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Abstract 

VALENČÍKOVÁ, B. Essentials of city needs to provide for satisfied visitors. Diploma thesis. 
Brno: Mendel University, 2015. 

The diploma thesis deals with identification of characteristics a visitor of a city needs in 
order to be satisfied with a short-term stay there. It identifies their attitudes and factors 
which influence them during decision making and also analyzes visitor´s preferences. The 
diploma thesis also defines diffrences in decision making during travel among demogra-
phically defined groups. Primary data were collected via in-depth interviews and questi-
onnaire research. Quantitative data were processed using software Statistica v. 12. Further 
conducted analyses were analysis of contingency, cluster and factor analyses. Diploma 
thesis focuses on suggestions of measures that would increase tourist satisfaction and lead 
to both higher return rate, and growth of number of incoming visitors. 

Keywords 

City marketing, destination management, factors, satisfaction, service, Brno 

Abstrakt 

VALENČÍKOVÁ, B. Co město potřebuje nabídnout k dosažení spokojenosti jeho návštěvníků. 
Diplomová práce. Brno: Mendelova univerzita v Brně, 2015. 

Tato diplomová práce je zaměřena na zjištění charakteristik nabídky města, které vedou 
ke spokojenosti jeho návštěvníků při krátkodobých pobytech. Definuje jejich postoje 
a také faktory, které je ovlivňují při rozhodovacím procesu, a zjišťuje též preference ná-
vštěvníků. Dále jsou identifikovány rozdíly při rozhodování během cestování mezi demo-
graficky vymezenými skupinami. Primární data byla získána prostřednictvím hloubkových 
rozhovorů a dotazníkového šetření. Kvantitativní data jsou zpracována s využitím statis-
tického softwaru Statistica v. 12. Pro analýzu závislostí bylo využito analýzy kontingenč-
ních tabulek, dále byla provedena shluková a faktorová analýza. Diplomová práce přináší 
návrhy opatření, která by měla zvýšit spokojenost turistů a vést jak k jejich větší míře opa-
kovaných návštěv, tak i přílivu nových návštěvníků.  

Klíčová slova 

Marketing měst, destinační management, faktory, spokojenost, služby, Brno.  
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1 Introduction and Objectives 

1.1 Introduction 

“What an odd thing tourism is. You fly off to a strange land, eagerly abandoning all the com-
forts of home, and then expend vast quantities of time and money in a largely futile attempt 
to recapture the comforts that you wouldn´t have lost if you hadn´t left home in the first 
place.” 

Bill Bryson 

 

Tourism plays an important role in the EU because of its economic and employment po-
tential, as well as its social and environmental implications. Nowadays all destinations are 
running in a global race, and competition is getting tougher. The aim of each destination is 
to go further and faster than the competition. And th growing competition in the tourism 
sector has demanded that destinations differentiate themselves through developing 
strong, unique and competitive destination brands. This is the key to destination marke-
ting and the process is one of branding that takes into account the formation and nature of 
the destination image.  

Destination marketing is in different countries at different levels. There are desti-
nations that have perfectly sophisticated marketing and image and the brand is known 
worldwide. On the other hand, there are also destinations where the destination marke-
ting in its infancy. Yet, destination marketing is about more than just increasing visitation; 
it also has a regional development and investment role and is thus strategic in nature. 

At the beginning of the 90s of 21st century there has been a revolution in tourism 
thanks to the development of the Internet. As for entrepreneurs also for end customers 
with access to databases and networking – applications become a gateway to services in 
tourism. System of the destination presentations at local, regional, national and macro 
regional level has been simplified. Nowadays we can hardly imagine travel without online 
booking fly tickets, accommodation, rental cars and others. 

Advancement in technology has considerable advantages as a permanent access of 
tourists and other passengers to reliable information from virtually anywhere, enhancing 
work efficiency and a significant reduction, the possibility of obtaining discounts for boo-
king and buying online, and also very quickly obtain current information. However, many 
advantages can be disadvantages in certain situations or even threats. 

Tourist destination consisting of a chain of services is offered as a product to the end 
customer. The customer therefore does not evaluate the quality of individual services, but 
the quality of the destination as a whole. Visitor satisfaction can thus be affected many 
factors which may or may not be controlable. These factors result from the fact that a tou-
rism destination is composed of a primary and secondary offering. The primary offering is 
largely due to the very area potential for tourism, secondary offering is then represented 
by infrastructure for the implementation of the tourism industry in the territory. 

Brno is the 2nd largest city in the Czech Republic with a very convenient location in 
the middle of Europe, with many tourist attractions and yet, it struggles to attract airlines 
to make it one of its destinations. Many flights to Brno had been cancelled due to low de-
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mand and negotiations with more partners or new one is very difficult. It is of strategic 
importance to identify areas that need to be developed (with supervision of the South Mo-
ravian region´s government and Brno municipalities) in order to increase the attractive-
ness of Brno for tourists and thus increase demand for Brno as a final destination for their 
flights. 

1.2 Objectives 

The main objectives of this thesis are to identify characteristics a visitor of a city needs in 
order to be satisfied with a short-term stay there. Based on these findings, to identify areas 
in Brno that need further development in order to increase international tourist satisfacti-
on with their visits and stays in this region. In order to achieve the main objectives, it will 
be necessary to: 

 To identify what are the minimum expectations of incoming European tourists in or-
der to be satisfied with their stay in a destination (infrastructure, tourism attraction, 
services, cuisine, etc.); 

 To determine the level of satisfaction of incoming tourists coming to Brno; 

 To identify weaknesses and strengths of Brno as compared to other European desti-
nations (especially those accessible by low cost airlines within Europe); 

 To suggest measures to enhance the image and position of Brno for incoming tou-
rists. 

The main goals and milestones will help to identify factors that require visitors to choose 
the city of Brno for its short-term stay destination. It will also allow companies operating 
on this market minimize weaknesses and highlight strengths. 
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2 Literature review 

There is an obvious change in perception of value of time, many people work harder and 
longer hours than before and their lives are hectic and full of stress. Hence they look for 
unique holiday and variety of activities during travel. That leads to increased interestd in 
such turism products as cruising, longer-stay holidays, themed holidays and cultural tou-
rism (Morgan, Pritchard, 2001). 

The main goal of tourism destination management and marketing should be meanin-
gful level of tourists´ satisfaction with the qualitative tourism product. It must be ensured 
in accordance with adequate price and with the tourists´ expectations (Schiffman, Kanuk, 
2004). 

2.1 Tourism 

Kotler, Bowen, and Makens (2010) provide definition of tourism by the British tourist 
authority: “a stay of one or more nights away from home for holidays, visits to friends or 
relatives, business conferences or any other purpose except such things as boarding educati-
on or semi-permanent employment”. Swarbooke and Horner (2010) define tourism as a 
“short-term movement of people to different places than to their usual place of stay, with 
purpose of pleasant activities“. Nejdl (2011) confirms definition of tourism and adds that 
tourism is social-economic category, integrated system of activities and relationships, 
which provide well structured net. These relationships are repeated and usually generally 
useful. Jakubíková (2012) divide tourism into two subsystem: 

 Visitor (a subject of tourism) is in a role of consumer tourism services and goods;  

 Final destination, organizations, companies and agency of tourism (object of tourism) 

provide tourism services and goods. 

One of the objects of tourism is destination organization. Mill and Morrison (2014, p. 36) 
claim that organization of destination is a “function of various internal organizational acti-
ons and the creation of strategic alliances aimed at improving the destination´s attractive-
ness to tourists”. On the other hand it is argued that there is a need for some kind of cover 
organization to coordinate public and private tourism interests, because tourism impacts 
many sectors of a destination. Management is needed both on national and also local level. 
At the time of global environment economies of scale tend to pool resources and work 
together.  

Morrison (2013, p. 23) says that „stakeholders are groups and individuals that have 
a direct (tourists, tourism sector organizations) or indirect (community, environment and 
government) interest in the management of a destination for tourism.“ 

Destination management organizations include entities at four geographical levels: 
country, state, region, and city. In most countries it is the government that runs the desti-
nation management organizations. Governments have a mandate to do long-term, strate-
gic planning and often provide grants and other support for small and medium sized en-
terprises. It is also known that public agencies may have greater powers in operating qua-
lity assurance programs. On the other hand government agencies are very bureaucratic 
and slow to accomplish tasks. They also tend to be politically influenced. The private sec-
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tor is often more skilled in marketing and sales opportunities, aware of market opportuni-
ties. Decision-making is faster in this sector. In some countries governments give patro-
nage of this power to national tourism administration authorities and ministries of tou-
rism or regional destination management organizations (Morrison, 2013). 

The two main industries that comprise activities we call tourism are the hospitality 
and travel industries (Kotler et al., 2010, p. 10). Movement is integral to tourism and in the 
tourism system it can be understood through the travel paths taken by individual consu-
mers. According Cooper and Hall (2008, p. 6) tourism system consists of: 

 Generating/source region which is the permanent residence of the tourist and the 

place where the journey begins and ends; 

 Transit route which is the path through the region across which the tourist must travel 

to reach his or her destination; 

 Destination region which the tourist chooses to visit and which is a core element of 

tourism and fourth element is the environment that surrounds the other three regions.  

Swarbrooke and Horner (2007) distinguish among these types of tourism: 

Visiting friends and relatives – the growth of economic migration in recent decades has 

given a new impetus to this market. Such trips bring little benefit for accommodation, 

but bring new business for transport. Visiting friends and relatives market is difficult 

to measure since national boundaries are crossed and tourists do not use commercial 

accommodation, where data could be collected. 

Business tourism – one of the oldest forms of tourism. Business tourism is no longer just 

about sales trips and transport of goods, nowadays it involves also conferences whe-

re information is exchanged, training courses, and so on. 

Religious tourism – religious tourism is a good example of how infrastructure developed 

for one form of tourism can be used in the future for another type of tourism. 

Health tourism – the interest of tourists in health turism is not only connected to mineral 

springs and sea water, but also health facilities where many people take short breaks 

to lose weight or people travel abroad for medical treatment. 

Social tourism – this type of tourism is subsidized by government, non-profit organizati-

ons, charities or trade unions. Social tourism includes for example disabled consu-

mers, or single-parent families. 

Educational tourism – has developed in a number of ways, e.g. student exchanges (people 

travel to other countries to study and learn more about the culture and language of 

other people) or special interest holidays (painting and cookery classes, gardening 

cruises or language classes) 

Cultural, hedonistic, activity, special interest tourism. 
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2.2 Destination 

Destinations are places with some form of actual or perceived boundary, such as a physical 
boundary of an island, political boundaries, or even market-created boundaries such as 
those of a travel wholesaler who defines a South Pacific tour solely as Australia and New 
Zealand (Kotler et al., 2010, p. 503). 

A tourist destination may be viewed as a complex product of tourism industry con-
sisting of natural resources, infrastructure, superstructure, services, distinctive local fea-
tures, cultural attributes among others (McIntosh, Goeldner, 1990). According to Morrison 
(2013, p. 4) a tourist destination is a geographic area that attracts visitors, which has an 
administrative boundary or boundaries, a place where a tourist can find overnight ac-
commodations. 

Cooper and Hall (2008) define tourism as a concept, where people travel from home 
to a destination, stay there for a limited period of time and then return, they also mention 
that destination lies at the heart of tourism and is the most important aspect of tourism. 
Metelka (1990, p. 46) defined a destination as the “geographic location to which a person is 
travelling”, Gunn (1994, pp. 27–46) describes destination as being a “travel market area” 
and referred to destination zones that are geographic areas “containing a critical mass of 
development that satisfies traveller objectives”. Cooper and Hall (2008, p. 112) add that 
“tourism destinations are described at different scales rating from the country level to regi-
ons, towns or resorts, specific sites and even specific attractions that are visited by tourists.”  

Short-term factors affected the attractiveness of locations more than changes in cul-
tural taste. But what is important is to understand that there are often significant differen-
ces between reality and how potential tourists understand a destination or attraction. 
Tourists are influenced through media by travel programs and documentaries as well as 
TV entertainment. Cooper and Hall (2008) confirm that the growth of global media (satel-
lite TV, internet,…) has caused that events in a location can be seen almost instantaneously 
in other parts of the world.  

Destination marketing goals are to improve the image of a city/region, attract inves-
tors, reduce seasonality and change behavior of entrepreneurs, local communities and 
visitors. According to Swarbrooke and Horner (2003) destination marketing objectives 
tend to be more complicated than for other types of marketing, in connection with the fact 
that it is carried out by public sector managment rather than private companies. 

2.2.1 Attractiveness of destination 

To be a successful tourist destination there must be a blend of certain elements. Attracti-
ons are the first and most important of them. Although attractions are needed to bring 
people in, they must have adequate facilities, infrastructure and transportation alternati-
ves to make their stay comfortable. Hospitality on the part of local people will help ensure 
a satisfied customer who will want to return (Mill and Morrison; 2014; p. 37). 

Attractions are the major factors, which generate tourist flow to a particular location. 
Studies have measured attractiveness of tourist destination on the basis of attribute analy-
sis of a destination, but we can also find studies where the attractiveness of a destination 
is assessed on the base of feelings, believes and opinions that individuals have about a 
destination´s perceived capacity to provide satisfaction in relation to their special vacation 
needs. While a few studies have examined the image of a destination on the basis of gap 
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analysis between expectation and satisfaction level of visitors of different attributes (Hu 
and Ritchie, 1993; Cho, 1998). 

The attractiveness of a destination depends on several interrelated factors. One of the 
important factors is the level of awareness about a destination. This awareness is general-
ly created among the visitors through print media, electronic media and other sources of 
advertising media (Baloglu and McCleary, 1999).  

As already stated the base requirement for a destination is quality and a range of at-
tractiveness. Those two create motivation for visiting destination. Nejdl (2011) divided 
attractions into nature, historical-cultural and socio-cultural. Attractions are supply´s mo-
therboard of destination and to use them to satisfy needs of visitors, they need to be com-
plete by services and infrastructure. Kotler, Bowen and Makens (2010) add that attracti-
veness of a destination can be diminished by violence, political instability, natural cata-
strophy, adverse environmental factors, and overcrowding. Mills and Morrison (2014) list 
following determinants of destination attractiveness: 

 Natural features: general topography, scenery. 
 Climate: temperature, amount of sunshine, rain 
 Culture and social characteristics: traditions, style of architecture, local foods 
 General infrastructure: roads, sewerage, water, electricity 
 Basic services infrastructure: shopping, car maintenance 
 Tourism superstructure: lodging, information 
 Access and transportation facilities: distance and time to get there, frequency, ease and 

quality of transportation 
 Attitudes about tourists: warmth of welcome, ease of communication 
 Cost/price levels: value for money and exchange rates 
 Economic and social ties: international trade, common culture, language and religion 
 Uniqueness: one-of-a-kind attractions or events 

2.3 Infrastructure 

As was mentioned earlier, infrastructure is inevitable part of destination. Tourism is based 
on a complex set of infrastructure and physical resources that have a significant impact on 
the places in which they are situated. Tourists purchased experiences provided by in-
frastructure and set of resources. Primary focus of tourism is the places or destinations 
that people travel in order to satisfy their motivations for particular experiences (Cooper 
and Hall, 2008).  

Infrastructure consists of all the underground and surface development construction 
of a region. Many authors describe infrastructure just by transportation, accommodation 
and food services. But if we considered infrastructure from the bases it comprises water 
system and power sources, communication networks, health care facilities, streets and 
highways and security system etc.  

The infrastructure of an area is shared by both visitors and residents. An upgrading 
of the elements of the infrastructure primarily for the purpose of attracting visitors will 
benefit the host population (Mill and Morrison, 2014, p. 26). 

Governments often play a coordination function and usually are expected to provide 
the infrastructure and transportation facilities for tourism development in destination 
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areas, such as roads, airport facilities, sewage disposal, electricity, water and other essen-
tial services. Other important role of government is the role of legislator and regulator. 
Government affects the number of paid vacation days, policy of visas and passports and 
regulations on operating a tourism business (licences) (Mill and Morrison, 2014, p. 69). 

The influence of transportation elements on a destination are: 

 The distance from origin to destination influences the transportation mode chosen in 

that the greater the distance between the origin and the destination, the more likely it 

is that air transportation will be used. 

 The major facts influencing transportation access costs are fare costs, travel time and 

distance travelled. 

 As distance between origin and destination increases, travel costs increase and are 

more important in the vacation decision. 

 There are hidden costs involved in travelling as a meal and lodging expenses. Identify-

ing these costs may lead tourists to substitute one mode for another. 

 The development of international markets requires an access to international airports. 

This is especially true when there are sea gaps or when long surface travel is necessa-

ry (Mill Morrison, 2014, p. 30). 

Hospitality is also important part of infrastructure. Visitors should receive warm feeling, 
certain amount of knowledge and positive attitude from resident population. Training 
tourism personnel to be hospitable and encouraging positive feelings toward visitors on 
the general public would help improved hospitality resources. (Cooper and Hall, 2008) 

Morrison and Mill (2014) mentioned some criticism of fully developed infrastructure, 
because now in time of high-tech lifestyle some kinds of visitors see lack of modern 
highways as a new attraction. Tourists from developed destinations want to escape from 
everyday routine and enjoy authentic city or country and people with their culture and 
habits in lesser developed destinations. 

Sometimes the infrastructure cannot handle the amount of tourists and need to limit 
them for sustaining tourism in the mature stage. On the other side, those tourist destinati-
ons that build solid infrastructures can look for increased business by expanding from 
a seasonal product to a multi-seasonal product or by expanding the geographic base of 
their product. Mill and Morrison 

Tourism organizations: 

There is an enormous group of organizations. Mill and Morrison (2014) classify them 
into six groups according major geographical grouping: Global organizations; multi-
country regional organizations; national tourism organizations; state, provincial, and terri-
torial tourism organizations; regional tourism organizations; local tourism organizations.  

2.4 Factors influencing the tourist decision 

Consumers are influenced in their decision-making process by many internal and external 
motivators and determinants when they choose products. It is very difficult to research 
how these many motivators and determinants affect consumers when they are making 
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their choices. The experience of purchasing a holiday will be very different from the expe-
rience of purchasing an everyday food item in supermarket (Swarbrooke, Horner, 2007, 
p. 4). 

Motivating factors can be split into those which motivate a person to take a holiday 
and those which motivate a person to take a particular holiday to a specific destination at 
a particular time. No tourist is likely to be influenced by just one motivator. They are more 
likely to be affected by a number of motivators at any one time (Swarbrooke and Horner, 
2007, p. 55). Most people´s holidays represent a compromise between their multiple mo-
tivators. Either one motivation becomes dominant or such holiday is purchased which 
ensures that all of the motivators can be at least partly satisfied. 

Many trips represent a compromise among those in a group who are travelling toge-
ther, because we rarely take holidays alone. Those who travel with us have an influence 
over the factors which influence our decisions (Swarbrooke, Horner, 2007, p. 56). 

Each tourist is different, as are the factors which motivate them. We also cannot for-
get that motivators change over the time. Major motivation factors in tourism are: 

 Physical – relaxation, suntan, exercise and health. 
 Cultural – sightseeing, experiencing new cultures. 
 Emotional – nostalgia, romance, adventure, fantasy, escapism, spiritual fulfilment. 
 Personal – visiting friends and relatives, making new friends, a need to satisfy others. 
 Status – exclusivity, fashionability, obtaining a good deal, ostentatious spending oppor-

tunities. 
 Personal development – increasing knowledge, learning a new skill. 

Various factors act as a constraint on tourism mobility. Some of them are: 

 Income – people need sufficient disposable income to be able to engage in tourism 

once they have satisfied other basic needs; 

 Time – amount of time available would be major determinant on how far people can 

travel and influence their choice of destination; 

 Political rights – in particular destinations people need the political right as well as 

passport, visas and travel regulations; 

 Health – frailty, disability or poor health can be other limitations in travel options; 

 Information and education – potential tourists need to have information in order to be 

able to access the tourism system and reach destinations; 

 Safety and security – concerns over the perceived level of safety and security will af-

fect the selection of destinations and transport medium and may even influence the 

decision as to whether to travel at all. Safety factors include perceived threat of crime, 

political instability and health risks; 

 Family – the requirement of looking after family members will influence travel decisi-

on-making; 

 Legislated holidays – the availability of officially legislated holidays will affect travel 

patterns; 
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 Work – reducing working hours in order to engage in leisure and tourism would be 

perceived to have negative effect on careers; 

 Location – the relative location of where someone lives on a permanent basis in relati-

on to transport will be a constraining factor on his/her travel behavior; 

 Culture – the situation of individuals in different cultures creates variations with re-

spects to attitudes towards tourism. The development of a consumer culture is there-

fore arguably one of the essential factors in influencing the growth of tourism; 

 And Gender (Cooper and Hall, 2008, p. 14–15). 

 

Fig. 1. Factors influencing the holiday decision 
Source: Horner and Swarbrooke, 2013 

 

Ryglová, Burian, and Vajčnerová note factors, which affect tourism as a whole, not just 
factors, which influence tourists in their decision making. Authors devided those factors 
into three groups: localization; realization and selective factors. 

Location factors form the physical basis for satisfying the possible demand (what you 
can see), realization factors specify how holidays going to be, especially in transport, ac-
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comodation and other services. Selective factors include cooperation, managing and politi-
cal situation (Ryglová, Burian, Vajčnerová, 2011, p. 34). 

So far only factors, which influence tourist´s decision making or consumer satisfacti-
on, were mentioned but there are also factors affecting consumer otherwise. Among such 
factors Swarbrooke and Horner (2007) emphasize mainly stress, which tends to lead to 
tourist dissatisfaction. Other factors are also changing expectations of quality over time or 
level of arousal. We should mention also uncontrollable factors such as weather, poor 
transport infrastructure in the destination country, behavior of other tourists in the resort, 
strikes, poor hygiene and disease, and government bureaucracy. 

2.5 Motives, needs and wants 

Motivation “occurs when an individual wants to satisfy a need” (Mill, Morrison; 2014; 
p. 293). „Motivation is the impulse that drives a person to behave in a certain way to order to 
reach the desired satisfaction” (Oom do Valle, Mendes, Silva, 2006, p. 28)“. The motivators 
are those factors which motivate the tourists to wish to purchase a particular product and 
can be split into two groups. First group contain motivators which motivate a person to 
take a holiday and second motivate a person to take a particular holiday to a specific 
destination at a particular time (Oom do Valle, Mendes, Silva, 2006). 

Needs were not devised by marketers, at any given time a person has many needs. 
Included are biological, physical, psychological and social. Most of these needs are not 
strong enough to motivate a person to act at a given point of time. If it is invoked to suffici-
ent level of intensity, a need becomes a motive. Mill and Morrison (2014) agree and expla-
in difference between a need and a want. According to their definition, a person needs 
affection, but wants to visit a friends and relatives; needs esteem from others, but wants 
a Mediterranean cruise.  

The resource base of tourism depends on the motivations, desires and interests of 
the consumer, also on the cultural, economic, social and technological context where those 
motivations occur. Resources become, expand and contract in response to human wants 
and actions. But on the other hand what can be resource (tourist attraction) in one culture 
cannot be attraction in another. Perceptions of resources change as a result in shifts in 
cultural taste (Cooper and Hall, 2008). 

Many theories were developed by psychologists. Maslow and Herzberg are two of the 
most popular. In the studies of tourism, authors indicate that travel motivations can fit 
Maslow´s hierarchy of needs model. Mill and Morrison (2014) described Maslow´s model 
as a hierarchy which suggests that lower level needs demand more immediate attention 
and satisfaction before a person turns to the satisfaction of higher level needs. Higher level 
needs encompass all lower level needs.  

Dann´s “push-pull” theory is one of the most specific explanations of tourist motivati-
on. Push factors start the process of motivating a person to travel and the pull factors are 
the ones that make them select a specific tourism or business destination. The push factors 
are within individuals themselves as people act to take care of certain internal drives such 
as the need for escape, rest and relaxation, adventure, prestige, health and social interacti-
on, novelty, relationships, education. The pull factors are the products and marketing by 
destinations that attract people to visit. Destination management organization and tou-
rism sector stakeholders have the most control over the pull factors. Pull motivations re-
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present the attributes of the destination to be visited and push motivations be consistent 
with a tourist´s desire and emotional frame of mind (Mill and Morrison, 2014). 

Another model of Iso-Ahola, who suggested there were two main motives in leisure 
and these were seeking intrinsic rewards and escaping the everyday environment. These 
motives can exist simultaneously and both have personal and interpersonal elements. In 
other survey there were found two categories of motives for traveling: socio-psychological 
and cultural. As cultural motives they suggest novelty and education. Escape from a perce-
ived mundane environment, exploration and evaluation of self, relaxation, prestige, re-
gression, enhancement of kinship relationships and facilitation of social interaction are 
marked as a socio-psychological motives (Morrison, 2013). 

Another motivation model is called Motivation Scale and was developed by Beard 
and Raghob in 1983. This model is based on Maslow theory, therefore, motivators are di-
vided into four types: 

 The intellectual component – Individuals are motivated to engage in leisure activities 

(learning, exploring, discovery) 

 The social component – Individuals engage in leisure activities for social reasons (fri-

endship/inter-personal relationship, esteem of others) 

 The competence-mastery component – Individuals engage in leisure activities in order 

to achieve, master, challenge and compete 

 The stimulus-avoidance component – Desire to escape and get away from over-

stimulating life situations (to seek to rest) 

Motivators are also changing with market segments. A number of authors agree with the 
fact that the need to escape is the strongest travel motivation. We can find enormous vari-
ety of studies why people take vacation or travel. All of them are similar, just inherent in 
different group. For example Bansal and Eiselt (in Mill and Morrison, 2014, p. 289) identify 
five groups of tourist motives: 

1. Climate / atmosphere / environment 

2. Relaxation / having a good time 

3. Adventure / something new / novelty / curiosity / a desire to experience something 

firsthand 

4. Personal reason 

5. Educational 

Another study provided by Ideal American Vacation Trip named eight motivational 
groups: 

1. Experiential – into this group belong travellers interested in a variety of activities 
that let them immerse themselves in other cultures 

2. Family focused – those travellers prefer travel more with family members 

3. Casual focused – rest and relaxation motivation 

4. Trail blazers – typical for outdoor travellers seeking to be connect with nature 
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5. Reconnectors – those travellers are interested in rest and relaxation with partner or 

spouse or others 

6. Affluentials – seeking relaxation, adventure and luxury 

7. Back to basics – frugal travellers  

8. Quintessentials – highly motivated travellers by experiences, socializing and adven-

ture (Mill and Morrison; 2014; p. 290). 

Different way how to understand needs describe Cooper and Hall as a things available 
from the destination to attract tourists: 

 Resources in the form of physical and cultural attractions to induce people to visit. 

 Resources in the form of facilities and services, including human resources, that enable 

them to stay at the destination 

 Resources in the form of infrastructure and services that makes the destination acces-

sible as well as the various attractions, facilities and services within the destinations 

accessible 

 Information provision so that the consumer actually knows about the destination and 

its resources. From this perspective information itself is also a tourism resource and 

a gateway resource in that it creates awareness of the other types of resources that 

a destination has (Cooper and Hall, 2008, p. 123). 

Different motivation for travel is depending on the fact, whether it is for pleasure or leisu-
re time or business reasons. Business travel is motivated by organizational needs and priori-
ties, while pleasure and leisure travel is based on personal needs and wants. There is a less 
freedom and flexibility in selecting the destinations for business travel than for pleasure and 
leisure travel (Morrison, 2013, p. 402). 

Swarbrooke and Horner (2007) add that motivators are not different only for each 
tourist but they also vary between segments. Young people have different motivators than 
elderly people or parents with their children. Also people in northern countries seeking 
for warm place for vacation and conversely. Significant difference in motivators is be-
tween men and women. “There is a thin line, a grey area, between our desires and the fac-
tors that determine our actual behaviour” (Swarbrooke, Horner, 2007, p. 61). 

2.6 Tourist satisfaction and loyalty 

Many studies about tourist satisfaction have been done and show that the revisit intention 
is explained by the number of previous visits. Authors regarded satisfaction as the middle 
step between motivations and tourist loyalty or as a moderator construct between percei-
ved attractiveness, quality of service, perceived value for money and revisiting. Also con-
sidered satisfaction, destination image and perceived quality as explanatory variables. 
Studies comprehended description of personal characteristics of tourists (socio-
demographic and motivational) as a missing explanation of previous research. Despite 
sharing equal degrees of satisfaction, tourists with different personal features can exhibit 
various behavior in terms of their loyalty to a destination. Other studies come up with the 
impact of level of education and age on the choice of destination (Oom do Valle, Mendes 
and Silva, 2006). Font (2000) adds to age and educational level also nationality and occu-
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pation present important variables in the travel decision-making process. To deliver satis-
faction of consumers in tourism according Middleton and Clarke (in Swarbrooke and Hor-
ner, 2007) travel and tourism marketers need to segment the market by temporal, spatial 
and other variables to sustain compatibility among consumers sparing the same premises, 
because holiday tourists are consumers with particular expectation. 

Oom do Valle, Mendes and Silva (2006) proposed a model of the tourist loyalty inten-
tion. This model shows a direct effect of tourist satisfaction on destination loyalty intenti-
on. 

 
 

Fig. 2. Tourist Satisfaction and Destination Loyalty intention: A Structural and Categorical Ana-
lysis 

Source: Oom do Valle, Mendes and Silva, 2006 

Anton (1996) defines consumer satisfaction as a state of mind in which the consumer´s 
needs, wants and expectations throughout the tourism product are met. Other authors 
(Morrison; Nejdl; Cooper and Hall) pointed out that it is important to measure consumer 
satisfaction applying as many destination attributes and that dissatisfaction of consumer 
leads to dissatisfaction of whole tourism destination. 

Chon and Olsen (1991) conducted research to provide correlation between tourists´ 
expectations about destination and their satisfaction after they return from the destinati-
on. Authors pointed out if the experience evaluation of the tourism product is better than 
tourists´ expectation they will be satisfied with their journey experience. Cooper and Hall, 
(2008) believe that the new experiences are then added to the ones from the past, which 
leads to new adjusted levels of expectations. It is a constant process of adjustments as pe-
ople travel.  

Model of all tourist expectation is usually simple formula according to which value 
that tourists get during their journey must be greater than the value that is invested, even 
though each tourist may have different expectations. Therefore, tourists make a compari-
son between expected benefits that they will have and their expected investment. It can be 
concluded that the tourist´s satisfaction is the function of the expected and realized value. 
Another reason why an appropriate attention should be given to tourist satisfaction is fact 
that the millions of euro are spent each year on destination marketing, advertising and 
promotional campaigns by national and state tourism offices, airlines and regional tourism 
bodies (Foster, 1999). 
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2.6.1 Customer satisfaction index 

The goal of methods innovating access to the market analysis is to ensure increasing level 
of customer satisfaction. This should lead to sales growth as well as to the higher profits. If 
the customer gets what he wants at a fair price with sufficient quality and everything is 
accompanied by the pleasant demeanor of the staff, customer is satisfied and we can as-
sume that he will search out this company next time again (Ryglová, Stávková, Skoumalo-
vá, 2004). 

In order to keep the company´s customers it is necessary to determine their basic ne-
eds and wants. Companies are aware of this and use a variety of techniques, for example 
mystery shopping, Swedish “Customer Satisfaction Barometer”, ACSI – American customer 
satisfaction index, ECSI – European customer satisfaction index and many other. 

European Customer Satisfaction Index 

The ECSI model is a framework that aims to harmonize the national customer satisfaction 
indices in Europe. It was an adaptation of the Swedish Customer Satisfaction Barometer 
and of the ACSI – American Customer Satisfaction Index.  

The ECSI model is composed of two sub-models: the structural model and the measu-
rement model. The structural model includes the relation between the latent or non-
observable variables. Customer satisfaction is the central variable of this model, having as 
antecedents or drivers the corporate image of the company, customer expectations, perce-
ived quality of products and services and perceived value. The main consequent of custo-
mer satisfaction as specified by the model is customer loyalty. The model therefore con-
sists of one exogenous latent variable (image) and five endogenous variables (Espozito 
Vinzi, 2010, p. 291). For calculating ECSI, we can use the results of the questionnaire sur-
vey.  

2.7 Marketing mix 

Ryglová, Burian and Vajčnerová (2011, p. 108) state, that “if it is the main objective of all 
organizations in tourism to satisfy tourist´s needs and wants out of his residential place, it is 
necessary to provide the right product for right price, promoted and distributed by right 
channels in the right place”. 

The marketing mix must be just that – a mix of ingredients to create an effective pro-
duct/service package for the target market. Marketing means hitting the mark. The aim of 
marketing is to make selling superfluous. The aim is to know and understand customers so 
well that the product or service fits them and sells itself. This does not mean that selling 
and promotion are unimportant, but rather that they are a part of large marketing mix, a 
set of marketing tools that work together to produce satisfied customers (Kotler, Bowen, 
Makens, 2014, p. 9). 

The fact is that consumers are a way more demanding, they want perfect individual 
services for friendly price. On the other hand supply side is more under the pressure of 
strong competition and consumer is a way more spoiled. To satisfy all requirements of 
consumers/visitors, destination management organization and other entities in tourism 
market have to be more precise in preparation and planning, use more complex marketing 
techniques. Better effect is achieved by new combinations and relationships in all P´s of 
marketing mix than just pressure on price level. Buckley (2010) adds that the range of 
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different tourism products is so wide that we can suit almost all sectors of tourism market: 
young or old, rich or poor, skilled or not. So as a result, for different types of products in 
tourism a wide range of different marketing techniques is required to use. 

The marketing mix is one of the key professional principles of marketing (Morrison, 
2013). Marketing mix is an essential framework that helps to structure marketing strategy 
(Swarbooke, Horner, 2007). In any business it is important to be able to develop a marke-
ting strategy that would have affected consumers and to purchase goods and services 
(Morgan, Pritchard, 2001). Tourism marketing expands basic four components with addi-
tional ,,4P”: people, packing, programming and partnership.  

2.7.1 Product  

Kotler, Bowen and Makens (2014, p. 252) define the term product as follows: „A product is 
anything that can be offered to a market for attention, acquisition, use, or consumption that 
might satisfy a want or need. It includes physical objects, services, places, organizations, and 
ideas“. Swarbrooke and Horner (2007) claim that product must be designed or amended 
to reflex consumer needs and wants and that correct positioning of a product means that 
consumer can recognize it as being distinct from competitors. Product belongs to the con-
trollable factors and is a typical part of the marketing mix. Product in tourism can be go-
ods (souvenirs, pocket guides, maps, etc.) as well as services (accommodation, catering, 
transportation, tour guide, etc.) (Zelenka, 2015, p. 94). It is important to have information 
on the activities and experiences most desired by the tourists from each original country. 
There exist several market segments with growth potential for domestic and international 
tourism and are based on different aspects of the tourism product. 

According CzechTourism (in Ryglová, Burian, Vajčnerová; 2011) a product of tourism 
is a service package define by time, place, range and quality of services and price level 
designated for consumer, distributed through organized sale. Product is prepared by regi-
on and local institutions.  

Palatková (in Ryglová, Burian, Vajčnerová, 2011) add that product of tourism is cha-
racterized as a symbiosis of material (infrastructure) and non-material (climate, people,…) 
resources. According Middleton and Clark (2001, p. 89) „the characteristics of the product 
as designed by strategic management decisions in response to marketing managers´ 
knowledge of consumer wants, needs and benefits sought.“ They named four product com-
ponents: 

Basic design of all the components that are put together as an offer to consumers. 

 Style and ambience of the offer. For service products dealing with customers on the 

premises where products are delivered, this is mainly a function of design decision 

creating the physical environment, and ambience judged appropriate to the product´s 

image and price. 

 The service element, including numbers, training, attitudes and appearance of all staff 

engaged in the process that deliver the product to the consumer – especially front 

house of house staff. 

 Branding, he focus for communications, which identifies particular products with 

a particular set of values, a unique name, image and expectation of the experience to 

be delivered (Middleton, Clark, 2001, p. 89). 
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Ryglová, Burian and Vajčnerová (2011) mention difference between product of a travel 
agency and product of destination. Travel agency can influence the range of parameters 
connected with product, but management of destination need to work with parameters 
which are determined due to localization and realization factors. According Jakubíková 
(2012) tourist destination is rather a combination of many sub-products.  

Since tourism is primarily a service-based industry and these intangible products are 
more difficult to market than tangible products, the intangible nature of services makes 
quality control difficult, but crucial. It also makes it more difficult for potential customers 
to evaluate and compare service offerings. 

2.7.2 Price  

Price levels and value for money are undoubtedly very important decision attributes for 
international tourists. Price is the most visible part of marketing mix. A destination where 
the prices are high may earn a reputation of being exclusive or luxury-oriented, while a 
destination with low prices can be viewed as a place for mass tourism (Morrison, 2013). 
Ryglová, Burian and Vajčnerová (2011) agree with this statement and add that, on the 
other hand, price can tempt customers but also discourage.  

Price may also affect purchasing decisions if we considered parameters as remote-
ness, group size, client-to-guide ratio, skill requirements etc. Swarbrooke and Horner 
(2007, p. 167) suggest that „different pricing strategies will encourage consumers to enter 
the market or, in certain circumstances, remain loyal to an organization“. However, organi-
zation of destination management can act more as a price influencer than a price setter. 
(Morrison, 2013) 

2.7.3 Place  

Place in tourism means the distribution channels. Distribution involves the process of ma-
king the product or service available to the final consumer. Destination marketing organi-
zation can market directly (online distribution comprising websites, social network sites, 
online travel agencies, mobile phone, etc.) to potential visitors or indirectly through travel 
trade intermediaries such as travel agencies and tour operators (Morrison, 2013). It is 
really important to use the available distribution channels for marketing to international 
pleasure and leisure tourists, because traditional promotions as advertising can be ex-
pensive in foreign countries (Ryglová, Burian, Vajčnerová, 2011). 

The difference between products and services in tourism is that a product is delive-
red into the place where consumer can buy it, but service of tourism can be carried out 
just in the place of production. Between a person who provides service and a customer 
exists cooperation on direct and indirect levels, which affect price. If consumer buys air 
ticket through website of an agency the price is usually higher than through website of 
company they fly with, the same with booking hotels, etc. (Kotler, Armstrong, 2012). 

2.7.4 Promotion  

Promotion “is the way in which the tourism organization communicates in an effective 
way with its target customers. Promotion is used by organizations to affect the way in 
which consumers behave and it is therefore a vital motivator for any tourism organizati-
on” (Swarbrooke, Horner, 2007, p. 170). Beside traditional activities such as advertising 
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and sales, promotional mix include PR, direct mailing, sales promotion and merchandising, 
digital marketing techniques, brochure production, world wide web, e-mail, social media 
etc. Middleton and Clark (2001) mention that on tourism level different types of sales 
promotion are most often used in marketing to international pleasure and leisure tourists. 
As an example at travel show and exhibition, road shows, promotional seminars and 
workshops. Nowadays also familiarization tours are very popular approach in the marke-
ting. They give influential people a first-hand view and experience with the destination 
that they can pass along to potential tourists. Or travel agent training and certification 
programs are a great way to develop an influential group of travel professionals to help to 
sell destination.  

Buckley (2010) as well as Burian, Vajčnerová and Ryglová (2011) describe the need 
to use different type of marketing methods for different type of adventure tourism desti-
nations. First group with high-volume, low-skill, low-price, short-duration products on 
offer at highly accessible mass-market adventure tourism destination rely heavily on pa-
vement advertising, shopfront sales and walk-in customers, boosted by brochures distri-
buted liberally in bars, backpacker hostels, hotel lobbies, airport arrivals halls, nightclubs 
and music venues. Second group with low-volume, high-skill, high-price, long-duration 
adventure tours in remote areas rely heavily on repeat business and word-of-mouth refer-
rals from former clients, with selective mail and email solicitations and lead times of up to 
a year (Buckley, 2010, p. 32-33).This group also uses catalogues, trade shows, advertise-
ments and editorial coverage in magazines to sell adventure tours (Burian, Vajčnerová and 
Ryglová, 2011). 

Promotion in the tourism is even more vital than in other industries. Morgan and 
Pritchard (2002, p. 10) state that customers buy holiday on the basis of symbolic ex-
pectations established promotionally through words, pictures, sounds and so forth. They 
claim that marketing in tourism is about illusion, creation of atmosphere – simply selling 
of dreams. Also Buckley (2010, p. 44) considered development in electronic marketing 
(using web logs or blogs and social network utilities) a very helpful tool to promote tou-
rism industry. He points out that “It is no longer enough to maintain an attractive website. 
Tourism operations must now monitor websites worldwide to maximise the number of posi-
tive reports and recommendations, and minimise, remove or counteract any negative press 
or complaints.”  

2.7.5 Packaging  

Packaging is the combination of related and complementary hospitality and tourism servi-
ces and facilities into a single-price offering (Morrison, 2013). A significant proportion of 
inbound tourists buy packaged vacations / holidays and others are on pre-arranged itine-
raries. These are actually designed and operated by travel trade companies, hotels and 
resorts, airlines and other tourism sector stakeholders. Destination management organi-
zations should act in an advisory role to other players to develop the most appropriate 
packages and tours for inbound international tourists. Furthermore they should play a 
regulation and control role with inbound tours and packages in order to protect internati-
onal guests and ensure their satisfaction. Kotler, Bowen and Makes (2014, p. 9) elaborate 
that “many resort or hotel guests purchase travel hospitality packages assembled by whole-
salers and offered through travel agents. By agreeing to participate in packages arranged by 
wholesalers, hotels effectively eliminate competitors. The success of cruise lines is really the 
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result of coordinated marketing by many travel industry members as hotel, rental car com-
panies, airlines, and so on.” 

2.7.6 Programming  

Programming consists of creating interlinked range of the services and tourist attractions 
that make the final product of tourism. Primarily it is a creation of temporary and locally 
connected offerings. A typical example is creating a continuous range of sporting and cul-
tural events in the destination. The aim is mainly greater uniformity of the number of visi-
tou in the destination, thus reducing seasonality (Zelenka, 2015). Packing and program-
ming when combined together can be very powerful in convincing people to visit a desti-
nation or a tourism business (Morrison, 2013).  

2.7.7 Partnership  

Partnering is essential for marketing internationally as a destination management organi-
zation is unlikely to be successful on its own. The partners may include airlines flying be-
tween the origin country and the destination, major hotels and attractions in the desti-
nation. Partnership can bring benefits as more budget, shared information, greater exper-
tise, increased market appeal or shared facilities. Morrison (2013) identified customers, 
organizations in the same / related / non-related businesses or digital alliances as types of 
potentials partners. 

Among the advantages that partnership brings are for example more balanced capa-
city utilization during the season, increasing consumption of off-season services and on 
certain days in week, ensuring the use of the service, which is not a big concern, raising the 
standard of services (joint use of know-how) as well as economic benefits (investment in 
infrastructure, common promotion at fairs) (Zelenka, 2015). 

2.7.8 People 

Human resources are another extremely important consideration. “There is no question 
that tourism is a people-intensive business and that personal service encounters within a 
destination have a great impact on the visitor´s experience and satisfaction,” emphasizes 
Morrison (2013, p.98). For example, it may be essential to have staff members that are 
completely fluent in the language of the origin country, as well as being very familiar with 
the country´s culture and traditions (Swarbrooke, Horner, 2007). Buckley (2010) claims 
that in commercial activities focus on human experiences front product design is prefer-
red.  

2.8 Character types of tourists 

Several classifications have been used to describe tourists segments. There are some 
common methods of segmenting the market, which include (I) geographical, (II) demogra-
phical, (III) business versus leisure travellers, (IV) frequent travellers versus infrequent 
travellers, (V) independent tourists versus organized group (Swarbrooke, Horner, 2007, p. 
143). 

Cohen (1972) and Kotler, Bowen, and Makens (2010) identified four character types 
of tourists: drifter, explorer, individual mass tourist and organized mass tourist. 
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 The drifter – traveller unwilling to be associated with the tourism industry, with no 
itinerary, tends to take work when he needs money and lives the way the host culture 
lives, sharing his shelter, food and habits. He tries to become accepted, as part of the 
local community. 

 The explorer – the explorer tourist is similar to the drifters in that he arranges his 
own trips and he likes to get off the beaten track as much as possible. However likes to 
stay in more comfortable accommodation and looks for more reliable and better 
transport than the drifter. He tries to meet with locals as much as possible and tries to 
learn their language and culture.  

 The individual mass tourist – the individual mass tourists do not arrange their own 
trips, but use a tourist agency. Live in an “environmental bubble” of their home coun-
try and only venture outside this familiar territory occasionally. They differ from or-
ganized mass tourist because they are not totally organized, do not travel in groups 
and the tour is not totally pre-planned. 

 The organized mass tourist – the least adventurous of all. They always travel with 
groups of people from their own culture and stay within an environmental bubble of 
their culture and stay isolated from the local community. Accommodation and trans-
portation are micro-environments of their home country. They are met by people who 
speak their language and on all tours are provided with guides who speak their lan-
guage. The itinerary is all planned in advance, and an all-inclusive fare is paid in the 
country of origin. 

CzechTourism conducted research in 2014 amoung tourists from 14 countries and chose 
criteria such as access to travel, expectation and preferences for spending holidays. Three 
types of segments were defined: 

 “Cool guy” – learning and recreation 

Except basic functions of their vacation it is important to explore the place of destina-
tion and partly its surroundings. Great interest is mainly in visiting sights, or trips to 
the countryside, emphasis is placed on peace, comfort, safety and overall comfort. 

 “Demanding” – stylish exploring 

These affluent tourists have high demands on service and comfort. On vacation they 
want to learn about the local culture, monuments, to attend social events, to have 
a good relax (including wellness and spa visits). Also shopping is important. Vacation 
is a part of their prestige. 

 „Young and Restless“  

This segment is expected to have fun and adventures on thein vacation. This segment 
mainly wants to enjoy and experience adventure, important things and activities for 
them are nightlife, parties, concerts and festivals or extreme sports. 

Kotler, Bowen and Makens (2014) add other types of tourists divided by their degree of 
institutionalization and their impact on the destinations:  

 Visiting friends and relatives – people who stay at homes of their friends and rela-
tives. They are not spending money for accomodation, but on the other hand they 
spend on dinig, attending events and shopping. Young, Ott and Felgin (in Mill, Morri-
son, 2012) divided this segment into non-active and active visitors. They claimed that 
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nonactive visitors tend not to participace in any activity and they represent 29% of the 
market and additional 12% of population is represented by active city visitors, those 
incline to do sightseeing, shopping and participated in cultural activities. 

 Business travelers and pleasure travelers – many convention and business travel-
ers plan to incorporate a period of relaxation prior to or after their business. 

 Tag-along visitors – family members belong to this group. 

 Grief travel – airlines offer special fares for family and friends attending funeral ser-
vices, this segment will increase in importace as society ages. 

 Educational and religion travel – this group includes students, those on a pilgrim-
age, missionaries. 

 Pass-through tourists – extremly important visitors to countries and cities that serve 
as a convenient rest or overnight stopping areas. 

2.9 Business versus leisure travel 

Business tourism is a very different aktivity to leisure tourism and the business traveller is 
a fundamentally different consumer to the leisure traveller. The world of business tourism 
exists in parallel to that of leisure tourism. Sometimes business tourist use similar services 
to leisure tourists, such as hotel bedrooms and airline seats, but at other times they use 
services which are uniquely offered to business travellers (Swarbrooke, Horner, 2007). 

US Travel Association suggests that business travel is an essentials business function 
which produces a broad range of benefits to both companies and individuals (Morrison, 
2009). 

According to Kotler, Bowen, and Makens (2014) benefits of business travel are kee-
ping customers, converting prospects, building relations network and investing in people. 
Morrison (2013) adds that business events have both short-term economic benefits and 
long-term community benefits. Their strongest economic benefit is the above-average 
daily spending rates of participants. On the other hand, business travel include costs which 
need to be controlled by companies, such as travel and entertainment expenses, these are 
difficult to control and companies must rely on honesty and integrity of employees. 

Business tourism can be segmented into two types of buyers or user: 

 The business traveller, who is the consumer of the product, the user of the service but 

who does usually not pay the bill. 

 Their employer, who is the customer, the purchaser who pays the bill (Swarbrooke, 

Horner, 2007). 

Business travel and business events have just passed through a very challenging time pe-
riod, due to the adverse global economic conditions in 2008 and 2009 and their after-
effects. Companies have been cutting back on their business travel costs and less people 
have been attending business events (Morrison, 2013). Table 1 describes differences be-
tween consumer behavior in business tourism and leisure. 
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Tab. 1 Business tourist vs. leisure tourist and their characteristics 

Business tourist  Leisure tourist 

Is the consumer who uses service but 
not the customer (i.e. it is usually the 
employer who makes the decision that 
the business tourist will travel and pays 
the cost of the trip) 

 Is both the customer who makes the 
decision and pays the bill and the con-
sumer who uses the service 

Does not usually choose their destina-
tion 

 Nearly always chooses their destination 

Travels relatively frequently  Travels relatively infrequently 

Takes trips which are generally shorter 
in duration 

 Takes trips which are on average longer 
than the business tourist 

Trip planning period can be very short 
(hours) to very long for conference dele-
gates (several years) 

 Plans trip over generally medium time-
scale (few weeks to a year) 

Less budget-conscious as not paying the 
cost of the trip 

 Relatively cost-conscious as usually pay-
ing the bill themselves 

Usually more experienced, demanding 
consumer 

 Generally less experienced, less demand-
ing consumer 

Source: Morrison, 2013 

The table 1 explains that business tourist are more experienced and have a more compre-
hensive understanding of general standards and travelling often on daily higher budget. 
Hence the airlines and hotels focus their promotional efforts on impressing the business 
tourists. But what is important to mention that business travellers become also leisure 
tourists during evenings, which means eating in restaurant, drinking in the bars etc., or 
they stay on their business trip far from home longer and take a vacation. 

2.10 Leisure 

As we mentioned earlier, here are many motives and factors, which influence people to 
take a short-term visit or loger vacation. 

For instance, Morrison (2013) named these types of leisure travel:  

 Weekend gataway – Those trips last only one or two nights with most of the rest be-
ing day trips. Those traveling for a weekend getaway are the most likely to dine out, 
gamble or engage in night activities. 

 General vacation – Include air transportation or a rental car, nearly half of all general 
vacation travel is during the summer and last from one to seven nights or more. The 
most likely include children on a household trip. 

 Ideal trip – Involves rest and relaxation, spending time with family and partner, ex-
ploration and discovery, luxury, adventure and socialization. Those vacationers want 
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sense of fun and adventure and a local flavor, beaches and waterfront activities, enter-
tainment, culinary or wine-related activities etc.  

 Gaming – for 45 years only location for gaming was in the United States, since 1980s 
gambling has grown all over the Word. Gambling travellers are older, less likely to be 
married or have to children and less educated.  
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3 Methodology 

To fulfill the goals of this thesis and provide entities operating on the tourism and desti-
nation market suitable basics for a better understanding of customer needs and wants, 
available secondary data were used as well as primary data. The secondary data were ma-
inly obtained from the Internet sources (CzechTourism, VisitBritain, Ministry of Regional 
Development CZ, Eurostat, euromonitor.com, International Journal of Tourism). Despite 
much research was done every year, these data are too general and did not prove to be 
sufficient in the description of visitor´s perception and needs to the analyzed industry; 
therefore, primary data had to be collected from potential visitors as well as from visitors, 
who already had some experience with Brno city.  

These data were collected through the market research in a form of questionnaire 
survey, because through questionnaire it is possible to get answers from a high number of 
respondents and distribution is also easier. Survey had quantitative character, which ma-
kes it possible to process data in bulk. It focused on attitudes, since they tend to persist 
over time, may have a positive or negative charge. Data are general as they are applied to 
more than one situation. They are relatively close to negotiations, and the consumer beha-
vior has a significant predictive validity as stated in Fishbein model (Foxall et al., 2005). 
The data obtained from the questionnaires were supplemented with findings from in-
depth interviews with 40 people to get more accurate data and more detailed information 
about the visitor needs, wants and satisfaction. 

3.1 Questionnaire survey 

The aim of questionnaire survey is to obtain data which allows determine the essential 
needs and wants of visitors. In accordance with the assignment of the thesis the main ob-
jective and partial objectives were set and compiled in a questionnaire. For clarity and 
correct formulation of questions in the questionnaire “pretest” was conducted at the end 
of March 2015. Through personal interviews and electronic form 10 respondents were 
interviewed and commented the clarity of questionnaire. Based on pretest results questi-
onnaire was modified and launched. 

Questionnaire was constructed in a way to be easily understandable and in a logical 
order. The final version of the questionnaire contains a total of 16 questions, where the 
first question is introductory to outline respondents to what the questionnaire refers to, 
the no. 5 is close-ended type of question, the no. 8 is semi-closed and the questions no. 2, 3, 
4, 6, 7 are formed in a grid with ability to select more than one answer on the line. Questi-
ons no. 9 and 10 are divided into two grids with questions for which the respondent can 
answer a five-point Likert scale ranging from “fully agree” to “fully disagree”. Median value 
is the answer “do not know”. This scale allows you to see not only the direction of respon-
dents´ attitudes, but also their approximate strength. At the end of the questionnaire there 
are six demographic questions. 

The marketing research was elaborated in the April 2015. Together 421 answers 
were received. However, 17 of them were eliminated due to incompleteness of data, which 
resulted in 404 complete answers for further analysis.  

The data collection was elaborated mainly electronically via umbrela system (Re-
search Laboratory) developed by the department of Marketing and Trade at FBE MENDE-
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LU, and also in printed form in order to obtain information from tourists who do not use 
internet.  

3.1.1 Processing of primary data 

For analysis of collected data the statistical software STATISTICA v. 12 and MS Excel were 
used. For analysis of quantitative values following statistical indicators (frequencies, me-
ans, modes, medians, variances and standard deviations) were calculated. In thematically 
selected questions independence or dependence between two variables was tested 
through use of the two-way contingency tables. Most commonly used indicator is probabi-
lity value (p-value) and Pearson and Cramer contingency coefficients. P-value rejects or 
confirms our statement about independence between selected variables. If the indepen-
dence were to be rejected at the 5% significant level, this would to be reported as ‘p < 
0.05‘. Dependence is considered the stronger the closer the coefficient is to 1. Authors are 
not uniform in the intervals of contingency coefficient, so we have chosen the intervals of 
evaluation as follow: 

<0–0.2) ->weak correlation 
<0.2–0.6) -> moderate correlation 

<0.6-1) -> strong correlation 

For the analysis of the dependency between the qualitative values (demographic questi-
ons) the contingency analysis is constructed. Certain questions were processed via contin-
gency tables and cluster analysis as well (Minařík, 2007). 

Cluster analysis aims to assign objects (respondents, products, etc.) based on a set of 
user selected characteristics (variables) into a-priori unknown groups – clusters. In doing 
so, the attempt is to find natural groupings of these objects (cluster analysis always crea-
tes clusters regardless of their real existence) so that objects in the same group (cluster) 
are more similar to each other than objects in other clusters. In cluster terminology, we 
say that objects shall exhibit high within-cluster homogeneity, that is, low within-cluster 
variability. The main purpose of cluster analysis is to create clusters so that the within-
cluster variability is minimized and simultaneously the between-cluster heterogeneity is 
maximized. Squared Euclidean distance was selected as a distance measure and clusters 
were constructed using Ward´s method. Those clusters are joined together which minimi-
ze the within-cluster variability and simultaneously maximize the between-cluster variabi-
lity. This method is considered to be very effective producing equally sized clusters (Tur-
čínková, 2011, p. 22). 

Factor analysis will be also applied for grid questions. Factor analysis is a multivaria-
te technique for analysis of internal relationships and context and to reveal the underlying 
structure of the source of the data matrix in order to find a smaller number so-called latent 
variables (factors). After their identification is assigned to each content defined, by means 
of which each original character explains selected factor. In the factor analysis we try to 
explain additional signs (Turčínková, 2011, p. 23). 

A successful factor analysis procedure is as follows: 1. Examination of load factor. 
2. Identification of the second greatest burden for each character. 3. Determination com-
munalities characters (communality of each character to quantify the amount of scattering 
captured by concerned factor). 4. Naming factors, naming is devised by researcher based 
on his own intuitive data interpretation (Meloun, Militký, 2004). 
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3.1.2 Characteristics of the sample 

The marketing research was elaborated in the April 2015. Altogether 421 answers were 
received. However, 17 of them had to be eliminated due to incompleteness of data, which 
finally resulted in 404 complete answers for further analysis. Its structure is characterized 
by a sample table no. 2. 

Tab. 2 Structure of the sample 

Identification data of respondents Absolute 
frequency 

Relative 
frequency (%) 

Gender   

Female 232 57.4 

Male 172 42.6 
Age   

Up to 18 20 5.0 

19 to 24 169 41.8 

25 to 34 163 40.4 

35 to 54 29 7.2 

55 to 64 17 4.2 

65 or older 6 1.5 

The highest level of completed education   

Elementary 9 2.2 

Secondary without school leaving exam 9 2.2 
Secondary with school leaving exam 91 22.5 

Higher vocational training 26 6.4 

Tertiary 269 66.6 

Predominant occupation   

Student 186 46.0 

Employee 172 42.6 

Entrepreneur 20 5.0 

Retired 7 1.7 

On maternity leave 6 1.5 

Other 13 3.2 
Subjective evaluation household income of 
respondent 

  

Inadequate 11 2.7 

Low 30 7.4 

Sufficient  147 36.4 

Satisfactory 197 48.8 

High 18 4.5 

Did not answer/Unknown 1 0.3 
Source: Questionnaire survey, 2015, n = 404 

Note:   
Inadequate = households are borrowing for short period of time, because monthly income is not 
enough 
Low = covering basic household needs, but necessary to limit spending 
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Sufficient = household has money for basic stuff e.g. food, household living cost, clothing,… 
Satisfactory = household covers all needs within a reasonable range 
High = the possibility of greater investment and the purchase of luxury goods 

The questionnaire was filled out by respondents from Czech Republic (171), Slovenia (40), 
Slovakia (26), the USA (26), United Kingdom (19), Belgium (13), Poland (13), Vietnam 
(10), Turkey (9), Mexico (8) and other respondents from all over the world.  

There were 232 women (57%) and 172 men (43%). Women´s purchasing power in 
the tourism segment is high so increased representation of women is not fault. Women 
travel statistics indicate that women consumers now drive the world travel economy. 
Women are earning more, spending more and influencing all levels of the travel industry. 
According to Harvard Business Review, women control $15 trillion in spending power 
(gutsytraveler.com, 2015). 

3.2 In-depth interviews 

The second part of data collection was gained through personal interviews. The course of 
in-depth interviews, which were conducted by the author of the thesis during months 
February and March 2015, took place on the airports in London (Luton, Stanstead) and 
Brno (Tuřany). This was mainly aimed at people who visited Brno city. The goal was to get 
their attitude about city and also to get more detailed information about their satisfaction 
or dissatisfaction with city conditions. Due to lack of free time of passengers on airport, in-
depth interviews were provided by semi-structured form and answers were written down 
into a protocol. The in-depth interview questions were designed in a form of two questi-
ons and demographic questions (gender, age, country of origin): 

 What do you appreciate the most in Brno city? 
 What do you value the least in Brno city? 

3.2.1 Characteristics of the sample 

In total 44 people participated, from Czech Republic, Slovakia, The United Kingdom, Po-
land, Spain and France. Its structure is characterized by a sample table no. 3. For analysis 
of collected data the content analysis was used. 

https://hbr.org/2010/03/leverage-your-female-demograph/
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Tab. 3 Structure of the sample 

Demographics of respondents 

Brno (Tuřany) 
London (Luton, 

Stanstead) 

Absolute 
frequency 

Relative 
frequency 

(%) 

Absolute 
frequency 

Relative 
frequency 

(%) 

Gender     

Female 15 34.1 12 27.3 

Male 8 18.2 9 20.4 

Age     

Up to 18 3 6.8 0 0.0 

19 to 24 4 9.1 5 11.4 

25 to 34 8 18.2 9 20.4 

35 to 54 6 13.6 4 9.1 
55 to 64 2 4.5 1 2.3 

65 or older 0 0.0 2 4.4 
Source: In-depth interview, 2015, n = 44 
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4 Results 

Tourism is becoming one of the largest and fastest growing economic sectors in the world 
over the past six decades, potential to be one of the main engines of recovery in the EU. 
Despite occasional shocks, tourism has experienced almost uninterrupted expansion and 
diversification. According to the United Nations’ World Tourism Organizations Europe is 
the most frequently visited region in the world (ec.europa.eu, 2014). 

Eurostat gives further information: “Beside islands belonging to Greece, Croatia and 
Spain, Prague is the region, where the share of foreigners in the total number of tourist 
nights spent there was at least 90%” (ec.europa.eu, 2014). So as we can see regions of the 
Czech Republic have big potential to be developed in the future.  

4.1 Market assessment 

The importace of tourism in the economy of countries and regions increases. Tourism is 
one of the most dynamic activities within the international tourism. Czech National Bank 
(CNB) published that balance of payments from the 2014 and revenues from the Czech 
Republic incoming tourism reached value of 141.8 billion CZK, which was about four billi-
on more than in the previous year (CzechTourism, 2015). 

Based of findings of Czech Statistical Office, tourism in 2013 formed approximately 
3% of GDP in Czech Republic. Total internal tourism consumption in the Czech Republic 
amounted to 234 bilions CZK. Czech contribution of tourism to gross value added (2.8%) is 
very similar to the situation in Sweden (2.9%) and the Netherlands (2.7%). Slightly higher 
share is Germany (3.2%). The highest amounts attractive tourist destinations such as 
Cyprus (9.1%) and Portugal (8.2%)( czso.cz, 2015). 

As we can see in the table 4 since 1995, number of foreign visitors who stayed over-
night in the Czech Republic has been rapidly increasing. By 2008 the number doubled; 
however, there was a significant drop in 2009 and 2010. This fact can be connected to 
global crisis that has shattered the whole economy; hence the tourism was no exception. 
However, in 2011 the number of foreign visitors exceeded pre-crisis level, and with 
advancing years it still increases. In the future, we can expect growth, not necessarily so 
rapid as a decade ago. But on the other hand in case of wars, visa restrictions or other kind 
of crisis, the entire tourism might decrease. 

Tab. 4 Arrivals of non-residents at collective accommodation establishments of tourism in 
Czech Republic 

Year 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 

 
3369125 4428451 4825302 5281064 5307702 4772794 5405239 4742773 5075756 6061225 

Year 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 

 
6336128 6435474 6679704 6649410 6032370 6333996 6715067 7647044 7851865 8095885 

Source: compiled by Ministry of Regional Development of the CR according to the Eurostat, 3/2015 

The fact that Czech Republic is becoming attractive destination is confirmed by published 
Czech Statistical Office data. In fourth quater of 2014 the number of foreign visitors incre-
ased by 4.9%. When we focus on regions, South Moravian region is the most growing one, 
with an increase of 7.8% visitors and an increase of 5.9% number of guests in comparison 
with year 2013. In 2014 visited Czech Republic had about 76 thousand more German visi-
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tors, 44 thousand more of Slovak visitors and 27 thousand more of Polish visitors than in 
2013. On the other hand there is decreased interest of Russian tourists (czso.cz, 2015). 

STEM / MARK, Inc. agency conducted a case study on tourism in South Moravia regi-
on. The results showed that in years 2009–2011 nearly 7 milions of foreign visitors came 
to South Moravia region and they spent more than 20 billions CZK in total. Two-thirds of 
foreign visitors were day visitors. The structure of visitors is various due to near border 
with Slovakia and Austria. The largest representation of visitors of non-neighboring coun-
tries has mostly the United Kingdom, Italy and Russia. Most of the visitors came for shop-
ping, visiting friends and relatives, vacation, as well as for work, so the reasons are very 
different in comparison with other regions in Czech Republic. When compared with other 
regions, there is high proportion of one day visitors above average. Quarter of visitors had 
a journey organized by employers (STEM / MARK, Inc., 2012). 

Tab. 5 Incoming tourism in the Czech Republic, the distribution by region 

 
2012 2013 2014 

 
Amount 

of guests 
non-

residents 
Amount 
of guests 

non-
residents 

Amount 
of guests 

non-
residents 

CR in total 15 098 817 7 647 004 15 407 671 7 851 865 15 644 707 8 126 369 

In regions 
      

Hlavní město 
Praha 

5 726 454 4 919 457 5 899 630 5 047 956 6 116 015 5 324 033 

Středočeský kraj 853 204 203 515 820 141 204 106 807 738 188 105 

Jihočeský kraj 1 107 452 336 798 1 138 549 349 694 1 172 080 359 530 

Plzeňský kraj  595 138 204 492 558 797 186 668 567 339 203 353 

Karlovarský kraj 809 043 515 255 787 084 526 089 786 717 524 149 

Ústecký kraj 416 842 143 710 426 592 147 225 434 192 149 736 

Liberecký kraj  753 932 170 427 752 732 159 869 718 021 146 836 

Královéhradecký 
kraj 

968 571 229 782 965 416 230 886 939 870 220 861 

Pardubický kraj  366 443 51 338 369 233 53 048 356 311 53 267 

Vysočina 438 715 67 090 448 401 67 165 453 109 67 151 

Jihomoravský kraj 1 317 690 452 228 1 427 154 505 234 1 511 991 520 180 

Olomoucký kraj  474 868 103 236 512 430 107 995 494 721 110 714 

Zlínský kraj  571 719 96 688 603 301 108 707 580 083 96 427 

Moravskoslezský 
kraj  

698 746 153 028 698 211 157 223 706 520 162 027 

Source: Czech Statistical Office, 2015 

In the table 5 above we can see number of incoming tourism in the Czech Republic during 
years 2012–2014. The table shows amount of total guests and non-residents coming to 
Czech Republic, in the table is detailed show number of guests and non-residents divided 
by regions. As we can see South Moravian region is the second most visited region after 
capital city Prague. With years number of guests increases, as well as growing percentage 
of non-residents visitors. 
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4.2 Expectation of tourists 

The first step in identifying the minimum expectations of incoming tourists is to verify if it 
is possible to use certain demographic criteria (from available identification data collected 
by the respontdents) that means gender, age, the highest level of completed education, 
predominant occupation, subjective evaluation household of income and factors important 
during travel. The results of the contingency analysis in the statistical software STATISTI-
CA show that these criteria do not seem as appropriate, because in cases where certain 
characteristics shown dependence, then it was only a weak one. 

STEM / MARK, Inc. agency conducted survey in 2014 and found out that for Czech 
inhabitants price is the most important factor when choosing holiday. Other important 
factors are destination, length of stay and the type of transport during travel. On the other 
hand Czech inhabitants the least decisive factors where program offer in the final desti-
nation and activities during travel. The results also showed that 39% of respondents1 
would take holiday abroad, while holiday in the Czech Republic indulges every second 
respondent and 17% (every sixth) would take holiday in both the Czech Republic and 
abroad. 27% of survey respondents were not going to use any travel agency and preferred 
to go on their own. In the case of foreign holiday 24% of respondents prefer Croatia, 19% 
Italy and 14% Slovakia. Those are countries which are easily reached by car or bus, which 
is also cheaper than air travel (cetelem.cz, 2014). 

According to the Ypartnership/Harrison Group 2011 Portrait of American Travelers, 
different generations trust different sources for information about destinations and travel 
suppliers. Younger members of society consume media differently than their older coun-
terparts. Message credibility also varies by medium across each of the major generational 
clusters. This is particularly true when it comes to the use of online information sour-
ces. When considering vacation destinations, input from family and friends still holds the 
most weight among all consumer groups, regardless of age. Approximately four out of five 
American travelers have the highest degree of confidence in personal recommendations. 

Millennials (18 to 32 years of age), however, are more likely than their older coun-
terparts to have confidence in the information they obtain from online sources such as 
blogs (54 percent), destination websites (53%) or things they have seen on YouTube or 
other online video sharing communities (35%). 

Interestingly, Xers (33 to 46 years of age) are more likely than Millennials or Boo-
mers (47 to 65 years of age) to trust information on the website of an online travel agency 
(63%) such as Expedia or Travelocity. They are also more likely than Boomers and/or 
Matures (66 years of age and older) to have confidence in destination and lodging reviews 
on a blog (46 percent); information found on a company’s or destination’s website (53%); 
information in travel brochures (47%); articles in newspapers, magazines, programs on 
TV and radio (48%); or things they have seen on YouTube or other online video sharing 
community sites (29%). 

Boomers are more likely than Matures to have confidence in reviews on blogs (32%) 
or information found in travel advertising (26 percent). They are less likely than their 
younger counterparts to have confidence in reviews on online advisory sites such as Tri-

                                                             

1 Market survey Cetelem, 556 respondents, May and June 2014 

http://www.ypartnership.com/
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pAdvisor (51%) however, or things they have read or seen on a social media sites such as 
Facebook or Twitter (18%). 

Not surprisingly, Matures are less likely than their younger counterparts to have con-
fidence in online sources such as reviews or information appearing on an online travel 
agency website (43%) or online advisory site (35%). They are also less likelyto have con-
fidence in information found in travel brochures (34%) or travel advertising (19%). Com-
pared to leisure travelers in the other generational cohorts, Matures are more likely to 
have confidence in the recommendations of a travel agent (51%) (Modiano, 2011). 

4.3 Preferences of visitors 

At the beginning it was monitored what type of transport the respondents prefer when 
travelling. For our questionnaire air travel, coach or bus, train, car (including rentals), mo-
torbike, bike, ferry, cruises, car-sharing and hitch-hiking were chosen. This is not the cor-
rect terminology, nevertheles it was chosen on the base of the results from pretest. On the 
other hands, pretest results came up with additional car-sharing and hitch-hiking. 

Based on the result of the own research, almost three quarters (74%) of all respon-
dents admit to travel by air. According Eurostat in 2014 travel by the air been increased by 
about 4.4% compared with 2013, in 2014 in total 879 million passengers used air trans-
portation. The second most frequently preferred transport was car travel (68%), over 
a half (51%) of all respondents chosen train and 35% bus. Bike as a type of transport was 
preferred by just around 10% of all respondents (most of them were men and between 19 
and 34 years of age). Hitch-hiking is more likely among young male population; this kind 
of transportation is used by only 7.4% of all respondents. The least preferable types of 
transport were ferry (4%) and cruises (2.7%). 

 

Fig. 3. Preferences of individuals – type of travel 
Source: Questionnaire survey, 2015, n = 404 

When the most preferable types of transport are put into comparison we can see that air 
travel preference decrease with age, but on the other hand, with age the preference of car 
transportation increases. This kind of transport is the most comfortbale. From results we 
can also say that train is more preferable than bus through all generations. Also according 
The Savvy backpacker (2012) train is the best choice if the journey is less than six hours 
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long, flying is often the cheapest option for medium to long-distance travel and a car is 
a great option if you want to explore small towns and the European countryside. 

 

Fig. 4. The most preferable type of transport, depending on the age of respondents 
Source: Questionnaire survey, 2015, n = 404 

In the table 6 we can see that in case of air, car, train and bus type of travel do not differ 
among the gender. Big difference occurs in the case of car-sharing and also hitch-hiking 
among the gender, just 1% of female respondents travel with other owners of the car. As 
well as car-sharing, hitch-hiking was very little rated by female respondents. We can as-
sume that this type of transportation, when you do not know the driver and fellow travel-
lers before you enter the vehicle, it is kind of risky situation. Also bike and motorbike type 
of transport were chosen mostly by male respondents. 

Tab. 6 Typically used travel means 

 Female Male Total 

Absolute (%) Absolute (%) Absolute (%) 
Air travel 171 73.7 128 74.4 299 74.0 
Car (including rentals) 159 68.5 116 67.4 275 68.1 
Train 122 52.6 85 49.4 207 51.2 
Coach or Bus 88 37.9 53 30.8 141 34.9 
Car-sharing 35 1.1 30 17.4 65 16.1 
Bike 15 6.5 26 15.1 41 10.2 
Hitch-hiking 11 4.7 19 11.1 30 7.4 
Motorbike 13 5.6 11 6.4 24 5.9 
Ferry 9 3.9 7 4.1 16 4.0 
Cruises 7 3.0 4 2.3 11 2.7 

Source: Questionnaire survey, 2015, n = 404 

With the context of visitor preferences, the respondents were asked about usual type of 
accommodation acquired during their travelling. Tourism Excellence (2014) divided types 
of accommodation according the type of facility, location and accessibility, annual and 
peak patronage, employment and operational constraints. For the short listing of accom-
modation types were chosen: hotel, hostel, apartment, by relatives and friends, online 
property renting (Airbnb, HomeAway, Flipkey,...), camping (including sleeping in a car or 
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outdoors), free accommodation (Couchsurfing, Tripping, Bewelcome,...), to limit confusion 
of respondents. 

Tab. 7 Type of preferred accommodation depending on a gender 

 Female Male Total 

Absolute (%) Absolute (%) Absolute (%) 
Hotel 129 55.6 96 55.8 225 55.7 
By relatives and friends 120 51.7 94 54.7 214 53.0 
Hostel 109 47.0 71 41.3 180 44.6 
Apartment 72 31.0 56 32.6 128 31.7 
Camping 45 19.4 50 29.1 95 23.5 
Online property renting 61 26.3 25 14.5 86 21.3 
Free accommodation 32 13.8 25 14.5 57 14.1 

Source: Questionnaire survey, 2015, n = 404 

The table 7 presents differences between men and women in regard to mostly used ac-
commodation type. And it is apparent that preferences do not differ too much. In general, 
respondents had rate hotel the most (55.7%), suprisingly the choice of stay by relatives 
and friends (53%) is the second preferable option, which can be caused by higher propor-
tion of relatively young respondents. 

Results of contingency analysis (for  = 0.05) suggest that there is moderate corre-
lation between age and hotel preference (contingency coefficient = 0.3587772), age and 
hostel preference (contingency coefficient = 0.2847981) and weak correlation between 
age and online property renting preference (contingency coefficient = 0.1898402), age and 
free accommodation preference (contingency coefficient = 0.1811201).  

Almost 90% of respondents between age 35 and 64 prefer to pay more and have 
comfortable accommodation in a hotel. We assume that in this age people must also think 
of the comfort of other family members. Accurately free-quarters of 18-year-old respon-
dents voted for hotel, teeneagers are still part of their family and do accompany their par-
ents or grandparents when travelling.  

On the other hand, hostels are favorite among young respondents, approximately for 
50% of them in age group 19–34. Weak correlation was proved between gender and onli-
ne property renting preference (contingency coefficient = 0.1502928), 26% of female and 
14% of male like to browse on internet for their accommodation. Any statistic significance 
has not been proved between type of accommodation preference and level of respondents´ 
highest earned education. 

Regarding accommodation, following null and alternative hypotheses were set: 

 H0: The type of usually used accommodation is not dependent on respondent’s predo-
minant occupation. 

 H1: The type of usually used accommodation is dependent on respondent’s predomi-
nant occupation. 

Looking at p-values, which were calculated by STATISTICA and comparing p < α=0.05, we 
can say that we reject H0. There is a moderate correlation (contingency coefficient 
0.251895) between usual used type of accommodation and respondents’ predominant 
occupation. More detailes are outlined in figure 5 below. In case of marketing recommen-
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dation connected with accommodation, companies should take into account tourists’ age 
category and their occupation. 

 

Fig. 5. Prefered accommodation during travel, depending on predomint occupancy of the re-
spondents 

Source: Questionnaire survey, 2015, n = 404 

Furthermore, results of the questionnaire survey also confirm what was collected by Eu-
rostat. “With increased number of incoming tourists during 2014, also the number of nights 
spent in tourist accommodation in the EU grew in 2014 and reached 2.7 billion nights. Hotels 
and similar accommodation were clearly the most popular (64%), followed by holiday and 
other short-stay accommodation such as rented apartments (22%) and camping grounds, 
recreational vehicle parks and trailer parks (14%)” (eurostat, 2015). 

Next part of questionnaire was aimed at purpose of the trip and activities during the 
travel. As we can see in the table 7 below, in general the most important for respondents is 
fun and relax. More than half of respondents prefer more educational kind of trip, 60% of 
respondents voted for cultural-historical purpose. Visiting relatives or friends is for 56% 
of respondents their reason to travel. Purpose of travel differs among gender, for male 
respondents it is more important to watch or to play sport, but female respondents prefer 
to go to spa or wellness and shopping. Just 1% interviewed seeking for religious purpose. 

Regarding purpose of the trip, following null and alternative hypotheses were set: 

 H0: Work/business trip is not dependent on age of respondent. 

 H1: Work/business trip is dependent on age of respondent 

Looking at p-values, which were calculated by STATISTICA and comparing p < α = 0.05, we 
can say that we reject H0. There is a moderate correlation (contingency coefficient = 
0.2475887) between purpose of the trip and respondents’ age level. 
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Tab. 8 Type of preferred purpose of the trip depending on gender 

 Female Male Total 

Absolute (%) Absolute (%) Absolute (%) 
Fun/Relax 183 78.9 126 73.3 309 76.5 
Cultural-historical 144 62.1 100 58.1 244 60.4 
Visiting relatives or 
friends 

131 56.5 97 56.4 228 56.4 

Work or business 51 22.0 66 38.4 117 29.0 
Sport (playing / 
watching) 

35 15.1 65 37.8 100 24.8 

Spa/wellness 55 23.7 25 14.5 80 19.8 
Shopping 52 22.4 22 12.8 74 18.3 
Religious 4 1.7 3 1.7 7 1.7 

Source: Questionnaire survey, 2015, n = 404 

Work or business trips were represented by 40.5% of respondents between age 25 and 34 
and by 35% of respondents between age 35 and 54. From these results we assume that 
people between age 25 and 54 are done with education and begin to be members of eco-
nomic active population. In comparison within gender, it is obvious that male respondents 
marked work or business trip in the questionnaire, because women in this age take care 
about childrens and households. 

For further marketing recommendation it is important not only to know what kind of 
trip people prefer, but also what kind of activities during their travel are preferred. 

Druring travel everyone wals to see attraction typical for the city (76% of respon-
dents), but excursion and sightseeing out of the city is not that preferable (40% of respon-
dents). We acknowledge the considerable importace of going out evening to a restaurant, 
pub, bar or party as a socializing and meeting new people, to get know new culture of lo-
cals and thein habits. Variable going out in mening to a restaurant/pub/bar/party was 
statistical significant for age level of respondets. Moderate correlation was proved be-
tween age and going outin the evening (contingency coefficient = 0.2629476). The largest 
represented age group is made from respondents between age 19 and 34 (80%), surpri-
singly 82% of respondents in age 50 also like to going out in the evening. We assume that 
in this age structure of family is changing, childrens are grown and start with own family, 
so it is time of life when people have again time for themselves and would like to enjoy 
company. Statistical significant is also variable shopping and gender. Between these two 
variables occurred moderate correlation (contingency coefficient = 0.2820870). From the 
table below it is clear that shopping is preferred by women (56% of female respondents). 
Around 30% of respondents prefer cultural activities – visiting museums and going to 
concerts. The least favorite activity is going to the theatre.  

No other identification variables had a significant influence on prefered type of activi-
ties during the travel. 
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Tab. 9 Type of prefered activities during the travel depending on gender 

 Female Male Total 

Absolute (%) Absolute (%) Absolute  (%) 
Visiting sights/attractions 183 78.9 125 72.7 308 76.2 
Go out in evening to a 
restaurant/pub/bar/party 

172 74.1 132 76.7 304 75.3 

Shopping 130 56.0 65 37.8 195 48.3 
Take an excursion out of the 
city 

100 43.1 63 36.6 163 40.4 

Visiting museums 84 36.2 78 45.4 162 40.1 
Going to concerts 70 30.2 56 32.6 126 31.2 
Visiting exhibitions 53 22.8 54 31.4 107 26.5 
Go on an organized tour 38 16.4 33 19.2 71 17.6 
Going to the theatre 28 12.1 22 12.8 50 12.4 

Source: Questionnaire survey, 2015, n = 404 

4.4 Planning and decision making 

Before the trip itself, it is important to find out how visitors provide decision making to 
capture his/her attention. One question in the survey is related to typical travel schedule 
for respondents. Most of the respondents during the year take several short trips and lon-
ger holiday (42.6%) and 31% going on short trips. Just 9% of respondents travel very of-
ten. 

As we can see in the table below, there is no difference among the gender, results of 
contingency tables also proved that there is no dependence on predominant occupancy, 
highest level of education or level of households needs of respondents. No significance was 
proved in the case of state of origin of the respondents. 

Tab. 10 Travel schedule of respondent depending on gender 

  Female Male Total 

Absolute (%) Absolute (%) Absolute (%) 
Several short trips and a longer 
holiday 

101 43,5 71 41.3 172 42.6 

Several short trips per year 76 32.8 50 29.1 126 31.2 
A couple of longer trips and a few 
short ones 

36 15.5 27 15.7 63 15.6 

I travel very often 16 6.9 23 13.4 39 9.7 

Source: Questionnaire survey, 2015, n = 404 

During decision making an important factor is also “with whom” are you going. Results 
show that three quarters of respondents travel with friends and approximately half of 
respondents going with partner. It can be caused by high representation of young respon-
dents in the survey. Alone prefer travel 30% of respondents, just 3% travel with agency.  
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Tab. 11 Preferred company during the travel, absolute and relative values 

 Absolute (%) 

With friends 285 70.5 

With partner 188 46.5 

With family 152 37.6 

Alone 137 33.9 

With colleagues 57 14.1 

With travel agency 15 3.7 

Source: Questionnaire survey, 2015, n = 404 

Results of contingency analysis (for  = 0.05) suggest that there is a moderate correlation 
between age and travelling alone (contingency coefficient = 0.2606229), age and travelling 
with a partner (contingency coefficient = 0.2340001), between age and travelling with the 
family, including children (contingency coefficient = 0.3570224), age and Travel with fri-
ends (contingency coefficient = 0.3676596). Accurate data are seen in the fig. 6 below. 

 

Fig. 6. Prefered company during travel depending on age 
Source: Questionnaire survey, 2015, n = 404 

With the question “How do you usually travel” is closely connected question “Who does 
take care about the trip.” Analysis of continency tables proved that there is statistically 
significant correlation (p-value < α = 0.05) between people who travel alone or with colle-
agues/co-workers and who does take care about their trip. In case of variables Alone and 
My employer takes care of it is weak correlation (contingency coefficient = 0.1653244) 
and bewteen variables With colleagues (co-workers/work partners) and My employer 
takes care about it moderate correlation (contingency coefficient = 0. 3582392). 

Regarding planning and decision making, following null and alternative hypotheses 
were set: 

 H0: Spontaneous decision making about travel is not dependent on respondent’s age. 

 H1: Spontaneous decision making about travel is dependent on respondent’s age. 
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Looking at p-values, which were calculated by STATISTICA and comparing p < α=0.05, we 
can say that we reject H0. There is a moderate correlation (contingency coefficient 
0.418631) between spontaneously decision making about trip and respondents’ age. More 
detailes are outlined in figure 7 below. With increasing age also increase number of re-
spondents who prefer to plan the trip long-time ahead. 

 

Fig. 7. Planning trips and vacation depending on age of respondents 
Source: Questionnaire survey, 2015, n = 404 

4.5 Visitor´s decisions 

In the following part respondents were supposed to express their opinion with each indi-
vidual statement. The collected results are depicted in the graph XY lined up according 
evaluation of each statement. Statements were evaluated on five Likert scale, where 1 
means “completely unimportant” and value 5 presents the opinion of ”very important”. 
Detailed results are depicted in the table XY enclose in appendix, where for each option 
the arithmetic mean, median, mode, frequency of mode, variance and standard deviation 
were calculated. 

Based upon the research, it results that the strongest agreement is expressed by sta-
tement concerning planning trips to the destinations in form of web browsing. Typical 
value of this statement which was selected by almost 45% of respondents is 4 and the ave-
rage mean reaches the highest value of 3.96. According the cluster analysis we can say that 
statements connected with planning ahead, research about destination before leaving and 
thus returning to the favourite destination are closely linked in. We can call those respon-
dents conservative. It was proven by factor analysis, that those respondents on the contra-
ry do not like to arrange flexible program at the destination and also do not spoil them self 
during the travel.  

Based on the results of factor analysis has been proved that respondents who do like 
to be spoiled and do not plan ahead their program answered vice versa in compare with 
respondents who are strict. 

Another cluster regard to spending during the travel, within this cluster appear sta-
tement about references (word of mouth) and influence of decision making about desti-
nation. We can assume that people who do like have everything planned ahead also keep 
the track about costs at the destination and prefer already tested destination by the 
others. 
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Fig. 8. Importance of selected statements during decision making (average) – all respondents 
(the greater the value, the greater importace) 

Source: Questionnaire survey, 2015, n = 404 

The biggest disagreement was shown in the statements linked to problems with language 
skills of respondents either way language skills of locals. The major answer was “unimpor-
tant” (value 2) and also reaches the lowest arithmetic mean within all statements. This is 
good results for European countries, where the most of the states speaking own language 
and for communication with foreign people using English as a universal language.  In gen-
eral respondents often agreed with statements than disagreed. 

Factor analysis of first grid reduced variables to five factors that can be described as 
factors of language limited respondents, freethinkers, prudentials, schedulers and restric-
ted. Details can be found in the table no. 12. Bold values indicate those variables that have 
highest burden and thus explain the high significance of the original character when defi-
ning the relevant factor. 
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Tab. 12 Results of factor analysis - - factor loadings 

Variables 
Factor 1 

Language 
limited 

Factor 2 
Freethinker 

Factor 3 
Prudential 

Factor 4 
Scheduler 

Factor 5 
Restricted 

Before I leave to my destination, I 
prefer to have everything well 
planned ahead. 

0.295590 -0.173982 -0.010729 0.722752 0.045058 

 I prefer destination with the same 
or lower price level of goods and 
services as in my home country. 

0.287228 -0.138023 0.029530 0.310787 0.542344 

Word of mouth (reference) has 
significant impact on my choice of 
destination. 

0.266502 0.143180 0.693272 0.046724 -0.116065 

It is my habit to set aside savings 
throughout the year to be able to 
travel. 

-0.028081 -0.015274 0.775651 0.030492 0.097485 

I tend to decide wisely about my 
spending when traveling (I am 
frugal). 

-0.062532 -0.474404 0.540469 0.180453 0.313474 

I prefer destinations where I won´t 
face problems due to my language 
skills. 

0.876139 0.052627 0.140085 0.130232 0.148467 

I prefer destinations where I won´t 
face problems due to limited 
language skills of locals. 

0.857679 0.092569 0.086587 0.084467 0.153602 

I don´t mind traveling also to far 
destinations from my home 
country (long distance). 

-0.387827 0.441127 0.185904 0.254338 -0.078216 

 My traveling is limited to main 
travel season (because of my 
job/school). 

0.163278 0.016443 0.017177 -0.015851 0.741975 

When I am traveling, I like to spoil 
myself. 

0.119384 0.768751 -0.029511 -0.065360 -0.009373 

 I like to arrange my program 
flexibly right at the destination. 

-0.337720 0.505994 0.149160 -0.082243 0.474840 

I usually do research about the 
destination before I leave (e.g. at 
Tripadvisor etc.) 

-0.131043 0.098815 0.139401 0.778441 0.076003 

I like to return to my favorite 
destinations. 

0.240765 0.451058 0.002048 0.430040 0.006812 

Source: Questionnaire survey, 2015, n = 404 

4.6 City offers  

Many researches have been done due to activities and attraction in the city. We have cho-
sen not that standard factors, to get know if visitors seek for something special, extraordi-
nary or stay loyal to fundamental values, what city offers. 

In order to select visitors into the segments according their preferations, factor ana-
lysis has been used. More details are in the table 13 below. 
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Tab. 13 The results of factor analysis – factor loadings 

Variables Factor 1 
Adventure 

Factor 2 
Outdoor 
activities 

Factor 3 
Art 

Factor 4 
Fun 

Factor 5 
Sports 

Factor 6 
Nature 

Natural Attractions 0.008739 -0.025702 0.145426 0.086904 -0.078811 0.740737 

Historical 
buildings 

-0.144582 0.128568 0.502766 0.142704 -0.179831 0.455414 

 Museums 0.118432 0.085571 0.805941 0.042678 -0.131424 0.136146 

Art galleries 0.161136 0.023707 0.839026 0.052971 0.059258 0.039027 

Live theatre 0.106949 0.227146 0.718836 0.120303 0.260993 -0.062927 

 Cinemas 0.179299 0.185907 0.397380 0.157662 0.540830 -0.206989 

Botanical gardens 0.043361 0.164576 0.587003 -0.033991 0.238402 0.153235 

Markets -0.138614 0.528094 0.216700 0.125055 0.272067 0.109426 

Sports facilities 0.114207 0.099410 0.028459 0.146228 0.728137 0.085251 

Golf courses 0.313238 0.089915 0.283366 0.218654 0.534627 -0.270101 

Swimming pools 0.141046 0.123260 -0.050305 0.194834 0.769726 0.085011 

Walking/cycle 
trails 

0.210496 0.220208 0.066141 -0.051497 0.423960 0.599549 

Public 
transportation 

0.070043 0.458892 0.150542 0.163430 0.104296 0.400208 

City tours 0.123606 0.686618 0.245877 0.113077 0.115769 -0.003073 

Car rentals 0.338458 0.596405 0.007258 0.315937 0.246984 0.105869 

Bike/motorbike 
rentals 

0.475203 0.536428 -0.054412 0.233145 0.090025 0.155930 

Vehicle breakdown 
services 

0.467673 0.571300 0.041054 0.147182 0.178762 0.054406 

Tourist 
drives/touring 
routes 

0.185237 0.757105 0.157669 0.147404 0.070852 0.002674 

Road signage 0.185260 0.544395 0.118872 0.027899 -0.003905 0.032623 

Regional food and 
beverages 

-0.013969 0.296699 0.032368 0.349054 -0.161555 0.347921 

Fast food outlets 0.186183 0.282863 -0.043293 0.218000 0.210773 -0.245174 

Hostels 0.417643 0.181083 0.173632 0.254953 -0.291313 0.186363 

Caravan parks 0.799339 0.142497 0.203247 0.125303 0.141855 -0.062238 

Campgrounds 0.801359 0.151707 0.044079 0.103052 0.059276 0.198360 

Conference venues 0.568983 0.177656 0.205421 0.304494 0.254546 -0.207495 

Bars -0.018601 0.156761 0.045414 0.825455 0.025529 0.119072 

Night clubs 0.206546 0.111073 0.080472 0.851056 0.158578 -0.061059 

Club 
entertainment 

0.176229 0.106075 0.059362 0.855401 0.157547 0.045450 

Gaming 0.432525 0.109653 0.096747 0.374873 0.422488 -0.260256 

Public toilets 0.106173 0.253199 0.141889 0.092140 0.080001 0.231430 

Public shower 0.499362 0.024095 0.116927 0.029264 0.309267 -0.019241 

Laundromats 0.469375 0.077642 0.175216 0.150202 0.328764 -0.150525 

Souvenirs -0.069926 0.463861 0.266341 0.235922 -0.106746 -0.099430 

Free WiFi in public 
areas (hot spots) 

0.011051 0.278822 0.004799 0.177224 0.015566 0.128439 

Expl.Var 3.510173 3.719817 3.183822 3.186598 2.964115 1.997890 

Prp.Totl 0.103240 0.109406 0.093642 0.093723 0.087180 0.058761 

Source: Questionnaire survey, 2015, n = 404 

Applied factor analysis reduced 34 variables to six factors that can be described as a fac-
tors of Adventure, Outdoor activities, Art, Fun, Sports and Nature. Details can be found in 
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table no. 13. Bold values indicate those variables that have highest burden and thus ex-
plain the high significance of the original character when defining the relevant factor. 

During decision making about vacation, trip or business travel visitors are affected by 
a number of factors with various intensity of impact on their decisions. All those factors 
influencing visitors during their decision making are significantly important for marketers 
too, since based upon them marketing strategies how to attract potential visitors may be 
constructed. Figure 9 provides results of a survey in which respondents could evaluate 
several factors on a scale from 1 to 5, where 1 represented a completely unimportant fac-
tor and 5 a very important factor.  

It was found that the most important role is represented by availability of regional 
food and beverages, which reached a mean of 4.24 and a modus = 5 (slected by 195 re-
spondents).  

The second most important factor for respondents take into consideration natural at-
tractions, with mean value of 4.05, where modus was 5 (chosen 30.4%). On third position 
ended public transportation with a mean of 4.04. 

The study The impact of factors influencing destination quality on overall customer sa-
tisfaction (2013) shows that visitors are most satisfied with natural attractions and the 
uniqueness of destination. On the other hand factor of transportation was rated much 
lower than in our survey 

Surprisingly, the museums, art galleries and live theatre have not reached the high 
values as it might had been expected in general. Therefore we assume that walking / cycle 
trails, tourist drives / touring routes and city tours play an important role in factors in-
fluencing visitor´s decision making. 

Moreover, highly rated were bars (3.85) and markets (3.65). It can be caused by 
strong representation of young respondents in the survey. Bars as a very important factor 
was marketed by 119 respondents and as an important by 158. Respondents added they 
prefer to go out and meet locals which means they can meet them in open space as mar-
kets or in restaurants and bars, where the atmosphere is more casual. 
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Fig. 9. Importance of selected variables, which city offers to visitors (average values) – all re-
spondents (the greater valuer, the greater importance) 

Source: Questionnaire survey, 2015, n = 404 

On fourth place come up Free Wi-Fi in public areas with an average value 3.9, typical value 
5 selected 146 respondents. No difference in gender, for both is free Wi-Fi in public areas 
important. According to Priya Joshi (2015) giving free Wi-Fi at public places is a very in-
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novative as well as fascinating idea. It will give chance to use internet to those people who 
are unaware or can't afford to access internet at this time of modernization and digitiza-
tion. It will not only allow small and medium entrepreneur to explore themselves in a very 
wide mode of communication but also allow the economy to grow at fast pace. Govern-
ment should provide Wi-Fi at public places but after establishing well regulated and 
proper watchdog system against cyber crime so that people don't able to misuse it. Here is 
no doubt that younger members of society using smart phones with internet or Wi-Fi dif-
ferently than their older counterparts. In connection with the need to use Wi-Fi was de-
termined following hypothesis. 

 H0: Age and need of free wi-fi on public area is independent. 

 H1:Age and need of free wi-fi on public area is not independent. 

According p-value, which has been calculated by STATISTICA v.12 program as 
p=0.0002 and comparing p<α=0.05, we can say that we reject H0. In this relationship there 
is a 95% moderate correlation (contingency coefficient 0.3542306) between free wi-fi in 
public areas and age. Interesting result is that 58.6% of respondents in age from 35 till 54 
evaluated public wifi as very important factor. 

Golf courses have been chosen especially by young male between age 19 and 24 with 
higher vocational training, all over the world, either students either employees. The 
highest rate for gaming did not choose any specific segment of respondents. Cinemas have 
been chosen by students with completed tertiary level of education, living all over the 
world. Caravan parks male and female between age 19 and 34, with university degree. 
Laundromats are important for students, what is not a surprise, because students are usu-
ally live on dormitoř, where you can barely find a washmachines. Public shower is very 
important for any segment of respondents, we can assume if people are travelling, public 
showers are necessary for all members of society. 

4.7 Summary and Recommendations 

According Wordpress, the key here is that a destination brand must be true and enduring 
in order to be always part of changing marketing priorities. In this sense, destination mar-
keting is about ensuring that the brand message and the story of an area are strategically 
and methodically delivered to the right audiences through the appropriate channels, to 
suc-cessfully reach set targets and compete for a place in target visitors’ hearts. Interest-
ingly, the generation of emotional links does not necessarily involve sales instruments 
(Wordpress.com, 2015). 

For our questionnaire we drew from comprehensive destination and infrastructure 
checklist. According tourism excellence (2012) are items in the checklist divided into thir-
teen parts: Access & transport services, attractions, accommodation, conference/meeting 
venues, hospitallity services, entertainment, special events & festivals, cultural product, 
adventure activities, arts & crafts, visitor information services, support services, education 
& training. 

In our opinion it was not necessary to use all items and as we mentioned earlier, Eu-
rostat, Czech Statistical Office and other tourism agency are monitoring situation on the 
tourism market. Some parts in the checklist are used as single question, some parts are 
used as combination into one question and some parts are excluded. 
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In order to achieve the main objective (to identify characteristics a visitor of a city ne-
eds in order to be satisfied with a short-term stay there) it was necessary to identify what 
are the minimum expectations of incoming European tourists in order to be satisfied with 
their stay in a destination (infrastructure, tourism attraction, services, cuisine,...), 

Concerning to type of transportation to the destination, the most preferable is air 
transport, as the age is increasing, the preference of travel by the plane decreases. On the 
other hands, second most favourite car travel with increasing age, increase too. Access to 
the destination by train is preferred mostly by older respondents, one-third of respon-
dents also using bus to enter the destination. Low-cost type of travel by car-sharing and 
hitch-hiking is preferred especially by male participants.  

In order to analyze what is the most favorite place to stay overnight, question about 
accommodation was raised. From destination and infrastructure checklist we choose typi-
cal type of accommodation – hotel, hostel, apartment and camping, hence we add stay by 
relatives and friends and nowadays very likely online property renting and free accom-
modation. Beside typical hotel accommodation, stay by relatives and friends were highly 
rated. For destinations it should be alarmed that it is not needed to take care about inco-
ming tourists, but also about residents. The word of mouth is very strong tool, so if resi-
dents are satisfied in the city where they live, they talked about it with excitement and 
would like to show around to their relatives or friends. For visitors this is the best option, 
except adventurous tourists, who like to explore on their own, because they can experien-
ce completely different things, they can access places, they never heard about and try local 
food and beverage in non-touristic places, which are usually in local atmosphere than ty-
pical tourist places. Online property renting and free accommodation luckily is not that 
favorite. Sometimes can experience with bad communication between owner of property 
and guests destroy whole trip, or reality of conditions in the property than was expected 
by guests. 

Transportation to the destination is going hand by hand with accommodation. Ac-
commodation for tourists should concentrate on enough parking places, other option is 
cooperation with rental companies to have car available for guests 24/7. 

As results indicate respondents looking forward to enjoy fun and relax trip at first 
place and there must also be the cultural and historical program. With fun/relax purpose 
and visiting relatives and friends is interconnected very likely activity going out in evening 
to a restaurants, pubs, bars and party. Beside presumable result of going out in the eve-
ning among young members of society, surprisingly also older generation called by Ypart-
ner-ship/Harrison Group Boomers (47 to 65 years of age) looking forward to go out and 
meet new people and experience local food and beverage. Organizations in the destination 
should focus on this group of people. For Boomers the structure of family changed and 
their children grown and started families, we may assume they would like to spoil them-
selves, because for years they rebuffed for their children and now, still in economic active 
part of the life, they have time and money. Other recommendation should be provide for 
male and female members of society. Female part of population prefer to go shopping or 
visit spas and wellness, on the other side is male part of population with watching and 
playing sports. In further advice, the destination should be focused on different packages 
for men and women. To capture tourists to visit destination do not work through art and 
other cultural stuff, we may assume that this is important just for specific group of people 
interested in. 
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Most of the tourist prefer company during the travel, 70% of respondents going with 
friends and almost 50% with a partner. Travel agency is not likely at all. Destination 
should rather focus on activities for small group of people or couples than cooperate with 
travel agencies. On the other hand from small percentage of respondents were mostly 
young people for travel with agency, we may assume that this is also good opportunity to 
meet new people and make friendships/relationships. Also good rating on websites as 
tripadvisor etc. is very helpful tool. More than half of respondents planning their trip long-
time ahead and this fact is also confirmed by results of Ypartnership/Harrison Group re-
search about Portrait of American Travelers. Millennials or Boomers (47 to 65 years of 
age) to trust information on the website of an online travel agency (63 percent) such as 
Expedia or Travelocity. They are also more likely than Boomers and/or Matures (66 years 
of age and older) to have confidence in destination and lodging reviews on a blog (46 per-
cent); information found on a company’s or destination’s website (5%) or things they have 
seen on YouTube or other online video sharing community sites (29%). 

The most important factors in the destination for respondents are regional food and 
beverages and natural attraction. Regional food and beverages was rated by US citizens as 
the most, we may assume that history of USA is not that deep and various as in Europe. 
Compare to USA, Europe can offer on small distance different kind of cuisine, for American 
citizens drive two hours is nothing, in Europe within two hours you can enter different 
state with different language and habits and of course cuisine. 

Destination with lack of natural attractions should focus on other factors important 
for visitors, which they can influence and improve as a public transportation, free wi-fi in 
public area, public toilets, road signage and walking/cycle trails. Authorities in the desti-
nation should think about restrictions of license connected with sell of alcoholic beve-
rages. Bars are also important lure for visitors. Support of events running on public mar-
ket areas and promotion of the destination through souvenirs is needed. 

To sum up results of the survey, factors influencing planning and decision making, as 
well as preferences, differ just among gender and age level. Inquires of respondents was 
not statisticaly proved through other identification variables such as completed level of 
education, predominant occupancy, state of origin and level of houselhold needs. Which is 
good for further marketing reccomendations, destinations can mainly focus on age and 
gender category. 

4.8 Case study – Brno 

According to Destination & Infrastructure checklist, mentioned earlier, Brno city abounds 
with plenty of natural attractions, for instance in the very center of town are Petrov with 
cathedral of Petr and Pavel and Spilberk hill, city is surrounded by other hills as Hady, Kra-
vi hora, Medlanky or Zluty kopec, where you can get great view of the whole city. In the 
area of Brno you can find protected landscape areas, the most famous is Moravian Karst 
with Punkva´s caves. From historical point of view Brno was powerfull city since eleventh 
century, hence has plenty of historical heritage: castle and fortless Spilberk, Veveri castle, 
plenty of historical headquarters and palach, churches and monasteries. With modern 
architecture is connected Villa Tugendhat, one of the pioneering prototype of modern ar-
chitecture in Europe – functionalism, designed by architecture van der Rohe. 

In case of science Brno can offer observatory and newly formed entertainment 
science center VIDA. Brno is also cultural city with theatres, opera´s house and museums. 
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Further analyse of South Moravian Region brought Tourist Authority South Moravia. 
South Moravian Regionis indeed generously endowed tourist destinations, especially sui-
table for exploring. On its territory are 33 national cultural monuments - from castles to 
Brno hotel Avion or the archaeological site of Dolni Vestonice with relics from the Stone 
Age. At the Southern Region is located 12 national natural monuments: Búrová, Červený 
kopec, Dunajovické kopce, jeskyně Pekárna, Kalendář věků, Miroslavské kopce, Na Adam-
cích, Pastvisko u Lednice, Rendez-vous, Rudické propadání, Stránská skála, váté písky u 
Bzence. 

The region finds 21 national nature reserves: Býčí skála, Cahnov-soutok, Čertoryje, 
Děvín, Kotel, Soutěska, Habrůvecká bučina, Jazevčí, Krumlovské rokytenské slepence, Kři-
vé jezero, Lednické rybníky, Porážky, Pouzdřanská step, Ranšperk, Slanisko u Nesytu, Ta-
bulová, Růžový vrch, Kočičí kámen, Větrníky, vývěry Punkvy, Zahrady pod Hájem v Bílých 
Karpatech.  

The Region found two UNESCO World Heritage Sites (Lednice-Valtice Villa Tugend-
hat) and the same number of intangible world cultural heritage by UNESCO (Ride of the 
Kings, verbuňk) to two UNESCO Biosphere Reserve (White Carpathians, hills), which it is 
just as important as the previous titles. The Region is one of four Czech national parks 
(large areas especially protected) - Podyjí. There are also three prodected nature areasi – 
Moravský kras, Pálava, Bílé Karpaty (Jižní Morava, 2015). 

4.8.1 Comparison with other European cities 

Like in Wroclaw also Brno has underground corridors with labyrinth, where tourist can 
make a tour. In Wroclaw is underground promoted as a chasing of leprechauns.  

Botanical gardens and Arboretum  

Tourist in Spain and France (Barcelona, Versaille) sought after botanical gardens. In Br-
no, except ZOO´s gardens, visitors can find botanical garden near Masaryk University with 
plenty of interesting flowers and plants. Another type of botanical garden is in Mendel 
University campus, every single year students from Faculty of Horticulture and Faculty of 
Foresty and Wood Technology have exhibition where they show great synergy of furniture 
with green. People in Bratislava can for example join group classes of yoga three times in 
a week early morning in medical garden in city centre. 

Sights and cultural events 

Brno can not offer numerous historical sights, buildings and architecture as in many Itali-
an cities, where tourists can explore cities for days. In case of cultural life Brno can offer 
many assorted theatre and opera plays as well as ballet and philharmonic performances 
for better prices than in comparison to Vienna, either Prague or London. But in case of 
museums can not offer high number of great art pieces like to see for example in Barcelo-
na and London, for instance.  

Famous pesronalities in the city 

We can note many cities, which come with specific famous person as a central motive of 
the city. For Warsaw is typical Frederyk Chopin – classical music composer and piano 
virtuoso and scientist Marie Skłodowska Curie. Similarly to Warsaw, Salzburg and Vienna 
is typical for classicist composer and piano virtuoso Wolfgang Amadeus Mozzart. Brno is 
connected with such names as of classical music composer Leoš Janáček, or “father of ge-
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netics”, Gregor Johann Mendel. In 2008, a statue of Mozart was revealed, which is placed in 
front of the oldest theatre in Brno – Reduta in commemoration of his performance here. 

4.8.2 Recommendations 

Following recommendations will focus on several specific areas. 

Transportation 

 Need to increase number of air travel options to Brno 

Because results from our survey show that respondents all over the world prefer travel by 
the air this leads to suggest Brno city airport to try to negotiate with air companies to con-
nect Brno city with other European destination to get more foreign visitors, as well as so-
me exotic destinations for Czech inhabitants, who might want to travel all over the country 
to get cheaper fly tickets from Brno and they also might stay and visit Brno as well. 

It is important to capture both people who live in Czech Republic and foreigners. People 
who might be just day-visitors are also a group of people who are willing to spend certain 
amount of money during their visit. Some flights can depart in early morning so it can also 
lead to an increase in revenues from accommodation and other additional services. 

 Focus on parking areas 

Second highly rated type of transport was car travel. There is a major problem in all histo-
rical cities with parking, distant parking places from the city center can discourage visi-
tors. Brno city should deal with companies who participate in development projects near 
the center to get easily access to the city center.  

 Provide more international train connections 

Also transport by train was highly preferred. For companies within train industry this 
should be incentive to connect Brno city with other European cities, because in our opini-
on service in Czech trains is on very good level. 

There are already several offers of inter-city train connections with special price deals 
(e.g. Brno and Vienna, Berlin, Budapest, etc.). There could more similar offers provided, 
perhaps only in specific time periods, but they could motivate people to visit Brno. The 
offers could perhaps be targeting people who are not limited by the time or season, for 
instance students or seniors.  

 Offer rental bicycles 

From in-depth interviews revealed shortcomings in cycling, interviewed were complai-
ning about inability to rent a bike and make sightseeing in the city. Opinion against public 
rental bikes is that Brno city has peaky landscape. Another proposal to improve satisfying 
the needs of the city is public rental bikes places, where people can rent a bike for short 
period of time and return in the other part of the city. 

 Maintain the good quality of public transport in Brno 

Public transportation is very good managed in Brno. But respondents made clear, during 
the in-depth interviews, public transport conditions from the airport to the city centre are 
very bad. It might be suggested for further development on the airport closer cooperation 
with public transport authority of Brno city to adjust schedule for public transportation 
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according departure and arrivals on the airport. Cooperation with rental companies on the 
airport is inquiry too. 

Accommodation 

 Easier short-term rentals search 

In-depth interviews revealed the lack of convenient online tool where people could find 
useful information about offers on apartment rentals for just short period of time, for in-
stance from one month to year. This would be appreciated by foreigners and also people 
from other Czech cities who work in Brno just temporary. 

In-depth interviews confirmed very good prices in hotels in Brno in comparison with 
other European cities, in summary visitors were very satisfied with level of accommodati-
on in Brno. 

Touristic information centers 

 Create customized tourist products 

From survey of our results we learned that women prefer shopping and spa trips, while 
men respondents prefer sports. Tourist information center of Brno could offer packages 
for ladies – cheaper entrance to wellness centers (with services such as massages and 
cosmetics) by negotiating better prices. Another option could be coupons for shopping. 

Packages for guys – cheaper tickets on games (Brno has a number of professional sport 
teams) or create packages focusing on day full of sport activities. 

For younger people (who like to go out) a possibility is to have someone as cicerone who 
would go with the group of people and tour pubs or tour restaurants, where they could 
have tasting of typical Czech food and beverages or blind tasting of wine or beer or typical 
Moravian spirit. This could provide the opportunity to experience the “taste of Brno” or 
“taste of South Moravia”. 

This package can be also made for South Moravian region, typical with wine areas and 
wine cellars and wine yards. It is great combination of natural attraction and regional food 
and beverages. 

Another package could be connected with city center, such as excursion in tunnels under 
the city (Brno underground corridors), sightseeing around historic city center and cheaper 
entrance to the current exhibitions, discounted tickets to cultural events (orchestra, opera, 
etc.). Even without provision of discounts Brno can be competitive as compared for exam-
ple to Vienna. 

 Extend the offer of souvenirs 

Brno has own promotional materials; however, the souvenirs market seems to be very 
poor and underdeveloped in Brno. Brno should encourage entrepreneurs and help with 
souvenir distribution. It should also strive to be original and make some funny souvenirs 
connected to stories or buildings or typical Brno slang. 

 Support smart phone applications 

With growing use of tablets and smart phones it is useful to provide easier access to in-
formation that tourists seek out. For local tip there is a great website www.use-it.cz/brno. 
But in general there is a need for application with maps where visitors can find tips in re-

http://www.use-it.cz/brno
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gard to activities, opening hours and prices, then offered trips, place with offer of local 
food and beverages, coffee places, interesting exhibitions, concerts… 

Local businesses in cooperation with regional municipalities 

 Offer and promote regional food and beverages 

From the in-depth interview it was found out that visitors are very satisfied with local 
food and beverage offer in the Czech Republic. They highlighted numerous cosy coffee 
places, restaurants with typical Czech cuisine and Czech beer from small and family 
breweries, where one can also try special kinds of beer. Some respondents also mentioned 
markets, which Brno holds for special occasions such as a Christmas or Easter, food festi-
vals, or beer and wine festivals. Respondents were excited about atmosphere during such 
markets, where you can meet local people, hear local folklore and try local food and 
drinks. Despite great potential in the city, visitors are concerned about the lack of restau-
rants with local food and beverage provided at the Brno airport. According to interviewees 
it would be great to finish their trip with local cuisine. Thus support for such opporunities 
connected with food and drinks is very needed, because during their travel people would 
like explore the country and its culture and regional food is for sure part of uniqueness of 
the destination. We assumed that it is not necessary to have various types of restaurants at 
such a small airport as Brno has, thus we suggested fast food restaurants, where passen-
gers can have typical Czech snack from local cheese, sausages and have a drink of regional 
wine and beer, which South Moravia region can unquestionably offer.  
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5 Discussion 

In this thesis, analysis of the essentials of a city needs to provide for satisfied visitor was 
conducted and recommendations were drawn. These recommendations are represented 
at the final part of the thesis and all of the recommendations are based on findings from 
the secondary and primary data.   

Secondary data relating to the topic have been obtained, however, it was not suffi-
cient. Most of the information is linked to the tourism market in Czech Republic as a whole 
or by regions. Ministry for Regional Development in cooperation with STEM/MARK have 
been providing survey every year, but these data are mostly oriented on costs and reve-
nues from tourism or to obtain volume of transit tourism and number of guests in public 
accommodation, therefore, the collection of primary data was needed.  

The collection was elaborated in the time period of April 2015, only electronically 
due to representation of foreign respondents. Despite the relatively short period, author 
managed to reach 421 people. Some questionnaires were incomplete in respect to demo-
graphic information, and therefore they had to be excluded from the research. The final 
number of questionnaires, which was then processed, reached number 404. Regarding to 
the amount of questionnaires used in the analysis, results may not be generalized for the 
entire population and deducted results cannot considered fully representative. Although 
the representation of foreigners in the questionnaire is diverse around the world, still the-
se are small numbers and thus data do not have good predictive value. The other im-
perfection is considered to be the not proportional age distribution of the respondents as 
the 80% belong to the category of 19–34. 

Conducted in-depth interviews were aimed at tourists at airports. The reason is that 
these people still have the fresh moments of excitement or disappointment, which are lost 
with period of time. We have been interested in their opinions about the most and least 
valuable things in Brno city regarding to further recommendations to the Brno city and 
other infrastructure participants. In-depth interviews were carried out before online ques-
tioning, in February and March 2015. We found out this timing useful, because it gave us 
new point of view on today´s needs and wants of tourists, so we could exclude typical fac-
tors used in questionnaires provided by official sources. The in-depth interviews were also 
later useful for explanation of unclear results of answers in some questions. So we do put 
to evaluation well-founded opinion. 

If the results of the surveys should be adopted generally for the Brno city or South 
Moravian region, it would be necessary to reach a greater number of respondents in each 
category according to gender, age, predominant occupation, the highest level of completed 
education and especially country of origin to make representation of respondents the 
most diverse and for reaching deeper understanding of visitors behavior during decision 
making and also during stay in the city. 

Moreover, for reaching deeper understading of visitor satisfaction during short-term 
stay in the destination it is recommended to ask specific questions about reason for the 
decision, whole planning process and final evaluation of the visit to get a wider answers to 
these questions. 
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6 Conclusions 

 

The aim of diploma thesis was to identify characteristics a visitor of a city needs in order 
to be satisfied with a short-term stay there. In order to achieve the main objective it was 
necessary to identify what are the minimum expectations of incoming European tourists 
in order to be satisfied with their stay in a destination (infrastructure, tourism attraction, 
services, cuisine,...). And finally to approach a comparison within certain demographically 
stated visitors segments together with determining differences in monitored areas. 

Results of this thesis might be benefical for marketers, detail chains, individual retai-
lers as well as any other subjects operating on the tourism market in Brno city and South 
Moravian region. 

According to the official statistical data from prostat, the most problematic factors 
are considered to be financial crisis in past years and fears from current situation within 
Europe in case of beginning problem with refugees. However the annual number of incom-
ing tourists, day-visitors as well as overnight-visitors increases year by year, still is here 
plenty of opportunities and gaps within tourism market in Czech Republic, which can be 
used. 

Within the factors having the strongest influence while decision making and travel-
ling, regional food and beverage and natural attraction seem to be the major ones. Spris-
ingly bars and markets were beside young respondents highly rated by respondents 50 
years of age and older. Therefore we assume that walking / cycle trails, tourist drives / 
touring routes and city tours play an important role in factors influencing visitor´s decisi-
on making. On the contrary, the golf courses are not important at all, also gaming, cinemas 
and caravan parks are not that important when decide about choice of trip, which was 
proved by the lowest evaluation. 

Concerning the using of type of travel, 74% of respondents prefer air travel with no 
difference between gender, education and predominant occupancy, it slightly differ in age 
category - as the age is increasing, the preference of travel by the plane decreases. Also 
travelling by car is very likely among respondents, we may assume the reason for choice of 
car transport is comfort during travelling. Oposite situation ocuurs here - with increasing 
age, increase travel by car too. Access to the destination by train is preferred mostly by 
older respondents, one-third of respondents also using bus to enter the destination. Low-
cost type of travel by car-sharing and hitch-hiking is preferred especially by male partici-
pants.  

Beside typical hotel accommodation, stay by relatives and friends were highly rated. 
Low-cost kind of way how to stay over the night in the destination such as online property 
renting and free accommodation luckily is not that favorite. 

As results indicate respondents looking forward to enjoy fun and relax trip at first 
place and there must also be the cultural and historical program. With fun/relax purpose 
and visiting relatives and friends is interconnected very likely activity going out in evening 
to a restaurants, pubs, bars and party. Beside presumable result of going out in the eve-
ning among young members of society, surprisingly also older generation 47 to 65 years of 
age looking forward to go out and meet new people and experience local food and beve-
rage. 
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Most of the tourist prefer company during the travel, 70% of respondents going with 
friends and almost 50% with a partner. Travel agency is likely among respondets a bit. 
More than half of respondents planning their trip long-time ahead and searching for the 
informations about destination on websites and trust on-line recommendation such as 
Tripadvisor, etc. 

Put to the comparison with other European cities, Brno has a lot to offer, but most of 
the natural attractions, as well as many events have not the full support of the city and 
other organizations related to tourism in this destination. 

From in-depth interviews revealed shortcomings in cycling, interviewed were com-
plaining about inability to rent a bike and make sightseeing in the city. It was also mentio-
ned that public transport conditions from the airport to the city centre is very bad. The 
highlights from in-depth interview is great satisfactions of visitors in case of local food and 
beverages offered. 

This thesis based on the primary and secondary data defines the partial recommen-
dations in individual chapters too. Since it was dealt with the diploma thesis, the extent 
was limited. However, based on results coming from the realized market survey, it is pos-
sible to summarize that the main aim, including all partial aims, were fullfiled. For rea-
ching deeper understading of visitor satisfaction during short-term stay in the destination 
it is recommended to ask during in-depth interviews specific questions about reason for 
the decision, whole planning process and final evaluation of the visit to get a wider an-
swers to these questions. 
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http://gutsytraveler.com/women-travel-statistics-women-travel-trends/
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A Questionnaire 

Dear respondent, 

In our research we kindly ask you to complete a questionnaire that focuses on under-
standing of essentials a city needs to provide for a satisfied visitor. Its completion will take 
approximately 10minutes. All information you provide will remain anonymous. Thank you 
very much in advance for completing the questionnaire. 

Barbora Valenčíková, student at Mendel University in Brno 

1. Do you get to travel with need to stay over-night out of your town (both for business 
and for leisure) at least once a year? 
□ Yes  □ No 

2. What type of transport do you prefer when travelling? (Mark all that apply.) 
□ Air travel □ Coach or Bus  □ Train  □ Car (including rentals) 
□ Motorbike □ Bike   □ Ferry  □ Cruises 
□ Car-sharing □ Hitch-hiking 

3. What type of accommodation do you usually use? (Mark all that apply.) 
□ Hotel   □ Hostel  □ Apartment  □ By relatives and friends 
□ Online property renting (Airbnb, HomeAway, Flipkey,...)  
□ Camping (including sleeping in your car or outdoors) 
□ Free accommodation (Couchsurfing, Tripping, Bewelcome,...) 

4. How do you usually travel? (Mark all that apply) 
□ Alone  □ With partner   □ With family (including children) 
□ With friends □ With colleagues (co-workers/work partners) □ With travel 
agency and other tour participants 

5. What is typical for your travel schedule? (Only 1 answer.) 
□ Several short trips per year □ Several short trips and a longer holiday 
□ A couple of longer trips and a few short ones □ I travel very often 

6. What type of trip (what purpose) do you go for? 
□ Cultural-historical  □ Work or business □ Visiting relatives or friends 
□ Sport (playing/watching) □ Spa/wellness □ Shopping 
□ Fun/Relax   □ Religious 

7. How do you plan your trips? 
□ Long-time ahead   □ Spontaneously   □ Alone 
□ With help of an agency  □ My employer takes care of it 
□ Someone plans it for me (my friends, my family, ...) it´s not my choice 

8. What activities you enjoy doing when visiting another city? 
□ Visiting sights/attractions □ Visiting museums □ Visiting exhibitions  
□ Going to the theatre   □ Going to concerts □ Shopping 
□ Go on an organized tour  □ Take an excursion out of the city  
□ Go out in evening to a restaurant/pub/bar/party □ Other ................. 
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9. What in your opinion a city must offer to attract visitors (if it would be missing, it 
would be a big problem)?  (1 = fully agree .... 5 = fully disagree) 

 1 2 3 4 5 
Before I leave to my destination, I prefer to have everything well 
planned ahead. 

□ □ □ □ □ 

I prefer destination with the same or lower price level of goods 
and services. 

□ □ □ □ □ 

Word of mouth (reference) has significant impact on my choice of 
destination. 

□ □ □ □ □ 

It is my habit to set aside savings throughout the year to be able 
to travel. 

□ □ □ □ □ 

I tend to decide wisely about my spending when traveling. □ □ □ □ □ 
I prefer to destination where I won´t face problems due my 
language skills. 

□ □ □ □ □ 

I prefer destination where I won´t face problems due limited 
language skills of locals. 

□ □ □ □ □ 

I don´t mind traveling also to far destinations from my home 
country (long distance). 

□ □ □ □ □ 

My traveling is limited to main travel season (because of my 
job/school). 

□ □ □ □ □ 

When I am traveling, I like to spoil myself. □ □ □ □ □ 
I like to arrange my program flexibly right at the destination. □ □ □ □ □ 
I usually do research about the destination before I leave (e.g. at 
Tripadvisor etc.) 

□ □ □ □ □ 

I like to return to my favorite destinations. □ □ □ □ □ 
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10. What in your opinion a city must offer to attract visitors (if it would be missing, it 
would be a big problem)?  (1 = completely unimportant .... 5 = very important) 

 1 2 3 4 5 
Natural Attractions □ □ □ □ □ 
Historical buildings □ □ □ □ □ 
Museums □ □ □ □ □ 
Art galleries □ □ □ □ □ 
Live theatre □ □ □ □ □ 
Cinemas □ □ □ □ □ 
Botanical gardens □ □ □ □ □ 
Markets □ □ □ □ □ 
Sports facilities □ □ □ □ □ 
Golf courses □ □ □ □ □ 
Swimming pools □ □ □ □ □ 
Walking/cycle trails □ □ □ □ □ 
Public transportation □ □ □ □ □ 
City tours □ □ □ □ □ 
Car rentals □ □ □ □ □ 
Bike/motorbike rentals □ □ □ □ □ 
Vehicle breakdown services □ □ □ □ □ 
Tourist drives/touring routes □ □ □ □ □ 
Road signage □ □ □ □ □ 
Regional food and beverages □ □ □ □ □ 
Fast food outlets □ □ □ □ □ 
Hostels □ □ □ □ □ 
Caravan parks □ □ □ □ □ 
Campgrounds □ □ □ □ □ 
Conference venues □ □ □ □ □ 
Bars □ □ □ □ □ 
Night clubs □ □ □ □ □ 
Club entertainment □ □ □ □ □ 
Gaming □ □ □ □ □ 
Public toilets □ □ □ □ □ 
Public shower □ □ □ □ □ 
Laundromats □ □ □ □ □ 
Souvenirs □ □ □ □ □ 
Free WiFi in public areas (hot 
spots) 

□ □ □ □ □ 

11. Gender □Male  □ Female 

12. How old are you? □ Up to 18 □ 19 to 24 □ 25 to 34 □ 35 to 54 □ 55 to 
64 □ 65 or older 

13. What is the highest level of completed education? 
□ Elementary  □ Secondary without school leaving exam  
□ Secondary with school leaving exam □ Higher vocational training  
□ Tertiary (university) 
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14. In what country do you live? 
□ Austria  □ Estonia □ Italy  □ Slovenia □ USA 
□ Belgium  □ Finland □ Latvia □ Spain  □ Canada 
□ Bulgaria  □ France □ Lithuania  □ Sweden  
□ Croatia  □ Germany □ Luxembourg  □ Poland  
□ Cyprus  □ Greece □ Malta   □ Portugal 
□ Czech Republic □ Hungary □ The Netherlands □ Romania 
□ Denmark  □ Ireland □ Slovakia  □ United Kingdom 
□ Other ______________ 

15. What is your predominant occupation? 
□ Student  □ Employee  □ Entrepreneur  □ Retired  □ On maternity leave 
□ Unemployed  □ Other 

16. Meet the needs of households and the quality of life perceived by respondents? 
□ Inadequate (households are borrowing for short period of time, because monthly in-

come is not enough) 
□ Low (covering basic household needs, but necessary to limit spending) 
□ Enough (household has money for basic stuff eg. Food, household living cost, cloth-

ing,..) 
□ Satisfactory (household covers all needs within a reasonable range) 
□ High (the possibility of greater investment and the purchase of luxury goods) 

Thank you for your willingness and time.  
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B Distribution of respondents according the 
state of origin 

Tab. 14 Distribution of respondents according to their home country 

 Absolute Relative (%) 

Czech Republic 171 42.3 
Slovenia 40 9.9 
Slovakia 26 6.4 
USA 26 6.4 
United Kingdom 19 4.7 
Belgium 13 3.2 
Poland 13 3.2 
VietNam 10 2.5 
Turkey 9 2.2 
Mexico 8 2.0 
Austria 7 1.7 
Germany 6 1.5 
Italy 6 1.5 
Spain 6 1.5 
France 5 1.2 
Hungary 4 1.0 
Portugal 4 1.0 
Bulgaria 3 0.7 
Canada 3 0.7 
Lithuania 3 0.7 
Australia 2 0.5 
Belarus 2 0.5 
Colombia 2 0.5 
Croatia 2 0.5 
New Zealand 2 0.5 
The Netherlands 2 0.5 
Bosnia and Herzegovina 1 0.2 
Finland 1 0.2 
Greece 1 0.2 
Ireland 1 0.2 
Latvia 1 0.2 
Macedonia 1 0.2 
Malta 1 0.2 
Paraguay 1 0.2 
Switzerland 1 0.2 
Ukraine 1 0.2 
 
Source: Questionnaire survey, 2015, n = 404 
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C Results of descriptive statistics 

Tab. 15 Results of descriptive statistics 

Source: Questionnaire survey, 2015, n = 404

 Mean Median Mode Frequency 
of Mode 

Variance Std.Dev. 

I usually do research about the destination before I leave (e.g. at Tripadvisor etc.) 3,96 4.00 4.00 156 0,99 0,99 

I don´t mind traveling also to far destinations from my home country (long distance). 3,93 4.00 5.00 200 1,68 1,30 

I like to return to my favorite destinations. 3,83 4.00 4.00 153 0,97 0,99 

Before I leave to my destination, I prefer to have everything well planned ahead. 3,77 4.00 4.00 159 1,08 1,04 

I like to arrange my program flexibly right at the destination. 3,66 4.00 4.00 170 0,80 0,89 

Word of mouth (reference) has significant impact on my choice of destination. 3,64 4.00 4.00 161 1,05 1,03 

It is my habit to set aside savings throughout the year to be able to travel. 3,53 4.00 4.00 143 1,20 1,10 

When I am traveling, I like to spoil myself. 3,44 3.00 3,00 148 1,04 1,02 

I tend to decide wisely about my spending when traveling (I am frugal). 3,32 3.00 4.00 128 1,20 1,10 

I prefer destination with the same or lower price level of goods and services as in my 
home country. 

3,28 3.00 3.00 133 1,18 1,09 

My traveling is limited to main travel season (because of my job/school). 3,18 3.00 4.00 114 1,86 1,36 

I prefer destinations where I won´t face problems due to my language skills. 2,66 3.00 2.00 110 1,57 1,25 

I prefer destinations where I won´t face problems due to limited language skills of lo-
cals. 

2,64 3.00 2.00 106 1,48 1,22 
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D Cluster analysis  

Tree Diagram f or 13  Variables

Ward`s method

Euclidean distances

10 20 30 40 50 60 70

Linkage Distance

(9)(7) I pref er destinations where I won´t f ace problems due to limited language skills of  locals.

(9)(6) I pref er destinations where I won´t f ace problems due to my  language skills.

(9)(9) My  traveling is limited to main travel season (because of  my  job/school).

(9)(5) I tend to decide wisely  about my  spending when traveling (I am f rugal).

(9)(4) It is my  habit to set aside sav ings throughout the year to be able to travel.

(9)(3) Word of  mouth (ref erence) has signif icant impact on my  choice of  destination.

(9)(2) I pref er destination with the same or lower price level of  goods and serv ices as in my  home country .

(9)(8) I don´t mind traveling also to f ar destinations f rom my home country  (long distance).

(9)(11) I like to arrange my  program f lexibly  right at the destination.

(9)(10) When I am traveling, I like to spoil myself .

(9)(13) I like to return to my  f avorite destinations.

(9)(12) I usually  do research about the destination bef ore I leave (e.g. at Tripadv isor etc.)

(9)(1) Before I leave to my  destination, I pref er to have every thing well planned ahead.

 

Fig. 10. The results of cluster analysis of the first battery of questions 
Source:  Questionnaire survey, 2015, n = 404 
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Tab. 16 City infractracture variables 

Variable Mean Mode Frequency 
of Mode 

Variance Std.Dev. 

Regional food and beverages:  4.24 5 195 0.86 0.93 
Natural Attractions:  4.05 4 203 0.71 0.84 
Public transportation:  4.04 4 155 0.90 0.95 
Free WiFi in public areas (hot 
spots):  

3.90 5 146 1.20 1.10 

Historical buildings:  3.89 4 194 0.87 0.93 
 Bars:  3.85 4 158 1.06 1.03 
Public toilets:  3.81 5 137 1.32 1.15 
Markets:  3.65 4 190 1.03 1.02 
 Hostels:  3.62 4 157 1.28 1.13 
Road signage:  3.61 4 122 1.25 1.12 
 Walking/cycle trails:  3.54 4 151 1.23 1.11 
 Souvenirs:  3.48 4 147 1.16 1.08 
City tours:  3.35 4 135 1.42 1.19 
Tourist drives/touring routes:  3.35 4 147 1.19 1.09 
Club entertainment:  3.32 3 130 1.37 1.17 
 Museums:  3.30 3 156 0.89 0.94 
Night clubs:  3.28 3 120 1.55 1.24 
 Car rentals:  3.18 3 138 1.35 1.16 
Bike/motorbike rentals:  3.09 3 133 1.39 1.18 
Sports facilities:  3.07 3 124 1.51 1.23 
Vehicle breakdown services:  3.00 3 160 1.25 1.12 
 Botanical gardens:  2.98 3 148 1.08 1.04 
 Art galleries:  2.97 3 159 1.12 1.06 
 Swimming pools:  2.90 3 120 1.54 1.24 
Fast food outlets:  2.87 3 140 1.40 1.18 
Campgrounds:  2.86 3 154 1.15 1.07 
 Live theatre:  2.83 3 168 0.97 0.99 
Public shower:  2.81 3 159 1.27 1.13 
 Laundromats:  2.68 3 180 1.17 1.08 
Conference venues:  2.56 3 150 1.23 1.11 
Caravan parks:  2.56 3 166 1.16 1.08 
Cinemas:  2.50 3 140 1.21 1.10 
Gaming:  2.45 3 160 1.21 1.10 
Golf courses:  1.94 1 196 1.16 1.08 

Source: Questionnaire survey, 2015, n = 404 


