Czech University of Life Science
Faculty of Economics and Management

Department of Economics

CZECH
UNIVERSITY
OF LIFE SCIENCES PRAGUE

Diploma Thesis

Dark Tourism

Bc. Michalova Anna

©2015 CULS Prague



CZECH UNIVERSITY OF LIFE SCIENCES PRAGUE

Department of Economics
Faculty of Economics and Management

DIPLOMA THESIS ASSIGNMENT

Michalova Anna

Economics and Management

Thesis title
Dark Tourism

Objectives of thesis
The objective of submitted thesis is creating the new product or inovating the old one of Lidic
Memorial.

Methodology
Methodology is based on the analysis of supply and demand where will be suggest anothe
possibilities of the memorial or upgraded an existing products.

Schedule for processing

August 2014 - literature review

November 2014 - analysis of the memorial and creating new product
December 2014 - final adjumstment of the thesis



The proposed extent of the thesis
60-80 stran

Keywords
tourism, dark tourism, Lidice, analyzising of the Memorial

Recommended information sources

SHARPLEY, Richard a Philip R STONE.The darker side of travel: the theory and practice of dark tourism. Buffalo, NY:
Channel View Publications, 2009, ix, 275 p.ISBN 18-454-1116-1.

STEHLIK, Eduard. Lidice: the story of a Czech village. 1st ed. Pfeklad Petr Kurfiirst. Praha: For the Lidice memorial by Jitka
Kejtova, nakl.V rdji, 2004, 135 s.ISBN 80-867-5814-1

PALATKOVA, Monika a ZICHOVA Jitka. Ekonomika turismu: turismus Ceské republiky: vymezeni a fungovéni trhu turismu
piistupy k hodnoceni vyznamu a vlivu turismu, charakteristika turismu Ceské republiky. 1.vyd. Praha: Grada, 2011,205 s.
ISBN 978-80-247-3748-5.

BERANEK, Jaromir a kol. Ekonomika cestovniho ruchu. 1.vyd. Praha: Mag consulting, 2013,293 s.ISBN 978-808-6724-461.

KOTIKOVA, Halina. Nové trendy v nabidce cestovniho ruchu: nové produkty z hlediska motivace i¢astnikd cestovniho
ruchu, nové trendy v nabidce turismu pro specifické skupiny, ndzorné piklady ze zahrani¢i i z Ceské republiky. 1.vyd.
Praha: Grada, 2013, 207 s.ISBN 978-80-247-4603-6.

TARLOW, Peter E. Dark tourism. Edited by NOVELLI, Marina. Niche tourism: contemporary issues, trends and cases. 2. print.
Amsterdam: Elsevier, 2005.ISBN 07-506-6133-X

The Diploma Thesis Supervisor
Antouskova Michaela, Ing., Ph.D.

Last date for the submission

March 2015
Electronic approval: October 6.2014 Electronic approval: October 6.2014
prof.Ing. Miroslav Svatos, CSc. Ing. Martin Pelikan, Ph.D.

Head of the Department Dean



Declaration

| declare that | have worked on my diploma theiisa ‘Dark Tourism’ by myself

and | have used only the sources mentioned atth@fkthe thesis.

Prague




Acknowledgement

| would like to thank my supervisor Ing. MichaelatAuskova, Ph.D. for expert
counsels. Also, | would like to thank employeesrirthe Lidice Memorial for providing

me useful information for writing my thesis.



Dark Tourism

Temna turistika

Souhrn

Diplomova prace se zabyva navrzenim nového prodpktu Pamatnik Lidice.
V prvni ¢asti literarni reSerSe je uveden cestovni ruchwit s vCeské republice, nové
trendy a temna turistika se svymi specifiky. LitaeiareSerSe se nadale z#mje
na vymezeni pojfy které se budou vyskytovat v analyze Paméatnikiceid na tragédii
obce Lidice. Vypracovani produktové analyzy vychpEdevsSim z rozboru séasného
stavu Pamatniku, jeho prodiktschopnosti propagace v médiich a porovnani sinaro
a mezinarodni konkurenci. Na zaldad/stupi ze zpracované analyzy byly navrzeny nové
nebo inovovany stavajici produkty, které by mohlysit navsévnost Pamatniku Lidice.

Je zddg'eSena také otazka financovani navrzenych pradukt

Summary

This thesis deals with suggestion for new produotsthe Lidice Memorial.
The first part of the literature review presentsamerview of global tourism in general
and in the Czech Republic in particular, concemtgabn new trends and dark tourism.
The review continues with determination of termsthwiare used in the analysis
of the Lidice Memorial and on the tragedy in thdage Lidice. The analysis is based
primarily on an analysis of current state of thdit& Memorial, its products, promotion
in media and comparison with national and inteorati competitors. Suggestions for new
or upgraded existing products are based on theutsutipom the analysis. The issue

of financing suggested products is also analyzed.

Kli ¢ova slova: Temna turistika, cestovni ruch, Lidice, nové tign&amatnik Lidice,

analyza, novy produkt



Keywords: Dark tourism, tourism, Lidice, new trends, Lidit&emorial, analysis, new

product
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1. Introduction

Tourism is a tool that helps mutual understandimg @@mprehension between individuals
and the nations. Tourism also increases educasanh as language skills, history,
religion, geography, etc. Tourism helps with depeig of regions as a source of income

and contributes to the creating of employment.

Tourism industry is one of the most dynamically eleping industries. Tourism is also

very sensitive to any changes and it is subjecth® economics, trendiness, threats
of terrorists and other changes in society. Sesvgreviders must come up with ever new
ideas to meet variable demand for services insaurSo the new demand is shown in new

trends that are always changing and developing.

People have been fascinated by death from time monal. But dark tourism as a new
form of tourism has been defined a few years adihofigh this is not directly a new form,

it can be considered as a modern phenomenon, ledawsas not specifically named

in the past. Dark tourism focuses on death, videmstffering and everything connected
with these. Due to the negative feelings that mespire death and morbidity, the term
dark tourism is relatively new and controversialepbmenon. Attention Therefore
this phenomenon merits an ethical consideratiorer@hs little literature on this topic

because dark tourism was only recently defined.

Dark tourism provides visitors an opportunity tgivplaces connected with some tragedy.
Very often it is connected with the Second WorldrWiais important to remind, mainly
the younger generation, the tragedies of the Seéoidd War. People should visit places
connected with such tragedies. To prevent tragediescrucial to educate young people
to secure peace for the future. Dark Tourism fislfihis function very well, highlighting

errors of humanity.



2. Objective and methodology

2.1 Objective

The objective of the thesis is to analyse the dEss of the Lidice Memorial
and to propose new product and/or innovating afteng ones. The outcomes of the thesis

may be used by the Lidice Memorial to increase remol visitors.

2.2 Methodology

2.2.1 Literature review

The literature survey is based on an analysis amdparison of literature and other
sources. Tourism globally, as a sector, is analy@edwell as tourism in the Czech
Republic. Further, selected new trends are analy&edmportant part of the literature
survey is dark tourism and its definition, typegtivation of participants and its position
in the Czech Republic with examples. Afterwards témens used in the product analysis
of the Lidice Memorial, such as product, uniquelisgl point & strategic excellence
position, competitiveness, benchmarking and comoatiain are explained. Other parts
of the literature survey deals with the village lodlice — until and after ® June 1942

and its resurrection.

2.2.2 Analysis

Analysis of the Lidice Memorial is divided into ssvsections:

I.  Analysis of current situation - where is descrilesic information and location
of the Memorial and its transport accessibilityteafards total and also partial
number of visitors, revenues and segmentation ialuated. Segmentation
is divided into demographic segmentation and ge@gca segmentation.
Demographic segmentation includes adults, studeritee entry, other
and culture/weddings and geographic segmentati@tudas domestic visitors

and foreign visitors.



II.  Analysis of current products — there are analyseduycts offered by the Memorial.
Products are divided into the main products (musegetiery and reverent area)

and partial products (accommodation, weddingsesiiment and the rose garden).

lll.  Unique selling point & Strategic excellence positie is used when it is necessary

to establish untapped potential of the Memorial.

IV.  Competitiveness - the comparison of competitivereass be done in two ways —
the first way is by quantitative indicators and tecond way is by qualitative
indicators. For this research it was decided toqusatitative indicators. Indicators
are selected to the needs of thesis and to thesredadarketing strategy. Indicators
are — price, distance from Prague, the diversitys@bply and partial services.
Lidice is compared with Lezaky, Z&kw and Javiicko.

V. Benchmarking — is done on international levels adndice is compared

with Tokajik in Slovak Republic and Oradour-sur-@dn France.

VI.  Communication — is analysed by above-the-line (sashadvertising in print,
newspapers, radio, internet and TV) and below-the-(such as sale promotion,

personal sales, point of purchase and event magieti

VIl.  Summary of the analysis — where are emphasizedngatyes and disadvantages
of the Memorial that are based on the outcomekeanalysis.

For the analysis research of available resourcescédlecting and comparing data
to determine where is the opportunity for anoth&s ar for any improvement. Data from
2006 — 2013 were utilized because all buildingth@area were in reconstruction till 2006.
So the Lidice Memorial opened all buildings andwaités since 2006. Since then nothing
has been created to influence number of visitotiver events.

2.2.3 Outcomes

In the final part of the thesis new products arggested that are based on the analysis
of the Lidice Memorial. A key part of the studytige creation of new products/services —
QR code, free guide tour, new design of the web&ltee-memorial.cz and starting co-

operation with the website timegarden.com. Theredéscribed its implementation



and cost. Afterwards financial sources for produthst the Memorial may use
are provided.



3. Literature review

3.1 Characteristics of tourism

Tourism is one of the most important industriestie world. Over 1,035 million
international tourist arrivals were counted in 20it2vas 9 % more that in 2011. Yearly
the most of tourist came to Asia and Pacific (+%)0 The total revenue from tourism was,
for the first time in history, higher than $ 1 wh. The total revenue increased by 11.7 %
compared to the previous year. (Czech Statistitat«) 2013)

Share of world GDP on tourism was 9.4 % in 2013 ianwtal created 265.8 million jobs.
Therefore it is clear that tourism is importanttgerincome of all economies. All countries
have a potential of tourism such as nature, culburigistory. The tourism can be the main
source of income in some countries and may fornresioh GDP bigger than 50 %,

for instance island states of Pacific. (Palatk@4,4)

Tourism is very sensitive on development of ecomorycle. In a case of growth, tourism
is developing and incomes are higher, because @ebale enough means to spend
in tourism and vice versa — if the economy of samantry is in recession and income
of inhabitants is decreasing, cost on tourismesfitst limitation of consumer. In this case,

the holidays become luxury goods. (Palatkova, Aréh@011)

Tourism is a source many jobs (in 2013 — 265.8iom)l It creates direct employment
and indirect employment. Direct employment is wh@eople work in sector which

provides services to consumer in tourism. Indieuployment is such that provides work
which is not primary connected to services bufutstions is support for industry directly

focused on tourism. (Palatkova, Zichov4, 2011)

Tourism is one of the most dynamically developirgcters which have to adopt
and change to new market requirements. Touristsclseéor undiscovered places.
That is almost impossible with growing number ofrldts inhabitants. Humans desire
for changes, active holidays, authentic experierares adrenalin. (Palatkovd, Zichova,
2011)
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One of the influences which operate in tourism risndiness. Consumers are often
influenced by advertisement, opinion of their fdenetc. Trendy destination may
be affected by the social position of consumers. degmsumer with higher income may
be trendy destination Seychelles, while for conssmwith lower income is trendy

destination Bulgaria. Trends in tourism are chaggiary quickly. Thus, if a destination

or form of tourism is trendy, destination shouldiv& to obtain maximum benefit.

(Kotikova, 2013)

The rapid development in tourism has been impaotedy technologies and their use
in tourism. Especially, development of air transgolped tourism by its ability to carry
thousands of passengers daily. Air transport wasipusly symbol of luxury with first
class services. Today, with the effort to make eois lower as possible, services level

began to decline, mainly in low cost airlines. (Ry@, Burian and Va&nerova, 2011)

Palatkovd (2014) describes vision 2020 and visi®302 These visions were made
by UNWTQO'. Vision 2020 estimates that 1.561 mid. internatloarrivals globally,
that is 2.5 times more than in 1990. And vision @@3timates growth of international

arrivals on 1.8 mid.

UNWTO defined tourism as follows: ‘Tourism is a &d¢ cultural and economic
phenomenon which entails the movement of peoplecdontries or places outside
their usual environment for personal or busines$#ssional purposes’. (UNWTO, 2014)

3.2 Characteristics of tourism in the Czech Republi ¢

The Czech Republic was visited by 7.3 million tstgiin 2013, 2 % more than
in the previous year. Increased arrivals were fr@hina (+12.7 %), South Korea
(+14.0 %), Finland (+18.1 %), Norway (16.0 %) andinf Sweden (12.8 %). Over 20.7
million overnight staying by tourist in the Czeclegriblic were made in total. (Czech
Tourism, 2014)

L UNWTO is the World Tourism Organization which imoting tourism as a driver of economic growth,
development and environmental sustainability. UNWh& a membership of 156 countries. (UNWTO,
2014)
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There were 231,266 employed workers in tourism ha €zech Republic by 2011.
From this number of workers 79.2 % were employess 20.8 % were self-employed.
The share of tourism in total employment is 4.56 Ble highest rate of employment
was in restaurants (69,229 workers) and in hoteld similar establishments (41,764
workers). And the lowest rate of employment in & was in water transport (only 56
workers). (Beranek et al., 2013)

Because tourism is important industry in the Cz&dpublic, Ministry of Regional
Development founded the organization CzechTourism993. CzechTourism promotes
the Czech Republic on the foreign market (since31@@d also on domestic market (since
2003). This organization support incoming and ddragsurism through cultural heritage,
adventure and active holidays, spa and congress iandntive tourism. I-site
of CzechTourism was visited by Prime Minister Sdéhotand Minister of Regional
Development Jourova in July 2014 - this happenedtiie first time in the history
of CzechTourism. (CzechTourism, 2014)

3.3 New trends in tourism in the Czech Republic

Tourism is one of the most dynamic economic sedtorghich new trends appear more
frequently. The following paragraphs analyze selgchew trends. The main source
of this part is Kotikova (2013). From this sourceres picked new trends such as: food
tourism, medical tourism, adventure tourism, ev@otrism, volunteer tourism and film

tourism.

I. Food tourism — sometimes is called as ‘culinary tourism’ whislas first used
by Lucy Long in 1998. (Long, 2004). Kotikova (20X8hked catering services into
the basic services in tourism (with accommodationl &ransport). Food may
be aim of the travel. Gastronomy is important paft culture heritage
and it is written in the list of intangible culturderitage UNESCO such
as gastronomic meal on the French, traditional ®Baxicuisine, Mediterranean
diet. Food tourism has good potential for developime the Czech Republic.
Czech Republic has a long history of brewing andemaking. Czech beer

is famous around the world. History of brewing Iséerted in 11 century. There
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are 191 breweries in the Czech Republic. Czech$musupports food tourism
through a project called Czech Specials. This ptajpresents Czech gastronomy

as a whole and also gastronomy of each region.

Medical tourism - Connell (2011) see medical tourism as a journepatients
who travel abroad for operation and other surgeeywrites that the most tourists
are from developed countries and the main destinasi Asia. The Czech Republic
has a high potential for developing medical touriitme Czech Republic can offer
reasonable price, high quality of medical carehihggalify doctors, old traditional
of spa and good travel connection. CzechTourisng seemedical tourism high
potential, so they collaborated with the Czech Btiyi of Health and issued a guide
to Medical Tourism in the Czech Republic in 20Kot{kova, 2013)

Adventure tourism - according to Taylor, Varley and Johnson (2013) p.
‘adventure is term that surrounds us in contemporswciety, and is used
in a positive sense to convey merits of all sortsexperiences and products.’
Kotikova (2013) in her book mentions that adventigeresents limited activity
intime, strong emotional involvement of the indiwal, uniqueness,
unpredictability, subjective feeling of danger amdinly challenge — to get over
personal limits. Authors agree that adventure $smarineeds special skills
and components which are influenced by the padimp. (Taylor, Varley
and Johnson, 2013 and Kotikova, 2013). Becausdl dhese factors adventure
tourism is very popular on the market and many ralveél agencies provide

adventure and sport tours. This trend arrived enGzech Republic in the 90’s.

Event tourism - Getz (2008) describes events as an importantvatoti of tourism

and destination competitiveness. Create eventngpticated, risky and must satisfy
numerous of strategic goals because of its impoetaBvent management is a field
of study and area of professional practice appdiepgroduction and management
of planned events such as festivals, sport evearts,events, political events,
exhibitions, etc. The term event tourism was notlely used till 1987 when

the New Zealand Tourist and Publicity Departmergoreed about it as a fast-

growing segment of the tourism market.
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V. Volunteer tourism - volunteer tourism is rapidly developing in globarid and is
popular especially in young generation. It bringghanticity, proximity to local
people, many experiences and visiting exotic caemtwith minimum costs.
Volunteer work is governed by Czech legislatiorotlyh Act No. 198/2002 Caoll.
Volunteer Service. World Wide Opportunities on QOmgaFarms (hereinafter
WWOOF) is a good example of a global network ofumbéer tourism. It was
founded in 1971 and nowadays is operating in 6@estén four continents.
The Czech Republic joined WWOOF in 2012 and by 2613farms joined this
project. Volunteers do not pay for accommodatiod areal and hosts do not pay
for volunteer work. (Kotikova, 2013)

VI.  Film tourism - film tourism was a reaction to the growing popilaof film
and television. Literary tourism was a predecessofilm tourism. The main
motive of film tourism is visiting places assoctterith some film or visiting
attractions and events related to the movie, saresther similar audiovisual
works. Tourist visits places depicted in the filattractions connected to film, film
studio tours or film festival. The most famous Qzdém festival is International
Film Festival in Karlovy Vary. The first edition weheld in 1946 and is thus one
of the oldest festivals of all. (Kotikova, 2013)udson and Ritchie (2006) suggest
the model of five depending factors on film tourismdestination marketing
activities, destination attributes (scenery), fi#ecific factors (the success
of the film), film commission and government effor{lobbying, tax breaks)
and location feasibility (resources, taxes, colstigor). At part of film tourism is
the actual filming and staff stays in a particulaecation. Film crew is made up
of many people who stay for all the time of filmingilm industry brings lots
of economic advantages thus many countries trytti@aca filmmakers to their

country, especially with financial tools. (KotikgvZ013)

3.4 Dark tourism

People have been interested in death from time moni@l. Roman gladiator battle

and public executions in the Middle Ages were ndrewent according to society norms
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of that time. Currently the death is taboo andhiieging issue. Despite its inevitability

and its necessity for life circle. (Tarlow, 2005)

Dark tourism is a multi-layered mixture of histoaypd heritage, tourism and tragedies.
Dark tourism is connected with nostalgia by toughitanger without actually being in it.
Tourists are expected to learn from the past arghtoy the information forward to avoid
bad history happening again. (Tarlow, 2005)

The web site Dark Tourism (2014) defines dark wmras travel to sites of death, disaster,

or the seemingly macabre.

According to Sharley and Stone (2009) the first im@nabout dark tourism became after
disaster of cruiser the SS Morro Castle from Hay&wuba to New York, USA in 1934.

Plenty of people were travelling to see wreck &f khorro Castle.

The term dark tourism may be different around tloelavor in literature. Some synonyms
are following: thanatourism, morbid tourism, blagot tourism, grief tourism or fright
tourism. The term dark tourism is the most ofteeduterm and first appeared in the mid-
nineties of the 2B century. First who coined this term were Malcolmldy and John
Lennon in 1996. (Temna Turistika, 2014)

At dark tourism is becoming a global tourism treark tourism has become a global
phenomenon from the 90s of the twentieth centurg, positive or negative sense.

Tarlow (2005) sees the commercial side as a negafidark tourism — making business,
such as souvenir shops in the place of tragedyitiRossense should be lessons

from the mistakes committed in the past.

Its popularity ensures that plenty of unhappy ewveahd disasters are of interest
to international filmmakers. Filmmakers make tHains interested in the place connected
with the film. For instance: Schindler’s List byeSen Spielberg or World Trade Centre
by Oliver Stone. An important role in dark tourisise played by mass media.

The information about disaster or catastrophe dgoethe general public through mass
media. Thereby the destinations connected to dawkism become popular. (Sharley,

Stone, 2009)
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3.4.1 Types of Dark tourism

Dark tourism can be divided into several types.ifgbn and distribution of types may
be different in different sources. It is becausekd@urism comprises a wide range
of destination and objects of interest. Some ofdéstination may be also included under
more kinds of dark tourism. Types are as followattlbfield tourism, cemetery tourism,
disaster tourism, ghost tourism, holocaust tourigrison tourism, and slavery — heritage

tourism. (Grief Tourism, Kotikova, 2014)
[. Battlefield tourism

Battlefield tourism includes journey to places whare connected with war conflict. It is
not only battlefield but also other places thatiafienced or associated by war, such as
monuments, memorials, military forts and other dinds - military museums etc.
The most famous are places connected to the Séttmmidl War, such as Omaha Beach
in Normandy, France, Pearl Harbor in Hawaii, USA Kiroshima in Japan. (Grief
Tourism, 2014)

The most famous battle in the Czech Republic imfMapoleonic War, for instance battle
of Austerlitz in 1805 and battle of Chlum in 18&@hich was the largest and bloodiest
battle of the Austro-Prussian War. (Czech Tourig@1,4)

II.  Cemetery tourism

Cemetery tourism is a form of tourism which is cected with visiting a cemetery.
According to Kotikova (2013) cemeteries are ativactfor its romantic atmosphere
or some tombstones have artistic and historicalezal'he aim of visit may be cemetery

of itself or graves of famous people.

In the Czech Republic is example of cemetery tourigySehrad with grave Slavin.
(Temn@ Turistika, 2014)

1l. Disaster tourism

According to Kotikova (2013) the destinations ofsatiter tourism are places
that are connected to nature disaster or disastehwvere made by human - intentionally
or unintentionally. The most famous destinatio@reund Zero in New York after terrorist
attack on 11 September 2001.
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Another favorite destination is New Orleans ravaggdwurricane Katrina in August 2005
and Phuket in Thailand that was hit by tsunami @ac&nber 2004. (Grief Tourism, 2014)

IV.  Ghost tourism
This kind of dark tourism is a part of somethingsteyious and supernatural.

Historical buildings such as a castle, fort, moegstetc. are located almost in every city
and almost each historical building is connectetth\@ilegend of ghost who appears under
certain conditions. Ghost tourism is based on aystiescribing incidence of phantom
or ghost and offer visitors feel the atmospherdeaf. Possibility to go through several
routes is in Prague such as ghost and legendg afetbser Town. (Praguewalks, 2014)

V. Holocaust tourism

Holocaust tourism is connected with the Second Wwhar and crimes against humanity.
This category includes places such as concentratames — Auschwitz, where more than
1,300,000 victims of Nazis lost their life, monurhémthe victim of holocaust or museum
— Anna Frank Museum in Amsterdam, the Netherlaf@sef Tourism, 2014)

The memory of holocaust in the Czech Republic wsiste ghetto in Terezin. (Pamatnik
Terezin, 2014)

VI. Prison tourism

This form of tourism is based on travelling to f@nprisons. These prisons are used only
for tourist purposes. Tourists may see and feel hiéwvin prison looks like. Some
of prisons can be connected with the personalityfarnous™ criminals who are serving
their sentences. One of the most famous prisoAdcetraz in the west coast of the USA
and its famous criminal was Al Capone. One of tleads in prison tourism is to re-built
old prison to a hotel and provides an authenticcerpce to tourist from overnight staying.

The most famous former prison in the Czech Republ&pilberg castle and in Terezin.
VIl.  Slavery — heritage tourism

The targets of this tourism are places connectdl slavery. Place such as Cape Cost
Castle, EImina Castle in Ghana, Goreé Island ire§aretc. (Kotikova, 2013)
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Ghana’s Cape Cost Castle one of about thirty slaases. Slaves were hold in this castle
before they were loaded onto ships and sold iAthericas. (Ghana Tourism, 2014)

3.4.2 Motivations in Dark tourism

Tarlow (2005) describes four emotions which intenath dark visitors psychological:
an insecurity sense, a gratitude sense, humilglinfigs and superiority feelings. Visiting

a dark attraction may cause a range of feelings) as:

» Romanticism, is usually found at battlefield, whetisitor can imagine himself

fighting for something special.

» Barbarism, make visitors to feel superior to therppwators of the crime

and compassion for the victims.

» A pretext to understand our own age, visitors stholdarn from mistakes

from the history.

Tarlow (2005) sees as a major motivator media eviglbon, film and internet. They have
impacts on the visiting of dark attractions - theMdl Trade Centre is visited and tragedies

in Africa are ignored.

‘Because we care, we suffer, we visit dark tourisites, but because in reality
we are citizens of another time and place, we &igovs rather than participants. In other

world’s — we come, we see, we leave.’ (Tarlow, 2.)
Kotikova (2013) mentions four factor of motivationdark tourism:

» Commemorate the dead, a tribute to the dead areriswgf — visitors want to honor
memories of significant or ordinary people who wenerdered or imprisoned

during the catastrophe.

» Education, knowledge — visitors are educated tHrowgsiting a historically

significant place (for instance Auschwitz in Poland

» Personal experience of fear, threat, sadness ayitha visiting objective dangerous

place or reconstruction of historical battle omgeon funeral celebrities.
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» Game, entertainment — events which happened a tiomg ago lost the ethical
aspect of piety in relation to death and becomeoarce of entertainment.

For instance: Count Dracula.

3.4.3 Dark tourism in the Czech Republic

Even in the Czech Republic there are many placasuisiting can be assumed as dark
tourism. The term ‘dark tourism’ is not familiar the Czech Republic. Only in the past
few years has, the term been in official use. Ih#d to find the term dark tourism

in the Czech literature. Although knowledge of demlarism is negligible except by experts
in the field, attractions for this type of touridmere are more than sufficient. The most

visited sights are from the Second World War.

Dark tourism was mentioned in a publication in tveb portal czech.cz, managed
by Ministry of Foreign Affairs, in 2012. And a yedater the agency CzechTourism
published an article in the project Kudy z nudy28stips of dark tourism in the Czech
Republic.

Web portal Kudy z nudy is a product of CzechTourisiine aim of this project
is to support and increase domestic tourism. Thmtap is one of the tools
that CzechTourism employs to support local entregues. These antrenuers may promote
their offers without charge. The web portal Kudgudy was visited by 7.2 million visitors

in 2013 and users viewed over 26 million artic(@zechTourism, 2014)

Czech web portal Kudy z nudy (2013) issued 20 tpsdark tourism in the Czech
Republic.

1. Terezin memorial — Terezin is a military stronghfstsm 18" century. Nowadays
is known as a symbol of thousands of people, eajpediewish, who were arrested
during the Second World War.

2. Charnel — house in church St. Peter and Pauldimild- this charnel — house is one
of the biggest in the Czech Republic. This cryp iGothic room with the remains
of 10 to 15 thousand people.

3. Lower cemetery in &ar nad Sazavou — indAr nad Sazavou’s chronicle record
was found a record about vampire who is restingei&ce in this cemetery.
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4. PloSina memorial — this memorial is national cwtunonument and was built
as a memorial to victim of the Second World War dhd occupation of Zlin
district. PloSina was a settlement where a few dagfeore the end of war SS

commando burned down the settlement. 24 peopleidliga: flames.

5. Red tower of death in Skoda in Ostrov — the forrmemplex of Skoda served
in the fifties as a labor camp for political prisorAround 300 prisoners worked

in the camp and a lot of them found death there.

6. War memorial LeSetice — this is the only survive@gmmunist camp in the Czech
Republic. The camp was in the communist regimeisoprfor political prisoners,

people who were uncomfortable then regime.

7. Memorial Zivotice tragedy — this memorial was budthonor the victims of Nazi
liquidation on the ® of August 1944 where 36 men were shot. The metnoria

Zivotice is also a reminder of the resistanégifisko area in 1938 — 1945.

8. Church of St. Jacob in 8ec — church was founded in 1232 and is connected

to many legends. The most favorite is the one efgbvered arm that still hangs

on a chain inside.

9. Crematorium and Jewish cemetery in Terezin — irediar 35,000 people died.

Exposition is located in crematorium and cemetsmgbuilt to a sacred place.

10.Remnants of the border fortifications around Stydznthe remains of border

situated in the vicinity of Strazny in Sumava avdifications.

11.Charnel - house by the church of St. Jacob — iatémtin Brno. More than 50,000
buried people are in this charnel — house and llyasethe second bigger charnel —
house in Europe.

12.Memorial Cairn of peace — this memorial was builthonor of victims of battle
at Slavkov on %' of December 1805.

13.Evening in Sedlec Abbey — this tour is unique beseathe main component
is a night tour. Cathedral of Nanebevzeti Pannyidand St. John Baptist

are illuminated only with candles and guides diesstume of monks.
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14.Museum of the Prussian-Austrian war — museum remeesntihe battle at Chlum
from 39 June 1866. Nowadays, 400 monuments are locatédttefield.

15.Bull rock — is located in South Moravia. This bighite rock is connected
with lot of legends. One of them tells about siggirshouts, calls or lights

where there are no people.
16.Houska castle — this castle is connected with rushgate to the hell.

17.Lidice Memorial — memorial area reminiscent of tlod&d Lidice that was

exterminated by the Nazis.

18.Charnel — house in Sedlec — charnel — house ig@ecbmainly with human bones

from times of plague epidemics and the Hussite war®tal 40,000 victims.

19.Museum of concentration camp underground aircraftory RabStejn — during
the Second World War prisoners excavated 5.5 kiterse of corridors
and production halls with a total area of 17.500 More than 80 prisoners lost

their life there.

20.Capuchin tomb — is in Brno. In the crypt of the Gelpin church lie forever

mummified body of religious and secular figures.

3.5 Terms for the analysis of Lidice Memorial

3.5.1 Product

According to Jakubikova (2012) a product is a mdrimarketing mix. Marketing mix
is used to achieve marketing aims on the selectatkeh Marketing mix is created

of 4 elements: product, price, place and promotion.

Product can be defines in a several ways. Jakubik@012) defines a product
as something what can be used for consumptionptte or for using on the market
and that has attributes that satisfy wishes or si@tlder people. Products can be an idea,
service, goods or combination these three categoki@roduct of tourism is defined as all
supply of private and public entity doing businesa tourism. Products

from the perspective of destination of tourism, sists from primary and secondary
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supply. And the last definition of product from rketing viewpoint is — a product is not

merely physical goods, it includes brand, desigecation and benefits that provides.

3.5.2 Unique selling point & Strategic excellence p  osition

* Unique selling proposition or unique selling po{hereinafter “USP”) is a reason
why visitors visit Lidice Memorial. Why visitors shld visit the memorial, what
IS its uniqueness. (Entrepreneur, 2014)

» Strategic excellence position (hereinafter “SEB 3 istrategic advantage.

3.5.3 Competitiveness

High competitiveness allows higher flexibility ohet market. Competitiveness allows
to the firm make businesses which are mainly fer gtrategy, for instance — loyalty
of customers, increase the value of its brand tiagaew products or innovating old one

and increase market effectiveness.

Michael Porter, professor of Harvard Business Skhietermines 5 forces that influence
competition in the selected industry — threat oivremtrants, threat of substitute products
or services, bargaining power of customers, banggipower of suppliers, competitive
rivalry. (Kourdi, 2011)

3.5.4 Benchmarking

This tool helps to improve own inputs, processegthaods and product of firms
on the base compared to competitors and its subsequplementation. Objective is to be
the best of the best. (Palatkova and col., 2013)

3.5.5 Communication

Marketing communication offers to customer information about product.Hogld help

customer with decision making about buying a producservice. Information must be
under certain conditions: intelligibility, conneawith customer, original and easy
to remember. The objective of marketing communacais to inform customer and change

his/her decision about product and convince himtbebuy it. Another goal is to keep
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the customer - a loyal customer, communicate with/trer and create a reason to return.
(Pelsmacker, 2003)

Communication mix represents all tools, which a company use for comaoation
with public. The communication mix is subsystemtioé marketing mix. It is created
by promotional mix, strategy of the brand, internebmmunication, sponsoring,
or lobbying. Tolls of communication mix are persbr@ad mass. The method which
addresses a wide range of customers through masssms called Above-the-line
(hereinafter “ALT”). The other method which is usémt personal approach is called
Below-the-line (hereinafter “BLT"). (Pelsmacker,d3)

ALT communication is important part of marketing communication in tese of mass
media. It is a high paid space in television, ragiewspapers and in banner campaigns
on the web. New trend in ALT communication is mayiadvertisement on LCD screens
in the cities. In addition, among ALT includes adisment in cinema, preceding films.
Among components of ATL communication includes -vetising in print, TV
advertising, sponsoring TV shows, radio spots, rivge advertising and outdoor

advertising. (Pelsmacker, 2003)

e Advertising in print and in newspapers — despite a big internet boom
the advertisement in print is still popular in teon. It is possible to send
them by post to customers or offer them on fair.vétising in newspaper
or magazine can reach more people. (PelsmackeB) 200

* Advertising in radio — radio has no visual aspect. Information must teeipely
defined by verbal expression. Radio advertisinghsaper than TV advertising.
Advantages of radio advertising are: high audienatngs, emotional effect,
flexibility, possibility of segmentation, low cosiAnd disadvantages of radio
advertising are: inability to see product, unsud#abfor transmission
more information, incompleteness. (Pelsmacker, 2003

* Advertising on the internet — nowadays the internet is used as a mass
communication. In the website is seen how many lgewaisit the web, how they

find it and how long they stay in the site. The kligadvantage is a high level
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of competition. There are lot of options to puskhotiygh own project or firm.
Important promotion is through e-mail or social wabge.

The website must be effective, easy to orient ptransparent and brief. (Ruibar,
2005)

Use of internet in marketing:

o Search Engine Optimization is a file of techniqtieest endeavor to obtain
site traffic through unpaid search results. Web epagare made

and optimized to being high when using search engin

o Pay per click - the search engines is displaye@& aponsored text link
mostly on 3 lines. In the content network as texanner or video
advertising. In Seznam.cz PPC (pay-per-click) pmogtist is called Sklik
and Google AdWords. PPC is term uses for advegtigrograms.

0 Web banner is the most common form of internet dtbeg. Banner has

different formats / dimensions. Banner attracthiwisual content.

o Social media, such as Facebook.com, Linked.in, téwilGoogle+, enable

communicate with ‘fans’ and monitor their behavior.

o Email advertising is a direct mail. Nowadays firt@t send bulk email,
usually newsletter and spam. (Academia Journal220

Outdoor advertising — in this type of advertising it is crucial that teeatement
should be readable from a big distance, and insluttee most important
information. Among outdoor advertising includes lpes of advertising using
the outdoor to communicate with customer, for insgabillboards, exterior posters
and stickers. Advantages of outdoor advertising @@ be well regionally
targeted, visibility 24 hours a day, low cost awmatg-term. Disadvantages are:
contact time with communication is to short, linditdoy slogan and visual,

susceptible to damage, inaccurate monitoring. (ktamg Journal, 2008)

TV advertising — nowadays the television is the most viewed medilihe best
and the most expensive advertising time are in wkekn 18:00 to 22:00,

at the weekend and on national holidays. Advegisian be well targeted because
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of small televisions, for instance advertising tetato tourism have advertising
in CT2 or prima zoom where there are travel programdvafitages of TV

advertising are: high viewer ratings, addressinth mudio and video, placement
in a suitable type of program will ensure the idemtion of the target group

of the product. Disadvantages are: high cost, uewatings depends
on the attractiveness of the program. (Marketingdal, 2008)

BLT communication — as an alternative or complement to ATL advenyjsisa BTL

(below the line) communication. Its advantage isogxtargeting to a specific group.

Among below the line communication belong salesmumtion, personal sales, public

relations, sponsoring, point of purchase and enerketing. (Marketing Journal, 2008)

Sale promotion — is a marketing communication that influences cusiem
by additional incentives. Its main features are time limitations and active
participation of customers. The typical examplessale promotion are coupons,
lottery games, rebates, samples or price reducfitrese activities are related
to the time period and customer is actively pgsaat on it. Individual sales
support tools differ from each other mainly by fetential to achieve specific
objectives. Price discount or free samples indugstorner to buy a product
immediately. Program of benefits creates loyattythe brand. The main target
of sale promotion is to make positive reaction ohsumer. (Marketing Journal,
2008)

Personal sales-is a tool of direct communication. The objectivépersonal sales

are searching for the clients, communication withstomers, selling product

to the customers, providing services, collectingforimation etc. Strategy

of personal sales is to be by the right time inright place. Advantages are direct
contact, feedback, answer all questions. Persatalis used just for some specific
products. Wider use is in the market business siniegs. (Jakubikova, 2013)

Public relations — is a tool directed at creating, maintaining andnaging
communication processes between firm and its enmemt and its target
and interest group. Public is divided into two gmtt— internal and external.

Internal public represents family members, empleyesippliers and customers.
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External public are those who have no long-ternerggt with the company.
(Jakubikova, 2013)

e Sponsoring— is a part of public relation. Sponsoring provekyvice to obtain
service in return. Sponsoring provide financial wraterial gift to achieve
its marketing objectives. Sponsoring is usuallyoasged with sports, cultural
or social. (Jakubikova, 2013)

* Point of purchase- is also known as POP marketing or marketing IreRDP
marketing causes consumers immediate reaction. m@rials that are placed
at point of sale or point of demand follow a clparpose: to increase sales. Well
directed POP influences customer’s decision of ipase. POP materials may
include, for instance, racks, wall banners, santpbders, info boards, LCD
display, etc. All materials have just one purpoge €ommunicate with customers

when they think about making a purchase. (Smalirigss, 2014)

« Event marketing — important tool of marketing. Events help to deepen
relationships with business partners or attract aewnt. Aims of event marketing
are that customers remember the firm and its ptsdivent marketing is mainly

used in tourism. (Jakubikova, 2013)

3.6 Lidice

Lidice is small agriculture village near the citjadno, west of Prague. First mention about
village was written in 1300. Since then it is knotrat village was burned down three
times. (Hanzlikové, 2009)

During Hussite War and the Thirty Years War - mgiit. Martin’s Church and the last
and fatal fire was during the Second World Ware(8k, 2004)

3.6.1 Lidice until 9 " June, 1942

Lidice was touched even by the First World War wilaglilt men from the village were
recruited to the military. In 1918, when the Fir&/orld War was over
and the Czechoslovak Republic came into existanoen were returning back home.
But 15 of them lost their life in the First Worldan
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Inhabitants of Lidice worked in agriculture but ma&mployer was Poldi Smelting Works
in Kladno. The factory was founded in 1889 and @y@ll men and youngsters with skill

certificate.

Life in Lidice was ordinary as elsewhere. A muradess committed in house number
59 on 18" December, 1938. Frantiek Saidl killed his oldssh and after this crime
he reported himself to the authorities. Becausdhef crime FrantiSek Saidl was sent
to prison for four years, till 23December, 1942. When he was on liberty he headekl b
to Lidice. He didn’t find his village but he fouritde truth. He went to Gestapo to report
himself. Nobody believed him and he became only fmam Lidice within the border
of the Protectorate to survive the destructionidfde. (Stehlik, 2004)

During the Second World War inhabitants of Lidicadhnormal life. Tragedy of Lidice
occurred in the summer 1941 when Hitler appointethRard Heydrich Reichsprotector.
His main task was consistent pacification of theupeed territories and the final solution
of the Jewish question in Europe. Heydrich declaredtial law and started with terror
against the population that alarmed the governmerexile in London, led by Edvard
Benes. Resistance in exile wanted to organize Hagents of resistance against Nazism.
After negotiations they decided to assassinate Hayd This operation was called
Antropoid. Two Czech parachutists, Josef &laland Jan Kubi§, carried out assassination
of Reinhard Heydrich on 37May, 1942, he died orf"@une. Hitler wanted revenge
for that assassination. Following the assassinatoer 1,000 people were killed.
(Ministerstvo zahragnich &ci, 2012)

But searches for assassins were unsuccessful. @nés@ay, ¥ June 1942, letter arrived
at the factory Palaba in Slany. The letter was eskid to Anna Martdkova but she was
ill at the time. The factory owner opened the letfde letter: ‘Dear Anna! Excuse me for
writing this late and hope you will understand needuse you know | have worries. What
| wanted to do, | have done. | slept somewher€abarna on the fatal day. | am well.
| will see you this week, and then never againallil(Stehlik, 2004, 70 p.)

The letter seemed suspect to the factory ownehes@ported it. Anna Mars&kova was
arrested that same day and author of the letter dme later. During interrogation

Maru&akova mentioned name Josef Horak and Jos#ibr8Y. Gestapo found out
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that Stibrny and Hordk had been missing from December,9188d had joined
the Czechoslovak Army in the United Kingdom. Gestagrested members of their
families on &' June, 1942. Destruction of Lidice was decided Brigne, 1942. (Stehlik,
2004)

3.6.2 Lidice after 9 ™ June, 1942

K. H. Frank reported to Prague at 7:45 p.m. thiewahg: shoot all adult men, transport all
women to a concentration camp, take appropriatielreim for Germanization and the rest

kill in some way and burn down all village.

All men older than 15 years were taken to Horakisr, children and women were taken
into the school in Lidice and then were transpottelladno. (Stehlik, 2004)

Men were taken into Horak's garden and killed ie tmorning 18 June 1942. Each
of them was shot with three bullets — two bulletsh@ chest and one bullet at the head.
Inthe same day Gestapo brought to Lidice thirty—Sewish from the Terezin
concentration camp. These Jewish had to dig comgnawe dimension 9 x 12 meters

and 4 meters deep and put all 173 men into theegrav

Women with children were taken to Kladno into gysties hall of the local grammar
school. Gestapo transported women to three coratemtrcamp, Ravensbruck, Auschwitz,

Lubin, as a political prisoners, on Friday™.Rune. Sixty women died in these camps.

Children were taken in camp at Lodz. All childrerere killed by gas in a gas van
on 2%July. Only nine of children were lucky and they eiee—educated. Seven children
under one year were taken into the German childré@dme in Prague — Kr Only

seventeen children returned to Lidice. (Hanzlik@&@)9)

Lidice was destroyed between™@nd 24" June 1942. All this process was filmed
on order of K. H. Frank. Miroslav Wagner and Frameml filmed all tragedy in Lidice.
(Stehlik, 2004)

President Edvard Bene$ had a speech to Lidice dyage BBC on 18 June 1942.
His speech had a worldwide acclaim and destinyidice became a worldwide symbol

of inhuman Nazi atrocities. (Ministerstvo zahgamch \&ci, 2012)
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3.6.3 The resurrection of Lidice

This Nazi's crime triggered a wave of solidarityS $ecretary of Navy William F. Knox
said: ‘If the future generations ask why we foughthis war, we shall tell them about
Lidice.” (Stehlik, 2004, str. 110)

Many places in the world adopted after ™ @une 1942 the name of Lidice,
so that contributed to the preservation of lastimgmories of suffering and annihilation
of its citizens. Idea to re-build Lidice was arouhé world. In the United Kingdom it was
popular especially with miners. They founded orgation called ‘Lidice shall live!.
British miners sent voluntarily part of their wagd@dso other British workers supported
the organization to fulfill its goal. (Stehlik, 2900

Also the world’s film industry reacted to the trageof Lidice. With topic of Lidice many
films were filmed. The most famous for Czech peojsderelatively new film called
‘Lidice’. This film is based on screenwriter ZdénMahler Nocturne and it is about

personal drama of ordinary people from village tei(Film Lidice, 2014)

The Czechoslovak government decided to build nesicki on €' June 1945 and give
a house to each Lidice women and children who gedviThe first Lidice women moved
into new houses in 1949. (Hanzlikova, 2009)

Nowadays the memorial is in former Lidice. Oneled memorials is dedicated to children
victim and is called ‘Memorial to the Children Mitts of the War’. Memorial is a statue

of the 82 Lidice children murdered by Nazis in tetermination camp at Chelmno

in summer 1942. The statue is composed of 82 @nl|d2 girls and 40 boys, aged 1 — 16.
The creator of this memorial is Marie Uchytilovdyesstarted to work on it without

any order and at the beginning from her own savisigfortunately she died before she
finished the statue. But her husband finished hwkwand memorial was completed

on 16" June 2000. The creator of the memorial didn't makeeffigy of children. Marie

Uchytilova wanted the memorial to be for all chddrvictim of the Second World War.

The Czech president Milo§ Zeman gave Marie Uchydil®lerit Medal on 28 October
2013 and said that it is: ‘the most beautiful ahtha same time the saddest monument he
ever seen in his life’. (Stehlik, 2004, Lidice maiah 2014)
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4. Analysis of Lidice Memorial

4.1 Analysis of current situation

4.1.1 Basic information

The first Lidice Memorial was built on™3June, 1945. The first museum was opened
at the beginning of fifties. New Museum was buit drchitect FrantiSek Mark in 1962.
The Rose Garden was developed on initiative of mgligh doctor Barnett Stross on June,
1955. To the garden was given 29 thousand of rdsetspfrom 32 countries around
the world. Since then, the rose became as a syailotlice. Lot of artists helped Lidice,
such as Marie Uchytilova and her Monument of cleitdrOr Barnet Stross, member
of movement ‘Lidice Shall Live! invited an artisround the world to give their art pieces
to Lidice collection which contains of modern afihe former state representative
connected the Memorial with communism era and €dggroving any financial support
of the Memorial. Because of the lack of financialises the condition of the Memorial
declined. Everything changed when the Ministry oft@re established a benefit
organization of the Lidice Memorial on 8@ecember, 2000. This benefit organization
should take care of the historical objects andatea of the Lidice Memorial. The Rose
Garden was renovated and the Lidice Gallery wasnstcucted in 2003. Repairing
the gallery brought further changes and to re-éistalthe children International Art
Exhibition and a new restaurant was opened fowisigors to the memorial. The museum
was again renovated and opened a multimedia eidmnbintitled ‘An innocent were
guilty...”. New educational centre for youth was opénn newly reconstructed space
under tribunes in April, 2008.

4.1.2 Location of the Memorial and its transport ac  cessibility

Lidice is situated in Central Bohemia at an alttusf 343 meters. It is located 20 km

northwest of Prague, close to Bifstad and Kladno. Accessibility is by car, bus airtr

» By car — to get to Lidice from Prague by using migly R7, go out exit
7 and continue to road 61 to Kladno. The route7i&rh long and takes 20 minutes.

30



» By bus — from Prague take bus A56 to Kladno andoffeait the bus stop Lidice.
Bus goes every 30 minutes.

» By train — the nearest train station is ifiegibkluky, 5 km from Lidice.

4.1.3 Segmentation

Table 1 - Demographic segmentation

Demographic 2006 | 2007| 2008 2009 201p 2011 2012 2013
segmentation
Adults 6,492 | 8,410 5,312 | 5,256 | 4,265 | 7,580 | 6,552 | 5,832
Students 16,67 | 18,82 18,82 16,04 | 17,27 | 17,35| 19,72 | 17,00
0 5 5 1 1 8 8 1
Free 7,449\ 12,12 | 8,626 | 8,713 | 7,310 | 10,33 | 21,55| 11,28
9 7 7 8
Other 2,700 1,832 1,943 2,579 4,113 5211 6,420 3,458
Culture/wedding | 3,063 | 2,320 | 3,264 | 3,316 | 4,150 | 2,790 | 3,261 | 3,881
S

Source: own processing on the basis of data fronuamnreport of the Memorial 2006 —
2013

Visitors with disability, retired, etc. have freeitey to the Lidice Memorial. Other
are guides, program for kids, etc. And data fotwel are taken from culture program
every Wednesday from 6pm to 8pm.

From table 1 is visible that the largest share @mt of segmentation are students,

followed by adults and visitors with free entry atdhe end other and culture/weddings.
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Table 2 - Segmentation according to individual otge
MUSEUM | 2006 [ 2007 | 2008 | 2009 | 2010 | 2011 [ 2012 | 2013

Adults 5279 7,566 4,604 4,909 382 6,761 54838 5,030
Students | 13,540( 16,598| 17,257| 14,704| 16,237| 16,647( 19,009 16,305
Freeentry | 4,367 | 9,928 6,554 6,929 5,543 7,727 19,138017

Other 2,429 | 1,579 1,613 2,20 3,793 4,782 5,11 3,p06
Weddings | 1,780 | 1,270 | 1,284 | 1,460 | 1,546 | 815 | 1,069 | 1,639

GALLERY | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013

Adults 1,213 | 844 706 347 519 819 714 802
Students | 3,130 1,886 | 1,568 | 1,337 | 1,034 | 1,225| 719 696
Freeentry | 3,082 | 2,201 | 1,568 | 1,784 | 1,769 | 2,610 | 2,424 | 2,271

Other 271 253 330 365 315 | 3,016 | 809 452
Culture 1,283 | 1,140 | 1,980 | 1,856 2,490 | 1,975 | 2,192 | 2,242

Source: own processing on the basis of data fronuanreport of the Memorial 2006 -
2013

Lidice Memorial has no exact statistic data aboatvhmany visitors visit museum

or gallery. Visitors cannot buy separate ticketsrfmuseum and gallery. Visitors buy only
one ticket and they have an entry to museum anérgalTable 2 shows that museum
is more visited than gallery, but this may not het Table 2 shows that visitors buy more

ticket in museum and starts discovering the merhfsaen museum.

Table 3 - Geographic segmentation

Geographic
) 2006 | 2007| 2008] 200¢ 2010 2011 2012 2013
segmentation

Domestic adults| 3,754 | 5,339 | 2,868 | 2,872 | 2,171 | 5,673 | 4,571 | 3,800

Domestic stud. | 7,075 | 8,184 7,554 7,12 7,248 8,787 9,871 7|050

Foreign adults | 2,738 | 3,071 | 2,444 | 2,384 | 2,094 | 1,907 | 1,981 | 2,032

Foreign stud. | 9,595| 10,309 11,271} 8,919 | 10,023 8,571 | 9,857| 9,951

Source: own processing on the basis of data fronuamreport of the Memorial 2006 —
2013
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Table 3 refers to the geographic segmentation. igiorstudent are the largest group
of visitors. The most foreign visitors are from @any (5000), USA (1380), Italy (500)
and the United Kingdom (671). Numbers of foreigsitairs are only approximate and refer
to the year 2013.

4.1.4 Number of visitors

Graph 1 - Developing of the total number of visstor the years 2006-2013

70.00C
6000¢ 57,518
5000C 23.175 / N\
43,276
4000 3(ﬁ\ P 41,460
’ 379/ 37,109 ’
30.00C
20,00C
10.00C
0
2006 2007 2008 2009 2010 2011 2012 2013

Source: own processing on the basis of data fronuarnreport of the Memorial 2006 —
2013

Graph 1 shows developing number of visitors. Thghést numbers of visitors
are in the years 2011 and 2012. Number of visitorthe Memorial could increase due
to a premiere of film Lidice in 2011 and on the asion of the 78 anniversary
of the destroying of village Lidice in 2012. The Merial was visited by 57,518 visitors
in 2012.
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Table 4 - Number of visitors according to indivitloajects

2006 |[2007 |2008 |2009 |[2010 (2011 |2012 |2013

Museum | 27,395 | 36,941 30,963 30,20/ 30,981 36,82 50,6609934

Gallery |8,979 | 6,324 | 6,269 | 5,689 6,12§ 6,594 6,848 6,463

Total 36,374 | 43,175 37,97( 35,89|6 37,109 43,476 57,p184601

Source: own processing on the basis of data fronuarnreport of the Memorial 2006 —
2013

Table 5 - Total number of visitors by month

Total
Number
of visitors
by month

2006 [ 2007 | 2008 [ 2009 | 2010 | 2011 | 2012 | 2013

January 531 707 622 419 841 1,170 | 1,406 | 1,115

February 609 1,169 | 1,259 | 1,230 | 1,804 | 1,362 | 1,222 | 1,898

March 840 2072 | 1,891 | 1,890 | 2,305 | 1,979 | 2,622 | 2,508

April 2,618 | 4,238 | 3,419 | 2,764 | 3,073 | 3,219 | 3,905 | 2,457

May 4,059 | 5,067 | 4,611 | 4,710 | 4,530 | 6,200 | 6,976 | 4,906

June 9,184 | 14,255| 9,222 | 9,506 | 8,383 | 9,946 | 22,684 11,061

July 3,136 | 2,457 | 3,178 | 2,634 | 2,811 | 4,393 | 3,636 | 3,506

August 2,727 | 2,428 | 2,209 | 2,092 | 2,602 | 3,320 | 3,390 | 2,572

September| 7,325 | 4,876 | 5,672 | 4,705 | 3,168 | 3,396 | 5,161 | 3,955

October | 3,249 | 3,954 | 3,790 | 3,867 | 5,288 | 4,809 | 4,075 | 4,788

November | 1,599 | 1,425 | 1,359 | 1,352 | 2,144 | 2,348 | 1,799 | 1,534

December| 497 527 738 726 565 834 842 910

Total 36,374| 43,175| 37,970 35,896 37,109| 43,276| 57,518 41,460

Source: own processing on the basis of data fronuanreport of the Memorial 2006 —
2013

The collected statistical data shows that the lsigason includes the months from May

to September, with the most significant increaseJume. The peak in June is made
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up by students who come to see the memorial orgpétial program for school at the end
of school year. Then the number of visitors oftieemorial decrease.

Table 6 - Comparison of number of visitors withy ahd LeZ4ky

2006 | 2007 2008 2009 201p 2011 2012 2013

Lidice 36,374| 43,175| 37,970| 35,896| 37,109| 43,276( 57,518( 41,460
Lezaky - - 5,291 8,852| 10,494 9,696 | 16,063 11,029
Lety - - - - 10,657| 10,428| 11,963 8,480

Source: own processing on the basis of data fronuamreport of the Memorial 2006 —
2013

Lidice is on the top of comparison of number ofiteis with Lety and Lezaky. Number
of visitors has been monitored in LeZzaky since 2@@8 in Lety since 2010. LeZaky
became a part of Lidice Memorial in 2007 on theislen of the Czech Ministry
of Culture. Municipality Lezaky had no enough meatts manage the memorial
and the destiny of two Czech villages were similaty became a part of Lidice Memorial
in 2009. Its Number of visitors has been monitosette 2010 and has been not exact.
In Lety is memorial and exposition with its countdihe numbers who visit just the

memorial are not counted.

4.1.5 Sales

Data are available in an electronic form annuabreg-or the analysis are important data

from 2006 to 2013. The subsequent tables preseriutiget of the Lidice Memorial.

Table 7 — Sales of the Lidice Memorial

In thousands,
CZK

2006 | 2007| 2008 2009 201p 2011 2012 2013

Revenue 22,017( 22,149 31,766| 29,575| 30,121} 33,857| 34,386| 33,008

Expenditure | 22,017 22,149 31,766| 29,575 30,121| 33,857 34,386| 33,008

Source: own processing on the basis of data fronuamreport of the Memorial 2006 —
2013
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Table 8 - Revenues

In thousands,
2006 2007 | 2008| 2009 2010 2011 2017 201B
CZK
Entry 1,180 | 1,613 | 1,249 1,242 | 1,369 | 1,710 | 1,843 | 1,543
Contribution
of the Ministry 16,367| 16,088| 25,218| 21,355| 21,235 22,055| 20,860| 20,290
of Culture
Other revenue | 3,855 | 3,207 | 4,610 | 6,978 | 7,517 | 10,092( 11,683| 11,175
Ecor_pmic 615 1,241 388 360 409 207 278 20p
activity

Source: own processing on the basis of data fronuarnreport of the Memorial 2006 —

2013

From table 8 it is evident when Lidice Memorial bagto manage Lezaky and Lety.

Contribution of the Ministry of Culture

increasedetlween 2007 and 2008,

from 16,088,000 CZK to 25,218,000 CZK. This inceasccurred with extended

administration of Lidice Memorial to Lezaky Memdria

Table 9 - Expenditures

In thousands,
2006 | 2007 | 2008| 2009 | 2010( 2011 2012 201B
CzK
Material costs | 3269 | 2,540 | 4,119 | 3,883 | 3,733 | 3,738 | 3,353 | 3,279
and energy
Services 9,211 7,957 6,379 6,656 7,336 5,787 6,109 6,b15
Total pe;sonal 4,338 | 5,485 | 6,741 | 7,233 | 5,845 5,737 | 8,092 | 7,864
COSts
Other costs | 4584 | 4,926 5,410 11,80Q313,217| 18,596| 16,832| 15,350
Econo_mic 613 | 1,164 | 259 261 300 90 117 80
activity

Source: own processing on the basis of data fronuamnreport of the Memorial 2006 —

2013

2 The revenue were supported by local governmerts umith 33 thousands CZK and by EU with 268
thousands CZK only in 2008.

® The expenditures were increased because of repairmaintenance by 8,729 thousands CZK in 2008.
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4.2 Analysis of current products

The analysis of current products describes all petsedwhich are offered by the Lidice
Memorial. Products are divided into two groups e-tiain products and partial products.

4.2.1 The main products

In the case of Lidice Memorial the main produces anuseum, gallery and reverent area.
.  Museum

The museum was built by architect FrantiSek Mark 1962. The museum

was reconstructed and renovated in 2005. It indudemultimedia exhibition entitled

‘An innocent were guilty...”. Exhibition offers vigits emotional entry into history

of the village. Exhibition is based on the confaiidn austere concrete space with light
images of non-existing people and their village.e Téxhibition won the main prize

of Czech Interior in 2006 and the Special Prize Glgria Musaealis in the category
Museum exhibition of 2006.

Nazis wanted a complete annihilation of Lidice bwb things survive — church door

and fire engine. Both things are exposed in theeumns

The museum also includes hall In Memoriam whichuged for thematic exhibition
connected with the destiny of Lidice. (Lidice Menabr2014)

Table 10 — Opening hours

Museum
March daily | from 9am to 5pm
April - October daily | from 9am to 6pm
November - February | daily [ from 9am to 4pm

Source: Lidice Memorial, 2014

37



Table 11 — Entrance fee

Museum

Adults 80 CzK
Children 15 years old and under 40 CZK
Student (ISIC) 40 CzZK
People 65 years old and above 40 CZK
Disabled people 40 CzZK
IYTC, ITIC card holders 40 CzZK
AMG card holders free
Family entrance (2 adults+max. 4 children 140 CZK
Package group (20 people and more) 10% discount

Source: Lidice Memorial, 2014

.  Gallery

The building of the gallery started in 1957 andvedras a municipal house. The building
passed into private ownership and started to rtime building was bought by state
between years 2002 — 2003 and re-built for todayse. The final reconstruction
of the building was in 2012.

In the ground floor of the gallery is a permanextikition. This exhibition contains art

pieces from all over the world — almost 350 artcpgeby 264 artists from 28 countries.
At the permanent exhibition a comment of curatothef exhibition is available. This must
be ordered one week before and takes 30 minutes.

A part of the gallery is an international childreréxhibition of fine art Lidice. It was
established to commemorate the children victims tbé Second World War.
The exhibitions had been a national competitionl urf72. Nowadays it is worldwide
famous competition where kids from more than 70ntess send their work.

The gallery also offers accompanying program ahdil It is possible to see 13 films
and the majority of them are in language mutati@nbasic film about the history

of the village Lidice is available in English, Geam Russian, Danish, French, Dutch,
Italian, Portuguese and Spanish.
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In the gallery there are educational programs faldeen of different ages as well as
for teachers.

The gallery centre of culture events which areedédht every month and the program

is very rich and diverse.

Table 12 — Opening hours

Gallery
March daily | from 10am | to 5pm
April - October daily | from 10am to 6pm
November - February | daily | from 10am | to 4pm

Source: Lidice Memorial, 2014

Table 13 — Entrance fee

Gallery

Adults 80 CzK
Children 15 years old and under 40 CZK
Student (ISIC) 40 CzZK
People 65 years old and above 40 CZK
Disabled people 40 CzZK
IYTC, ITIC card holders 40 CZK
AMG card holders free
Family entrance (2 adults+max. 4 children 140 CZK
Package group (20 people and more) 10% discount
Audio-guide to the Lidice Collection free

Source: Lidice Memorial, 2014

1"l. Reverent area

The reverent area is located in the place of thginal village Lidice and is wheelchair

accessible. Figure 1 shows the original villagelethe Nazis destruction.
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Figure 1 — Silhouette of the original village

Sourc: Liice Memorial, 2014

Lots of monuments are located in the reverent twelkeep awareness and knowledge

of Lidice tragedy.

The reverent area is free entry. Visitors can doadlaudio guide to the smartphones
for free as well or they can order a guide. It ecessary to book ahead for a guide
form on the website of Lidice Memorial.

Table 14 - Guides

Reverent area - guide
Czech language 300 CzK
German language 500 CZK
English language 500 CzZK

Source: Lidice Memorial, 2014
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1) The Alley of Dr. Barnett Stross

The alley was established in memory of Dr. Bar&toss who was the main initiator
of movement ‘Lidice Shall Live!’. Dr. Barnett Str@slso helped with the Lidice collection

of art and with Garden of Roses. The alley wasnstacted in 2004.

2) Gloriet
Gloriet is a building with two wings in the middl& reverent area. Creator of gloriet
is FrantiSek Marek. The building was completedchatlieginning of sixties.

3) Educational Centre

The new educational centre was opened BrAfril 2008. It is used for educational
programs for schools, workshops for teachers, amtd diterary competitions.

There is a computer lab with projections of digitizhistorical collections.

4) In Memoriam
Exhibition hall was set up under the patio-typarstdts use is for thematic exhibitions,
for instance villages with the similar destiny adite.

5) The Monument of children

The Monument of children is dedicated to all cheldivictims of the Second World War.
Statue is composed from 82 Lidice children — 42Isgiand 40 boys. Creator
of the Monument is Marie Uchytilova.

6) The grave of men

Memorial of the grave of Lidice men was revealedB8rlune 1945. It was built by soldier
of the Red Army. The first commemoration ceremony commemorate the victims

of the Lidice tragedy took place on June 10, 194#s act of mourning announced former
interior minister Vaclav Nosek report on the coustion of new Lidice.

7) Foundations of the church

Baroque church of St. Martin used to be a domifeetiure of Lidice. It was built in 1352.
Nowadays the Church recalls only the outline inghass and stairs to the church itself.
41



8) Foundations of the school

The first mention of Lidice school was in 1713. Wemmand kids were sent by Nazis
to the school before going to Kladno. Women sawirthieusbands and boys
from the window go on to their death. Nowadays #ohool recalls only the outline

in the grass.
9) The old cemetery

Nazis wanted to Lidice erased from the map. Theyp alestroyed the old cemetery
including the exhumation of death. Today it corssist the outlines of the original graves

with gravestones or crosses.

4.2.2 Partial products

In the case of Lidice Memorial the partial produetse: accommodation, weddings,

refreshment and the rose garden.
I.  Accommodation

In Lidice Gallery there are seven double roomstamlsingle rooms available with shared
facilities, including a lounge area with kitchenisibrs can use garden gallery during
the summer. Accommodation in gallery is primarilgr fparticipants of seminars,
competition judges, theater members, internatianakcompetition winners for symbolic
price 25 CZK per person per night. If the rooms available it can be used by anyone
for 2560 CZK per person per night. In the first dearin 2014 50 visitors were
accommodated and in the second quarter in 2014sG@r¢ were accommodated.

.  Weddings

Lidice Memorial in co-operation with the Local Auwttity offers a complete wedding
ceremony in garden of roses since 2005. Weddingdram the mid June until the end
of September. Newly married couple can plant a mese in the garden. According
to the wish of guests it is possible to arrange diegl banquet in the Lidice Gallery
or in Lidice Gallery Garden and accommodation idi¢e Gallery 250 CZK per person

per night.
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Table 15 — Price list - weddings

Gazebo 4x3 meters 75 CZK

Tables, tablecloths and benclf 100 CZK

Sound system installation 75 CZK
Flower on the table 200 CzZK
Total price 450 CzZK

Source: Lidice Memorial, 2014

[l. Refreshment
In the Lidice Memorial area are two options foreshment:
a) Restaurant

Restaurant is located in the building of the gslléfhere can be organized weddings,

corporate parties and other social events.
b) Bistro

One bistro is located in parking area and otherdis museum area. Menu corresponds

with the bistro style and prices are friendly low.
IV. The Rose Garden

The rose garden of peace and friendship was estedliin 1955. At the incentive
of British doctor Barnett Strosse a hundreds oésdsom around the world were imported.
After the revolution the garden was given to thenraality which had not enough means
for maintenance. Consequently, the garden ceasexkith. The garden was renovated
between the years 2001 — 2003 by architect Pavék.B20 thousands roses from 32
countries were donated. Rose became a symbol ofLigéiee. In the garden is Peace
sculptural by sculptor Karel Hladik from 1955 ansemnicircular memorial
to municipalities that had similar destiny as Lallawy sculptor Beitich Stefan.
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4.3 Unique selling point & Strategic excellence pos ition

On the basis of the Number of visitors analysisuhigue features of Lidice Memorial was
established. The unique features should be deweloged support with creating

and innovating of products. In this was the obyeititachieve the best result.

USP of Lidice Memorial is uniqueness of the place stdny, reverent area and permanent

exhibition in museum.

SEP of Lidice Memorial is year-round opening, employ@ad their interest of their work.

4.4 Competitiveness

Competitiveness analysis provides information orethver the Lidice Memorial properly
applys its competitive advantages in comparisoh wihers. The competing facilities are:
Lezaky, Zakov and Javiicko. These objects have similar history regardintheoSecond
World War.

4.4.1 Lezaky

1. General information

Lez&ky was a village located 147 km east from Reafjuvas small village with 8 houses

around a mill on at brook called Lezaky.
2. History

The village of Lezéky reached the same destiny iaéicd. Gestapo had information
that the radio transmitter which belongs to theugr8ilver A was in LeZaky. The Gestapo
besieges Lezaky on $4lune 1942. Nazis murdered 34 inhabitants of LeZ&&ywomen
and 16 men, on the same day. Another seven ininébitd LeZzaky were shot with more
than 40 fellows of the troopers on"23une. All 11 children were transport to Chelmno
where they were murdered by gas. Only two girlstidand Jarmila Glik, were suitable
for Germanizing. Nazis burned village down. The aem of Lezaky were liquidated

to the ground by 65 captives of work camp by Decanil943.
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3. Services

Lezaky Memorial provides guide, educational centrsimilar as in Lidice, nature trail,

hiring bicycle and refreshment. Nature trail is wected to the Lezaky tragedy, it was built
in 2010. The nature trail can be taken by bicybielLezaky it is possible to hire bicycle

for 100 CZK and deposit 200 CZK.

Lezaky has established a project called ‘The Vistand Heroes’, whose aim is to involve
students to research their area to find out fat€zdchoslovak citizens. Those who faced
German oppression or were victims of Nazi’'s revetigigng 1938 — 1945. The project has
started on § September 2014 to 3Danuary 2015.

Lez&ky also has a bistro located within the menhofidae menu is typical for bistro,

but it is possible to short order for lunch menu.
4. Entry and opening hours

Table 16 — Entrance fees

Adults 30 CZK
Children from 7 to 15 years 20 CZK
Children younger than 7 years Free of charge
Students (ISIC) 20 CZK
People older than 65 years 20 CZK
Disabled people 20 CZK
Holders of IYTC and ITIC cards 20 CZK
Holders of AMG card Free of charge

Source: Lezaky Memorial, 2014
It is possible to have a guide in Lez&ky. Audiodguin Czech is for free and personal
guide in English cost 500 CZK. It is necessary tdeo guide at least two days before

planned arrival.

Table 17 — Opening hours

From April until October from 9am to 5pm
Closing days: Monday

From November until March from 9am to 4pm
Closing days: Saturday, Sunday

Source: Lezaky Memorial, 2014
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It is possible to order visiting during the closidgys. But it is necessary to send a request

at least two days before via telephone or email.

4.4.2 Zakfov

1. General information

Municipality Zakov is located 304 km from Prague, close to Olomdticst mention
about village was in 1349. Nowadays the tragedyhdsrito mind the memorial

of the victims.
2. History

Zakiov was affect by the fury of the Nazis by the efidhe Second World War. Russian
Cossacks in German services went to iddkon 18" April 1945. Russian Cossacks
and Gestapo carried out arrests of inhabitantsruthgéepretext that center of partisans are
in Zakiov. 23 men were arrested and taken to the Velkygdlj@hey were interrogated
and tortured for 2 days. Gestapo let off 4 of théhe other 19 men were taken to wooden
hut on 28 April 1945. Wooden hut was doused with gasolinal a®t on fire.
After the Second World War the burned bodies wereovered. Medical examination
found that all of the killed men had broken femnd avere burned alive. (Cilek, Richter
and Veverka, 2011)

On the place of the tragedy is a memorial calledki@vska Zalov'. The memorial

was made by academic sculptor Vladimir Navrétil.

On the grave of the victims is the name and phajagy of each victim. (Vypalené Obce,
2014)

3. Services
Zakrov provides no services in reverent area.
4. Entry and opening hours

There is no entry or opening hours. Reverent areaailable every day in every hour.
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4.4.3 Javoricko

1. General information

Javdicko is village located 235 km from Prague, clos®©tomouc. The village had only
17 houses. To preserve a memory of Ji@ko a civic association Jakioko was

established. This organization in a non-governmeotganization registered
with the Ministry of the Interior. Establish memberare children and grandchildren
of victims of the tragedy. The aims of this orgatian are: to participate in working
on the monument and grave of the victims of thgedy, to participate in working around
monument, to take care of appearance of municypald increase tourism and built

reverent hall.
2. History

At the end of the Second World War this village whestroyed. The German contra-
partisans unit razed village to the ground ofi Blay 1945. It was a relation
for the increasing activity of partisans. The Gemsmenurdered 38 men and boys who were
in the village at the time. Even if they were nohabitants of the village and they just
walked thought the village. The whole village wasrted down except school and chapel.
There is a memorial place to the victims rememigethis tragedy. (Cilek, Richter and
Veverka, 2011)

3. Services
Javdicko provides no services in reverent area.
4. Entry and opening hours

There is no entry or opening hours. Reverent aseavailable every day in every hour.
(Vypalené Obce, 2014)
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4.4.4 Summary of competitiveness of Lidice Memorial

Table 18 — Summary of competitiveness

Openin Entr DISTENIEE
r?oursg FuII/redﬁced e Serufives
Prague
- Audio
Lidice 9am-6pm 80/40 20 km guide, guide
" Audio
Lezaky 9am-5pm 30/20 147 km guide, guide
Zakiov Nohopenlng No entry 304 km No services
ours
. No opening .
Javori¢ko hours No entry 235 km No services

Source: own processing based on analysis

Lidice and Lezaky have opening hours, because fireyide service to the visitors.
To the reverent area visitors can come anytimer@aiind Javiicko have just monument
as a reminder of the tragedy. They provide no sesvito the visitors. From the point
of services can compete with Lidice only LeZaky.

The entry is only in Lidice and Lezaky because theyide many services to the visitor.
The main important is guide.

Lidice Memorial is the closest memorial of the SetdVorld War to Prague, only 20 km.
From the chapter competitiveness it is seen theanthst competitive is Lidice Memorial.
Lidice Memorial provides educational activity, anomodation, refreshment and reverent

area.

4.5 Benchmarking

Lidice is compared also on international level thwiokajik, Slovakia and Oradour-sur-
Glane, France.

4.5.1 Tokajik, Slovak Republic

Municipality Tokajik is located in the east of tBé&vak Republic. The village was attack
by Nazis on 19 November 1944. Nazis killed 32 men. They wereduniinto mass grave

and exhumed ™ April 1945. On the occasion of $%nniversary of the tragedy memorial
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was built on the grave of victims. The monument wesde by academic sculptor koa
Gibala. To commemorate the tragedy a museum wdisibuio69, but it had not enough
money to sustain itself. It was reconstructed iI@200pening hours are every Monday

till Friday from 8am to 12pm. Entry is voluntary.

4.5.2 Oradour-sur-Glane, France

Oradour-sur-Glane is a French village where Nazissacred 642 inhabitants or"1lune
1944. Victims included 205 children. The village svae-built near old village
after the Second World War. The ruins of the omagivilage are as a memorial
of the massacre. In the area is a museum. Unfddlyntéhe original website oradour-sur-
glane.fr is only in French. It is not possible fine author of this thesis to find more

specific information about reverent area.

4.6 Communication

Lidice Memorial mainly uses above-the-line commatimn — advertising in print, radio,
internet and TV. From the below-the-line communaatuses sale promotion, personal

sales, point of purchase and event marketing.

4.6.1 Above-the-line communication

According to the ethic code of Lidice Memorial coomitate with media can only

be by the director of the Memorial or him authodzmployee.
e Advertising in print and in newspapers

Many articles have been written about Lidice asdragedy in the newspapers. The New
York Times published article called ‘Nazis Blot GZzech Village; Kill All men, Disperse
Others’ immediately after tragedy in 1942.

Countless articles about Lidice have been publishadthly in Hospod&ké newspapers,

Lidové newspapers, Mlada fronta, magazine Ona DBtBmany others.
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* Advertising in radio

Radios - ImpulsCesky Rozhlas, Plus, Wave, Radiozurnal, Regina,ablior and many

others have talked about Lidice.

Radio Cesky Rozhlas mentions Lidice many times. The dimeof the Lidice Memorial
Milou$ Cervencl was on the air 9May 2014. Other mentions of Lidice have been talked
in the section ‘Memory of Nation’ where contempgrartnesses talk. This project joined

Lidice women and Lidice children.
* Advertising on the internet
The most widely used search engine

= Googleis the top search engine for Lidice Memorial. Geagjsplays web site
of the Memorial, exact location, Lidice in Wikipediweb site of Lidice

as municipality, film Lidice. Web is clear and edsyead in it.

= Seznamalso displays web site of the Memorial, locatisrgb site of Lidice
as municipality, film Lidice. But web is not easyread in it.

= Centrumdisplays just links to the Memorial, Lidice as nujpality, film

Lidice. There is no location. Web is not clear @&dot easy to read in it.
Websitehas a clear and easy to remember web addregs/Anttw.lidice-memorial.cz/.

= Positive — introductory photo — map of the reveranéa with all stop,

possibilities to change the language of the wab-siGerman, English, Russian
= Negative — design, no possibilities of searchinghenweb site

Lidice Memorial has a fan page in social networgefzook The page has more than 4,000
fans. Facebook is updated regularly. Posted thereissues concerning the Memorial,
actions that happen in the area or representingd.itiee Memorial out of the reverent

area.
e TV advertising

The tragedy of Lidice was filmed as feature filmemiere of the film was in 2011. Film

refers to the tragedy of the village. The end & tim was filmed in the reverent area
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of the Lidice Memorial. Film was good advertisemédimber of visitors of the Memorial
increased from 37,109 visitors in 2010 to 57,5Kers in 2012.

4.6.2 Below-the-line communication

e Sale promotion
The Lidice Memorial is a member of Association ofiseum and gallery in the Czech
Republic. The Memorial provides free entry for hekl of AMG card and discount 20 %
off for holders of Shpere cards.

* Personal sales

In the gallery is possibility to buy many books abbidice. Books are in Czech, English

and German language.
* Point of purchase

Leaflets are in the gallery of Lidice, in LeZzakydalety, in the Library in Kladno and in i-

site in Kladno.

* Event marketing

The Lidice Memorial organizes many culture eventsainly in the off season in winter.

4.7 Summary of analysis

4.7.1 Advantages of Lidice Memorial

v" Unigueness

<\

Location

Year-round opening

s

Own accommodation

<\

Off-season themed events
v' The main target group — students

v' Parking
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v Transport accessibility
v" Wheelchair access
v' Partnership concept

v" New products

4.7.2 Disadvantages of Lidice Memorial
v' Language skills of employees
v' External guide

v Paid parking

<\

Lack of financial resources

Competition

s

Lack of interest from Czech students

<\

Old design of the website
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5. New products and its implementation

New products are developed on outcomes from arsabfsthe Lidice Memorial. The new
suggested products are QR code, free guide, a resigrd of the website lidice-

memorial.cz and starting co-operation website Tiandgn.

5.1 OR code

Technology is developing every day and users haye fequirements that should respect
the Memorial. The target group is, according to hamof visitors, students (foreign

and domestic).

Different applications exist in the tourism indystBD tours and other software product

designed for supporting tourism.

Developing of any application is highly costly but some European countries
it is standard as a supporting tool for tourismtsLof places, such as information centers,

some culture-historical buildings use virtual toarsapplications in the Czech Republic.

TripAdvisor's application is a good example of apalions that are used in tourism.
The application is focused on supporting cogniti@@irism in a city. It provides

information based on accommodation, restaurantacibns, to buying a ticket, having
own itinerary, navigation and the feedback for authf application. A great bonus of this
application is the linking of individual applicatie (according to the city) into one big
application across continents and whole world.

Based on the analysis of the Lidice Memorial itedent that the Memorial misses
that kind of application. The application could Greated for reverent area. The reverent
area offers only audio guide in a form of QR coflee recommendation of this thesis
Is to create a video of each monument in the reneegea. Each monument, such
as the monument of children, the grave of men, dations of the church, foundations
of the school, the old cemetery plus the alley of Barnett Stross and rose garden, would
each have a QR. The visitor could take a picturetnref QR code and it would
be redirecting them to a YouTube channel where tteayd view the video. Each video
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would consist of history of the particular placedamould be long 4 — 7 minutes. How
it looked like before Nazis arrived, how it was teged, and how it looks today,
with audio guide describing the video. All 13 filnfisom the Gallery would be used
as a material for those videos. The process otingethe videos would use the best parts
from the films to best describe the history of atipalar monument. All videos would

be in many languages mutation.

To be able to see those videos the visitors must kmart mobile devices with integrated

camera and installed application to read QR codes.

The main aim of this thesis is to create new pré&gland to increase the number of visitors
that each product would attract; this attractioowtt be aimed at everyone, including
those who do not own smart mobile devices with graeed camera. So it would
be necessary to have some smart devices for rerfiingrt devices for renting could
be tablets. Everyone who would want to rend a talole viewing videos on YouTube,
would have to sign the agreement to protect theicdetheft. Visitors would sign
the agreement with the deposit and their ID card s deposit would be return when
visitor returns the undamaged tablet. Accordingh Czech law it is possible to hold ID

card only if the person agrees with it and it woliédle be a part of the agreement.

Viewing the videos on YouTube channel would be eeéegood internet connection (Wi-
Fi) in the reverent area. Wi-Fi would be passwordtgrted. The password would be
changed time to time to protect using connectiorebgryone. The password for Wi-Fi

would be written on the signs in the museum, gakerd reverent area.

This product would be for free.

5.1.1 Cost

Videos

There was an interview with Jan Mocnak, a videomakwen if the Memorial has
13 films, it would be necessary to make new shotsfaotage of the Memorial. Voiceover
and music would be used in the videos. So the garel video would be $600 - $800
(14,574 CZK — 19,432 CZK, according to the excharaje of Czech Nation Bank, 93
February 2015). Jan Mocnak would give 20 % discaienthe Memorial that would
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decrease price of 2,914 CZK - 3,886 CZK so theepatfter discount would be 11,660
CZK - 15,546 CZK.

Another option is co-operation with some Czech arsity, such as Czech Technical
University in Prague or Film and TV School of Acadeof Performing Arts in Prague.

The university could offer a diploma thesis or sofin@l thesis. So student would have
good material, excellent opportunity to show histaéent and excellent experience. In this

case the cost to the Memorial would be 0 CZK.

Internet (Wi-Fi)

Two companies providing internet connection havenbasked for the offer. First company
called Satan.net provide internet in range 150 GZK50 CZK per month. It depends
on the speed of internet 2MB — 16 MB per secondoAt is necessary to install routers
and other equipments for 2,200 CZK — 700 CZK. Pri@@® CZK for installation
is for the internet 400 CZK per month.

Tablets

The Lidice Memorial would buy just 10 tables foretlbeginning. If the first year,
after implementation of the product, was successfotl renting of tables would
be demanded, then the Lidice Memorial could buy entablets. The main criterion
for tablet purchase is integrated camera and pficere are suggested five types of tablets
of different brands:

1) Acer Iconia One 7 8GB — price with VAT 2,190 CZK

2) Samsung Galaxy Tab 37.0 — price with VAT 2,222 CZK

3) Dell Venue 7 — price with VAT 2,490 CZK

4) Asus Memo Pad 7 ME176CX — price with VAT 3,190 CZK
5) Lenovo IdeaTab A8-50 3G Yellow — price with VAT 9®CZK

Tablets were selected from e-shop alza.cz in 15uaep 2015. If the Lidice Memorial
would buy 10 tablets for the beginning, it wouldede21,900 CZK - 39,990 CZK.
It depends on whether they would picked the cheaapasore expensive variant of tablets.
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5.2 Free guide

This product offers guide services without any feee guide tours are well known around
the world including tours in Prague. Guide providegher knowledge and information for
free. Participants do not have to pay for it, iubey are satisfied with the tour and guide,
they can leave tips to the guide. If they are ratisBed with the guide and his/her tour,

they do not have to leave any money as a tipss-vibluntary.

The guides in free tours are volunteers who haudieti guiding or history and who

are interested in the topic of his/her tour.

Free tours (guides) are promoted on the website ascnewpraguetours.com, discover-

prague.com or by leaflets that are disturbed ftessn a city, hostels, etc.

The biggest advantage of this product is no costddu for the Memorial.

Another advantage is promotion. Guides who provigefree tours work for a company
that provides for them a promotion. So the Lidicenvbrial would have an advertisement
for free on their website. Also the Memorial wouldade a leaflets about free tour
in the area and distribute them into hostel andlairaccommodation or i-site, etc. Visitors

joining the free tours could arrive by bus from Deg station.

The offer from the Czech graphic Zd&nBily is: “If it is only proposal and preparing
leaflets to print, the price is 400 CZK — 500 CZK.depends on the complexity
and requirements of the client. If it would be reseey to buy a photo or take some,

the price of this service would increase.”

The leaflets would be in the size DL (approximatg0 x 99 mm), this size is best

for fitting into more used stands for leaflets.
Offers for the print:

1. Website interprint.cz advertises prices for prigt2y000 pieces of leaflets with use
of matt paper for 2,650 CZK without VAT and 3,20&KC with VAT. Graphic
control and production (without delivery), whichkés 5 days, is included
in the price. The offer with use of glossy papaodbr 2,000 pieces is 2,943 CZK
without VAT and 3,561 CZK with VAT.
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2. Website cenik-tisku.cz offers printing leaflets hwitise of matt paper for 2,500
pieces for 1,549 CZK without VAT and 1,874 CZK wMAT. And price with use
of glossy paper for 2,500 pieces is 1,549 CZK with¥ AT and 1,874 CZK
with VAT. Price includes graphic control and dehye

3. Website online-tiskarna.cz advertises for 2,000cgse for standard leaflets
only glossy paper for 1,539 CZK without VAT and @28CZK with VAT. Price

includes delivery and order takes 6 days.

5.3 New design of the website

From the analysis of the Memorial it is determinleat it is necessary to change the design
of the website. Two web graphics has been contdotetheir opinion about the website
and to make an offer to redesign it. Both web gi@phe Czech nationals — ZdénBily

and Martin Jelinek.

1% opinion and offer

1% opinion and offer is from the Czech web graphie# Bily. Zderek Bily says about
the website lidice-memorial.cZWebsite has been not changed for long time. Sioés
not correspond with clarity and design to the cuatré¢rends. The current design is old
and website does not bring any new informatione@&elg the redesign has become
a necessity. The main objective is to increase murob visitors of the website, improve
clarity and orientation. It can be done by impletation of content management system

and streamline information updates on the website.
» Edit site structure and information architecture.
» Edit content and SEO optimization.

* Implementation the content management system faiereaadministration

and updating website.
* Redesign homepage and subpage.
» Using responsive design.

* Integration with social networks.
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Homepage — improving clarity, adding a search boxatd links to social networks,
extension language versions of website, moving elabgnner + header (current
and professionally processed photos), view newsntsy contacts on the homepage,

simplification menu and site navigation.
Subpage — adding new photos and editing text fropyweriter.

Price of redesign is 15,000 CZK. Price includesnplementation of the content manager
system, design and implementation of the final I SEO optimization and editing text

from copywriter.”

2" opinion and offer

2" opinion and offer is from the Czech web graphicrivialelinek. Martin Jelinek says
about the website lidice-memorila.cZt was asked to briefly analyze the layout
and appearance of a website dedicated to the "kiditemorial”, which could be found

at www.lidice-memorial.czOverall at the very first sight, the whole webkegentation

is very outdated and cannot be seriously compaveti¢ current visual and technological
standards. After further research in web archivigund out that this design has been used
- with minor changes and some little additionsncsi 2004. And time really took its toll.
So although | don‘t think that the layout itselhgt main horizontal menu, pictures
of the monument) is necessarily bad, I'd strongtpppse a full graphical overhaul.
In case a web does not look at least a little bash, visitors might start to question
whether the information presented is really up-tded It would be really hard to describe
all the changes | would propose, do I'll just bulmut the aspects | think would benefit

the most from the redesign process.

1. Grey text menu and grey body text on a grey backgic seriously? This struck
me right away, and is present on almost all the-gages, though it might pose

a significant challenge for some site visitors,ezsally older ones.

2. Horizontal drop-down menu; | would suggest a waitimenu instead - it would
be anchored to the left side of the page that wexioland or shrink a whole top

category based on a selected sub-menu.
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3. | really liked the first page with the drawn scleewf the whole memorial area,
where the visitors can click on different parts ®ee further pictures
and information about the place. It's really cleand easy to understand. Taking
into consideration that |1 would heavily redesigre ttvhole web but don‘t have

access to any further data, that's as far as | gan

It always takes a thorough analysis of the oldesim of the web, which is heavily based
on results from analytical tools (most often theoGle Analytics) and the current needs
of the customer that might have changed. I'd difini advise them to contact

a professional and let him guide the whole proc¢ess.

Martin Jelinek didn’t want to set the price of reidming the website. He said that he is not

able to set the price because of many aspects.

To implementation new design of website contrachew(Lidice Memorial) should

do following steps:
1. Preparation requirements and scope of werkxact specification
2. Make an invitation for tender addressing to companies or agencies
3. Selection of the winning company/agency

4. Join work on concept formation

5.4 Timegarden

Another proposal would be the use of a new welgsiled Timegarden.com. It is a startup
owned by a US company with a production office ibdrec run by Houstalgia, s.r.o.
and owned by Houstalgia, Inc. a Delaware compare fbunders David Bull and Jiri

Pavek have readily agreed to be a part of thisghes

Timegarden organizes subjects and their media Agepand time by using a mapping
and timeline system. By organizing subjects thiy,wesers who have information related
to those subjects, but who might not know eachroti@ve a place to meet to share data.
This also gives users a place to add requestsnformation specific to each subject.
For instance, a request could be made for more oghepphs of a specific subject
so the public can be notified. (See Figure 2)
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Figure 2- A Timegarden Request for more photographs of Bohtimiak

We are lopking for more photographs of
Behumil Herak. If anyone has any please
send 1o Us.

@ Davld

Source: Timegarden, 2015

When another user attempts to solve the Request,usier who made the Request
is notified. They can then optionally accept thepmsed solution and close the Request,
accept the proposed solution but keep the Requmest or reject the proposed solution

and so on.

Timegarden currently accepts pictures, notes, i@ tase of Lidice for instance,
each victim, survivor, structure, object and litgranything else related to Lidice could
be added and have its own database. These sulfjectsact as waypoints so anyone
in the world who has information or media related that that specific subject, such
as stories, pictures, videos or notes, can addatild a living, breathing and ever growing
online memorial. Also, specific requests seekingcdr information related to each
subject can also be added. Finally, a communigepbout the Lidice Memorial can be

created to aggregate all of these subjects together
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To start, all of the victims, survivors, structuresents and literally anything else related
to Lidice could be added to the system as an ictiesg collaborative story board. These
boards (called a “Seed” on Timegarden — which yBlarit” so it will grow) would then
act as a waypoint for anyone with any memoriesupes or film of this person, structure
or object to add to. This data is then organizedmblogically and on a map so it is easier
to understand. It would also act as a living mealas others could come to the website

and leave notes of remembrance.

Then, all structures would be added to the systewitk any and all photos of these

structures added.

Media with more than one subject in it can be tdgge it shows up in each relevant

database.

5.4.1 Embedding feature

Timegarden has an embedding feature which allowselines of any subject
on Timegarden to be added to other websites. Thigdvallow the subjects to be spread
across multiple sites in a world wide effort toagiemore information regarding the Lidice
event and keep the memory of the village alive. Edded timelines of the buildings,
of the victims, of the perpetrators and more cdoddspread to other sites in an effort
to glean fragments of data. The tools would alk Iback to the primary database which

could be then monitored by the Lidice Memorial citils and curators.

Journalists would also have a specific place tcealirpeople to go to in order
to crowdsource memories, photos, videos and totdryanswer Timegarden requests.
By having one easily accessible online destinati@amd possibly anonymous destination —

users can freely and easily add data.

Solicit donations:

Timegarden is also willing to link back to the LadiMemorial donation page to help raise
funds for the upkeep of the memorial. The Lidicenheial Page would have a link back

to any page the memorial would desire.

61



How does Timegarden benefit:

Timegarden would benefit by being exposed to m@ersiwho might use the website.
By using the site they might decide to use it fagit own needs. They would also benefit
from implied endorsement of an institution suchths Lidice Memorial using them

to store data.

5.5 Financial sources for products

The Lidice Memorial, every year, receives contridtfrom the Ministry of Culture.
The contribution is divided into section operatiand culture activities. The Ministry
of Culture every month sends the contribution f@emting in amount of 1/12 from
the approved budget. The Memorial also submits pgpliation on the Ministry
of Education, Youth and Sports to get money forcational activity with primary
and secondary school, with teachers and for digmsswvith the general public. Some
possible financing of new product could be from tabation on operating — what

the Memorial saves, it can be used in way as thexdial wants.

Another source of financing of the Memorial is istreent and non-investment action,
such as reconstruction, acquisition of movable a@ndhovable property and repairs.
But unfortunately this kind of financial source oah be used for creating of suggested

products.

The Lidice Memorial can also use finances from Miaistry of Finance, where request
for claims arising from unused expenses can beieap@very year. The Memorial can
request for surplus which will be given in the ngrfr. From this source it is possible

to finance new ideas — products.

Another source that the Memorial can use, but notstiggested products, is integrated
protection system. Integrated protection systema iprogram of Ministry of Culture
for movable cultural heritage. In the case of thenMrial it is renovation of collection

items.

The Lidice Memorial can also request to get an emdent from the Ministry of Culture.

The Memorial could use this source for financing ngfw products. Employees from
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the Memorial have to write a request to the Miwyigif Culture. Request must be really
specific, with cost and other details. The Minisirjl send money immediately to this
project. But a big disadvantage of this endowmsnthat the Ministry can always take
the money back and control can be imposed at amytithe Memorial draws subsidies

in accordance with its intended purpose, the Minikeeps money to the Memorial.

Grants can be used as another source for finan€mgnt is purposeful contribution
to public benefit purpose. Grants that the Memocalld join (from the theme point

of view) have unfortunately high conditions whi¢te tMemorial is not able to fulfill.

Local government unit is also a possible sourcdifi@ancing. It is co-operation with cities,
municipalities and regions. For instant, the Memlodo-operated with Pardubice region
of event Silver A in 2014, so Pardubice region adlphe Memorial with 45,000 CZK.
So the products must be connected with other orgéion. This source of finances cannot

be used for suggest products.

Donation is possible only though account numbeB84131/0710. According to the new
Czech Code (1.1.2014) and tightening of conditifmmspublic collection the cashbox had

to be removed from the Memorial.

Another source could be co-operating with projetsrtové (https://www.startovac.cy/

or Hithit (https://www.hithit.com/cs/home Those websites are crowdfunding portals that
support creative projects. To join this projecisihecessary to sign up in the selected
website and make a good presentation of the projé&n if the project is approved, it is
published in 24 hours. To join these projects ri@sessary to be a non-profit organization.
But in the condition of the website is written thgdvernment organization as Lidice
Memorial can send its project and if they liketliey can make it public. So the Lidice

Memorial could also use it for its projects.

Website Um sem um tarht{p://umsemumtam.cgztonnect talented people with non-profit
organizations or their offers and vice versa. Thebsite is based on volunteering.
So people provide his/her skills for free. The Meiao could write the offer

on the website, for instance for making graphideaflets for free guide tour in the Lidice

Memorial.

63



The best financial sources for new products:
v' claims arising from unused expenses
v' endowment

v' donations
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6. Conclusion

In the first chapter tourism was characterizedragvgortant industry in the whole world
and in the Czech Republic. Afterwards new trendsofism in the Czech Republic were
described. Dark tourism was characterized in tiparsee subchapter, where dark tourism
was described as a new trend, its types, motivatodsdark tourism in the Czech Tourism.
Important part is subchapter about term used irattaysis of the Lidice Memorial, such
as product, unique selling point & strategic examdle position, competitiveness,
benchmarking and communication. The crucial pathisf chapter is description of Lidice

and its tragedy, mainly untif@une and after"®June 1942 and the resurrection of Lidice.

Significant chapter for this diploma thesis was lgsia of the Lidice Memorial.
In the analysis was analysed whole agency of thastty of Culture, its current situation,
current products, USP & SEP, competitiveness, bwmacking and communication.
In the subchapter analysis of current situation waslysed basic information about
the Memorial and its transport accessibility fronadtie, segmentation, number of visitors
and sales. Another subchapter called analysis okruproducts was divided into two
parts — main and partial products. This subchapieslysed all products provided
by the Lidice Memorial. Afterwards unique sellingipt and its strategic advantage were
analysed. The subchapter competitiveness analfgesituation within the municipalities,
with similar destiny as Lidice, Lezaky, Zak, Javdicko. At the end of this chapter
a summary was conducted where is seen (see taplindiOa big potential of the Lidice
Memorial exists. Subchapter benchmarking was uakent at an international level,
as it analysed Tokajik in Slovak Republic and Owaekur-Glane in France. In the chapter
communication the Memorial’s skill of using pubheedia was analysed. The Memorial
has been mentioned in newspapers, radio, on temeit and also in TV advertising.
Because of co-operation with creators of the filidide the number of visitors increased
by 20,409 visitors in 2012. Even BLT communicatiorthe Memorial is good. It provided
personal sales and event marketing on a good |eMaé chapter called analysis
of the Lidice Memorial is ended by the summary, mhadvantages and disadvantages

of the Memorial are enumerated.
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The key chapter is called new products and its emgintation. This chapter is based
on outputs from the above analysis. Createing @rating a new product was an objective
of this diploma thesis. Two new products were @éat QR codes and free guide tour,
then one product was inovated — new design of tabiste lidice-memorial.cz and co-
operation with website timesgarden.com was stattedhis chapter new products were
described, how they would exactly work and what Mdoe their financial burden for

the Memorial. This chapter included possible sodmefinancing of new and inovated

products.

The Lidice Memorial has high potential accordingttouniqueness and strategic location.
Because victims of the tragedy are dying (only 3m&a of Lidice and 13 children
of Lidice are still alive), it is important to shawto young generation. One of the solutions
could be implementing new product QR code, whiakét young generation to the past
and show them impacts of perverted ideology. highly important to teach the young
generation about the mistakes from the past. Thikd best way to ensure that such

tragedies would never happen again.
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8. Supplements

8.1 Supplement 1 — Impact of film tourism

Table 20 - Film tourism impact

i ) ; Impact on Visitors Number or
Film or TV Series Location )
Tourist Revenue
) 25 % increase compared with 7 Do
Dances with Wolves Forth Hayes, Kansas )
for previous 4 years
. 10 % increase every year 1998 {o
The Lord of the Rings New Zealand
2003 from U.K.
) o All locations saw an increase of
Harry Potter Various location in U.K.
50 % or more
Mission Impossible 2 National parks in Sydney 20(nesease in 2000
] ) 20.5 % increase in U.S.
Crocodile Dundee Australia o
visitors1981 to 1988
300 % increase in visitors year
Braveheart Wallace Monument, Scotland
after release
Nothing Hill Kenwood House, England 10 % increasene month
) _ 40 % increase in American
Saving Private Ryan Normandy, France )
tourists
Troy Canakkale, Turkey 73 % increase in tourism
Dallas Southfork Ranch, Dallas 500,000 visitorsreyear

Source: Hudson and Ritchie, 2006

In the Table 20 is seen that film is effective tdot marketing of destination. Good
example of effective propagation of destination @aghe films Bobule and Bobule 2.
Films were filmed in South Moravia and film Bobwes third most visited film in 2003.

Premiere of the film was held in Mikulov — for pegation of the region.

The part of film tourism is the actual filming asthff stays in a particular location. Film
crew is made up of many people who stay for alltitime of filming. Film industry brings
lots of economic advantages thus many countrie®tattract filmmakers to their country,

especially with financial tools. (Kotikova, 2013)
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8.2 Supplement 2 — Places named after Lidice

The name of Lidice was adopted by many placesdmitbrld after 18 June, 1942. So they
contributed to the preservation of memories ofesiriy and annihilation of its inhabitants.

Table 21 - Places that have been taken name Lidice

Name Country Specification
Lidice (Parado) Brazil city
Nova Lidice (Vila Progresso) Brazil municipality
Lidice (St. Jeronimo) Mexico municipality
Lidice USA-Illinois municipality
Lidice Panama municipality
Kfar - Lidice (Gevar-am) Israel city districts
Lidice (Caracas) Venezuela city districts
Lidice (Lima) Peru city districts
Lidice (Havana - Zanja) Cuba memorial
Lidice (Gan Yaoneh) Israel city districts
Plazuela Lidice (Montevideo) Uruguay memorial

Source: Lidice Memorial, 2014.

8.3 Supplement 3 — Quotes survivor - Marie Supikova

Marie Supikova was living in Lidice and was 10 yeatd when Nazis came to Lidice

in 1942. The citation has been kept in Czech laggudar keeping the authenticity.

‘Jmenuji se Marie Supikova, rozena DoleZalova, jsenetka z Lidic a jedna z méla
Zijicich pangtnic lidické tragédie. Noc z 9. na 1&rvna 1942 se hluboce zapsala do mé
pantti, tehdy desetileté divky, kter&tem rékolika malo minut pisSla o domov a rodinu.
Nacisté mi vzali dtstvi, které mi nahradili pobytem viznych taborech a wtském
domo\. Ironii osudu vSakistava, Ze to byli ofi oni, ktegi mé vybrali jako di¢ schopné

k porgméeni. Proto jsemipZila v iémecké rodig a po vélce se mohla vratit damZel,
moje rodna obec byla zf@na, otec, bratr a bakia zahynuli a maminka na nasledky
z koncentraniho taboratyii mésice po mém navratu umiradisfala jsem sama a musela

se s touto skutaosti vyrovnat. V novych Lidich Ziji od roku 195%@sto m& vzpominky
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zavedou do mist mého tehdejSihststivi. Vidim domy, které lemuji byvalou silnici
do Lidic, v duchu si vybavuji tv@ lidi, kt&i v nich bydleli. Zastavim se u pomniku
a vzpomindm na své kamarady a spoluzaky keebohuzel nevrdtili. Lidickou tragédii
stale ziji, a poroto se snazim podle moznosti agada besedovat o svych prozitcich
hlavné s mladezi. Chci jintict, Ze ztrati-liclovék domov a rodinu, ztréti vSechno.’ (Cilek,
Richter, Veverka. 2011. p. 29)

8.4 Supplement 4 — Website lidice-memorial.cz

Figure 3 — Website lidice-memorial.cz
PAMAINI[K LIDICE

[piich = 5 -

= Muzeum - Stary hibitov

- Gloriet - RiZovy sad

» Vzdélavaci stredisko + Alej dr. Bamnetta Strosse
= In memoriam - Lidicka galerie

- Sousosi déti - Restaurace

« Hrob muzi - Parkovisté 1

- Zaklady kostela - Parkovisté 2

Source: Lidice Memorial, 2014.
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