas 60-tich rokov mal kazdy obyva-
tel vysielajuceho trhu uskuto¢nit v cielovom mieste 3 prenocovania (v pre-
poc¢te ma pocas 60-tich rokov uskutocnit prave jedno prenocovanie 300
% populacie daného vysielajuceho trhu, t. j. 5 % populacie ma v prieme-
re ro¢ne v cielovom mieste raz prenocovat). Slovnu stupnicu hodnotenia
atraktivnosti cielového miesta na zaklade ekonomického pristupu doku-
mentuje tabulka 3.

Pri skiumani atraktivnosti Slovenska a Ceskej republiky ako cielovych
miest na zaklade prezenta¢ného pristupu sa pouziju sekundarne zdroje
udajov — vybrani nositelia informacii o ponuke cielovych miest dostupni
vo francuzskom jazyku. Pojde o webové stranky, kniZznych turistickych
sprievodcov a tlacené propagac¢né materidly narodnych marketingovych
organizacii cestovného ruchu, ktoré su pre potencidlnych navstevnikov
najdostupnejsie.

Prvym miestom, kde je moZné ziskat informacie o cielovom mieste su
internetové vyhladavace, ktoré zobrazuju odkazy na relevantné webové
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Interpretacia hodnét koeficientov atraktivnosti cielového

miesta podla ekonomického pristupu ka; a ka,.

Tabulka 3

Slovné hodnotenie Interval Hodnoty ka; v % Hodnoty kag v %
atraktivnosti percentualne;j (vypocitané (vypocitané
cielového miesta hodnoty z 2. stlpca z 2. stlpca
na zaklade ukazovatelov tabulky pri tabulky pri
ekonomického ka; kag zich idealnom stave idealnom stave
pristupu idealneho stavu 1,67 % populacie 5 % populacie
ro¢ne) rocne)
velmi neatraktivne <0; 30) 0<ka; <0,50 0 <kag < 1,50
neatraktivne <30; 50) 0,50 <ka; < 0,84 1,50 < kag < 2,50
malo atraktivne <50; 70) 0,84 <kaj; <1,17 2,50 < kag < 3,50
silno atraktivne <70; 90) 1,17 <ka; < 1,50 3,50 < kag < 4,50
velmi silno atraktivne <90; <) ka; < 1,50 kag < 4,50

Zdroj: Vlastné spracovanie.

stranky. Hodnotit sa preto bude informac¢néa hodnota webovych stranok,
ktoré sa po zadani klti€ovych slov zodpovedajucich pravdepodobnému vy-
hladavaniu potencialnych navstevnikov Slovenska a Ceskej republiky
(~.Slovaquie®, ,séjour en Slovaquie®, ,voyage en Slovaquie®, ,tourisme en
Slovaquie®, ,République tcheéque®, ,séjour en République tcheque®,
Lvoyage en République tcheque*®, ,tourisme en République tchéque®, resp.
~Slovensko®, ,pobyt na Slovensku®, ,cesta na Slovensko*, ,cestovny ruch
na Slovensku®, ,Ceska republika®, ,pobyt v Ceskej republike®, ,cesta do
Ceskej republiky®, ,cestovny ruch v Ceskej republike®) prostrednictvom
najpouzivanejsieho internetového vyhladavac¢a Google zobrazia na prvych
20. miestach.

Pri vybere kniZnych turistickych sprievodcov ako nositelov informacit
o cielovych miestach sa pozornost zamerala na sprievodcov o Slovensku
a Ceskej republike dostupnych v tradiénych a elektronickych knihku-
pectvach na eur6pskom frankofénnom trhu. Druhotnym kritériom ich vy-
beru bol vydavatel a rok vydania. Vybrali sa tak najnovsie kniZzné publi-
kacie od vydavatelstiev, ktoré vydali turistickych sprievodcov suc¢asne
o Slovensku aj Ceskej republike (Le guide de Routard, Lonely planet, Pe-
tit futé).

Rovnako sa skiimala informac¢na hodnota tla¢enych propagac¢nych ma-
terialov narodnych marketingovych organizacii cestovného ruchu Slo-
venska a Ceskej republiky, ktoré mali pre potencidlnych frankofénnych
navstevnikov k dispozicii k 15. septembru 2009.

Pri posudzovani informaé¢nej hodnoty nositelov informéacii o ponuke
cielovej krajiny cestovného ruchu (webovych stranok, kniZznych turistic-
kych sprievodcov, tlacenych propagac¢nych materialov) sa pozornost ve-
novala vybranym kritériam atraktivnosti pouzitym pri skiimani atraktiv-
nosti cielového miesta na zaklade perceptivneho pristupu. Dé6vodom bola
snaha dosiahnut porovnatelnost tidajov. Na Likertovej §kale 1 - 5 (1 — ne-
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dostato¢nd, 5 — vysoka schopnost) sa subjektivne hodnotilo, do akej mie-
ry sa Slovensko, resp. Ceska republika prezentuje ako cielova krajina ces-
tovného ruchu schopna uspokojit potreby navstevnikov z eurépskych
frankofénnych Statov, ktoré sa viaZzu na jednotlivé kritéria.

Zohladni sa pritom dostupnost (vahy) jednotlivych nositelov informa-
cif o ponuke cielovej krajiny. VAham sa priradia hodnoty 1 - 5 (1 — nizka
dostupnost, 5 — vysoka dostupnost). Kritéria vah sa stanovia v zavislosti
od druhu nositela informéacie. V pripade webovych stranok ide o poradie
zobrazenia odkazu na stranku na internetovom vyhladavaci s predpokla-
dom, Ze so zvySujucim sa poradim umiestnenia odkazu na webovu stran-
ku klesa ochota jej prezerania. Prvym dvom strankam v poradi sa priradi
hodnota 5, tretej a Stvrtej stranke hodnota 4, piatej a Siestej hodnota 3,
siedmej a 6smej hodnota 2, deviatej azZ dvadsiatej hodnota 1. Pri kniZnych
turistickych sprievodcoch je dostupnost dana ich priemernou cenou.
Predpoklada sa, Ze s rasticou cenou sprievodcu klesa moznost jeho ku-
py. Kniznej publikacii s predajnou cenou do 10 € sa prideli hodnota 5, ak
predajna cena sprievodcu bude od 10 € do 15 €, prideli sa mu hodnota 4,
ak bude od 15 € do 20 € hodnota 3, ak bude 20 € az 25 € hodnota 2
a sprievodcovi, ktorého cena prevysi 25 € sa prideli hodnota 1. Predpo-
klada sa, Ze dostupnost tlacenych propagac¢nych materialov je dana exis-
tenciou zahrani¢ného zasttpenia narodnej marketingovej organizacie ces-
tovného ruchu na danom trhu. Ak toto zastupenie existuje vo vSetkych
frankofénnych krajinach, tlacenym propaga¢nym materidlom sa prideli
hodnota vahy 5, ak existuje len v troch krajinach, prideli sa im hodnota
4, ak existuje v dvoch krajinach hodnota 3, ak existuje v jednej krajine
hodnota 2 a ak neexistuje v Ziadnej krajine hodnota 1.

Atraktivnost Slovenska a Ceskej republiky sa bude hodnotit podla uka-
zovatela urovne atraktivnosti cielového miesta cestovného ruchu podla
prezenta¢ného pristupu tapy:

m n
Z[ V; 2PScy il
Jj=1 i=1
L’laPZ= . 100

2[v; *EPScui)] 5)
J= i=

kde tiap; je uroven atraktivnosti cielového miesta cestovného ruchu podIa pre-
zenta¢ného pristupu,

PScy — Prezentacia schopnosti cielového miesta uspokojit potreby potencialnych
navstevnikov pre kritérium i,

n - pocet hodnotenych kritérii i,

V; —vaha, resp. dostupnost nositela informécie j o ponuke cielového miesta,

m — pocet nositelov informacie j o ponuke cielového miesta,

PScyi* — prezentacia schopnosti idealneho cielového miesta uspokojit potreby po-
tencidlnych navstevnikov pre kritérium i, pricom PScy;* =5 (hodnota prezentécie
cielového miesta schopného vysoko uspokojit potreby potencidlnych navstevni-
kov pre kritérium i),
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V;* - vaha, resp. dostupnost nositela informéacie j o ponuke idealneho cielového
miesta, V;* ma pre propaga¢né materialy hodnotu 5 (hodnota vysokej dostupnos-
ti nositela informéacie o ponuke cielového miesta), pre webové stranky a kniZnych
turistickych sprievodcov sa rovna hodnote Vj (nie je moZné dosiahnut, aby sa vSet-
ky webové stranky prostrednictvom vyhladavac¢a zobrazili na prvom, resp. dru-
hom mieste, ani ovplyviiovat cenu kniZznych publikacii autonémnych vydavatel-
stiev).

Ukazovatel vyjadruje, do akej miery zodpoveda atraktivnost prezenta-
cie cielového miesta cestovného ruchu hodnoteniu atraktivnosti prezen-
tacie tzv. idealneho cielového miesta. Hodnoty daného ukazovatela sa in-
terpretuju podla tabulky 2.

Pri skumani atraktivnosti Slovenska a Ceskej republiky ako cielovych
miest pre eurépske frankofénne Staty na zaklade perceptivneho pristupu
(zameraného na potencialny dopyt) sa bude vychadzat z primarnych zdro-
jov udajov. Pri ich ziskavani sa pouZila metéda opytovania prostrednic-
tvom dotaznika. KedZe z finan¢nych, ¢asovych, fyzickych a dalSich dévo-
dov by nebolo mozné ziskat reprezentativnu vzorku obyvatelov
eur6pskych frankofénnych Statov, oslovili sa odbornici cestovného ruchu
a sprostredkovatelia informécii o cielovych miestach z Belgicka, Fran-
cuzska, Luxemburska a Svajciarska, ktorych nézory sa povazuju za mien-
kotvorné a schopné prezentovat postoje vybraného trhu. Vyskumnu sku-
pinu tvorilo 40 os6b — Styria odbornici (vysokoSkolski ucitelia a vedecki
pracovnici) a Siesti sprostredkovatelia informacii o cielovych krajinach
(novinari piSuci o cestovnom ruchu, cestovné kancelarie) z kazdého §ta-
tu.

Respondenti z vyskumnej skupiny najprv urcili, ktoré z kritérii, resp.
atribuitov cielového miesta najviac ovplyviiuji jeho atraktivnost pre oby-
vatelov eur6pskych frankofénnych Statov. Na stupnici 1 - 5 (1 - bezvyz-
namny, 5 — rozhodujuci vplyv na atraktivnost cielovej krajiny cestovného
ruchu) hodnotili 27 kritérii pouZitych v predchadzajucich Studiach za-
hrani¢nych autorov. Potom na Likertovej Skale 1 — 5 (1 — nedostato¢na, 5
- vysoka schopnost) hodnotili, do akej miery su Slovensko a Ceska repu-
blika schopné uspokojit potreby navstevnikov z eurépskych frankofén-
nych Statov, ktoré sa viaZzu na jednotlivé kritéria.

Atraktivnost Slovenska a Ceskej republiky na zaklade perceptivneho
pristupu sa potom vyjadrila ako suc¢in vah kritérii a schopnosti Slovens-
ka, resp. Ceskej republiky uspokojit potreby potencidlnych navstevnikov
suvisiace s danymi kritériami podla vzorca, ktory vo svojej stidii pouZili
autori Hu a Brent Ritchie [2]:

n
Acm = XV - Scmd

=1 (6)
kde Acy je atraktivnost cielového miesta,
V; -véaha, resp. vyznam kritéria i pri hodnoteni atraktivnosti cielového miesta,
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Scmi — vnimanie schopnosti cielového miesta uspokojit potreby potencialnych
navstevnikov pre kritérium i,
n - pocet kritérii.

KedZe vysledkom je absolutne ¢islo, ktoré by malo vypovedaciu schop-
nost len pri porovnani atraktivnosti Slovenska, resp. Ceskej republiky
s dalsimi cielovymi krajinami cestovného ruchu, bolo potrebné navrhnut
ukazovatel urovne atraktivnosti podla perceptivneho pristupu uay;:

n
Acm = (Vi - Scpp)

i=1 (7)
kde ua,, je uroven atraktivnosti ciefového miesta podla perceptivneho pristupu,
A, — atraktivnost cielového miesta vypoc¢itané podla vzorca 6,
A, * — idealna atraktivnost cielového miesta vypoc¢itana ako suc¢in vah kritérii V;
a maximalnej hodnoty na zvolenej stupnici hodnotenia vnimanej schopnosti cie-
Iového miesta uspokojit potreby potencidalnych navstevnikov pre kritérium i.

Ide o percentualne vyjadrenie toho, do akej miery zodpoveda atraktiv-
nost daného cielového miesta cestovného ruchu hypotetickému hodnote-
niu idealneho cielového miesta pre vybranu skupinu respondentov (pri
zachovani jednotlivych vah kritérii). Ak sa bodové hodnotenie na stupni-
ci 1 — 5 prepocita na percentualne hodnotenie, potom je moZné hodnoty
ukazovatela trovne atraktivnosti cielového miesta na zédklade perceptiv-
neho pristupu interpretovat podla tabulky 2.

Pri spracovani ziskanych dat sa pouZili matematicko-Statistické meto-
dy s vyuzitim tabulkového procesora Excel a softvéru SPSS. V stati sa vy-
uzili aj viaceré teoretické metédy vedeckej prace — obsahovo kauzalna ana-
lyza, analyza a syntéza, indukcia a dedukcia, analégia a komparicia,
abstrakcia a generalizacia.

4. Komparacia atraktivnosti Slovenska a Ceskej republiky
pre obyvatelov vybraného trhu

Atraktivnost Slovenska a Ceskej republiky ako cielovych miest cestov-
ného ruchu pre eurépske frankofénne Staty sa postupne porovnava pod-
Ia geografického, ekonomického, prezenta¢ného a perceptivneho pristupu.

4.1 Atraktivnost hodnotena podla geografického pristupu

V rokoch 2000 aZ 2008 sa na Slovensku nachadzalo vyrazne menej ve-
rejnosti pristupnych ubytovacich zariadeni ako v Ceskej republike. Kym
na Slovensku pripadalo na 100 km? 4,4 verejnosti pristupnych ubytova-
cich zariadeni, v Ceskej republike ich bolo 9,8. Hotely a penziony, ktoré
pontukaju komplexnejsi produkt, pritom na Slovensku tvorili necelych
43 % z celkového poctu verejnosti pristupnych ubytovacich zariadeni,
v Ceskej republike takmer 56 %. V komparacii s priemerom Slovenska, ale
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aj krajin VySehradskej Stvorky bola hustota verejnosti pristupnych uby-
tovacich zariadeni v Ceskej republike vyrazne vicsia.

V sledovanom obdobi bola teda Ceska republika ako cielové miesto ces-
tovného ruchu podla geografického pristupu vyjadrenom ukazovatelom
tay velmi silno atraktivna, v pripade Slovenska je mozné hovorit o silnej
atraktivnosti (tabulka 4). Kym vSak atraktivnost Ceskej republiky podla
daného ukazovatela mala klesajuci trend, na Slovensku sa zvySovala.

V sledovanom obdobi bolo na kazdych 100 km?2 tizemia Slovenska lo-
kalizovanych v priemere 320,2 stalych miest vo verejnosti pristupnych
ubytovacich zariadeniach, v Ceskej republike sa ich nachadzalo 562,9.
Hustota stalych miest vo verejnosti pristupnych ubytovacich zariadeniach
v Ceskej republike bola teda vyrazne vic¢sia. Napriek tomu priemerna tro-
ven atraktivnosti Slovenska aj Ceskej republiky podla geografického pri-
stupu tag,, ktory je relevantnejsi ukazovatel ako uag;, dosiahla v rokoch
2000 az 2008 hodnotu zodpovedajucu velmi silnej atraktivnosti podla geo-
grafického pristupu (tabulka 4). Atraktivnost obidvoch krajin v sledova-
nom obdobi mierne vzrastla.

4.2 Atraktivnost hodnotena podla ekonomického pristupu

Navstevnici z frankofénnych krajin v rokoch 2000 az 2008 tvorili me-
nej ako 4 % -ny podiel na zahrani¢nej navstevnosti Slovenska, v Ceskej
republike ich podiel predstavoval viac ako 6 %. V sledovanom obdobi sa
v slovenskych ubytovacich zariadeniach ubytovalo v priemere 56 394 na-
vstevnikov z frankofénnych statov roc¢ne, v Ceskej republike ich bolo az
Sestkrat viac. Rozdiel v navstevnosti je zrejmy aj po prepocte na velkost
uzemia. Kym na 100 km?2 tizemia Slovenska pripadlo v sledovanom obdo-
bi v priemere 115 obyvatelov frankoféonnych $tatov ro¢ne, v Ceskej repu-
blike ich bolo az 458. Ich pocet pritom v rokoch 2000 az 2008 vzrastol na
Slovensku o viac ako 120 %, v Ceskej republike len o necelych 40 %.

Po¢as deviatich rokov uskuto¢nili navstevnici z Belgicka, Francuizska,
Luxemburska a Svaj¢iarska na Slovensku v priemere 130 596 prenoco-
vani ro¢ne (358 denne), v Ceskej republike 963 231 prenocovani ro¢ne
(2 639 denne). Na Slovensku stravili v priemere 3,3 dni, v Ceskej republi-
ke pobudli o ¢osi dlhSie — 3,7 dni, ¢o je v obidvoch pripadoch menej ako
priemerna dlzka pobytu zahrani¢nych navstevnikov. V priemere najviac
pobytovych dni stravili v slovenskych i ¢eskych ubytovacich zariadeniach
Belgicania, najmenej Francuzi. Priemerna dlZzka pobytu navstevnikov
z frankofénnych krajin sa pritom zniZovala.

Ak sa berie do tivahy velkost vysielajtcich Statov, potom je mozné kon-
Statovat, Ze v rokoch 2000 aZ 2008 bolo Slovensko atraktivne len pre
0,07 % obyvatelov frankofénnych Statov, ktori ho v priemere ro¢ne na-
vstivili, Cesku republiku v priemere ro¢ne navstivilo 0,45 % populacie
frankofénnych statov. Slovensko i Ceska republika ako cielové miesta bo-
li podla ekonomického pristupu vyjadrenom ukazovatelom ka,; v sledova-
nom obdobi pre frankofénne Staty velmi neatraktivne. Atraktivnost
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Ceskej republiky sa vsak lisila v zavislosti od vysielajtcich Statov. Pre Bel-
gicko, Luxembursko a Svajéiarsko bola neatraktivna, pre Francuizov vel-
mi neatraktivna. Velmi nizku pritaZlivost obidvoch krajin pre obyvatelov
frankofénnych Statov podla ekonomického pristupu potvrdili aj hodnoty
koeficienta ka,, podla ktorych len 0,16 % obyvatelov frankofénnych Sta-
tov uskutocnilo na Slovensku v sledovanom obdobi v priemere ro¢ne jed-
no prenocovanie, v Ceskej republike iSlo o 1,19 % (tabulka 4). Prave tak
ako na zéklade hodnot ka,, aj podla ka, boli pritom Slovensko aj Ceska
republika relativne najpritaZlivejsie pre obyvatelov Svaj¢iarska, najmenej
atraktivne boli pre Francuzov.

4.3 Atraktivnost hodnotena podla prezentaéného pristupu

Z prezentac¢ného hladiska je Slovensko v tlaéenych propaga¢nych ma-
teridloch, kniZnych turistickych sprievodcoch a na webovych strankach
vykreslené ako cielové miesto cestovného ruchu, ktoré najlepsie uspoko-
juje potreby potencidlnych navstevnikov z frankofénnych Statov stivisia-
ce s jeho primarnou ponukou (najméi s tradiénym sposobom Zivota miest-
nych obyvatelov, architektonickymi pamiatkami a prirodnymi krasami)
a naopak, najmenej zodpoveda ich pozZiadavkam na spolo¢enské predpo-
klady cielového miesta cestovného ruchu. Podobne je prezentovana aj
Ceska republika, pricom vybrani nositelia informacii o nej zdoraziuju naj-
ma hodnotu architektonickych pamiatok, kultirnych osvetovych zaria-
deni a organizovanych podujati. NajpozitivnejSie informacie o ponuke ces-
tovného ruchu obidvoch krajin Siria propaga¢né materidly narodnych
marketingovych organizacii, menej kladne o nich informuju knizni turis-
ticki sprievodcovia a webové stranky.

Uroven atraktivnosti Slovenska ako cielovej krajiny pre navstevnikov
z frankofénnych Statov podla prezenta¢ného pristupu tap, dosiahla v po-
rovnani s hodnotenim atraktivnosti prezentacie idealnej cielovej krajiny
priemernt hodnotu 62,4 %, troven atraktivnosti Ceskej republiky hod-
notu 73 %. Slovensko je teda podla prezenta¢ného pristupu pre franko-
fonne Staty malo atraktivne, Ceska republika silno atraktivna (tabulka 4).
Doévodom malej atraktivnosti Slovenska je pritom predovsSetkym nizka do-
stupnost tlacenych propaga¢nych materialov. Slovenska agentuira pre ces-
tovny ruch na rozdiel od Ceskej centraly cestovného ruchu nema ani v jed-
nej z frankofénnych krajin zriadené zahrani¢né zastupenie, ktoré by
zabezpecovalo a koordinovalo distribticiu propaga¢nych materialov.

4.4 Atraktivnost hodnotena podla perceptivneho pristupu

Vysledky hodnotenia atraktivnosti podla perceptivneho pristupu po-
ukazuju na to, Ze Slovensko zodpoveda hypotetickému hodnoteniu ideal-
neho cielového miesta cestovného ruchu pre obyvatelov frankofénnych
krajin len na 57,1 %, Ceska republika na 61,1 %. Atraktivnost obidvoch
krajin pre frankofénne Staty je mozné teda hodnotit ako malu (tabulka 4).
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Preferenciam a poziadavkam frankofénneho trhu na idealnu cielova kra-
jinu podla vybranej skupiny respondentov najviac zodpoveda poloha hod-
notenych krajin, za ktorou nasleduje ich primarna ponuka, spolo¢enské
predpoklady a sekundarna ponuka. Ak analyzujeme jednotlivé hodnotené
atributy krajin, potom je podla respondentov pre potencialnych franko-
féonnych navstevnikov na Slovensku relativne najpritazlivejSie jeho Zivotné
prostredie, dopravna dostupnost a blizkost inych cielovych krajin. Res-
pondenti ich ocenili ako ,malo atraktivne®. NajlepSie hodnotenymi atri-
butmi Ceskej republiky ako cielovej krajiny cestovného ruchu pre franko-
fonny trh su jej architektonické pamiatky, histéria a dopravna dostupnost,
ktoré boli ocenené ako silno pritazlivé. Naopak, na poslednom mieste sa
umiestnila schopnost obyvatelov Ceskej republiky komunikoval s na-
vStevnikmi vo franctizskom jazyku, v pripade Slovenska iSlo o dostupnost
informacii o Slovensku. Respondenti z vyskumnej skupiny nevedia o tom,
Zeby Slovensko ako cielova krajina cestovného ruchu vyvijalo na franko-
féonnom trhu aktivity zamerané na propagaciu, ponuka cestovného ruchu
Slovenska je preto pre obyvatelov frankofénnych Statov podla nich nezna-
ma. Pokial ide o Cesku republiku, ta v nich evokuje predovsetkym hlavné
mesto Prahu, zvySok krajiny je pre eur6psky frankofénny trh neznamy.

4.5 Viacrozmerné zhodnotenie atraktivnosti
Atraktivnost Slovenska a Ceskej republiky hodnotena z hladiska do-

pytu eurépskeho frankofénneho trhu (podla ekonomického, resp. percep-
tivneho pristupu) nezodpoveda ich atraktivnosti z hladiska ponuky ces-

Tabul'ka 4
Porovnanie atraktivnosti Slovenska a Ceskej republiky podla
geografického, ekonomického, prezentaéného
a perceptivneho pristupu.
Pristupy Uka- Hodnoty v % a ich interpretéacia
ku skumaniu| zova- Slovensko Ceska republika
atraktivnosti| tele
geograficky | tag 88,44 silna atraktivnost 198,14 velmi silna
atraktivnost
Uag 90,04 velmi silna 153,30 velmi silna
atraktivnost atraktivnost
ka, 0,07 velka 0,45 velka
neatraktivnost neatraktivnost
ekonomicky | kay 0,16 velka 1,19 velka
neatraktivnost neatraktivnost
prezentacny | tiapy 62,37 mala 73,04 silna
atraktivnost atraktivnost
perceptivny | tap 57,13 mala 61,09 mala
atraktivnost atraktivnost

Zdroj: Vlastné spracovanie.
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tovného ruchu (podla geografického, resp. prezentacného pristupu). At-
raktivnost Slovenska je pritom z hladiska ponuky (na zdklade geografic-
kého a prezentacného pristupu) i dopytu (na zaklade ekonomického a per-
ceptivneho pristupu), objektivneho hodnotenia (podla geografického
a ekonomického pristupu) aj subjektivneho hodnotenia (podla prezentac-
ného a perceptivneho pristupu) pre vybrany trh mierne nizZsia ako atrak-
tivnost Ceskej republiky (tabulka 4).

5. Uskalia pouzitej metodiky hodnotenia atraktivnosti
cielovych miest

Autori, ktori sa rozpracovanej problematike venuju, sa lisia v metodi-
ke hodnotenia atraktivnosti cielovych miest podla jednotlivych pristupov.
V niektorych pripadoch len naértavaju moznosti hodnotenia atraktivnos-
ti tizemia, metodiku vS8ak dalej nevysvetlujui. Pri skiimani atraktivnosti
Slovenska a Ceskej republiky sa preto z ¢asti vychadzalo z teoretickych
pristupov, ale navrhla sa aj vlastna — univerzalnejSia metodika.

Pri skiimani atraktivnosti cielového miesta na zaklade geografického
pristupu sa najprv uvazovalo o vyuZiti rozsiahleho hodnotenia jednotli-
vych prvkov ponuky cestovného ruchu podla balov. Nie kazdy udaj vSak
bolo mozZné kvantifikovat, viaceré tidaje boli nedostupné, resp. dostupné
za rozne a neporovnatelné ¢asové useky. Najvacsim tskalim bolo deter-
minovat hodnoty balovej stupnice potencialu atraktivneho cielového mies-
ta s ohladom na heterogénne druhy a formy cestovného ruchu, ktoré sa
realizuju v tom istom tizemi.

V snahe zachovat objektivnost hodnotenia atraktivnosti cielového mies-
ta z hladiska ponuky a umoznit sledovanie jej vyvoja v ¢ase sa preto v su-
lade s teériou pouzila abstrakcia a hodnotil sa len jeden prvok ponuky
cestovného ruchu. KedZe sa predpokladalo, Ze pri objektivnom hodnote-
ni dopytu sa vyuZije ubytovacia Statistika, v snahe dosiahnut ista porov-
natelnost sa rozhodlo, Ze aj ponuka cielového miesta sa bude skiimat na
zaklade tidajov o ubytovacich zariadeniach. Aby sa zohladnila rézna vel-
kost cielovych miest, vypocitala sa hustota ubytovacich zariadeni, resp.
ich stalych miest, ktora sa nasledne porovnala s priemerom referen¢nych
krajin. Pre nedostatok tidajov o ubytovani v stikkromi sa muselo abstra-
hovat od tohto druhu ubytovacich zariadeni. Referen¢né krajiny sa sta-
novili vzhladom na podobnost polohy, spolo¢enskych a historickych pred-
pokladov Slovenska. Porovnavat ponuku Slovenska s ponukou
najnavstevovanejsich krajin sveta, ktoré maju pristup k moru a povazu-
ju sa za krajiny s rozvinutym cestovnym ruchom by nebolo adekvatne.
Skuto¢na ponuka Slovenska ako cielovej krajiny sa teda komparovala
so zovSeobecnenym priemerom, resp. referenénou hodnotou.

Navrhnutd metodika ma vSak niekolko nedostatkov. NedokazZe ur¢it
a neberie do tivahy bod nasytenia, kedy by po jeho dosiahnuti kazdé dal-
Sie zvySenie hustoty ubytovacich kapacit znehodnotilo primarnu ponuku
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cestovného ruchu cielového miesta a znizZilo tak jeho atraktivnost. Rov-
nako moze viest k mylnym zaverom, Ze atraktivnost cielového miesta ces-
tovného ruchu sa zvySi rastom poctu ubytovacich kapacit. To je mozné len
za predpokladu zlepSenia dopravnej dostupnosti, spolo¢enskych predpo-
kladov pre rozvoj cestovného ruchu, primarnej i sekundarnej ponuky cie-
Iovej krajiny.

Atraktivnost Slovenska a Ceskej republiky podla ekonomického pri-
stupu sa s ohladom na dostupnost informacii a zameranie na vybrany
cielovy trh hodnotila na zaklade poc¢tu navstevnikov a ich prenocovani
v ubytovacich zariadeniach. Navrhnuty ukazovatel (koeficient atraktiv-
nosti) vyjadruje, kol'ko percent z celkovej populacie cielového trhu navsti-
vi cielové miesto, resp. aka ¢ast z nich v cielovom mieste ro¢ne uskutoc-
ni jedno prenocovanie. Porovnava skuto¢nu navstevnost cielového miesta
s potencialnou navstevnostou s ohladom na velkost cielového trhu. Kvo-
li nedostupnosti tidajov nezohladniuje pocet obyvatelov cielového trhu,
ktori sa cestovného ruchu v danom obdobi (z ekonomickych, zdravotnych,
rodinnych alebo inych dévodov) vobec neztucastnili, resp. ani obyvatelov,
ktori sa v navstivenom cielovom mieste ubytovali u priatelov a znamych
alebo ktori sa v nom neubytovali vobec (navstivili ho poc¢as poznavacieho
zajazdu viacerych cielovych miest).

Prepojit geograficky a ekonomicky pristup ku skiimaniu atraktivnosti
cielového miesta nebolo moZné, nedovolil to charakter hodnotenych uka-
zovatelov. Za urcité prepojenie by sa vS8ak mohol povazovat ukazovatel vy-
uzitia kapacit ubytovacich zariadeni danym cielovym trhom, ktory hovo-
ri o tom, do akej miery sa ponuka vyuZila dopytom. V rokoch 2000 az
2008 vyuZzili navstevnici z frankofénnych krajin na Slovensku ubytovaciu
kapacitu v priemere len na 0,10 %, v Cesku na 0,22 %, ¢o je v obidvoch
pripadoch malo.

Pri skiimani atraktivnosti vybranych cielovych miest na zaklade pre-
zentacného pristupu sa zvolil odliSny postup ako pouzil Formica [1], ktory
hodnotil, kolko €¢initelov ponuky bolo uvedenych v hodnotenych kniznych
turistickych sprievodcoch. V snahe dosiahnut porovnatelnost s perceptiv-
nym pristupom sa analyzovalo, do akej miery su Slovensko a Ceska repu-
blika prostrednictvom vybranych nositelov informécii prezentované ako pri-
tazlivé cielové krajiny. Skumali sa pritom identické kritéria ako pri
perceptivnom pristupe a komparovala sa skuto¢na prezentacia krajin v za-
hranici s idealnou prezentaciou atraktivnej cielovej krajiny cestovného ru-
chu. Za relevantnych nositelov informacii sa oznacili webové stranky, kniz-
ni turisticki sprievodcovia a propagacné materidly narodnych
marketingovych organizacii vo franctizskom jazyku. Od ostatnych jazyko-
vych mutacii (nemeckej, holandskej), ktoré sa pouZivajii vo frankofénnych
krajinach sa abstrahovalo. Predpokladalo sa, Ze obsah informécii sa v jed-
notlivych jazykoch nemeni. Analyzoval sa pritom len obsah tych webovych
stranok, ktoré sa po zadani vybranych kItcovych slov zobrazili prostred-
nictvom internetového vyhladavaca Google na prvych dvadsiatich miestach.
Vysledky kazdého vyhladavania st v8ak iné, a preto st aktualne len pre da-
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ny okamih. V budtcnosti sa odporuca analyzovat aj katalégy cestovnych
kancelarii, ktoré ponukaju zijazdy na Slovensko a do Ceskej republiky, cie-
lené diskusné skupiny na internete (blogy), ktoré ulahc¢ujd, zrychluju
a zlacnuju zdielanie skusenosti navStevnikov v cestovnom ruchu, pripad-
ne aj tla¢ venujucu sa cestovnému ruchu, ktoré sa kvoli komplexnosti a na-
roc¢nosti rieSenej problematiky v stati nebrali do tivahy. Aj ked je prezen-
ta¢ny pristup zaloZeny na subjektivnom hodnoteni, vhodnejSie by bolo, aby
prezentaciu cielového miesta cestovného ruchu nehodnotila len jedna oso-
ba mimo cielového trhu, ale skupina os6b pochadzajucich z cielového trhu.
Vzhladom na ¢asovt naro¢nost to vSak nebolo realne.

Postup hodnotenia atraktivnosti cielového miesta podla perceptivneho
pristupu bol v dostupnej literatiire najpodrobnejSie rozpracovany. Atrak-
tivnost Slovenska a Ceskej republiky sa vyjadrila podla vzorca, ktory vo
svojej Studii pouzili Hu a Brent Ritchie [2]. Ten sa nasledne doplnil o uka-
zovatel trovne atraktivnosti, ktory porovnava atraktivnost daného cielo-
vého miesta cestovného ruchu s hypotetickym hodnotenim idealneho cie-
Iového miesta pre vybranu skupinu respondentov.

Primarne tudaje ziskané opytovanim vybranej skupiny odbornikov ces-
tovného ruchu a sprostredkovatelov informacii o cielovych miestach z eu-
répskych frankofénnych statov potvrdili nazor uvedeny v teoretickych vy-
chodiskidch skumania problematiky, Ze vahy jednotlivych kritérii (ktoré
urcuju vplyv atribtitov cielového miesta cestovného ruchu na jeho atrak-
tivnost) zavisia najmé od dominantnych motivov cestovania a pobytu oby-
vatelov daného trhu. Rovnako potvrdili KopSovu mySlienku [4], o tom, Ze
poloha cielového miesta mozZe mat vacsi vplyv na jeho atraktivnost ako
primarna ponuka cestovného ruchu.

Prepojit prezentacny a perceptivny pristup k hodnoteniu atraktivnos-
ti ciefového miesta by bolo mozZné, len ak by skupina hodnotiacich oséb
bola identicka. Vhodné by bolo napriklad poZiadat vybrant skupinu res-
pondentov o vyjadrenie toho, ako vnimaju atraktivnost daného cielového
miesta a poziadat ich o to isté potom, ako si preStuduji vybranych nosi-
telov informacii o cielovom mieste. Uéelné by bolo najméi podrobnejsie
skuimanie atraktivnosti pre jednotlivé segmenty.

Komplexne prepojit jednotlivé pristupy k hodnoteniu atraktivnosti cie-
Iového miesta, resp. prepojit hodnotenie atraktivnosti tizemia z hladiska
jeho ponuky a dopytu vybraného cielového trhu sa pre nizku dostupnost
udajov a dalSie prekazky (napriklad ¢asovu naro¢nost) nepodarilo. Z hod-
notenia atraktivnosti Slovenska a Ceskej republiky ako cielovych krajin
cestovného ruchu na zaklade geografického, ekonomického, prezentac-
ného a perceptivneho pristupu je vSak zrejmé, kde st najvacSie nedo-
statky (neexistencia zahrani¢nych zastupeni Slovenskej agentury pre ces-
tovny ruch na danom trhu, ktoré by koordinovali aktivity zamerané na
propagaciu Slovenska, propagac¢né materialy malo dostupné a neprispo-
sobené vedomostiam zahrani¢nych navstevnikov, nizke povedomie o kra-
jinach) a preco je efektivna atraktivnost Slovenska a Ceskej republiky pre
dany cielovy trh tak nizka.
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6. Zaver

V stati sa skumala a porovnavala atraktivnost Slovenska a Ceskej re-
publiky ako cielovych miest cestovného ruchu pre eurépske frankofénne
Staty. Vyber cielového trhu bol pritom ovplyvneny jazykovymi znalostami
autorky.

Vysledky analyzy vedu k zaveru, Ze Slovensko je ako cielové miesto ces-
tovného ruchu pre eurépsky frankofénny trh z hladiska objektivne hod-
notenej ponuky cestovného ruchu velmi silno atraktivne, na danom trhu
sa vSak jeho ponuka subjektivne prezentuje len ako malo atraktivnha. Oby-
vatelia frankofénnych Statov vnimaju Slovensko ako malo atraktivne cie-
Iové miesto, krajina je vSak z hladiska uspokojeného dopytu frankofén-
neho trhu (vzhladom na jeho velkost) velmi neatraktivna. Atraktivnost
Slovenska z hladiska objektivne aj subjektivne hodnoteného dopytu je te-
da nizZsia, ako jeho atraktivnost z hladiska objektivne aj subjektivne hod-
notenej ponuky cestovného ruchu. Atraktivnost Ceskej republiky pre eu-
ropsky frankofénny trh je vyssia (najma ¢o sa tyka prezentacie ponuky
cestovného ruchu Ceskej republiky), zaroven vsak jeho atraktivnost na
strane dopytu frankofénnych Statov nezodpoveda atraktivnosti ponuky
cestovného ruchu Ceskej republiky.

Ak chcu obidve krajiny zvysit svoju pritazlivost vo vztahu k eur6pskym
Statom, ktorych tiradnym jazykom je francuzstina, musia zlepSit svoju
ponuku cestovného ruchu a jej prezentaciu na danom trhu. Klucové je
poznat potreby a Zelania trhu a prispésobit im ponuku.
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Resources and Processes Used for
the Commercial Air Transport Safety
Realizaton

Prostredky a postupy pouzivan€ pro
dosazeni bezpecné obchodni letecké
dopravy

Zdené&k Zihla

University of Business in Prague, Czech Republic

Abstract

Not only airplane as a means of transportation, but all air traffic tran-
sportation structure represents a complicated technical, organizational
and operational system. Personal and cargo transportation is realized in
non stationary airspace, vithout contacts with earth. This article analyse
procesess and steps which allow in this time to obtain for commercial air
transport notation as the safest means of personalal transportation.

Key words: commercial air transport, safety, security, accident, fatal ac-
cident, air traffic services,

Abstrakt

Nejen samotné letadlo jako dopravni prostredek, ale cela struktura letec-
ké dopravni cesty predstavuje sloZity technicky a organiza¢né provozni
systém. Preprava cestujicich a nakladu navic probiha pfevazné v nesta-
cionarnim vzdu$ném prostfedi, bez kontaktu se zemi. Clanek analyzuje
procesy a postupy, které umoznily dosahnout v soucasnosti letecké do-

~ex

Klic¢ova slova: obchodni letecka doprava, bezpec¢nost, leteckd nehoda, fa-
talni letecka nehoda, sluzby letecké dopravy, safety, security

1. Uvod

Katastrofické dusledky leteckych nehod, zejména nehod velkych do-
pravnich letadel, které jsou s mimoradnym zajmem publikovany a analy-
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zovany verejnymi sdélovacimi prostredky, mohou bezesporu vytvaret u Si-
roké verejnosti radu pochybnosti o bezpecnosti poskytovanych sluzeb le-
tecké dopravy. Mezinarodnimi leteckymi organizacemi dokladané statis-
tiky vSak potvrzuji, Ze v obchodni letecké dopravé se ¢etnost fatalnich
leteckych nehod (tj. nehod se smrtelnymi néasledky) vztaZenych na milion
vzlett1 blizi v poslednim desetileti k hodnoté blizké ¢islu 35. To odpovida
situaci, kdy se ve svété pocet fatalnich leteckych nehod dopravnich vice-
motorovych letadel i pfi vyrazném rustu objemu letecké dopravy a puso-
beni riznych, pro leteckou obchodni dopravu existujicich nepriznivych
vlivli (pfetéZovani kapacity vzdusného prostoru a letist, probihajici eko-
nomicka krize, nebezpeci riznych prenosnych chorob, projevy valeénych
konflikti v mnoha oblastech svéta a dalSich jevll), jiZ n€kolik let stale po-
hybuje mezi 30 az 40. Pri téchto nehodach zahyne roéné v priméru ko-
lem 800 osob. Z hlediska dusledku takovych nehod jde bezesporu o sku-
te¢nosti nezadouci. Z hlediska jejich srovnani s poéty fatalnich nehod, ke
kterym dochazi ve svété u jinych prostredktl osobni dopravy, vSak jde

Uvadéna tvrzeni o vysoké trovni bezpecnosti obchodni letecké dopra-
vy vSak nevychazi jen z riznych statistickych hlaSeni mezinarodnich a na-
rodnich leteckych organti a organizaci nebo informacich poskytovanych
leteckymi spole¢nostmi nebo vyrobci letecké techniky a ktera jsou pri-
padné prejimana jako propagacni slogan provozovateli letecké dopravy,
nebo i nasledné cestovnimi kancelafemi. Dosahovana mira bezpec¢nosti
obchodni letecké dopravy je totizZ vysledkem mnoha druhti technickych,
organizacnich a legislativnich opatfeni, systematicky prosazovanych, pod-
porovanych a dusledné provérovanych na mezinarodni tirovni od zac¢atku
rozvoje letecké dopravy, tj. prakticky od roku 1920 azZ dodnes.

2. Vyvoj bezpeénostni problematiky v letecké dopravé

PrestoZe obdobi pred prvni svétovou valkou prineslo pro bezpecnost
v letectvi mnoho novych poznatkti a ispéchu, teprve vyrazny technicky
pokrok, ke kterému doslo v priabéhu prvni svétové valky, vytvoril pro le-
teckou dopravu v Evropé zcela novou situaci. Prokazala se zejména schop-
nost jiz existujicich, ale zejména nové vyvijenych typt letadel, zajistit na
svou dobu rychlou a relativné bezpecnou prepravu zboZi a cestujicich na
delsi vzdalenosti. Pribéh prvni svétové valky vSak bohuzel ukazal i moz-
né negativni stranky letectvi, tj. nekontrolovatelné pouziti letadla jako ne-
bezpecné zbrané€. Pravé tato skutecnost naznacila nutnost vytvorit nad
procesem rozvoje tohoto nové rozvijejiciho se zptisobu dopravy urcity
mezinarodni dohled.

Potteba resit vzniklou situaci se stala hlavni sou¢asti Mirové konferen-
ce v Parizi (Paris Peace Conference) v roce 1919. Ukazovalo se, Ze mezina-
rodni spoluprace v leteckém pramyslu a letectvi, k niZ doSlo v prabéhu
valky, musi diky globalizaci letectvi dale pokracovat. Pres dosahované po-
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kroky, které byly té dobé spojeny s aplikaci novych materialti, technologii,
vyrobnich metod a organizac¢nich prostfedkt, presahl pocet leteckych obé-
ti v roce 1928 poprvé ¢islo 100. Pri¢inou leteckych nehod byly, i pres pru-
béZné provadéné modernizace, stale razné konstrukéni nedostatky, ne-
vhodné pouzity material pro stavbu letadel a vyrobu leteckych motort,
zadné nebo nedokonalé pristrojové vybaveni, nedostatek pozemnich navi-
gacnich prostifedkti a konecné i malé pilotni a provozni zkuSenosti.

Letadla konstruovana pro potreby druhé svétové valky se jiZ vyznaco-
vala vyrazné lepSimi letovymi vlastnostmi. V prabéhu valky pak byly pou-
Zité materialy, konstrukce leteckych motorti, drakt letadel a letecka avio-
nika dlouhodobé ovérovany bojovymi akcemi, narotnymi provoznimi
podminkami, ale i dlouhymi mezikontinentalnimi lety. Letadly bylo v pra-
béhu valky bezpecné prepravovano obrovské mnozstvi lidi a materialu na
velké vzdalenosti, byly vybudovany provozuschopné pozemni naviga¢ni
a spojovaci prostredky, existovala opravarenska zakladna s potrebnym
mnozstvim zkuSenych technickych pracovniktt a kone¢né se také vytvo-
rila fada zkuSenych letovych posadek s potfebnou letovou praxi. Tyto pod-
minky pochopitelné davaly nadéji na dosaZeni prijatelné tirovné provozni
bezpecnosti pro rozvoj obchodni letecké dopravy po ukonceni valky.

Jiz dva roky pred koncem valky zacalo byt zifejmé, Ze civilni letecka do-

prava bude po valce hrat vyznamnou roli v mezinarodnich vztazich. Byly
proto zahajeny vazné diplomatické diskuse, zejména mezi predstaviteli
Kanady, Velké Britanie a Spojenych stata a mezi hlavnimi vyrobci letec-
ké techniky pouzivané pro leteckou dopravu. Spojené staty americké po-
zvaly v roce 1944 predstavitele 53 vlad a dva ministry (Danska a Thajska)
na mezinarodni konferenci o letectvi. Cilem konference, ktera se konala
v Chicagu, mélo byt prijeti smluv ke zfizeni prozatimnich letovych cest ve
svété a vytvoreni mezivladni rady pro sbér, rozpracovani a studium infor-
maci o mezinarodnim letectvi a také potrebna doporuceni pro jeho zkva-
litnéni. Bezesporu vaznym dtvodem pro predpokladana zkvalitnéni mezi-
narodniho letectvi byla také skutecnost, Ze pocet obéti leteckych nehod
v roce 1943 prekrocil ¢islo 1000.
o mezinarodnim civilnim letectvi (Convention on International Civil Avia-
tion), na jejimz zakladé nasledné vznikla Mezinarodni organizace pro ci-
vilni letectvi ICAO (International Civil Aviation Organization). Tato L, Um-
luva®“, nazyvana tézZ Chicagska uiumluva, byla zakladem pro zavedeni fady
standardu a doporuceni pro leteckou dopravu, které jako celek predsta-
vovaly vyznamny prinos pro bezpeénost 1étani a ukazovaly cestu pro dal-
51 mozZny rozvoj letecké dopravy ve svéte.

Prinos prijatych zavért a nasledného zavadéni potfebnych opatieni ke
zvySeni bezpecnosti naznacuje charakteristika ¢etnosti smrtelnych trazt
cestujicich u pravidelnych lett1 ve verejné letecké dopraveé v rozmezi let 1945
az 2007 (graf 1), uvedena ve vyrocni zpraveé Evropské agentury pro bezpec-
nost letectvi EASA (European Aviation Safety Agency) za rok 2007 [5]. Uda-
je na obrazku naznacuji, Ze svétovému leteckému spolecenstvi trvalo diky
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prijimanym opatfenim témeér dvacet let (1948 - 1968), neZ bylo dosaZeno de-
setinasobné zvySeni bezpecnosti, tj. sniZeni poctu obéti na 100 milionti ces-
tujicich prepravenych na vzdalenost jedné mile, z ¢isla 5 na 0,5. Dalsi de-
setindsobné zvySeni bezpecnosti, tj. sniZeni Cetnosti smrtelnych trazt
cestujicich z hodnoty 0,5 na 0,05 vSak jiZ vyZadovalo dalSich tricet let (do
roku 1997). V néasledujicich letech se ¢etnost smrtelnych tiraz cestujicich
v letectvi dale sniZovala, prakticky vSak jiZ dnes ztistava témér konstantni.

Graf 1
Pocet obéti na 100 milionu cestujicich pfepravenych
na vzdalenost jedné mile
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Zdroj: European Aviation Safety Agency, Wikipedia, the free ecyclopedia, in:
http://en.wikipedia.org/wiki/European_Aviation _Safety_Agency

V prvnim obdobi rozvoje dopravniho letectvi dochazelo v souvislosti
s novymi technickymi a technologickymi poznatky predevsim k realizaci
ruznych konstruk¢nich tprav a aplikaci technologickych modernizaci
u jednotlivych zarizeni a funkénich ¢asti letadel nebo provoznich systému
letecké dopravy [4], které mohly vyrazné ovlivnit miru bezpecénosti. Za-
kladni etapu tohoto obdobi (graf 2), které s dalsimi provadénymi, zpra-
vidla technicky velmi naroénymi technickymi modernizacemi pochopitel-
né v rizné mife probiha i dosud, lze v souladu s [2] oznadit jako ,,éru
technickych faktora“.

Analyzy rozsahu a pric¢in leteckych nehod 1300 civilnich komer¢énich
letadel ke kterym doSlo v obdobi 1950 do 2008 a u kterych je znama pfi-
¢ina nestésti naznacuji [6], Ze pficinou 60-80% leteckych nehod je dlou-
hodobé chyba clovéka. Nejvétsi podil na takovych leteckych nehodach
predstavuje ztrata fizeni letadla béhem letu LOC (Loss of Control in Flight),
tésné nasledovana rizenym letem do terénu (naraz ovladaného letadla do
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zemé€ nebo vodni plochy) CFIT (Controlled Flight Into Terrain). Je pocho-
pitelné, Ze reakci na tato zjiSténi se staly aktivity spojené s vy$si urovni
pripravy c¢loveéka/pilota/operatora na reSeni kritickych situaci, nebo na-
hrazeni jeho ¢innosti specialnim, automaticky pracujicim zatizenim [1].
Toto obdobi, oznacené v grafu 2 dalSim ¢asovym intervalem s navaznosti
na soucasnost, muZe byt podle [2] oznacena jako ,éra lidského faktoru“.

Graf 2
Grafické vyjadieni etap vyvoje bezpe¢nostnich opatfeni
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Zdroj: Dvorék, J.: Nehody v letecké dopravé, CVUT v Praze, in.:
http://k622.fd.cvut.cz/lecture/un/komb/03.pdf

PrestoZe byl v uvedenych dvou obdobich vykonan na poli bezpec¢nosti le-
tecké dopravy ohromny kus prace a leteckd doprava se stala podle vSech
pred organizacemi civilniho letectvi novy ukol, tj. za¢it budovat zptasob Fi-
zeni vlastni provozni bezpec¢nosti. Vyznamnym prvkem pri zkoumani pri-
¢in leteckych nehod se stala disledna analyza jednotlivych faktora, které
mohou mit zasadni vliv na vznik leteckych nehod. Vysledky takového po-
stupu se pak staly dobrym pomocnikem zejména pii prevenci situaci, kte-
ré drive mély za nasledek leteckou nehodu, a které by se mohly v budouc-
nosti opakovat. I kdyZ v sou¢asné dobé dochazi v komer¢ni letecké dopravé
k leteckym nehodam zfidka, je predikce moznych pricin leteckych nehod,
vychazejici z vyhodnocovani aktualni provozni situace, velmi dulezita. K in-
cidenttim v letecké dopravé i k vlastnim leteckym nehodam dochézi prede-
vS§im na zakladé nedtisledného plnéni bezpe¢nostnich poZzadavkt. Jednou
z cest, umoznujicich posoudit, jak muiZe k letecké nehod¢ dojit a jaka opa-
tfeni (organiza¢ni rozhodnuti nebo technické zmény, pripadné tiprava pro-
stfedi pro letecky provoz) by méla byt provedena pro sniZeni potencialnich
rizik, je dokonala znalost problematiky a metod, které mohou byt k reSeni
situace pouzity a aplikace odpovidajicich organizac¢ni opatfeni. V souladu
s [2] tedy v soucasnosti nastoupila ,éra organizaénich faktora“.
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Graf 3
Pocet leteckych nehod se smrtelnymi nasledky na 100 miliont
letu v pravidelné letecké dopravé

‘ 25

Potet fatalnich nehod na 100 mil. letd

Publikované charakteristiky poctu leteckych nehod (graf 3), vztaZené
na pocet obchodnich letta v pravidelné letecké dopravé ve svété ukazuji, Ze
i pres vyrazné rostouci pocet provozovanych letadel, pocet nalétanych ho-
minkach, dochazi v soucasné dobé v disledku rastu poctu a kvality pri-
jimanych opatfeni, vedoucich k vySsi provozni bezpecnosti letecké dopravy
(Safety), k poklesu a stabilizaci poméru poctu leteckych nehod, poc¢tu zni-
¢enych letadel a/nebo smrtelnych zranéni cestujicich na milién vzletti.

V obdobi let 1974 — 2003 se v oblasti bezpe¢nosti letecké dopravy za-
¢al stale vyraznéji projevovat nepfiznivy vliv riznych protipravnich ¢int
proti civilnimu letectvi. Tyto skute¢nosti vyvrcholily dne 11. zari 2001
neopravnénym zmocnénim se ¢tyt civilnich dopravnich letadel s cestuji-
cimi a naslednym teroristickym titokem na budovy Svétového obchodni-
ho centra v New Yorku a na budovu amerického ministerstva obrany ve
Washingtonu. Mezinarodni spolecenstvi se pri tom jiZ né€kolik desetileti
snaZi spojit své sily v boji proti terorismu. Od 60. let dvacatého stoleti pfi-
jala OSN fadu umluv, které ur¢ily legislativni rdmec mezinarodni spolu-
prace v oblasti ochrany civilniho letectvi pfed protipravnimi ¢iny (Securi-
ty). Byla podepsana a nasledné i ratifikovana vétSina prijatych
mezinarodnich konvenci, vymezujicich odpovédnost a zavazky jednotli-
vych stati v oblasti trestniho prava hmotného a justi¢ni spoluprace. Prak-
tickymi vystupy pak byla fada zavadénych legislativnich, organiza¢nich
a technickych opatfeni, kterda maji protipravni ¢iny proti civilnimu letec-
tvi zcela potlac¢it, nebo alespon snizit jejich mozné disledky na minimum.
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2.1 Charakter ristu objemu osobni letecké pfepravy

V prognoézach mezinarodnich leteckych organizaci a vyznamnych vy-
robct letecké techniky se dlouhodobé predpokladal riist objemu letecké
dopravy az kolem 5% roc¢né. Nastupujici ekonomicka krize vSak zacala vy-
razné ovliviiovat i leteckou dopravu. Jako reakci na prohlubujici se rece-
si proto provedla Mezinarodni organizace civilniho letectvi ICAO (Interna-
tional Civil Aviation Organization) v prosinci 2008 tipravu predpoveédi
rustu letecké dopravy pro Severni Ameriku, Evropu a Japonsko, oriento-
vanou k situaci na konci roku 2009. Z analyzy vyplyvajici kfivka na gra-
fu 4, charakterizuje dlouhodoby charakter riistu letecké dopravy, véetné
puavodni ICAO predpovédi na léta 2007- 2013.

Opravena predpovéd jiZ ale predpokladala, Ze pokles riastu letecké do-
pravy vzhledem k o¢ekavanym trendtim ekonomické krize mtiZze béhem
tii let dosahnout az 12%. Ekonomické predpovédi oviem také naznaco-
valy, Ze letecka doprava ztustane dlouhodobé pod ptivodné ocekavanym
trendem a jeSté v roce 2016 bude realny prirtistek o 9% nizsi, nez byla
predkrizova predpovéd. Tento odhad vychazel ze zkuSenosti minulé rece-
se, kdy vznikly pokles rtstu letecké dopravy a urcity ustaleny stav trval
praveé po dobu tii let.

Soucasna situace v obchodni letecké dopravé naznacuje, Ze se pred-
povédi ICAO z roku 2008 témeér dokonale naplnuji. Podobné jako v uply-
nulém desetileti totiZ postupné dochazi v obchodni letecké dopraveé k vy-
raznému zvySovani objemu letecké dopravy, rastu poc¢tu provozovanych
letadel, zavadéni novych destinaci a provozovanych linek (tato situace se
prozatim zcela netyka Ceskych aerolinii).

S rostoucim objemem letecké dopravy se vSak rada soucasnych tech-
nickych prostredkti letovych provoznich sluzeb, palubnich systému leta-
del, komunikac¢nich prostredkt nebo zafizeni meteorologické sluzby, ale
i organiza¢nich a provoznich opatfeni v obchodni letecké dopravé po-
stupné€ dostava na hranici svych mozZnosti. Aby nedoSlo ke zhorSeni pod-
minek v oblasti letecké dopravy, ale naopak aby i pfi jejim predpoklada-
ném ristu byly vytvoreny podminky pro zvySovani provozni bezpec¢nosti
(Safety), a to pri ristu efektivnosti a zajisténi naroénych poZzadavkt udr-
zovani prijatelného Zivotniho prostredi, je tfeba co nejrychleji prijimat
a aplikovat ve vSech zminénych oblastech naro¢na opatreni.

S rustem objemu letecké dopravy se zvétSuje i pocCet cestujicich, jejich
zavazadel a souCasné nartista i objem letecké prepravy zbozi. K zajisténi
minimalizace nezadouciho obtéZovani cestujicich a jejich zavazadel pri ob-
chodnim odbaveni, likvidace prepliiovani priachozich profiltl pri priacho-
du terminalem a pfi sou¢asném splnéni vSech naro¢nych bezpecnostnich
pozadavku (Security) se zvySuji naroky i na technickou troven pouZiva-
nych prostredkt kontroly a jejich kapacitni moznosti.
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Graf 4
Opravena piedpovéd ristu letecké dopravy do roku 2016
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2.2 Aplikace novych poznatki v oblasti bezpeénosti -
Aviation Safety

Soucasny evropsky systém bezpec¢nosti v letecké dopravé je v zasadé
zaloZen na 1zké spolupraci mezi Evropskou komisi, Evropskou agenturou
pro bezpecnost letectvi EASA (European Aviation Safety Agency), narod-
nimi leteckymi trady, vyrobci letadel a letecké techniky, provozovateli le-
tadel a provozovateli letist.

Ve vztahu k provozni bezpecnosti je legislativa EU obsaZena pfimo v na-
fizenich a smérnicich Evropského parlamentu a Rady (EU). Natizeni maji
obecnou platnost. Po vyhlaseni v Ufednim listu EU jsou Nafizeni zavazna
ve vS8ech svych ¢astech a jsou bezprostfedné pouZitelna (tj. aplikovatelna)
v kazdém ¢lenském staté EU. Narizeni ma prednost pred narodnimi pred-
pisy. Smérnice musi byt zapracovany do narodni legislativy.

Obecné Ize strukturu pozadavku vyplyvajici z vydanych Nafizeni Evrop-
ského parlamentu a Rady (ES) charakterizovat skupinou péti kategorii:

e Letecti konstruktéri i vyrobci letadel musi prisné respektovat

dodrZzovani bezpecnostnich pozadavktli a letadla registrovana
v Evropé€ musi po celou dobu Zivotnosti prochéazet pravidelnymi
prohlidkami.

e Letecti dopravci musi respektovat predepsané bezpec¢nostni
standardy pri pohybu letadla ve vzduchu i na zemi a musi zajistit
dodrZovani stanovenych pracovnich rezimu leteckého personalu.

» Ukolem vycvikovych organizaci je zajistovat poZadovana skoleni ¢lenti
posadek letadel o pri¢inach, analyzach a prevenci leteckych nehod,
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stejné jako dalsi predepsanou pripravu leteckého personalu
v souladu s pozadavky pro vydavani a prodluZovani jednotlivych
prukazt zptisobilosti.

¢ Provozovatelé letist jsou povinni udrZovat ¢istotu a provozuschopnost
RWY i vSech dalSich pohybovych ploch pro letadla, zajiStovat ¢itelnost
znaceni ploch, dokonalou funké¢nost svételnych systému letisté
a potrebnych technickych provoznich zafizeni a splnéni dalSich
¢innosti, nezbytnych pro bezpec¢ny provoz letiste.

e Evropsky systém usporadani letového provozu ATM (Air Traffic
Management) je postaven pred ukol modernizovat evropskou
infrastrukturu fizeni letového provozu tak, aby byl zajistén plynuly
pohyb letadel pri dosaZeni vysoké letové bezpecnosti. Tuto tilohu méa
resit evropsky modernizac¢ni program SESAR (Single European Sky
ATM Research), jehoz aplikace by méla prispét k zajisténi podminek
pro oc¢ekavany rust kapacity vzdusného prostoru pfi dosaZeni vyssi
urovneé bezpecnosti.

V oblasti letecké dopravy se stal jednim z nejvyznamnéjSich projektt
Evropské komise Projekt jednotného evropského nebe - Single Euro-
pean Sky (SES). Jeho zakladnim principem je zména soucasné podoby
poskytovani letovych provoznich sluzZeb v evropském prostredi s cilem zvy-
Sit kapacitu a propustnost vzdusného prostoru pii zachovani vysoké mi-
ry bezpecnosti a maximalni kvality poskytovanych sluzeb. Rozdéleni ev-
ropského vzdusného prostoru je dnes totiZ zaloZeno na stejnych
principech, jako v Sedesatych letech minulého stoleti. V Evropé se v sou-
¢asné dobé nachéazi 65 oblastnich stredisek fizeni letového provozu (RLP),
které pii své ¢innosti respektuji statni hranice jednotlivych statt bez ohle-
du na hlavni toky letového provozu. Navzdory legislativnim opatfenim pfi-
jatym Evropskou komisi (dale EK) v roce 2004, ktera méla reformovat fi-
zeni letového provozu a smérovat k vytvoreni jednotného evropského nebe
(SES), ztistal jesté i v roce 2008 vzdusny prostor EU rozdélen do 27 ri-
znych narodnich systémt. Proto predlozila EK v ¢ervnu 2008 druhy le-
gislativni bali¢ek (SES II), ktery si klade za cil prekonat ,mnohé prekaz-
ky“ na cesté k vytvoreni spole¢ného evropského vzdusného prostoru.

Tento balicek nezavadi nové pravni predpisy, ale spiSe konsoliduje
predchozi predpisy o SES a pridava obecny ramec podporujici vykonnost.
Stanovuje pevné terminy pro realizaci jednotlivych krokt. V kvétnu 2010
dala Rada ministra zrychleni implementace jednotného evropského nebe
nejvyssi prioritu. Vyzvala EK a ¢lenské staty, aby neprodlené prijaly pri-
slusna opatreni k nominaci koordinatora funkénich blokt vzdusného pro-
storu, urychlenému zfizovani funkénich blokt vzdusného prostoru, us-
taveni funkce manaZera sité, schvaleni vykonnostniho systému, urychleni
prevzeti rozSifenych kompetenci EASA a schvaleni strategie realizace pro-
gramu SESAR.

Program SESAR je tak zvanym technologickym pilifem iniciativy Jed-
notného evropského nebe. Rozhodnutim Rady ES z 30. brezna 2009 byl
schvéalen evropsky hlavni plan usporadani letového provozu v ramci pro-
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jektu pro vyzkum jednotného evropského nebe SESAR. Moderniza¢ni pro-
gram SESAR tak predstavuje pro evropskou infrastrukturu rizeni letové-
ho provozu technologickou soucast planovaného jednotného evropského
nebe. Parametry programu lze charakterizovat pomoci 11 oblasti klicové-
ho vyznamu KPA (Key Performance Areas). Ctyfi poZzadavky: bezpec¢nost
(Safety a Security), Zivotni prostredi (Environment), kapacita vzdusného
prostoru (Capacity) a cenova efektivita (Cost Effectivnes) byly pfimo defi-
novany EU a jsou zakladnimi prvky planu SESAR. Cilem navrhu je rozvoj
technologii, metod organizace a primyslovych sloZek, které mohou zajis-
tit splnéni stanovenych cila v pristich 30 letech.

2.3 Vybrana technicka rfeSeni pouZivana pro zvysSeni bezpecnosti
(Safety)

Na procesu sniZovani poctu leteckych nehod se v historii letecké do-
pravy postupné podilela cela rada opatreni aplikovanych v provozu. Uve-
dené schéma umozZniuje vytvorit si pfedstavu o mozném vlivu nékterych
zavadénych technickych nebo organizac¢nich opatfenich na nasledujici
pokles poc¢tu nehod.

Graf 5
Cetnost leteckych nehod se smrtelnymi nasledky na milion
vzleta 1946-2004
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Evrope -USA, Koln 2005
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Opatreni oznacena v obr. 5 blokem 1 charakterizuji obdobi kolem ro-
ku 1948, kdy byla do letecké flotily zavadéna prvni letadla s pretlakovou
kabinou (DC-6, B377) a na letistich byly realizovany prvni typy systému
presného pristrojového navedeni na pristani ILS (Instrument Landing Sys-
tem). Druhy vyznamny pokles ¢etnosti leteckych nehod predstavuje ob-
dobi kolem roku 1954 (blok 2), kdy se zacalo s masivnim zavadénim ra-
diovych majakt pro potfeby tratové navigace VOR (WHF Omnidirectional
Radio Range) a dalkomérnych zarizeni DME (Distance Measuring Equip-
ment), spole¢né s ristem kvality radiového spojeni a radary instalovany-
mi na nékterych letiStnich véZich (TWR). Pozitivni dopad v tomto obdobi
také mélo zavedeni novych typu letadel (Vickers-700 Turboprop a DC-7).
O nékolik let pozdé&ji (blok 3) sehralo svou ulohu pfi sniZovani ¢etnosti
nehod zavadéni systému fizeni letového provozu ATC (Air Traffic Control)
s prehledovymi radary a novymi systémy pro presné pribliZzeni na prista-
ni. V obdobi kolem roku 1958 byla zahajena éra proudovych letadel Bo-
eing 707 a DC-8. Mezi technické modernizace zavedené v tomto obdobi jiz
také patril sekundarni radar.

Sedmdesata 1éta (blok 4) prinesl pro sniZovani ¢etnosti nehod pro-
stredky prostorové navigace RNAV, zaloZené na systému VOR/DME. Na
palubu letadel zacinaji byt instalovany systémy signalizace blizkosti zemé
GPWS (Ground Proximity Warning System), protisrdZkové systémy TCAS
(Traffic Collision Avoidance System) a soucasné i prvni jednoucelové pa-
lubni pocitace. V devadesatych letech (blok 5) jsou jiZ vyuZivany systémy
optimalizace letu FMS (Flight Management System), mnohoparametrové
digitalni palubni zapisovace letovych dat FDR (Flight Data Recorder), vy-
strazné systémy predikce stiihu vétru ale i dalsi vystrazné prostifedky pro
zajisténi bezpecnosti letu.

Rok 2000 (blok 6) prinesl proces ovérovani kvality letového provozu
FDM (Flight Data Monitoring) a nové zptisoby zobrazovani tidaju fizeni le-
tového provozu ATC Data. Jsou zavadéna nova, moderné koncipovana
velkokapacitni proudova letadla, vybavena mnohonasobné zalohovanymi
prvky rizeni i celymi navigacnimi a komunikac¢nimi systémy. Pro zvySeni
bezpecnosti pouzivaji kombinaci klasickych mechanickych a elektronic-
kych prvki, zalohovany palubni pocitac¢ letovych parametrti a nékolik ty-
pu novych radiovych komunikac¢nich zarizeni. Za¢ina se vyuzivat global-
ni navigaéni systém a paralelné s novymi technologiemi se vytvari také
prostor pro budovani systémui spoluprace napri¢ vSemi provoznimi ob-
lastmi k zajiSténi maximalni bezpecnosti letu. Principy ¢innosti uvede-
nych zarizeni jsou zjednoduSené€ popsany v [1].

V soucasnosti se také stal zavaznym problémem poZadavek zajiSténi vy-
soké tirovné bezpecnosti letového provozu pri pohybu letadel na zemi. Sta-
tistiky ukazuiji, Ze s 20% nartistem objemu leteckého provozu se da oceka-
vat vy$si pocet neopravnénych vstupti na RWY (Runway Incursion) o 100%.
Pri predpokladaném zvySovani objemu leteckého provozu by se tedy pocet
incidentt1, v€etné Runway Incursion mohl nebezpe¢né zvySovat. Potieba
dosaZeni vysoké bezpecnosti pri fizeni pozemniho provozu na letiStich sa-
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ha hluboce do historie civilniho letectvi. OvSem teprve po kolizi dvou B 747
na ploSe letiSté na ostrové Tenerife (pfi niZ zahynulo 583 lidi) dostala prob-
lematika automatizace fizeni pozemniho provozu na letiStich potfebny im-
puls. Vysledkem je zavadéni systému automatizace letiStniho provozu Ad-
vanced Surface Movement Guidance & Control System A-SMGCS. Mezi
jeho funkce patfi zajiSténi potfebného prehledu o provozni situaci a pohy-
bu mobilnich prostfedkii na letisti s jejich identifikaci, fizeni usporadané-
ho pohybu objektli na letiSti prostfednictvim systému ru¢niho (pripadné
automatického) fizeni a poskytovani nezbytnych informaci pilottim letadel
a ridi¢tim vozidel, umoznujicich jejich bezpe¢ny pohyb po stanovené trati.

Vyrobci letecké techniky dnes hledaji a ovéruji fadu novych prostied-
kti a zarizeni, které by pomohly lépe zajistit poZadovanou vysokou tiro-
ven bezpec¢nosti letecké dopravy s vylou¢enim vlivu maximalniho mnoz-
stvi nezadoucich nahodnych poruch. Jednou z v soucasné dobé
ovérovanych metod pro zvySeni bezpec¢nosti letu je napriklad moznost vy-
uziti signala globalnich druZicovych systémut GPS v procesu navedeni le-
tadla na pristani. Od roku 2001 jsou ve stadiu vyvoje systémy pro pre-
sné navedeni na pristani a vlastni pfistani LAAS (Local Area
Augmentation System), které spolupracuji s GPS s cilem poskytovat pris-
tavajicim letadltim v blizkosti letiSté pfesné informace o jejich poloze a in-
formace o pohybech letadel na provozni ploSe. Mezi dalsi v praxi ovéro-
vana zatizeni predstavujici novou generaci ATM patfi [6] automaticky
prehledovy systém pracujici na zakladé€ tidaji vysilanych z letadla ADS-
B (Automatic Dependent Surveillance-Broadcast Technology), nebo tech-
nologie rozsifeného systému pracujictho na zakladé udaju vysilanych
z letadla ADS-X (Extended Automatic Dependent Surveillance Technolo-
gy). Tyto systémy by mély umoznit zvySeni kapacity vzdusného prostoru,
zvySeni urovné bezpecnosti a vytvorit zaklad pro kompatibilni globalni
systém.

2.4 Opatreni pro zvySeni bezpecnosti letecké dopravy
v oblasti legislativni

Ve vztahu k provozni bezpec¢nosti je legislativa EU obsaZena piimo v nari-
zenich a smérnicich Evropského parlamentu a Rady. Do této kategorie patii:
a) Oblast certifikace, udrzby a letové zptisobilosti

Predstavuje provadéci pravidla pro certifikaci letové zptisobilosti leta-

del a souvisejicich vyrobkti, letadlovych ¢asti a zarizeni a certifikaci

ochrany Zivotniho prostredi. Dale predstavuje provadéci pravidla pro
certifikaci projekénich a vyrobnich organizaci zabyvajicich se kon-
strukcei a vyrobou vyrobku, ¢asti a zarizeni pro civilni letectvi. Pred-
stavuje vlastné normy pro projek¢éni organizace a oblast letecké vyro-
by, definuje pro tyto ¢innosti pfijatelné formy prakazt AMC

(Acceptable Means of Compliance) a poskytuje potrebny vykladovy (po-

radensky) material GM (Guidance Material) pro certifikaci.

b) Zachovani letové zptisobilosti letadel a leteckych vyrobkti, letadlovych
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zarizeni a otazky schvalovani organizaci a personalu zapojeného do
uvedenych ¢innosti
Stanovuje spolecné technické poZadavky a spravni postupy pro zajis-
téni zachovani letové zptisobilosti letadel, véetné jakéhokoliv zastaveé-
ného letadlového celku, které jsou zapsany v leteckém rejstriku ¢len-
ského statu, nebo jsou zapsany v leteckém rejstriku tfeti zemeé a jsou
pouzivany provozovatelem, pro kterého ¢lensky stat zajiStuje dohled
nad jeho provozem. Ustanoveni tohoto souvisejici s obchodni leteckou
dopravou, jsou pouZitelna pro licencované letecké provozovatele.

c) Provoz civilniho letectvi
Pojednava o harmonizaci technickych pozadavkti a spravnich postupti
v oblasti civilniho letectvi. Jeho vyznam spoc¢iva v harmonizaci zava-
déni a uplatiiovani Narizeni Evropského parlamentu a Rady (ES) kon-
krétné technickych poZzadavkti a spravnich postupti v oblasti bezpec-
nosti civilniho letectvi.

Jednim z rozhodujicich pozadavkii pro dosazeni a dalsi zvySovani po-
tfebné tirovné bezpecnosti (safety) v letecké dopravé je zajiSténi odpovi-
dajici urovné odborné pripravy a vycviku létajiciho i pozemniho perso-
nalu, zakoncené duslednym ovéfenim ziskanych teoretickych
a praktickych znalosti. Soucasti pripravy musi soucasné byt i rozvoj osob-
nich vlastnosti uchazec¢t oznacovanych jako ,lidsky faktor”. Tyto a dalsi
souvisejici poZadavky jsou jednozna¢né formulovany v predpisu L1, kte-
ry vychazi z doporuc¢eni ICAO Annex 1, kde jsou vedle zakladnich definic
pro oblast zptisobilosti leteckého personalu civilniho letectvi uvedena
i pravidla pro vydavani prukazu zptisobilosti pro vybrané odbornosti.

V minulosti byly v jednotlivych evropskych zemich pozadavky na vy-
cvik a zpusobilost ¢lenu letovych posadek zna¢né rozdilné. Tyto rozdi-
ly ptisobily jednak komplikace pfi uznavani prukazti zptisobilosti vyda-
nych leteckymi urady jinych statt a zaroven mély negativni vliv na
celkovou uroven bezpecnosti evropského letového provozu. Rozhodujicim
krokem pro dosaZeni shody v této oblasti byla aktivita, pfi niZ letecké ura-
dy sdruZené v JAA schvalily spole¢né letecké predpisy rady JAR-FCL (Jo-
int Aviation Requirements - Flight Crew Licencing) s cilem sjednotit po-
Zadavky a postupy pri vydavani, udrZovani a vzajemném uznavani
prikazu zptisobilosti ¢lenti letovych posadek. Evropskou agenturou pro
bezpecnost letectvi vSak jiZ byla publikovana fada zmén a uprav odpovi-
dajicich platnym normam a prijatym usnesenim v ramci EU [1].

VSeobecna ustanoveni tykajici se realizace poZadavku pro zajiSténi
zpusobilosti leteckého pozemniho personalu jsou stanovena predpi-
sem L 1 Hlava 4. Konkrétni poZadavky uplattiované v Ceské republice na
prukaz zpusobilosti nebo kvalifikaci leteckého pozemniho personalu vy-
chazeji souhrnneé z ustanoveni Rady (ES).

V dopliiku 2 predpisu L 1 jsou definovany podminky pro zptisobilost
organizaci k provadéni vycviku leteckého personalu. Letecké tirady
schvaluji organizace splnujici stanovené poZadavky pro jednotlivé odbor-
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nosti. Schvalené vycvikové organizace FTO (Flying Training Organization)
mohou provadét vycvik a prezkuSovani pro vydavani a prodluzovani pru-
kazti zpusobilosti a s nimi spojené kvalifikace.

2.5 Aplikace novych poznatku v oblasti ochrany civilniho
letectvi pred protipravnimi éiny - Aviation Security

Projevy terorismu, extremismu nebo organizovaného zlo¢inu v letectvi
byly dosud vzdy spojeny s pouZitim vybu$nin, riznych zbrani a nebez-
pec¢nych chemickych latek. V soucasné dobé se stava aktualni i moznost
hromadného pouziti bakteriologickych nebo radioaktivnich latek. Uginny
boj proti moznému pouZiti uvedenych, zejména vSak novych typa pro-
stfedkn, si nutné vyzaduje zavadéni modernich zarizeni pro identifikaci
a bezpecnostni prohlidku osob, zapsanych i nezapsanych zavazadel, ob-
sahu nakladnich kontejneru, ale i skrytych prostorti vseho druhu.
krétné tykaji civilniho letectvi lze zaradit:

e Umluvu o trestnych ¢inech a nékterych jinych ¢inech spachanych na
palubé civilnich letadel - tzv. Tokijskou timluvu (Convention on
Offences and Certain Other Acts Committed on Board Aircraft) z roku
1963 (platnost od roku 1969)

e Umluvu o potlaceni protipravniho zmocnéni se letadel - tzv.
Haagskou umluv (Convention for the Suppression of Unlawful
Seizure of Aircraft), podepsanou roku 1970

e Umluvu o potlacovani protipravnich ¢inti ohrozujicich bezpec¢nost
civilniho letectvi — tzv. Montrealskou timluvu Convention for the
Suppression of Unlawful Acts against the Safety of Civil Aviation)z
roku 1971

e Umluvu proti brani rukojmi (International Convention against the
Taking of Hostages) z roku 1979

¢ Protokol o potlaceni nezdkonnych ¢inti nasili na letiStich slouzicich
mezinarodnimu civilnimu letectvi, jako Dodatek k Umluvé o potlaceni
nezakonnych ¢inti proti bezpec¢nosti civilniho letectvi (Protocol for the
Suppression of Unlawful Acts of Violence at Airports Serving
International Civil Aviation, Supplementary to the Convention for the
Suppression of Unlawful Acts against the Safety of Civil Aviation) z roku
1989

e Umluvu o znaceni plastickych trhavin pro ucely detekce (Convention
on the Marking of Plastic Explosives for the Purpose of Detection)
z roku 1991.

Zéakladnim legislativnim dokumentem pro tuto oblast se v Ceské re-
publice stal Letecky predpis L 17 — Bezpe¢nost — Ochrana mezinarodni-
ho civilniho letectvi pfed protipravnimi ¢iny. Pro jeho vydani byl pouzit
original Mezinarodni organizace pro civilni letectvi ICAO Annex 17 v Ces-
kém prekladu s uréenim adresatt jednotlivych pravidel (prav a povinnosti)
a nositeltl pravomoci, ktery je platny pro uzemi Ceské republiky.
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V ramci Evropské unie se dne 14. zari 2001 konalo mimoradné zase-
dani Rady EU ve sloZeni pro dopravu. Komise spolu s ministry ¢lenskych
stata zde dosla k zavéru, Ze je tfeba provést zasadni opatieni k zajiSténi
ochrany letectvi. Na zadkladé tohoto zavéru prijala Komise legislativni na-
vrh rdmcového narizeni Evropského parlamentu a Rady, kterym byla sta-
novena spole¢na pravidla v oblasti bezpe¢nosti civilniho letectvi. Vydané
Nafizeni (ES) ¢. 2320/2002 bylo prvnim pravnim predpisem Spolecenstvi
v oblasti ochrany civilniho letectvi a jeho cilem bylo nejenom stanoveni
bezpecnostnich pravidel pro prepravu osob na letiStich v ramci EU, ale
i mnoho dalSich zalezitosti. Mimo jiné nafizovalo stat‘im vypracovani a pro-
vadéni narodniho programu ochrany civilniho letectvi a prijeti narodniho
programu kontroly kvality. PrestoZe narizeni ¢. 2320/2002 nepochybné
prineslo zlepSeni bezpecnosti civilniho letectvi, v rdmci inspek¢ni ¢innosti
Komise bylo pozdéji poukazano na mozna zlepSeni, ktera by pfispéla k vét-
§i uicinnosti systému jako celku. Vysledkem bylo Natizeni Evropského par-
lamentu a Rady (ES) ¢. 300/2008 ze dne 11. brezna 2008 o spole¢nych
pravidlech v oblasti ochrany civilniho letectvi pfed protipravnimi ¢iny.

Jednim ze zdkladnich poZadavkt téchto nafizeni je diisledné kontrola
osob a zavazadel vstupujicich do letecké prepravy. Praxe vSak potvrdila,
Ze 1 pfi ignorovani vSech pravnich a etickych otazek nelze technicky ani
organiza¢né kazdou osobu dokonale zkontrolovat. Nelze rovnéz otevrit
a podrobné zkontrolovat obsah vSech zavazadel a prepravovanych zasi-
lek. K tomu by bylo tfeba mit velké pocty bezpecnostnich pracovnikti a od-
povidajici prostory. Nejvétsim problémem naro¢nych kontrol je vSak sku-
tecnost, Ze pri nich dochazi k prodlouzeni doby odbaveni cestujicich
a zavazadel a v podstateé i ve vétSiné pripadu i k urc¢itému sniZeni komfortu
cestujicich, nebo poskozeni jejich majetku. Kone¢né i masova aplikace
osobnich kontrol nemusi byt vZdy efektivni, o ¢emZ svéd¢i pripad prone-
seni vybusniny na palubu letadla v podesvi obuvi v roce 2001, nebo slo-
zek vybusné smeési ukrytych na téle ve spodnim pradle v roce 2009.
K urychleni a zefektivnéni procesu kontroly vstupu cestujicich, jejich za-
vazadel a zboZi do nevefejnych prostor letisté byla proto vyvinuta a dale
se vyviji fada technickych prostiedku, jejichz tikolem je pomoc pfi iden-
tifikaci osob, vyhledavani zbrani a vybusnin. Provozovatelé letist, letecti
dopravci a ostatni provozovatelé bezpecnostnich zarizeni jsou povinni za-
jistit, aby vSechna takova zafizeni byla schvalena povérenym tifadem na
zakladé platnych certifikaci o provedenych testech.

V diisledku zhorSeni bezpecnostnich rizik v letecké doprave zacaly né-
které staty také vyZadovat o cestujicich dalsi dodatec¢né informace API
(Additional Passenger Information). Spolec¢né s problematikou ochrany
soukromi pfi osobnich kontrolach, vyZaduje tato nova situace odpovida-
jici legislativni oporu a potfebna naro¢na organizacni zajisténi. Dle nafi-
zeni Evropského parlamentu a Rady (ES) byla také prijata a realizovana
opatfeni pro ochranu létajiciho personalu béhem letu.

Siroky okruh problémti obsahuje problematika ochrany teritoria letiste.
PoZadovanou bezpec¢nostni troven ochrany lze teoreticky dosahnout kom-
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binaci raznych systému detekce vniknuti a obtiZné prekonatelnych mecha-
nickych zafizeni, prakticka feSeni integraci nékolika systému zvySuji prav-
dépodobnost poruch a faleSnych poplachti. Navic s integraci vice systému
vyrazneé roste cena zabezpecovaciho zafizeni a naklady na jeho provoz.

Jak jiz bylo uvedeno, je v souladu s § 85a zadkona o civilnim letectvi
a narizeni Evropského parlamentu a Rady (ES) ¢. 300/2008 povinen pro-
vozovatel letisté, letecky dopravce, poskytovatel letovych provoznich slu-
Zeb a poskytovatel sluzeb mit pred zahajenim svého provozu pfi odbavo-
vacim procesu na letiSti, schvaleny bezpec¢nostni program ochrany
civilniho letectvi pfed protipravnimi ¢iny. Obsah a struktura bezpecnost-
nich programt, stejné tak jako technické prostredky pro kontrolu osob
a zavazadel jsou zkracené popsany v [1].

3. Zaveér

Dosazeni vyznamného vedouciho postaveni svétové obchodni letecké
dopravy v oblasti bezpec¢nosti v dopravé vyZadovalo mnoho let usilovné
prace ve vSech oblastech letectvi, tj. oblasti legislativni, konstrukéni, vy-
robni, organiza¢ni, provozni a technické. Sifi této problematiky (mimo ob-
last konstrukéni a vyrobni) naznacuje zkracenou formou popisu a v urci-
tém zjednoduSeni text tohoto ¢lanku. Dokonalé zvladnuti vSech norem,
doporuceni, postupti a s provozem letecké dopravy spojenych ¢innosti po-
chopitelné vyZaduje dokonalou pripravu a ovéfovani prakticky vSech osob,
které se na bezpetném provozu letecké dopravy podili. Do této skupiny
logicky patfi i ekonomicko provozni pracovnici a manaZéti na rtznych
urovnich, jejichZ vysokoSkolska priprava je soucasti i studijnich progra-
mu bakalarského a magisterského studia Vysoké §koly obchodni v Praze,
o.p.s. K zajisSténi potfebného rozsahu informaci z této oblasti pro studen-
ty Skoly bylo proto formou kniZni publikace zpracovano pracovniky ka-
tedry letecké dopravy téma ,Bezpecnost v obchodni letecké doprave®.

Pri odbornych diskusich o zpracovaném obsahu a struktufre rukopisu
uvedené publikace doslo zcela samovolné k rozsifeni po¢tu spolupracov-
nikt z letecké spolec¢nosti a tifadtl narodnich organti orientovanych na
leteckou dopravu, kteri se podileli na doplniovani a odbornych tpravach
textu publikace. Okruh zijemct1 o spolupraci se rozrostl i v prubéhu pro-
vadénych oponentur textu publikace. Na zakladeé jejich doporuceni bude
publikace rozSifovana i ve verejné obchodni siti a v dalsi etapé se pred-
poklada i rozsireni jejiho obsahu o dalsi praktické poznatky a zavadéné
modernizace, pfimo od konkrétnich provozovateltt obchodni letecké do-
pravy a provozovatelu letist.

Vznikl tak material, ktery umozni jak studenttim leteckych specializa-
ci, tak i Siroké odborné vefejnosti bliZe se seznamit s prostredky a postu-
Py pouZivanymi pro dosazeni bezpecné obchodni letecké dopravy a poznat
i 8ifi problému, kterou muselo mezinarodni spolecenstvi od pocatku le-
tecké obchodni dopravy zvladnout, aby byla nejen zajiSténa sou¢asna uro-
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ven bezpecnosti, ale dosazeno i jeji udrzeni pfi trvale rostoucim objemu le-
tecké dopravy.
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Industry News

Management 2010 Knowledge and Management in Times
of Crisis and Ensuing Development - Third International
Scientific Conference in Bardejov Spa, Slovakia

The University of PreSov in PreSov, Slovakia (UNIPO) a partner
university of University of Business in Prague, hosted the third
international scientific conference under the title “Management 2010
Knowledge and Management in Times of Crisis and Ensuing
Development” in October 20th —22nd 2010 in Bardejov Spa, Slovakia.

The aim of the conference was to present the latest research results in
the field of management in relation to the global crisis consequences and
the importance of use of innovative scientific methods.

The Rector of the University of Business in Prague, Doc. Ing. Ivo
Straka, CSc., was elected to the international scientific committee.

Doc. Ing. Alzbeta Kiralova, PhD gave a presentation on Destination
Marketing in Times of Crisis, Ing. Monika Palatkova, PhD gave a
presentation under the title Passing Financial Crisis Using a Concept of
Destination Marketing Management (The Case of Prague). Both
presentations, together with the presentation of Ing. Hamarnehova, PhD
on Comparison of Development and Localizing Conditions of Tourism in
the Slovak Republic and the Czech Republic, were published in the
Conference Proceedings.

The international conference was attended by 120 participants from
research and academic institutions, and private sector from 12 countries
from all over the world.

(ak)

The VIII° Euromeeting in Florence Strongly Supported
the Implementation Plan of the Commission Towards
a European Tourism Policy

The VIII° edition of Euromeeting was held in December 2010 in
Florence, Italy.

Back in November 2007, when, during the V° edition of Euromeeting, the
Florence Charter for a sustainable and competitive tourism in Europe was
signed by many European regions, universities and representatives of
tourism organizations, the founders would never figure out that, few years
later, the European Commission would have recognized to NECSTouR
(Network of European Regions for a Sustainable and Competitive Tourism)
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such an important role as the one envisaged in the COM/352 of June 2010.

The Euromeeting has introduced a brand new path towards innovation
and applied research in Tourism in cooperation with Mediterranean
countries but also with Chinese Universities.

In addition, the presentation of Tuscany's experimentation of a model
of indicators for the sustainable management of tourist destinations on
the 10 pilot destinations is an important step towards NECSTouR
objective to develop sustainable management model based on social
dialog, competitiveness and measurability and is the first step to support
the European Commission in creating an European Brand to promote
tourist destinations.

During the conference, the commitment of regions, member states,
universities and enterprises to support the implementation plan of the
Commission towards a European Tourism policy has been very strong.

Before the conference, NECSTouR members gathered for a working
meeting in order to present the ongoing projects and propose future
projects to the members. Doc. Ing. AlZzbeta Kiralova, PhD and doc. Ing.
Ivo Straka, CSc. presented the project of the Joint European Master
Program in Sustainable Tourism Destination Development which was
initiated and prepared by the University of Business in Prague. The
project is fully supported by NECSTouR Academic Committee.

(ak)

Source: http://www.necstour.eu/necstour/events.page

UNWTO Knowledge Network Kick-off Meeting at FITUR 2011

The UNWTO Knowledge Network (UNWTO.Know) is a worldwide web of
innovation institutions or centers willing to work collaboratively to set and
put into use research and knowledge management standards on tourism
policy, governance, and operations. The network's scope includes
scientific and technological, business, and governmental organizations,
programs and projects.

From its inception, in the autumn of 2010, the UNWTO.Know has
already enlisted some 80 members worldwide, and this number will be
growing over the next months; they will be working as UNWTO Knowledge
Institutions, UNWTO Strategic Centers, and UNWTO Tourism Think-
Tanks.

The UNWTO Knowledge Network Kick-off Meeting was the first
opportunity for existing and prospective members of the network to meet
personally and establish principle operative links. The interests of the
University of Business in Prague were represented by doc. Ing. Alzbeta
Kiralova, PhD.

On this occasion, several lines of research and innovation were
preliminary presented by UNWTO.Know members in the Americas, in
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Asia-Pacific, and in Europe. This is intended as inspiration on road-maps

for action and collaboration. Participants have introduced themselves and

briefly expressed their strategic views on innovation relating to tourism.
(ak)

Source:http://www.hospitalitynet.org/news/154000320/4049716.search?
query=unwto+knowledge+network+kick

International Scientific Conference ,,New Trends in Civil
Aviation 2010“

The International Scientific Conference ,New Trends in Civil Aviation
2010* was hosted by the Air Transport Department of the Faculty of
Traffic and Business of Transport and Communications of the University
of Zilina in 12th - 14th January 2011. The conference was organized
within the framework of the VEGA 1/0538/10 Project — Broad Lines of
Harmonization Development and Integration in Europe and their Impact
on Air Navigation Services and it took place in Hotel Gold Terchova near
Zilina. Around 60 specialists from different countries represented the air
transportation branch at the conference.

Doc. Ing. Ladislav Bina, CSc. and prof. Ing. Zdenek Zihla, CSc. from
University of Business in Prague (VSO v Praze, o.p.s.) were the key-note
speakers of the conference. Their paper ,Further to the Problems of
Security in Commercial Air Transport® was brought forward by the
homonymic scientific monograph which is coming out in these days.

The subject Safety & Security aroused the expected attention and thus
a longer discussion to this matter was no surprise at all. The head of the
Air Transport Department of the University of Business in Prague, Ing.
Pavel Janku gave the paper about ,Digital Airport‘. In his paper he
touched the current and anticipated trends in even larger applications of
information technologies in the air transport with a view to the airport
terminals.

Current but particularly anticipated brisk growth of commercial air
transport is connected with a catechism the resolution of which such
brisk growth will make it possible. From technological and logistical point
of view the air transportation is a top globally acting system which among
others motivates the development of applied methods of scientific research
and a large development of information technologies. Highly important
problem of air transportation is the assuring of safety and prevention
against unlawful acts (Security). The exchange of scientific and
operational observations is very important detail of these trends.

(b, pj, z2)
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Hospitality, Tourism and Education Today and Tomorrow

The 2nd international scientific conference Hospitality, Tourism and
Education Today and Tomorrow was held on October 19th 2010 in
Prague. The aim of the conference was familiarisation with the new trends
and prospects in hospitality, regional development of tourism and human
resources in tourism. Ing. Sarka Tittelbachova and Ing. Monika Palatkova,
PhD. presented their papers in the section Main Issues of Regional
Tourism Development — “Chances of Tourism Development in Listed
Buildings in Direct Management of the National Heritage Institute”, resp.
“The Funding as the Principal Issue of Regional Tourism Development?”.
Both papers were published in the conference proceedings, presented and
discussed in the specialized section.

(mp)

Competence Forum For Cross Border Co-Operation In Tourism

The conference Competence Forum for Cross Border Co-Operation in
Tourism was held on November 11th - 12th 2010 in Bayerische
Eisenstein in Germany. The conference targeted the possibilities how to
use the potential of international tourist destinations. The topic of the
conference was the product development and product offering in the
market as the basic prerequisite for the competitiveness of tourist
destinations. Ing. Sarka Tittelbachov4, the head of the Tourism
Department of University of Business in Prague, took part in the
moderated discussion focused on prospects of cross-border development
of destinations. Her paper the Position of Tourist Information Centres in
Cross-border Destination was published in the conference proceedings.

(mp)
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