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Uvodem

Svét kolem nas se méni. A méni se velmi rychle. Globaliza¢ni procesy se prohlubuijf, interdependence posiluje, staty i jednotlivci jsou stéle

ve vétsi mite ovliviiovani udalostmi, které nemohou ovlivnit. Svét je daleko provazanéjsi, ale také citlivéjsi na zmény. Neplati to pouze ve vseo-
becné roving, ale v konkrétnich odvétvich a v odvétvi cestovniho ruchu zvlast. Cestovni ruch je v prvé fadé nositelem globaliza¢nich procesu.
Mira jeho internacionalizace se zvy3uje, a to nejen na strané nabidky (nové destinace), ale také na strané poptavky (do cestovniho ruchu se
zapojuje stale vice obyvatel nasi planety). Objevuji se nové, rychle rostouci trhy, které méni pfedstavy o charakteru poptavky, jeji strukture

a kvalité. Cestovni ruch neni pouze pficinou téchto procesd, ale je jimi i ovliviiovan. Plsobi na néj celd fada vlivl, jak exogenniho tak endo-
genniho charakteru.

Na tyto skute¢nosti chce reagovat i Koncepce statni politiky cestovniho ruchu v Ceské republice na obdobi 2014 — 2020 (déle jen Koncepce).
To se projevuje ve zvolené metodice zpracovani. Vychazi ze skutecnosti, ze cestovni ruch je velmi citlivym odvétvim narodniho hospodarstvi
s vyznamnymi pfesahy nejen do jinych ekonomickych ¢innosti, ale také do socidlniho a environmentdlniho prostredi.

Analytickd ¢ast Koncepce proto na jedné strané analyzuje vnitini podminky rozvoje cestovniho ruchu v Ceské republice, na strané druhé svoji
pozornost zamétuje i na vnéjsi vlivy, které cely systém ovliviuji. V tvodu je vénovan prostor analyzém zékladniho rémce, ve kterém se ¢esky
cestovni ruch rozviji. Tim je evropské prostiedi, které nastavuje zékladni vzorce chovani viech aktérd cestovniho ruchu. Nasledné se analyzy
soustredi na kvantitativni vyhodnoceni trendd vyvoje nabidky a poptdvky cestovniho ruchu. Po téchto krocich nasleduje stru¢né vyhodnoceni
vnéjsich vlivii ekonomického, socialniho, technologického a politického prostfedi, ptsobicich na cestovni ruch.

Druhé ¢ast analytické ¢asti se zabyva predevsim hodnocenim pInéni stanovenych priorit a opatfeni v Koncepci za obdobi 2007-2013. Svym
zpUsobem se vraci k analyze a hodnoceni vnitinich podminek, zaméfenych na realizované aktivity a nastavené procesy v oblasti podpory ces-
tovniho ruchu. Postupné jsou rozebrany jednotlivé priority souc¢asné Koncepce. Hodnoceni si v3ima nejen obsahového zamérent realizovanych
aktivit, ale také efektivnosti aplikovanych nastrojd statni a regionalni politiky cestovniho ruchu, resp. jejich nositel.

Analytickd ¢ast je ukonc¢ena SWOT analyzou zaméfenou na hodnocenti i zakladnich oblasti analyzy. Za prvé jsou hodnoceny soucasné trendy
v ¢eském prostoru, déle je podrobena analyze dosavadni politiky cestovniho ruchu, resp. jejich nositeld a néstrojd, a konecné za treti jsou
podrobné posouzeny jednotlivé priority soucasné Koncepce statni politiky cestovniho ruchu.



1 Vychodiska Koncepce

Cestovni ruch je dnes jednim z nejvyznamnéjSim odvétvi svétové ekonomiky. Pouze mezinarodni cestovni ruch generuje roc¢ni prijmy pres

1 bilion dolarti a fadi tak cestovni ruch mezi pfedni exportni odvétvi svéta (za ropny, chemicky a automobilovy priimysl). Domdci cestovni ruch
je pfitom jesté vyznamnéjsi (OECD, 2010). Odhady UNWTO (2011) a WTTC (2012) uvadéji asi pétiprocentni primy podil cestovniho ruchu

na celosvétovém HDP, pfi zapocitani i nepfimych a indukovanych efektd je tento podil az dvojndsobny.

Dynamicky rozvoj doméciho i mezinarodniho cestovniho ruchu je pfitom dlouhodoby a stabilni. BEhem poslednich Sedeséti let rostl mezi-
narodni cestovni ruch (méfeno pfijezdy) v prlimeéru cca 4,5 % roc¢né. Obdobi poklesu ¢i stagnace byla vzdy kratka a nasledovana rychlym
ozivenim poptavky'. V podobném duchu jsou sestavovany i prognézy UNWTO (2011). Ty odhaduji pro nésledujici dekddu dal3f rlist odvétvi,
ktery se mimo jiné projevi rdstem mezinarodnich pfijezd az na cca 1,6 mld. turistd v roce 2020.

Tyto progndzy pfitom vychazeji z dlouhodobych trendd vyvoje svétového hospodaistvi a z predpokladu ristu bohatstvi pfedevsim zemi tfetiho
svéta. Motorem rdstu svétového cestovniho ruchu je nepochybné ekonomicky rozvoj, ale také s nim spojené zmény v hodnotovych preferen-
cich. Podle vyzkuma zaloZzenych na World Value Survey? urcity stupen nabytého bohatstvi vyvolava zmény v hodnotach a postojich spole¢nos-
ti smérem k vétsimu dlrazu na Zivotni styl a prozitky. V takovém systému hodnot méa pak cestovni ruch své misto, jelikoZ je svym zptsobem
odrazem téchto zmén a dokéze uspokojovat nové potieby spolecnosti.

' To byl i pfipad posledni globélni ekonomické a financni krize (2008 — 2009), ktera na mezinarodni cestovni ruchu dolehla velmi silné. Pfesto jiz rok 2010 (ale
také 2011) znamenal nédvrat na trajektorii ristu.
2 http://www.worldvaluessurvey.org
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Rozvoj cestovniho ruchu a jeho efekty jsou samoziejmé diferencované. Tézisté vykonud se pomalu presouva z tradi¢nich destinaci na nové se
rozvijejci trhy v Asii. Dikazem toho je postupné oslabovani pozice Evropy v mezindrodnim cestovnim ruchu (UNWTO). Nicméné stéle se zde
vytvori 26 % celosvétového HDP v cestovnim ruchu. Evropa vynika, dokonce daleko vyraznéji, i ve statistikach mezinarodniho cestovniho
ruchu. Dominuje jak mezindrodnim pfijezddm (podil 51%), tak pfijmim z mezindrodniho cestovniho ruchu (podil 42 %).

Evropa je vyzralou destinaci s velmi vysokou intenzitou cestovniho ruchu. Na rozdil od rozvijejicich se regiond a destinaci se zdroje rlistu
hledaji daleko obtiznéji. | proto prognézy UNWTO (2011) pocitaji v nésledujicich letech s priimérnym ro¢nim ristem okolo 3 %, tedy pod
rovni celosvétového praméru. Podle analyz OIFW (Rakousky institut pro ekonomicky vyzkum) je tfeba hledat zdroje rdstu navstévnosti hlav-
né na novych trzich. Zatimco vyjezdovy cestovni ruch v zdpadni Evropé bude pravdépodobné stagnovat nebo velmi mirné rist, daleko vy3si
prirGstky Ize ocekavat ze zemi stfedni a vychodni Evropy a tzv. emerging markets jako jsou napf. zemé BRIC.

Situace na evropském trhu cestovniho ruchu je samozfejmé zasadni pro vyvoj cestovniho ruchu v Ceské republice. Na jedné strané je CR
vyznamné zavisla na pfijezdech z jinych evropskych zemi, na strané druhé je vyraznym prvkem evropské nabidky cestovniho ruchu. Vyvoj
evropského trhu cestovniho ruchu tak nepfimo ovliviiuje i situaci odvétvi v CR. Evropa je dnes velmi konkurenénim prostiedim. Kupni sila,
zkudenosti s cestovanim, zmény preferenci evropskych Ucastnikd cestovniho ruchu tla¢i na rlst kvality poskytovanych sluzeb, inovaci produktd
a zlepsujici se infrastrukturni vybavenost evropskych destinaci. Na tyto nabidkové i poptavkové vlivy musi umét Ceska republika reagovat.

Dal3i vlivy evropského cestovniho ruchu na CR Ize charakterizovat nasledovné:

>>> Konkuren¢ni vliv evropskych destinaci, hlavné v bezprostfednim okoli. Tato skute¢nost je jednim ze zavaznych rizik rozvoje domacich
regiont. Tlak na rdst kvality a cenové dostupnosti sluzeb v CR bude stéle rist.

>>> Relativni rlist cenové hladiny v CR (hlavné v souvislosti s vyvojem ménového kurzu, danové politiky a riistem cen energif) mdze snizovat
atraktivitu CR pro zahrani¢ni navitévniky, a to bez ohledu na jejich geograficky ptvod.

>>>  Asi tfi Ctvrtiny vSech cest se v Evropé uskutecni v rdmci domaciho cestovniho ruchu. Ve finan¢nim vyjadreni tento podil logicky klesa
na stale vyraznych 59 %. Mezi zemé se silnym domdacim cestovnim ruchem patfi lidnaté staty, jako jsou Francie, Némecko, Velka Brita-
nie, Italie, Spanélsko a dalsi (WTTC, 2011). Vydaje domacich navstévnikl prispivaji k lepsi vybavenosti tzemf infrastrukturou a konku-
renci poskytovanych sluzeb. Tento fakt zostfuje vnéjsi konkurenceschopnost CR viici svym souseddm, resp. vyse uvedenym zemim.

>>> Ceska republika se nachazi ve vysoce konkurencnim prostiedi daném jeji polohou a strukturou poptavky. CR sousedi nebo je geogra-
ficky velmi blizkou zemi stataim, které patfi svoji nabidkou CR a podnikatelskym a institucionalnim prostfedim mezi svétovou 3picku.
Tato skutecnost vytvafi tlak na pozici CR v Evropé.

>>> V produktové nabidce musi Evropa i CR reagovat na kvalitativni posun v preferencich sou¢asnych a budoucich spotfebitel(i. Nové
produkty musi byt zalozeny na vyjimec¢nych a dlouhodobé zapamatovatelnych zazitcich. Destinace a poskytovatelé sluzeb také musi
pocitat s individualizaci preferenci a diky tomu i se specializaci a diferenciaci nabidky. Zivotni cyklus produktu se zkracuje, coz povede
k Castéjsi a intenzivnéjsi inovacni ¢innosti.

>>> Evropské destinace cestovniho ruchu, jakoz i ndrodni a regionalni vliady pristupuji k cestovnimu ruchu stale sofistikovanéji. Na zakladé
poznatkd o charakteru a povaze produktu cestovniho ruchu je ziejmy kontinudlini tlak na propojovani a sitovani aktért cestovniho
ruchu. Tyto procesy jsou stéle castéji postaveny na obchodné orientovanych principech. Duraz je kladen na stale vétsi zapojovani
podnikatelské sféry a maximalizaci synergickych efekt(i vzajemné spoluprace. Ridici procesy jsou zaméfeny na méfitelné vykony s jasné
danou zodpovédnosti. Kvalité instituci vefejné spravy je vénovéana také velkd pozornost.

>>> Spotrebni preference se v poslednich letech orientuji na ,zelené” produkty. Cestovni ruch neni vyjimkou. Ubytovaci zafizeni, doprav-
ci, cestovni kanceldre i destinace cestovniho ruchu se snazi vytvaret a nabizet svoje sluzby tak, aby minimalizovaly vliv svych aktivit
na zivotni prostiedi. Roste pocet subjektl zac¢lenénych do rliznych ekologicky orientovanych certifikacnich systému, vznika celd fada
iniciativ zaloZzenych na udrzitelném cestovnim ruchu (napf. Sit evropskych geoparkd UNESCO). RGzné pojimany segment setrného
cestovniho ruchu bude v budoucnu zajisté rdst.

>>> Na zménu spotfebniho chovéni budou mit vliv i demografické trendy, zejm. starnuti populace vyspélé Evropy. Segment seniord s jejich
specifickymi potfebami bude nardstat. Trzni hodnota tohoto segmentu viak neni v budoucnu zcela jednoznacnd. Rizika je tfeba hledat
ve stavu evropskych vefejnych rozpoctl a v jejich schopnosti zajistit dostate¢né vysoky dlichod.

>>> V evropské spolecnosti se vsak méni i postaveni mladé generace. Touha poznavat néco nového je u mladé generace daleko silnéjsi nez
u bézné populace. Segment navstév pratel a pribuznych (VFR) je dalsim zdrojem budouciho rdstu. Globalizace ekonomiky, internaci-
onalizace pracovniho prostredi, vétsi mira pracovni migrace, rozvoj socialnich siti na internetu — to vdechno jsou faktory, které budou
tento segment podporovat.



2 Vyznam cestovniho ruchu pro narodni ekonomiku CR

Cestovni ruch je pro svoji strukturni nejednoznacnost obtizné uchopitelnym jevem, jelikoz je svézan s celou fadou odvétvi narodniho
hospodafstvi. Pri jeho vymezovani Ize vychéazet z poptévkové strany, kdy je sledovana struktura a vyse vydaji Gcastnikd cestovniho ruchu.
Prostfednictvim Satelitniho Gc¢tu cestovniho ruchu (dale TSA) Ize dnes odhadovat vyznam cestovniho ruchu pro jednotlivd odvétvi narodniho
hospodarstvi. Pfehled téch nejvyznamnéjsich prinasi nize uvedend tabulka.

Tab. ¢. 1: Vliv cestovniho ruchu na vybrana dil¢i odvétvi narodniho hospodarstvi (2010)

Odvétvi Podil cestovniho ruchu na HPH (%) Podil cestovniho ruchu na celkové zaméstnanosti (%)
Hotely a podobna zatizeni 78,9 97,0
Druhé bydleni 100,0 -
Restaurace a podobna zafizeni 32,7 42,0
Osobni zelezni¢ni doprava 471 40,0
Osobnf silni¢ni doprava 30,0 30,0
Osobnf lodni doprava 19,4 30,0
Osobni leteckd doprava 83,2 95,0
Dopliikové sluzby osobni dopravy 14,0 16,0
Pronajem zafizeni pro osobni dopravu 3,5 7.3
Cestovni kancelare a podobna zafizeni 100,0 100,0
Kulturni sluzby 22,5 32,2
Sportovni a rekreacni sluzby 5,3 8,7

Pramen: CSU, TSA (2012)

Podle publikovanych statistik v TSA za rok 2010 cinil podil cestovniho ruchu na HDP 2,7 % (pfes 100 mld. K¢). V dlouhodobém srovnani
vyznam cestovniho ruchu na HDP klesd, prestoZe vykonnost odvétvi roste. To je dano vyrazné rychlejSim rlstem jinych odvétvi. Zatimco podil
cestovniho ruchu na HDP pomalu klesé, podil investi¢ni aktivity (ukazatel tvorby hrubého fixniho kapitalu cestovniho ruchu v CR) naopak

do roku 2009 rostl. V roce 2010 sice doslo k mensimu vykyvu z 5% v roce 2009 na 4,4 % v roce 2010, podobné jednoleté vykyvy ovsem

u tohoto ukazatele nejsou nic neobvyklého. Dochdzelo k nim i v minulosti a v dalSim roce byl vzdy zaznamenan ekvivalentni rdst a navrat

k plivodnim hodnotdm.

Stejny zdroj dale udava, Ze v Ceské republice cestovni ruch zaméstnava vice nez 235 tis. osob. To je 0 néco méné neZ zdravotnictvi, ale
vice nez napf. zemédélstvi. Ve srovndni s velmi silnym stavebnictvim si cestovni ruch nestoji nejhlre, generuje asi polovinu zaméstnanosti
tohoto odvétvi. Pravé schopnost generovat zaméstnanost je velmi zajimavou a cennou vlastnosti cestovniho ruchu.

Srovnani zakladnich makroekonomickych ukazateld cestovniho ruchu s vybranymi odvétvimi narodniho hospodaistvi (2010)

Tab. ¢. 2: Srovnani zakladnich makroekonomickych ukazatel( cestovniho ruchu s vybranymi odvétvimi narodniho hospodaistvi (2010)

Zaméstnanost Podil na HPH

Cestovni ruch 235569 Cestovni ruch 2,6%
Zemédélstvi, lesnictvi a rybarstvi 155 465 Zemédeélstvi, lesnictvi a rybarstvi 1,7%
Stavebnictvi 483 737 Stavebnictvi 7.2 %
Zdravotnf a socidlni péce 294 530 Zdravotnictvi a socidlni péce 4.2%

Pramen: CSU, TSA, narodni ¢ty (2012)

Bereme-li v Gvahu i nepfimé efekty cestovniho ruchu (odhady WTTC 2010), pak objem produktu cestovniho ruchu v CR ¢ini 307,3 mld. K¢
(8 %) a na zaméstnanosti se podili 9,5 % (459 tis. zaméstnanych osob). Oproti roku 1993 se ve stalych cenach hodnota produktu cestovniho
ruchu v CR zvysila 1,5n&sobné. Tempo réstu produktu cestovniho ruchu v CR bylo ve sledovaném obdobi vy33i nez tempo rdstu zemi EU.

Meéfeno vy3e uvedenymi charakteristikami je vyznam cestovniho ruchu v CR mirné nad prdmérem EU. Mezi evropské stéty s vy$3im podilem
cestovniho ruchu na HDP patii tradi¢ni turisticky atraktivni zemé: Rakousko, Svycarsko, déle pak staty pFi Sttedozemnim mofi - Spanélsko,
Chorvatsko, Recko a malé ostrovni staty Malta a Kypr.
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Graf €. 1: Vyvoj produktu cestovniho ruchu na obyvatele mezi lety 1988- 2011 (v $)
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Pramen: TSA Research, WTTC

Vyznam cestovniho ruchu mdzeme dale deklarovat na vysi devizovych pfijmU z cestovniho ruchu. V roce 2007 doséhly historického maxima

a prekrocily hranici 139 mid. K¢&. V nésleduijicich letech mirné poklesly, hlavné v souvislosti s poklesem pfijezdového cestovniho ruchu ze
zapadni Evropy. Dnes devizové prijmy dosahuji 135 mid. K¢, v celkovém hodnoceni Ize i pres kratkodobé vykyvy konstatovat dlouhodoby rust.
Devizové pijmy z cestovniho ruchu pozitivng ovliviiuji platebni bilanci CR, zejména bilanci sluzeb. Pozitivni saldo devizovych pFjm( z cestov-
niho ruchu (54,4 mld. K¢) zajistuje kladnou bilanci sluzeb (podil devizovych pfijmd z cestovniho ruchu na devizovych prijmech ze sluzeb cinf
33,1 %) a pfispiva, i kdyz stdle méné, k pozitivnimu saldu obchodni bilance (na exportu se devizové pifjmy z cestovniho ruchu podileji 5,5 %).
V budoucnu viak bude nutné pocitat s rlistem vydajd na vyjezdovy cestovni ruch a pozitivni saldo devizovych pfijm0 z cestovniho ruchu tak
bude pod vétsim tlakem.

Z hlediska vyvoje Ize pozorovat klesajici vyznam devizovych pfijmd z cestovniho ruchu na zakladnich makroekonomickych veli¢inach. Jde pre-
devsim o podil na HDP, ktery od roku 1996 viceméné klesa. Dnes predstavuje ekvivalent devizovych pfijmd z cestovniho ruchu na tvorbé HDP
cca 3,5% (v roce 1996 to bylo 6,3 %). Obdobny vyvoj Ize sledovat i u podilu devizovych pfijmd z cestovniho ruchu na exportu.

Tab. €. 3: Vyvoj devizovych pfijmi cestovniho ruchu v CR v letech 1995 - 2011

Devizové prijmy z CR mld. K¢ HDP v mld. K¢ Podil devizovych Podil devizovych pfijma z CR Podil devizovych
pfijma z CR na devizovych pfijmech pfijma z CR
na HDP v % ze sluzeb celkem v % na exportu v %

2011 135,0 3807,8 3,5 33,1 5,5
2010 136,0 37752 3,6 34,1 6,3
2009 132,6 37392 3,5 36,1 7,1
2008 133,1 38484 3,5 35,8 6,3
2007 139,8 3662,6 3,8 39,9 6,5
2006 132,9 33526 4,0 41,6 6,9
2005 115,5 3116,1 3,7 40,7 6,7
2004 107,2 2929,2 3,7 43,4 6,2
2003 100,3 2688,1 3,7 45,8 7,3
2002 96,3 2567,5 3,8 41,7 7,7
2001 118,1 2 448,6 4,8 43,8 9,3
2000 115,1 2269,7 5,1 43,5 10,3
1999 109,1 2149,0 5,1 44,7 12,0
1998 124,9 2061,6 6,1 50,6 15,0
1997 115,7 1884,9 6,1 50,9 16,3
1996 110,6 1761,6 6,3 49,8 18,6
1995 76,3 15337 5,0 42,8 13,4

Pramen: CSU a CNB (2012)



Graf & 2: Vyvoj uctu cestovniho ruchu platebni bilance CR v letech 1993 - 2011
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Pozitivni efekty cestovniho ruchu je mozné hledat i v pfinosech pro danové pfijmy statu. Podle studie KPMG (2012) vygeneroval cestovni ruch
v obdobi 2008 — 2010 zisk pro neverejné rozpocty ve vysi 92 miliard korun ro¢né, coz predstavuje 6,5 % vsech jejich pfijma. Nejvétsi vynosy
plynou z DPH (41,2 %) a z odvodd na socialnim pojisténi (27,4 %). Cestovni ruch v Ceské republice vydélal ve sledovaném obdobi pramérné
229 miliard korun ro¢né, v multiplikaci pak dokonce 1 396 miliard K¢ ro¢né.



3.1

3.1.1
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>>>

>>>
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Zakladni problémy rozvoje cestovniho ruchu

Analyza nabidky cestovniho ruchu

Zakladni turisticka infrastruktura

Pocet hromadnych ubytovacich zafizeni v roce 2011 dosahl poc¢tu 7 657. Od roku 2007 do roku 2010 doslo k mirnému poklesu, pricemz
obdobny trend zaznamendvame, i kdyz s urcitym zpozdénim, i u vyvoje Itzkové kapacity. Naproti tomu v roce 2011 dochézi k vyraznéjsi-
mu rlistu u obou sledovanych ukazateld. Dnes vykazuje CSU celkovou IGzkovou kapacitu v HUZ na Urovni cca. 461 tis. lGzek.

Druhova skladba HUZ doznava v posledni dobé fadu zmén. Celkové se zlepsuje kvalita nabidky, zvySuje se pocet ltzek i pokojl v hote-
lech a podobnych zafizenich, naopak ubyvaiji IGzka v kategorii ostatni ubytovaci zafizeni. Napfiklad v roce 2004 pripadalo na prvni kate-
gorii 53 % lGzkové kapacity, dnes je to 0 4 % vice. Srovndme-li strukturu ltzek jesté s dfivéjsim obdobim (rok 2001) vidime dvojnasobny
nardst ltzek u hotell****. K rUstu kapacit dochdzi i v pfipadé nejluxusnéjsich hotell. Uvedena ¢isla ukazuji na urcitou konsolidaci
nabidky ubytovani a pfizptisobovani jeji struktury poptavce. Postupné se tak méni kvalita nabidky ubytovaci infrastruktury, kde je patrny
jednoznacny posun poptavky k ubytovacim zafizenim s vyssim standardem sluzeb, a to nejen u zahranicnich ale i u domdcich turistd.
Podle dat OECD (2010) je podnikani v pohostinstvi a ubytovani jasné zalezitosti malych a stfednich firem. Do této kategorie v pfipa-

dé ubytovacich zafizeni spada v CR 99,4 % vsech subjektd, v piipadé restauraci je to fakticky 99,9 %. Podnikani v ubytovani se v CR
oproti jinym evropskym zemim odliSuje vysokym zastoupenim stfednich (4,8 %) a vétsich malych firem? (11,7 %). Naopak 73,5 % podil
mikropodnikt (do 10 zaméstnancd) je v rdmci zemi OECD jednim z nejnizsich. Tento stav ma své historické pficiny (absence tradi¢nich
rodinnych podnikd hlavné na venkoveé), ale je také dan kvalitou ceské statistiky.

Z hlediska funkeni struktury nabidky cestovniho ruchu pfipada cca 45 % lazkové kapacity na ubytovaci zafizenf ve stfediscich méstské-
ho a kulturné-poznavaciho cestovniho ruchu, 15 % na ubytovaci zafizeni ve stfediscich letni rekreace u vody, 29 % na stfediska horské-
ho cestovniho ruchu, na lazeriska stfediska cca 8 % I0zkovych kapacit a na ostatni stfediska cestovniho ruchu, vétsinou ve venkovském
prosttedi, cca 10 % kapacit ubytovacich zatizeni v CR®.

320 — 49 zaméstnancl
4 Detailni pfehled o prostorové diferenciace ltzkové kapacity HUZ a funkéni typologii stfedisek podava kartodiagram v pfiloze ¢. 1
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Graf €. 3: Vyvoj kapacit, pfenocovani a vyuziti pokoji v hromadnych ubytovacich zafizenich
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Tab. ¢. 4: Diferenciace kapacity hromadnych ubytovacich zafizeni podle kraja CR (2011)

Pocet zafizeni Pocet pokoju Pocet lGzek Pocet mist Pocet lGzek/ Pocet pokoja/ Index

pro stany zafizeni zafizeni poctu lazek

a karavany 2000/2011

Hlavni mésto Praha 622 36 969 77 972 1154 125 59 114,0
Stredocesky kraj 577 11999 32 063 6375 56 21 97,7
Jihocesky kraj 983 18210 51746 13353 53 19 108,1
Plzensky kraj 469 9242 25242 3282 54 20 122,0
Karlovarsky kraj 398 14133 28 678 1235 72 36 118,5
Ustecky kraj 380 7392 19 346 1731 51 19 89,0
Liberecky kraj 756 12 232 36 553 2 936 48 16 87,4
Kralovéhradecky kraj 966 16 364 45 920 5499 48 17 100,3
Pardubicky kraj 365 7 089 20236 1503 55 19 129,2
Kraj Viysocina 398 7 206 21178 3099 53 18 115,8
Jihomoravsky kraj 533 13473 33813 4758 63 25 96,4
Olomoucky kraj 395 7744 20 341 912 51 20 109,7
Zlinsky kraj 351 8367 21826 1510 62 24 108,3
Moravskoslezsky kraj 464 10418 26 520 1759 57 22 100,5

Pramen: CSU (2012)

3.1.2 Nosné typy cestovniho ruchu

Koncepce statni politiky cestovniho ruchu na obdobi 2007 — 2013 ve svych vychodiscich uvadi vycet forem cestovniho ruchu, pro které ma
CR dobré predpoklady. Situace se v zékladni orientaci nabidky CR béhem poslednich let pfilis nezménila. Identifikované nosné prvky nabidky
jsou platné i dnes, nicméné s tim, Ze uvnitf jednotlivych témat dochazi ke zdGraznéni nékterych jejich specifickych aspektd. Nejvyznamnéjsi
formy cestovniho ruchu, pro které ma Ceska republika nejlepsi predpoklady, jsou:

Meéstsky a kulturni cestovni ruch - i pres vsechny aktudlni trendy v cestovnim ruchu ztstava klicovym prvkem nabidky. V poslednich letech
se velmi silné profiluje smérem k zahrani¢ni poptdvce. Méstsky a kulturni cestovni ruch je zakladnim prvkem vsech poznavacich forem cestov-
niho ruchu.

Dovolena v pfirodé - nejtypictéjsi jsou letni a zimni pobyty na horach, dovolena u vody, kempovani, venkovsky cestovni ruch a agroturisti-
ka, spotfeba regionalné typickych produktt cestovniho ruchu, apod. Trendem poslednich nékolika let je stagnace letnich pobytl na horach,
na druhou stranu se ale pomalu rozviji venkovsky cestovni ruch.

Sportovni a aktivni dovolena - tézisté poptavky po nasich horskych strediscich se v pribéhu poslednich dvaceti let v nékterych regionech

z ¢asti presunulo na zimni sezénu. V tomto ohledu vsak moZnosti rozvoje nasich zimnich stfedisek ohrozuje zahrani¢ni konkurence. V fadé
regiont se v letni sezéné velmi dynamicky rozviji pési turistika a cykloturistika, nejen v horskych, ale i podhorskych oblastech spojené s pozna-
vanim kulturnich a pfirodnich hodnot, popt. s ostatnimi sportovnimi aktivitami.

Lazensky cestovni ruch - v celkové nabidce hraje lazeristvi vyznamnou roli. Je zde lokalizovéno asi 8 % celkovych kapacit, avsak vykony jsou
cca dvojnasobné. Lazenistvi jako celek v poslednich letech spiSe stagnuje.

Kongresovy a veletrZzni cestovni ruch - nejlepsim potencidlem pro realizaci kongresového cestovniho ruchu, tj. kapacitou zafizeni a jejich
vybavenosti, disponuje Hlavni mésto Praha, které se jako jediné v CR fadi do kategorie mezinarodniho vyznamu. Stiedisky nadregionalniho
vyznamu jsou napfiklad Brno, Karlovy Vary, Marianské Lazng, Olomouc, Ostrava, Plzen, Hradec Krélové a Spindlertiv Mlyn. Mezinarodniho
vyznamu dosahuje ve veletrznim cestovnim ruchu pouze vystavisté v Brné. Strediskem ndrodniho vyznamu je HI. mésto Praha. Mezi mésta
s regiondlnim vyznamem veletrzniho cestovniho ruchu patii Ceské Budgjovice, LitoméFice, Olomouc, Lysa nad Labem, Ostrava a Pardubice.
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3.2 Analyza poptavky cestovniho ruchu

Poptévka v cestovnim ruchu je v Ceské republice dlouhodobé statisticky sledovana v rdmci Satelitniho Uc¢tu cestovniho ruchu (TSA). Z uvede-
ného zdroje Ize dokumentovat stfednédoby vyvoj poptévky cestovniho ruchu v CR, jak zndzoriuje nasledujici tabulka.

Tab. €. 5: Vyvoj poptavky cestovniho ruchu v letech 2003 - 2010 podle plvodu a kategorie navstévniku (v tis.)

2003 2004 2005 2006 2007 2008 2009 2010
Zahrani¢ni navstévnici 20108 23808 24 747 25102 26743 26 628 23285 21941
Turisté (celkem) 7 641 9 047 9404 9539 10 162 10119 8848 8629
Jednodenni navstévnici 12 467 14761 15343 15 564 16 581 16 509 14 437 13312
Domaci navstévnici 99 282 105127 104 145 101 604 99 167 102 880 98 105 93924
Turisté (celkem) 34717 33222 32029 31222 28 481 28010 27 850 27 614
Jednodenni navstévnici 64 565 71904 72116 70382 70 686 74 870 70 255 66 310

Pramen: CSU, TSA (2012)

>>> Objem doméci poptdvky v poslednich sedmi letech stagnuje, dlouhodobé se pohybuje okolo 100 mil. Ucasti ro¢né, ovsem s urcitymi
vykyvy (napf. vlivy pocasi, ekonomické stagnace, aj.).

>>> Zahrani¢ni poptavka je oproti domaci asi Ctvrtinova, ma viak daleko vétsi ekonomicky vyznam.

>>>  Zahrani¢ni navstévnici utraci v CR asi o ¥ vice prostiedkl nezli doméci navstévnici.

>>> Klicovou roli hraji zahrani¢nf turisté, ktefi se na vnitfni spotfebé cestovniho ruchu podili 36,6 %.

>>> Ve finan¢nim vyjadreni jsou ekvivalentem jednoho zahrani¢niho pfijezdu ¢tyfi domaci prijezdy.

>>> Vyvoj domdaci poptavky Ize charakterizovat spiSe jako stagnaci, nicméné daleko odolnéjsi viici exogennim Sokdm.

>>> Opakem je zahrani¢ni poptdvka, ma potencidl silného ristu (otdzka hranice saturace), nicméné s vysokou volatilitou.

>>> \lykony spojené s jednodenni navstévnosti také nejsou zanedbatelné. Tvofi jednu sedminu vykond pfijezdového cestovniho ruchu
a témér 27 % vykonu domaciho cestovniho ruchu.

>>> (Cca 10 % domaciho cestovniho ruchu generuiji sluzebni cesty.

Tab. ¢&. 6: Spotieba domaciho cestovniho ruchu v CR v letech 2003-2010 (v mil. K¢)

2003 2004 2005 2006 2007 2008 pAL) 2010
Jednodenni navstévnici 24 352 27 852 28903 27 946 28 845 30423 28 815 27 035
Turisté 54748 57 053 58 428 59 887 63232 66 276 64 439 63 060
SluZebnf cesty 8333 8762 10076 11051 12745 11126 10 862 10 441
Navstévnici celkem 87 433 93 667 97 406 98 884 104 821 107 825 104 116 100 536

Pramen: CSU (2012)

Tab. ¢. 7: Spotieba pFijezdového cestovniho ruchu v CR v letech 2003-2010 (v mil. K¢)

2003 2004 2005 2006 2007 2008 2009 2010
Jednodenni navstévnici 20 664 24 445 25 360 25762 27 907 27 289 23783 16 280
Turisté 81063 94177 97 146 99 196 100 662 90 783 83789 81094
Tranzitujici 10708 14 399 15537 16 542 17 551 18 452 17 479 16 106
Navstévnici celkem 112434 133 020 138 043 141 500 146 120 136 524 125051 113479

Pramen: CSU (2012)

Dlouhodoby vyvoj ndvstévnosti v hromadnych ubytovacich zafizenich (HUZ) v letech 2000-2011 Ize v jednoduchém piehledu statisticky
sledovat jednak v absolutnich srovnanich poctu zahrani¢nich a domacich hostd a poctu jejich pfenocovani, podrobné pak v jejich geografické
struktufe a konec¢né také v regiondlnim rozlozZeni navstévnosti.

Prvni souhrnnou informaci o po¢tech turistd ubytovanych v HUZ v CR poskytuje tabulka ¢. 8. Pocet prijezd(i odrézi jednak stabilné rostou-
ci oblibenost destinace Ceské republiky a pak také celkovou ekonomickou situaci v Evropé i ve svété. Od roku 2000 do roku 2007 tento
ukazatel postupné rostl (od 4,8 mil. k 6,7 mil.) vyjma roku 2002 (povodné), tj. rist fadové o 10 %. Ekonomicka krize v letech 2008-2010
se samoziejmé promitla predevsim do meziro¢niho poklesu ubytovanych host, at jiz zahrani¢nich ¢i domécich turistt. Rok 2011 znamena
nédvrat na predkrizova ¢isla, alespori pokud jde o pocty prijezdl. U zahrani¢nich hostl zaznamendvame rekordni hodnotu, bohuzel neni
doprovézena adekvatnim rdstem prenocovani.
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Domdci cestovni ruch pokracuje ve stagnaci, i kdyz posledni rok sledujeme néznak oziveni. Pocet pfenocovani viak neustéle klesd a dnes je
na nejnizsi Urovni za sledované obdobi. Hlavné ¢isla o domacim cestovnim ruchu vsak musi byt brana s rezervou. Pravé tento segment ma
tendenci vykazovat nizsi vykony, nez je tomu v realité®. Vedle toho, Ze ve zminénych statistikach nenf podchyceno individudini ubytovani, jsou
hlavnimi ddvody podil Sedé ekonomiky a kvalita vykazovani vykont ubytovacich zafizeni. Do budoucna je proto tfeba ze strany Ministerstva
financi vyrazné posilit kontrolni mechanismy, aby byly tniky minimalizovény.

Jak v pfipadé domécich, tak i u zahrani¢nich hostt ubytovanych v HUZ se zkracuje délka pobytu. V roce 2003 byla primérna délka pobytu
4,5 dne. V roce 2011 se hodnota snizila na 4,0 dny. Rychleji klesa v pfipadé domacich turistl. U zahranicnich turistt je sice délka pobytu nizsi
(3,9 dne), ale klesé pomaleji.

Tab. ¢. 8: Navstévnost v hromadnych ubytovacich zafizenich v CR v letech 2000 az 2012

Pocet hostti (v tis.) Pocet pifenocovani (v tis.)

celkem zahrani¢ni domaci celkem zahranic¢ni domaci
2000 10 864 4773 6091 44 200 15 597 28 603
2001 11283 5 405 5878 39122 17 255 21866
2002 10415 4743 5672 37 110 15569 21541
2003 11 346 5076 6270 39343 16 511 22 832
2004 12220 6061 6159 40 781 18 980 21821
2005 12 362 6 336 6 026 40 320 19 595 20725
2006 12725 6 435 6290 41 448 20 090 21358
2007 12 961 6 680 6281 40 831 20610 20021
2008 12 836 6 649 6187 39283 19 987 19 296
2009 11986 6 032 5954 36 662 17 747 18915
2010 12212 6334 5878 36 908 18 365 18 543
2011 12 899 6715 6184 38235 19 425 18 810
2012* 13648 7170 6477 39 570 20 548 19 022
Index 2007/2001 v % 114,87 123,59 106,86 104,37 119,44 91,56
Index 2011/2007 v % 99,5 100,5 98,4 93,6 94,2 93,0

Pramen: CSU (2012); *pfedbézna data

Kromé poct zahrani¢nich turistd je neméné dtlezitou informaci jejich geograficka struktura, ovliviiujici délku jejich pobytu, pozadavky

na strukturu a kvalitu nabidky, aj. nékteré vyznamné skutec¢nosti (resp. tendence), které Ize formulovat nasledovné:

>>> Neustdly pokles absolutniho poc¢tu némeckych turistd i jejich podilu pfenocovéni (v roce 1995 asi 7 mil. pfenocovani némeckych turistd
a podil témér 45 % z celkového prijezdového cestovniho ruchu u nés, v roce 2000 pak 6 mil. pfenocovani s podilem 38,5 % a konec¢né
v roce 2011 cca 4,6 mil. pfenocovani a podil jen 23,7 %).

>>> Zcela obraceny trend zaznamenali turisté z Ruska. V roce 2000 v CR realizovali 561 tis. pfenocovani (podil jen 2,8 %), v roce 2011
jiz 2,9 mil. prenocovani (podil 14,8 %). Tak vyznamny narlst nezaznamenala Zadnd z vyznamnéjsich zdrojovych zemf prjezdového
cestovniho ruchu v CR. Na druhou stranu jesté vyrazngjsim nardstdm navstévnosti ziejmé brani existence vizové povinnosti s touto
zdrojovou zemi.

>>> Druhou rdstovou zemi na nasem trhu cestovniho ruchu predstavuje Itdlie (v roce 2000 cca 669 tis. pfenocovani, v roce 2011 jiz 946 tis.
pfenocovani — ndrdst o 40 %). Tento narlst sméfoval jednoznacné do HI. m. Prahy.

>>> Vyrazny pokles zajmu turist( z Velké Britanie o destinaci Ceska republika. Stabilnf zjem je v podstaté pouze o HI. m. Prahu (v priméru
90 % v3ech britskych turistt sméfuje dlouhodobé do HI. m. Prahy). Vyznamny fenomén vikendové navstévnosti britskych turistd za , pi-
tim" a zédbavou kulminoval u nds v obdobi 2004-2005 (napt. v roce 2004 cca 1 814 tis. pfenocovani —tj. 9,6% podil na pfijezdovém
cestovnim ruchu CR), nasledné ovéem postupné klesal (v roce 2011 jen 807 tis. pfenocovani) a s velkou pravdépodobnosti jiz skondil.

>>> Mezi stabilni zdrojové zemé v pfijezdovém cestovnim ruchu s fadovym podilem 3 aZ 5 % dlouhodobé patfi USA, Nizozemsko, Polsko,
Francie, Spanélsko a Slovensko.

>>> Prekvapivé nizky, ale stabilni podil dlouhodobé zaznamenavaiji rakousti turisté (fddové kolem 400 tis. pfenocovani ro¢né, podil pouze
kolem 2 %).

>>> Z novych zdrojovych zemi s progresivnim a pravdépodobné stabilnim rdistem navstévnosti Ize uvést turisty z Ukrajiny, Ciny, Jizni Koreje
a Austrélie (napfiklad v roce 2005 Ukrajina 140 tis. pfenocovani, v roce 2010 jiz 341 tisic, Cina v roce 2005 cca 39 tis. pfenocovani,
v roce 2011 jiz 187 tisic, Jizni Korea 74 tisic, resp. 147 tisic pfenocovani, Australie v roce 2000 cca 45 tisic pfenocovani, v roce 2010 jiz
164 tisic).

>>> Spektrum zdrojovych zemi se neustéle rozsituje. Vysledkem je pak rozdrobenéjsi geograficka struktura pfijezdového cestovniho ruchu.
V roce 2005 tvorila prvni desitka zemi 74,4 % ze viech zahranicnich pfenocovani, dnes je to jiz pouze 69,8 %.

°> Odhaduje se v priméru cca 35 %, v nékterych zejména mensich zafizenich i pres 50 % (zdroj: ATUR)
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>>>  Zahrani¢ni navstévnost CR je regionalné dlouhodobé vyznamné diferencovéna. Fakt, Ze absolutni prim hraje Hlavni mésto Praha, nenf
nic prekvapivého. Naptiklad v roce 2000 byl podil Prahy na celkovém poctu ptenocovani zahrani¢nich navstévnikd HUZ v CR 40,9 %
avroce 2010 jiz 60,1 %. Z pohledu srovnani poctu zahrani¢nich turistd je dominance Prahy jesté vyraznéjsi. V roce 2000 cinil podil
Prahy na celkovém poctu zahrani¢nich turistd v CR 48,6 %, v roce 2010 iz 65 %. Tento rozdil do ur¢ité miry mohou zptisobovat dlou-
hodobéjsi pobyty zahranicnich turistt v nasich laznich.

>>> Dlouhodobé nejnavstévovanéjsimi kraji dle preferenci domacich turistd jsou Jihomoravsky, Jihocesky a Krélovéhradecky kraj, nejnizsi
navstévnost pak vykazuji kraje Ustecky, Plzensky, Pardubicky.

>>> Pro obdobf poslednich dvaceti let je charakteristickd zména v preferencich Ucastnikt cestovniho ruchu. V zésadé jde o presun k vyssi
kvalité sluzeb. V rdmci nabidky ubytovacich zafizeni dochazi k jednozna¢nému posunu poptévky k zafizenim s vy$sim standardem
sluzeb. K rdstu poctu prfenocovani dochazi pouze u ubytovacich zafizeni hotelového typu, pfedevsim v péti a ¢tyi-hvézdickovych ho-
telech. To jiz nelze Fici o penzionech a kempech, kde pokles poctu prenocovani neni nasledovan Ubytkem I0zek. Lze predpokladat, ze
konsolidace trhu tato zafizeni teprve ceka. RUst kapacity penziont a kempd je sice tazen novymi investicemi a rlstem kvality, ale neni
doprovézen Utlumem nekvalitnich provozu.

>>> K celkovému rlstu kvality v rdmci druhové struktury ubytovacich kapacit postupné prispivaji nové aktivity/projekty vystavby a moderni-
zace ubytovacich zafizeni v rdmci program( ROP v letech 2007-2013. Jen za obdobi 2008-6/2011 Ize odhadovat pocet novych ¢ zmo-
dernizovanych ltzek v HUZ kolem 7 tisic, coZ jsou sice jen asi 2 % z celkového poctu HUZ v CR, kvalitativné se viak dostanou na vy3si
Uroven, nez je pramér CR.

>>> Do urcité miry slabym mistem domaciho cestovniho ruchu je i vysoka sezénnost. Domaci navstévnost je vyznamné ovliviiovéna ¢aso-
vanim hlavni dovolené do letnich mésicl, s ¢imz souviseji urcité typy cestovniho ruchu (letni rekreace u vody, letni rekreace v horach ¢i
venkovsky cestovni ruch).

Domaci poptavku nepfimo ovliviiuje i vyjezdovy cestovni ruch, jak je patrné z nasledujiciho prehledu zakladnich parametrd jeho vyvoje.

Podle Satelitniho uctu cestovniho ruchu CR ro¢né vyrazi do zahrani¢i okolo 8 - 9 mil. ¢eskych ob¢ant, zatimco objem zahrani¢nich prijezd(i
se dlouhodobé pohybuje nad 20,0 mil. osob. Z ekonomického hlediska je v3ak daleko vyznamnéjsi bilance penéznich tokd nez osob. Zde je
mozné vyjit jednak z dil¢ich vystupd TSA (2010) ¢i z dat CNB o vyvoji a struktufe platebni bilance. Podle obou zdroj je bilance penéznich
tokl generovanych cestovnim ruchem dlouhodobé prebytkovd. Od roku 2006 Ize viak pozorovat pomalé zaostavani prirastku pfijmua za pfi-
rlstky vydaja. Vysledkem je pak snizovani prebytku bilance cestovniho ruchu. Tento vyvoj byl mezi lety 2006 — 2008 podporen hlavné riistem
ekonomiky a nakonec i réstem disponibilnich pfijmU ceskych domacnosti.

Prazdninovou destinaci ¢islo jedna je pro ¢eské turisty stale Chorvatsko, nasledované Slovenskem, Italii a Reckem. Roste vyznam Rakouska,
které ma velmi dobré postaveni i jako destinace pro kratkodobé pobyty (stejné jako Némecko a Slovensko). Celkové tvori prazdninové cesty
Cechd 34 vech cest (Euromonitor Int., 2010). Vyjezdy za Ucelem obchodu vykazuji dlouhodoby rist (rok 2009 byl prvnim, kdy byl zazname-
nan pokles), nejvyznamngjsimi cilovymi zemémi pro sluzebni cesty jsou Némecko, Rakousko, Svycarsko, VB a Polsko.

Tab. ¢. 9: Regionalni distribuce navitévnosti v HUZ v krajich CR (2011)

Pocet hostu Pocet pfenocovani Priimérny pocet prenocovani

Celkem z toho zahranicni celkem z toho zahranicni celkem z toho zahranicni

CR celkem 12911677 6 831 452 38 187 556 19 852 878 3,0 2,9
Hlavni mésto Praha 5132042 4 433 048 13214 304 11941171 2,6 2,7
Stredocesky kraj 682 914 164 455 1750 990 412 544 2,6 2,5
Jihocesky kraj 917 071 292 833 2613974 621179 2,9 2,1
Plzensky kraj 510 113 180 475 1359 406 393392 2,7 2,2
Karlovarsky kraj 721759 490 056 4381 393 3224563 6,1 6,6
Ustecky kraj 320020 115 955 932 341 311206 2,9 2,7
Liberecky kraj 656 232 156 734 2210468 577 293 3,4 3,7
Kralovéhradecky kraj 829 354 220 588 3074 468 793 789 3,7 3,6
Pardubicky kraj 303 059 46 154 879 966 117 976 2,9 2,6
Kraj Vysocina 353249 50 897 928 433 120 330 2,6 2,4
Jihomoravsky kraj 1062 496 409 300 2 062 184 689 626 1,9 1,7
Olomoucky kraj 385989 86 423 1443272 174 556 3,7 2,0
Zlinsky kraj 473768 73221 1537 667 194 806 3,2 2,7
Moravskoslezsky kraj 563611 111313 1798 690 280 447 3,2 2,5

Pramen: CSU, (2012)



A MINISTERSTVO
& Ry PRO MiS'I:Ni
ROZVOJ CR

3.4 Analyza organizace (uspofadani) cestovniho ruchu (destinacni spolecnosti)

V roce 1992 byly , poloZzeny” zéklady prvni destina¢ni spole¢nosti v CR, pficemz z po¢atku nebyla pIné zaméfena na rozvoj cestovniho ruchu,
ale v kratkém horizontu zacala byt tato otdzka aktualni, zejména vzhledem k expanzi turistd. Nejvétsi boom v oblasti fizeni a organizace
cestovniho ruchu nastal po roce 2000, o ¢emz svédci fada zaloZenych spolecnosti orientujicich se timto smérem a nésleduijici fakta:

>>> Regiondlni destinacni spole¢nosti vznikly od , pocatku,” a to samovolné, tzv. ,zespodu”, jako reakce na vlivy cestovniho ruchu v da-
ném Uzemi, tj. aktéri cestovniho ruchu na daném tzemi citili potfebu institucionalizovat spoluprdci. Oproti tomu krajské destina¢ni
spolecnosti zacaly vznikat aZ po roce 2005. Projevil se zde ddraz na napliiovani strategickych dokumentd, kdy mezi prioritami cestovni-
ho ruchu bylo vytvoreni organizacni platformy pro rozvoj cestovniho ruchu na krajské rovni a soucasné vyuziti financovani z evrop-
skych fondd. Je zfejmé, Ze organizace (uspofadani) cestovniho ruchu v Ceské republice vznikala dosti Zivelng a rozhodné ji nemdzeme
povazovat za provazanou.

>>>  Pfi pohledu na uzemfi Ceské republiky je pisobenim destina¢nich spole¢nosti pokryta prevazna ¢ast Moravy (91 %) a v pripadé Cech
se jedna o pokryti zhruba ze 34 (77 %). Tuto situaci schematicky znazorriuje mapa destina¢nich spolecnosti v CR (viz pfiloha ¢. 2).
Srovnani se skute¢nym potencialem Uzemi pro rozvoj cestovniho ruchu potvrzuje, Ze v soucasné dobé funguji destinacni spole¢nosti
v naprosté vétsiné destinaci, které jsou vyznamné v cestovnim ruchu.

>>> U prevazné vétsiny destinacnich spole¢nosti je zakladatelem vefejny sektor (93 %), coz koresponduje se zahrani¢nimi poznatky. Z ana-
lyzy zakladateld destinacnich spole¢nosti Ize odvodit i povahu partnerstvi. Pouze 46 % spolecnosti bylo zaloZeno zakladateli z obou
sektord, tj. soukromého i vefejného.

>>>  Z vysledkl analyzy financovani destinacnich spole¢nosti za obdobi 2007 — 2009 vyplyva, Ze vyse ro¢niho rozpoctu je rdzna a neni vaza-
na na Uzemni ptsobnost. Krajské destinacni spolec¢nosti maji v priiméru ro¢ni rozpocet ve vysi 3 miliony K¢. V porovndni s regiondlnimi
destinacnimi spolec¢nostmi tuto hranici prekracuje tfetina spole¢nosti.®

>>> Struktura rozpoctl destinacnich spolecnosti doklddd, Ze az na vyjimky vyuzivaji vsechny destinacni spolecnosti vicezdrojového financo-
vani, tj. maji vlastni zdroje, které se skladaji z ¢lenskych prispévkl (prispévkd obci a podnikatel(), komercni ¢innosti a doplrikové zdroje,
které nejcastéji tvori dotace z vefejnych rozpocta.

>>> Rozpocty destinacnich spolec¢nosti jsou ponejvice tvoreny financnimi prostfedky z vybranych clenskych prispévkd a z dotaci. Vice jak
polovina destinacnich spolecnosti ma vlastni zdroje z komercni cinnosti’, které tvofi v prdmeéru 18 % rozpoctu. Nejvice pfrispiva komerc-
ni ¢innost do rozpoctu Destinacnimu managementu mésta Cesky Krumlov a Rakovnicka.

>>> Na externich zdrojich, pfesnéji na dotacich, je zavislych 68 % destinacnich spolecnosti, pficemz od roku 2007 se projevuje rostouci
tendence podilu dotac¢ni slozky na celkovém rozpoctu destinacnich spolecnosti. To je dano Uspésnosti v ziskavani verejnych prostredk
z operacnich programd. Zékladni zdroje (tj. ¢lenské prispévky a vlastni pfijmy) destinacnich spole¢nosti postacuji na pokryti pouze provoz-
nich nakladu, pficemz u poloviny spole¢nosti jde dokonce jen o ¢astecné pokryti. Z dlouhodobého hlediska je tento zplsob financovani
neudrzitelny, obzvlasté za predpokladu, Ze po roce 2013 bude omezena moznost cerpani vefejnych financi z evropskych fondd.

>>> Nejcastéjsim zptsobem feseni budouciho zplsobu financovani dle samotnych destinacnich spolecnosti je orientace na komerc¢ni ak-
tivity a na zajisténi pravidelnych dotaci od kraje. Nejméné uvadénym zdrojem financovani bylo zfizeni ,rezervniho” fondu cestovniho
ruchu. Pouze dvé destinacni spolec¢nosti uvedly tuto variantu, obé s regionalini plisobnosti.

3.5 Analyza vnéjsiho prostredi destinace CR

3.5.1 Ekonomické vlivy

Cestovni ruch v Ceské republice je diky rostouci zahrani¢ni navstévnosti Prahy stéle vice internacionalizovan. Celkové vykony tak stéle vice
zavisi na mezindrodnich prijezdech. Ty jsou z ekonomického hlediska ovliviiovany kupni silou zdrojovych trhd a vyvojem ménového kurzu.
Pravé tyto faktory zasadné ovliviiuji zahrani¢ni poptévku po Ceské republice.

Viyvoj kurzu koruny k euru a dolaru vyrazné ovliviiuji poptavku zahrani¢nich navstévnik(. Co to znamena pro rozvoj cestovniho ruchu v CR?
Predevsim je to tlak na konkurenceschopnost odvétvi. Posilovani koruny relativné zvysuje cenovou hladinu pro zahrani¢ni navstévniky a na-
opak zlevriuje zahrani¢ni destinace.

6 DGvodem jsou vysoké podily dotac¢nich zdrojd na celkovém rozpoctu regionalni destinacni spole¢nosti. Tato skute¢nost demonstruje zvysenou aktivitu pfi ziska-
vani finan¢nich prostredkd z vefejnych zdrojt.

7 Zdroje z komer¢ni ¢innosti viak nejsou generovany prodejem produktt cestovniho ruchu, neb ty maji v podminkdach ceské legislativy pravomoc prodévat pouze
cestovni kancelare (agentury).
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Cenova hladina se v3ak relativné nezvysuje u vsech slozek spotfeby navstévnika. Hlavné situace na trhu ubytovacich zafizeni v Praze tlaci ceny

Dalsim parametrem, ktery ovliviiuje poptéavku, je vyvoj disponibilnich pfijm& domdcnosti. | zde neni situace pfilis pfizniva. Zemé eurozény

a hlavné skupina zemi oznacovana zkratkou PIGS? jsou pod velkym tlakem problémU vefejnych rozpoctl. Ty podvazuji ekonomicky rist a na-
sledné také pFijmy domdcnosti. Ve strednédobém horizontu Ize ocekévat vyraznéjsi rist disponibilnich prijmd& doméacnosti u statd, které tézi
ze svého nerostného bohatstvi, resp. z levné pracovn sily.

Postupné posilovani koruny, rast disponibilnich pfijmd ceskych doméacnosti vyjadieny v eurech a ekonomické problémy tradi¢nich zdrojo-
vych trha Ceské republiky vytvari nebezpecny koktejl vngjsich okolnosti, které snizuji cenovou konkurenceschopnost ¢eského cestovniho
ruchu.

3.5.2 Socialni vlivy

Sociélni prostredi vyznamnym zptsobem formuje podobu cestovniho ruchu v jednotlivych destinacich a v celosvétovém méfitku. Pod social-
nim prostiedim si Ize predstavit hodnoty, potfeby, ocekdvani nebo zvyky, které se ve spolecnosti ve vétsi ¢i mensi mife objevuji a prenaseji se
Z generace na generaci. Takovéto socialni prostiedi se s vyvojem spole¢nosti neustéle méni a ma stdle silngjsi vliv na oblast cestovniho ruchu.
To je mozné deklarovat nasledujicimi trendy:

>>> Predeviim v poslednich desetiletich Ize ve spole¢nosti vysledovat zmény hodnot a preferenci, které prochdzeji viemi socioekonomicky-
mi a vékovymi skupinami obyvatel. Vedle téchto celospolecenskych trendl dochazi k celé fadé zmén v hodnotach u vybranych skupin
spotrebitell (vékovych, prijmovych, apod.). Dohromady vsechny tyto trendy vytvari prostredi, ve kterém se bude cestovni ruch déle
vyvijet.

>>> Prvnim vyznamnym trendem je snaha o individualni pfistup. Subjekty strany nabidky se snaZzi o tvorbu produktt s podminkami Sitymi
na miru jednotlivym spotfebiteldm. V soucasné spole¢nosti totiz existuje obrovska variabilita Zivotnich hodnot a preferenci. Spole¢nost
(poptdvka) se tak ¢im dal vice polarizuje a diferencuje. Hodnoty se navic se zménou Zivotniho stylu neustéle posouvaji a méni. Subjekty
strany nabidky pak soutézi v tom, kdo vyhovi nejlépe pozadavkim pfislusné skupiny spotrebiteld. Vysledkem je vyrazné diferencovana
nabidka cestovniho ruchu. O vybéru konkrétni destinace stéle castéji rozhoduji atributy, které jsou nabizeny nad ramec béznych poza-
davkd spotrebiteld (specialni druhy sluzeb a produktt). Lidé navic zadaji nabidku, kterd je dobfe dostupnd, srozumitelna a variabilni.

>>> Spotfebitelé hledaji oproti minulosti néco vic nez jen tradi¢ni atributy spojené s dovolenou (slunce, koupani, odpocinek), které si
mohou koupit ve formé masového balicku sluzeb. Cim dal ¢astéji pfemysleji o nemateridlnich hodnotach, o kvalité svého Zivota a také
o tom, jakd by méla vlastné byt jejich dovolend, aby ze svého volného ¢asu maximalizovali uzitek (,,value for money”). Stanovuiji si ino-
vované Zivotni priority a tim padem také priority v cestovani. Hledaji autentické a ojedinélé prozitky a svoji identitu, snazi se o navrat
ke kofenlim. Vysledkem je pak velka touha co nejvice toho v zivoté prozit, objevit, zicastnit se néceho zajimavého, naucit se nové véci
a také co nejvice toho procestovat. NarUsta touha byt zatazen do déni v navstivené destinaci, okusit zde Zivot na vlastni kizi, spfatelit
se s mistnimi lidmi, byt prosté alespori na chvili soucasti jejich kazdodenniho Zivota.

>>> Celosvétovym trendem bude do budoucna také jev, kdy lidé cestuji, aby se néc¢emu pfiucili. Tento jev souvisi s rostouci cenou lidského
Casu. Lidé maji pocit ztraty, pokud leZi jen na plazi a nic nedélaji. Proces pozndvani a uceni se novym vécem je prvkem, ktery dovo-
lenou a volny c¢as pocitové velmi obohacuje. Postupné se tak bouraji drive tolik pevné bariéry mezi volnym casem a vzdélavanim.
| z tohoto ddvodu je cestovani a dovolena pro velkou ¢ast lidi - namisto pouhé spotreby - investici, investici do jejich vlastniho ja.

>>> Navrat k pfirodé a venkovu. Lidé stale castéji utikaji do prirody nebo na venkov. Stejné tak se castéji zajimaji o své zdravi a fyzickou
kondici. Snazi se proto svoji dovolenou travit co mozna nejvice aktivné a zaroven jsou si védomi nutnosti dusevniho odpocinku. Uvé-
domujf si silu pFirody, vzhlizi k ni a snazi si ji co nejvice uzit. Cast spotrebiteld také radda experimentuje a zkousi nové produkty, atrakce
nebo jidlo.

>>> Trend levné dovolené a ceny casu. Tato klientela je obecné vice kritickd a méné loajalni. Cestuje castéji, ale stale na kratsi a kratsi
vzdalenosti blize domovu a délku své dovolené oproti minulosti také vyrazné zkracuje. PFicinou je rostouci cena lidského casu a s tim
souvisejici tiziveéjsi pocit jeho nedostatku. Spotfebitelé o své dovolené vice pfemysleji, vyhledavaji varianty a vzdjemné je srovnavaji.
Zvolend dovolena pak musi splfovat pokud mozno co nejvétsi ¢ast jejich pozadavkd.

8 Portugalsko, Italie, Recko a Spanélsko
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V dlsledku neustalych a velmi rychlych zmén v socidlnim prostredi, na které nejsou trzni subjekty schopny vcas reagovat, vznika také
nékolik negativnich jevd. Zrejmé tim nejvyraznéjsim je rostouci nesoulad mezi produkty a sluzbami, které jsou na trhu nabizeny a po-
trebami a ocekavanimi spotrebiteld. Vysledkem je pak rostouci nespokojenost spottebitelt s produkty a destinacemi, které navstévuji.
Vyspélé turistické destinace se proto jiz v soucasnosti snazi zbavit nalepky ,, masové spotfeby a standardizovanych sluzeb”. Tento fakt

jde ruku v ruce s trendem individualizace nabidky, ktery zde byl jiz zminén.

Hnacimi motory vsech téchto novych trendd jsou demografické zmény ve spolecnosti, rostouci informovanost a rdst bohatstvi, kterym
spole¢nost disponuje. Tyto faktory neustale michaji se spottebitelskymi preferencemi a délaji tak cestovni ruch jen velmi tézko prediko-
vatelnym do budoucna.

3.5.3 Technologické vlivy

Technologicky pokrok v poslednich desetiletich vyrazné ovlivnil vyrobu, prodej a v neposledni fadé také spotfebu. Pod vinou téchto zmén se
na trhu formuje néco jako ,novy” spotfebitel, ktery je daleko vice informovan a pfi svém rozhodovéni a chovani vyuziva v co nejvétsi mite
novych technologii. Technologicky pokrok muze byt proto povazovan za nové paradigma a také novou vinu, kterd prochdzi celou spole¢nosti
a drasticky ji méni. V pripadé cestovniho ruchu jsou nové technologie zdrojem obrovskych moznosti, ale zarover predstavuji také mozné
budouci hrozby.

V poslednich nékolika letech se totiz ukazuje, jak nové technologie pozménily cestovni ruch, zaséhly ho na strané nabidky i poptavky a ovliv-
nily také vnéjsi prostredi, ve kterém cestovni ruch funguije.
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>>>

>>>

>>>

>>>
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Inovace predstavuji vyznamnou konkurenéni vyhodu nejen v oblasti cestovniho ruchu. Soukromy sektor je proto ze své podstaty nucen
podporovat inovacni aktivity a v maximalni mozné mite vyuzit efekty plynouci z existence novych technologii. Nejzietelngjsi je situace
v oblasti informaci a dopravy, na nichZ je cestovni ruch vysoce zavisly.

Vyvoj ve zplsobu komunikace a pfedavani informaci v cestovnim ruchu. Obrovské zmény nastévaji prfedevsim s prichodem internetu,
jehoz potencidl se postupem casu zacina teprve rozkryvat. Viyrazné tak minimalizuje trzni nedokonalost v podobé nedostatku informaci
na strané poptdavky i nabidky. Spotrebitel uz neni v roli slepého pfijemce nabidky, ale podili se nemalou mérou na jejf tvorbé. V ramci
socidlnich siti a blogt tak napfiklad obrovsky narlistd vyznam word-of-mouth. Podnikatelé na druhou stranu maji o své poptévce stale
vice a vice informaci a jsou schopni cilit své produkty na urcité skupiny spotfebiteld.

Internet jako zdroj informaci neustale posiluje a stava se z néj postupem casu nejsilnéjsi nastro;.

Pokroky v oblasti informacnich a komunikacnich technologif poskytuiji subjektdim strany nabidky Gcinny nastroj, ktery umoziiuje nabi-
zet produkty plné odpovidajici preferencim jednotlivych spotiebitel a zaroven Uspésné stimuluje nakupy v cestovnim ruchu. Pro firmy
znamenaji inovace také cestu, jak snizovat provozni vydaje. Na druhou stranu spotfebitelim poskytuji kontrolu nad tim, jak travi svij
cas a utraci své penize.

Technologicky pokrok vyznamnym zptsobem pfispiva k redukci provoznich vydajd také v oblasti dopravy. Dopravni prostredky se navic
s pokrocilejsimi technologiemi stavaji rychlejsimi a pohodIngjsimi. V celosvétovém méfitku neustale nardsta vyznam letecké dopravy.
Lidé stéle castéji cestuji do vzdalenych destinaci a vyhledavaji exotiku. Zaroven se snizuji néklady na tento typ dopravy a zvysuje se
komfort a zlepsuji se sluzby pro cestujici. Vedle tohoto trendu stoji nizkonakladovi dopravci, jejichz obrovsky vzestup v poslednich
dvaceti letech dava prilezitost pro delsi cesty i spotebitelim s nizsimi prijmy.



4 Analyza a hodnoceni dosavadniho pInéni priorit a opatreni stavajici
Koncepce

4.1 Soucasna statni a regionalni politika cestovniho ruchu, jeji nositelé a nastroje

V obdobf 2007 — 2013 bylo zakladni strategické smérovani politiky cestovniho ruchu definovano Koncepci statni politiky cestovniho ruchu

v CR, jez byla déle zpfesnéna Provadécim dokumentem. Koncepce 2007 - 2013 méla celkem 4 zékladni priority, 13 opatfeni a 71 aktivit.
NdplIni prvni priority Koncepce byla tvorba konkurenceschopnych produktt cestovniho ruchu na narodni a regionalni Urovni. Prostfednictvim
druhé priority Koncepce, kterd byla zamérena na rozsifovani a zkvalitiovani infrastruktury a sluzeb cestovniho ruchu, byla podporovéana
realizace kvalitni zdkladni a doprovodné infrastruktury cestovniho ruchu, rekonstrukce kulturné-historickych pamatek a zachovani pfirodnich
lokalit vyuzivanych pro cestovni ruch. V rdmci této priority byla fesena i problematika kvality poskytovanych sluzeb. Treti priorita se orientovala
na podporu marketingu a propagace produktd cestovniho ruchu, zkvalitnénf statistiky a informaci o cestovnim ruchu a na rozvoj lidskych
zdrojl a jejich vzdélavani. Konec¢né posledni priorita se zaméfovala na vytvareni organizacni struktury cestovniho ruchu.

Realizace téchto priorit byla vyznamné ovlivnéna zafazenim cestovniho ruchu do podporovanych oblasti kohezn{ politiky EU a nastavenim
jejich implementacnich struktur. Tim, Ze se stal cestovni ruch vyznamnou oblasti podpory strukturalnich fondd EU, ziskala politika cestovniho
ruchu pomérné velké finan¢ni zdroje pro svoiji realizaci (1,7 — 1,8 mld. €). Bez téchto prostfedkl by nebylo mozné vétsinu opatfeni viibec
realizovat. Na druhou stranu koncipovani jednotlivych operac¢nich programt ve vztahu k cestovnimu ruchu vedlo k velké roztfisténosti jeho
podpory a ztraté ucinnych néstrojd koordinace jednotlivych aktivit. Tézisté podpory cestovniho ruchu se presunulo na regiondlni Groven

(do Regionélnich operac¢nich program). Vysledkem byl pouze maly vliv hlavniho gestora Koncepce - MMR na miru a zpUsob plnéni cilt a pri-
orit Koncepce statni politiky cestovniho ruchu.

Politika cestovniho ruchu tak byla realizovana prostfednictvim celé fady programt podpory a rozpoctovych aktivit riznych resortd ¢i kraju.
V zasadé slo o tyto instituce a zdroje: regiony soudrznosti (Regionalni operacni programy), MMR (Integrovany operacni program — Priorita 4,
Ndrodni program podpory cestovniho ruchu, Operac¢ni programy preshrani¢ni spolupréce, rozpocet CzechTourism, Ucelové dotace Horské
sluzbé), MZe (Program rozvoje venkova) - venkovska turistika, MZP (OP Zivotn prostredi) - podpora Setrnych forem cestovniho ruchu, MD
(OP Doprava) programy budovani cyklistické infrastruktury, MK (IOP Priorita 5 a dalsi finan¢ni zdroje) - podpora pamétek kulturniho dédictvi,
MPSV (OP Lidské zdroje a zaméstnanost) - vybrané aktivity vzdélavani a skoleni v odvétvi cestovniho ruchu, MZV - podpora tvorby image CR)
a MSMT (OP Vzdélavani pro konkurenceschopnost a OP Véda a vyzkum) - napt. podpora vzdélavani a vyzkumu v oblasti cestovniho ruchu.
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Specifickou oblast, byt méné vyznamnou, predstavovaly také granty z Norskych fondti. Kone¢né posledni skupinu aktivit v podpote cestov-
niho ruchu bylo mozné nalézt v ¢innosti jednotlivych krajl (dotacni programy na podporu cestovniho ruchu, zejména v oblasti marketingu
a tvorbé programovych dokumentt cestovniho ruchu).

Analyza vech téchto zdrojl vyustila do nasledujicich analytickych prehledl prostorové lokalizace a druhové skladby podpory cestovniho ruchu®.

Tab. ¢. 10: Souhrnny piehled za priority

Nastroje, resp. programy podpory Pocet projektu Finan¢ni dotace projektt v mil. K¢

abs. podil v % abs. podil v %
Priorita 1 — Konkurenceschopnost narodnich a regiondlnich produktd CR 258 9,66 662,12 1,78
Priorita 2 — Rozsifovani a zkvalitfiovani infrastruktury a sluzeb CR 1969 73,75 33 420,11 89,99
Priorita 3 — Marketing CR a rozvoj lidskych zdrojt 400 14,98 2 691,09 7,25
Priorita 4 — Vytvareni organiza¢ni struktury CR 43 1,61 365,82 0,98
Celkem 2670 100,00 37 139,14 100,00

Pramen: Zprava o plnéni Koncepce statni politiky cestovniho ruchu v CR na obdobf 2007 - 2013, 2011

Tab. ¢. 11: Souhrnny prehled za opatieni

Nastroje, resp. programy podpory Pocet projekti Financni dotace projekt v mil. K¢é
abs. podil v % abs. podil v %

Opatfeni 1.1 — Tvorba nosnych ndrodnich a nadnarodnich produktt CR 5 0,19 45,57 0,12

Opatfeni 1.2 — Tvorba specifickych regionalnich produktt CR 253 9,48 616,55 1,66

Opatteni 2.1 — Rekonstrukce a budovani kvalitni zakladni a doprovodné infrastruktury CR 1436 53,78 19 503,00 52,51

Opatreni 2.2 — Rekonstrukce kulturné-historickych pamatek a zachovéni pfirodnich 424 15,88 12 677,68 34,14
lokalit vyuzivanych pro CR

Opatteni 2.3 — Zkvalitriovani sluzeb CR 4 0,15 131,9 0,36

Opatreni 2.4 — Vytvéafeni podminek pro realizaci setrnych forem CR 105 3,93 1107,42 2,98

Opatfeni 3.1 — Marketing (propagace) CR na mezinarodni, narodni a regionalni Urovni 298 11,16 1994,94 5,37

Opatfeni 3.2 — Zkvalitnéni statistiky a informaci o CR 7 0,26 390,46 1,05

Opatfenf 3.3 — Zkvalitiovéni vzdélavani a pfipravy lidskych zdroj v CR, 95 3,56 305,69 0,82
podpora vyzkumu, vyvoje a inovaci

Opatreni 4.1 — Zakladanf a ¢innost organizaci CR na regiondlnf a oblastni Urovni 9 0,34 36,37 0,10

Opatfeni 4.2 — Cinnost turistickych informa¢nich center 24 0,90 180,49 0,49

Opatfeni 4.3 — Spoluprace mezi vefejnych a podnikatelskym sektorem, 10 0,37 148,96 0,40
neziskovymi organizacemi a profesnimi a zajmovymi sdruzenimi v CR

Opatfenf 4.4 — Krizovy management a zkvalitnéni fungovani spravnich organu 0 0,00 0 0,00
v oblasti CR v CR

Celkem 2670 100,00 37 139,14 100,00

Pramen: Zprava o plnéni Koncepce statni politiky cestovniho ruchu v CR na obdobf 2007 - 2013, 2011

Z uvedenych Udajd si Ize ucinit realny prehled o vyznamu soucasné podpory rozvoje cestovniho ruchu v Ceské republice. Od konce roku 2007
do poloviny roku 2011 bylo podporeno celkem 2670 projektl cestovniho ruchu v celkové finanéni dotaci 37,1 mld. K¢, lokalizovanych témér
v 700 obcich CR, z toho cca 60 % ve strediscich cestovniho ruchu regionalniho a narodniho vyznamu.

Rozhodujici ¢ast projektti a pfedevsim finan¢nich dotaci sméfovalo do infrastrukturnich projektd v Priorité 2 RozsiFovani a zkvalitriovani
infrastruktury a sluZeb cestovniho ruchu — celkem 1969 projektt (73,7 %) s finan¢ni dotaci 33,42 mld. K¢ (90 %). V priorité 3 Marke-
ting cestovniho ruchu a rozvoj lidskych zdroji bylo podporeno celkem 400 projektt s finan¢ni dotaci 2,7 mld. K¢ (7,3 %), v priorité

1 Konkurenceschopnost narodnich a regionalnich produktu cestovniho ruchu 258 projektd s finan¢ni dotaci 662 mil. K¢ a kone¢né
v priorité 4 Vytvareni organizacni struktury cestovniho ruchu celkem 42 projektl s finan¢ni dotaci 366 mil. K¢.'°

Nejvyznamnéjsimi nastroji implementace Koncepce 2007 — 2013 a podpory cestovniho ruchu v tomto obdobi byly Integrovany operacni
program a Regionalni operacni programy, které jsou dale stru¢né vyhodnoceny.

10 Zpréva o plnéni Koncepce statni politiky cestovniho ruchu v CR na obdobi 2007 — 2013 k 30. 6. 2011 predloZena pro informaci do viady CR.
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Ceho IOP dosahl — vybrana pozitiva a slabé stranky
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>>>
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>>>

>>>

>>>

Urcita systémova a obsahova nevyvazenost struktury IOP. Na jedné strané spravna logika soustfedit se na zakladni pilite podpory
cestovniho ruchu jako je marketing a propagace cestovniho ruchu, dosud vsak chybi to zékladni, totiZ pfiprava a tvorba narodnich ¢i
specifickych produktt cestovniho ruchu a teprve nasledné jejich marketing a propagace. Napfiklad opatfeni Tvorba nosnych narodnich
a nadnarodnich produktt cestovniho ruchu byla dosud v IOP vénovéana jen minimalni pozornost (pouze 4 projekty ve vysi necelych

32 mil. K¢&). Zlepseni této situace by se mélo projevit ve zbyvajicim obdobi Koncepce v letech 2012-2013.

Vyznamna podpora regenerace cennych kulturné-historickych pamatek pro cestovni ruch narodniho vyznamu i pfes urcitou nesysté-
movost vytvoreni tohoto specifického opatfeni v prioritni ose Narodni podpora tizemniho rozvoje.

Realizace jednoho z nejzajimaveéjsich projektl v rdmci IOP — webového Informacniho portélu cestovniho ruchu ,, Kudy z nudy” v gesci
CzechTourism.

Pfes pozitivni posun v nové informacni a marketingové kvalité vyse realizovanych projektd Ize jako slab3i stranku spatfovat rezervy

ve vzajemné spolupraci s regionalnimi partnery (kraje, regionalni organizace cestovniho ruchu) pfi tvorbé tematickych narodnich a re-
gionalnich produktd cestovniho ruchu a jejich propagace a marketingu na strané druhé. Dlvodem je zejména nizsi provazanost a koo-
perace mezi projekty realizovanymi v IOP a ROP. Zkvalitnéni uvedené vzajemné spoluprace mezi narodni trovni (MMR a CzechTourism)
a regionalni Urovni (kraje, regionalni turistické organizace) je jednim z nejvyznamnéjsich cilt v ndvrhové ¢asti Koncepce (navrhovana
opatfeni a jejich implementace) pro obdobi 2014-2020.

Ukol vytvorit funkeni informacni a nasledné rezervacni systém cestovniho ruchu se objevuje jiz ve dvou predchézejicich Koncepcich
statni politiky cestovniho ruchu, nikdy viak nebyl spinén. Splnit tento dlouhodoby tkol je v IOP obsazen v jedné aktivité. | pres po-
mérné opozdéné harmonogramy realizace aktivit IOP je redlné schvéleni a zahajeni projektu tvorby nérodniho informacniho systému
cestovniho ruchu v roce 2012.

Casové zpozdeéni vybranych aktivit v IOP, které mély byt pfednostné feseny jiZ dfive z diivodu systematizace podpory cestovniho ruchu
(manualy, metodiky, stfednédobé strategie, marketinkovy vyzkum, statistické informace, aj.).

Ceho ROP dosahl — vybrana pozitiva a slabé stranky
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Vlybudovani Ufadd regionélnich rad (URR) regiont soudrznosti NUTS Il je mozné povaZovat za nejvétsi klad celého systému ROP v ob-
lasti programovéni, projektovani, implementace, partnerstvi a monitoringu podpory projektd cestovniho ruchu v hodnoceném obdobi.
Je vsak nutné kvalitnéji provazat jejich cinnost, zejm. koncepcni mezi nimi a jednotlivymi kraji, pfislusnymi do regiont soudrznosti
(napt. rozvojové priority, systém hodnoticich kritérii, kvantifika¢ni analyzy potencialu cestovniho ruchu, atd.).

Podobné velmi pozitivné Ize hodnotit cennou metodickou pomoc URR pro potencidlni predkladatele projektd, jakoz i pro schvélené
pfijemce a nositele probihajicich projektd. Vyse uvedené skutecnosti a kvality jsou zakladnim doporucenim pro pfisti programové obdo-
bi 2014-2020.

Vysoka absorpéni schopnost a operativnost realizace projektti v ROP a vytvoreni pomérné funkeni struktury na regiondlni trovni pro
Cerpani finan¢nich prostfedk( EU — oblast implementace.

Pro potencidlni aktéry v cestovnim ruchu je struktura a ¢innost implementacnich instituci ROP optimalné pfistupna, jejich fungovanim
se vhodné posiluje samostatnost regiont (samosprava), posiluji se rovnéz moznosti jejich dalsiho rozvoje.

Dobra mistni znalost problematiky potencidlu a vyznamu cestovniho ruchu v turistickych oblastech a regionech.

Urcitd neprovdzanost mezi systémem vécného vybéru projektl v ROP a konkrétnimi Programy rozvoje cestovniho ruchu jednotlivych
krajt. Systém tematickych vyzev na jednotlivé aktivity jak v infrastrukture, tak ve sluzbdch cestovniho ruchu nebyl totiz vzdy provazan

s prioritami a opatfenimi v oblasti cestovniho ruchu v jednotlivych krajich, napt. v souladu s jejich Programy.

Rozlozeni financnich dotaci do urcité miry nereprezentovalo a nereprezentuje skutecné regionalni rozlozeni potencidlu cestovniho
ruchu, které je zna¢né nerovnomérné, ale podpora ROP byla rozlozena pomérné rovnomérné mezi kraji, tj. v priméru stejné na obyva-
tele a rozlohu kraja.

RGznoroda druhova skladba projektt v krajich na jedné strané signalizuje urcitou objektivni akceptaci rozdilnych potenciald cestovniho
ruchu, na strané druhé vsak i vliv ne vzdy odborné zdtvodnénych predstav politickych reprezentaci Rad soudrznosti regiond NUTS |1
Nejednotnd byla a je také metodika hodnoceni kvality predkladanych projektd v jednotlivych regionech NUTS II. Jde predevsim o rozdil-
na stanoveni kritérif a jejich vah pro hodnoceni projektl (napt. ¢asto vagni hodnoceni souladu s narodnimi a regionalnimi dokumenty
o cestovnim ruchu, hodnoceni socidlné-ekonomického vyznamu projektu, chybéjici hodnoceni funkéné-prostorového vyznamu projek-
tu, resp. jeho lokalizace, apod.). Tyto skutecnosti Ize povazovat za nejslabsi stranku metodiky projektovani v ROP a je nutné je v pfistim
programovém obdobi 2014-2020 jednoznac¢né zkvalitnit a vypracovat jednotnou metodiku pro regiondlni Uroveri.

Podobnym problémem bylo a je také rozdilné pojeti funkcné-prostorové lokalizace, resp. koncentrace projektd, pficemz funkéni kon-
centraci se rozumi druhové zaméreni projektl a prostorovou lokalizaci to, kam projekty smérovaly. V tomto pohledu Ize hovofit jen asi
0 60-70 % projektl lokalizovanych do stredisek cestovniho ruchu regionalniho vyznamu, podobné i financ¢nich prostredkl. Respekto-
vani cile podpory - odstranovat regionalni disparity pomoci rozvoje cestovniho ruchu - neznamena lokalizaci projektd kamkoliv v tzemi
(bez potencidlu cestovniho ruchu).

Zasadni otdzkou je hospodarnost a efektivnost dotacniho systému pouzivaného pro podporu realizace projektd. Slaba mista dota¢niho
systému se nejvice projevila v narusovani konkuren¢niho prostredi v podnikatelské sféfe, nebezpedi vytvareni korupéniho prostredi,
obtizném hodnoceni monitoringu hospodarnosti a efektivnosti vynaloZenych prostfedkt v projektech, atd. V pfistim programovacim
obdobi 2014-2020 je nezbytné dotacni systém v oblasti cestovniho ruchu celkové zkvalitnit.
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5 SWOT analyza

Souéasné trendy cestovniho ruchu v CR

Silné stranky

Slabé stranky

tematicky bohatéd nabidka cestovniho ruchu, obecné pomérné vysoka
spokojenost s travenim dovolené v CR, postupny nérdst aktivni turistiky

pfilisna sezénnost nabidky cestovniho ruchu

CR jako bezpec¢na destinace

stagnace objemu domaci i zahrani¢ni poptavky

atraktivni nabidka pamétek UNESCO, vysoky kulturné-historicky
a pfirodni potencial

zkracovani délky pobytu domacich i zahrani¢nich turistl

rostouci zajem novych zdrojovych trhli o destinaci CR (Rusko, Ukrajina,
Cina, Austrélie)

nizka kvalita poskytovanych sluzeb v cestovniho ruchu

staleta tradice Ceského lazenstvi, tradice Ceského kulinarstvi,
pivovarnictvi a vinarstvi

velmi vyraznd koncentrace zahrani¢nich navstévnikd do Prahy

husta a dokonale znacend sit turistickych tras a stezek,
ve svétovém méfitku unikatnf

pokles navstévnosti némeckych turistd

Praha jako fenomén svétového vyznamu

zaostavani za dynamickym rozvojem nabidky Setrnych forem cestovniho
ruchu v konkuren¢nich destinacich (Rakousko, Némecko, apod.)

geograficka poloha CR ve stfedni Evropé jako idedIni misto
pro kongresovy cestovni ruch

Ohrozeni

pozitivné se ménici kvalita nabidky ubytovaci infrastruktury

zhor3eni image a znacky destinace Ceska republika

konanf tradi¢nich kulturné-spolecenskych a sportovnich akcf
regiondlniho, narodniho (vybérové i mezinarodniho) vyznamu

silnd a aktivni konkurence v sousednich zemich, propad v kvalité nabidky
oproti témto destinacim

Ziva tradice a folklor v mnoha turistickych regionech

pfichod dalsi hospodarskeé krize, vyraznéjsi kolisani navstévnosti ovliviiované
aktudlnimi trendy, na které nebude schopna nabidka CR reagovat

Prilezitosti

zhorseni zahrani¢né-politické situace, zavadéni restrikci pro pfijezdy
zahranicnich navstévnikd

tvorba a nabidka novych inovativnich produktt cestovniho ruchu,
zachyceni aktuélnich trendd v cestovnim ruchu

zhorsené legislativni prostfedi pro cestovni ruch

zkvalitiovani sluzeb jako zasadni faktor rastu spokojenosti navstévnika

nedostatek finan¢niho kapitélu pro dal3i rozvoj cestovniho ruchu

vyraznéjsi kultivace lidského kapitélu v cestovnim ruchu

pretizeni vybranych stredisek cestovniho ruchu jejich rostouci navstévnosti

aktivace hlubsi spoluprace jednotlivych subjektd v cestovnim ruchu

prohlubujici se rozdil v ndvitévnosti mezi Prahou a regiony CR

rozvoj IT technologif ve v3ech oblastech cestovniho ruchu

obecny rist dafiového zatiZzeni obyvatelstva, vyraznéjsi propady prijmd domacnosti

dalsi rozvoj venkovské a vinarské turistiky

nedostatecnd kvalita, struktura a vyuziti infrastruktury cestovniho ruchu
(zejména verejné)

rozvijejici se fenomén wellness a golf
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Politika cestovniho ruchu - nastroje a nositelé

Silné stranky

Slabé stranky

nositelé politiky cestovniho ruchu na narodnf i regionaini Urovni povazuj

cestovni ruch za jednu z prioritnich oblasti pro dal3i ekonomicky rozvoj

nedostatek spoluprdce a koordinace narodni politiky cestovniho ruchu,
regionalnich politik cestovniho ruchu a sektorovych politik (napf. uzemni
pldnovani, dopravni, primyslovd, environmentélni)

MMR jako hlavni garant koncep¢niho rozvoje cestovniho ruchu
na ndrodni Urovni, jeho aktivni role pfi pfipravé zékona o podpore
rozvoje cestovniho ruchu

absence legislativnich mechanismd pro implementaci statni i regionaini politiky
cestovniho ruchu

vytvoreni Podvyboru pro cestovni ruch v rdmci Poslanecké snémovny
parlamentu CR

malad podpora zkvalitiovani podnikatelského prostredi v cestovnim ruchu

vznik profesnich asociaci a sdruzeni, napf. Celostatniho kolegia
cestovniho ruchu, Asociace organizaci cestovniho ruchu, Spole¢nosti
védeckych expertl cestovniho ruchu, apod.

neprovazanost v projektech podpory cestovniho ruchu v ROP a IOP, zejména
v oblasti tvorby produktd cestovniho ruchu a jejich marketingu

vytvofeni ndrodniho Satelitniho Gctu cestovniho ruchu

obtizny pfistup MSP k bankovnim Gvérdm

¢enstvi CR v mezinarodnich organizacich cestovniho ruchu

narusovani konkurencniho podnikatelského prostredi nesystematickou
dotacni politikou

agentura CzechTourism jako zavedend destinacni organizace
na mezinarodnim poli s fadou kontakt

chybéjici regionalizace satelitniho Uctu cestovniho ruchu

finan¢ni zavislost jiz funguijicich organizaci cestovniho ruchu na externich zdrojich,
nestabilni zdroje financovani destina¢nich spole¢nosti

PrileZitosti

Ohrozeni

MMR jako silna instituce do budoucna, koncep¢né a metodicky
fidici rozvoj a podporu cestovniho ruchu

dal3i podcefiovani nezbytnosti strategického planovani a koncepéniho fizeni
cestovniho ruchu na ndrodnf a regionalni Grovni

vytvoreni Fora cestovniho ruchu jako komunika¢ni a koordina¢ni
platformy Feseni otazek systémového rozvoje cestovniho ruchu

nedocenéni vyznamu legislativniho rdmce pro dalsi rozvoj cestovniho ruchu

nova Koncepce statni politiky cestovniho ruchu jako hlavni koncepéni
nastroj jeho rozvoje

dalsi narusovani trzniho prostredi prostrednictvim poskytovanych ucelovych dotaci
do téch oblasti, které jsou schopni obstarat soukromé subjekty

zefektivnéni spoluprace mezi agenturou CzechTourism a regionalnimi
partnery v oblasti pfipravy a tvorby produktd cestovniho ruchu
a jejich marketingu

prevedeni problematiky cestovniho ruchu na jind ministerstva a rozdrobenf jeho
podpory do vice tematickych oblasti

dalsi rozvoj preshrani¢ni spoluprace v cestovnim ruchu,
zejm. v tvorbé spolecnych produktd

nedostatek zainteresovanych a schopnych aktérd cestovniho ruchu pro budovani
destina¢nich spole¢nosti

obecné implementace inovativnich prvk( do systému fizeni
cestovniho ruchu

spoluprace MMR s vysokoskolskymi pracovisti a TACR v zakladnim
a aplikovaném vyzkumu cestovniho ruchu

intenzivnéjsi spoluprace s mezindrodnimi organizacemi
cestovniho ruchu
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Priority Koncepce statni politiky cestovniho ruchu v CR 2007-2013

Silné stranky

Slabé stranky

relativné velkd podpora tvorby produktt a jejich marketingu ze strany
vefejnych rozpoct

neprovazanost priorit rozvoje cestovniho ruchu mezi jednotlivymi operacnimi
programy

vysokd absorpcni schopnost realizace podpory produktd cestovniho
ruchu z program® ROP a IOP

chybéjici legislativa pro ustaveni jednotné a zdvazné standardizace sluzeb

zména filosofie v fizeni a podpore cestovniho ruchu jako novy impuls
pro sofistikovanéjsi a koordinovanéj3i aktivity

pfilisna orientace vefejného sektoru na pfirdstové cile, chybi vétsi mira uplatiiovani
nastrojl udrzitelného cestovniho ruchu

vyrazné zvyseni kapacity a kvality sportovné-rekreacni infrastruktury
stfedisek cestovniho ruchu

dosud nizkd mira inovaci turistické nabidky reagujici na nové poptavkové trendy

vhodné podminky na strané primarni i sekundarni nabidky pro tvorbu

konkurenceschopnych a kvalitnich produktt cestovniho ruchu

nizka podpora zékladniho a aplikovaného vyzkumu v cestovnim ruchu na narodni
drovni

vybérové rostouci kvalita poskytovanych sluzeb, nékteré sluzby
a produkty jsou certifikovany

neexistence dlouhodobych marketingovych strategii na narodni a regionalni trovni

existence ndrodnich a vybérové i regionalnich struktur jako nositell
destina¢niho marketingu

nedostate¢nd podpora zavadéni novych informacnich technologii v cestovnim
ruchu

realizace monitoringu navstévnosti turistickych regiont a stredisek,
veetné statistickych setfeni CSU

dosud neexistujici narodni informacni systém cestovniho ruchu

vyznamnd podpora akci regionalniho i ndrodniho vyznamu,
které maji potencidl vhodné dopliiovat produktovou nabidku
turistickych regiont

dosud chybéjici metodika chapani a tvorby produktu cestovniho ruchu

postupné zavadéni novych inovativnich prvkl a produktd
v nabidce cestovniho ruchu

nizkd ochota spolupréce pfi realizaci PPP projektd v cestovnim ruchu

zvysujici se aktivita mistni samospravy a sdruzZeni obcf v oblasti
spolupréce pfi tvorbé lokaIni nabidky cestovniho ruchu

doposud nizkd efektivnost marketingu v cestovnim ruchu, bez tvorby
konkurenceschopnych produktd

rozsifovani spoluprdce prihrani¢nich regiont a obci se zahrani¢nimi
partnery v oblasti cestovniho ruchu

nedostate¢ny monitoring aktivit a vystupl podpory cestovniho ruchu

Prilezitosti

Ohrozeni

Ucinnéjsi podpora zkvalitiovani podnikatelského prostredi
v cestovnim ruchu

prohlubujici se narusovani konkuren¢niho prostfedi vlivem stévajiciho systému
Ucelovych dotaci

zavadéni zvyhodnénych Uvért jako hlavniho finan¢niho nastroje
podpory infrastrukturnich projektt v cestovnim ruchu

nedostatecné financni zazemi MSP pro realizaci projektt v cestovnim ruchu

podpora nabidky dalsich zajimavych kulturné-historickych objektd,
mist a pfirodnich lokalit vyuZitelnych pro cestovni ruch

podcenéni monitoringu aktivit a vystupd u jednotlivych subjektd cestovniho ruchu

podpora budovani a ¢innosti organiza¢nich struktur cestovniho ruchu
v destinacich CR

opomijeni vyznamu hodnoceni dopadt cestovniho ruchu na okolni prostredi
a nedostatecné napliiovani konceptu udrzitelného rozvoje

dal3i rozvoj image CR jako atraktivni destinace cestovniho ruchu

podcenéni lidského faktoru a profesionalni p¥ipravy odbornik( v oblasti cestovniho
ruchu, v¢etné poradenské a vzdélavaci ¢innosti pro zacinajici podnikatele

vyrazné zefektivnéni regiondlniho marketingu cestovniho ruchu

malad konkurenceschopnost produktd cestovniho ruchu na evropském trhu

zkvalitnénf a kultivace lidského kapitdlu v cestovnim ruchu

dosud maly zajem cestovnich kancelafi a touroperatort pasobit na domacim trhu
a nabizet regiondini produkty cestovniho ruchu

vyuziti potencidlu $pi¢kovych IT k inovaci produktd cestovniho ruchu
a jejich marketingu

nedostatecné statistické informace o kapacitdch a vykonech cestovniho ruchu
na lokdlni a regiondlni drovni

rostouci kvalita webovych portald cestovniho ruchu

efektivnéjsi podpora zékladniho a aplikovaného vyzkumu
v cestovnim ruchu

Z obsahu a struktury SWOT analyzy jednoznacné vyplyva, Ze rozvoj cestovniho ruchu v Ceské republice je stale pod rovni svého potencialu.
Zahrani¢ni navstévnici sméruji hlavné do Prahy, regiony zUstévaji stranou jejich zajmu. Vyvoj poptavky je sice vyznamné ovlivnén vnéjsimi
okolnostmi (plsobeni globalnich trendd), ale nemalou roli zde hraje i pomala a nepruznd reakce na rozvoj a inovaci nabidky konkuren¢nich
destinaci. Vedle historickych dlvodt je tfeba hledat pficiny tohoto stavu v nizké Urovni spoluprace mezi aktéry cestovniho ruchu a v nedo-
statecné mite koordinace aktivit na ndrodni i regionalni Urovni. Nalezeni vhodného systému usporadani instituci a aktérd cestovniho ruchu
je zakladnim vychodiskem pro rdst kvality sluzeb, tvorbu inovativnich produktd cestovniho ruchu, rozvoj lidskych zdrojd a udrzitelny rozvoj
cestovniho ruchu.
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6 Stanoveni vize a cilti Koncepce statni politiky cestovniho ruchu CR
na obdobi 2014 - 2020

6.1 Preambule

Ulohou vlady Ceské republiky je vytvaret podminky pro rozvoj podnikani, a to formou svych sektorovych a regionalnich politik. Jednou z nich
je také politika cestovniho ruchu, jejimz hlavnim cilem je zvySovat konkurenceschopnost celého odvétvi cestovniho ruchu a tim pfispivat jak
k udrzenf jeho ekonomického vyznamu na jedné strané, tak k rozvoji trhu préace vytvarenim novych pracovnich mist v odvétvi cestovniho
ruchu na strané druhé. Dulezitymi cili jsou dale uchovani kulturniho a pfirodniho dédictvi (socio-kulturni a environmentalnf pili¥), k nimz
cestovni ruch také muze vyznamné prispét.

Ke specifickym hospodatsko-politickym cildm vlady ve vztahu k odvétvi cestovniho ruchu nélezi také vytvéareni Ucelnych nastrojd, zejmé-

na podpora malym a stfednim podniktm, zlepsenf infrastruktury cestovniho ruchu, fesenf a pfekonani strukturdlnich zmén a regionalnich
disparit. VV celkovém souhrnu tak jde predeviim o zvy3eni konkurenceschopnosti odvétvi cestovniho ruchu. Dalsim nezanedbatelnym cilem je
snizovani administrativni zatéze rozvoje podnikani v cestovnim ruchu. Nezbytnou podminkou pro efektivni rozvoj odvétvi cestovniho ruchu je
i podpora pocatecniho a dalsiho profesniho vzdélavani, kterd vede ke zvyseni adaptability pracovni sily a zkvalitiovani poskytovanych sluzeb.

Politika cestovniho ruchu v Ceské republice spociva také v mnohostranné podpore vyznamnych subjektd a aktivit v cestovnim ruchu. K tomu
je zapotfebi mit nejen jasné predstavy o tom, jak a co politika cestovniho ruchu maze ovlivnit, tzn. stanovit jeji strategickou vizi a cile, ale

i zlepsit organizaci a fizenf cestovniho ruchu, a to i na nizsich stupnich.

Pro stanoveni optimalni strategické vize a cild Koncepce je nezbytné vychdzet z aktualnich programovych a strategickych dokumentt evrop-
ské a narodnf Grovné, které jsou v souladu s prioritami nového programového obdobi 2014-2020.
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Strategickd vize a cile a nasledné priority a opatfeni Koncepce pIné reflektuji hlavni cile evropské politiky cestovniho ruchu (Evropa 2020 —
Strategie pro inteligentni a udrzitelny rdst podporujici zaclenéni'!, Evropa jako predni svétova destinace cestovniho ruchu — novy politicky
ramec pro evropsky cestovni ruch) a zarover i nejvyznamnéjsi doporuceni svétovych mezinarodnich organizaci v odvétvi cestovniho ruchu
(UNWTO, OECD).

Podobné ddlezité pro budouci rozvoj cestovniho ruchu, resp. pro sméfovani jeho podpory jsou nase narodni strategické a programové
dokumenty, které se odvétvim cestovniho ruchu zabyvaji. Na tomto misté je nutné uvést zejména Strategicky ramec udrzitelného rozvoje

CR, Strategie regionélniho rozvoje CR pro obdobi 2014-2020, Strategie mezinarodni konkurenceschopnosti CR 2012-2020, Ramec strategie
konkurenceschopnosti, Narodni program reforem Ceské republiky 2011 Politiku tzemniho rozvoje CR a dalsi sektorové koncepéni dokumen-
ty napf. Statni kulturni politika, Koncepce podpory malych a stfednich podnikateld atd.

6.2 Strategicka vize a cile Koncepce

Ceska republika disponuje historickym, pfirodnim a kulturnim potencidlem pro rozvoj cestovniho ruchu. Nachazi se zde mnozstvi historickych,
kulturnich a technickych pamatek, vcetné paméatek zapsanych do seznamu UNESCO. Tento potencidl vSak v soucasnosti neni zcela vyuzivan.
Dlvodem je predevsim nizka kvalita zékladnich i doplrikovych sluzeb cestovniho ruchu spojend s kvalitou a kvalifikovanosti pracovni sily, kterd
v tomto odvétvi pusobi. Dale také problémy spoluprdce a koordinace aktivit uvnitf destinaci cestovniho ruchu. Prozatim podstatnym faktorem

ovliviiujicim vyvaZenost cestovniho ruchu v CR je jeho vyrazna koncentrace do hlavniho mésta Prahy.

Vzhledem k tomu, Ze cestovni ruch patfi k odvétvim s vyraznym podilem na zaméstnanosti, je jeho rozvoj spojen s tvorbou novych pracovnich
mist, ¢imz pfispiva ke snizovani nezaméstnanosti a k feseni s ni souvisejicich problémd.

Rozvoj cestovniho ruchu v CR pomoci modernich produktil cestovniho ruchu vychazejicich ze socio-kulturnich specifik regiond, jejich p¥irod-
niho bohatstvi a historického, kulturniho a technického dédictvi prispéje k socioekonomickému rozvoji regiond, ktery je zéroven Setrny vuci
pfirodnim a jinym zdrojum, které jsou predmétem zajmu odvétvi cestovniho ruchu.

Strategicka vize a cile pro cestovni ruch v Ceské republice vychazeji z toho, Ze cestovni ruch je do zna¢né miry zalozen na malém a stfednim

podnikani. Z toho také vychazi systém priorit a podprnych opatfeni. Politika podpory cestovniho ruchu je v Ceské republice uplathovéana jak
na narodni Urovni, tak i na Urovni krajd a obci.

ZAKLADNI STRATEGICKA VIZE CESTOVNIHO RUCHU PRO OBDOBI 2014 - 2020

—

Atraktivnost Rozvoj Znalosti

DESTINACE CESKA REPUBLIKA - JEDNICKA V SRDCI EVROPY

Konkurenceschopnost Kooperace EIES

" Cestovni ruch zde sice nenf explicitné uveden mezi strategickymi iniciativami a prioritami, ale vazby na problémy a potencidl cestovniho ruchu se objevuiji
prarezové v celém dokumentu.
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Strategicka vize cestovniho ruchu pro obdobi 2014 - 2020 predstavuje Ceskou republiku jako destinaci:

>>>
>>>
>>>
>>>
>>>
>>>
>>>

s vysoce pozitivni mezindrodni image

majici kvalitni a atraktivni turistické produkty a programy

nabizejici kvalitni sluzby s pfijemnou a vzdélanou obsluhou

nabizejici zajimavé kulturné-historické zazitky, sportovni vyziti, atraktivni pfirodni zajimavosti
nabizejici bezpecné proziti dovolené domacich a zahranicnich navstévnikd

s bézné aplikovanymi principy udrzitelného rozvoje v praxi

nabizejici zajimavé pracovni pfilezitosti v cestovnim ruchu

Globalni cil Koncepce

Pri formulovani globéiniho cile Koncepce vychazime z toho, Ze moderni politika cestovniho ruchu by méla usilovat o:

>>>
>>>

>>>
>>>
>>>

rst konkurenceschopnosti cestovniho ruchu Ceské republiky v evropském prostoru a kontextu

udrzeni relativniho ekonomického postaveni cestovniho ruchu v narodnim hospodarstvi (tvorba HDP, zaméstnanost predevsim v malém
a stfednim podnikani)

odstrafiovani regionalnich disparit zejména v hospodaisky slabych problémovych regionech

podporu vyuzivani kulturniho a pfirodniho dédictvi pro rozvoj cestovniho ruchu, avsak s garancemi zachovani jejich kvality

posileni role cestovniho ruchu v hospodarské a sektorovych politikach statu, vcetné posileni monitoringu, vyhodnocovani a odstranova-
ni negativnich vlivd vzniklych cestovnim ruchem na pfirodni i socio-kulturni prostfedi a vefejné zdravi

Globalnim cilem Koncepce je zvyseni konkurenceschopnosti celého odvétvi cestovniho ruchu na narodni i regionalni urovni
a udrzeni jeho ekonomické vykonnosti jako dlsledek dosazeni rovnovdhy mezi ekonomickym, socio-kulturnim, environmental-
nim a regionalnim rozvojem.

Cestou ke zvyseni konkurenceschopnosti celého odvétvi cestovniho ruchu je pinéni nasledujicich strategickych cil Koncepce:

>>>
>>>
>>>
>>>
>>>

>>>

posilovani kvality nabidky cestovniho ruchu vcetné kultivace podnikatelského prostiedi

vybudovani struktury a kultivace instituci, které efektivné implementuji politiku cestovniho ruchu

zvyseni kvality lidskych zdrojd jako klicového faktoru inovacnich procest

zlepSeni pfistupu poskytovatell sluzeb na trhy cestovniho ruchu

v souladu se zdsadami udrzitelného rozvoje, intenzivnéjsi vyuzivani efektivnich nastrojd a inovaci v oblasti fizeni a marketingu destinaci
cestovniho ruchu

posileni role cestovniho ruchu v hospodarské a sektorovych politikach statu

Mira plnéni globalnich cild Koncepce bude sledovéna prostrednictvim nasledujicich indikatord:

Kontextové indikatory Koncepce:

>>>
>>>
>>>
>>>
>>>
>>>
>>>
>>>
>>>
>>>

Pocet pfenocovéani domacich navstévnikd v HUZ v Ceské republice

Pocet pfenocovani zahrani¢nich navstévnikd v HUZ v Ceské republice
Vytizenost [tzek

Hodnota indexu konkurenceschopnosti cestovniho ruchu v CR dle WEF
Pocet zaméstnanych osob v cestovnim ruchu v CR (pfepocet na plny tvazek)
Hruby doméci produkt cestovniho ruchu

Spotfeba prijezdového cestovniho ruchu v CR

Spotfeba domaciho cestovniho ruchu v CR

Devizové pFijmy z cestovniho ruchu v CR

Podil devizovych pfijmU z cestovniho ruchu na HDP v %
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7 Vychodiska k navrhu priorit a opatreni

Stanoveni priorit a opatfeni je dano formulaci globalniho cile a na néj navézanych dilcich strategickych cild. Zakladnim leitmotivem névrhu
je posilovani konkurenceschopnosti odvétvi cestovniho ruchu. Konkurenceschopnost je dle mnozstvi odbornych studif a stati determinovana
fadou faktord, které Ize strukturovat nasledovné: kvalita nabidky, flexibilni a vzdélané lidské zdroje, kvalitni uspofadani a funkce instituci

v cestovnim ruchu a efektivni destinacni fizeni a marketing. Tento pohled neni novy, ale stale platny, ovéfeny desetiletimi rozvoje cestovniho
ruchu. Na tyto faktory konkurenceschopnosti mifi navrzené priority a opatfeni Koncepce statni politiky cestovniho ruchu.

Schéma ¢. 1: Schéma vazeb mezi navrZzenymi prioritami a opatfenimi Koncepce a faktory konkurenceschopnosti

FAKTORY KONKURENCESCHOPONOSTI DESTINACI CESTOVNIHO RUCHU

.
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Kvalita nabidky Lidské zdroje ruchu/usporadani management
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Priorita 1 Priorita 2 Priorita 3 Priorita 4
Politika cestovniho
ruchu a ekonomicky

rozvoj

Zkvalitnéni nabidky Management Destinacni

(@3 cestovniho ruchu marketing

Zakladem konkurenceschopnosti destinaci cestovniho ruchu je atraktivni a jedine¢na nabidka cestovniho ruchu. Aby se nabidka dostala
na trh k potencialnim spotfebitelim, je nezbytné neustale zkvalithovat podnikatelské prostfedi, které bude generovat konkurenceschopné
produkty cestovniho ruchu. Jejich jedine¢nost a nenapodobitelnost je dana schopnosti setrné vyuzit primdarni potencial destinaci, tedy jejich
prirodni a kulturné-historické pfedpoklady. To vse musi byt doplnéno funk¢ni a kvalitni infrastrukturou a doprovazeno kvalitnimi sluzbami

a spolecenskymi aktivitami.

Nestaci ale pouze vytvaret kvalitni nabidku. Ta je nyni ve vétsiné vyspélého svéta standardem. Diferenciace destinaci dnes probiha na poli
efektivniho oslovovani vybranych segmentti populace prostfednictvim marketingovych aktivit. Promyslené marketingové strategie desti-
naci a schopnost je realizovat rozhoduji o Uspéchu ¢ nedspéchu nabidky na trhu. Rist konkurence a jeji aktivita, ¢i stale pestrejsi nabidka
mozZnosti traveni volného ¢asu, vyznam tohoto opatfeni jesté posiluji. Tvorba produktl cestovniho ruchu a jejich marketing v tomto kontextu
musi stat jednak na aktivnim vyuzivani modernich informacnich technologii, a jesté vyznamnéji na kooperaci a spolupraci turistickych regiond
a oblasti.
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Cely postup pfipravy a tvorby turistickych programt a produktt je dilezité podpofit existenci (zakladanim) nezbytné organizacni struktu-

ry cestovniho ruchu, resp. destina¢niho managementu, a to jak na narodni, tak na regiondlini, resp. oblastni Urovni (sdruzeni podnikatell

a verejné spravy, poskytovani informaci — mistni i regionalni TIC, ¢innost destina¢niho managementu, statistika cestovniho ruchu, apod.).
Nezbytnou podminkou je zarover zuslechtovani lidského potencidlu a odpovidajici vyzkum v Siroké a komplexni problematice cestovniho
ruchu. Konecné poslednim pilitem je koncepcni rozvoj politiky cestovniho ruchu v rdmci hospodaiské a regionalni politiky, tedy politika
cestovniho ruchu a ekonomicky rozvoj jako priorita 4, pfi Uzké propojenosti a koordinaci statni a regionélnich politik cestovniho ruchu.
Soucasti priority je zkvalitnéni fungovani spravnich organd a krizového managementu v oblasti cestovniho ruchu v CR.

Popsanymi prioritami a opafenimi prirezové prostupuiji prvky (kvalita, znalosti, inovace, udrzitelnost), které maji akcelerovat a zefektivnit napl-
novani cild. Tyto prvky jsou zasadnimi parametry pro realizaci politiky cestovniho ruchu. Zaroveri se vzajemné ovliviuji a ptsobi na procesy
v cestovnim ruchu synergicky.

Kvalitou je v Koncepci myslena uzitnd hodnota pro spotfebitele. Pfedstavuje miru schopnosti destinace uspokoijit naroky a ocekavani jejich
navstévnikl. ZvySovani kvality neni pouze o vyssim standardu sluzeb, ale o poskytovani takovych sluzeb, které se co nejvice blizi o¢ekdvanému
charakteru sluzby ve vazbé na pozadovanou cenu. Kvalita nenf soucasti pouze prvni priority zamérené na nabidku. Kvalita se musi prosazovat
i v fidicich a operacnich ¢innostech i ve schopnostech lidskych zdrojd.

Realizace jednotlivych aktivit musi byt zaloZzena na znalostech. Znalosti totiz pfinasi destinacim konkuren¢ni vyhodu. Diky vzdélani a vyzku-
mu jsou aktéri v cestovnim ruchu schopni pfichazet s novymi produkty a Iépe se rozhodovat.

Se znalostmi Uzce souvisi pojem inovaci. Pfedpokladem inovace nabidky i procest v cestovnim ruchu (v rdmci destinacniho managementu
a marketingu) je totiz schopnost nabyté znalosti promitnout do konkrétnich aktivit a uspét s nimi na trhu.

Poslednim atributem vsech névrh je jejich udrzitelnost. Cestovni ruch je v tomto smyslu ponékud specifickym odvétvim. Ma celou fadu
jak pozitivnich, tak negativnich efektd, které se mohou pfi nerespektovani principt udrzitelného rozvoje nekontrolovatelné a nerovnovazné
projevovat. Z pohledu socio-kulturnich a environmentalnich dopadt je zde problém tzv. turistické pasti, tedy vlastnosti cestovniho ruchu
degradovat svymi aktivitami svUj vlastni kapital (atraktivitu destinace pro navstévniky). Udrzitelnost v ekonomickém, environmentélnim i so-
cidlnim smyslu musi byt paradigmatem vsech strategif a aktivit odvétvi cestovniho ruchu. Na tuto skute¢nost musi umét politika cestovniho
ruchu reagovat.

Cile Koncepce

Posilovani kvality nabidky Vybudovani struktury instituci, Zlepseni pfistupu Posileni role cestovniho ruchu

cestovniho ruchu vcetné které efektivné implementuji poskytovatelt sluzeb v hospodéiské

kultivace podnikatelského politiku cestovniho ruchu na trhy cestovniho ruchu a sektorovych politikach statu
prostredi

Zvy3ovani kvality lidskych zdroju

Priority Koncepce

Priorita 1 Priorita 2 Priorita 3 Priorita 4
Zkvalitnéni nabidky Management cestovniho ruchu Destinacni marketing Politika cestovniho ruchu
cestovniho ruchu a ekonomicky rozvoj
Opatreni Koncepce
1.1 Zkvalitnovani podnikatelského 2.1 Podpora cinnosti 3.1 Marketingova podpora 4.1 Politika cestovniho ruchu jako
prostredi v cestovnim ruchu destinacnich spole¢nosti doméciho a pfijezdového soucast hospodarské
cestovniho ruchu a regiondlni politiky
1.2 Vystavba a modernizace zakladni 2.2 Posilenf a inovace fizeni 3.2 Tvorba a marketing narodnich 4.2 Statistika a vyzkum
a doprovodné infrastruktury destinace a regionalnich produktt v cestovnim ruchu
cestovniho ruchu cestovniho ruchu
1.3 Zkvalitnéni nabidky sluzeb 2.3 Rozvoj lidskych zdrojd 3.3 Marketingové informace 4.3. Krizové fizeni a bezpecnost

cestovniho ruchu

1.4 Zkvalitnéni nabidky primarniho
potencidlu cestovniho ruchu
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PRIORITA 1: ZKVALITNENI NABIDKY CESTOVNIHO RUCHU
Motto: Nabidka - Kvalita - Spokojenost

Hlavni cile a zdméry priority:

>>>  zkvalithovat podminky podnikatelského prostredi v cestovnim ruchu

>>>  zkvalitrovat nabidku zakladni a doprovodné infrastruktury cestovniho ruchu

>>> zkvalitiiovat doprovodné sluzby cestovniho ruchu

>>>  zkvalithovat nabidku pfirodniho a kulturné-historického potencialu cestovniho ruchu

Vychodiska

Kvalitni nabidka je zakladnim predpokladem tspésného rozvoje cestovniho ruchu. Nabidku v cestovnim ruchu vytvareji hlavné podnikatelské
subjekty, nicméné je vyznamné doplrovana vefejnymi statky a sluzbami. Tento fakt determinuje jak celkovou filozofii nastaveni opatreni, tak
jeji vécnou strukturu. Kvalita nabidky totiz zavisi na kvalité prostiedi, ve kterém vznika. Kvalita podnikatelského prostred i kvalita verejnych
instituci a jejich ¢innosti vytvari celkovy rémec nabidky cestovniho ruchu v CR.

Moznosti statu pfimo ovliviiovat podnikatelskou ¢innost jsou minimalni. Ma se proto soustredit na nastaveni zékladnich mantinelt hospodar-
ské soutéze a odstrafiovani trznich distorzi a selhani. Tomu vSak minuld politika cestovniho ruchu pfilis neprispéla. Ba pfimo naopak. Dotacni
politika realizovand hlavné prostrednictvim strukturalnich fondd narusila trzni prostredi a pfinesla mnoho problému. | proto tato Koncepce
prichdzi se snahou podporu cestovniho ruchu zprihlednit a zefektivnit.

Predné opousti model dotaci pouzitych na Cisté komercni aktivity typu podpory vystavby ubytovacich zatizeni (a vybranych sportovné-rekre-
acnich objektt) a zavadi model zvyhodnéného tvérového financovani podnikatelskych investic. Toto feseni nejen vycisti trh (snizi poptavku
po podpore, zvysi tlak na ekonomickou smysluplnost projektd), ale je také v souladu s modernimi pfistupy k podpore MSP.

Odvétvi cestovniho ruchu je typické vysokym zastoupenim malych a stfednich podnikateld. Tyto skupiny podnikateld trpi oproti svym vétsim
konkurentdim celou fadou nevyhod (dostupnost trhd, nedostatek informaci a znalosti, dostupnost Gvérd, atd.), které se snazi stat podporou
MSP eliminovat. | proto Koncepce prichazi se sadou nastroju, které maji soukromé sfére jeji podnikani usnadnit.

Mimo podnikatelské prostredi je pozornost vénovana i kvalité verejné infrastruktury cestovniho ruchu, kterd je dnes, pfedevsim ve srovnanf
s nejblizsimi konkurenty, i pfes dosavadni investice, na nedostatecné trovni. Celkové vsak Koncepce pristupuje ke zméné orientace od ,téz-
kych” infrastrukturnich projektd k projektdm mékkym, zaméfenym na organizaci cestovniho ruchu, lidské zdroje a marketing.

o atraktivni interpretaci kulturnich a pfirodnich hodnot prostredi, ve kterém je sluzba nabizena. Kvalita dnes sama osobé nestaci, dnesni
zakaznik zada nadstavbu v podobé zazitku.

Problémy
Priorita reaguje na nasledujici zakladni problémy:
>>>  vysokd nakladnost realizace infrastrukturnich projektt cestovniho ruchu
— dosavadni dotacni systém podpory infrastrukturnich projektd cestovniho ruchu je zbytec¢né nakladny, jeho efekty jsou obtizné méri-
telné
— postorova lokalizace projektt nesmérovala vzdy efektivné do stredisek cestovniho ruchu regionalniho a nadregionalniho vyznamu,
vystavba na ,zelené louce” nemuze byt smyslem dotacni podpory, hlavnim cilem musi byt dovybavovéni stavajicich stredisek
>>> narusovani konkurence v podnikatelském prostredi v cestovnim ruchu
— stdvajici dotacni systém projektt ma celou fadu nedostatkd, predevsim narusuje konkurenéni prostredi v podnikani v cestovnim
ruchu
>>> malé podpora poradenstvi a velmi malo dostupnych informaci pro MSP v cestovnim ruchu z narodni i regionalni Urovné

Cestou ke zlepseni je:

>>> zavedeni systému zvyhodnénych uvérd pro infrastrukturni projekty v cestovnim ruchu

>>> pfijeti zdkona o podpore rozvoje cestovniho ruchu

>>> snizeni relativnich dotacnich kvot podpory projektd

>>> zavedeni poradnich stfedisek pro MSP v cestovnim ruchu ve spolupraci s hospodérskymi komorami
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Opatieni 1.1: Zkvalitiovani podnikatelského prostredi v cestovnim ruchu

Strucny popis vychozi situace

Podnikatelské prostredi a jeho kultivace je a bude dlouhodobou prioritou kazdé ekonomicky zamérené strategie. V souc¢asném obdobi byla
problematika podnikatelského prostredi zizena na iniciaci investi¢ni aktivity za pomoci dota¢nich nastroji. Sméfovala tedy spise ke kvantita-
tivnim cilm. Dlouhodoby a zakladni problém MSP v dostupnosti volného kapitalu byl fesen vybérovou alokaci dotaci na rozvojové projekty.
To vedlo jednak k naruseni trznich vztaht mezi podnikateli, ale také k faktickému uzavreni dalSich moznosti financovani. Dostupnost ban-
kovnich uvéra se prilis nezlepsila. Bankovni sektor nadéle cestovni ruch povazuje za rizikovy, problémem je také garance Uvér( u zacinajicich
podnikatelt bez kapitalového zdzemi. Tyto problémy fesi Koncepce hlavné zménou systému (projevuje se odlisSnou implementaci) a nasaze-
nim novych nastrojt (zvyhodnénych Gveéra).

Vlastni opatfenf se soustfedi na v minulosti opomijeny problém informacniho a znalostniho deficitu MSP. Jde hlavné o aktivity, které majf
zlepsit pristup na trhy — informace o zméndch trzniho prostredi, poradenstvi o moznostech podpory, konzultace projektovych zamérd,
iniciace inovaci, apod. Konkrétni opatreni budou realizovany také s ohledem na aktualni Koncepci podpory malych a stfednich podnikateld.
Komplementdrné s opatifenim 2.3 bude nezbytnym néstrojem zkvalitriovani podnikatelského prostiedi komplexni systém dalsiho profesniho
vzdélavan.

V legislativni oblasti mtze prispét k napliovani nejen tohoto opatreni Koncepce prosazeni Zékona o podpofre rozvoje cestovniho ruchu, ktery
mimo jiné mUze aktivovat smysluplnou spolupraci mezi podnikateli a ostatnimi aktéry cestovniho ruchu v destinaci. S tim souvisi i ddkladné
posuzovani dopadud souvisejicich legislativnich predpist na odvétvi cestovniho ruchu.

Soucasné je urcitym problémem podnikatelského sektoru neurceni mist soustfedéného turistického ruchu pfi vybirani mistnich poplatkd
za rekreacni pobyty (viz Zakon ¢ 565/1990 Sb., o mistnich poplatcich, ve znéni pozdéjsich predpist). Stanovent, resp. ZpUsob jejich vymezeni
a aktualizace by méla byt realizovdna v tomto opatreni.

V neposledni fadé je zde fesena problematika prdvodcovskych sluzeb a regulace jejich ¢innosti.

Aktivity napliujici opatreni (podrobnéji viz priloha)

>>> Vytvoreni Kompetencnich center pro podporu MSP v cestovnim ruchu

>>> Informacni portél o vyvoji a tendencich domdaci a zahraniéni turistické poptavky
>>> Stanoveni mist soustredéného turistického ruchu v dikci zakona & 565/1990 Sb.
>>> Kultivace prostredi v oblasti privodcovské c¢innosti

Garant opatreni Realizator opatreni Cilové skupiny opatieni
MMR ve spolupraci s MPO, MMR, MPO, MF, kraje, HI. m. Praha, MSP v cestovnim ruchu,
MF, kraji a HI. m. Prahou HK, destinacni spolecnosti, subjekty vefejné spravy, NNO

profesni asociace, CzechTourism

Vyuzitelné nastroje
>>> Legislativni nastroje
>>> Ucelové dotace

Opatieni 1.2: Vystavba a modernizace zakladni a doprovodné infrastruktury cestovniho ruchu

Strucny popis vychozi situace

Zékladni a doprovodna infrastruktura cestovniho ruchu predstavuje sekundérni potencial rozvoje cestovniho ruchu, bez jehoz existence nenf
efektivni rozvoj viibec mozny. V pripadé zékladni (ubytovaci) infrastruktury je kladen dtiraz na rést kvality (struktura pokojd, vybavenost, sluz-
by, zelené investice apod.) a vzajemnou propojenost této infrastruktury s ostatni nabidkou. Vefejna podpora by pak méla smérovat predevsim
na dovybavovani stredisek verejné potfebnou doprovodnou turistickou infrastrukturou (sportovné-rekreac¢ni infrastrukturou véetné infra-
struktury pro rozvoj rekreacni plavby), resp. zkvalitnéni dopravni dostupnosti turistickych destinaci. Soucasti opatfenf je i podpora zakladni

a doprovodné infrastruktury pro cilové skupiny se zvlastnimi potfebami (napf. seniofi, handicapovani, rodiny s détmi).

Vytvareni Uzemnich podminek pro rozvoj cestovniho ruchu je zajistovdno zejména nastroji Uzemniho planovani. Vystavba a modernizace
infrastruktury cestovniho ruchu proto musi byt v souladu s tzemné planovaci dokumentaci krajd a obci.

Specifickd pozornost musi byt vénovéna podpote zékladni infrastruktury ve venkovskych oblastech CR, a to hlavng v souvislosti s revitalizacf
venkovskych brownfields a diverzifikaci ekonomickych aktivit.
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Soucasny systém dotacni podpory se pfilis neosvédcil, hlavné z divodu narusovani konkuren¢niho prostredi. Soucasti navrhu je proto zavede-
ni podpory prostfednictvim zvyhodnénych Gvérd.

Budovani turistické infrastruktury s sebou nese i rizika poskozovani Zivotniho prostredi. Proto je nutné pfi jejim budovani respektovat prirodni
a kulturni hodnoty tzemi.

Aktivity naplnujici opatreni (podrobnéji viz pfiloha)

>>> ZvysSovani standardu ubytovacich zarizeni

>>> Dovybaveni stredisek cestovniho ruchu vybranou doprovodnou turistickou infrastrukturou (sportovné-rekreacni, kulturné-
-rekreacni, zdravotné-rekreacni)

>>> Budovani stredisek venkovské turistiky

>>> Zkvalitriovani dopravni dostupnosti turistickych destinaci

>>> Podpora infrastruktury pro rozvoj nemotorové dopravy

Garant opatreni Realizator opatreni Cilové skupiny opatieni
MMR ve spolupréci s MD, MZe, MMR, MD, MZe, kraje, obce, MSP v cestovnim ruchu,
kraji a HI. m. Prahou HI. m. Praha, SFDI, bankovni instituce subjekty verejného sektoru, NNO

Vyuzitelné nastroje
>>>  Zvyhodnéné Uvéry
>>> Ucelové dotace

Opatieni 1.3: Zkvalitnéni nabidky sluzeb cestovniho ruchu

Strucny popis vychozi situace
Zékladnim cilem opatfeni je zlep3eni nabidky sluzeb cestovniho ruchu s vyssi pfidanou hodnotou.

Systémové feseni kvality sluzeb se doposud soustfedilo na feseni pouze technickych predpokladd kvality, jejichZ cilem je na zakladé kritérif
provést certifikaci zafizenf a sluzeb cestovniho ruchu a prispét ke zlepsenf orientace zdkaznikd. Profesnimi sdruzenimi byly ve spolupréci

s vefejnym sektorem postupné vypracovany mezinarodné srovnatelné jednotné oborové technické standardy/normy, které vsak nejsou pro
provozovatele sluzeb zavazné. Dobrovolnost technickych standardt vede v ceském prostredi k jejich nedostatecnému akceptovani ze strany
poskytovatelt sluzeb, kdy pres finanéni podporu z vefejného sektoru je mira zapojenf téchto poskytovatelt nizka.

Do budoucna je nezbytné pracovat na zkvalitriovani jednotlivych technickych standard(. Redeni pak musime hledat v jejich jasné definova-
nych pfinosech pro podnikatelské subjekty a v motivacnich programech. Cilovym fesenim je ve spolupraci s profesnimi sdruzenimi na narodni
Urovni postupné zavadeéni povinné celostatni kategorizace a klasifikace v riznych segmentech cestovniho ruchu.

Resenim je podpora zavadéni modernich metod Fizeni kvality, a to jak na Urovni jednotlivych subjektd, tak i destinaci cestovniho ruchu (viz
opatreni. 2.2). Systémovym opatfenim statni politiky cestovniho ruchu je dobudovénf a dal3i rozvoj Ceského systému kvality sluZeb jako
nastroje prispivajiciho ke zvysovani kvality sluzeb v Ceské republice, jeZ se stane v souladu se schvalenou Narodni strategif kvality soucasti
programu Ceska kvalita.

Vyznamnou oblasti tohoto opatrent je také tvorba a dalsi rozvoj produktovych certifikacnich systému. Vyznamnym inovac¢nim prvkem tohoto
opatreni je také dalsi budovani dopravnich navadécich a informacnich systéma v turistickych destinacich.

Aktivity naplnujici opatreni (podrobnéji viz priloha)

>>> Tvorba a dalsi rozvoj oborovych technickych standardd véetné tvorby ceskych technickych norem ve vybranych segmentech
cestovniho ruchu s cilem postupného zavedeni povinné celostatni kategorizace a klasifikace v rdznych segmentech cestov-
niho ruchu

>>> Dalsi rozvoj Ceského systému kvality sluZeb jako systémového néstroje zvysovani kvality sluZeb pro subjekty cestovniho
ruchu

>>> Podpora a rozvoj specifickych produktovych certifikacnich systému

>>> Podpora a rozvoj dopravnich navadécich a informacnich systému v turistickych destinacich

Garant opatreni Realizatofi opatreni Cilové skupiny opatieni
MMR ve spolupréci s MPO MMR, MPO, MZP, MD, kraje, HI. m. Praha, MSP v cestovnim ruchu,
CzechTourism, profesni asociace Destinace cestovniho ruchu
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Vyuzitelné nastroje
>>> Cesky systém kvality sluzeb
>>> Ucelové dotace

Opatieni 1.4: Zkvalitnéni nabidky primarniho potencialu cestovniho ruchu (zkvalitnéni vyuzivani pfirodnich a kul-
turné-historickych atraktivit pro cestovni ruch)

Strucny popis vychozi situace

Opatreni podobného charakteru — vyuziti kulturné-historického a pfirodniho dédictvi pro cestovni ruch - bylo uvedeno jiz v minulych Koncep-
cich. Teprve vsak s pomoci Evropskych fondt (hlavné prostfednictvim program( IOP a ROP) bylo v letech 2008-2012 dosazeno vyznamného
pokroku v podpore této nejcennéjsi ¢asti nabidky cestovniho ruchu, predevsim v oblasti kulturné-historickych pamatek. Do zkvalitnéni vyuZiti
prirodnich atraktivit pro cestovni ruch viak zatim bylo investovano z vefejnych zdrojd jen velmi malo. Navic pfirodni zdroje jsou v indexu

T&T Competitiveness (publikovany WEF) pro CR nejhdre hodnocenym indikatorem.

Hlavnim cilem opatfenf je vyrazné zkvalitnit v letech 2014-2020 vyuziti pfirodnich a kulturné-historickych atraktivit a pamatek pro cestovni
ruch, predevsim pak pamatek UNESCO a jejich zazemi a dédictvi Zivé i nezivé prirody.

Aktivity naplnujici opatreni (podrobnéji viz priloha)

>>> Podpora rekonstrukce nejvyznamnéjsich kulturné-historickych a technickych pamatek vyuzivanych pro cestovni ruch
>>> Zpfistupriovani a interpretace atraktivniho pfirodniho a kulturnich dédictvi CR pro rozvoj cestovniho ruchu

>>> Podpora narodnich geoparkd, resp. geoparké UNESCO

Garant opatreni Realizatofi opatieni Cilové skupiny opatieni
MMR ve spolupraci s MK, MZP, Verejny a podnikatelsky sektor, Ucastnici cestovniho ruchu
kraji a HI. m. Prahou mésta a obce, neziskové organizace

a zajmova sdruzenf
Vyuzitelné nastroje

>>> Ucelové dotace
>>> Zvyhodnéné Uvéry
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PRIORITA 2: MANAGEMENT CESTOVNIHO RUCHU
Motto: Spoluprace - znalosti — udrzitelnost

Hlavni cile a zdméry priority:

>>> vybudovat systém organizace (uspofadani) cestovniho ruchu v CR jako platformu pro spolupraci mezi aktéry cestovniho ruchu
>>> posilit vyuzivani efektivnich néstrojd a inovaci v oblasti fizeni destinace

>>>  zintenzivnit rozvoj cestovniho ruchu v souladu se zasadami udrzitelnosti

>>>  zkvalitnit rozvoj lidského potencidlu a podporu znalosti z oblasti cestovniho ruchu

Vychodiska

Ani jedna z dosavadnich koncepci statni politiky cestovniho ruchu nedokézala vytvorit vhodné podminky pro fungovani spole¢nosti uplatriuiji-
cich destina¢ni management jakozto nejvyspélejsi formu fizenf destinace (regionu). PfestozZe bylo snahou vsech dosavadnich koncepcf vytvorit
organizacni strukturu cestovniho ruchu, v praxi vznikaly tyto spolecnosti velice Zivelné a dosud narazeji na absenci jakéhokoli systému, ktery
by udaval ramec pro jejich zfizeni a zarucoval by stabilitu jejich provozu a ¢innosti. V Ceské republice je kli¢covym ¢lankem zakladajicim tyto
spolec¢nosti vefejny sektor. Ten ma vsak diky neexistujicimu systému zna¢nou moznost zasahovat do jejich ¢innosti, ¢imz narusuje jejich
autonomii pfi rozhodovdni a ovliviiuje i jejich samotné fungovani. Prikladem nejistoty a nestability podminek je nové volebni obdobf a s tim
spojeny prichod nové garnitury. V praxi se najde nejedna destinacni spole¢nost, ktera zanikla ¢i byla transformovana pravé diky témto skutec-
nostem.

Slabou strankou politiky cestovniho ruchu je skutecnost, ze nevyuziva dostatecné vsech nastrojd, které by mohla mit k dispozici. Takovym
prikladem je institucionalni nastroj politiky cestovniho ruchu v podobé destinacnich spole¢nosti, které jak na lokalni, tak predevsim také na re-
gionalni trovni mohou mnohem efektivnéji napomoci ke komplexnimu rozvoji cestovniho ruchu v destinaci. Tuto skute¢nost dokazuji cetné
studie z alpskych regiond.

Vzhledem k tomu, Ze cestovni ruch je predevsim o lidech, a samotné fizeni destinace (turistického regionu) je o fizenf lidi, respektive o ko-
operaci, koordinaci a komunikaci s lidmi, je zcela na misté vénovat velkou podporu zejména dalsimu vzdélavani v oblasti cestovniho ruchu.
Duraz na rozvoj lidského potencialu (transfer znalosti) je dan i ze strany Evropské unie, kterd obecné podporuje zaméstnanost a s tim spojené
vzdélavani. Velky ddraz je také kladen na partnerstvi, tedy spolupraci vefejného a soukromého sektoru.'

Management cestovniho ruchu (destina¢ni management) je zaloZzen na partnerstvi, které vychazi ze vzajemné dtvéry mezi partnery (aktéry
cestovniho ruchu). Vybudovani vzajemné divéry vyzaduje urcity cas. Viyzkumy'3 zarover potvrzuji, ze ziskat dobrého partnera na spolupraci
je tézké. Tento handicap brzdici rozvoj cestovniho ruchu v destinacich je do urcité miry dan chybéjicimi dlouhodobymi zkuSenostmi, ale také
chybéjici organizaci (usporadanim) cestovniho ruchu, ktera by jasné stanovila vazby (postaveni) a kompetence aktérd cestovniho ruchu podi-
lejicich se na fizeni destinace. Viytvorend organizacni struktura cestovniho ruchu by navic usnadnila cinnost destina¢nim spole¢nostem, jejichz
destinace prekracuje hranice dvou a vice krajd.

Neméné aktudlnim tématem je koncept udrzitelnosti, ktery je vyznamné prosazovan Evropskou unii'*. Samotna udrzitelnost a jeji disledné
naplnhovani, alespon v podobé pravidelného monitoringu vyuZzivanych zdrojd, je destina¢nimi spole¢nostmi reflektovana minimalné. Pricinou
jsou nedostatecné persondlni i finan¢ni kapacity pro vykon téchto cinnosti.

Informace v cestovnim ruchu hraji klicovou roli a jejich ziskavani, zpracovani, uchovavani vyzaduje znacené Usili. Navic stale se zlep3uijici infor-
macni a komunikacni technologie nemusi byt vzdy dobre dostupné.

Problémy
Priorita tedy reaguje na nésledujici dva zédkladni problémy:
>>> nizkd efektivita fizenf destinacf
— neni ustanoven systém organizace (usporadani) cestovniho ruchu
— nejsou vymezeny kompetence a pravomoci klicovych aktérd cestovniho ruchu, zejména vztah verejny sektor (MMR, kraje, regiony
a obce, CzechTourism) a destina¢ni spolecnosti, ¢imz dochazi k nekoordinované ¢innosti
— nekoordinovana cinnost vede k duplicitdm a tim k plytvani financnich ale i lidskych zdrojd
— vysoka zavislost na politickém rozhodovani (viz volebni obdobi)
— minimalni vyuzivani nastrojd posilujicich konkurenceschopnost a udrzitelnost cestovniho ruchu v destinaci

12 Viz naptiklad Stanovisko EHSV k Politice cestovniho ruchu a spolupréce vefejnych a soukromych sektor( (2005).

13 (Holesinska, 2010)

4 Politikou cestovniho ruchu rozumime veskera kritéria, cile a nastroje schopné dovést cestovni ruch v Evropé na uspokojivou trover konkurenceschopnosti, vytva-
feni bohatstvi a udrzitelnosti. (Stanovisko EHSV Politika cestovniho ruchu v rozsifeni EU, 2005)
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>>> absence kvalitniho dalsiho vzdélavani v oblasti cestovniho ruchu
— vzdélavaci programy (kurzy) pofadajf instituce, které nemajf jako svoji hlavni ¢innost vzdélavani
— podpora v oblasti daldiho vzdélavani je rozdélovana nesystematicky a bez jasnych kritérif
— ucebni materidly jsou tvofeny rdznymi subjekty, které ¢asto ani nepatfi mezi vzdélavaci instituce. U¢ebni materidly jsou ¢asto vytvore-
ny bez spoluprace se zastupci profesni vefejnosti, nereflektuji tak moderni trendy a pozadavky trhu prace. Materidly jsou nejednotné
a maji rozdilnou kvalitu. NemUze tak byt zarucena odbornost a kvalita dalstho vzdélavani.

Cestou ke zlepseni je:

>>> pfijeti zékona o podpore rozvoje cestovniho ruchu - vybudovani systému organizace (usporadani) cestovniho ruchu véetné Upravy kom-
petenci

>>> implementovat nastroje posilujici konkurenceschopnost destinace, tj. zavadéni informacnich a komunikacnich technologif (systém
fizeni destinace - DMS)

>>> implementovat nastroje posilujici udrzitelny rozvoj cestovniho ruchu (navstévnicky management, monitoring)

>>>  zkvalitnit zejména dalsi vzdélavani v cestovnim ruchu

Opatieni 2.1: Podpora cinnosti destinac¢nich spole¢nosti

Strucny popis vychozi situace

Ceska republika neméa vybudovanou pevnou organiza¢ni strukturu cestovniho ruchu, coz vede z dlouhodobého hlediska k neefektivnimu
rozvoji destinaci. PfestozZe aktéfi cestovniho ruchu v destinaci citf tlak a potfebu sdruzovat se a zakladat instituce posilujici rozvoj cestovniho
ruchu v destinaci, narazeji na nedostatek v metodické pomoci (pfipadné i v nevzdélanosti) — nejsou jednoznacné vymezeny vazby a kompe-
tence. V praxi narazeji na legislativni problémy, které politika cestovniho ruchu nefesi, jako je zptsob financovéni destina¢nich spolecnosti
nebo vhodna pravni forma pro partnerstvi vefejného a soukromého sektoru v cestovnim ruchu. Nevhodné zvolena pravni forma totiz mtze
podnikatelské prostfedi deformovat.

Realizaci tohoto opatteni by tedy méla byt stanovena pravidla pro zakladani a fungovani destinacnich spolec¢nosti na jednotlivych prostoro-
vych urovnich a kompetence jednotlivych subjektt v organizaci (uspofadani) cestovniho ruchu. Timto zptsobem bude zamezeno duplicitdm
v ¢innostech. Posilena bude déle ucelenost a provazanost strategického rozvoje cestovniho ruchu v destinaci, tj. povinnost destina¢nich
spolec¢nosti vytvéret strategické dokumenty jako klicového néstroje rozvoje. Identifikovany budou vertikdlni a horizontaIni vazby nutné pro
efektivni spolupraci (dllezité zejména u destinaci, které presahuji administrativni hranice vice krajd).

Zakladem fizenf destinace je partnerstvi vychazejici ze vzajemné spolupréace. V Ceské republice se v oblasti cestovniho ruchu projevuje nedo-
statecna spoluprace verejného a soukromého sektoru, ktera brzdi jeho efektivni rozvoj. Vzajemna spolupréace zvysuje ucinnost prijatych opat-
feni v destinaci. Spoluprace musi mit konkrétné kvantitativné vymezené cile, které jsou relevantni pro vsechny zicastnéné strany partnerstvi.
Zaroven musi byt dodrzena proporcionalita odpovédnosti a rozsahu tkolu a pro sledovani dosazeného cile spoluprace je nezbytny monitoring
vysledkd.

Vysledkem pak nebudou pouze spolecné projekty v podobé uspofadané akce ¢i vytvorenych propagacnich materiald, ale predevsim v podobé
aktivni (strategické) spoluprace, ktera posiluje vzajemnou ddvéru a tim samotné partnerstvi mezi zapojenymi subjekty. Projekty posilujici
mezinarodni spolupraci by mély byt zaméfeny predevsim na vyménu zkusenosti v oblasti procesu fizeni destinace. Podporovan by mohl byt
zejména benchmarking, jakozto metoda umoznujici prebirat poznatky a zkusenosti od nejlepsich z oboru. Cilem tohoto opatieni je posilit
synergické efekty, které vznikaji vzajemnou spolupraci.

Aktivity napliujici opatreni (podrobnéji viz priloha)
>>> Posileni organizace (usporadani) cestovniho ruchu
>>> Podpora spoluprace mezi aktéry cestovniho ruchu

Garant opatreni Realizatofi opatreni Cilové skupiny opatieni
MMR ve spolupréci s kraji, hl. m. Prahou, MMR, kraje, HI. m. Praha CzechTourism, destina¢ni spole¢nosti
mésty a obcemi

Vyuzitelné nastroje

>>> Ekonomické (Gcelové dotace)
>>> Legislativni (zakon)

>>> Metodickd ¢innost
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Opatieni 2.2: Posileni a inovace fizeni destinace

Struc¢ny popis vychozi situace
Za inovace je povazovano vyuzivani takovych forem fizeni, které inovuji dosavadni zptsob fizeni destinace a celkové vedou k posileni konku-
renceschopnosti destinace (tj. fizenf kvality, fizeni informaci, Fizeni navstévnosti apod.). Patii sem i aplikace poznatkd z vyzkumu do praxe.

Soucasné destinacni spolec¢nosti (organizace cestovniho ruchu) v minimalni mite realizuji strategie v udrzitelném konceptu. Neprovadi se mo-
nitoring udrzitelnosti vzhledem k ¢asové i finan¢ni naro¢nosti. S udrzitelnosti zdrojt je také spojeno Fizeni navstévnosti, které doposud nebylo
automaticky brdno jako soucast strategického fizeni rozvoje destinace.

K dalsim prvkim posilujicich Fizeni destinace patfi management kvality, ktery nemusi byt pouze o zavadéni standardd a certifikaci v rdmci
nabizenych sluzeb a produktt cestovniho ruchu), ale tyka se také zkvalitiovani samotnych procest fizeni.

V dnesni dobé jsou zcela bezkonkurenénim nastrojem informacni a komunikacni technologie. Bohuzel se vsak prevazné vyuzivaji pouze infor-
macni a rezervacni systémy (IRS) smérem k zakaznikovi. Opomiji se spole¢nd integrovand platforma datovych zdrojd s multifunkénim vyuzitim
v oblasti fizeni destinace, resp. pfi strategickém Fizent.

Cilem tohoto opatteni je posilit konkurenceschopnost destinace.

Aktivity naplnujici opatreni (podrobnéji viz priloha)

>>> Zavadéni a realizace managementu kvality

>>> Zavadéni a realizace navstévnického managementu

>>> Vytvoreni manuélu udrzitelného rozvoje cestovniho ruchu
>>> Monitoring a Setfeni udrZitelného rozvoje cestovniho ruchu
>>> Zavadéni novych technologii (inovaci) do rizeni destinace

Garant opatreni Realizatofi opatreni Cilové skupiny opatieni
MMR ve spolupraci s kraji MMR, kraje, Hl. m. Praha, CzechTourism, CzechTourism, destinacni spole¢nosti
a hl. m. Prahou destinacni spole¢nosti

Vyuzitelné nastroje
>>> Ekonomické (Ucelova dotace)
>>> Metodické (manualy)

Opatieni 2.3: Rozvoj lidskych zdroji v cestovnim ruchu

Strucny popis vychozi situace

Lidské zdroje predstavuiji klicovy potencial pfi fizeni destinace. Znalosti, védomosti a zkusenosti pracovnik(i v cestovnim ruchu se pfimo odra-
Zeji na efektivité Fizenf destinace. V soucasné dobé existuje v Ceské republice na desftky vysokych, vys3ich odbornych a stfednich 3kol, které
se zabyvaji pocatecnim vzdéladvanim v oblasti cestovniho ruchu s rozdilnou trovni kvality pedagogu, vzdéldvacich program® a ramcovych
vzdélavacich programt, samotného procesu vzdélavani a Urovné absolventu.

Dalsi vzdélavani je cestou, jak dale rozvijet lidské zdroje v cestovnim ruchu formou ziskavani aktudlnich znalosti a kompetenci pracovnikd

v odvétvi cestovniho ruchu. V minulém obdobf byla proto realizovéna fada projektt zameérenych zejména na dalsi vzdélavani v oblasti cestov-
niho ruchu. Prevézila viak kvantita nad kvalitou. Viysledkem je mala efektivnost soucasnych vzdélavacich programd a projektd. Pricinou je jed-
nak kvalita poskytovatel/lektort kurzl a skoleni a déle také motivace a pfistup cilovych skupin ke vzdélavani. Neni vytvoren systém kontroly
kvalifikace poskytovatelt/lektord kurzt a sSkoleni. V miniméaini mife jsou realizovény kurzy praktickych dovednosti formou staze, vyménnych
pobytd atd. Omezujicim faktorem je i vysoka vytizenost pracovnikd destinacnich spole¢nosti, podnikatelt a dalsich pracovnik, kterd omezuje
moznost Ucasti v procesu dalsiho vzdélavéani. Negativné se zde projevuje také nestabilita financovani celého systému a realizace jen jednora-
zovych dotacnich projektd.

Pozitivni dopad na vzdélavaci systém v oblasti cestovniho ruchu ma zakon ¢. 179/2006 Sb., o uznavani vysledkd dalSiho vzdélavani, dle néhoz
MMR CR vykonava ¢innost autorizujiciho organu i pro oblast gastronomie, hotelnictvi a turismu. Autorizované osoby (fyzické, pravnické

a skoly) mohou ovérovat znalosti a kompetence u adept, ktefi maji zajem ziskat osvédceni o profesni kvalifikaci dokladajici jejich znalosti,
dovednosti a kompetence v dané profesi pro uplatnéni se na trhu prace.
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Pozitivni skute¢nosti v daném sméru byl v roce 2010 v rdmci projektu MSMT s ndzvem Nérodni soustava kvalifikaci 2 (NSK 2) vznik Sektorové
rady pro pohostinstvi, gastronomii a cestovni ruch (déle Rady) sdruzujici zastupce vyznamnych zaméstnavatelt a odborniky z odvétvi cestov-
niho ruchu. V nadchézejicim obdobi se proto musf politika cestovniho ruchu zaméfit na uplatnéni vystupt Rady, tj. zejména revidovanych

a novych profesnich kvalifikaci ve studijnich planech a vzdélavacich programech ve spolupraci s MSMT a MPSV.

Cilem tohoto opatfenf je posilit zaméstnanost v cestovnim ruchu.

Aktivity napliujici opatreni (podrobnéji viz priloha)

>>>
>>>
>>>
>>>

Zvysovani kvality vzdélavacich programu v cestovnim ruchu
Realizace (tvorba) vzdélavacich a skolicich program@ (kurz()
Zvysovani kvalifikace pracovnikl v oblasti cestovniho ruchu
Projekty na podporu vymény zkusenosti

Garant opatreni Realizatofi opatieni
MMR ve spolupraci s MSMT a MPSV MMR, MSMT a MPSV, kraje, CzechTourism,

profesni asociace

Vyuzitelné nastroje

>>>
>>>
>>>

Ekonomické (ucelova dotace)
Vzdélavaci programy
Metodické (manualy)

Cilové skupiny opatreni
zaméstnanci a zaméstnavatelé
v cestovnim ruchu
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PRIORITA 3: DESTINACNIi MARKETING
Motto: Inovace — Kooperace — Atraktivnost

Hlavni cile a zdméry priority:

>>>  zlepsit image Ceské republiky jako destinace cestovniho ruchu a jednotlivych turistickych regiond a oblasti
>>> inspirovat vybrané segmenty poptavky k navstévé a objevovani CR

>>> prohloubit kooperaci aktérd cestovniho ruchu pri tvorbé produktt cestovniho ruchu a jejich marketingu
>>> vytvaret konkurenceschopné produkty cestovniho ruchu

>>> shromazdovat, analyzovat a vyhodnocovat informace o domaéci i zahrani¢ni poptévce

>>> budovat dlouhodobé vztahy s navstévniky destinace (CRM)

Vychodiska

Priorita se soustreduje na feseni problému spojenych s destina¢nim marketingem a spolec¢nou tvorbou produktt. Destinacni marketing je
jakousi nadstavbou individualnich marketingovych aktivit jednotlivych subjektt cestovniho ruchu (podnikatelé, provozovatelé turistickych cild,
obce, spravy CHKO a NP, atd.). Je zaloZen na sitovani téchto aktérd, tvorbé produktl cestovniho ruchu (jakozto souboru turistickych sluzeb

a statkd) a budovani image destinace. To vse je spojeno s potencidlem destinacniho marketingu vytvaret tzv. economies of scale (Uspory z roz-
sahu), economies of scope (Uspory ze sortimentu) a pozitivni externality.

Na druhou stranu rostouci konkurence na trhu cestovniho ruchu klade stéle vétsi naroky na kvalitu cinnosti destinaci a subjektd cestovniho
ruchu. Konkurencni destinace bézné uplatriuji ve svych marketingovych strategiich vysoce trzné orientované pristupy. Vysledkem jsou stale
Vvetsi objemy finanénich prostredkt investovanych do marketingovych kampani, stale sofistikovanéjsi a propracovanéjsi marketingové aktivity
a stale diislednéji zakaznicky orientovana tvorba produktt cestovniho ruchu. Z tohoto hlediska Ceska republika v mnoha ohledech ztraci
dech. Patrné je predevsim zaostavani v tvorbé produktl a vyuzivani nejnovéjsich moznosti informacnich technologii pro jejich prezentaci.

Dosavadni prostiedky z vefejnych zdrojd na marketing a tvorbu produktt cestovniho ruchu nebyly vyuZity zcela efektivné. Dlvody jsou dva.
Za prvé, absence marketingové koncepce na narodni Urovni a jeji provazani s regiony, ktera vznikla az na konci roku 2012, vcetné dlouho-
dobé absence manuélu tvorby produktl cestovniho ruchu, ktery je k dispozici az od roku 2013. Za druhé, témér nulova snaha realizétort
marketingovych aktivit kriticky hodnotit jejich potencidlni (pre-faze), resp. realizované (post-faze) efekty. Taktéz chybi dusledny monitoring
poptédvky cestovniho ruchu — predevsim s ohledem na preference navstévnikl a jejich odraz v tvorbé produktt. Vzhledem k uvedenému je
nezbytné vénovat pozornost zejména cilim, dopadtim a prinostim, kterych ma byt marketingovou ¢innosti dosazeno.

Problémy
Priorita reaguje na nasledujici dva zakladni problémy:
>>> nizka efektivita marketingovych aktivit
— nejsou stanovovany méfitelné cile marketingovych aktivit a nejsou tedy ani monitorovény efekty téchto aktivit
— z Urovné destinaci chybf jednotlivym marketingovym aktivitdm jednoznacna strategie a koncepcnost (dlouhodoby plan sméfovani
komunikace)
— struktura vyuzivanych marketingovych nastroji nevychazi z disledné analyzy cilovych segmentt. Pfevazuji hlavné tradi¢ni nastroje, ze
strany realizator( je patrnd snaha o co nejjednodussi feseni
— absence hodnoceni smyslu a efektivity vyuzitych nastrojd (napf. co jednotlivym destinacim pfindsi Gcast na veletrzich cestovniho
ruchu?)

>>> povaha a kvalita produktt cestovniho ruchu, které nemaji svlij odraz v poptavce
— produkty cestovniho ruchu nejsou vytvareny na principu sitovani jednotlivych sluzeb a turistickych cilt
— vytvorené produkty cestovniho ruchu nemaji srozumitelné a jednoznacné definované pfinosy a vyhody pro spotrebitele/navstévnika
— produkty cestovniho ruchu nereaguji na zmény ve strukture poptavky a zmény spotfebnich chovani tcastnikd cestovniho ruchu
— slaba inovacnf aktivita nositelt marketingovych aktivit, hledani novych feseni, zapracovani novych prvkd nabidky apod. (vyuziti IT, atd.)

Cestou ke zlepseni je:

>>> pfijeti Zdkona o podpore rozvoje cestovniho ruchu

>>> rychlé a efektivni vyuzivani informacnich technologif

>>>  zajisténi hladkého toku informaci a poznatkt mezi viemi zainteresovanymi aktéry CR

>>> prosazovani kooperativniho marketingu a tvorba trzné orientovanych produktd cestovniho ruchu, které reaguji na nejnovéjsi poptavko-
vé trendy CR

>>> inovace v tvorbé produktt cestovniho ruchu a marketingovych aktivit véetné vyuzivani Manualu tvorby produktti CR
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Opatieni 3.1: Marketingova podpora domaciho a pfijezdového cestovniho ruchu

Strucny popis vychozi situace

Opatreni se soustredi na upeviiovani pozice na soucasnych zdrojovych trzich a otevieni novych trhli v segmentu pfijezdového cestovniho
ruchu a podpore doméciho cestovniho ruchu. Situace na trhu mezinarodniho cestovniho ruchu je v poslednich letech velmi turbulentni, ovliv-
rovana celou radou tézko predvidatelnych faktort. Navic stéle roste marketingova aktivita konkurenénich destinaci, ktera prostfednictvim
vyjezdU rezidentt do zahrani¢ni ovliviiuje domaci cestovni ruch.

Neuspokojivé je situace v prostorové diferenciaci zahranic¢ni navstévnosti. Mezindrodni pfijezdy stale mifi hlavné do Prahy. Naopak vyznam
ostatnich turistickych regiont klesa (kromé Karlovarského kraje). Priciny musime hledat v nedostate¢né vyprofilovatelnosti image Ceské
republiky a v obtizném prosazovani regionalni turistické nabidky v zahranici.

Vyzkumy dlouhodobé ukazuji na relativné omezeny soubor asociaci potencialnich navstévnikd o CR. Pozornost je soustiedéna téméF vyhrad-
né na Prahu. Jestlize existuje n&jakd predstava o zbytku CR, pak je velmi stereotypni. Tato Uzké profilace znacky CR u vyzralych zdrojovych
trh& omezuje potencial opakovanych navstév. Vysledkem je postaveni CR v tzv. Country Brand Indexu (2010), ve kterém se Ceska republika
nachézi na 40. misté na svéte.

Vedle budovéni image a znacky destinace CR jsou soucasti opatfeni i aktivity turistickych regiond a oblasti realizované na domacim a zahra-
ni¢nich trzich. Dnes nejsou tyto marketingové kampané koordinovény a provazany s narodnimi aktivitami. Vétsinou jde o individuaini akce
rtizné kvality, bez patficné marketingové sily.

Marketingova podpora doméciho a piijezdového cestovniho ruchu (pfedevsim prostiednictvim budovani pozitivni image CR) je v kompetenci
CzechTourism. V podstaté je to jeji zékladni tkol. Nicméné jak tvorba image, tak marketingové aktivity region nemohou byt véci pouze
jednoho subjektu, naopak by mély byt vysledkem dlouhodobé a tizké kooperace s ostatnimi aktéry CR na nérodni i regionalni Grovni.

Aktivity naplnujici opatreni (podrobnéji viz priloha)

>>> Tvorba strednédobych marketingovych strategii

>>> Branding destinaci cestovniho ruchu

>>> Realizace vykonové orientovanych komunikacnich kampani

>>> Monitoring efektt marketingovych aktivit na domaécich a zahranicnich trzich
>>> Spoluprace agentury CzechTourism a regiondlnich sdruzeni cestovniho ruchu

Garant opatreni Realizatofi opatreni Cilové skupiny opatreni
MMR, kraje, HI. m. Praha CzechTourism, destinacni spole¢nosti Ucastnici cestovniho ruchu

Vyuzitelné nastroje
>>> Ucelové dotace

Opatieni 3.2: Tvorba a marketing narodnich a regionalnich produktt cestovniho ruchu

Strucny popis vychozi situace

Opatienf se orientuje na zakladni prvek nabidky cestovniho ruchu vSech destinaci. Konkurenceschopné produkty cestovniho ruchu predsta-
vuji kli¢ k Uspésnosti destinace na trhu. Opatfeni propojuje samotnou tvorbu produktd cestovniho ruchu s jejich marketingem. Bez efektivni
marketingové podpory maji jakékoliv produkty pouze velmi malou $anci se uplatnit na trhu.

Dosavadni zkusenosti s tvorbou produktl i s podporou marketingovych aktivit jsou rozporuplné. Chybi presna definice produktu cestovni-

ho ruchu, celd fada aktérd v cestovnim ruchu — predevsim na Urovni vefejné spravy — nepochopila samotnou podstatu produktu. Produkty
cestovniho ruchu nemaji vazbu na konkrétni spotfebu navstévnika v destinaci. Tvlrci produktl nejsou zddnym zplsobem motivovani k jejich
Uspésnému prosazeni na trhu. Neexistuje Zadny monitoring uplatnéni produktt cestovniho ruchu na trhu a vyhodnocovani zpétné vazby ze
strany poptdvky. V pfipadé tvorby produktd, resp. turistickych balickd sluzeb existuji limity dané zakonem o nékterych podminkach podnikani
v oblasti cestovniho ruchu ¢. 159/1999 Sb. S témito omezenimi se destinace vyporadavaji velmi obtizné. Chybi intenzivni spoluprace s cestov-
nimi kancelaremi, resp. komercionalizace této ¢innosti v rezZimu obchodnich spolecnosti.

Podpora marketingovych aktivit ma také radu nedostatkd. Na jedné strané jsou podporovéany ad-hoc aktivity, které nemaji pfimou névaznost
na jakoukoliv propracovanou strategii. Celému procesu chybi urc¢itd mira koordinace spojend s nejednoznac¢nym ukotvenim jednotlivych sub-
jekt — regiondlnich sdruzenf - v organiza¢ni struktufe cestovniho ruchu (viz opatfeni Management cestovniho ruchu). Vysledkem jsou velmi

casto duplicitni aktivity, mnohdy s rozdilnym reklamnim sdélenim. Soucasti opatreni je i podpora tvorby produktt pfispivajicich k diverzifikaci
ndvstévnosti v Uzemi s cilem omezeni nadmérného vyuzivani turisticky zatizenych oblasti.
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Eliminace uvedenych nedostatk je hlavnim cilem tohoto opareni.

Aktivity naplnujici opatreni (podrobnéji viz priloha)

>>> Vytvoreni systémové podpory tvorby produktd CR

>>> Tvorba narodnich produkti cestovniho ruchu

>>> Tvorba regionalni produktd cestovniho ruchu

>>> Realizace vykonové orientovanych komunikacnich kampani

>>> Posileni kvality marketingovych aktivit destinaci cestovniho ruchu

Garant opatreni Realizatofi opatreni Cilové skupiny opatreni
MMR, kraje, HI. m. Praha CzechTourism, destinacni spole¢nosti, Ucastnici cestovniho ruchu
sdruzenf obci (napf. DSO), MSP, NNO

Vyuzitelné nastroje

>>> Systém podpory tvorby produktd cestovniho ruchu a jejich marketing (kombinace Gcelovych dotaci z externich zdrojd a vnitfnich zdro-
jb jednotlivych destinaci — vétsina produktl cestovniho ruchu musi byt realizovatelna na trhu a tudiz ptinaset zdroje)

>>> Ucelové dotace pro netrzni produkty cestovniho ruchu — vazba na vefejnou sluzbu

Opatieni 3.3: Marketingové informace

Strucny popis vychozi situace

Znalost trhu je hlavnim faktorem efektivni marketingové cinnosti destinaci. Vytvari predpoklady pro kontinualni inovaci produktd cestovniho
ruchu. Vsechny tyto c¢innosti musi byt orientovany na stale se ménici pozadavky navstévnikd. Smyslem opatrenf je vytvofeni komplexniho

a kontinualniho systému sbéru informaci o:

>>> spotfebnim chovani navstévnikd

>>> vyvoji hlavnich zdrojovych trht (v¢. faktord, jez tento vyvoj ovliviiuji)
>>> zkusenostech a spokojenosti navstévnikd

Marketingové vyuzitelné informace jsou dnes sbirany jak na ndrodni, tak regionaini Grovni. Pozornost je vénovana hlavné monitoringu na-
vstévnosti jednotlivych turistickych regiont a analyzam jejich spotfebniho chovani. Rezervy Ize spatfovat hlavné v nedostatecném podchyceni
informaci z navstévnosti turistickych portalt, shromazdovani informaci pfimo v mistech plvodu potencialni poptavky a monitoringu kon-
kurence. Zasadni problém je i efektivni vyuziti ziskanych dat v Fidicich ¢innostech destinaci. V Ceské republice fakticky neexistuje destinace,
kterd by disponovala funkénim marketingovym informacnim systémem.

Provadéné prazkumy se malo soustfedi na moderni postupy hodnoceni spokojenosti navstévnikd se sluzbami CR, resp. s celym pobytem
v destinaci. Otdzkou je periodicita prizkumd, které kazdoro¢né pfindsi prakticky stejné informace.

Tato Koncepce musi i v této oblasti reagovat na stéle vyraznéjsi priklon populace k vyuzivani informacnich technologii. Jak rozhodovaci pro-
ces, tak samotny pobyt v destinaci je dnes z valné ¢asti zachytitelny do elektronické informace. Marketingové vyuziti téchto informacf je pak
vyzvou pro nadchéazejici obdobi.

Aktivity naplnujici opatieni (podrobnéji viz priloha)

>>> Vytvdreni marketingovych a fidicich informacnich systémud destinaci CR

>>> Monitoring navstévnika destinaci cestovniho ruchu

>>> Benchmarking marketingovych aktivit konkurencnich destinaci

>>> Tvorba databazi navstévnikalklienta prostrednictvim Customer Relationship Management (CRM)

Garant opatieni Realizatofi opatreni Cilové skupiny opatieni
MMR, kraje, HI. m. Praha CzechTourism, destina¢ni spole¢nosti MSP, destinacni spole¢nosti, ostatni subjekty

verejné spravy, odborna verejnost, NNO

Vyuzitelné nastroje
>>> Ucelové dotace
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PRIORITA 4 POLITIKA CESTOVNIHO RUCHU A EKONOMICKY ROZVOJ
Motto: Rozvoj — Spoluprace — Konkurenceschopnost

Cile a zaméry priority:

>>> vyrazné zlepsit koordinaci aktivit v cestovnim ruchu na narodni drovni v rdmci jednotlivych sektorovych politik
>>>  vyrazné zlepsit koordinaci aktivit v cestovnim ruchu na regiondlni trovni verejného sektoru

>>>  zkvalitnit statistiku cestovniho ruchu, zejména na regiondlni a lokalni Grovni

>>>  zkvalitnit zakladni a aplikovany vyzkum v cestovnim ruchu

Vychodiska

Cestovni ruch jako slozité a prarezové odvétvi je zdjmem vice sektorovych politik (napf. regiondlni, dopravni, environmentalni, préimyslové

a obchodni, kulturni, zemédélské, vzdélavaci atd.). Dusledkem je rlizné , zafazovani” cestovniho ruchu do prioritnich os a priorit v progra-
movych dokumentech, napt. v NRP, Strategii regionalniho rozvoje, resp. ROP. Jako priklad Ize uvést napfiklad projekty cyklostezek, budovéni
nauc¢nych stezek, dotace do budovani infrastruktury venkovské turistiky, revitalizace kulturné-historickych paméatek, apod.

Minulé a soucasné aktivity jednotlivych ministerstev nikdy nebyly ze strany kompetenc¢niho ministerstva, kterym je MMR, dUslednéji a efektiv-
néji koordinovany, resp. organizovany a fizeny. Aktivnéjsi roli proto musi MMR sehrdvat v zintenzivnéni a prehodnoceni své koncepcni Ulohy
a ¢innosti. | kdyz v souvislosti s pfipravou zékona o podpore rozvoje cestovniho ruchu dochazi ke zlepsovani situace (pfedeviim pUsobeni
MMR smérem do odvétvi CR), rezervy Ize nalézt v zastupovédni a prosazovani zdjmu cestovniho ruchu mimo sektor. MMR také chybi kon-
cepcni mezirezortni organ pro strategickou i praktickou cinnost v oblasti podpory cestovniho ruchu. S tim souvisi i zkvalitnéni ¢innosti MMR
v mezinarodni spolupraci s UNWTO, OECD a EU v oblasti cestovniho ruchu.

Dalsi dulezitou kompetenci MMR je oblast statistiky a vyzkumu cestovniho ruchu. Vyzvou je hledani cest ke zkvalitnéni pfedevsim regionalni
a lokalnf statistiky cestovniho ruchu. Zde je nezastupitelna role CSU jako odborného garanta navrzenych feseni. V oblasti zakladniho a apliko-
vaného vyzkumu nejsou definovany vyzkumné priority, které na jedné strané uspokojf potifeby MMR pfi prosazovani politiky cestovniho ruchu
a na strané druhé jsou vyuzitelné samotnym odvétvim.

Realizace téchto navrhovanych aktivit organizovanych a fizenych pfimo MMR je nezbytnym predpokladem kvalitativné vy3si Urovné rozvoje
cestovniho ruchu v CR.

Zatimco Ukoly MMR se soustreduji na koncepéni problémy a koordinaci sektorovych politik, agentura CzechTourism je jeji vykonnou slozkou
zaméFenou na marketingovou ¢innost a na ni navazané poradenstvi. Z tohoto pohledu je potfebné dale prohlubovat partnerstvi s regionalni-
mi destinacemi, a to i na bazi obchodnich vztaht (viz priorita Destinacni marketing a implementacni ¢ast Koncepce).

Samostatnou oblast poté predstavuje krizové fizeni a zajisténi bezpecnosti Ucastnikl cestovniho ruchu.

Problémy

>>> neprovazanost statni a regionalni politiky cestovniho ruchu

>>> nedostatecnd mezirezortni spoluprace v odvétvi cestovniho ruchu

>>> absence legislativnich, ekonomickych a motivacnich néstroju prosazovani politiky cestovniho ruchu

>>> nedostate¢na podpora zkvalitiiovani statistickych informaci o cestovnim ruchu

>>> nedostatecnd podpora vyzkumu v odvétvi cestovniho ruchu (véetné monitoringu a vyhodnocovéni pozitiv/negativ rozvoje cestovniho
ruchu)

>>> neexistence krizového scénére pro pripad ohroZeni cestovniho ruchu v Ceské republice

Cestou ke zlepseni je:

>>>  zkvalitnéni cinnosti Meziresortni koordinacni komise pro CR

>>> zalozeni nové platformy Fora cestovniho ruchu

>>> vypracovavani ro¢nich akénich plant Koncepce

>>> pfijeti zakona o podpore rozvoje cestovniho ruchu

>>> podpora aplikovaného vyzkumu v cestovnim ruchu

>>> regionalizace satelitniho uctu cestovniho ruchu

>>> intenzivnéjsi mezinarodni spoluprace na projektech cestovniho ruchu evropského vyznamu
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Opatieni 4.1: Politika cestovniho ruchu jako soucast hospodarské a regionalni politiky

Struc¢ny popis vychozi situace

Jednou z nejdulezitéjsich podminek Gspésné podpory rozvoje cestovniho ruchu jako prarezového odvétvi je provazanost a kvalitni spoluprace
a koordinace v3ech aktérd verejné spravy. Stézejni ulohou MMR, jako kompetenéniho ministerstva pro cestovni ruch, bude v nové Koncepci
koordinovat s jednotlivymi ministerstvy v ramci jejich dil¢ich politik (napf. Uzemni planovani, dopravni, prlmyslova, environmentélni, zemédél-
ska, zahranicni, kulturni, vzdélavaci) a s dalsimi Ustfednimi orgdny statni spravy ndvrhy opatreni pro podporu rozvoje cestovniho ruchu tak,
aby nedochézelo k tFisténi sil a finan¢nich prostiedkd.

Za tim Ucelem musi byt Iépe vyuzivana platforma Mezirezortni koordina¢ni komise pro cestovni ruch ustavena na zakladé usneseni vlady c.
401 ze dne 28. dubna 2004 rozsifena o relevantni Ustredni organy statni spravy a tematické pracovni skupiny podilejici se na implementaci
Koncepce. Soucésti opatfenf je i tvorba provadécich dokumentti ve spolupraci s kraji CR, metodickd podpora tvorby strategickych dokument
a budovani monitorovaciho systému Koncepce (definovani sady indikator( pro jednotlivéd opatfeni Koncepce).

Opatrenf je vSak sméfovano k vyssi komplementdrnosti a provazanosti podpUrnych opatieni v celém vefejném sektoru (tzn. vidda a kraje)

a jeho efektivni spolupréci s privatnim a neziskovym sektorem a akademickou obci. K tomuto Ucelu navrhuje nova Koncepce ustaveni Fora
cestovniho ruchu jako nezavislé komunikac¢ni platformy cestovniho ruchu v CR. Naplnf jeji ¢innosti bude predevsim koordinace a prezentace
zajmu aktérd v cestovnim ruchu, jak smérem do odvétvi tak vné.

Jako nezbytné se rovnéz ukazuje zkvalitnénf spoluprace a délba aktivit mezi MMR (orientace vyhradné na koncepcni, legislativni, metodickou,
analytickou a vyzkumnou ¢innost a aktivity prispivajici ke kvalitnéjsi koordinaci a vyuzivani mezinarodni spoluprace s UNWTO, OECD, EU

v oblasti cestovniho ruchu) a CzechTourism jako pfispévkovou organizaci MMR (orientace predeviim na vykonné aktivity zahrnujici zejména
destina¢ni marketing - budovani image destinace CR, marketingova komunikace produktt cestovniho ruchu ve spolupréci s regiony a dal3imi
partnery, podpora domaciho cestovniho ruchu, marketingovy vyzkum vcetné sledovani trendl a inovaci; vybrané aktivity vzdélavani, rozvoj
produktovych certifikacnich systémua a mezinarodni spoluprdce v oblasti marketingu, ptipadné dalsich aktivit dle aktualnich potreb zfizovate-
le).

Aktivity napliujici opatreni

>>> Koordinace sektorovych a regionalnich politik ve vazbé na cestovni ruch

>>> ZaloZeni a cinnost Fora cestovniho ruchu jako komunikacni platformy cestovniho ruchu
>>> Zkvalitnéni spoluprace a délba aktivit mezi MMR a CzechTourism

>>> Mezinarodni spoluprace a spolecné projekty cestovniho ruchu v ramci UNWTO, OECD a EU
>>>  Vytvoreni systému motivaénich nastroji s cilem zvysovani kvality cestovniho ruchu CR

Garant opatreni Realizatofi opatreni Cilové skupiny opatieni

MMR ve spolupraci s MPO, MZe, MF, MMR, ¢lenové meziresortni koordinacnf Verejny, podnikatelsky a neziskovy sektor
MZP, MZV, MK, MD, MK, Mzd, CSU, komise, kraje, CzechTourism,

kraji a hl. m. Prahou profesni asociace, NNO, akademicka obec

Vyuzitelné nastroje
>>> Ucelové dotace
>>> Pracovni skupiny a komunika¢ni platformy

Opatreni 4.2: Statistika a vyzkum v cestovnim ruchu

Strucny popis vychozi situace

Jednim z nejddlezitéjsich indikatort rozvoje cestovniho ruchu jsou informace o vykonech domaciho a pfijezdového cestovniho ruchu. Udaje
o kapacitach a vykonech ubytovacich zafizeni jsou ¢eskou statistikou sledovany v tzemni podrobnosti obci a regiont nepretrzité vice nez

70 let, nicméné je potiebné vyrazné zkvalitnit sbér téchto informaci od poskytovatelt ubytovacich sluzeb. Informace o vykonech odvétvi
cestovniho ruchu poskytuje Satelitni Gicet cestovniho ruchu od roku 2003, pouze vsak na narodni Grovni. Jednim z hlavnich cild tohoto opat-
feni je snaha o regionalizaci tidajd ze Satelitniho U¢tu CR v minimalni tzemni podrobnosti krajti CR, pficemz feseni tohoto problému jiz bylo
zahdjeno.

I nadéle je tedy nezbytné, aby MMR jako resortni pracovisté statni statistické sluzby dle zakona ¢. 89/1995 Sb., o statni statistické sluzbé
spolupracovalo s CSU na celkovém zkvalitnéni statistického sytému Ceské republiky.
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Pro dlouhodobou koncep¢ni praci v podpore cestovniho ruchu na narodni a regiondlni Urovni je nezbytny kvalitni zékladni a aplikovany
vyzkum mnoha problémU spojenych s rozvojem cestovniho ruchu. Jedna se predevsim o studium novych demografickych trendd v souvislosti
s cestovnim ruchem, studium trendl spotfebitelské poptavky v souvislosti s ekonomickou situaci, udrZitelnym rozvojem, novymi IT, analyzy
nabidky turistickych destinaci, moderni pojeti a Ukoly destina¢niho managementu, aj. Hlavnim cilem je predevsim véasné predavani ziskanych
poznatkl do praxe.

Aktivity napliujici opatreni

>>> Organizace shéru a poskytovani informaci o kapacitach a vykonech ubytovacich zarizeni
>>> Dalsi rozvoj Satelitniho tctu cestovniho ruchu vcetné jeho regionalizace

>>> Zakladni a aplikovany vyzkum v oblasti cestovniho ruchu

>>> Mezinarodni konference o cestovnim ruchu

Garant opatreni Realizatofi opatreni Cilové skupiny opatreni
MMR ve spolupréci s CSU MMR, CSU, TACR, akademicka obec Verejny, podnikatelsky a neziskovy sektor

Vyuzitelné nastroje
>>> Ucelové dotace

Opatreni 4.3: Krizové fizeni a bezpecnost

Strucny popis vychozi situace

Mimoradné situace v podobé zévaznych dopravnich nehod, zdravotnich rizik, pfirodnich katastrof i teroristickych Gtokd zédsadné ovliviiuji
vnimani i chovani navstévnikd destinaci cestovniho ruchu. Na druhou stranu krizové situace mohou zpUtsobovat i samotni Gcastnici cestovniho
ruchu. Ukolem MMR je v ramci svych kompetenci a moznosti pfispivat k pruzné a rychlé reakci na tyto udélosti. Jeho role je predevsim v ak-
tivnim vyhledavéni kritickych mist systému krizového fizeni ve vazbé na aktivity v cestovnim ruchu (pobyt navstévnikd v neznamém prostred:,
specifické aktivity Ucastnik cestovniho ruchu, apod.).

Stat disponuje souborem zéakladnich nastrojd, které v takovych situacich nasazuje. Celkovy rdmec krizového fizeni je dan tzv. krizovym
zakonem (zékon ¢. 240/2000 Sb.), ktery stanovi ptsobnost a pravomoc statnich organti a orgédnt Uzemnich samospravnych celkd a préva
a povinnosti pravnickych a fyzickych osob pfi pripravé na krizové situace, které nesouviseji se zajistovanim obrany Ceské republiky.

Z pohledu cestovniho ruchu je dlezité zlepSovat sluzby viech slozek statu, které fesi problémy zahrani¢nich navstévnikd. Problematika ces-
tovniho ruchu by méla byt zohlednéna v krizovych planech jednotlivych subjektd statni spravy a samospravy. V této souvislosti je zasadni i role
integrovaného zdchranného systému a jeho schopnost poskytovat své sluzby obc¢anlm cizi statni pfislusnosti.

Zéroven je tfeba klast diraz na aktivni informovani o pfipadnych mimoradnych udélostech. Je tfeba pfitom dbét na vyvazeny pristup, ktery by
na jedné strané minimalizoval negativni dopad na cestovni ruch (odliv turistd), ale zérover nepodcenil rizika ohrozeni domécich i zahranic¢nich
navstévnikd.

Samostatnou pozornost je v této souvislosti nutné vénovat Horské sluzbé CR, 0.p.s. MMR je jejim zfizovatelem a jako takovou ji i financuje.
Zasadnim Ukolem je posilovani spoluprace s ostatnimi slozkami integrovaného zachranného systému.

Aktivity naplnujici opatieni

>>> Komplexni zajisténi pohybu ndvstévnik( na uzemi CR, véetné jejich bezpecnosti (zajisténi vétsi bezpecnosti turisti pohybu-
jicich se v mistech cestovniho ruchu)

>>> Podpora ¢innosti Horské sluzby CR

>>> Vytvorfeni krizového scénére pro pfipad ohroZeni cestovniho ruchu v Ceské republice

>>> Spoluprdce na projektech a aktivitach v oblasti bezpecnosti v cestovnim ruchu

Garant opatreni Realizatofi opatieni Cilové skupiny opatreni
MMR, MV, MZV a MZd MMR, MV, MZd, MZV a CzechTourism Ucastnici cestovniho ruchu

Vyuzitelné nastroje
>>> Ucelové dotace
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8 Implementace a monitoring Koncepce statni politiky cestovniho ruchu

Implementace Koncepce ma dvé zakladni roviny. Pfedné musi byt transformovany instituce, které politiku cestovniho ruchu realizuji, druhou
rovinou je nastaveni pravidel a procesl. Soucasny stav v obou oblastech je neuspokojivy. Jako slabé stranky mtzeme uvést:

>>> nedostatecnou vahu cestovniho ruchu uvnitt hospodarské politiky statu

>>> nekoordinovanou ¢innost rtiznych instituci Ustfedni i regiondlni vefejné spravy

>>> nevyjasnéné kompetence jednotlivych nositeld politiky CR

>>> nesoulad kompetenci a ucinnych néstroju politiky cestovniho ruchu

>>> slaby monitoring vystupt a dopadu aktivit realizovanych v ramci statnich i regionalnich programt podpory CR

Problémd a nedostatkd je velmi mnoho, pficemz jejich postupné odstrariovani neni pouze v moci hlavniho gestora politiky cestovniho ruchu,
kterym je MMR. Zékladnim predpokladem nastartovani pozitivnich zmén je nalezeni shody o roli cestovniho ruchu uvnitf statni agendy.

Reforma instituci maze byt vnimana rdizné. Za prvé ji Ize chédpat cisté jako reorganizaci Fidici struktury (instituce a kompetence), za druhé pak
v 8irsim kontextu jako zdmér na eliminaci neefektivniho a korupcniho chovanf instituci. Druhé jmenované je globélnim problémem verejné
spravy jako celku a je FeSeno mj. aktudlni Strategii mezinarodni konkurenceschopnosti CR (2011). Nasledujici navrhy se proto hlavné orientujf
na institucionalni rdmec Koncepce statni politiky, strukturu instituci a jejich vazby.

Vyznamnym faktorem, ktery v budoucnu ovlivni redlnou podobu implementace Koncepce, je budouci podoba podpory z fondt Spole¢ného
strategického réamce (SSR). Zabudovani cestovniho ruchu do jeji struktury je klicovym predpokladem realizace vétsiny navrzenych aktivit. DU-
vodem jsou predevsim financni zdroje, jelikoZ stav ¢eskych vefejnych financi (jak na narodni tak regiondlni drovni) vyznamné limituje jakékoliv
Gvahy o masivnéjsi podpote cestovniho ruchu. Bez evropskych fondt by prakticky nebyla mozna podpora turistické infrastruktury, omezené
moznosti by byly i na strané podpory vzdélavani, kvality, marketingu i destina¢niho Fizeni. Pro programové obdobi 2014 - 2020 se pocita

s podporou intervenci v oblasti cestovniho ruchu formou integrovanych pfistupt. Konkrétni intervence a forma a néstroje podpory budou
definovany pfi rozpracovani programt 2014 - 2020.
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8.1 Instituciondlni rozmér podpory cestovniho ruchu

Névrh institucionalniho zabezpeceni implementace Koncepce statni politiky CR na obdobi 2014 — 2020 vychazi ze souc¢asné struktury nositell
politiky cestovniho ruchu a soucasné vyuzivanych nastroji (napf. Meziresortni koordinacni komise pro cestovni ruch). Nicméné z vyse uvede-
nych divodl je nutné soucasny systém inovovat. Navrh predevsim prinasi:

>>> Forum cestovniho ruchu — ma byt nezavislou a Sirokou komunikacni platformou pro koordinaci a prezentaci z&jmu aktérd v cestov-
nim ruchu, jak smérem do odvétvi tak vné. Cilem je tedy zkvalitnéni spoluprace uvniti odvétvi a efektivnéjsi prosazovani nutnych zmén.
Tyto Ukoly nutné nemusi vykonavat novd instituce, ale jako vhodné se jevi transformovat soucasny poradni orgédn ministra, Kolegium
cestovniho ruchu. Férum cestovniho ruchu Ize chdpat jako dobrovolnou aktivitu aktérd cestovniho ruchu, zalozenou z jejich vlastni
iniciativy.

>>> Pracovni skupiny pfi MMR - konkrétni podoba realizace Koncepce statni politiky cestovniho ruchu bude projedndvana v rdmci
pracovnich skupin ustavenych MMR. Pracovni skupiny budou spole¢né s MMR projednavat podobu akéniho planu, navrhovat priority
akcnich pland a definovat konkrétni aktivity a projekty, které povedou k pInéni cilli a opatfeni Koncepce.

>>> Bankovni instituce — novym prvkem v instituciondlnim zabezpeceni realizace Koncepce je zabudovéni nového finan¢niho néstroje
v podobé , bankovni instituce” (Turistické banky), kterd bude zajistovat zvyhodnéné Uvéry pro podnikatelsky sektor (MSP) v cestovnim
ruchu (event. pro obce, DS, DSO, ¢i NNO). Vlastni konkrétni fesenti, které bude iniciovat MMR, ma nékolik variant napf. zaclenénf insti-
tutu do struktur CMRZB, pfipadné vyuZiti sité komer¢nich bank. Zavedeni toho néstroje musi byt provazano s implementaci budouciho
programového obdobi 2014 — 2020 podpory EU v oblasti cestovniho ruchu. Vysledkem bude omezenf (zastaveni) pfimé dota¢ni pod-
pory infrastrukturnich projektt komercniho charakteru. Dotace budou vyhradné smérovat do podpory verejné infrastruktury cestov-
niho ruchu. Parametry ¢innosti banky i politika poskytovani Gvérd musi byt definovana fidicim orgdnem (tedy MMR, popf. vybranymi
ministerstvy).

Struktura instituci bude také vychazet z celkového rémce a vseobecnych pravidel podpory z fondt Spolec¢ného strategického ramce (SSR).
Konkrétni podoba struktury je také determinovana poc¢tem a zamérenim budoucich operac¢nich programt (viz déle) a regionalni i nadregio-

nalni (ndrodni) povahou opatfeni rozvijejici cestovni ruch.

V dobé predkladani Koncepce neni podoba implementace budouciho programového obdobi na roky 2014 - 2020 jasna. Pozice MMR v oblas-
ti cestovniho ruchu vychdazi ze skutecnosti, ze cestovni ruch je prafezovy a multioborovy fenomén, ktery potiebuje koncentrovany a vnitiné
integrovany pfistup. Smyslem vsech aktivit by mélo byt poskytnout navstévnikovi nevsedni a jedinecny zazitek z pobytu v destinaci. Toho v3ak
nedosdhneme izolovanymi a solitérnimi aktivitami. Pouze komplexni pfistup k rozvoji konkrétniho tizemi mize mit Uspéch.

PFi podpofe cestovniho ruchu z fondd SSR musi MMR ve spolupréci s MZe zajistit prijeti jednotné metodiky procesu vybéru a monitoringu
budoucich projektl. Z pohledu péti nérodnich rozvojovych priorit definovanych v dokumentu s ndzvem , Souhrnny névrh zaméreni budouci
kohezni politiky EU po roce 2013 v podminkéch Ceské republiky” podpora cestovniho ruchu vhodné zapada do problematiky ,Integrované-
ho rozvoje tzemi”. Divodem je povaha cestovniho ruchu s jeho silnou regionaini dimenzi a schopnosti fesit problém regionalnich disparit.

8.2 Procesni rozmér podpory cestovniho ruchu

Zéasadnim predpokladem je nastartovani procesd, které ovlivni chovani aktérd cestovniho ruchu (jak potencialnich prijemct podpory, tak jejich
poskytovatell). Tyto procesni zmény musi byt postaveny na nasleduijicich principech:

Princip flexibility
Prosazovani cilt politiky cestovniho ruchu realizovat prostiednictvim rocnich akcnich plant. Smyslem je umoznit MMR, resp. celému odvétvi
pruzné reagovat na zmeény vnéjsich podminek.

Princip subsidiarity

Rozhodovaci procesy by mély respektovat narodnf a regionalni rozmér problematiky cestovniho ruchu (viz nize kapitola Uzemni rozmér pod-
pory cestovniho ruchu). Nabourani regiondlnich kompetenci instituci a aktérd v cestovnim ruchu vede k neefektivnim vysledkam. Konkrétni

strategie podpory cestovniho ruchu musi proto vznikat na regionalni Urovni — napf. integrované plény rozvoje destinaci cestovniho ruchu (viz
princip tematické kondicionality).

Princip uzemni koncentrace

Soustfedéni vefejné podpory pouze do vybranych stfedisek cestovniho ruchu mé za cil posileni Uc¢innosti, Ucelnosti a efektivity (3 E) politiky
cestovniho ruchu. Smyslem je podpora oblasti s vysokym potencidlem pro rozvoj cestovniho ruchu. Témi jsou vyznamna strediska cestovniho
ruchu a jejich zazemi (identifikovana budou v provddécim dokumentu). Vyjimkou bude podpora venkovského cestovniho ruchu a liniovych
prvkd nabidky (vdechny typy turistickych stezek).
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Princip tematické koncentrace

V prostiedi omezenych finan¢nich zdroji musi byt podpora cestovniho ruchu i vécné ¢i tematicky koncentrovana. V souladu s budouci
podobou kohezni politiky se Koncepce soustfedi na podporu takovych aktiv, kterd zlepsuji, nikoliv deformuji podnikatelské prostedi. Prioritou
Koncepce je kultivace lidskych zdrojt, zajisténi transferu znalosti a dovednosti, posileni koordinace a fizeni destinaci cestovniho ruchu a tvor-
ba produktd cestovniho ruchu a jejich marketing. Investice do ,tézké” infrastruktury cestovniho ruchu maji az sekundarni vyznam.

Princip kondicionalit

Jde o stanoveni nezbytnych podminek a kritérii, kterymi jsou podminény moznosti podpory konkrétnich projektt v oblasti cestovniho ruchu.

Smyslem téchto podminek je zabranit podpore projektd, které nejsou soucasti integrovaného feseni dané problematiky. V oblasti destina¢ni-

ho Fizeni a marketingu jsou takovou kondicionalitou podminky definované v pripravovaném zékonu o podpore rozvoje cestovniho ruchu. Jde
hlavné o podporu pouze téch destinaci cestovniho ruchu, které spliiuji pfredem stanovend kritéria'.

Podpora turistické infrastruktury v izemi bude podminéna souborem strategickych dokumentt destinaci cestovniho ruchu a krajd (Integrova-
né plany rozvoje destinace, Kvantifikacni analyza, Vyzkumné studie). Tato kondicionalita fesi nedostatky v absenci integrovaného a soustredé-
ného pfistupu k podpore cestovniho ruchu. Integrované plany rozvoje destinace maji s ohledem na mistni specifika zajistit podporu nosnym
projekttm, které jsou opravdovym pfinosem pro rozvoj cestovniho ruchu v regionu.

Princip alternativniho financovani podpory (nové financni nastroje)
V rdmci implementace jednotlivych priorit a opatfeni Koncepce daleko masivnéji vyuzivat finanéni nastroje, které pracuji s prvkem navratnosti
finan¢nich prostredkl zpét do systému (dnes jsou testovany jako nastroje JASPERS, JEREMIE, JESSICA, JASMINE).

Konkrétné jde o vyuziti institutu zvyhodnénych Gvért (viz vyse), na podporu rozvoje turistické infrastruktury. Timto zptsobem budou podpo-
rovany ziskové orientované projekty.

Preshrani¢ni kontext podpory cestovniho ruchu

DalSim vyznamnym prvkem Koncepce je posileni jejiho pfeshrani¢niho rozméru. Principidlné pdjde o zlepseni spoluprace preshrani¢nich regio-
nd, zintenzivnéni vazeb na zahrani¢ni partnery, sdileni pristupl a zkusenosti (transfer znalosti) a vytvareni nadnédrodnich siti. Princip nadndrod-
ni a meziregionalni spoluprace je velmi zdsadni hlavné v aktivitdch zamérenych na fizeni a koordinaci destinaci cestovniho ruchu, marketing

a na podporu lidskych zdrojd.

Princip projektového rizeni

Projekty definované v akénim planu budou realizovany v souladu s principy projektového fizeni. Kazdy projekt musi mit:
>>> jasné definovany cil — vazbu na aktivitu/opatieni koncepce, popt. i kvantifikace miry jeho pInéni

>>> jasné definovanad odpovédnost — od gestora projektu (popf. spolugestora) po konkrétni projektovy tym

>>> jasné definovany casovy rédmec/harmonogram

>>> jasné definované finan¢ni zdroje

>>> jasné definované metriky — vazba na monitoring

Pfehled hlavnich provadécich dokumentid Koncepce

Akcni plan

Akeni plany Koncepce jsou zadkladnim prvkem implementace politiky cestovniho ruchu. Akéni plany nejdéle kazdé dva roky selektuji a zpres-
nuji konkrétni podobu navrzenych opatfeni a aktivit. Budou zde definovany konkrétni projekty, které povedou k napliiovéni priorit, opatfeni
a aktivit Koncepce. Akéni plan bude koncipovan tak, aby pfinesl jasné a méfitelné indikatory plnéni cilti a opatfeni Koncepce. Jejich nastaveni
bude pfedmétem dalsich aktivit MMR (viz aktivita 4.1.1).

Kvantifikacni analyza potencialu cestovniho ruchu
Metodicky dokument, ktery na zékladé jasnych kritérii vymezi Gzemf soustfedéné podpory cestovniho ruchu (stfediska a zony cestovniho
ruchu).

Vyzkumné studie

Vyzkumné studie, pofizované ve spolupraci Ministerstva pro mistni rozvoj, kraji a Ministerstva zivotniho prostredi, které zejména v envi-
ronmentélné cennych lokalitdach (NP, CHKO), ale i ostatnich oblastech cestovniho ruchu navrhnou celkové funkéné-prostorové feseni rozvoje
cestovniho ruchu v daném Uzemi. Identifikuji a navrhuji fe3eni eventuelnich stfetd mezi zajmy ochrany pfirody a aktivitami v oblasti rozvoje
cestovniho ruchu (napf. problematika sjezdovych trati, parkovist, liniovych staveb, ,tézké" turistické infrastruktury, apod.).

15 Vécny zamér zékona o podpore rozvoje cestovniho ruchu v soucasné dobé stanovi povinna kritéria, na zakladé kterych madze vzniknout turisticka oblast. Je to
pocet pfenocovéni za rok — min. 300 tisic — prdmér za poslednich 5 let, pocet lGzek — min. 2000 ltzek, min. 3 turistickd informacni centra (TIC) nachazejici se

je autorizace téchto destinaci ze strany kraje a MMR.
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Integrované plany rozvoje cestovniho ruchu

Zékladni strategicky dokument destinace cestovniho ruchu (v Koncepci téZ nazyvany Strategie rozvoje destinace). Definuje priority rozvoje
cestovniho ruchu v souladu s absorpcni kapacitou destinace. Soucésti planu je ndvrh nosnych projektd, které integruji nabidku destinace
a prispivaji ke zvySovani konkurenceschopnosti destinace.

Nérodni strategie rozvoje cyklistické dopravy CR

Jedna se o dokument, ktery si klade za cil zlepsit koordinaci cyklistické dopravy mezi organy statni spravy, mésty a obcemi na statni i regional-
ni Urovni.

8.3 Uzemni povaha opatieni podpory cestovniho ruchu

Z obsahové struktury navrhovanych priorit a opatieni a nasledné také z navrhu implementace a finan¢niho rdmce je jasné patrnd délba Gzem-
ni dimenze podpory cestovniho ruchu v obdobi 2014-2020. Jsou zde jasné definované aktivity organizované a fizené na narodnf a regionalni

(krajské) urovni.

Tab. ¢ 12: Uzemni dimenze podpory cestovniho ruchu

Narodni uroven Regionalni uroven

Informace pro podnikatele Marketing a tvorba produktt CR
Profesni vzdélavani MSP Dotace Kulturni pamétky a pfiroda
Kvalita sluzeb Vefejnd infrastruktura CR
Dotace Podpora siti prvkl nabidky narodniho vyznamu Z3akladnf infrastruktura cestovniho ruchu (ubytovaci zafizeni)
Nérodni marketing (image, narodni produkty CR) Sportovné-rekreacni infrastruktura
Statistika Uvéry - aquaparky
Rozvoj lidskych zdrojt - lyzarska strediska (vleky)
- ldzenstvi

- zabavni centra, atd.

Ve vazbé k navrZzenym prioritdm a opatfenim Ize vyse uvedené zakladni ¢lenéni dale zpresnit. Optimalni délbu prace viech aktérd v cestovnim
ruchu na narodnf a regionalini Urovni predstavuji nasledujici formalizované tabulky.

Navrh opatieni realizovanych na narodni urovni

Priorita Opatieni Realizator
1. Zkvalitnéni 1.1 Zkvalitnéni podnikatelského prostiedi MMR, MPO, MF, CzechTourism, profesni sdruzeni
nabidky 1.2 Vystavba a modernizace zakladni a doprovodné MMR, MD, MZe, SFDI, bankovni instituce
cestovniho infrastruktury cestovniho ruchu
ruchu 1.3 Zkvalitnéni nabidky sluzeb cestovniho ruchu MMR, MPO, MZP, MD, CzechTourism, profesni asociace
1.4 Zkvalitnéni nabidky primarniho potencialu cestovniho ruchu Vefejny a podnikatelsky sektor
2. Management 2.1 Podpora ¢innosti destinacnich spole¢nostf MMR
cestovniho 2.2 Posileni a inovace fizeni destinace MMR
ruchu 2.3 Rozvoj lidskych zdrojl v cestovnim ruchu MMR, MSMT a MPSV, CzechTourism, profesni asociace
3. Destinacni 3.1 Marketingova podpora doméciho a pfijezdového CzechTourism
marketing cestovniho ruchu
3.2 Tvorba a marketing nérodnich a regionalnich produktd CzechTourism
cestovniho ruchu
3.3 Marketingové informace CzechTourism
4. Politika 4.1 Politika cestovniho ruchu jako soucast hospodarské MMR, ¢lenové meziresortni koordinacni komise, kraje,
cestovniho ruchu a regiondlni politiky CzechTourism, profesni asociace, NNO akademicka obec
a ekonomicky 4.2 Statistika a vyzkum v cestovnim ruchu, mezindrodni spoluprace MMR, CSU, TACR, akademickd obec
rozvoj 4.3 Krizové Fizeni a bezpecnost MMR, MV, MZd, MZV a CzechTourism
Priorita Opatieni Realizator
1. Zkvalitnéni 1.1 Zkvalitnéni podnikatelského prostredi kraje, HI. m. Praha, hospodéaiské komory, destinacni spole¢nosti
nabidky 1.2 Vystavba a modernizace zakladni a doprovodné infrastruktury kraje, obce, HI. m. Praha
cestovniho cestovniho ruchu
ruchu 1.3 Zkvalitnéni nabidky sluzeb cestovniho ruchu kraje, HI. m. Praha
1.4 Zkvalitnéni nabidky primarniho potencialu cestovniho ruchu Verejny a podnikatelsky sektor, mésta a obce,

neziskové organizace a zadjmova sdruzeni
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Navrh opatieni realizovanych na regionalni urovni

2. Management 2.1 Podpora ¢innosti destinacnich spole¢nosti kraje, HI. m. Praha
cestovniho 2.2 Posileni a inovace fizeni destinaci kraje, HI. m. Praha, CzechTourism, destina¢ni spolecnosti
ruchu 2.3 Rozvoj lidskych zdrojd v cestovnim ruchu kraje, HI. m. Praha

3. Destinacni 3.1 Marketingova podpora doméciho a pfijezdového cestovniho ruchu destinacni spole¢nosti
marketing 3.2 Tvorba a marketing narodnich a regionalnich produktt destinacni spolecnosti, sdruzeni obci (napt. DSO), MSP, NNO

cestovniho ruchu

3.3 Marketingové informace destina¢ni spole¢nosti

Vztahy mezi jednotlivymi institucemi, procesy a provadécimi dokumenty jsou uvedeny ve schématech v pfiloze ¢. 5.
8.4 Indikativni finan¢ni ramec Koncepce statni politiky cestovniho ruchu

Pro programové obdobi 2007-2013 byla pldnovéna podpora cestovniho ruchu z evropskych a narodnich zdrojd v fadové ¢astce asi 35 mid. K¢,
z toho z regionalnich operacnich programt (ROP) asi 30 mld. K¢ a z Integrovaného operacniho programu (IOP) asi 5 mld. K¢. To pfi celkové
¢astce 35 mid. K¢ a sedmiletém obdobf predstavuje finanéni rdmec cca 5 mld. K¢ ro¢né na podporu cestovniho ruchu v CR (viz vyse). Tento
financni rdmec Ize povazovat za vice nez dostatecny, zejména v pripadé zavedeni nového nastroje zvyhodnénych uvért pro podporu vétsiny
komercnich (podnikatelskych) infrastrukturnich projektti. Na druhou stranu ze strany EU nelze (pfi zvaZeni moznosti nového programového
obdobi 2014 - 2020 a jeho priorit) ocekavat takto masivni podporu cestovniho ruchu. Proto je celkovy finanéni rdmec stanoven na 60 %
soucasného objemu podpory — 3 mld. K¢ ro¢né. Tento rozsah podpory umoznuije realizaci hlavniho cile Koncepce — tedy stimulace konkuren-
ceschopnosti cestovniho ruchu, a to zejména za podminky optimalni délby prace na narodni a regiondlni trovni.

Zékladni finan¢ni rozvaha je budovédna zespodu — od opatfeni a aktivit k jednotlivym prioritdm. Prvni nahled predstavuje nasledujici tabulka
(finan¢ni navrhy jsou uvedeny jako rocni).

Je z ni patrna celkova filosofie podpory cestovniho ruchu v pfistim programovém obdobi. Celkoveé klesa vaha podpory zékladni i doprovodné

infrastruktury (za cca 80 % na 60 %) a pozornost se obraci na kvalitni a inovacni projekty v oblasti pFipravy, resp. tvorby a marketingu turistic-
kych produktt a podpory budovani organizacni a fidici struktury cestovniho ruchu. V tomto kontextu je také tfeba chapat névrh jednotlivych

vah a objemt podpory pro jednotlivé priority a opatfeni. Odhad konkrétnich ¢astek byl stanoven na zakladé nezbytnych nakladd pro realizaci
nejdulezitéjsich priorit (tedy priorit ¢. 2, 3, 4) a zbyvajici ¢ast objemu podpory (do 3 mid. K¢ za rok) byla alokovéna na prioritu 1. Tento postup
je v souladu s vyse naznacenou prioritizaci aktivit statni politiky cestovniho ruchu.

Tab. ¢. 13: Navrh finan¢niho ramce

Priorita, Nazev Orientacni vyznamova V mil. Ké (Narodni/
opatreni vahav % regionalni urover)
1 Zkvalitnéni nabidky cestovniho ruchu 63 1880
1.1 Zkvalitnéni podnikatelského prostredi 4 120
1.2 Vlystavba a modernizace zékladni a doprovodné infrastruktury cestovniho ruchu* 23 700 (100/600)
13 Zkvalitnéni nabidky sluzeb cestovniho ruchu 2 60
1.4 Zkvalitnéni nabidky primarniho potencialu cestovniho ruchu 30 890 (250/640)
2 Management cestovniho ruchu 14 420
2.1 Podpora ¢innosti destina¢nich spole¢nostf 1 330 (165/165)
2.2 Posileni a inovace fizeni destinaci 2 60 (40/20)
23 Rozvoj lidskych zdroj v cestovnim ruchu 1 30
3 Destinacni marketing 17 510
3.1 Marketingové podpora domaciho a pfijezdového cestovniho ruchu 12 360 (340/20)
3.2 Tvorba a marketing ndrodnich a regionalnich produktd cestovniho ruchu 3 90 (30/60)
3.3 Marketingové informace 2 60 (40/20)
4 Politika cestovniho ruchu a ekonomicky rozvoj 6 190
4.1 Politika cestovniho ruchu jako soucast hospodarské a regionalni politiky 1 40
4.2 Statistika a vyzkum v cestovnim ruchu, mezindrodni spoluprace 2 60
4.3 Krizové Fizeni a bezpecnost 3 100
Celkem 100 3000
Z toho narodni turoven 1385
Z toho regionalni uroven 1615

Pozn.: *mimo jiné prostrednictvim zvyhodnénych Gvért
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Zkratky

BRIC
CK
CR
CRM

CzT
CNB
CR (C2)
¢su
DMS

DPH
DS
DSO
EHSV

MMR
MPO
MPSV
MSP
MSMT
MZe
MzVv
MZP
NNO
NP
NRP
NUTS
OCR
OECD
OIFW
oP
OP ZP
OPLZZ
OPPI
OPPK
OPVK

PCR
PPP
PR
PRV
ROP
T&T

Brazilie, Rusko, Indie, Cina TACR
Cestovni kancelar TIC
Cestovni ruch TSA
Customer relationship management (Rizeni vztahd

se zakazniky) UMP
Ceska centréla cestovniho ruchu CzechTourism

Ceska narodni banka UNESCO
Ceska republika UNWTO
Cesky statisticky urad

Destination Management System (Systém fizenf URR
destinace) USA
Dan z pridané hodnoty usb
Destinacni spole¢nost uspP
Dobrovolny svazek obcf

Evropsky hospodafsky a socialni vybor VB
Evropska komise VFR
Evropska unie S
Grantova agentura Ceské republiky WEF
Hruby domaci produkt WTTC
Hruba pfidana hodnota

Hromadnd ubytovaci zafizeni 7Z CZT

Chranéna krajinna oblast

Integrovany operacni program

Informacni a rezerva¢ni systémy

Informacni systém

Informacni technologie

Ministerstvo dopravy

Ministerstvo financi

Ministerstvo kultury

Ministerstvo pro mistni rozvoj

Ministerstvo primyslu a obchodu

Ministerstvo prace a socialnich véci

Malé a stfedni podnikani (podnikatel)
Ministerstvo skolstvi, mlddeze a télovychovy
Ministerstvo zemédélstvi

Ministerstvo zahrani¢nich véci

Ministerstvo zivotniho prostredi

Nestatni neziskova organizace

Narodni park

Narodni rozvojovy plan

Klasifikace Uzemnich statistickych jednotek
Organizace cestovniho ruchu

Organizace pro hospodéaiskou spolupraci a rozvoj
Rakousky institut pro ekonomicky vyzkum
Operacni program

Operacni program Zivotni prostfedi

Operacni program Lidské zdroje a zaméstnanost
Operacni program Podnikani a inovace
Operacni program Praha - Konkurenceschopnost
Operacni program Vzdélavani pro konkurence-
schopnost

Politika cestovniho ruchu

Partnerstvi vefejného a soukromého sektoru
Public Relations (Vztahy s vefejnosti)

Program rozvoje venkova

Regionalni operac¢ni program

Travel and Tourism (Cestovan{ a cestovni ruch)

Technologickd agentura Ceské republiky

Turistické informacni centrum

Satelitni Gcet cestovniho ruchu (Tourism Satellite
Account)

Unique Marketing Proposition (Jedine¢ny marketin-
govy predpoklad)

Organizace OSN pro vychovu, védu a kulturu
Svétova organizace cestovniho ruchu (United Nati-
ons World Tourism Organisation)

UFad regionélini rady

Spojené staty americké

Americky dolar

Unique Selling Proposition (Jedine¢ny prodejni pred-
poklad)

Velka Britanie

Segment navstév pratel a pribuznych

Vysoka skola

Svétové ekonomické férum (World Economic Forum)
Svétova rada pro cestovni ruch (World Travel and
Tourism Council)

Zahrani¢ni zastoupeni CzechTourism
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Pouzita terminologie’®

A

Akcni plan
Jedné se o soubor planovanych projektl a aktivit, jejichz prostrednictvim maji byt naplnény cile strategie. Akéni plan mlze byt soucasti
strategie (nebo jejiho implementacniho dokumentu) nebo se mlze jednat o samostatny dokument na tyto dokumenty navazujici.

Aktér cestovniho ruchu
Kazda osoba ¢i organizace podilejici se, ovlivnéna cestovnim ruchem ¢i majici jiny vztah k cestovnimu ruchu v dané destinaci.

Benchmarking

Jeden z nastrojd managementu (marketingu) spocivajici v porovnani kvality produkt( nebo cinnosti (procesu) vlastni organizace

s konkuren¢nimi produkty a konkuren¢nimi organizacemi. Pro srovnani se nejcastéji vybiraji $pickové produkty a Spickové organizace
z oboru. Jeho cilem je zvyseni kvality a efektivity managementu i marketingu a zvy3eni konkurenceschopnosti.

Brownfields

Nevyuzivana (neadekvatné vyuzivand) Uzemi, kterd jiz neslouzi svému pdvodnimu Ucelu ¢asto v dUsledku restrukturalizace ¢i krize
hospodarstvi (zejména Upadek zemédélstvi, tézby a tézkého primyslu). Regenerace a vyuziti pro cestovni ruch je velmi vhodné, nebot
jde casto o technické atraktivity cestovniho ruchu, které jsou mezi turisty pomérné oblibené.

Destinace cestovniho ruchu (téz turisticka destinace)

V uzsim pojeti se jedna o cilovou oblast v daném regionu, se specifickou nabidkou atraktivit a infrastruktury cestovniho ruchu. V sir$im
pojeti jde o zemi, regiony, lidska sidla a dalsi oblasti, které jsou typické velkou koncentraci atraktivit, rozvinutymi sluzbami a dalsi infra-
strukturou cestovniho ruchu, jejichz vysledkem je velkd dlouhodobd koncentrace névstévnikd. Pro mezinarodni navstévniky je destinaci
bud cela navstivena zemé, nebo néktery jeji region, pfipadné mésto ¢i stfedisko cestovniho ruchu.

Destinacni spolec¢nost

Organizace provadéjici (koordinuijici, aktivujici) management a marketing (v¢etné propagace) destinace cestovniho ruchu ve spolupréci
s dalsimi subjekty cestovniho ruchu. Jejim tkolem je prosadit destinaci a jeji produkty cestovniho ruchu na trhu a realizovat zaméry
destina¢niho managementu.

Druh cestovniho ruchu

Typ cestovniho ruchu, pro jehoz urcenf je rozhoduijici kritérium ,,jevovy priabéh cestovniho ruchu a zpusob jeho realizace v zavislosti
na geografickych, ekonomickych, spolecenskych a jinych podminkéch, jakoz i jeho Ucinky”. Toto obecné kritérium se dale déli podle
objektivnich faktort (prostorové, casové, ¢asové, socialni a demografické), mista realizace cestovniho ruchu (domaci, zahranicni,
mezinarodni, narodni, pfihrani¢ni, vyjezdovy, vnitfni), vztahu k platebni bilanci statu, doby trvani pobytu, zplsobu zabezpeceni cesty
a pobytu (organizovany, neorganizovany), poctu Gcastnikt (individuélni, skupinovy), zptsobu financovani (komercni socidlni), véku
Ucastnikl, prevazujiciho prostredi pobytu (méstsky, venkovsky, lazerisky, apod.), vlivu na mistni komunitu a Zivotni prostredi, ostatnich
kritérii (celoro¢ni, sezénni, apod.).

E-marketing (téz elektronicky marketing)

Vyuzivani ICT v marketingu (zejména v propagaci, marketingové komunikaci), resp. vyuzivani interaktivnich elektronickych zafizeni
v marketingu. E-marketing je nékdy nesprdvné zuzovan na internetovy marketing, ktery je pouze jeho jednou soucasti (vedle napt.
mobilniho nebo virdlniho marketingu).

Forma cestovniho ruchu

Typ cestovniho ruchu, pro jehoz urcenf je klicovym kritériem motivace navstévnika. Zakladnimi motivacemi cestovniho ruchu jsou
odpocinek, poznavani prostiedi a kontakty s lidmi, odtud zakladni formy cestovniho ruchu: rekreaéni (pobytovy , plazovy” cestovni
ruch, lazerisky, sportovné orientovany, lovecky cestovni ruch), poznavaci (kulturné-pozndvaci, pfirodné-pozndvaci, historicko-pozndva-
ci), socio-profesni (profesné orientovany cestovni ruch: sluzebni, kongresovy, incentivni) a spolecensky cestovni ruch (krajansky, etnicky,
navstévy pratel a pribuznych — VFR).

16 Prehled terminologie obsahuje upravené texty z Viykladového slovniku cestovniho ruchu od autord Zelenka, J. a Paskovd, M. (2012)
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Geopark

Uzeml, které reprezentuje geologické dédictvi dané lokality ¢i daného regionu na mistni, regionalni, narodni, evropské ¢i kontinentalni
Urovni. Jednéd se napfiklad o skalni mésta, krasovd Uzemi, archeologicka a paleontologickd nalezisté, vulkanické jevy, staré doly, huté,
apod. Obecné zahrnuje geotypy, které jsou na urcité tzemni trovni vyjimec¢né z hlediska védeckého zkoumani, estetické hodnoty,
osvétového vyuziti a reprezentuji geologické dédictvi. Geopark ma jasné definované hranice a zahrnuje dostate¢né velkou a osidlenou
oblast, kterd umoznuje prosazovat udrzitelny rozvoj a napliiovat poslani geoparkd.

Hospodaisky slabé regiony
Oblasti charakteristické nizkou Zivotni Grovni, nizkym ekonomickym potencidlem, nadprdmérnym podilem zaméstnanosti v primarnim
sektoru a nadprdmérnou nezameéstnanosti.

Hromadné ubytovaci zafizeni cestovniho ruchu (HUZ)

Ubytovaci zafizeni poskytujici prenocovani v pokoji nebo v jiné ubytovaci jednotce. Pocet poskytnutych mist musi byt vétsi nez urcené
minimum (v CR dle metodiky CSU musi HUZ disponovat minimalné péti pokoji nebo deseti lGzky) pro skupiny osob presahujici jednu
rodinnou jednotku. V3echny ubytovaci jednotky tohoto zafizeni musi podléhat stejnému Ucelu a slouzit pro cestovni ruch, tj. posky-
tovat prechodné ubytovani hostim za Gcelem dovolené, zajezdu, lazenské péce, sluzebni cesty, skolenf, kursu, kongresu, pobytu déti
ve skole v pfirodé, v letnich a zimnich taborech, apod. Mezi HUZ patfi hotely, motely, botely, penziony, turistické ubytovny, chatové
osady, kempy a dal3i (napf. kulturné-historické objekty, ldzenska zafizeni a také objekty vyclenujici 1tzkovou kapacitu pro cestovni ruch
— domovy mladeze, vysokoskolské koleje, podnikové ubytovny, apod.).

Incentivni cestovni ruch (téz pobidkovy cestovni ruch nebo motivacni cestovni ruch)
Forma cestovniho ruchu a soucasné také nastroj managementu, ktery vyuziva cestovni ruch pro motivaci zaméstnanct a nalezeni téch,
u kterych Ize zvysit miru ztotoznéni se s cili firmy a zvysit jejich vykonnost.

Intenzita cestovniho ruchu
Pomér mezi primérnym poctem prenocujicich navstévnik( a po¢tem obyvatel destinace cestovniho ruchu. Patfi mezi klicové indikatory
udrzitelnosti cestovniho ruchu. Ovliviiuje miru naplnéni fyzicky, psychologicky a socio-kulturné tnosné kapacity.

Komparativni vyhoda

V cestovnim ruchu je komparativni vyhoda zalozena predevsim na fyzicko-geografickych predpokladech cestovniho ruchu (poloha,
pfirodni podminky, dopravni dostupnost), ale také na ekonomickych predpokladech (cenové hladina, ménovy kurz), kulturnich predpo-
kladech (historické pamatky, kulturné-spolecenské akce), politickych predpokladech (politicka stabilita), bezpecnosti pobytu a pohybu
po destinaci, aj.

Koncepce

V kontextu strategického fizeni oznacuje pojem koncepce strukturované vytyceni celkového sméfovani v dané oblasti. Koncepce
obsahuje zakladni vychodiska a sméfovani, zatimco strategie je konkrétnéjsi, vymezuje konkrétni cile a jejich hodnoty. Koncepce mutize
mit podobny charakter jako Politika, rozdil je prfedevsim v jejich ¢asovém horizontu (koncepce ma spise kratkodoby az stfednédoby
horizont realizace, zatimco politika stfednédoby az dlouhodoby horizont realizace).

Maly podnik
Podnik, ktery zaméstnava méné nez 50 zaméstnanct a ma rocni obrat nebo bilan¢ni sumu ro¢ni rozvahy nepfesahujici 10 miliond eur.

Marketingovy mix

Vsechny kontrolovatelné faktory, které byly vybrany, aby uspokojily potfeby zékaznika, resp. vhodna kombinace soucasti marketingo-
vého cile a vyuZivana jako soucast marketingové strategie. Marketingovy mix je oproti jeho klasickému pojeti rozsifen ze Ctyr soucasti
na osm — 8P (Product, Price, Place, Promotion, People, Partnership, Packaging, Programming).

Mikropodnik
Podnik, ktery zaméstndva méné nez deset zaméstnanct a ma rocni obrat nebo bilan¢ni sumu ro¢ni rozvahy mensi nez 2 miliony eur.

Multiplikac¢ni efekt

Skutecnost, Ze cestovni ruch v daném misté pfinadsi nejen pfijem od navstévnikd pfimo poskytovatelim sluzeb cestovniho ruchu, ale
podnécuje i rozvoj dalsich sluzeb bezprostfedné spjatych s uspokojovanim potfeb navstévnikl (napt. sluzby ubytovaci, stravovaci, za-
bavni), ale i aktivity s cestovnim ruchem jen nepiimo souvisejici (napf. sluzby stavebni, opravarenské). Multiplika¢ni efekt vyvolava dalsi
vydaje, coz méa kladny vliv nejen na kupni silu mistnich obyvatel, ale je také pfinosem pro rozvoj obce jako celku i riznych aktivit mimo
jejf rdmec.
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Nabidka cestovniho ruchu

Maximalni mnoZzstvi produktu CR na trhu cestovniho ruchu, které ma urcity subjekt (nebo souhrn subjekt — agregovana nabidka)

v Umyslu prodat za danou cenu. Objem nabidky zavisi, kromé ceny nabizeného produktu cestovniho ruchu, také na cilech subjek-
tu cestovniho ruchu (maximalizace zisku nebo podilu na trhu, konkuren¢ni boj), technologické tUrovni, cenové hladiné v zemi (mira
inflace), na politice prostorové ¢i tematicky blizké konkurence (napft. nabidka stejnych destinaci CR), na cené vyrobnich faktord (cena
pozemkd, pracovni sily, kapitélu).

Navstévnicky management
Soubor fidicich technik a néstrojl, pouzivanych soukromymi i vefejnymi subjekty cestovniho ruchu (zejména destinacni spole¢nost
nebo spravy chranénych tzemi) za Ucelem usmérfiovani tokt navstévnikd a ovliviiovani zplsobu jejich chovan.

Navstévnik
Jakakoli osoba, kterd cestuje do jiného mista, nez je misto jejiho bézného pobytu, na dobu neprevysujici 12 po sobé jdoucich mésict,
pficemz Ucel navstévy je jiny, nez vykon c¢innosti odmériované z navstiveného mista.

Nerezident (téZ zahrani¢ni navstévnik)
Osoba, kterd cestuje do zemé odlisné od zemé svého obvyklého bydlisté na dobu neprevysujici 12 mésicd, pficemz Ucel navstévy je jiny
nez vykon ¢innosti finan¢né odménované z navstiveného mista. Je jim také obcan sledované zemé, dlouhodobé Zijici v ciziné.

NUTS (zkr. Klasifikace tzemnich statistickych jednotek)
Uzemni celky vytvorené pro statistické Gcely Eurostatu pro porovnani a analyzu ekonomickych ukazateld, monitorovani, pfipravu, reali-
zaci a hodnoceni regionalni politiky ¢lenskych zemf{ EU.

Operacni program

Operacni program je zakladnim strategickym dokumentem finan¢ni a technické povahy pro konkrétni tematickou oblast (napf. za-
méstnanost a socidlni véci), nebo konkrétni region soudrznosti (napf. Moravskoslezsky), ktery zpracovévaji ¢lenské zemé Evropské unie.
V operac¢nim programu jsou podrobné popsény cile a priority, které chce ¢lenska zemé v dané oblasti dosdhnout v aktudlnim progra-
movacim obdobi. Operacni program obsahuje popis typovych aktivit, na které je mozné Cerpat prostredky ze Strukturélnich fondu
Evropské unie. Nechybi také uvedenf vy¢tu téch, ktefi mohou o finanéni prostfedky zadat.

Package (téz komplex sluzeb, balik sluzeb)
Dvé nebo vice sluzeb rezervovanych nebo zakoupenych podle pfani zakaznika za jednu cenu, resp. predem pfipraveny soubor sluzeb
cestovniho ruchu, nabizenych k plnému uspokojeni zakaznika a Uspésnému absolvovani programu s témito sluzbami spojeného.

Politika cestovniho ruchu

Systematicka cinnost sledujici vytycené cile a spocivajici v komplexnim planovani, usmérfiovani (regulaci) a tvorbé reality cestovniho
ruchu prostfednictvim rdznych nastrojd a nositelt (statnich, soukromych). Hlavnimi komponentami politiky cestovniho ruchu jsou proto
cile, nastroje a nositelé politiky cestovniho ruchu. Podle Urovné Uizemné administrativniho ¢lenéni se rozlisuje komunalni, regionalni,
statni, nadregiondlni politika cestovniho ruchu.

Poptavka v cestovnim ruchu

Mnozstvi daného produktu cestovniho ruchu, které kupujici hodla koupit za danou cenu na daném trhu v daném case. Béhem hlavni
sezdény poptavka po sluzbach v cestovnim ruchu a zpravidla i jejich cena vyrazné roste. Funkce poptévky je za jinak stejnych podminek
vztah mezi mnozstvim poptavanych produktl cestovniho ruchu a jejich cenou.

Potencial cestovniho ruchu

Souhrnnd hodnota viech predpokladd cestovniho ruchu, pfi jeho kvantitativnim hodnoceni ocenénd na zékladé bodovaci skaly, snizena
o zépornou hodnotu negativnich faktort rozvoje cestovniho ruchu — zejména o Spatny stav slozek zivotniho prostfedi (kyselé desté,
kvalita vzduchu, znecisténi vod, hluk), konfliktni vyuziti daného Uzemi, Casté Zivelné udalosti a katastrofy, vysokd kriminalita, nestabilni
politicka situace, epidemie, vyskyt nakazlivych chorob. Potencidl cestovniho ruchu je navic ¢asové zavisly zejména pro pfirodné determi-
nované druhy a formy cestovniho ruchu, nebot jej ovliviiuji sezonni klimatické jevy (napf. monzuny) a také regulace pohybu navstévni-
kl spojend s ochranou druhl nebo pfirodnich hodnot obecné zejména v chranénych Gzemich. Hodnoceni potencidlu cestovniho ruchu
destinace podle vhodné metodiky je vyuZivano pro urcovani konkurenceschopnosti destinace a pro praci destina¢niho managementu,
a to zejména pfi ur¢ovani ¢i Upravé zaméreni destinace CR a pfi tvorbé novych produktd CR.



Produkt cestovniho ruchu

Souhrn veskeré nabidky soukromého ¢i verejného subjektu podnikajiciho v cestovnim ruchu nebo cestovni ruch koordinujiciho. Je
soucasti marketingového mixu. Specifikem produktu cestovniho ruchu je osobni poskytovéni, nemoznost ho skladovat, omezena zivot-
nost. Castd je platba pfedem za produkt, ktery neni mozné pfedem vyzkouset. Je totiz ovliviiovan Fadou faktord, které Ize pouze velmi
omezené nebo je vibec nelze ovlivnit (pocasi, politicka situace, sezénnost, apod.). Produkt cestovniho ruchu maze dosahovat rtizné
Urovné komplexnosti (od poskytnuti ¢i zprostfedkovani jednotlivé sluzby — napt. dopravy pres komplex sluzeb az po destinaci cestovni-
ho ruchu jako ucelenou nabidku atraktivit, sluzeb a infrastruktury cestovniho ruchu a potencialnich zazitka.

Region cestovniho ruchu (téz turisticky region)

Jeden z typU regiond, ktery mize byt vymezen jako homogenni region (Uzemi relativné homogenni z hlediska predpokladt pro reali-
zaci CR — typU atraktivit CR, dostupnosti a Urovni infrastruktury CR) nebo heterogenni region. Z pojeti homogennich regiont vychazela
v minulosti v Ceské republice provedena tzv. Rajonizace cestovniho ruchu. P¥kladem homogenniho regionu je CHKO s predpoklady
pro ptirodni CR. Priklad heterogenniho regionu je stfedisko zimnich sportd predstavujici vlastni lyZafsky aredl a jeho infrastrukturaln{
zazemi. OdliSné pojeti turistické regionalizace predstavuje ¢lenéni na marketingové regiony cestovniho ruchu, iniciované agenturou
CzechTourism, kde hlavni kritérium spociva v organiza¢né-ekonomickych vazbach, v ochoté obci, mikroregiont daného regionu komu-
nikovat a spolupracovat na spole¢ném marketingu a rozvoji infrastruktury CR. Hranice regiond tak nejsou pevné vymezeny, ale vyvijeji
se v Case. Problémem zUstédva statistické podchycovéani rozvoje CR, nebot vymezeni téchto region se plné nekryje ani nesestava ze
spravnich jednotek, pro které jsou statisticka data zjistovana. Také finan¢ni toky jsou rozhodujicim zptisobem urcené podle administra-
tivnich jednotek.

Regionalni disparita

Znevyhodnéni regionu v porovnani s jinymi regiony, jehoz zakladem je (alternativné ¢i kumulativné) historicky ekonomicky vyvoj, polo-
ha, Spatnd dopravni dostupnost, restrukturalizace pramyslu, apod. Cestovni ruch je vnimdn jako aktivita, kterd mdze pomoci zmirnit i
odstranit negativni regionalni disparity.

Regiony soudrznosti

Celkem 8 regionti na tzemi CR, totoznych s tzemnimi statistickymi jednotkami NUTS Il a vymezenych zdkonem pro potieby spojené
s koordinaci a uskute¢riovanim politiky hospodarské a socialni soudrznosti. Jsou urceny pfedevsim pro vyuzivani finan¢nich prostiedku
ze strukturdlnich fondt EU.

Rezident (téz mistni obyvatel)
Fyzicka osoba jakékoli narodnosti, sidlici v dané zemi vice neZ jeden rok. Je jim tedy obcan statu i dlouhodobé pobyvajici cizinec. Na-
opak obcané zijici v zahranici rezidenty nejsou.

Satelitni ucet cestovniho ruchu

Specificky prafezovy meziodvétvovy Ucet na narodni, Cerpajici data z upravené soustavy tradi¢nich narodnich Uctd a davajici presnéj-
3i obraz o ekonomickém a socialnim postaveni cestovniho ruchu na makroregionalini (syntéza vystup( narodnich satelitnich uctd),
narodni a pfipadné i regionalni Urovni. Je nastrojem a svétové uzndvanym systémem, ktery slouzi k vymezeni podilu cestovniho ruchu
jako odvétvi na HDP a umozrfiuje mezindrodni srovnavani statistik cestovniho ruchu. Na ndrodni Urovni je nezastupitelnym analytickym
a informacnim podkladem pro rozhodovani statnich organt a odborné vefejnosti.

Strukturalné postizené regiony
Regiony s vysokym zastoupenim préimyslu a vysokym stupném urbanizace, ve kterych se soustieduji negativni projevy strukturalnich
zmén, dochazi v nich k Utlumu vyznamnych podnikd, resp. celych odvétvi a k nadpriimérnému rlistu nezaméstnanosti.

Strukturalni fondy

Naéstroje strukturdlni (regionalni) politiky EU slouZici ke snizovani rozdild v Grovni rozvoje jejich hospodéisky slabsich regionti. Podporo-
vany jsou mimo jiné diverzifikace hospodarskych aktivit ve venkovskych oblastech (zejména prostfednictvim cestovniho ruchu), ochrana
zivotniho prostfedi, pfirodniho dédictvi a kulturniho dédictvi.

Stiedisko cestovniho ruchu

Jedna se o misto soustfedéného cestovniho ruchu. Sidelni Utvar nebo velky komplex pro cestovni ruch vybudovanych ubytovacich
zatizeni a dalsich sluzeb cestovniho ruchu, jehoz hlavnim funk¢nim vyuzitim a ekonomickym pfinosem je cestovni ruch. Jedna se o lo-
kalitu nabizejici relativné komplexni infrastrukturu cestovniho ruchu, umoznujici tak Ucastnikovi realizaci variantnich kombinaci forem
cestovniho ruchu a vyznacujici se proto zvlasté vysokou intenzitou cestovniho ruchu.

Stiedni podnik

Podnik, ktery zaméstndvd méné nez 250 zaméstnancl a nema rocni obrat vétsi nez 50 milion0 eur, nebo jehoz bilan¢ni suma roc¢ni
rozvahy nepresahuje 43 milion eur.
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Turista

Cestujici, ktery se zdrzi v navstiveném misté alespori 24 hodin za Gcelem vyuziti volného ¢asu a v tomto misté téz prespi v hromadném
nebo soukromém ubytovacim zafizeni (pfespani je klicové z hlediska rozliseni v mezinarodnich statistikach). Podle vztahu k zemi pobytu
se rozlisuji domaci turisté, mezinarodni turisté a zahranicni turisté.

Udrzitelny cestovni ruch
Cestovni ruch, ktery diky koncepcnimu rozvoji a planovéni dlouhodobé nenarusuje prirodni, kulturni a socidlni prostredi, nebot jeho
cilem je ochrana a zachovani zivotniho prostredi ve viech jeho aspektech a respektovani zivotniho stylu mistnich obyvatel.

Venkovské regiony
Venkovské oblasti charakteristické nizsim stupném urbanizace a ekonomického rozvoje, nizkou hustotou zalidnéni, poklesem poctu
obyvatel a vysokym podilem zaméstnanosti v zemédélstvi.

Vefejna sprava
Sprava daného Uzemi, ktera zahrnuje statni spravu a Uzemni samospravu. Uzemni samosprava vykonava prenesené plsobnosti statni
spravy a samostatné pusobnosti (samosprava).

Vnitini cestovni ruch (téz vnitrostatni cestovni ruch)
Celkovy cestovni ruch v hranicich daného statu. Zahrnuje tedy domaci a pfijezdovy cestovni ruch.

Vyuziti lGzek

Relativni vykonnostni ukazatel vyjadfujici podil skute¢né pouzitych stalych IGzek ve stanoveném obdobi (pocet IGzkodnd) z celkového
poctu stalych ltzek, jez jsou v daném ubytovacim zafizeni ve stanoveném c¢asovém obdobi k dispozici (Cisté vyuziti [Gzkové kapacity),
nebo z poctu vsech stélych [Gzek nehledé na jejich disponibilitu (hrubé vyuziti IGzkové kapacity).

Vyuziti pokojt

Relativni vykonnostni ukazatel vyjadfujici podil skute¢né pouzitych pokojd ve stanoveném obdobi (pocet pokojodn() z celkového poctu
pokoju, jez jsou v daném ubytovacim zafizeni ve stanoveném casovém obdobi k dispozici (¢isté vyuZiti pokojové kapacity), nebo z po-
¢tu vech pokojd nehledé na jejich disponibilitu (hrubé vyuziti pokojové kapacity).

Zivotni cyklus produktu

Féaze, jimiz prochazi vyrobek nebo sluzba pfi zavadéni na trh a po dobu existence na trhu. Typickymi fazemi jsou: vyvoj produktu —
zavadéni produktu na trh — zralost — pokles (snizovani trzeb) a alternativné inovace produktu, nebo dalsi pokles a nakonec stazeni
produktu z trhu. Kazda faze vyzaduje jiné postupy marketingu



Pfilohy

Pfiloha ¢. 1: Funkéni typologie stiedisek cestovniho ruchu
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Piiloha €. 2: Destinacni spoleénosti v CR (2010)
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Pfiloha ¢. 3: Pfehled alokace podpory dle priorit a opatieni Koncepce statni politiky cestovniho ruchu na obdobi 2007 - 2013

Souhrnny piehled za priority a opatfeni Koncepce

Vsechny programy podpory cestovniho ruchu celkem Pocet projektl Financni dotace projektt v mil. K¢
abs. % podil abs. % podil

Priorita 1 Konkurenceschopnost narodnich a regionalnich produktt cestovniho ruchu 258 9,66 662,12 1,78

Opatteni 1.1 Tvorba nosnych narodnich a nadnédrodnich produktd cestovniho ruchu 5 0,19 45,57 0,12

Opatfeni 1.2 Tvorba specifickych regionalnich produktd cestovniho ruchu 253 9,48 616,55 1,66

Priorita 2 Rozsifovani a zkvalitriovani infrastruktury a sluzeb cestovniho ruchu 1969 73,75 33420,11 89,99

Opatfeni 2.1 Rekonstrukce a vystavba kvalitni zakladni a doprovodné 1436 53,78 19 503,00 52,51
infrastruktury cestovniho ruchu

Opatfeni 2.2 Rekonstrukce kulturné-historickych pamatek a zachovani pfirodnich 424 15,88 12677,68 34,14
lokalit vyuzivanych pro cestovni ruch s diirazem na jejich sekundarnf vyuziti

Opattenf 2.3 Zkvalitiiovani sluzeb cestovniho ruchu 4 0,15 131,9 0,36

Opatfeni 2.4 Viytvafeni podminek pro realizaci $etrnych forem cestovniho ruchu 105 3,93 1107,42 2,98

Priorita 3 Marketing cestovniho ruchu a rozvoj lidskych zdrojt 400 14,98 2691,09 7.25

Opatfeni 3.1 Marketing (propagace) cestovniho ruchu na mezinarodni, narodni 298 11,16 1994,94 5,37
a regionalni Urovni

Opatfeni 3.2 Zkvalitnéni statistiky a informaci o cestovnim ruchu 7 0,26 390,46 1,05

Opatfenf 3.3 Zkvalitfiovani vzdélavani a pfipravy lidskych zdrojd v cestovnim ruchu, 95 3,56 305,69 0,82
podpora vyzkumu, vyvoje a inovaci v cestovnim ruchu

Priorita 4 Vytvareni organizacni struktury cestovniho ruchu 43 1,61 365,82 0,98

Opatfeni 4.1 Zakladani a ¢innost organizaci cestovniho ruchu na regionalni 9 0,34 36,37 0,10
a oblastni Urovni

Opatreni 4.2 Cinnost turistickych informa¢nich center 24 0,90 180,49 0,49

Opatfeni 4.3 Spoluprace mezi vefejnym a podnikatelskym sektorem, neziskovymi 10 2,16 148,96 0,40
organizacemi a profesnimi a zdjmovymi sdruzenimi v cestovnim ruchu

Opatteni 4.4 Krizovy management a zkvalitnéni fungovani spravnich 0,00 0,00
organd v oblasti cestovniho ruchu v CR

Celkem 2670 100,00 37139,14 100,00

Integrovany operacni program, prioritni osy 4a a 4b, prioritni osa 5.1 Pocet projekt Finan¢ni dotace projektd v mil. K¢

abs. % podil abs. % podil

Priorita 1 Konkurenceschopnost narodnich a regionélnich produktl cestovniho ruchu 4 10,00 31,69 0,53

Opatfeni 1.1 Tvorba nosnych narodnich a nadndrodnich produktd cestovniho ruchu 4 10,00 31,69 0,53

Opatfeni 1.2 Tvorba specifickych regionélnich produktd cestovniho ruchu

Priorita 2 Rozsifovani a zkvalitiovani infrastruktury a sluzeb cestovniho ruchu 27 67,50 5 365,42 90,41

Opatfeni 2.1 Rekonstrukce a vystavba kvalitni zakladni a doprovodné infrastruktury
cestovniho ruchu

Opatreni 2.2 Rekonstrukce kulturné-historickych pamatek a zachovani pfirodnich

lokalit vyuzivanych pro cestovni ruch s dirazem na jejich sekundarni vyuziti 24 60,00 5233,77 88,19
Opatrenf 2.3 Zkvalitiovani sluzeb cestovniho ruchu 3 7,50 131,65 2,22
Opatteni 2.4 Viytvareni podminek pro realizaci Setrnych forem cestovniho ruchu 0,00 0,00
Priorita 3 Marketing cestovniho ruchu a rozvoj lidskych zdrojt 9 22,50 537,28 9,05
Opatfeni 3.1 Marketing (propagace) cestovniho ruchu na mezinarodni,

narodnf a regiondlini drovni 4 10,00 170,5 2,87
Opatreni 3.2 Zkvalitnéni statistiky a informaci o cestovnim ruchu 5 12,50 366,78 6,18

Opatfeni 3.3 Zkvalitiiovani vzdélavani a pfipravy lidskych zdrojd v cestovnim ruchu,
podpora vyzkumu, vyvoje a inovaci v cestovnim ruchu

Priorita 4 Vytvafeni organizacni struktury cestovniho ruchu

Opatfeni 4.1 Zakladani a ¢innost organizaci cestovniho ruchu na regionalnf
a oblastni drovni

Opatreni 4.2 Cinnost turistickych informacnich center

Opatfeni 4.3 Spoluprace mezi vefejnym a podnikatelskym sektorem, neziskovymi
organizacemi a profesnimi a zajmovymi sdruzenimi v cestovnim ruchu

Opatteni 4.4 Krizovy management a zkvalitnénf fungovénf spravnich organt
v oblasti cestovniho ruchu v CR
Celkem 40 100,00 5934,39 100,00
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Priloha ¢. 4: Rozpis aktivit jednotlivych opatifeni Koncepce

AKTIVITY NAPLNUJICI OPATRENI 1.1

>>> Vytvoreni Kompetencnich center pro podporu MSP v cestovnim ruchu

Cinnost Kompeten¢nich center bude spocivat predevsim v metodické a informa¢ni pomoci jak v oblasti moznosti podpory MSP, tak v po-
radenstvi pro pfipravu a realizaci jejich projektovych zamérd v oblasti cestovniho ruchu. Na vytvoreni a ¢innosti Kompetencnich center se

ve spolupraci s MMR budou podilet kraje, hospodarské komory, CzechTourism, destinacni spole¢nosti a profesni asociace.

>>> Informacni portal o vyvoji a tendencich domaci a zahranicni turistické poptavky

Vytvofeni ndrodniho portdlu v gesci MMR ve spolupréci s CzechTourism a vysokymi skolami.

>>> Stanoveni mist soustfedéného turistického ruchu v dikci zakona ¢. 565/1990 Sb.

Zéakon ¢. 565/1990 Sb., stanovuje vybér poplatkl v mistech soustfedéného turistického ruchu, neurcuje vak, o ktera mista jde. Cilem opat-
feni je konkrétni uréeni zptsobu vymezeni téchto mist. Realizace opatieni vnese fad do systému vybéru mistni poplatkt spojenych s rozvojem
pobytového cestovniho ruchu. Smyslem je zajistit rovné podminky pro podnikatelskou sféru, tak aby poplatky byly vybirdny pouze v lokalitach
intenzivniho cestovniho ruchu.

>>> Kultivace prostredi v oblasti privodcovské cinnosti

PFi regulaci podminek pro realizaci priivodcovské cinnosti vychdzet z Narodni soustavy povolani, Narodni soustavy kvalifikaci a pfislusnych
evropskych smérnic. Jednim z moznych nastroji kultivace prostredi pravodcovské cinnosti je zavedeni Prikazu odborné zpUsobilosti privodce
cestovniho ruchu.

AKTIVITY NAPLNUJICIi OPATRENI 1.2

>>> Zvysovani standardu ubytovacich zarizeni

Podpora vystavby a predevsim rekonstrukce viech kategorii ubytovacich zafizeni formou zvyhodnénych GvérQ. Prostorova lokalizace takovych
projektd nebude a priory omezovana. Projekt bude hodnocen pouze na zakladé ekonomickych kritérii.

>>> Dovybaveni stredisek cestovniho ruchu vybranou doprovodnou turistickou infrastrukturou (sportovné-rekreacni, kultur-
né-rekreacni, zdravotné-rekreacni)

Podpora vystavby a rekonstrukce turistické infrastruktury bude fesena ve dvou rovinach. Komercné orientované projekty budou podporovany
formou zvyhodnénych Gvérd. Prostorova lokalizace takovych projektt nebude omezovana. Projekt bude hodnocen pouze na zakladé eko-
nomickych kritérii. Podpora vefejné prospésné turistické infrastruktury (negenerujici zisk) bude smérovat pouze do vyznamnéjsich stfedisek
cestovniho ruchu. Jejich vycet bude definovan Kvantifikacni analyzou.

>>> Budovani stfedisek venkovské turistiky

Celoplosné podpora integrovanych projektt venkovské turistiky (ubytovéni, gastronomie, program). Prostorova lokalizace takovych projektt
nebude a priory omezovana. Projekt bude hodnocen pouze na zékladé ekonomickych kritérii.

>>> Zkvalitriovani dopravni dostupnosti turistickych destinaci

Podpora budovani dopravni infrastruktury a dopravy v klidu u nejvyznamnéjsich stredisek cestovniho ruchu ve spolupraci s MD a kraji formou
Ucelovych dotaci. V souladu s principy udrzitelného rozvoje klast ddraz na budovani inteligentnich dopravnich systémd a podporovat alterna-
tivni zplsoby dopravy vici individudlni silni¢ni automobilové dopravé (napf. zelezni¢ni, autobusova, vodni ¢i cyklo doprava).

>>> Podpora infrastruktury pro rozvoj nemotorové dopravy

Aktivita je zamérfena na budovani liniovych prvk( turistické infrastruktury. Smyslem je vytvaret dobré podminky pro rozvoj nemotorové dopra-
vy v destinacich cestovniho ruchu. Konkrétné jde o budovani cyklo a in-line stezek, singletrackd, vodackych, pésich a bézeckych lyzarskych

tras. Soucasti aktivity je i jejich udrzba a vybavovéani doprovodnou turistickou infrastrukturou véetné znaceni. V pripadé cykloturistiky musi byt
kladen duraz na vytvareni integrovanych siti stezek, které propoji dalkové trasy s navazujicimi okruhy v zazemi stredisek cestovniho ruchu.
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AKTIVITY NAPLNUJICIi OPATRENI 1.3

>>> Tvorba a dalsi rozvoj oborovych technickych standardi ve vybranych segmentech cestovniho ruchu s cilem postupného
zavedeni povinné celostatni kategorizace a klasifikace (technickych standardi kvality) v rdznych segmentech cestovniho
ruchu

Aktivita zahrnuje tvorbu Ceskych technickych norem (CSN) upravujici vybrané sluzby cestovniho ruchu. Soucasti podpory je rovnéz iniciace

motivacnich programd zaméFend na podnikatelské subjekty za Ucelem certifikace zafizeni cestovniho ruchu CSN nebo oborovymi technickymi

standardy v rtznych segmentech cestovniho ruchu.

V soucinnosti s odbornou verejnosti v cestovnim ruchu prosazeni legislativni Gpravy, jejimz cilem bude zavedeni povinné celostatni kategoriza-
ce nebo klasifikace ve vybranych segmentech cestovniho ruchu.

Tvorba a dalsi rozvoj technickych standardt v oblasti cestovniho ruchu bude mimo jiné zahrnovat aspekty kvality sluzeb ve vazbé na Zivotni
prostredi a vefejné zdravi.

>>> Dalsi rozvoj Ceského systému kvality sluZeb jako systémového néstroje zvysovani kvality sluZeb pro subjekty cestovniho
ruchu

Predmétem aktivity je dalsi rozvoj Ceského systému kvality sluzeb umoziujiciho zavadéni modernich metod fizeni kvality v jednotlivych sub-
jektech cestovniho ruchu s cilem zvysit kvalitu poskytovanych sluzeb. Podpora bude sméfovat do technického zabezpeceni Ceského systému
kvality sluzeb a do motivacnich programd zamérenych na podnikatelské subjekty.

>>> Podpora a rozvoj specifickych produktovych certifikacnich systému

Podpora a dal3f rozvoj specifickych produktovych certifika¢nich systému zohlednujici charakter destinace nebo specifickou sluzbu ur¢enou pro
konkrétni cilovou skupinu.

>>> Podpora a rozvoj dopravnich navadécich a informacnich systéma v turistickych destinacich

Navrh a realizace systému dopravnich navadécich a informacnich systému v turistickych regionech a strediscich regionélniho a nadregionalni-
ho vyznamu.

AKTIVITY NAPLNUJICI OPATRENI 1.4

>>> Podpora rekonstrukce nejvyznamnéjsich kulturné-historickych a technickych pamatek vyuZzivanych pro cestovni ruch
Prednostni podpora zatraktivnéni nasich nejvyznamnéjsich pamatek, resp. jejich soubort je nejdilezitéjsi aktivitou v tomto opatreni, vyrazné
podporujici zejména zahrani¢ni poptavku. Aktivita bude realizovdana MMR ve spolupraci s MK formou zvyhodnénych tGvérd a tcelovych
dotaci.

>>> ZpFistupriovani a interpretace atraktivniho prirodniho a kulturnich dédictvi CR pro rozvoj cestovniho ruchu

Podpora projektd vyuziti prirodniho dédictvi CR je podobné dleZitou aktivitou v tomto opatfeni. Déraz musf byt kladen na vyuZiti vhodnych
interpretacnich technik (v¢. interaktivnich prvkd) vzhledem k charakteru a specifikim danych cilovych skupin navstévnikd. Podpora musi
sméfovat pouze do smysluplnych projektt s vysokou pridanou hodnotou. Pdjde tedy o projekty ndrodniho a mezinarodniho vyznamu. Prikla-
dem takovych projektl jsou interpretacni centra - tzv. Domy pfirody, které se dnes buduiji ve vybranych velkoplosnych chranénych tuzemich.
Soucasti aktivity je i podpora kandidatur objektl a lokalit cestovniho ruchu na Seznam svétového dédictvi UNESCO.

>>> Podpora narodnich geoparku, resp. geoparki UNESCO

Predmétem podpory je pfedevsim iniciace zakladani narodnich geopark@ v CR. Dal3i oblasti podpory jsou mezinarodni aktivity narodnich
geoparkt sméfujici k jejich zapojeni do mezinarodnich siti, a tim aktivace transferu dobrych zkusenosti a dovednosti do ceského prostredi.

58



AKTIVITY NAPLNUJICI OPATRENI 2.1
>>> Posileni organizace (usporadani) cestovniho ruchu

Tato aktivita je pfedevsim urc¢ena pro MMR ¢i dalsi nositele politiky cestovniho ruchu, ktefi svym politickym rozhodnutim ovliviuji cestovni
ruch a jejichz primarnim cilem je vytvoreni stabilnich podminek pro rozvoj cestovniho ruchu v destinacich. Ddlezita je meziresortni spolupréce.
Néstroje pouzité k naplnéni této aktivity by mély:

— stanovit pravidla pro zakladani a ¢innost destinac¢nich spolecnosti na jednotlivych prostorovych drovnich;

— identifikovat vertikalni a horizontalni vazby nutné pro efektivni spolupraci (dtlezité zejména u destinaci, které presahuji administrativ-
ni hranice vice krajt);

— jasné stanovit kompetence jednotlivych subjekt(i v organizaci (uspofadani) cestovniho ruchu v CR a tim zamezit duplicitdm v ¢innos-
tech; Horizontalnf Uroveri (MMR a CzechTourism, ostatni organy statni spravy), Vertikalni troveri (MMR a kraje, CzechTourism a desti-
nacni spole¢nosti, MMR a destinac¢ni spole¢nosti);

— posilit ucelenost a provézanost strategického rozvoje cestovniho ruchu v destinaci, tj. povinnost destina¢nich spolecnosti vytvaret
strategické dokumenty jako klicové nastroje rozvoje (podminkou je jejich provazanost s nadfazenymi strategickymi a programovymi
dokumenty).

>>> Podpora spoluprace mezi aktéry cestovniho ruchu

Spolecné projekty, jejichz vysledkem nejsou pouze vystupy v podobé usporddané akce ¢i vytvorenych propagacnich materialQ, ale predevsim
v podobé aktivni (strategické) spoluprace, kterd posiluje vzdjemnou davéru a tim samotné partnerstvi mezi zapojenymi subjekty. Dtlezitym
znakem pfi realizaci projektt podporujicich vzajemnou spolupraci by mélo byt prokazéni jeji dlouhodobosti (udrzitelnosti).

— projekty posilujici spolupraci mezi vefejnym a soukromym sektorem;

— projekty posilujici spolupréaci s turistickymi informacnimi centry. Aktivita zahrnuje spole¢nou ¢innost, kterd ma podpofit postaveni
turistického informacniho centra, jakoZzto klicového ¢lanku marketingovych aktivit destinace (distribuce, tvorba produktt CR, monito-
ring).

Projekty posilujici mezinarodni spolupréaci by mély byt zaméreny predevdim na vyménu zkudenosti v oblasti procesu fizeni destinace. Podporo-
van by mohl byt zejména benchmarking, jakozto metoda umoznujici prebirat poznatky a zkusenosti od nejlepsich z oboru. Sledovat, jak byly
tyto nové ziskané zkusenosti aplikovany do praxe.

AKTIVITY NAPLNUJICI OPATRENI 2.2

>>> Zavadéni a realizace managementu kvality

Zkvalitriovani procesu fizeni pomoci modernich metod Fizenf kvality vyuzitelnych v oblasti cestovniho ruchu s navaznosti na dal3i rozvoj Ces-
kého systému kvality sluzeb.

>>> Zavadéni a realizace navstévnického managementu

Zavadéni a realizace opatfeni naplriujici koncept Fizeni navstévnikl (visitor managment) napiiklad v podobé zonace, znaceni, pFistupového
managementu, viz eko-counter (s¢itace ndvstévnikl) ve volné krajiné, atd. Smyslem této aktivity je, aby koncept fizeni ndvstévnikd nebyl
aplikovan pouze v narodnich parcich a chranénych uzemich, ale ve v3ech turisticky exponovanych lokalitach.

>>> Vytvoreni manualu udrzitelného rozvoje cestovniho ruchu

Na zakladé strategie Evropskd Agenda 21 pro cestovni ruch vytvorit manudl s jasné stanovenymi indikatory, které budu schopny vyjadrit,

do jaké miry maji provadéné aktivity destina¢nich spole¢nosti udrzitelny charakter. Tyto indikatory by vstupovaly do ,,hodnoceni” (pferozdélo-
vani prostfedkl) destinacnich spole¢nosti.

>>> Monitoring a Setreni udrZitelného rozvoje cestovniho ruchu

Podpora ¢innosti souvisejicich s provadénim monitoringu udrzitelnosti cestovniho ruchu v destinaci. Jedna se o podporu sbéru a zpracovani

informaci o navstévnosti turisticky exponovanych lokalit a podpora vyhodnocovéni negativnich dopadt této navstévnosti na kvalitu prostfedi
a vefejné zdravi.
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>>> Zavadéni novych technologii (inovaci) do fizeni destinace

Podpora pfi zavadéni novych technologif zvy3ujicich efektivnost fizeni destinace v podobé systému fizeni destinace (DMS). Tato aktivita nema
podporovat budovani webovych portald (informacnich a rezervacnich systému), ale skute¢ného integrovaného systému s Sirsim funk¢nim
vyuzitim zejména pro samotné aktéry cestovniho ruchu.

AKTIVITY NAPLNUJICi OPATRENI 2.3
>>> Zvysovani kvality vzdélavacich programi v cestovnim ruchu

Aktivita ma posilit pozici oboru cestovni ruch ve vzdélavacim systému na Urovni stfedniho, vyssiho odborného a vysokého skolstvi. To zname-
na ve stfednim, vyssim odborném a vysokém skolstvi zvysit kvalitu stavajicich vzdélavacich programd se specializaci na cestovni ruch zejména
cestou aktualizace téchto programd tak, aby odrazely vyvoj v oboru cestovniho ruchu, jeho trendy a dynamiku, poznatky z praxe a poZadavky
trhu prace.

>>> Realizace (tvorba) vzdélavacich a skolicich programu (kurzd)

Aktivita ma posilit kvalitu nabizeného dalsiho vzdélavani v cestovnim ruchu pro pracovniky v cestovnim ruchu (vefejny i soukromy sektor). Té-
mata programu (kurz() by méla pokryvat manazerské schopnosti, specializace dle profesi, informacni a jazykovou gramotnost, krizové fizeni
v cestovnim ruchu. Klicovym kritériem pridéleni Gcelové dotace je kvalifikace subjektu zajistujiciho realizaci vzdélavacich/skolicich programd,
tj. realizadtorem programd muze byt subjekt, ktery ma vzdélavani (nikoli poradenstvi) jako hlavni pfedmét své cinnosti. DalSim kritériem je
prokazani dlouhodobého plsobeni v oboru.

>>> Zvysovani kvalifikace pracovniki v oblasti cestovniho ruchu

Cilem aktivity je zvysit odbornou kvalifikaci pracovnikt v cestovnim ruchu, a to jak pracovnikt destinacnich spole¢nosti (OCR), pracovnikd
TIC, pracovnikd vefejné spravy, tak i osob z podnikatelského a neziskového (zajmového) sektoru. Aktivita zajistuje podporu Ucasti na skoleni
a vzdélavacich programech.

>>> Projekty na podporu vyménu zkusenosti

Smyslem aktivity je zkvalitnit odbornou Uroven fizeni destinace pomoci ziskanych poznatkl a zkusenosti pfimo z praxe. Jednat se mlze
o doméci a zahrani¢ni praxe, staze & konference, které maji napomoci vzédjemné vyméné zkusenosti. Podporovany by mély byt projekty, které
vytvareji partnerstvi mezi oblasti vzdélavani ¢i odborné pfipravy a trhem prace.

AKTIVITY NAPLNUJICIi OPATRENI 3.1
>>> Tvorba strednédobych marketingovych strategii

Cinnost CzechTourism a regionalnich organizaci cestovniho ruchu musf byt zaloZena na definované strednédobé marketingové strategii, ktera
je zpresnovana kazdoro¢nimi marketingovymi plany. Marketingova strategie definuje klicova témata destinace (produktovy mix), ktera vychazi
z marketingovych konkurencnich vyhod destinaci (USP — unique selling proposition ¢i UMP — unique marketing proposition). Dale stanovuje
hlavni a vedlejsi segmenty poptédvky, navrhuje strategii positioningu na zdrojovych trzich a definuje soubor komunikacnich nastrojt. Je tedy
zaloZena na diferencovaném pfistupu k cilovym trhdim. Zaroveri jsou platformou pro vzédjemnou spolupraci mezi agenturou CzechTourism

a regionalnimi sdruzenimi cestovniho ruchu.

>>> Branding destinaci cestovniho ruchu

Branding jako zékladni nastroj tvorby image destinaci cestovniho ruchu je zékladni ¢innosti destinacniho marketingu. Cilem je posilovani
hodnoty znacky destinace na jejich cilovych trzich. Branding nelze spojovat pouze s tvorbou loga a motta destinace, ale s celkovou strate-

gif a implementaci hodnotového ramce znacky, a to jak Ceské republiky jako destinace, tak jednotlivych regiont. Zde je nutné uplatriovat
principy tzv. brand managementu, ktery provaze jednotlivé aktivity narodnich a regionélnich aktérd (kooperace CzT a DS na implementaci
strategie znacky, tvorba metodickych pFirucek pro partnery a aktéry v CR, atd.). V ramci brandingu destinaci cestovniho ruchu je také nutné
hledat potencialnf synergie v partnerstvi se subjekty (firmami, institucemi) mimo odvétvi cestovniho ruchu, které viak nepfimo ovliviiuji image
destinace (Brand Partnerships).
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>>> Realizace vykonové orientovanych komunikacnich kampani

V souladu s marketingovou strategii a marketingovymi plany realizovat na cilovych zahrani¢nich a domécich trzich sofistikované marketingové
kampané. Ty musi mit jasné a méfitelné cile. Komunikac¢ni mix kampani sestavovat na zakladé nejnovéjsich poznatkl a pozitivnich zkusenosti
s Uspésnosti jednotlivych nastroju. V souladu s charakterem cilovych segmentt klast dliraz hlavné na nastroje e-marketingu a PR aktivity,
kriticky posoudit pfinosy veletrznich prezentaci.

>>> Monitoring efekti marketingovych aktivit na domacich a zahranicnich trzich

DuUsledné vyhodnocovat efektivitu realizovanych aktivit. To znamena nalezeni vhodnych metrik a jejich sledovani. Kazd4 komunikacni kampan
musi byt vyhodnocena ve vazbé na splnéni predem definovanych cild.

>>> Spoluprace agentury CzechTourism a regionalnich sdruZeni cestovniho ruchu

Hlavnim obsahem aktivity je pfiprava medialnich balick( pro turistické regiony a jejich realizace na hlavnich zdrojovych trzich.
AKTIVITY NAPLNUJICI OPATRENI 3.2

>>> Vytvoreni systémové podpory tvorby produkti CR

Definovani pravidel a procest vzajemné spoluprace mezi jednotlivymi subjekty a aktéry v cestovnim ruchu. Implementace manualu tvorby
produktt cestovniho ruchu (bude vytvoren v roce 2012).

>>> Tvorba narodnich produkti cestovniho ruchu

Podstatou by mély byt produkty postavené na sitovani nosnych prvkd regionaini nabidky. Nejde pouze o formalni propojovéni turistickych
cil, ale komplexni projekty zahrnujici transfer zkusenosti a poznatkt mezi jednotlivymi aktéry (projekty typu: sit ndrodnich geoparkd, ozivlé
pamatky — NPU, atd.).

>>> Tvorba regionalni produktu cestovniho ruchu

Je dnes velkou slabinou ¢innosti nové vzniklych destinacnich spole¢nosti. Pozornost musi byt vénovana na jedné strané trzné orientovanym
produktdm (tvorba package ve spolupréci s CK), na strané druhé produktdm ve formé verejné sluzby (tematické a regionalni produkty cestov-
niho ruchu zaloZené na distribuci selektovanych informaci o turistické nabidce destinace — napt. Moravské vinarské stezky — propojeni sluzeb
vinarl, cyklostezek a kulturnich instituci).

>>> Realizace vykonové orientovanych komunikacnich kampani

Jde predevsim o podporu realizace e-marketingovych aktivit. V souladu s marketingovou strategii a marketingovymi plany realizovat na do-
macim a zahrani¢nich trzich sofistikované marketingové kampané. Ty musi mit jasné a méfitelné cile. Komunika¢ni mix kampani sestavovat
na zakladé nejnovéjsich poznatkd z destinacniho marketingu a pozitivnich zkusenosti s Uspésnosti jednotlivych néstrojd. Klast diraz hlavné
na nastroje e-marketingu a PR aktivity, kriticky posoudit pfinosy veletrznich prezentaci.

>>> Posileni kvality marketingovych aktivit destinaci cestovniho ruchu

Aktivita je komplementérni s aktivitami v opatfeni ¢. 2.3: Rozvoj lidskych zdrojd v cestovnim ruchu. Podstatou aktivity je vytvoreni néstroje
(na nérodni Urovni), ktery zajisti transfer poznatkd o destina¢nim marketingu do praktickych marketingovych aktivit. Mél by mit podobu
informacniho systému, ktery zprostfedkuje informace o prikladech dobré praxe ze zahranici (tvorba produktd, volba marketingového mixu,
apod.) a umozni siteni poznatkd z akademické sféry.

AKTIVITY NAPLNUJICi OPATRENI 3.3

>>> Vytvareni marketingovych a ridicich informacnich systéma destinaci CR

Aktivita se soustfeduje na zavadéni marketingovych informacnich systémd do fidicich procest destinaci cestovniho ruchu. Marketingové
informacni systémy shromazduiji, tfidi a vyhodnocuji data o poptavce a nabidce cestovniho ruchu a pfispivaji tak ke zvysovani efektivity roz-

hodovani. Podstatou systému je také zautomatizovani zékladnich procest zpracovani dat (analyzy) a zajisténi aktudlnosti informaci. Soucasti
systému je monitoring a hodnoceni cilovych trht destinaci cestovniho ruchu.
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>>> Monitoring navstévniku destinaci cestovniho ruchu

Smyslem aktivity je zintenzivnéni ¢innosti CzT na poli monitoringu a analyzy hlavnich geografickych segmentt navstévnosti CR. Soucasti
aktivity je i vyhledavani novych, perspektivnich trhd. Aktivita je zaloZena na realizaci kontinudlnich prizkumu zahrani¢ni a domaci poptavky
zamérenych na zmény ve spotfebnim chovani navstévnikl a jejich rozhodovaci proces. Prostiednictvim zahrani¢nich zastoupeni CzT posilovat
kvalitu reportingu aktudlini situace na trzich (vyvoj makroekonomickych agregétt, demografické zmény, zmény Zivotniho stylu, aktivity konku-
rence, apod.). Samozfejmosti je sdileni téchto informaci s partnery a aktéry CR.

>>> Benchmarking marketingovych aktivit konkurencnich destinaci

Dulezitou oblasti v marketingu vyuzitelnych informaci jsou data o konkurenci. Tato oblast neni v soucasnosti nijak dlouhodobé a systematicky
sledovana. Pritom aktivity konkurentl zésadné ovliviuji postaveni jednotlivych destinaci na trhu. Kratkodobé& mohou ovlivnit jejich planovani

i vlastni marketingovou ¢innost.

>>> Tvorba databazi navstévniku/klienta prostrednictvim Customer Relationship Management (CRM)

Opakovana navstévnost je velkym problémem vsech regiont CR. V této souvislosti je cestou k Uspéchu budovéni dlouhodobych pozitivnich
vztahU s navstévniky destinace na bazi nastrojd CRM. Aktivita zaroven reaguje na stéle rostouci vyznam socialnich siti a jejich vliv na zplsob

a rychlost sifeni informaci o destinacich cestovniho ruchu. Propojeni nastrojt socialnich siti a CRM mUze posilovat davéru soucasnych i poten-
cidlnich navstévnik( k destinaci. Aktivita zahrnuje i realizaci systémU uzivatelského ratingu turistickych sluzeb.

AKTIVITY NAPLNUJICI OPATRENI 4.1

>>> Koordinace sektorovych a regionalnich politik ve vazbé na cestovni ruch

Podpora vytvareni a realizace koordinace sektorovych a regionélnich politik pro odvétvi cestovniho ruchu. V ramci této aktivity MMR ve spolu-
praci s kraji zajisti vznik provadécich dokumentd této Koncepce a metodickou podporu pro zpracovani strategickych dokumentu v cestovnim
ruchu. Jejich seznam je uveden v kapitole 8.2. Nezbytnou podminkou pro efektivni koordinaci sektorovych a regionélnich politik je vybudova-
ni monitorovaciho systému Koncepce.

>>> ZaloZeni a ¢innost Fora cestovniho ruchu jako komunikaéni platformy cestovniho ruchu v CR

Cilem této aktivity je ndrodni koordinace odvétvi cestovniho ruchu. Férum cestovniho ruchu bude formulovat aktudlni problémy odvétvi
cestovniho ruchu, navrhovat zpracovavani odbornych studifi a spolupracovat na vypracovani a vyhodnoceni ro¢nich Ak¢nich plant Koncepce.
Dalsi jeho dulezitou funkci bude vnéjsi komunikace s institucemi verejné spravy.

>>> Zkvalitnéni spoluprace a délba aktivit mezi MMR a CzechTourism

Hlavni ndplIni aktivity je zkvalitnéni spoluprace mezi MMR a jeji pfispévkovou organizaci, agenturou CzechTourism, véetné jasného vymezeni
odpovédnosti za plnéni dilcich aktivit vyplyvajicich z implementace Koncepce.

>>> Mezinarodni spoluprace a spolecné projekty cestovniho ruchu v ramci UNWTO, OECD a EU

Podpora ndvrhd, spolupréce a realizace mezinarodnich projektd v cestovnim ruchu v gesci MMR formou Ucelovych dotaci.

>>> VytvorFeni systému motivacnich nastroji s cilem zvysovani kvality cestovniho ruchu CR

Aktualizace a tvorba dobrovolnych nastroju, vedoucich ke zvySovani kvality sluzeb v oblasti cestovniho ruchu, mj. i s vazbou ke zlepsovéni
ochrany a tvorby Zivotniho prostredi a vefejného zdravi. Podpora tvorby a uplatriovani motivac¢niho systému k implementaci téchto dobrovol-
nych nastroji poskytovateli a provozovateli téchto sluzeb. Vytvoreni webového komunikac¢né interaktivniho portalu vénovaného problematice

zvysovani kvality sluzeb cestovniho ruchu, veetné kazdoro¢ni medializace poskytovatelll a provozovateld sluzeb CR, kteff v daném roce dosah-
li nejvétsich ¢i nejzajimavéjsich kvalitativnich pokrokd. Aktivita bude v gesci MMR, ve spolupraci s odbornymi institucemi a CzechTourism.

62



AKTIVITY NAPLNUJICIi OPATRENI 4.2

>>> Organizace sbéru a poskytovani informaci o kapacitach a vykonech ubytovacich zarizeni

Podpora systému shéru a zpracovani informaci o kapacitach a vykonech ubytovacich zafizeni v gesci CSU ve spolupraci s MMR.

>>> Dalsi rozvoj Satelitniho uctu vcetné jeho regionalizace

Podpora vypracovéni regionalnich satelitnich G¢td cestovniho ruchu v gesci CSU ve spolupraci s MMR a vyzkumnymi organizacemi.

>>> Zakladni a aplikovany vyzkum v oblasti cestovniho ruchu

Ukolem MMR je aktivné komunikovat potieby vyzkumu v cestovnim ruch s agenturou TACR a dlouhodobé tak zajistovat vyzkum pro potieby
verejné spravy z prostredkd této agentury. Dalsi moznosti je feSeni vybranych problému (souvisejicich pfimo z ¢innosti MMR) formou zadavani
odbornych studii vyzkumnym institucim. Vyzvou je koordinace vyzkumu s ostatnimi resorty (napf. Ministerstvem zivotniho prostfedi v oblasti
uplatriovani principt udrzitelného rozvoje s ddrazem na moznosti monitoringu a vyhodnocovéani dopadt cestovniho ruchu na okolni prostre-
di). Problematika marketingového vyzkumu (3etfeni) je feSena v opatfeni 3.3 Marketingové informace.

>>> Mezinarodni konference o cestovnim ruchu

Podpora realizace mezinarodnich konferenci o cestovnim ruchu o soucasnych problémech a trendech v odvétvi cestovniho ruchu v gesci
MMR.

AKTIVITY NAPLNUJICi OPATRENI 4.3

>>> Komplexni zajisténi pohybu navstévniki na uzemi CR, véetné jejich bezpeénosti (zajisténi vétsi bezpeénosti turist pohy-
bujicich se v mistech cestovniho ruchu)

Aktivita sméfuje ke zlepseni sluzeb integrovaného zachranného systému (1ZS) smérem k zahrani¢nim navstévniktm. Hlavnim cilem aktivity je
vypracovani metodickych pokyntl a navodd pro feseni krizovych situaci navstévnika CR ze strany IZS.

>>> Podpora ¢innosti Horské sluzby CR

Horska sluzba je v horskych oblastech zarukou bezpecnosti navstévnikt hor a podminkou pro usporddani mezinarodnich sportovnich uda-
losti. S pritomnosti Horské sluzby pocitaji nejen mistni samospravy a podnikatelé realizujici v horskych oblastech své podnikatelské aktivity,
ale zejména zahranicni a domaci navstévnici, ktefi pomoc Horské sluzby v nouzi povazuji za zcela samozfejmou soucast produktu cestovniho
ruchu. Podporou ¢innosti Horské sluzby prostfednictvim legislativnich krokd, provoznich a investi¢nich dotaci, dochazi ke zkvalitnéni nabidky
horskych destinaci. Je nutné udrzet v rovnovaze rozvoj Horské sluzby s vyvojem cestovniho ruchu v horskych oblastech.

>>> Vytvoreni krizového scénare pro pfipad ohroZeni cestovniho ruchu v Ceské republice

Bude vytvoren Krizovy scénaf jako strategicko-metodicky dokument, ktery Fesi situace potencialniho ohrozeni cestovniho ruchu v CR. Jednot-
livé scénare se zaméruji na jednotlivé segmenty ndvstévnikl, mozné typy ohroZeni (epidemie, povodné, terorismus atd.) a ndvrhy na zabezpe-
cenf jejich ochrany.

>>> Spoluprace na projektech a aktivitach v oblasti bezpecnosti v cestovnim ruchu

Aktivita spociva v ucasti MMR na realizaci mezindrodnich projektd UNWTO, OECD a dalSich organizaci v oblasti bezpeci a bezpecnosti pfi
cestovani a projekt, na kterych bude MMR spolupracovat s vybranymi subjekty a partnery v Ceské republice.
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Pfiloha ¢. 5: Implementacni schémata priorit Koncepce

PRIORITA C. 1: ZKVALITNENI NABIDKY CESTOVNIHO RUCHU
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PRIORITA C. 2: MANAGEMENT CESTOVNIHO RUCHU"
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7' Navrh vécného zaméru zékona o podpore rozvoje predpokladad implementaci tfi Uroviiového systému organizace cestovniho ruchu. Lze pfedpokladat, Ze pfi
zavadéni systému ne vsechny stavajici oblastni DMO naplni kritéria pro zaclenéni do systému organizace a financovani cestovniho ruchu. Vzhledem k tomu, ze
MMR neni zfizovatel téchto DMO, nemUze prostfednictvim zakona nafidit jejich zruseni. | nadale tak bude fungovat ¢tvrta Uroven organizace, kterd viak nebude
zarazena do systému financovani a neziska tak prispévek ze statniho, piipadné krajského rozpoctu na svoji ¢innost. Toto schéma znazorriuje délbu aktivit mezi
organizacemi zapojenymi a nezapojenymi do systému organizace a financovéni cestovniho ruchu.
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PRIORITA C. 3: DESTINACNi MARKETING
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PRIORITA C. 4: POLITIKA CESTOVNIHO RUCHU A EKONOMICKY ROZVOJ
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VLADA CESKE REPUBLIKY

USNESENI

VLADY CESKE REPUBLIKY
ze dne 27. bfezna 2013 ¢. 220

o Koncepci statni politiky cestovniho ruchu v Ceské republice na obdobi 2014 - 2020
Vlada

I. schvaluje Koncepcdi statni politiky cestovniho ruchu v Ceské republice na obdobi 2014 az 2020, jako zékladnf strategicky dokument
v oblasti rozvoje cestovniho ruchu Ceské republiky, obsaZzenou v ¢asti Il materidlu ¢.j. 263/13 (dale jen , Koncepce");

II. uklada ministru pro mistni rozvoj ve spolupréci s 1. mistopredsedou vlddy a ministrem zahrani¢nich véci, ministrem financi, mini-
stryni kultury, ministry vnitra, prdmyslu a obchodu, skolstvi mladeze a télovychovy, Zivotniho prostfedi, dopravy, zemédélstvi, zdravotnictvi,
ministryni prace a socialnich véci a predsedkyni Ceského statistického Ufadu

1. zabezpe(it realizaci opatreni Koncepce, uvedenych v priloze tohoto usneseni a zohledrovat Koncepci pfi zpracovani pravnich pred-
pist, koncepdi, strategii, programt a dalsich relevantnich dokumentt v plsobnosti jimi Fizenych ministerstev a tradu,

2. vyuzivat za Gcelem prosazovani a koordinace opatfeni Koncepce Meziresortni koordinacni komisi pro cestovni ruch ustavenou na za-
kladé usneseni vlady ze dne 28. dubna 2004 ¢. 401 a zaradit zastupce ministerstva financi jako ¢lena této komise,

3. predlozit viadé pro informaci do 31. bfezna 2016 Zpravu o pInéni Koncepce;
lll. doporucuje hejtmantm a priméatorovi hlavniho mésta Prahy

1. spolupracovat s Ministerstvem pro mistni rozvoj a s dalsimi ministerstvy a Ceskym statistickym Ufadem na realizaci opatfeni Koncep-
ce uvedenych v bodé Il/1a tohoto usneseni vcetné jejich vyhodnocovani,

2. vyuzit Koncepci pro zpracovani a aktualizaci krajskych strategif rozvoje cestovniho ruchu a dalsich souvisejicich strategickych doku-
mentd na regionalni Urovni, s ohledem na priority a opatfeni stanovené v Koncepci.

Provedou:

1. mistopredseda vlady a

ministr zahrani¢nich véci,

ministfi pro mistni rozvoj, financi,
vnitra, pramyslu a obchodu,
skolstvi mladeze a télovychovy,
Zivotniho prostredi, dopravy,
zemédélstvi, zdravotnictvi,
ministryné kultury,

prace a socialnich véci,
predsedkyné Ceského statistického Ufadu

Na védomi:

hejtmani,
primator hlavniho mésta Prahy

Predseda vlady
RNDr. Petr Necas, v. r.
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Opatfeni Koncepce statni politiky cestovniho ruchu v Ceské republice na obdobi let 2014 az 2020

Priorita

Opatreni

PRIORITA 1
Zkvalitnéni nabidky
cestovniho ruchu

. Zkvalithovani podnikatelského prostfedi v cestovnim ruchu

MMR ve spolupraci s MPO, MF, kraji a hl.m. Prahou

N

. Vystavba a modernizace zékladni a doprovodné infrastruktury

cestovniho ruchu

MMR ve spolupraci s MD, Mze, kraji a hl.m. Prahou

w

. Zkvalitnéni nabidky sluzeb cestovniho ruchu

MMR ve spolupraci s MPO

1. 4. Zkvalitnéni nabidky primérniho potenciélu cestovniho ruchu MMR ve spolupraci s MK, MZP, kraji a hl.m. Prahou
PRIORITA 2 2.1. Podpora ¢innosti destinacnich spole¢nosti MMR ve spolupréci s kraji, hl.m. Prahou,
Management mésty a obcemi

cestovniho ruchu

2.2.

Posileni a inovace fizeni destinace

MMR ve spolupréci s kraji a hl.m. Prahou

2.3

. Rozvoj lidskych zdrojt v cestovnim ruchu

MMR ve spolupraci s MSMT a MPSV

PRIORITA 3
Destina¢ni marketing

3.1,

Marketingova podpora doméciho a pfijezdového cestovniho ruchu

MMR, kraje, hl.m. Praha

3.2.

Tvorba a marketing nérodnich a regionalnich produktd
cestovniho ruchu

MMR, kraje, hl.m. Praha

3. 3. Marketingové informace MMR, kraje, hl.m. Praha
PRIORITA 4 4. 1. Politika cestovniho ruchu jako souc¢ast hospodaiské MMR ve spolupréaci s MPO, MZe, MF, MZP, MZV, MK,
Politika cestovniho a regionalni politiky MD, MK, Mzd, CSU, kraji a hl.m. Prahou
ruchu a ekonomicky 4. 2. Statistika a vyzkum v cestovnim ruchu MMR ve spolupraci s CSU
rozvoj 4. 3. Krizové fizeni a bezpe¢nost MMR, MV, MZV a MZd
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Introduction

The world around us is changing. And it is changing very quickly. The processes of globalization are deepening, strengthening the interde-
pendence of countries, and even individuals are increasingly influenced by events beyond their control. The world is far more connected, but
also more sensitive to changes. This can be seen not only in general, but also in specific sectors, especially tourism, which is one of the prima-
ry bearers of the processes of globalization. The rate of internationalization is increasing, not only on the supply side (new destinations), but
also on the demand side (more and more people on our planet are engaging in tourism). New and quickly growing markets are appearing
and redefining the nature of that demand, its structure and its quality. Tourism is not only the cause of these processes, but also influenced
by them; it is subject to a whole series of effects, both exogenous and endogenous in character.

The National Tourism Policy of the Czech Republic for the period 2014-2020 (hereinafter referred to as the Tourism Policy) aims to address
these realities. This is reflected in the chosen methodology, which is based on the fact that tourism is a very sensitive sector of the economy
with significant overlaps not only to other economic activities, but also in social and environmental areas.

The analytical part of the Tourism Policy deals, on the one hand, with the internal conditions of the development of tourism in the

Czech Republic, and on the other hand, focuses its attention on the external influences that affect the entire system. The introduction
devotes space to an analysis of the basic framework within which Czech tourism is developing. This is a European environment that sets the
basic patterns of behavior for all the players in tourism. Subsequently, the analysis focuses on the quantitative assessment of trends in the
supply and demand of tourism. This is followed by a brief assessment of the external influences of the economic, social, technological and
political environments on tourism.

The second part of the analysis focuses mainly on performance evaluation of the priorities and measures in the Tourism Policy for the period
2007-2013. In this way the document returns to an analysis and evaluation of internal conditions, focusing on the activities carried out and
the processes set for promoting tourism. Individual priorities of the current Tourism Policy are then analyzed in turn. The assessment address-
es not only on the content focus of the implemented activities, but also the effectiveness of the instruments applied through the national and
regional tourism policies, or more precisely, the decision-makers.

The analytical part ends with a SWOT analysis evaluating the three core areas of analysis. Firstly, there is an assessment of current trends in

the Czech Republic, followed by a detailed analysis of the Tourism Policy in effect up till now, including the decision-makers and policy instru-
ments. Finally, the individual priorities outlined in the current National Tourism Policy are assessed in detail.
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1 Basis for the Tourism Policy

Tourism is one of the most significant sectors in the world economy. International tourism alone generates annual revenues of over $1 trillion
and ranks tourism as one of the leading export industries of the world (behind the petroleum, chemical and automotive industries). Domestic
tourism is even more significant (OECD, 2010). Estimates by the UNWTO (2011) and WTTC (2012) show that tourism makes up approximate-
ly five percent of global GDP. If indirect and induced effects are included in the estimate, the share may be up to twice as much.

This dynamic development of domestic and international tourism is both long-term and stable. Over the last sixty years, international tourism
(measured in arrivals) has grown on average about 4.5% per year. Periods of decline or stagnation have always been short and followed by
a rapid recovery in demand.! Forecasts by the UNWTO are in a similar vein (2011). These estimate further growth in the sector over the next
decade, which, among other things, will be reflected in an increase in international arrivals to around 1.6 billion tourists by 2020.

These forecasts are based on long-term trends in the global economy and the growing wealth of mainly third world countries. Driving the
growth of world tourism is undoubtedly economic development, but also the related changes in value preferences. According to research
based on the World Value Survey? a certain degree of acquired wealth induces changes in the values and attitudes of society towards a great-
er emphasis on lifestyle and experiences. Tourism, then, has its place in such a system of values, as it is in a way a reflection of these changes
and is able to meet the new needs of society.

The development of tourism and its effects are obviously differentiated. The focus of power is slowly shifting from traditional destinations

to the newly developing markets in Asia. Proof of this is the gradual weakening of Europe’s position in international tourism (UNWTO).
Nonetheless, it still creates 26% of global GDP in tourism. Europe stands out even far more significantly, in statistics for international tourism,
dominating both international arrivals (51% share) and revenues from international tourism (42% share).

' This was the case of the recent global economic and financial crisis (2008 - 2009), which hit the the international travel and tourism very hard. Despite this, the
year 2010 (and also 2011) indicated a return to the growth trajectory.
2 http://www.worldvaluessurvey.org

71



MINISTRY
OF REGIONAL
DEVELOPMENT CZ

e
&«

Europe is a mature destination with a very high intensity of tourism but, unlike emerging regions and destinations, it is becoming much more
difficult to find sources of growth. Therefore, the UNWTO (2011) forecasts for the coming years an average annual growth of only around
3%, which is below the global average. According to an analysis by WIFO (Austrian Institute for Economic Research), it has become neces-
sary to look to emerging markets for growth in sources of visitor traffic. While outbound tourism in Western Europe is likely to stagnate or
experience only very slight growth, much higher gains can be expected from the countries of Central and Eastern Europe and the emerging
markets of the BRIC countries.

The situation in the European tourism market is obviously crucial for the development of tourism in the Czech Republic. On the one hand,
the Czech Republic is significantly dependent on arrivals from other European countries, and on the other hand it is a significant element in
the supply of European tourism. The development of the European tourism market thus indirectly affects the situation of the sector in the
Czech Republic. Europe is now a very competitive environment. Purchasing power, experience with traveling, and the changing preferences
of European tourism participants are boosting the quality of service, product innovation and the improving infrastructure facilities of Europe-
an destinations. These are the supply and demand factors that the Czech Republic must be able to respond to.

Other influences of European tourism on the Czech Republic can be characterized as follows:

>>> Competitive influence of European destinations, mainly in the immediate vicinity. This is one of the major risks to the development of
domestic regions. The pressure to increase the quality and affordability of services in the Czech Republic will continue to grow.

>>> Relative increase in the price level in the Czech Republic (especially in relation to the development of the exchange rate, fiscal policy
and growth in energy prices) may reduce the attractiveness of the Czech Republic for foreign visitors, regardless of their geographic
origin.

>>> Approximately three quarters of all journeys in Europe are part of domestic tourism. In financial terms, this percentage logically drops
to a still significant 59%. Countries with strong domestic tourism include the populous states, such as France, Germany, Great Britain,
Italy, Spain and others (WTTC, 2011). Expenditures by these domestic visitors contribute to better infrastructure and competition of
services provided. This fact enhances the external competitiveness of the Czech Republic in relation to its neighbors, or the abovemen-
tioned countries.

>>> The Czech Republic is situated in a highly competitive environment given its location and structure of demand. The Czech Republic is
geographically adjacent or very near to countries which, with their tourism supply and business and institutional environments, belong
among the world leaders. This puts pressure on the position of the Czech Republic in Europe.

>>> The product supply of Europe and the Czech Republic must respond to a qualitative shift in the preferences of current and future con-
sumers. New products must be based on exceptional and memorable experiences. Destinations and service providers must also allow
for the individualization of preferences, and thus also with the specialization and differentiation of supply. The life cycle of products is
becoming shorter, leading to more frequent and more intense innovation.

>>> European tourist destinations, as well as national and regional governments’ approach to tourism, are becoming more sophisticated.
Based on knowledge of the character and nature of the tourism product, there is an obvious continual pressure on interconnection
and networking of all the tourism stakeholders. These processes are increasingly based on commercially-oriented principles. Emphasis
is placed on increasing the involvement of the business sector and maximizing the effect of working together. Management processes
are focused on measurable performance with clearly defined responsibilities with great attention also paid to the quality of public
institutions.

>>> Consumer preferences in recent years have been focused on ,green” products, and tourism is no exception. Accommodation provid-
ers, transport operators, travel agencies and tourism destination have been trying to create and offer their services in a way that min-
imizes the impact of their activities on the environment. A growing number of businesses and organizations have become members
in various eco-certification systems, and there is a whole series of initiatives based on sustainable tourism (e.g. the UNESCO European
Geoparks Network). This variously conceived segment of sustainable tourism will certainly grow in the future.

>>> The change in consumer behavior will be influenced by demographic trends, especially the aging of developed Europe. The senior
segment, with their specific needs, will grow. The market value of this segment in the future, however, is not entirely clear. Risks can
be found in the state of European public budgets and in their ability to ensure a sufficiently high income.

>>> The position of the young generation is also changing in European society. The desire to discover something new is much stronger
in the young generation than in the general population. The visiting friends and relatives (VFR) segment is another source of future
growth. Globalization of the economy, internationalization of the working environment, greater labor migration, and social network-
ing on the Internet - these are all factors that will support this segment.
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2 The importance of tourism to the national economy
of the Czech Republic

The phenomenon of tourism is difficult to grasp due to its structural ambiguity and because it is linked with a number of sectors of the
national economy. It can be defined on the basis of the demand side, in which both the structure and value of tourists’ expenditures are
monitored. Through the Tourism Satellite Account (TSA) the importance of tourism for the individual sectors of the economy can now be
estimated. The table below provides an overview of the most significant ones.

Tab 1: Tourism influence on select sectors of the economy on a national level (2010)

Tourism industries Tourism ratio on GVA (%) Tourism ratio on total employment (%)
Hotels and similar establishments 78,9 97,0
Second housing 100,0 -
Restaurants and similar establishments 32,7 42,0
Railway passenger transport 47,1 40,0
Road passenger transport 30,0 30,0
Water passenger transport 19,4 30,0
Air passenger transport 83,2 95,0
Passenger transport supporting services 14,0 16,0
Passenger transport equipment rental 3,5 7.3
Travel agencies and similar establishments 100,0 100,0
Culture-related services 22,5 32,2
Sporting and recreational services 5,3 8.7

Source: CZSO, TSA (2012)

According to statistics published in the TSA for the year 2010, the share of tourism in the GDP was 2.7% (over CZK 100 billion). While the
performance of the sector is growing, the importance of tourism to the GDP over the long term has been declining. This is due to signifi-
cantly faster growth in other sectors. While the contribution of tourism to GDP has been slowly declining, the share of investment activity

(a measure of the creation of gross fixed capital in tourism in the Czech Republic), however, was growing until 2009. In 2010, however, there
was a minor fluctuation, from 5% in 2009 to 4.4% in 2010, but one-year fluctuations in this figure are not unusual. This has happened at
other times in the past, and in the next year, equivalent growth and a return to the original values was always recorded.

The same source also indicates that in the Czech Republic tourism employs more than 235 thousand persons. This is slightly less than the
health sector, but more than e.g. agriculture. In comparison with the very strong construction industry, tourism fares very well, and in fact
generates about half the employment that sector generates. The capacity for generating employment is one of the most interesting and
valuable features of tourism.

Tab 2: Comparison of key macroeconomic indicators of tourism in select sectors of the economy (2010)

Employment Share of GVA

Tourism 235569 Tourism 2,6%
Agriculture, Forestry and Fishery 155 465 Agriculture, Forestry and Fishery 1,7%
Construction 483737 Construction 7.2%
Health and Social Care 294 530 Health and Social Care 4,2 %

Source: CZSO, TSA, national accounts (2012)

Taking into account the indirect effects of tourism (WTTC estimates for 2010), the volume of the tourism product in the Czech Republic is
CZK 307.3 billion (8%) and the share of employment is 9.5% (459 thousand employees). Compared to 1993, in constant prices, the value of
the tourism product in the Czech Republic increased one and a half fold, making the growth rate of the tourism product in the

Czech Republic in this period higher than the growth rate of the EU.

Measured by the above characteristics, the importance of tourism in the Czech Republic is slightly above the EU average. Countries that are

traditionally attractive for tourists: Austria, Switzerland, countries in the Mediterranean - Spain, Croatia, Greece, as well as the small island
states of Malta and Cyprus, are among the European countries with a higher share of tourism in the GDP.
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Graph 1: The development of the tourism product on inhabitants, 1988-2011 (in $)
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The amount of foreign exchange earnings from tourism also points to the importance of tourism. These reached a historic high in 2007 and
exceeded 139 billion CZK. The following years saw a slight decrease, mainly in connection with the decline of inbound tourism from Western
Europe. Today, foreign exchange revenues reach CZK 135 billion, which despite the short-term fluctuations observed, leads to an overall as-
sessment of long-term growth. Foreign exchange earnings from tourism positively affect the balance of payments for the Czech Republic, in
particular the services balance. The positive balance of foreign exchange earnings from tourism (CZK 54.4 billion) ensures a positive services
balance (the share of foreign exchange earnings from tourism to foreign exchange income from services is 33.1%) and contributes, although
less and less, to a positive balance of trade (foreign exchange earnings from tourism contribute 5.5% to exports). In the future, however, it
will be necessary to count on an increase in expenditure on outbound tourism, and the positive balance of foreign exchange earnings from
tourism will be under more pressure.

In terms of development, the decreasing importance of foreign exchange earnings from tourism can be observed in the basic macroeconomic
variables. This is evident mainly in the share of GDP, which has shown a general decline since 1996. The equivalent today of foreign ex-
change earnings from tourism in GDP makes up about 3.5% (in 1996 it was 6.3%). A similar trend can be observed for the share of foreign
exchange earnings from tourism exports.

Tab 3: Foreign exchange earnings from tourism in the Czech Republic 1995 - 2011

Tourism Industry GDP Tourism Industry Ratio of Tourism Industry Foreign Tourism Industry

Foreign exchange in CZK billions Foreign exchange exchange earnings to total foreign  Foreign exchange earnings

earnings in CZK billions earnings share of GDP (%) exchange earnings from services (%) - share of exports (%)

2011 135,0 3807,8 3,5 33,1 5,5
2010 136,0 3775,2 3,6 34,1 6,3
2009 132,6 3739,2 3,5 36,1 7.1
2008 133,1 3848,4 3,5 35,8 6,3
2007 139,8 3662,6 3,8 39,9 6,5
2006 132,9 3352,6 4,0 41,6 6,9
2005 115,5 3116,1 3,7 40,7 6,7
2004 107,2 2929,2 3,7 43,4 6,2
2003 100,3 2 688,1 3,7 45,8 7.3
2002 96,3 2 567,5 3,8 41,7 7,7
2001 118,1 2 448,6 4,8 43,8 9,3
2000 115,1 2269,7 5,1 43,5 10,3
1999 109,1 2 149,0 5,1 44,7 12,0
1998 124,9 2061,6 6,1 50,6 15,0
1997 115,7 1884,9 6,1 50,9 16,3
1996 110,6 1761,6 6,3 49,8 18,6
1995 76,3 1533,7 5,0 42,8 13,4

Source: CZSO, CNB (2012)
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Graph 2: The development of tourism account of balance of payments in the Czech Republic, 1993 - 2011
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The positive effects of tourism can be found even in the benefits of tax revenue for the state. According to a study by KPMG (2012), from
2008 to 2010 tourism generated profits of $92 billion per year for non-public budgets, which represents 6.5% of their total income. The
largest revenues result from VAT (41.2%) and contributions to social insurance (27.4%). Tourism in the Czech Republic in this period earned
an average of 229 billion crowns a year, and with the multiplier effect, this figure reaches 1 396 billion CZK a year.
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3.1

3.1.1
>>>

>>>

>>>

>>>

Fundamental problems in the development of tourism

Analysis of the tourism supply

Basic tourist infrastructure

In 2011, the number of collective tourist accommodation establishments reached 7,657. From 2007 to 2010 there was a slight decline, while
a similar trend is recorded, albeit with some delay, even in bed capacity. In contrast, in 2011 there is a marked increase in both indicators.
Today the Czech Statistical Office reports the total bed capacity in collective accommodation establishments at approx. 461 thousand beds.
The composition of types of collective tourist accommodation establishments has recently gone through a series of changes. There has
been overall improvement in the quality of the supply and an increase in the number of beds and rooms in hotels and similar establish-
ments, while on the other hand, there has been a decline in the number of beds in the category of other establishments. For example, in
2004, bed capacity in the first category accounted for 53% of the total, while today it is about 4% higher. If we compare the structure
of bed capacity with an even earlier period (2001) we see a twofold increase in beds at four-star hotels. The increase in capacity occurs
even with the most luxurious hotels. These figures demonstrate a consolidation of the accommodation supply and an adaptation of its
structure to demand. The gradual changes in the quality of the accommodation infrastructure are evidence of an unmistakable shift in
demand for accommodation facilities with a higher standard of service, not only for foreign but also domestic tourists.

According to OECD data (2010), business in hospitality and accommodation is overwhelmingly the concern of small and medium-sized
companies. In the case of accommodation, 99.4% of all entities in the Czech Republic fall into in this category, and in the case of
restaurants, the figure is 99.9%. Business in accommodation in the Czech Republic compared to other European countries differs in
the high proportion of medium (4.8%) and larger small businesses® (11.7%). Conversely a 73.5% share of micro enterprises (up to

10 employees) is one of the lowest in the OECD countries. This situation has its historical reasons (absence of traditional family busi-
nesses mainly in rural areas), but is also due to the quality of the Czech statistics.

In terms of the functional structure of the tourism supply, around 45% of the bed capacity in accommodation facilities is in areas of
urban and cultural tourism. 15% of accommodation falls under the category of summer recreation centers near water and 29% in
centers of mountain tourism. About 8% of bed capacity is in spa resorts, while about 10% of the capacity of accommodation facilities
in the Czech Republic are in other centers of tourism, mostly in rural areas®.

320 - 49 employees
4 A detailed overview of the differentiation in bed capacity for collective tourist accommodation establishments and a functional typology of centers are given in
the map in Annex 1.
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Graph 3: The development of capacity, number of overnight stays and room occupancy in Collective Tourist Accommodation
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Tab 4: Differentiation of the capacity of collective tourist accommodation establishments in Czech regions (2011)

Region Number Number Number Number of Index of
of Establishments of Places of Beds/ Rooms/ Number of

for Tents  Establishments Establishments Beds

and Caravans 2000/2011

Capital City Prague 622 36 969 77 972 1154 125 59 114,0
Stfedocesky Region 577 11999 32063 6 375 56 21 97,7
Jihocesky Region 983 18210 51746 13353 53 19 108,1
Plzensky Region 469 9242 25242 3282 54 20 122,0
Karlovarsky Region 398 14133 28678 1235 72 36 118,5
Ustecky Region 380 7 392 19 346 1731 51 19 89,0
Liberecky Region 756 12 232 36 553 2936 48 16 87,4
Kralovéhradecky Region 966 16 364 45920 5499 48 17 100,3
Pardubicky Region 365 7 089 20236 1503 55 19 129,2
Vysocina Region 398 7 206 21178 3099 53 18 115,8
Jihomoravsky Region 533 13473 33813 4758 63 25 96,4
Olomoucky Region 395 7 744 20 341 912 51 20 109,7
Zlinsky Region 351 8367 21826 1510 62 24 108,3
Moravskoslezsky Region 464 10418 26520 1759 57 22 100,5

Source: CZSO (2012)

3.1.2 Main types of tourism

The National Tourism Policy for 2007 - 2013 presents a listing of the forms of tourism for which the Czech Republic has good conditions.
The basic situation regarding supply in the Czech Republic has not changed much in recent years. The main structural elements identified in
the supply are still valid today, however there is an emphasis on some of the specific aspects within each topic. The most important forms of
tourism, for which the Czech Republic has the best prerequisites are:

Urban and cultural tourism — Despite all the current trends in the tourism industry this remains a key element of the supply. In recent years,
there has been a strong turn towards foreign demand. Urban and cultural tourism are essential elements in all forms of exploratory tourism,
where the tourists seek to learn more or become more familiar with the destination.

Holidays in the countryside — the most typical are summer and winter holidays in the mountains, holidays near bodies of water, camping,
rural tourism and agro-tourism, consumption of tourism products typical for the region, etc. The trend over the last few years has shown
stagnation in summer holidays in the mountains, while on the other hand, rural tourism has been slowly developing.

Sport and active holidays — over the last twenty years, the focus of demand for our mountain centers in some regions has shifted in part to
the winter season. In this regard, however, the possibilities of for development of our winter centers is under threat by foreign competition.
In many areas, hiking, biking and other sporting activities associated with exploring the cultural and natural value of the area, have been
developing very dynamically in the summer season not only in the mountains, but also in the foothill areas.

Spa tourism — the spa industry plays an important role in the overall supply. It makes up about 8% of total capacity, but results are about
twice as much. The spa industry as a whole has stagnated in recent years.

Meetings industry tourism — the capital city of Prague, which is the only destination in the Czech Republic belonging to a category of inter-
national importance, features the best potential for congress tourism, i.e. with the capacity of its facilities and their amenities. Centers of im-
portance at more than a regional level are, for example, Brno, Karlovy Vary, Marianske Lazne, Olomouc, Ostrava, Plzen, Hradec Kralove and
Spindleruv Mlyn. International significance in trade fair tourism is achieved only by the exhibition center in Brno. The capital city of Prague

is a center of national importance. Cities with regional importance for trade fair tourism include Czech Budejovice, Litoméfice, Olomouc,

Lysa nad Labem, Ostrava and Pardubice.
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3.2 Analysis of the tourism demand

Tourism demand in the Czech Republic is monitored statistically over the long term through the Tourism Satellite Account (TSA). As shown in
the following table, this source can be used to document the medium-term evolution of tourism demand in the Czech Republic.

Tab 5: The development of tourism demand according to origin and category of visitors (in thousands), 2003 - 2010

2003 2004 2005 2006 2007 2008 2009 2010
Foreign visitors 20108 23808 24747 25102 26 743 26628 23285 21941
Tourists (in total) 7 641 9 047 9404 9539 10162 10119 8848 8629
Same-day visitors 12 467 14761 15343 15 564 16 581 16 509 14 437 13312
Domestic visitors 99 282 105 127 104 145 101 604 99 167 102 880 98 105 93924
Tourists (in total) 34717 33222 32 029 31222 28 481 28010 27 850 27 614
Same-day visitors 64 565 71904 72116 70 382 70 686 74 870 70 255 66 310

Source: CZSO, TSA (2012)

>>> The volume of domestic demand over the last seven years has stagnated, with long-term numbers at around 100 million participants
annually, but with some fluctuations (e.g. due the influence of weather, economic stagnation, etc.).

>>> Foreign demand is about one quarter of domestic demand, but has far greater economic importance.

>>> Foreign visitors in the Czech Republic spend about % more than domestic visitors.

>>> A key role is played by foreign tourists, whose contribution to internal tourism consumption is 36.6%.

>>> In financial terms, one international arrival is equivalent to four domestic arrivals.

>>> The development of domestic demand can be characterized as stagnating; however, it is less vulnerable to exogenous shocks.

>>> The opposite is foreign demand, which has strong growth potential (the issue of the saturation limit), but with high volatility.

>>> Performance associated with same-day visitors is also not negligible. It makes up one-seventh of inbound tourism and almost 27% of
the domestic tourism industry.

>>> Approximately 10% of domestic tourism is generated by business travel.

Tab 6: Domestic tourism consumption in the Czech Republic, 2003-2010 (mil. CZK)

2003 2004 2005 2006 2007 2008 2009 2010
Same-day visitors 24 352 27 852 28903 27 946 28 845 30423 28815 27 035
Tourists 54 748 57 053 58 428 59 887 63 232 66 276 64 439 63 060
Business trips 8333 8762 10076 11 051 12 745 11126 10 862 10 441
Total visitors 87 433 93 667 97 406 98 884 104 821 107 825 104 116 100 536

Source: CZSO (2012)

Tab 7: Inbound tourism consumption in the Czech Republic, 2003-2010 (mil.CZK)

2003 2004 2005 2006 2007 2008 2009 2010
Same-day visitors 20 664 24 445 25 360 25762 27 907 27 289 23783 16 280
Tourists 81063 94177 97 146 99 196 100 662 90 783 83789 81094
Transit 10708 14 399 15537 16 542 17 551 18 452 17 479 16 106
Total visitors 112434 133 020 138 043 141 500 146 120 136 524 125051 113479

Source: CZSO (2012)

A simple overview of the long-term evolution in the number of guests in collective tourist accommodation establishments for the years
2000-2011 can be monitored statistically with an absolute comparison of foreign and domestic guests and the number of overnight stays, in
more detail with their geographical structure, and finally in the regional distribution of visitor traffic.

Table 8 gives the first summary of information about the number of tourists in collective tourist accommodation establishments in the Czech
Republic. The number of arrivals reflects the steadily growing popularity of destinations in the Czech Republic, as well as the overall economic
situation in Europe and the world. From 2000 to 2007 this indicator grew gradually (from 4.8 million to 6.7 million), excluding 2002 (floods),
i.e. a growth rate of dozens of percentage points. The economic crisis in 2008-2010 was, of course, reflected particularly in the annual de-
cline in accommodated guests, whether foreign or domestic. The year 2011 marked a return to pre-crisis figures, at least in terms of numbers
of arrivals. Foreign guests were at a record level, but unfortunately this was not accompanied by an adequate increase in overnight stays.

Domestic tourism continues to stagnate, even though the last year shows a hint of recovery. The number of overnight stays, however, con-
tinues to decline and today is at the lowest level of the reporting period. The main figures for domestic tourism, however, must be treated
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with caution. This particular segment tends to show a lower performance than it has in reality®. In addition to the fact that these statistics
do not include individual accommodation, the main reasons are the gray economy and the quality of reporting of results by accommodation
establishments. In the future, the Ministry of Finance should significantly enhance control mechanisms to minimize these problems.

The length of stays is shortening for both domestic and foreign guests staying in collective tourist accommodation establishments. In 2003,
the average length of stay was 4.5 days. In 2011, this decreased to 4.0 days. The decrease is even faster in the case of domestic tourists. For
foreign tourists, the length of stay is lower (3.9 days), but is decreasing more slowly.

Tab 8: The attendance in collective tourist accommodation establishments in the Czech Republic, 2000 - 2012

Number of guests (in thousands) Number of overnights (in thousands)

Foreign Domestic Total Foreign Domestic
2000 10 864 4773 6 091 44 200 15597 28 603
2001 11283 5405 5878 39122 17 255 21 866
2002 10 415 4743 5672 37110 15 569 21541
2003 11 346 5076 6270 39343 16511 22 832
2004 12 220 6061 6159 40 781 18 980 21821
2005 12 362 6336 6 026 40 320 19 595 20725
2006 12725 6 435 6290 41 448 20 090 21358
2007 12 961 6 680 6281 40 831 20610 20021
2008 12 836 6 649 6187 39283 19 987 19 296
2009 11986 6032 5954 36 662 17 747 18915
2010 12212 6334 5878 36 908 18 365 18 543
2011 12 899 6715 6184 38 235 19425 18 810
2012* 13 648 7170 6477 39570 20548 19022
Index 2007/2001 in % 114,87 123,59 106,86 104,37 119,44 91,56
Index2011/2007 in % 99,5 100,5 98,4 93,6 94,2 93,0

Source: CZSO (2012); * preliminary data

In addition to the number of foreign tourists, important information also includes their geographical structure, which influences the length of

stay, requirements for the structure and quality of the supply, etc., and some important facts (or tendencies), which can be formulated as follows:

>>> The continuous decrease in the absolute number of German tourists and their share of overnight stays (in 1995, about 7 million
German tourists with an overnight share of nearly 45% of the total inbound tourism in our country. In 2000 there were 6 million
overnight stays with a share of 38.5% and finally, in 2011, about 4.6 million overnight stays with a share of 23.7%).

>>> A complete reverse in this trend can be noted in the number of tourists from Russia. In 2000, the Czech Republic recorded 561 thou-
sand overnight stays (a share of only 2.8%). By 2011 this number had already increased to 2.9 million overnight stays (a 14.8% share).
No other major source country for incoming tourism to the Czech Republic recorded such a significant increase. On the other hand,
still more significant increases in visitor numbers appear to be prevented by the existence of visa requirements with this source country.

>>> [taly represents the second growth country in the Czech tourism market (in 2000 about 669 thousand overnight stays, and by 2011
already 946 thousand overnight stays - an increase of 40%). This increase is clearly concentrated in the capital city of Prague.

>>> There is a significant decrease in interest in the Czech Republic as a destination from UK tourists, with a stable interest essentially only
in Prague (on average, over a long period 90% of all British tourism has been directed to Prague). The significant phenomenon of
weekend visits from British tourists for , drinking” and entertainment culminated here in 2004-2005 (e.g. in 2004 about 1,814 thou-
sand overnight stays — i.e. 9.6% of the inbound tourism to the Czech Republic), but then gradually declined (in 2011 just 807 thou-
sand overnight stays), and has very likely already come to an end.

>>> The stable source countries for inbound tourism with a share of 3-5% over the long-term include, in order, the USA, the Netherlands,
Poland, France, Spain and Slovakia.

>>> Austrian tourists make up a surprisingly low, but stable, share recorded over the long-term (on the order of 400 thousand overnight
stays a year, but with a share of only around 2%).

>>> New source countries with progressive and stable growth are likely to include tourists visiting from Ukraine, China, South Korea
and Australia (for example, in 2005, Ukraine - 140 thousand overnight stays, in 2010 already 341 thousand; China in 2005 - about
39 thousand overnight stays, in 2011 - already 187 thousand; South Korea 74 thousand, or 147 thousand overnight stays in the same
years; Australia in 2000 - approximately 45 thousand overnight stays, in 2010 - already 164,000).

>>> The spectrum of source countries is constantly expanding. The result is a fractured geographical structure for inbound tourism.
In 2005, the top ten countries made up 74.4% of all foreign overnight stays, while now it is only 69.8%.

>>> The make up of foreign visitors to the Czech Republic over the long term is significantly differentiated by region. The fact that the ab-
solute top destination is Prague is not surprising. For example, in 2000, Prague’s share of the total number of nights spent by foreign

> An estimated average of about 35%, in some, particularly smaller establishments, more than 50% (source: ATUR)
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visitors in the Czech Republic in collective tourist accommodation establishments was 40.9%, and by 2010 it was 60.1%. In terms of
the number of foreign tourists, Prague’s dominance is even more pronounced. In 2000, Prague’s share of the total number of foreign
tourists in the Czech Republic was 48.6%, and in 2010 it was 65%. This difference, to some extent, may be caused by long-term stays
of foreign tourists in our spas.

>>> Over the long term, the most visited region according to the preferences of domestic tourists are the South Moravia (Jihomoravsky),
South Bohemia (Jihocesky) and Hradec Kralove Regions. The lowest number of visitors are to the Usti, Pilsen and Pardubice Regions.

>>> Over the last twenty years there has been a characteristic change in the preferences of those participating in tourisms. In general, this
has meant a shift to a higher quality of service. The supply of accommodation facilities has resulted in a noticeable shift in demand
to facilities with a higher standard of services. The growth in the number of overnight stays is only for hotel-type accommodation,
especially in five and four-star hotels. The same can not be said for guest houses and camps, where a decline in overnight stays has
not been followed by a decrease in the number of beds. We can assume, however, that a consolidation in the market lies ahead for
these types of establishments. Although growth in B&Bs and camping is driven by new investments and an increase in quality, it has
not, however, been accompanied by a decrease in poor quality operations.

>>> New construction activities / projects and refurbishment of accommodation facilities within the Regional Operational Programmes
(ROP) from 2007-2013 have gradually contributed to the overall increase in quality reflected in the structure of types of accommoda-
tion establishments. The number of new or modernized beds in collective tourist accommodation establishments can be estimated at
around 7000, just for the period 2008-6/2011. This, although only about 2% of the total number collective tourist accommodation
establishments in the Czech Republic, qualitatively, however, represents a higher level than the national average.

>>> 7o a certain extent, a weak point of domestic tourism is its high seasonality. Domestic traffic is significantly influenced by the timing
of the major holiday period in the summer months, which implies certain types of tourism (summer recreation on the water, summer
recreation in the mountains or rural tourism).

Domestic demand is indirectly affected by outbound tourism, as is evident from the following list of basic parameters in its development.

According to the Tourism Satellite Account for the Czech Republic, around 8-9 million Czech citizens go abroad each year, while foreign
arrivals has long been at over 20.0 million people. From an economic standpoint, the balance of cash flow is far more important than of
people. Conclusions can be drawn on the development and structure of the balance of payments both from partial outputs of the TSA
(2010) and data from the Czech National Bank. According to both sources, there is a long term surplus in the balance of cash flow generated
by tourism. Since 2006, however, a lag in the slow increase in revenues can be observed behind an increase in expenditure. The result is a
reduction in the surplus of the balance for tourism. This development was, between 2006 — 2008, supported mainly by the growth of the
economy and, ultimately, a growth in the disposable income of Czech households.

The number one holiday destination for Czech tourists is still Croatia, followed by Slovakia, Italy and Greece. Austria, which has a very good
position as a destination for short stays (like Germany and Slovakia) is growing in importance. Overall holiday travel makes up 34 of all trips
for Czechs (Euromonitor Int., 2010). Travel for commercial purposes is showing long-term growth (2009 was the first year when there was a
drop), with the most important destination countries for business trips being Germany, Austria, Switzerland, the UK and Poland.

Tab 9: Regional distribution of attendance in collective tourist accommodation establishments in Czech regions (2011)

Number of guests Number of overnight stays Average number of overnight stays

Total  Number of foreign total Number of foreign Total Number of foreign

guests from total guests from total guests from total

CR Total 12911677 6831452 38 187 556 19 852 878 3,0 29
Capital City Prague 5132 042 4433048 13214 304 11941171 2,6 2,7
Stredocesky Region 682914 164 455 1750 990 412 544 2,6 2,5
Jihocesky Region 917 071 292 833 2613974 621179 2,9 2,1
Plzefisky Region 510113 180 475 1359 406 393 392 2,7 2,2
Karlovarsky Region 721759 490 056 4381393 3224563 6,1 6,6
Ustecky Region 320020 115 955 932 341 311 206 2,9 2,7
Liberecky Region 656 232 156 734 2210468 577 293 3,4 3,7
Kralovéhradecky Region 829 354 220588 3074 468 793 789 3,7 3,6
Pardubicky Region 303 059 46 154 879 966 117 976 2,9 2,6
Vysocina Region 353249 50 897 928 433 120 330 2,6 2,4
Jihomoravsky Region 1062 496 409 300 2062 184 689 626 1,9 1,7
Olomoucky Region 385 989 86 423 1443272 174 556 3,7 2,0
Zlinsky Region 473768 73221 1537 667 194 806 3,2 2,7
Moravskoslezsky Region 563611 111313 1798 690 280 447 3,2 2,5

Source: CZSO, (2012)
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Analysis of the organization (arrangement) of the tourism industry (destination management
organizations)

In 1992, the foundations were , laid” for the first destination management organization in the Czech Republic, and while from the begin-
ning the focus was not fully on the development of tourism, in a short time the question became pressing, especially given the growth in
the number of tourists. The biggest boom in the management and organization of tourism came after 2000, as evidenced by the number of
organizations established with a focus in this direction and by the following facts:

>>>

>>>

>>>

>>>

>>>

>>>

>>>

>>>

Regional destination management organizations originated from the ,beginning,” and seemingly spontaneously, in other words from
the , bottom-up,” in response to the impact of tourism in the area. That is, the tourism stakeholders in the destination felt the need to
institutionalize cooperation. In contrast, destination organizations level of the administrative regions began to emerge only after 2005.
This result reflects the emphasis on strategic documents, where among the priorities for tourism was the creation of an organization-
al platform for the development of tourism at the level of administrative regions, with the use of European funds. It is obvious that
the organization (arrangement) of tourism in the Czech Republic emerged quite spontaneously, and certainly can not be regarded as
coherent.

An overview of the Czech Republic shows that coverage by destination management organizations extends to most of Moravia (91%),
while the coverage for Bohemia is about 34 (77%). This situation is illustrated schematically in the map of destination management
organizations in the Czech Republic (see Annex 2). A comparison with the real potential for tourism development confirms that the
current operations of destination management organizations cover the vast majority of destinations important for tourism.

For the vast majority of destination management organizations (93%), the founder is the public sector, which is consistent with inter-
national findings. The nature of the partnership can be derived from an analysis of the founders of the companies. Only 46% were
established jointly by founders from both sectors, i.e. public and private.

An analysis of the financing of destination management organizations for the period 2007 - 2009 shows that the amount of the
annual budget varies and is not tied to territorial scope. Destination management organizations for administrative regions have an
average annual budget of 3 million CZK. In comparison with regional destination management organizations, where one third of the
companies exceed this.®

The structure of the budgets of destination management organizations show that, with only a few exceptions, these organizations use
multi-source financing, i.e. have their own resources, which are made up of contributions from members (contributions of municipali-
ties and entrepreneurs), commercial activities and additional resources, mostly consisting of subsidies from public budgets.

The budgets of destination management organizations are mostly made up of funds from certain membership fees and subsidies.
More than half of destination management organizations have their own source of financing from commercial activity’, which makes
up on average 18% of the budget. Commercial activity contributes the most to the budgets of the destination management organiza-
tions for the towns of Cesky Krumlov and Rakovnik.

68% of destination management organizations are dependent on external sources, specifically subsidies, and since 2007, the share
of this component of the total budgets of destination management organizations has been growing. This is due to the success in
obtaining public funding from operational programmes. The basic sources of financing (i.e. membership dues and own revenue) for
destination management organizations is only sufficient to cover operating costs, while for half of the organizations it provides only
partial coverage. In the long run, this method of financing is unsustainable, especially assuming that after the year 2013 public spend-
ing of EU funds will be restricted.

The most common way to address future financing, according to lone destination management organizations, is to focus on commer-
cial activities and to ensure regular funding from the administrative region. The least reported source of funding was the establishment
of a ,reserve” tourism fund. Only two companies cited this option, both with a regional scope.

6 The reason is the high share of subsidies to the overall budget of regional destination management organizations. This fact is demonstrated in the increased
activity in raising funds from public sources.

7 Sources from commercial activities are not generated by the sales of tourism products, because in terms of Czech legislation, only tour operators (travel agen-
cies) have the power to sell these.
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3.4 Analysis of the external environment for destinations in the Czech Republic

3.4.1 Economic influences

Tourism in the Czech Republic, thanks to the rising number of foreign visitors to Prague, has become increasingly internationalized. Overall
performance is thus increasingly dependent on international arrivals, which from an economic perspective, is influenced by the purchasing
power of the source markets and the development of the exchange rate. It is these factors that significantly affect foreign demand for the
Czech Republic.

The development of the Czech crown against the euro and the dollar significantly affects the demand from foreign visitors. What does this
mean for the development of tourism in the Czech Republic? Above all, it conveys pressure on the competitiveness of the sector. Apprecia-
tion of the crown means a relative increase in price level for foreign visitors, and conversely, makes foreign destinations cheaper.

There is not a relative increase in price level, however, for all components of consumption by visitors. Mainly, the market situation for ac-
commodation in Prague pushes rates to a lower level, which, though it leads to an increase in visitors, does not mean growth in sales and
earnings per room.

Another factor influencing demand, is the development of disposable household income. Even here the situation is not very favorable. Coun-
tries in the Eurozone, and especially those known by the acronym PIGS?, are under great pressure from problems with their public budgets,
which impair economic growth and consequently household incomes. In the medium term we can expect stronger growth in disposable
household income in countries that benefit from their mineral wealth, or from cheap labor.

The gradual appreciation of the crown, growth in disposable income of Czech households expressed in euros, and the economic problems
of traditional source markets for the Czech Republic have created a dangerous cocktail of external circumstances, which reduces the price
competitiveness of Czech tourism.

3.4.2 Social influences

Social environment significantly shapes the tourism industry both in particular destinations and worldwide. Social environment includes
values, needs, expectations and habits that, to a greater or lesser extent, appear in society and are and transmitted from generation to gen-
eration. Such a social environment is constantly changing along with the development of society and has an ever stronger effect on tourism.
This can be observed in the following trends:

>>> In recent decades, changes can in values and preferences be traced in society, which cross all socio-economic and age groups. In addi-
tion to these societal trends, there are a number of changes in the values of select groups of consumers (age groups, income groups,
etc.). All of these trends together create an environment in which tourism will continue to evolve.

>>> The first important trend is the attempt to provide an individual approach. Entities on the supply side try to create products tailored to
individual consumers. In today’s society there is huge variability in life values and preferences. Society (demand) thus becomes increas-
ingly polarized and differentiated. In addition, with the changing lifestyle, values are constantly shifting and changing. Those on the
supply side, then, compete to see which can best meet the requirements of the relevant group of consumers. The result is a signifi-
cantly differentiated tourism supply. The choice of a specific destination is more and more often based on attributes that are offered in
addition to the normal requirements of consumers (special kinds of services and products). People also demand a supply that is easily
accessible, comprehensible and varied.

>>> As opposed to the past, consumers now look for something more than just the traditional attributes associated with a holiday (sun,

swimming, relaxation), which can be bought in the form of a package deal. Consumers are increasingly thinking about intangible
values, about the quality of life, and also about what their holiday should actually be like in order to maximize utility of their free
time (,,value for money”). They set priorities for their lives and therefore also priorities in traveling. They are looking for authentic
and unique experiences as well as their identities, trying to get back to their roots. The result is a great desire to experience, discover,
participate in something interesting, learn new things and travel as much as possible in their lives. There is a growing desire to be
drawn into the events in the visited destination, to try living there for oneself, to make friends with local people, and to be, just for a
moment, a part of their everyday lives.

8 Portugal, Italy, Greece and Spain
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>>> A future global trend will also be a phenomenon in which people travel to learn something. This is related to the increasing cost of
people’s time. People have a sense of loss if they just lie on the beach and do nothing. The process of exploring and learning new
things is an emotionally very enriching element to holiday and leisure. They are gradually undoing the once rigid barriers between lei-
sure and education. It is for this reason, that travel and holidays are for a large number of people - instead of mere consumption - an
investment, an investment in their selves.

>>> A return to nature and the countryside. People are increasingly fleeing to natural areas or to the countryside. Likewise, they are more
concerned about their health and physical condition. Therefore, they try to spend their holidays as actively as possible while still being
aware of the need for mental rest. They realize the power of nature, look up to it and try to make the most of it. A proportion of
consumers also like experimenting and trying new products, attractions, or food.

>>> The trend of cheap holidays and the price of time. This clientele are generally more critical and less loyal. They travel frequently, but to
ever shorter distances from home, and the length of their holidays is also significantly shorter than in the past. This is due to the rising
price of people’s time and the related burden of feeling that it is scarce. Consumers think more about their holidays, seek alternatives
and compare them with each other. The selected holiday then must meet as many of their requirements as possible.

>>> As a result of constant and very rapid changes in the social environment to which market players are not able to react in time, there
are some negative effects which have arisen. Probably the most significant is the growing mismatch between the products and services
offered on the market and the needs and expectations of consumers. The result is consumers’ growing dissatisfaction with the products
and destinations they visit. Mature tourist destinations are now therefore trying to rid themselves of labels such as ,, mass consumption
and standardized services.” This fact goes hand in hand with the trend of individualization of supply, which has already been mentioned.

>>> The driving forces behind all these new trends are demographic changes in society, increasing awareness, and growth in the wealth
which society has at its disposal. These factors are constantly mixing with consumer preferences and thus make tourism very difficult
to predict in the future.

3.4.3 Technological influences

Technological advances in recent decades have significantly affected production, sales and, ultimately, consumption. Beneath this wave of
changes, something like a ,new" consumer has been formed, who is far more informed and uses this new technology to the fullest extent
in his decisions and behaviors. Technological progress can therefore be considered as a new paradigm and a new wave that passes through
the entire society, drastically changing it. In the case of tourism, new technologies are a source of huge opportunities, but also represent
potential future threats.

The last few years have revealed how new technologies have changed tourism, affected both the supply and demand sides, and also influ-
enced the external environment in which tourism operates.

>>> Innovation represents a significant competitive advantage, and not only in the field of tourism. The private sector is therefore inherently
compelled to support innovative activities and, to the maximum extent possible, make use of the effects resulting from the existence of
new technologies. The most pronounced situation is in the field of information and transport, on which tourism is highly dependent.

>>> Development of the method of communication and transmission of information in tourism. Huge changes have taken place especially
with the advent of the Internet, whose potential is only starting to be revealed. It significantly minimizes market imperfection due to
lack of information on the demand and supply sides. The consumer is no longer in the role of blindly accepting the supply, but now
contributes to a considerable extent in its creation. Social networks and blogs, for example, have vastly increased the importance of
word-of-mouth. Businesses, on the other hand, have more and more information about the demand and are able to target their prod-
ucts to specific consumer groups.

>>> The Internet is a stronger and stronger source of information and with time has become the most powerful tool there is.

>>> Advances in information and communication technologies provide those on the supply side a powerful tool that allows them to offer
products which fully correspond to the preferences of individual consumers and successfully stimulate purchases in tourism. For com-
panies these innovations also represent a way to reduce operating expenses. On the other hand, they provide consumers with control
over how they spend their time and spend their money.

>>> Technological advances have greatly contributed to the reduction of operating costs in the field of transport as well. With more ad-
vanced technology, methods of transport are also becoming faster and more comfortable. The worldwide importance of air transport
is constantly growing. People are increasingly traveling to distant destinations and seeking the exotic. At the same time, the cost of
this type of transport has gone down, while comfort has increased and service for passengers has improved. In addition to this trend
are the low-cost carriers, which have experienced a huge boom in the last twenty years, offering opportunities for longer journeys
even for consumers with lower incomes.
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4 Analysis and evaluation of the implementation of priorities and
measures from the existing policy

4.1 Current national and regional tourism policy, decision-makers and instruments

In the period 2007 — 2013, the fundamental strategic direction for tourism policy was defined by the National Tourism Policy of the
Czech Republic, which was further refined by its Implementation Document. The Tourism Policy for 2007 - 2013 had a total of 4 main priori-
ties, 13 measures and 71 activities.

The content of the Tourism Policy’s first priority was to create competitive tourism products on a national and regional level. The Tourism
Policy’s second priority, aimed at expanding and improving infrastructure and tourism services, supported the implementation of high quality
basic and supporting tourism infrastructure, along with the reconstruction of cultural monuments and conservation of natural sites used for
tourism. This priority also addressed the issue of the quality of services provided. The third priority focused on supporting the marketing and
promotion of tourism products, improving the quality of statistics and information on tourism and human resource development and educa-
tion. The last priority focused on creating the organizational structure of tourism.

Implementation of these priorities was significantly influenced by the inclusion of tourism in the areas supported by the EU cohesion policy
and the adjustment of their implementation structures. Thus, tourism has become an important area supported by EU structural funds,
gaining the Tourism Policy relatively large financial resources for its implementation (1.7 - 1.8 billion €). Without these funds, it would not
have been at all possible to implement most of the measures. On the other hand, designing individual operational programmes in relation
to tourism led to great fragmentation of its support and the loss of effective instruments of coordination for individual activities. The focus
of tourism support shifted to the regional level (to the Regional Operational Programmes). The result was that the main coordinator of the
Tourism Policy — the Ministry of Regional Development - had only a small influence on the scale and method of implementing the objectives
and priorities of the national tourism policy.

The tourism policy was implemented through a series of support programmes and budget activities by different ministries or administrative
regions. The main institutions and resources were: cohesion regions (Regional Operational Programmes), MRD (Integrated Operational Pro-
gramme - Priority 4, National programme for the promotion of tourism, Operational Programmes of cross-border cooperation, CzechTourism
budget, targeted subsidies for the Mountain Rescue Service), Ministry of Agriculture (Rural Development Programme) - rural tourism, Ministry
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of the Environment (OP Environment) - support for eco-friendly forms of tourism, Ministry of Transport (OP Transport) programmes for
building cycling infrastructure, Ministry of Culture (IOP Priority 5 and other financial resources) — support for monuments of cultural heritage,
Ministry of Labor and Social Affairs (OP Human Resources and employment) - select activities of education and training in the tourism sector,
Ministry of Foreign Affairs - support for the creation of the image of the Czech Republic) and of the Ministry of Education, Youth and Sports
(OP Education for competitiveness and OP Science and Research) - such as support for education and research in the field of tourism. A spe-
cific area, though less important, was also represented by grants from the Norwegian funds. Finally, the last group of activities in support of
tourism can be found in the work of individual regions (subsidy programmes to encourage tourism, especially in marketing and the creation
of tourism programming documents).

An analysis of all these sources resulted in the following analytical overviews of spatial localization and the composition of tourism support by
type.®

Tab 10: Summary overview of priorities

Instruments or support programmes Number of projects Financial subsidies for projects in CZK mil.

Absolute Share in % Absolute Share in %
Priority 1 — Competitiveness of national and regional tourism products 258 9,66 662,12 1,78
Priority 2 — Expansion and improvement of infrastructure and tourism services 1969 73,75 33 420,11 89,99
Priority 3 — Marketing of tourism and human resource development 400 14,98 2 691,09 7,25
Priority 4 — Creating the organizational structure of tourism 43 1,61 365,82 0,98
Total 2670 100,00 37 139,14 100,00

Source: MRD - Implementing Document for the Concept of the State Tourism Policy in the Czech Republic for the Period of 2007 — 2013 (2011)

Tab 11: Summary overview of measures

Instruments or support programmes Number of projects Financial subsidies for
projects in CZK mil.
Absolute Share in % Absolute Share in %
Measure 1.1 — Creation of the main national and transnational tourism products 5 0,19 45,57 0,12
Measure 1.2 — Creation of specific regional tourism products 253 9,48 616,55 1,66
Measure 2.1 — Reconstruction and construction of high quality basic and supporting
tourism infrastructure 1436 53,78 19 503,00 52,51
Measure 2.2 — Reconstruction of cultural and historical monuments and preservation
of natural localities used for tourism with an emphasis on their secondary use 424 15,88 12 677,68 34,14
Measure 2.3 — Improving the quality of tourism services 4 0,15 131,9 0,36
Measure 2.4 — Creation of conditions for implementation of environmentally
friendly forms of tourism 105 3,93 1107,42 2,98
Measure 3.1 — Marketing (promotion) of tourism at the international, national
and regional level 298 11,16 1994,94 5,37
Measure 3.2 — Improving the quality of tourism statistics and information 7 0,26 390,46 1,05
Measure 3.3 — Improving the quality of human resources education and training
in tourism, support of research, development and innovations in tourism 95 3,56 305,69 0,82
Measure 4.1 — Establishment and activities of tourism organizations at the regional
and provincial level 9 0,34 36,37 0,10
Measure 4.2 — Activities of tourist information centres 24 0,90 180,49 0,49
Measure 4.3 — Cooperation between public and business sectors, non-profit organizations
and professional and special-interest associations in tourism 10 0,37 148,96 0,40
Measure 4.4 — Crisis management and improving the quality of operation of administrative
authorities in the field of tourism in the Czech Republic 0 0,00 0 0,00
Total 2670 100,00 37 139,14 100,00

Source: MRD - Implementing Document for the Concept of the State Tourism Policy in the Czech Republic for the Period of 2007 — 2013 (2011)

The above data give a realistic overview of the current importance of tourism development in the Czech Republic. From late 2007 to mid-
2011, with a total financial endowment of 37.1 billion CZK, 2670 tourism projects were supported, located almost in the 700 municipalities
of the Czech Republic, of which about 60% were in centers of tourism with regional and national importance.

° For more on the objectives and content of the support of tourism see Appendix 3
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A crucial part of the project and particularly of the financial subsidies were channeled into infrastructure projects in Priority 2 Expansion
and improvement of infrastructure and tourism services - a total of 1,969 projects (73.7%) with financial subsidies of 33.42 billion

CZK (90%). In priority 3 Marketing of tourism and human resource development, a total of 400 projects were supported with subsidies
of CZK 2.7 billion (7.3%). In Priority 1 Competitiveness of national and regional tourism products, 258 projects were subsidized with
CZK 662 million, and finally in priority 4 Creating the organizational structure of tourism, there were a total of 42 projects with financial
subsidies of CZK 366 million.'

The most important instruments of implementation for the 2007 - 2013 Tourism Policy, and for the promotion of tourism in this period, were
the Integrated Operational Programme and the Regional Operational Programmes, which are briefly evaluated below.

What IOP has achieved - selected strengths and weaknesses

>>> A certain systemic imbalance in the structure and content of the IOP. On the one hand, logically concentrating on the basic pillars of
support for tourism such as marketing and promotion of tourism, but still lacking a fundamental element, namely the preparation and
creation of national or specific tourism products and subsequently their marketing and promotion. For example, measures supporting
the Creation of the main national and transnational tourism products have been given little attention in IOP (only 4 projects worth
nearly CZK 32 million). Improvement of this situation should become evident in the remaining period of the Strategy in 2012-2013.

>>> Significant support for the renovation of valuable cultural and historical monuments of national importance for tourism, despite the
non-systematic creation of this specific measure in the priority regarding National support for territorial development.

>>> Implementation of one of the most interesting projects within the IOP — the Web Information Portal for tourism , Escape from Bore-
dom” coordinated by CzechTourism.

>>> Despite the positive shift in the new information and marketing quality of the completed projects mentioned above, a weakness can
be seen in the gap regarding cooperation with regional partners (administrative regions, regional tourism organizations) in creating
thematic national and regional tourism products on the one hand and their promotion and marketing on the other hand. The reason
is mainly due to the low coherence and cooperation between the projects in the IOP and ROP. Improving the cooperation between the
national level (MRD and CzechTourism) and regional level (administrative regions, regional tourism organizations) is one of the most
important objectives proposed in the Tourism Policy (proposed measures and their implementation) for the period 2014-2020.

>>> The task of creating a functional information and then booking system for tourism has already appeared in two previous drafts of the
National Tourism Policy, but has never been fulfilled. Fulfilling this long-term task is contained in one activity in the IOP. Despite the
relatively delayed implementation schedules of IOP activities, 2012 is realistic for the approval and start of the project for the develop-
ment of the national tourism information system.

>>> Delay in select IOP activities, which should be have been addressed earlier, because of the systematization of tourism support (manu-
als, methodologies, medium-term strategy, marketing research, statistical information, etc.).

What ROP has achieved - selected strengths and weaknesses

>>> Creation of the Offices of the Regional Council (ORC) for the NUTS Il regions can be considered as the greatest example of the whole
system of ROP in programming, design, implementation, partnership and monitoring of the support of tourism projects in the report-
ing period. However, it is necessary to better align the activities, especially the conceptual activities, between them and the adminis-
trative regions, or where relevant, to the cohesion regions (e.g. development priorities, the system of evaluation criteria, quantitative
analyses of tourism potential, etc.).

>>>  Similarly, the valuable methodological assistance of the ORC to those with potential project proposals can be rated very positively,
as well as for authorized beneficiaries and those carrying out ongoing projects. The above facts along with quality are the basis for
recommendations for the next programming period 2014-2020.

>>> High absorption capacity and flexibility in the implementation of ROP projects and the creation of relatively functional structures at the
regional level for drawing on EU funds - area of implementation.

>>> For potential stakeholders in the tourism industry, the structure and implementation activities of the ROP institutions are optimally
accessible, their operation suitably strengthens regional autonomy (self-government), and also strengthens the possibilities for their
further development.

>>> Good local knowledge of issues regarding the potential and importance of tourism in tourism centers and regions.

>>> A certain lack of cohesion between the system of project selection in ROP and the specific programmes for tourism development in
individual administrative regions. The system of thematic challenges to activities both in infrastructure and in tourism services has not
always been linked to the priorities and measures in the field of tourism in each administrative region, for example, in accordance with
their programmes.

>>> Distribution of financial subsidies to some extent misrepresented and does not reflect the actual regional distribution of tourism poten-
tial, which is very uneven, though support from ROP was fairly evenly distributed among the administrative regions, i.e. on average,
equally per capita and by area of the administrative regions.

1% Implementing Document for the Concept of the State Tourism Policy in the Czech Republic for the Period of 2007 — 2013 (2011) submmited to Czech gover-
nment for information
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Diversity in the types of projects in the administrative regions indicates, on the one hand, an objective acceptance of the differences in
tourism potential, while on the other hand, the influence is not always expertly justified by the expectations of political representation
by the Cohesion councils of the NUTS Il regions.

There was, and is, also inconsistency in the methodology for evaluating the quality of the projects submitted in each of the NUTS Il
regions. This primarily involves different definitions and weights of the criteria for the evaluation of projects (e.g. often vague assess-
ments of compliance with national and regional documents on tourism, assessment of the socio-economic importance of the project,
lack of evaluation of the functional-spatial significance of the project or its localization, etc.). These facts can be regarded as the weak-
est links in the ROP design methodology, and a unified methodology for the regional level must be clearly improved and developed in
the next programming period 2014-2020.

A similar problem was and is also a different concept of functional-spatial localization, or the concentration of projects. While the
functional concentration means the type of project focus, spatial localization refers to where the projects are directed. In this view,
only about 60-70% of the projects can be said to be located in tourism centers of regional importance, and the same can be said for
the funding. Respecting the support objectives - removing regional disparities through the development of tourism - does not mean
the localization of projects just anywhere in the territory (excluding tourism potential).

A key issue is the efficiency and effectiveness of the subsidy system used to support project implementation. Vulnerabilities of the sub-
sidy system are most apparent in disruptions of the competitive environment of the business sector, in creating a danger of corruption,
and in the difficulty of monitoring the efficiency and cost-effectiveness of projects, etc. In the next programming period 2014-2020, a
general improvement of the quality of the tourism subsidy system is essential.



5 SWOT analysis

Current tourism trends in the Czech Republic

Strengths

Weaknesses

thematically rich tourism supply, generally relatively
high satisfaction with spending holidays in the Czech Republic,
a gradual increase in active tourism

excessive seasonality of the tourism supply offer

The Czech Republic as a safe destination

stagnation in the volume of domestic and foreign demand

attractive supply of UNESCO sites, high cultural-historical
and natural potential

shortening length of stay by domestic and foreign tourists

growing interest from new source markets (Russia, Ukraine,
China, Australia) in tourist destinations in the Czech Republic

poor quality of services in tourism

centuries-old traditions of Czech spas, Czech culinary traditions,

brewing and winemaking

very strong concentration of foreign visitors to Prague

dense and well-marked network of trails and paths, globally unique

decrease in the number of German tourists

Prague as a phenomenon of global importance

lagging behind in the dynamic development of the supply of eco-friendly
forms of tourism in competing destinations (Austria, Germany, etc.)

geographic position of the Czech Republic in Central Europe
as an ideal place for congress tourism

Threats

positive change in the quality of the supply in the
accommodation infrastructure

deterioration of the image and brand of the Czech Republic as a destination

traditional social-cultural and sporting events of regional,
national (even select international) importance

strong and active competition in neighboring countries, decline in the quality of
supply compared to those destinations

living traditions and folklore in many tourist regions

advent of another economic crisis, significant fluctuations in visitor numbers
influenced by current trends, to which the supply in the Czech Republic will not
be able to respond

Opportunities

deterioration in the foreign policy situation, the introduction of restrictions
for arrivals of foreign visitors

creation and supply of new innovative tourism products,
capturing current trends in tourism

deterioration of the legislative environment for tourism

improving services as an essential factor for growth in visitor
satisfaction

lack of financial capital for further development of tourism

significant cultivation of human capital in tourism

congestion in select areas of tourism due to increasing numbers of visitors

activating deeper cooperation in tourism

widening gap in visitor numbers between Prague and other Czech regions

development of IT technologies in all areas of tourism

general increase in the tax burden on the population, more pronounced
declines in household income

further development of rural and wine tourism

insufficient quality, structure and use of tourism infrastructure (mainly public)

emerging phenomena of wellness and golf
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Tourism Policy - instruments and decision-makers

Strengths

Weaknesses

tourism policy decision-makers at the national and regional level
consider tourism as one of the priority areas for further economic
development

lack of cooperation and coordination of national tourism policy, regional tourism
policies and sectoral policies (e.g. spatial planning, transport, industrial,
environmental)

MRD as the main guarantor of the conceptual development
of tourism at the national level, and its active role in the preparation
of the legislative act on the promotion of tourism development

absence of legislative mechanisms for the implementation of national and regional
tourism policy

creation of a Subcommittee on Tourism in the Chamber
of Deputies of the Czech Republic

little support for improving the business environment in tourism

emergence of professional associations and societies, such
as the National Tourism Council, Association of Tourism Organizations,
the Society of Scientific Tourism Experts, etc.

lack of cohesion in projects promoting tourism in ROP and IOP, especially in the
area of tourism products and their marketing

creation of the National Tourism Satellite Account

difficult access to bank loans for SMEs

membership of the Czech Republic in international tourism
organizations

distortion of the competitive business environment through unsystematic subsidy
policy

CzechTourism as an established destination management organization
in the international arena with a number of contacts

lack of regionalization in the Tourism Satellite Account

dependence of already functioning tourism organizations on external resources,
unstable sources of funding for destination management organizations

Opportunities

Threats

MRD as a powerful institution in the future, conceptually
and methodically managing the development and promotion of tourism

continued underestimation of the need for more strategic planning and policy
management of tourism at national and regional levels

creation of Tourism Fora as communication and coordination platforms
addressing the systematic development of tourism

underestimation of the importance of a legislative framework for the further
development of tourism

new national tourism policy concept as the main instrument
of conceptual development

further distortions of the market environment through subsidies provided to areas
where private entities are able to procure them

more effective cooperation between CzechTourism and regional
partners in the preparation and production of tourism products
and their marketing

transferring tourism issues to other ministries and its fragmentation of its support
into more thematic areas

further development of cross-border cooperation in tourism,
particularly in the creation of joint products

lack of interested and capable tourism stakeholders to build destination
management organizations

general implementation of innovative features into the system
of management for tourism

cooperation of the MRD with universities and the Technical Agency
of the Czech Republic in basic and applied research in tourism

increased cooperation with international tourism organizations
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Priorities of the National Tourism Policy of the Czech Republic 2007-2013

Strengths

Weaknesses

relatively large support from public budgets for the creation of
products and their marketing

lack of cohesion in priorities for the development of tourism between individual
operational programmes

high absorption capacity to implement support for tourism products
from ROP and IOP

lack of legislation for the establishment of uniform and compulsory
standardization of services

change in philosophy in the management and promotion of tourism
as a new impetus for more sophisticated and coordinated activities

excessive focus of the public sector on growth-goals, lack of a greater degree of
application of the instruments for sustainable tourism

significant increase in the capacity and quality of sports and
recreational infrastructure in centers of tourism

low level of innovation up till now in the tourism supply in response to new trends
in the demand

suitable conditions in the primary and secondary supply for creating
competitive and quality tourism products

low support for basic and applied research in tourism at the national level

increasing quality of select services, some services and products
are certified

lack of long-term marketing strategies at national and regional levels

existence of national and select regional structures as destination
marketing decision-makers

lack of support for the introduction of new information technologies in tourism

implementation of monitoring of visitor numbers in tourist regions
and centers, including statistical surveys by the Czech Statistical Office

still non-existent national tourism information system

significant support for events of regional and national importance,
which have the potential to positively supplement the product supply
in tourist regions

lack of methodology to date in the understanding of the tourism product

gradual introduction of new innovative features and products
in the tourism supply

low willingness to cooperate in the implementation of PPP projects in tourism

increasing activity of local governments and municipal associations
in the area of cooperation for the creation of the local tourism supply

still low effectiveness of marketing in tourism, without the creation of competitive
products

expansion of cooperation between border regions
and municipalities with foreign partners in the field of tourism

inadequate monitoring of activities and outputs of tourism support

Opportunities

Threats

more effective support for improving the business environment
in tourism

deepening distortions of the competitive environment due to the current system
of subsidies

introduction of concessional loans as the main financial instrument
of support for infrastructure projects in tourism

lack of financial backing for SMEs to implement projects in tourism

support for the supply of other interesting cultural-historical objects,
sites and natural sites that can be utilized for tourism

underestimation of the monitoring activities and outputs in individual tourism
organizations

support for building and activities of the organizational structure
of tourism in tourist destinations in the Czech Republic

neglect of the importance of evaluating the impact of tourism on the environment
and lack of implementation of the sustainable development concept

further development of the image of the Czech Republic
as an attractive tourist destination

underestimation of the human factor and the professional training of experts in
the field of tourism, including counseling and educational activities
for young entrepreneurs

significant increase in the effectiveness of regional tourism marketing

low competitiveness of tourism products on the European market

improvement and cultivation of human capital in tourism

to date, little interest from travel agencies and tour operators to operate on the
domestic market and provide regional tourism products

utilizing the potential of superior IT towards innovation of tourism
products and their marketing

lack of statistical information on capacities and performance of tourism on the
local and regional levels

increasing quality of the tourism Web portals

more efficient support of basic and applied research in tourism

The content and structure of the SWOT analysis clearly shows that the development of tourism in the Czech Republic is still below its
potential. The majority of foreign visitors are focused mainly on Prague, while other regions remain outside their interest. The development
of demand is significantly affected by external circumstances (effect of global trends), but a significant role is also played here by the slow
and inflexible responses to the development and innovation of the supply in competing destinations. In addition to historical reasons, causes
for this state can also be found in the low level of cooperation among tourism stakeholders and the insufficient coordination of activities at
national and regional levels. Finding a suitable arrangement of institutions and tourism stakeholders is a basis for increasing the quality of
services, the creation of innovative tourism products, human resource development and sustainable tourism development.
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6 Setting the vision and objectives of the National Policy for the
period 2014 - 2020

6.1 Preamble

The role of the government of the Czech Republic is to create conditions for business development through its sectoral and regional policies.
One of these is also the tourism policy, the main aim of which is to increase the competitiveness of the tourism sector and thus contribute
both to maintaining its economic importance on the one hand, and to the development of the labor market by creating new jobs in the tour-
ism sector on the other. Important objectives are to further the preservation of the cultural and natural heritage (socio-cultural and environ-
mental pillar) to which tourism can also significantly contribute.

The specific economic and political objectives of the government in relation to the tourism sector also include the creation of effective tools
and support for small and medium-sized enterprises, improvement of tourism infrastructure, and solutions to overcoming structural changes
and regional disparities. Overall, it is mainly to increase the competitiveness of the tourism industry. Another significant objective is to reduce
the administrative burden on business development in tourism. A prerequisite for effective development of the tourism sector is support

for initial and continuing professional education, which leads to increased adaptability of the workforce and improvement in the quality of
services provided.

The tourism policy in the Czech Republic also involves multilateral support from important stakeholders and tourism activities. This requires
having not only a clear idea of how and what the tourism policy can affect, i.e. determining its strategic vision and objectives, but also im-

proving the organization and management of tourism, even at lower levels.

To determine the optimal strategic vision and goals of the Tourism Policy, it is essential to build on the current programming and strategic
documents at European and national levels that are in line with the priorities of the new programming period 2014-2020.
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The strategic vision and objectives, and subsequently the priorities and measures, of the Tourism Policy fully reflect the main objectives of the
European tourism policy (Europe 2020 - A strategy for smart, sustainable and inclusive growth'!, Europe as the world’s number one tourist
destination - a new political framework for tourism in Europe) and also the most important recommendations of the world’s international
organizations in the tourism industry (UNWTO, OECD).

Of similar importance to the future development of tourism, or for channeling its support, are our national strategic and programming doc-
uments dealing with the tourism industry. At this point it is necessary to note in particular the Strategic Framework for Sustainable Develop-
ment, the Regional Development Strategy for 2014-2020, the Strategy for International Competitiveness of the Czech Republic 2012-2020,
the Framework of the Strategy for Competitiveness, the National Reform Programme of the Czech Republic 2011, Spatial Development
Policy of the Czech Republic and other sectoral policy documents such as the National Cultural Policy and the Strategy for support of Small
and Medium-sized Enterprises, etc.

6.2 Strategic vision and objectives of the Tourism Policy

The Czech Republic has historical, natural and cultural potential for tourism development. There are many historical, cultural and technical
sites and monuments, including some inscribed in the UNESCO list. This potential is not currently being fully exploited. The main reason is the
low quality of basic and complementary tourism services associated with the quality and competency of the workforce functioning in that
sector. There are also problems of cooperation and coordination of activities within the tourism destinations. So far a very significant factor

influencing the balance of tourism in the Czech Republic is its strong concentration in the capital city of Prague.

Given that tourism is one of the sectors with a high share of employment, its development is connected with the creation of new jobs, thus
contributing to the reduction of unemployment and to solutions to related problems.

With the help of modern tourism products based on the socio-cultural characteristics of regions, their natural wealth and historical, cultural
and technical heritage, the development of tourism in the Czech Republic contributes to the socioeconomic development of the regions,
which is also friendly to natural and other resources that are of interest to the tourism sector.

The strategic vision and objectives for tourism in the Czech Republic are based on the fact that tourism is largely based on small and medium

businesses. It also is based on a system of priorities and support measures. The policy of promoting tourism in the Czech Republic is imple-
mented at the national level and at the level of administrative regions and municipalities.

BASIC STRATEGIC VISION OF TOURISM FOR THE PERIOD 2014 - 2020

T

Activity Development Knowledges

DESTINATION CZECH REPUBLIC — THE HEART OF EUROPE

/ / |

Competitiveness Cooperation Quality

" Though tourism is not explicitly listed here among the strategic initiatives and priorities, links to the problems and potential of tourism are emerging across the
board throughout the document.
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The strategic vision of tourism for the period 2014 - 2020 represents the Czech Republic as a destination:

>>>
>>>
>>>
>>>
>>>
>>>
>>>

With a highly positive international image

Having high quality and attractive tourist products and programmes

Offering high quality services from pleasant and knowledgeable service staff

Offering interesting cultural and historical experiences, sports, appealing natural attractions
Offering a safe holiday experience for domestic and foreign visitors

With commonly applied principles of sustainable development in practice

Offering exciting job opportunities in tourism

Global objective of the Tourism Policy

When formulating the global objective for the Tourism Policy we assume that a modern tourism policy should seek to:

>>>
>>>

>>>
>>>
>>>

Increase the competitiveness of tourism in the Czech Republic within the area and context of Europe

Maintain the relative economic position of tourism in the national economy (creation of GDP, employment especially in small and
medium-sized enterprises)

Remove or reduce regional disparities, especially in economically weak, problematic regions

Promote the use of cultural and natural heritage for tourism development, but with guarantees to maintain its quality

Strengthen the role of tourism in economic and sectoral policies of the state, including the strengthening of monitoring, evaluating
and eliminating negative impacts caused by tourism on the natural and socio-cultural environments and on public health

The global objective of the Tourism Policy is to increase the competitiveness of the tourism sector at the national and regional
levels and maintain its economic performance as a result of achieving a balance between economic, socio-cultural, environmen-
tal and regional development.

In order to increase the competitiveness of the tourism sector, the following strategic objectives of the Tourism Policy should be implemented:

>>>
>>>
>>>
>>>
>>>

>>>

Enhancing the quality of the tourism supply, including cultivation of the business environment

Building a structure and cultivating institutions to effectively implement the tourism policy

Improving the quality of human resources as a key factor in innovation processes

Improving the access of service providers to tourism markets

In accordance with the principles of sustainable development, increasing the use of effective tools and innovation in the management
and marketing of tourism destinations

Strengthening the role of tourism in the economic and sectoral policies of the state

The extent to which the global objectives of the Tourism Policy are fulfilled will be monitored through the following indicators:

Context indicators for the Tourism Policy:

>>>
>>>
>>>
>>>
>>>
>>>
>>>
>>>
>>>
>>>
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Number of nights spent by domestic visitors in collective tourist accommodation establishments in the Czech Republic
Number of nights spent by foreign visitors in collective tourist accommodation establishments in the Czech Republic
Occupancy rate

Index of competitiveness of tourism in the Czech Republic according to WEF

Number of people employed in tourism in the Czech Republic (equivalent full-time)

Gross domestic tourism product

Inbound tourism consumption in the Czech Republic

Domestic tourism consumption in the Czech Republic

Foreign exchange earnings from tourism in the Czech Republic

Share of foreign exchange earnings from tourism in GDP in %



7 Basis for the proposal of priorities and measures

Setting of the priorities and measures is determined by the formulation of the global objective and the strategic sub-objectives related to it.
The basic subject matter of the proposal is the strengthening of the competitiveness of the tourism sector. According to numerous expert
studies and articles, competitiveness is determined by many factors, which can be structured as follows: the quality of supply, flexible and
educated human resources, the quality of the organization and functions of the institutions in the tourism sector, and effective destination
management and marketing. This view is not new, but still valid, proven by decades of tourism development. It is at these factors of competi-
tiveness that the proposed priorities and measures in the National Tourism Policy are aimed.

Diagram 1: The schema of links between the proposed priorities and measures of the Tourism Policy and the factors of competitiveness

THE FACTORS OF COMPETITIVENESS OF TOURIST DESTINATIONS
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An attractive and unique tourism supply is the basis for the competitiveness of tourism destinations. In order for the supply on the market

to find its way to potential consumers, it is necessary to continually improve the business environment, which will generate competitive tourism
products. Their uniqueness and inimitability depends on the ability to use the primary potential destinations sparingly, i.e. their natural and cultur-
al-historical conditions. All this must be accompanied by a functional and quality infrastructure as well as by quality services and social activities.

It is not enough, however, to simply create a quality supply. This is now standard in most of the developed world. Differentiation of desti-
nations today takes place through effectively addressing select segments of the population through marketing activities. Well-thought

out marketing strategies for destinations, and the ability to implement them, determine the success or failure of the supply on the market.
Increased competition and its activities, and the increasingly broad range of possibilities for the use of leisure time, reinforces the significance
of this. The creation of tourism products and their marketing in this context must be active both in the use of modern information technolo-
gies, and even more importantly, in the cooperation and collaboration of tourist regions and areas.
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The entire process of preparation and creation of tourist programmes and products is important to support the existence (establishment) of
the necessary organizational structure of tourism, i.e. destination management, at both national and regional levels or provincial levels
(business associations and public administration, providing information - local and regional TICs, destination management activities, tourism
statistics, etc.). A necessary condition is also the refinement of human potential and the corresponding research into the broad and com-
plex issues of tourism. Finally, the fourth pillar is the conceptual development of tourism policy in economic and regional policy, a policy of
tourism and economic development as priority 4, in close linkage and coordination of national and regional tourism policies. Part of the
priority is to improve the functioning of the administrative authorities and crisis management in the tourism sector in the Czech Republic.

The priorities and measures described crosscut the elements (quality, knowledge, innovation, sustainability) meant to accelerate and stream-
line meeting the objectives. These elements are essential factors for the implementation of the tourism policy. At the same time, they interact
and operate synergistically on processes in tourism.

Quality is understood in the Tourism Policy as utility value for the consumer. It is a measure of the destination’s ability to satisfy the needs
and expectations of its visitors. Improving quality does not mean simply a higher standard of service, but the provision of services that are as
close as possible to the expected nature of the service in relation to the asking price. Quality is not only part of the first priority focused on
the supply. Quality must be asserted into management and operational activities and even into the capabilities of human resources.

Implementation of the individual activities must be based on knowledge, as knowledge brings destinations competitive advantage. Through
education and research, the stakeholders in the tourism industry are able to come up with new products and better choices.

The concept of innovation is closely related to knowledge. A prerequisite of innovation in the supply and processes in tourism (as part of
destination management and marketing) is the ability to translated the acquired knowledge into concrete activities and succeed with them in
the market.

The last attribute of all the proposals is their sustainability. Tourism is, in this sense, a somewhat specific industry. It has a wide range of
both positive and negative effects that may, if in breach of the principles of sustainable development, manifest themselves in an uncon-
trollable and unbalanced way. In terms of socio-cultural and environmental impacts, there is the problem of so-called tourist traps, i.e. the
characteristics of tourism activities degrade their own capital (the attractiveness of the destination for visitors). Sustainability in economic,
environmental and social terms has to be the paradigm of all the strategies and activities of the tourism sector. And it is to this reality that the
tourism policy must be able to react.

Aims of the Tourism Policy

Enhancing the quality of the tourism Building a structure of institutions Improving the access of service Strengthening the role of tourism
supply, including cultivation to effectively implement providers to tourism markets in the economic and
of the business environment the tourism policy sectoral policies of the state

Improving the quality of human

resources
Tourism Policy priorities
Priority 1 Priority 2 Priority 3 Priority 4
Improving the quality Tourism management Destination marketing Tourism policy and economic
of the tourism supply development
Tourism Policy measures
1.1 Improving the business 2.1 Support for the activities 3.1 Marketing support 4.1 Tourism policy as part
environment in tourism of destination management for domestic and inbound tourism of economic and regional policy
organizations
1.2 Construction and modernization 3.2 Creation and marketing 4.2 Statistics and research in tourism
of basic and supporting tourism 2.2 Strengthening and innovation of national and regional
infrastructure in destination management tourism products 4.3 Crisis management and safety
1.3 Improving the quality of the 2.3 Development of human 3.3 Marketing information
supply of tourism services resources in tourism

1.4 Improvements to the supply
of primary tourism potential



PRIORITY 1: IMPROVING THE QUALITY OF THE TOURISM SUPPLY
Motto: Supply-Quality-Satisfaction

Main aims and objectives of the priority:

>>> |Improve conditions of the business environment in tourism

>>> |Improve the supply of basic and supporting tourism infrastructure

>>> |mprove support services in tourism

>>> Improve the potential of the natural and cultural-historical tourism supply

Background

A high-quality supply is essential for the successful development of tourism. The supply in tourism is created by businesses, however, it is
significantly supplemented by public goods and services. This fact determines the overall philosophy of how to set the measures as well as
their substantive structure. The quality of supply depends on the quality of the environment in which it occurs. The quality of the business en-
vironment and the quality of public institutions and their activities create the overall framework for the tourism supply in the Czech Republic.

Opportunities for the state to directly influence business activities are minimal. This is, therefore, why it should concentrate on setting basic
constraints of competition and removing market distortions and failures. The past tourism policy, however, did not contribute much to this.
Indeed, quite the contrary. Subsidy policy implemented principally through the Structural Funds disrupted the market environment and
brought many problems. Consequently, this Tourism Policy attempts to make support for tourism more transparent and more efficient.

First, it abandons a subsidy model used for purely commercial activities such as support for the construction of accommodation facilities (and
selected sports and recreational facilities) and introduces a model of preferential loan financing for business investments. This solution not
only cleans the market (reducing demand for support, increasing pressure on economically sensible projects), but is also in line with modern
approaches to the promotion of SMEs.

The tourism industry is characterized by a high proportion of small and medium-sized businesses. In comparison to their larger competitors,
these groups of entrepreneurs suffer a number of disadvantages (availability of markets, lack of information and knowledge, availability of
credit, etc.), which the state seeks to eliminate in its support for SMEs. Hence, the Tourism Policy comes with a set of tools to facilitate busi-
ness in the private sector.

Outside the business environment, attention is paid to the quality of public tourism infrastructure, which is now, especially compared with its
closest competitors and despite existing investments, at an insufficient level. Overall, however, the Tourism Policy favors a reorientation from
Lheavy” infrastructure projects to soft projects, focused on the organization of tourism, human resources and marketing.

A great challenge of this measure is the quality of tourism services. Quality is an increasingly important attribute of the supply and must
also be complemented by an attractive interpretation of cultural and nature-based values of the environment in which the service is offered.
Quality alone is no longer enough; today’s customer is asking for a superstructure in the form of experience.

Problems
The priority responds to the following fundamental problems:
>>> The high cost of implementation of tourism infrastructure projects
— The existing subsidy system to support tourism infrastructure projects is unnecessarily costly, its effects are difficult to measure
— Spatial localization projects have not always effectively targeted tourism centers of regional and national importance; building on
.greenfields” can not be the purpose of grant support, the main objective must be to retrofit existing centers
>>> Disruptions of competition in the tourism business environment
— The current subsidy system for projects has a number of shortcomings, particularly how it disrupts the competitive environment in
the tourism business
>>> Little support for counseling and very little information available to SMEs in tourism from both national and regional levels

The path to improvement includes:

>>> Introduction of concessional loans for infrastructure projects in tourism

>>> Adoption of a legislative act on the support of tourism development

>>> Reduction of relative grant quotas for the support of projects

>>> Introduction of counseling centers for SMEs in tourism in cooperation with chambers of commerce
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Measure 1.1: Improving the business environment in tourism

Brief description of the current situation

The business environment and its cultivation is and will be a long-term priority of every economically-oriented strategy. In the current period,
the issue of the business environment has been narrowed to the initiation of investment activities with the help of subsidy instruments, and
has been therefore directed to quantitative targets. The long-term and fundamental problem of SMEs in the availability of free capital has
been addressed with a selective allocation of grants for development projects. This has led both to a disruption of market relations between
entrepreneurs, but also to actually closing the door on other financing options. The availability of bank loans has not improved much. The
banking sector continues to consider tourism as risky, and the problem is also guaranteeing loans for start-up entrepreneurs without back-up
capital. The Tourism Policy deals with these problems mainly by changing the system (manifested in different implementations) and by using
new tools (concessional loans).

This measure focuses on the past neglected problem of SMEs” information and knowledge deficit. This mainly involves activities to improve
access to markets - changes in the market environment, advice on possibilities for support, consultation of project plans, initiation of innova-
tion, etc. Specific measures will also be implemented with regard to the current Tourism Policy’s support for small and medium-sized enter-
prises. Complementary to measure 2.3 will be an essential tool for improving the business environment through a comprehensive system of
continuing professional education.

In the area of legislation, the enforcement of a legislative act on the promotion of tourism can contribute to the implementation of this
and other measures of the Tourism Policy, which among other things can trigger meaningful cooperation between entrepreneurs and other
tourism stakeholders in the destinations. This is related also to a thorough assessment of the impacts associated with the regulations on the
tourism industry.

At the same time, a particular issue of the business sector is the lack of clarity regarding concentrated tourism sites in collecting local fees for
recreational stays (see Act No. 565/1990 Coll., on local fees, as amended). Determining this, or the method of defining and updating should
be implemented with this measure.

Last but not least, the issue of guide services and the regulation of their activities is addressed.

Activities for fulfilling this measure (see annex for further detail)

>>> Creation of Competence centers to support SMEs in tourism

>>> Information portal on developments and trends in domestic and foreign tourist demand
>>> Determination of sites focused on tourism in the wording of Act No. 565/1990 Coll.

>>> Cultivation of the environment in the area of guiding activities

Guarantors of the measure Implementing organizations Target groups

MRD in cooperation with MIT, MF MRD, MIT, MF, administrative regions, SMEs in the tourism industry,
and the administrative region Capital City of Prague, Chambers of commerce, public bodies, NGOs

and Capital City of Prague destination management organizations,

professional associations, CzechTourism

Exploitable tools
>>> Legislative instruments
>>> Targeted subsidies

Measure 1.2: Construction and modernization of basic and supporting tourism infrastructure

Brief description of the current situation

Basic and supporting tourism infrastructure, without whose existence effective development is not at all possible, represent secondary poten-
tial for tourism development. In the case of basic (accommodation) infrastructure, emphasis is placed on increasing the quality (structure of
rooms, amenities, services, green investments, etc.) and interconnectedness of that infrastructure with the rest of the supply. Public support
should then be aimed primarily at retrofitting centers of tourism with supporting tourism infrastructure necessary for the public (sport and
recreational infrastructure, including infrastructure for the development of recreational boating), or improving the transport accessibility of
tourist destinations. The measure also supports basic and supporting infrastructure for target groups with special needs (e.g. elderly, disabled,
families with children)

Creating territorial conditions for the development of regional tourism is mainly ensured by instruments of spatial planning. Construction and

modernization of the tourism infrastructure must therefore be in accordance with the planning documentation for the administrative regions
and municipalities.
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Specific attention must be paid to the support of basic infrastructure in rural areas of the Czech Republic, especially in the context of rural
brownfields revitalization and diversification of economic activities.

The current system of subsidy support did not work out mainly due to distortions in the competitive environment. Part of this proposal is
therefore the implementation of support through concessional loans.

Building tourism infrastructure brings with it the risk of environmental damage. Therefore it is necessary to respect the natural and cultural
value of the territory when building.

Activities for fulfilling this measure (see annex for further detail)

>>> Increasing the standard of accommodation facilities

>>> Retrofitting tourism centers with select supporting tourism infrastructure (sports and recreation, cultural and recreational,
health and recreational)

>>> Building centers of rural tourism

>>> Improving transport accessibility of tourist destinations

>>> Supporting the development of infrastructure for non-motorized transport

Guarantors of the measure Implementing organizations Target groups

MRD in cooperation with MT, MA, MRD, MT, MA, administrative regions, SMEs in the tourism industry, public
administrative regions and Capital municipalities, Capital City of Prague, bodies, NGOs

City of Prague National Fund for Transport Infrastructure,

banking institutions

Exploitable tools
>>> Legislative instruments
>>> Targeted subsidies

Measure 1.3: Improving the quality of the supply of tourism services

Brief description of the current situation
The basic objective of the measure is to improve the supply of tourism services with higher added value.

A system-based handling of the issue of quality of services has so far focused only on solving the technical prerequisites of quality, whose
aim is to carry out, on the basis of the criteria, a certification of facilities and tourism services and to help improve customer orientation.
Internationally comparable uniform technical standards/norms for the sector, which however are not binding for service providers, have
been gradually developed by professional associations in collaboration with the public sector. The voluntary status of technical standards in
the Czech environment has led to their lack of acceptance on the part of service providers, which, despite financial support from the public
sector, has meant that the level of involvement of these providers is low.

In the future, it is necessary to work on improving individual technical standards. The solution therefore must be sought in their clearly
defined benefits for businesses and incentive programmes. The target solution is, in partnership with professional associations at the national
level, the gradual introduction of compulsory national categorization and classification of the various segments of tourism.

The solution is to support the introduction of modern methods of quality control, both at the level of individual subjects, as well as tourist
destinations (see measure 2.2). A system-based measure in the national tourism policy is to complete further development of the Czech
Service Quality System as a tool for contributing to improving the quality of services in the Czech Republic, which will become a part of the
Czech quality programme in accordance with the approved National Strategy for Quality.

An important area of this measure is the creation and further development of product certification systems. An important innovative element
of this measure is also the further building of traffic guidance and information systems in tourist destinations.

Activities for fulfilling this measure (see annex for further detail)

>>> Creation and further development of industry technical standards, including the creation of Czech technical standards in
selected segments of tourism, aiming to a gradual introduction of compulsory national categorization and classification of
the various segments of tourism

>>> Further development of the Czech Service Quality System as a system-based tool for improving the quality of tourism bodies

>>> Support and development of specific product certification systems

>>> Support and development of traffic guidance and information systems in tourist destinations
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Guarantors of the measure Implementing organizations Target groups

MRD in cooperation with MIT MRD, MIT, ME, MT, administrative regions, SMEs in tourism, tourism destinations
Capital City of Prague, CzechTourism,
professional associations

Exploitable tools
>>> (Czech Service Quality System
>>> Targeted subsidies

Measure 1.4: Improvements to the supply of primary tourism potential (improvement of natural, cultural and
historical attractions for tourism)

Brief description of the current situation

A measure of a similar nature - use of cultural-historical and natural heritage for tourism — was presented in the previous Tourism Policy. Only
in 2008-2012, however, with the help of European funds (mainly through the IOP and ROP), was significant progress made in the support

of this most valuable part of the tourism supply, especially in the field of cultural and historical monuments. Very little, however, has been
invested from public sources in the improvement of the use of natural attractions for tourism. Furthermore, resources are ranked as the worst
indicator in the T&T Competitiveness Index (published by WEF) for the Czech Republic.

The main objective of the measure is to significantly improve, in the years 2014-2020, the use of natural, cultural and historical attractions
and monuments for tourism, especially UNESCO sites and their background and heritage of both animate and inanimate nature.

Activities for fulfilling this measure (see annex for further detail)

>>> Support for reconstruction of the most important cultural, historical and technical monuments used for tourism

>>> Accessibility and interpretation of the attractive natural and cultural heritage of the Czech Republic for tourism
development

>>> Support of national geoparks, more precisely UNESCO geoparks

Guarantors of the measure Implementing organizations Target groups
MRD in cooperation with MC, the Public and business sectors, municipalities, Tourism participants
administrative region and Capital non-profit organizations and

City of Prague interest groups

Exploitable tools
>>> Targeted subsidies
>>> Concessional loans
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PRIORITY 2: TOURISM MANAGEMENT
Motto: Cooperation — knowledge - sustainability

Main aims and objectives of the priority:

>>> Develop a system of organization (arrangement) of tourism in the Czech Republic as a platform for cooperation between the tourism
stakeholders

>>> Increase the use of effective tools and innovations in the area of destination management

>>> Intensify the development of tourism in accordance with the principles of sustainability

>>> |Improve the development of human potential and promotion of knowledge in the field of tourism

Background

None of the previous national tourism policies managed to create suitable conditions for the operations of destination management organi-
zations as the most advanced form of managing a destination (region). Despite efforts by all the previous tourism policies to create an organ-
izational structure of tourism, in practice these organizations were created very spontaneously and are still confronted with the absence of
any system that would set the framework for their establishment and guarantee the stability of their operations and activities. In the Czech
Republic, the key element in the founding of these organizations is the public sector. It has, however, due to the non-existence of a system,
considerable power to intervene in their activities, which undermines their autonomy in decision-making and affects their very operations. An
example of uncertainty and instability is the new election period and the associated arrival of new government representatives. In practice,
the there is not one destination management organization that ceased to exist or was transformed thanks to these facts.

A weakness of the tourism policy is that it does not make enough use of all the tools that might be available. An example is the institutional
instrument of the tourism policy in the form of destination management organizations that at both the local, and especially at regional level,
can more effectively contribute to the comprehensive development of tourism in a destination. This fact is evidenced in numerous studies
from the Alpine regions.

Given that tourism is primarily about people, and management of a destination (tourist region) is about managing people, or cooperation,
coordination and communication with people, it is entirely appropriate to devote great support especially for continuing education in the

field of tourism. The development of human potential (transfer of knowledge) is also highlighted by the European Union, which generally
supports employment and related training. Great emphasis is also placed on partnerships, i.e. cooperation between the public and private
sectors.'?

Management of tourism (Destination Management) is founded on partnerships, which are based on mutual trust between the partners (tour-
ism stakeholders). Building this trust takes time. Studies'® also confirm that getting a good partner for cooperation is difficult. This handicap
limiting development of tourism destinations is to some extent due to a lack of long-term experience, but also due to a lack of organiza-

tion (arrangement) of tourism, which would clearly establish the links (positions) and competencies of the tourism stakeholders involved in
destination management. Creation of an organizational structure of tourism would also facilitate the activities of destination management
organizations whose destination crosses the borders of two or more administrative regions.

An equally topical issue is the concept of sustainability, which is significantly promoted by the European Union'. Sustainability itself and its
consistent implementation, at least in the form of regular monitoring of resources used, is reflected only minimally by destination manage-
ment organizations. The cause is a lack of human and financial capacity to perform these activities.

Information plays a key role in tourism, and its acquisition, processing, and storage requires significant effort. In addition, the ever-improving
information and communication technology may not always be easily accessible.

12 See for example the EESC opinion on Tourism policy and cooperation between public and private sectors (2005).

13 (Holesinska, 2010)

4 We understand tourism policy to be all the criteria, objectives and tools that can bring tourism in Europe to a satisfactory level of competitiveness, wealth
creation and sustainability. (EESC opinion on tourism policy in the expansion of the EU, 2005)
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Problems
This priority, therefore, responds to the following two basic problems:
>>> Low effectiveness of destination management
— There is no provision for an organization (arrangement) of tourism
— Competencies and powers of key tourism stakeholders are not defined, especially the relationship of the public sector (MRD, ad-
ministrative regions, tourism regions and municipalities, CzechTourism) and destination management organizations, which leads to
uncoordinated activities
— Uncoordinated activity leads to duplication and the waste of financial as well as human resources
— High dependence on political decision-making (see election period)
— Minimal use of tools that strengthen competitiveness and sustainability of tourism in the destination
>>> Absence of high-quality continuing education in the field of tourism
— Educational programmes (courses) organized by institutions that do not have education as their principal activity
— Support in the area of continuing education is distributed unsystematically and without clear criteria
— Teaching materials are composed by various entities, which are often not even educational institutions. Teaching materials are often
created without the cooperation of representatives of the professional public, and do not reflect the modern trends and require-
ments of the labor market. The materials are not unified and are of different quality, and thus the professionalism and quality of the
continuing education can not be guaranteed.

The path to improvement includes:

>>> Adoption of the Act on the promotion of tourism development - building the organization (arrangement) of tourism, including the
modification of competencies

>>> |Implementation of tools enhancing the competitiveness of destinations, i.e. introduction of information and communication technolo-
gies (Destination Management System - DMS)

>>> |mplementation of tools strengthening the sustainable development of tourism (visitor management, monitoring)

>>> Improvement of continuing education in tourism in particular

Measure 2.1: Support for the activities of destination management organizations

Brief description of the current situation

The Czech Republic has not built a solid organizational structure for tourism, which over the long term, has led to inefficiency in the develop-
ment of destinations. Although stakeholders in tourism destinations have felt the pressure and the need to organize and establish institutions
strengthening the development of tourism in the destination, they have also faced a lack of methodological support (or even ignorance) —
there are not clearly defined links and competencies. In practice, they are confronted with legislative issues that the tourism policy does not
address, such as the method of financing destination management organizations or the appropriate legal form for the partnership between
the public and private sectors in tourism. Improper choice of the legal form can deform the business environment.

Rules for the establishment and operation of destination management organizations on various spatial levels, and for the competencies of
individual entities in the organization (arrangement) of tourism should therefore be laid down for the implementation of this measure. In
this way, duplication of activities will be avoided. The integrity and coherence of the strategic development of tourism in destinations will be
further strengthened, i.e. the obligation of destination management organizations to create strategic documents as a key tool for develop-
ment. Vertical and horizontal ties necessary for effective collaboration will be identified (especially important for destinations that go beyond
the boundaries of several administrative regions).

The basis for management of a destination is a partnership based on mutual cooperation. The tourism sector in the Czech Republic shows
a lack of cooperation between the public and private sectors, which hinders its effective development. Mutual cooperation increases the
effectiveness of the measures taken in the destinations. There must be specifically defined quantitative targets for cooperation, which are
relevant to all those participating in partnerships. At the same time, the ratio of responsibility and the scope of the task must be observed,
while monitoring of the results is essential for tracking the objectives of the collaboration.

The result will not only be joint projects in the form of organized events or the creation promotional materials, but, above all, a form of active
(strategic) cooperation that strengthens the mutual trust and partnership itself between the actual parties involved. Projects strengthening
international cooperation should be focused primarily on the exchange of experience in the destination management process. Benchmarking,
especially, should be supported as a method of handpicking knowledge and experience from the best in the business. The aim of this meas-
ure is to strengthen the synergies that arise from mutual cooperation.
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Activities for fulfilling this measure (see annex for further detail)
>>> Strengthening the organization (arrangement) of tourism
>>> Supporting cooperation between tourism stakeholders

Guarantors of the measure Implementing organizations Target groups
MRD in cooperation with administrative MRD, administrative regions, Capital City CzechTourism, destination
regions, Capital City of Prague, towns of Prague management organizations

and municipalities

Exploitable tools

>>> Economic (targeted subsidies)
>>> Legislative (acts)

>>> Methodological activities

Measure 2.2: Strengthening and innovation in destination management

Brief description of the current situation

Innovation is considered as the use of such forms of management that innovate the existing way of destination management and, overall,
lead to strengthening the competitiveness of destinations (i.e. quality management, information management, visitor management, etc.).
This includes the application of knowledge from research to practice.

Current destination management organizations (tourism organizations) implement strategies in accordance with the concept of sustainability
to only a minimal extent. Monitoring of sustainability fails to take place due to time and financial cost. The sustainability of resources is also
linked to management of visitor numbers, which up to now has not been automatically taken as part of the strategic management of the
development of a destination.

Another element strengthening the management of a destination is quality management, which is not necessarily only the implementation
of standards and certification in the tourism services and products offered, but also applies to improving the management processes them-
selves.

Information and communication technologies are nowadays completely unrivaled tools. Unfortunately, however, mostly only information and
reservation systems (IRS) for the customer are used. This omits a common integrated platform of data sources with multifunctional use in the
area of destination management, or in strategic management.

The aim of this measure is to strengthen the competitiveness of destinations.

Activities for fulfilling this measure (see appendix for further detail)

>>> Introduction and implementation of quality management

>>> Introduction and implementation of visitor management

>>> Creation of a manual for sustainable tourism development

>>> Monitoring and investigation of sustainable tourism development

>>> Introduction of new technologies (innovation) in the management destinations

Guarantors of the measure Implementing organizations Target groups
MRD in cooperation with administrative MRD, administrative regions, Capital CzechTourism, destination management
regions and the Capital City of Prague City of Prague, CzechTourism, destination organizations

management organizations
Exploitable tools

>>> Economic (targeted subsidies)
>>> Methodological (manuals)
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Measure 2.3: Development of human resources in tourism

Brief description of the current situation

Human resources represent a key potential for the management of a destination. The knowledge, understanding and experience of workers
in the tourism industry have a direct impact on the effectiveness of destination management. Currently in the Czech Republic there are
dozens of universities, colleges and secondary schools which deal with initial training in the tourism sector with differing levels of quality in
teachers, curriculum and general education programmes, the actual process of education and level of graduates.

Continuing education is a way to develop human resources in the tourism sector through the acquisition of the knowledge and skills of

the current workers in the tourism sector. In the last period, therefore, a number of projects were implemented that focused on continuing
education in the field of tourism. Quantity, however, prevailed over quality. The result has been a lack of effectiveness in the current educa-
tional programmes and projects. The reason is the quality of the course providers/instructors and the training, and also the motivation and
attitude of the target groups to education. There is no system of checks for the qualifications of course providers/instructors or the training.
Courses for practical skills in the form of internships, exchange programmes, etc. have only been implemented to a limited extent. The heavy
workload of staff in destination management organizations, entrepreneurs and other professionals is also a limiting factor, restricting the
opportunity to participate in the process of continuing education. The instability of the system of financing and the implementation of only
one-off grant projects is also reflected negatively here.

A positive impact on the educational system in the field of tourism can be seen in Act No. 179/2006 Coll., on the recognition of continuing
education, according to which the activity of the MRD acts as the authorized body for the area of gastronomy, hospitality and tourism. Au-
thorized persons (physical, legal and schools) can validate the knowledge and skills of candidates who are interested in obtaining a certificate
of professional qualification for use in the job market proving their knowledge, skills and competencies in the profession.

Positive elements were seen in this direction in 2010 in the MEYS project called the National Qualifications Framework 2 (NQF 2) creating
Councils in the sectors of hospitality, gastronomy and tourism (hereinafter Councils) and bringing together representatives of major employ-
ers and professionals from the tourism sector. In the coming period, tourism policy must therefore focus on the application of the Councils’
outputs, i.e. mainly the revised and new professional skills in the curricula and educational programmes in cooperation with the MEYS and
the MLSA.

This measure aims to boost employment in tourism.

Activities for fulfilling this measure (see annex for further detail)

>>> Increasing the quality of educational programmes in tourism

>>> Implementation (creation) of education and training programmes (courses)
>>> Raising the skills of workers in the tourism sector

>>> Projects to promote the exchange of experience

Guarantors of the measure Implementing organizations Target groups
MRD in cooperation with the MEYS MRD, MEYS, and MLSA, administrative Employees and employers in tourism
and MLSA regions, CzechTourism, professional

associations

Exploitable tools

>>> Economic (targeted subsidies)
>>> Educational programmes
>>> Methodological (manuals)
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PRIORITY 3: DESTINATION MARKETING
Motto: Innovation — Cooperation — Attractiveness

Main aims and objectives of the priority:

>>> Improve the image of the Czech Republic as a tourist destination as well as individual tourist regions and areas
>>> Inspire select demand segments to visit and discover the Czech Republic

>>> Deepen cooperation of tourism stakeholders in the development of tourism products and their marketing
>>> Create competitive tourism products

>>> Collect, analyze and evaluate information on domestic and foreign demand

>>> Develop long-term relationships with visitors to destinations (CRM)

Background

This priority focuses on solving problems associated with destination marketing and the joint creation of products. Destination marketing is a
kind of extension of the individual marketing activities of tourism organizations (businesses, operators of tourist destinations, municipalities,

public authorities of protected landscape areas and national parks, etc.). It is based on the networking of these players, the creation of tour-

ism products (as a set of services and goods) and building the image of the destination. All this is combined with the potential of destination
marketing to create economies of scale, economies of scope and positive externalities.

On the other hand, increasing competition in the tourism market is placing ever greater demands on the quality of operations in destina-
tions and in tourism organizations. Competing destinations normally use highly market-oriented approaches in their marketing strategies.
The result is an increasing volume of funds invested in marketing campaigns, more sophisticated and more elaborate marketing activities
and a more thoroughly customer-oriented creation of tourism products. From this perspective, the Czech Republic, in many ways, is having
trouble keeping up. This is especially noticeable in the lag in the creation of products and making use of the latest possibilities in information
technology for their presentation.

Public funding for marketing and the creation of tourism products has not been used entirely effectively. There are two reasons for this. First-
ly, the absence of a marketing strategy at the national level, which was not created until the end of 2012, and its linkage to the regions. This
also includes the prolonged absence of a manual for the creation of tourism products, which has been available only since 2013. Secondly,
there has been almost zero effort by the implementers of marketing activities to critically evaluate their potential (pre-phase) or realized
(post-phase) effects. There is also a lack of consistent monitoring of tourism demand - particularly with regard to the preferences of visitors
and their reflection in the formation of products. Given the above, it is necessary to pay particular attention to the objectives, impacts and
benefits to be achieved by marketing activities.

Problems
This priority responds to the following two basic problems:
>>> Low effectiveness of marketing activities
— Measurable objectives of marketing activities have not been set and therefore, not even the effects of these activities are monitored
— A clear, cohesive strategy (long-term plan for the direction of traffic) is lacking for individual marketing activities on the destination
level (long-term plan for directing communication)
— The structure of the marketing tools used is not based on a rigorous analysis of target segments. Mainly traditional tools predomi-
nate, and on the part of the implementers, there is a noticeable effort to find the simplest solution.
— A lack of assessment of the purpose and effectiveness of the tools utilized (e.g. what does participation in tourism trade fairs bring
the destination?)

>>> The nature and quality of tourism products that are not reflected in the demand
— Tourism products are not created on the principle of networking the services and tourist aims of destinations
— Created tourism products do not have clearly and unambiguously defined benefits and advantages for the consumer/visitor
— Tourism products do not respond to changes in the structure of demand and changes in the consumer behavior of tourists
— Weak innovation activity from those carrying out marketing activities in finding new solutions, incorporating new features into the
supply, etc. (use of IT, etc.)

The path to improvement includes:

>>> Adoption of the legislative act on the promotion of tourism development

>>> Quick and effective use of information technology

>>> Ensure a smooth flow of information and knowledge between all tourism stakeholders

>>> Implementing cooperative marketing and creation of market-oriented tourism products which respond to the latest trends in tourism
demand

>>> Innovation in the development of tourism products and marketing activities, including the use of a manual for the creation of tourism
products
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Measure 3.1: Marketing support for domestic and inbound tourism

Brief description of the current situation

This measure focuses on strengthening the position of the current source markets and opening up new markets in the segment of inbound
tourism and the promotion of domestic tourism. The market situation of international tourism has been very turbulent in recent years,

and heavily influenced by a number of factors that were difficult to predict. In addition, the marketing activity of competing destinations is
increasing, which influences domestic tourism through departures abroad by residents.

The situation regarding the spatial differentiation of foreign visitors is unsatisfactory. International arrivals are still mainly to Prague, while the
importance of other tourist regions is decreasing (with the exception of Karlovy Vary). The causes must be sought in the low-profile image of
the Czech Republic and with difficulties in promoting the regional tourism supply abroad.

Research has long shown that potential visitors have a relatively limited set of associations to the Czech Republic. Attention is focused almost
exclusively on Prague. If there are any ideas about the rest of the Czech Republic, they are very stereotypical. Such narrow brand profiling of
the Czech Republic in mature source markets limits potential for repeat visits. The result is the position of the Czech Republic in the Country
Brand Index (2010), in which the Czech Republic ranks in 40th place in the world.

In addition to building the image and brand of the Czech Republic as a destination, part of the measures and activities of tourist regions and
areas are realized on the domestic and foreign markets. These marketing campaigns are not coordinated and linked with national activities.
Most of the individual events are of varying quality, and without adequate marketing power.

Marketing support for domestic and inbound tourism (mainly through building a positive image of the Czech Republic) is the responsibility of
CzechTourism. In essence, this is their fundamental task. However, neither image creation nor the marketing activities of the regions can be
matters solely of a single entity, but should instead be the result of long-term and close cooperation with other tourism stakeholders at the
national and regional level.

Activities for fulfilling this measure (see annex for further detail)

>>> Creation of medium-term marketing strategies

>>> Branding of tourism destinations

>>> Implementation of performance-oriented communications campaigns

>>> Monitoring the effects of marketing activities in domestic and foreign markets
>>> Cooperation between the CzechTourism agency and regional tourism associations

Guarantors of the measure Implementing organizations Target groups
MRD, administrative regions, Capital City CzechTourism, destination management Participants in tourism
of Prague organizations

Exploitable tools
>>> Targeted subsidies

Measure 3.2: Creation and marketing of national and regional tourism products

Brief description of the current situation

The measure focuses on the essential element of the tourism supply for all destinations. Competitive tourism products are the key to the
success for destinations on the market. This measure connects the development of tourism products with their marketing. Without effective
marketing support, there is very little chance to compete in the market for any product.

Up till now, experience with the creation of products along with the support of marketing activities has been inconsistent. A precise defi-
nition of the tourism product has been lacking, while a variety of tourism stakeholders - especially at the level of public authorities — have

not understood the very essence of the product. Tourism products are not linked with a visitor's specific consumption in a destination. The
creators of products are not in any way motivated to successfully promoting them on the market. There is no monitoring of the use of tour-
ism products in the market or analysis of feedback from the demand side. There are limits regarding product creation, or packaged tourist
services, outlined in Act No. 159/1999 Coll. on specific conditions of doing business in tourism. It is very difficult for destinations to cope
with these limitations. There is a lack of intensive cooperation with travel agencies, or more precisely, the commercialization of these activities
in this system of companies.

Support for marketing activities also has a number of shortcomings. On the one hand ad-hoc activities, not directly related to any sophisticat-
ed strategy, are supported. A certain degree of coordination, associated with the ambiguity of the way the individual entities - regional asso-
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ciations — are embedded in the organizational structure of tourism (see Tourism Management measures) is missing from the entire process.
The result is commonly duplicated activities, often with different advertising messages. The measure also includes support for the creation of
products contributing to the diversification of visitor traffic in a territory, with the goal of reducing excessive use of areas overburdened with
tourists.

Elimination of these shortcomings is the main objective of this measure.

Activities for fulfilling this measure (see annex for further detail)

>>> Creation of a system supporting the creation of tourism products

>>> Creation of national tourism products

>>> Creation of regional tourism products

>>> Implementation of performance-oriented communications campaigns
>>> Enhancing the quality of marketing activities of tourism destinations

Guarantors of the measure Implementing organizations Target groups
MRD, administrative regions, Capital CzechTourism, destination management Participants in tourism
City of Prague organizations, association

of municipalities (e.g. VAM), SMEs, NGOs
Exploitable tools
>>> System supporting the creation of tourism products and their marketing (a combination of targeted subsidies from external sources
and the internal sources of individual destinations - most of the tourism products must be viable for sale on the market and therefore
bring resources)
>>> Targeted subsidies for non-market tourism products - link to public service

Measure 3.3: Marketing information

Brief description of the current situation

Knowledge of the market is a major factor in effective marketing activities for destinations. It creates conditions for the continuous innova-
tion of tourism products. All these activities must be focused on the ever-changing demands of visitors. The purpose of the measure is to
create a comprehensive and continuous system of collecting information on:

>>> Consumer behavior of visitors

>>> The development of key source markets (including the factors that influence this development)

>>> The experience and satisfaction of visitors

Useful marketing information is nowadays collected at both the national and regional levels. Attention is paid mainly to monitoring visits to
individual tourist regions and analyzing consumer behavior. Reserves can be seen mainly in the lack of information intercepted from tourist
portals, information gathered directly in places where potential demand originates and the monitoring of competition. Another fundamental
problem is the efficient use of acquired data in managing the activities of destinations. There is virtually no destination in the Czech Republic,
using a functional marketing information system.

Conducted surveys focus little on modern approaches to the evaluation of visitor satisfaction with the services in the Czech Republic, or with
the entire stay in a destination. The question is the timing of the surveys, which annually deliver virtually the same information.

In this area, this policy must respond to the increasingly pronounced tendency of the population toward using information technology. The
decision-making process as well as the stay itself in a destination can now largely be captured in electronic information. The use of this infor-
mation for marketing is a challenge for the upcoming period.

Activities for fulfilling this measure (see annex for further detail)

>>> Creation of marketing and management information systems for tourist destinations in the Czech Republic
>>> Monitoring visitors to tourism destinations

>>> Benchmarking the marketing activities of competing destinations

>>> Creation of visitor/client databases through Customer Relationship Management (CRM)

Guarantors of the measure Implementing organizations Target groups
MRD, administrative regions, Capital CzechTourism, destination management SME, destination management organizations,
City of Prague organizations other public authorities, experts, NGOs

Exploitable tools
>>> Targeted subsidies
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PRIORITY 4 TOURISM POLICY AND ECONOMIC DEVELOPMENT
Motto: Development — Cooperation — Competitiveness

Main aims and objectives of the priority:

>>> Significantly improve the coordination of tourism activities at the national level within individual sectoral policies
>>> Significantly improve the coordination of tourism activities of the public sector at the regional level

>>> |mprove tourism statistics, particularly at regional and local levels

>>> Improve basic and applied research in tourism

Background

Tourism as a complex, cross-cutting sector is a concern in numerous sectoral policies (e.g. regional, transportation, environmental, industrial
and commercial, cultural, agricultural, educational, etc.). The result is different , classifications” of tourism in priority axes and priorities in
programming documents such as the National Development Plan (NDP), the Regional Development Strategy, or ROP. Examples include pro-
jects such as bike paths, building nature trails, subsidies for rural tourism infrastructure, revitalization of cultural and historical monuments,
etc.

The Ministry of Regional Development, which is the ministry responsible, has never consistently and effectively coordinated, or more precisely,
organized and managed, the past and current activities of individual ministries. The MRD must therefore play a more active role in intensify-
ing its evaluative and conceptual tasks and activities. Even if the situation improves in connection with the preparation of the legislative act
on the promotion of tourism development, (especially the MRD’s actions towards tourism), more can be done in representing and promoting
the interests of tourism outside the sector. MRD also lacks a conceptual inter-agency body for strategic and practical work in promoting
tourism. This is related to improving the performance of the MRD in international cooperation with UNWTO, OECD and the EU in the field of
tourism.

Another important competency of the MRD is the area of statistics and tourism research. The challenge is to find ways to improve mainly
regional and local tourism statistics. Here the role of CZSO as the expert guarantor of the proposed solutions is indispensable. Research pri-
orities, which on the one hand, satisfy the needs of the MRD in promoting tourism policy and, on the other hand, are useful for the industry
itself, are not defined in the area of basic and applied research.

Implementation of these proposed activities organized and managed directly by the MRD is a prerequisite for a qualitatively higher level of
tourism development in the Czech Republic.

While the MRD tasks focus on conceptual issues and coordination of sectoral policies, CzechTourism, its executive arm, is focused on mar-
keting activities and is bound by its guidance. From this perspective, it is necessary to further deepen partnerships with regional destinations,
including on the basis of business relationships (see the Destination marketing priority and the implementation part of the Tourism Policy.
Crisis management and the ensuring the safety of tourists represents a separate area.

Problems

>>> Lack of cohesion of national and regional tourism policies

>>> Lack of inter-agency cooperation in the tourism sector

>>> Absence of legislative, economic and motivational tools for asserting the tourism policy

>>> Lack of support for improving the quality of statistical information on tourism

>>> Lack of support for research in the tourism sector (including monitoring and evaluation of the positive/negative aspects of tourism
development)

>>> Absence of crisis scenarios for threats to tourism in the Czech Republic

The path to improvement includes:

>>> Improving of the performance of the Interdepartmental Coordinating Committee for Tourism
>>> Establishing new platforms for the Tourism Fora

>>> Developing annual action plans of the Tourism Policy

>>> Adoption of a legislative act on the promotion of tourism development

>>> Support for applied research in tourism

>>> Regionalization of the Tourism Satellite Account

>>> Enhanced international cooperation on tourism projects of European significance
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Measure 4.1: Tourism policy as part of economic and regional policy

Brief description of the current situation

One of the most important conditions for successful tourism development as a cross-sector branch is coherence, along with good coopera-
tion and coordination of all actors in public administration. Under the new Tourism Policy, the fundamental role of the MRD, as the ministry
under whose competence tourism falls, will be to coordinate proposals for measures for the promotion of tourism with the ministries within
the framework of their individual policies (e.g. spatial planning, transport, industrial, environmental, agricultural, international, cultural, edu-
cational) and with other central government bodies for the promotion of tourism in order to avoid fragmentation of efforts and resources.

For this purpose, there must be better use of the platform of the Interdepartmental Coordination Committee for Tourism, established pur-
suant to government resolution No. 401 of 28 April 2004 augmented by relevant central government bodies and thematic working groups
involved in the implementation of the Tourism Policy. Part of the measure is also the development of implementation documents in collabo-
ration with the administrative regions of the Czech Republic, methodological support for the creation of strategic documents, and building a
monitoring system for the Tourism Policy (defining a set of indicators for the individual measures in the Tourism Policy).

The measure is directed, however, to a higher complementarity and coherence of support measures across the public sector (i.e. govern-
ment and administrative regions) and effective collaboration with the private and non-profit sectors as well as academia. To this end, the
new Tourism Policy proposes the establishment of Tourism Fora as independent communication platforms for tourism in the Czech Republic.
The scope of their activities will include, above all, the coordination and presentation of the interests of stakeholders in tourism, both to the
industry and within.

Improvement of cooperation and the division of activities is essential between the MRD (with a focus exclusively on conceptual, legislative,
methodological, analytical and research activities and those that contribute to better coordination and use of international cooperation with
UNWTO, OECD, and the EU in the field of tourism) and CzechTourism as an organization operating under the auspices of the MRD (with a
focus mainly on performance activities involving, in particular, destination marketing - building the image of the Czech Republic as a destina-
tion; marketing communications of tourism products in cooperation with regional and other partners; support for domestic tourism; market-
ing research, including monitoring of trends and innovations; select educational activities; development of product certification systems; and
international cooperation in the field of marketing, as well as other activities according to the needs of the organizer).

Activities for fulfilling this measure

>>> Coordination of sectoral and regional policies in relation to tourism

>>> Establishment of the Tourism Fora as communication platforms for tourism

>>> Improving cooperation and the division of activities between the MRD and CzechTourism

>>> International cooperation and joint tourism projects in the within the framework of UNWTO, OECD and EU
>>> Creating a system of motivational tools to improve the quality of tourism in the Czech Republic

Guarantors of the measure Implementing organizations Target groups

MRD in cooperation with MIT, MA, MF, ME,  MRD, members of the interdepartmental Public, business and non-profit sector
MFA, MC, MT, MH, CZSO, coordinating committee, administrative

the administrative region and regions, CzechTourism, professional

Capital City of Prague associations, NGOs, academia

Exploitable tools
>>> Targeted subsidies
>>> Workgroups and communication platforms

Measure 4.2: Statistics and research in tourism

Brief description of the current situation

One of the most important indicators of tourism development is information on the performance of domestic and inbound tourism. Data

on capacity and performance of accommodation facilities have been monitored in detail continuously for more than 70 years through Czech
statistics on the territorial details of municipalities and regions, however, it is essential to significantly improve the collection of this informa-
tion from providers of accommodation services. The Tourism Satellite Account has provided information on the performance of the tourism
sector since 2003, but only at the national level. One of the main objectives of this measure is an effort to regionalize the data from the
Tourism Satellite Account to include at least the territorial details of the administrative regions of the Czech Republic, whereas the solution to
this problem has already been initiated.
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It remains therefore essential that the MRD, as a ministerial department of the state statistical service (in accordance with Act No. 89/1995
Coll., on the state statistical service) cooperates with the CZSO on the overall improvement of the statistical system of the Czech Republic.

High-quality basic and applied research on many issues related to tourism development is necessary for long-term conceptual work in the
promotion of tourism at the national and regional level . This is particularly the case with the study of new demographic trends in relation
to tourism, the study of trends in consumer demand due to the economic situation, sustainable development, new IT, analyses of the tourist
destination supply, the modern concept and tasks of destination management, etc. The main objective is, above all, the timely transmission
of acquired knowledge into practice.

Activities for fulfilling this measure

>>> Organization of the collection and provision of information on capacity and performance of accommodation facilities
>>> Further development of the Tourism Satellite Account, including its regionalization

>>> Basic and applied research in the field of tourism

>>> [nternational conference on tourism

Guarantors of the measure Implementing organizations Target groups
MRD in cooperation with CZSO MRD, CZSO, TACR, academia Public, business and non-profit sectors

Exploitable tools
>>> Targeted subsidies

Measure 4.3: Crisis management and safety

Brief description of the current situation

Emergencies in the form of serious traffic accidents, health risks, natural disasters or terrorist attacks fundamentally affect the perception
and behavior of visitors to tourist destinations. On the other hand, crises may also be caused by tourists themselves. The task of the MRD is,
within its competence and scope of possibilities, to contribute to flexible and rapid responses to these events. Its role is primarily in the active
search for critical points of the system of crisis management in relation to activities in tourism (visitors staying in an unfamiliar environment,
the specific activities of tourists, etc.)

The state has a set of basic tools that it engages in such situations. The crisis management framework is set by the so-called Crisis Act (Act
No. 240/2000 Coll.), which provides for the powers and responsibilities of state agencies and local government units, as well as the rights
and obligations of legal and natural entities in preparing for emergencies unrelated to ensuring the defense of the Czech Republic.

In terms of tourism, it is important to improve the service of all components of the state which deal with the problems of foreign visitors. The
issue of tourism should be taken into account in the emergency plans of government entities and local governments. In this context, the role
of the integrated rescue system and its ability to provide services to citizens of foreign nationality is also crucial.

At the same time, emphasis must be on active information about potential incidents. It is necessary to observe a balanced approach that
would, on the one hand, minimize the negative impact on tourism (outflow of tourists), and at the same time, not underestimate risks to
domestic and foreign visitors.

In this regard, special attention must be paid to the Mountain Rescue Service of the Czech Republic. The MRD is the organizer, and as such,
also finances it. A fundamental task is to strengthen cooperation with other units of the integrated rescue system.

Activities for fulfilling this measure

>>> Comprehensive assurance of the movement of visitors in the Czech Republic, including their safety (ensuring greater secu-
rity of tourists moving in tourism areas)

>>> Support for the activities of the Mountain Rescue Service of the Czech Republic

>>> Creating crisis scenarios for threats to tourism in the Czech Republic

>>> Collaboration on projects and activities in the field of tourism

Guarantors of the measure Implementing organizations Target groups
MRD, MI, MFA and MH MRD, MI, MH, MFA and CzechTourism Tourists

Exploitable tools
>>> Targeted subsidies
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8 Implementation and Monitoring of the National Tourism Policy

There are two basic levels to the implementation of the Tourism Policy. Firstly, the institutions that implement the tourism policy must be
transformed, while the second level involves setting the rules and processes. The current situation in both areas is unsatisfactory. The follow-
ing weaknesses should be mentioned:

>>> Insufficient weight given to tourism within national economic policy

>>> Uncoordinated activities of various institutions of both central and regional government

>>> Undefined areas of competence of for the individual tourism policy decision-makers

>>> Mismatch in areas of competence and effective tools for the tourism policy

>>> Weak monitoring of outcomes and impacts of activities carried out as part of national and regional programmes in support of tourism

There are many problems and shortcomings, and their gradual removal does not lie only within the power of the MRD as the coordinator of
the tourism policy. The basic prerequisite for initiating positive changes is to find a consensus on the role of tourism within the national agenda.

Institutional reform may be perceived in various ways. Firstly, it can be understood purely as a reorganization of management structures (insti-
tutions and competences), and secondly, in a wider context as a plan to eliminate ineffective and corrupt behavior of institutions. The latter is
a global problem of public administration as a whole and is one of the points dealt with in the current International Competitiveness Strategy
for the Czech Republic (2011). The following suggestions, therefore, mainly focus on the institutional framework of the Tourism Policy, the
structure of the institutions and their links.

An important factor, which will determine in which form the Tourism Policy is implemented, is future support from the Common Strategic
Framework (CSF) funds. Incorporation of tourism into its structure is crucial for the implementation of most of the proposed activities. The
reason is mainly financial resources, because the condition of Czech public finances (both at the national and regional level) significantly
limits any consideration of the massive promotion of tourism. Without European funds, the support of tourism infrastructure would be
virtually impossible, while options for support of education, quality, marketing and destination management would also be limited. Support
for interventions in the tourism sector in the form of integrated approaches are expected for the 2014 - 2020 programming period. Specific
interventions and the forms and tools for support will be defined during the development of programmes for 2014-2020.
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8.1 The institutional dimension of tourism support

The proposal for ensuring the institutional implementation of the National Tourism Policy for the 2014 - 2020 period is based on the current
structure of tourism policy decision-makers and the simultaneous use of tools (e.g. Inter-departmental coordination committee for tourism).
However, for the above reasons, it is necessary to upgrade the current system. In particular, the proposal yields:

>>> Tourism Forum — meant to be an independent and broad communication platform for the coordination and presentation of the in-
terests of stakeholders in tourism, both to the industry and outside. The aim is thus improve cooperation within the industry and more
effective enforcement of necessary changes. These tasks do not necessarily need to be performed by a new institution, but it seems
appropriate to transform the existing advisory body to the Minister, which is the Committee on Tourism. The Tourism Forum can be
seen as a voluntary activity of tourism stakeholders and based on their own initiative.

>>> MRD workgroups — the specific form of implementation of the Tourism Policy will be discussed in working groups established by the
MRD. Working groups will, together with the MRD, discuss the form of the action plan, outline the priorities in the action plans and
define specific activities and projects that will lead to fulfilling the goals and measures in the Tourism Policy.

>>> Banking institutions — a new element in ensuring the institutional implementation of the Tourism Policy is the installation of a new
financial instrument in the form of a ,,banking institution” (Tourist banks), which will provide concessional loans to the business sector
(SMEs) in tourism (eventually also for municipalities, voluntary associations of municipalities, DMOs, or NGOs) . There are several
variants to the specific solutions that will be initiated by the MRD, such as integration of the institute into the structures of the CMRZB
(Czech-Moravian Bank), or use of the commercial bank network. The introduction of this tool must be linked with the implementation of
EU support in the area of tourism for the future programming period 2014 - 2020. This will result in restrictions (stoppage) of direct subsi-
dy support for infrastructure projects of a commercial nature. Grants will be directed solely to the support of public tourism infrastructure.
The parameters of the activities and lending policy of the bank must be defined by the governing body (i.e. MRD, or selected ministries).

The structure of the institutions will also be based on the overall framework and general rules for support from the Common Strategic
Framework (CSF) funds. The specific form of the structure is also determined by the number and scope of future operational programmes
(see below) and the regional and supra-regional (national) nature of the measures for developing tourism.

At the time this Tourism Policy was submitted, it was not clear what form the implementation of the future programming period 2014 - 2020
would take. The position of the MRD in the field of tourism is based on the fact that tourism is a cross-sector and multidisciplinary phenome-
non that needs an internally focused and integrated approach. The purpose of all activities should be to give the visitor an extraordinary and
unique experience from the stay in the destination. This can not be accomplished, however, through isolated and solitary activities. Only a
comprehensive approach to the development of a particular area can be successful.

In promoting tourism from the CSF Funds, the MRD must cooperate with MA to ensure a uniform methodology for the selection and moni-
toring of future projects. From the perspective of the five national development priorities defined in the document entitled , Comprehensive
Proposal for the Focus of the Future EU Cohesion Policy after 2013 in the Czech Republic” promoting tourism fits into the issue of ,Integrat-
ed development of the area.” The reason is the nature of tourism with its strong regional dimension, and the ability to solve the problem
of regional disparities.

8.2 The Procedural dimension of tourism support

The fundamental premise is to start processes that affect the behavior of the tourism actors (both as potential beneficiaries of support and as
providers). These procedural changes must be based on the following principles:

The principle of flexibility
Implement support of the tourism policy objectives through annual action plans. The aim is to enable MRD, or the whole industry, to respond
flexibly to changes in external conditions.

The principle of subsidiarity

Decision-making processes should respect the national and regional dimension to the issue of tourism (see the chapter below on the
Territorial dimension of tourism support). Dismantling the regional competences of institutions and tourism stakeholders leads to inefficient
outcomes. A specific strategy to support tourism must therefore arise at the regional level - such as integrated development plans for tourist
destinations (see the principle of thematic conditionality).
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The principle of territorial concentration

Concentrating public support to only select centers of tourism aims to enhance the effectiveness, expedience and effectiveness (3E) of the
tourism policy. The aim is to support areas with high potential for tourism development. These are important centers of tourism and their
backgrounds (which will be identified in the implementing document). The exception will be the support of rural tourism and linear features
of the supply (all types of hiking trails).

The principle of thematic concentration

In an environment of limited financial resources, support for tourism must be materially and thematically concentrated. In line with the
future form of the cohesion policy, the Tourism Policy focuses on support of those assets that enhance rather than distort the business
environment. A priority of the Tourism Policy is the cultivation of human resources, ensuring the transfer of knowledge and skills, strength-
ening the coordination and management of tourist destinations, and the development of tourism products and their marketing. Investing in
heavy” tourism infrastructure is of only secondary importance.

The principle of conditionality

This involves determining the necessary conditions and criteria, for which specific projects in the field of tourism will be subject to, for the
possibility of support. The purpose of these conditions is to prevent support for projects that are not part of an integrated solution to the
issue. In destination management and marketing such terms of conditionality are defined in the legislation on support for the development
of tourism. This is mainly about support only for those tourist destinations that meet the predetermined criteria'. Support for tourism infra-
structure in the area will be subject to a set of strategic documents for tourist destinations and administrative regions (Integrated destination
development plans, Quantitative analysis, Research studies). This conditionality addresses shortcomings in the absence of an integrated and
focused approach to promoting tourism. With regard to the specifics of the locale, Integrated destination development plans should provide
support to projects that are truly beneficial for the development of tourism in the region.

The principle of alternative financial support (new financial instruments)

Use of financial tools that work with the element of the return of funds back into the system on a far more massive scale within the frame-
work of implementation of the individual priorities and measures of the Tourism Policy (today these tools are tested as JASPERS, JEREMIE,
JESSICA, JASMINE).

Specifically, this involves the application of the concept of subsidized loans (see above), to support the development of tourist infrastructure.
In this way, profit-oriented projects will be supported.

Promoting tourism in a cross-border context

Another important element of the Tourism Policy is to strengthen its cross-border dimension. In principle, this will mean the improvement of
cooperation between border regions, intensifying links with foreign partners, sharing approaches and experiences (transfer of knowledge)
and creating trans-national networks. The principle of trans-national and interregional cooperation is crucial especially in activities focused
on the management and coordination of tourism destinations, marketing and the promotion of human resources.

The principle of project management

Projects defined in the action plan will be implemented in accordance with the principles of project management. Each project must have:

>>> A clearly defined goal — link to an activity/measure in the Tourism Policy, or if necessary a quantification of its performance

>>> Clearly defined responsibilities — from the coordinator of the project (or joint-authorized coordinator) through the specific project
team

>>> A clearly defined time frame/schedule

>>> Clearly defined financial resources

>>> Clearly defined metrics — link to monitoring

> The legislative intention of the act on the support of tourism development currently provides mandatory criteria on the basis of which a tourist area may arise.
Criteria include the number of overnight stays per year - min. 300,000 - average for the past 5 years; number of beds - min. 2,000 beds; min. 3 Tourist Infor-
mation Centres (TIC), at a level of the area where it is possible for thenm to be established and operated by a single organizer, a network is of min. 3 TIC; min.
100 000 permanent residents. Another condition is the authorization of these destinations by the administrative region and MRD.
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Overview of the main implementation documents for the Tourism Policy

Action plan

The Tourism Policy action plans are an essential component of the implementation of the tourism policy. At least once every two years, the
action plans select and update the specific form of the proposed measures and activities. Specific projects, which will lead to the fulfillment
of the priorities, measures and activities in the Tourism Policy, will be defined here. The action plan will be designed to bring clear and meas-
urable indicators of the fulfillment of the goals and measures in the Tourism Policy. How the action plans are determined will be the subject
of further activities by the MRD (see activity 4.1.1).

Quantitative analysis of tourism potential
Guidance document, which on the basis of clear criteria, defines the areas of focused tourism support (tourism centers and zones).

Research studies

Research studies, conducted jointly by the Ministry of Regional Development, administrative regions, and the Ministry of the Environment, which,
especially in environmentally valuable areas (NPs, protected landscape areas), but also other areas of tourism, propose total functional-spatial
solutions for the development of tourism in the territory. They identify and propose solutions to eventual conflicts between nature conservation
interests and activities in the field of tourism (e.g. the issue of ski trails, parking lots, linear structures, ,,heavy” tourist infrastructure, etc.).

Integrated tourism development plans

The basic strategic document for a tourism destination (also referred to in the Tourism Policy as a Destination Development Strategy). It
defines the priorities of tourism development in accordance with the absorption capacity of the destination. Part of the plan is a proposal for
supporting projects that integrate the destination’s supply and contribute to increasing the competitiveness of the destination.

National strategy for the development of cycle transport in the Czech Republic

This is a document that aims to improve the coordination of cycle transport between government bodies, cities and municipalities at the
national and regional level.

8.3 The territorial character of tourism support measures

The division of the territorial dimension of tourism support in 2014-2020 is clearly visible from the content structure of the proposed priori-
ties and measures, and also from the proposed implementation of the financial framework. Here the activities organized and managed at the

national and at the level of the administrative regions are clearly defined.

Tab 12: The territorial dimension of tourism support

National level Regional level

Information for the business sector Marketing and creation of tourism products
Professional education for SME Subsidies  Cultural monuments and nature
Quality of services Public tourism infrastructure
Subsidies Support for networks of elements of the Basic tourism infrastructure (accommodation establishments)
supply with national importance Sports and recreational infrastructure
National marketing (image, Loans - Waterparks
national tourism products) - Ski areas (ski tows)
Statistics - Spa tourism
Development of human resources - Entertainment centers, etc.

In connection with the proposed priorities and measures, the abovementioned basic division can be further refined. The optimal division of
labor of all stakeholders in tourism at the national and regional level are formalized in the following table.
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Proposal of measures implemented on the national level

Priorities

Measure

Implementer

1. Improving
the quality
of the tourism
supply

1.1 Improving the business environment in tourism

MRD, MIC, MF, CzechTourism, professional associations

1.2 Construction and modernization of basic and supporting
tourism infrastructure

MRD, MT, MA, SFDI, bank institutions

1.3 Improving the quality of the supply of tourism services

MRD, MIC, ME, MT, CzechTourism, professional associations

1.4 Improvements to the supply of primary tourism potential

Public and business sectors

2. Tourism 2.1 Support for the activities of destination management MRD
management organizations
2.2 Strengthening and innovation in destination management MRD
2. Development of human resources in tourism MRD, MEYS and MLSA, CzechTourism, professional
associations
3. Destination 3.1 Marketing support for domestic and inbound tourism CzechTourism
marketing 3.2 Creation and marketing of national and regional CzechTourism

tourism products

3.3 3 Marketing information

CzechTourism

4. Tourism policy
and economic
development

4.1 Tourism policy as part of economic and regional policy

MRD, members of the Interdepartmental
Coordination Committee for Tourism, regions,
CzechTourism, professional associations, NGOs, academia

4.2 Statistics and research in tourism

MRD, CZSO, TACR, academia

4.3 Crisis management and safety

MRD, MI, MH, MFA and CzechTourism

Proposal of measures implemented on a regional level

Priorities

Measures

Implementer

1. Improving
the quality
of the tourism
supply

1.1 Improving the business environment in tourism

Administrative regions, Capital City of Prague,
chambers of commerce, DMO

1.2 Construction and modernization of basic and supporting
tourism infrastructure

Administrative regions, municipalities, Capital City of Prague

1.3 Improving the quality of the supply of tourism services

Administrative regions, Capital City of Prague

1.4 Improvements to the supply of primary tourism potential

Public and business sectors, municipalities, non-profit
organizations and interest groups

2. Tourism
management

2.1 Support for the activities of destination management organizations

Administrative regions, Capital City of Prague

2.2 Strengthening and innovation in destination management

Administrative regions, Capital City of Prague,
CzechTourism, DMO

2.3 Development of human resources in tourism

Administrative regions, Capital City of Prague

3. Destination
marketing

3.1 Marketing support for domestic and inbound tourism

DMO

3.2 Creation and marketing of national and regional tourism products

DMO, association of municipalities (e.g. VAM), SMEs, NGOs

3.3 Marketing information

DMO

Relations between individual institutions, processes and implementing documents are listed in the diagrams in Annex 5.
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8.4 Indicative financial framework of the National Tourism Policy

Promotion of tourism from European and national sources was planned for the programming period 2007-2013 on the order of approxi-
mately 35 billion CZK, of which about 30 billion CZK is from the Regional Operational Programmes (ROP), and about 5 billion CZK from the
Integrated Operational Programme (IOP). This total amount of CZK 35 billion over the seven-year period constitutes approximately CZK 5 bil-
lion a year to support tourism in the Czech Republic (see above). This financial framework can be considered more than sufficient, especially
with the introduction of concessional loans as a new tool to support most commercial (business) infrastructure projects. On the other hand,
such a massive boost in tourism can not be expected from the EU (considering the possibilities of the new programming period 2014-2020
and its priorities). Therefore, the overall financial framework is set at 60% of the current level of support, - CZK 3 billion a year. This range of
support enables implementation of the main aims of the Tourism Policy - the stimulation of the competitiveness of tourism, especially with an
optimal division of labor at the national and regional level.

The basic financial balance sheet is built from the bottom up - from the measures and activities to individual priorities. The following table
presents the first preview (financial proposals are presented as annual).

The table shows the overall philosophy of support for tourism in the next programming period. Overall, the weight given to support for basic
and supporting infrastructure has been decreased (from about 80% to 60%) and attention is turned to high-quality and innovative projects
in the area of preparation, or more precisely, in the creation and marketing of tourism products and support for the building of an organ-
izational and management structure for tourism. In this context, it is necessary to understand the proposal for the weight and volume of
support for the individual priorities and measures. An estimate of the specific amounts were determined on the basis of the costs necessary
to implement the most important priorities (i.e. priorities 2, 3, 4) and the remaining part of the volume of support (up to CZK 3 billion per
year) was allocated to Priority 1. This is in line with the prioritization of activities outlined in the national tourism policy.

Tab 13: Proposal for the financial framework

Priorities, Approximate weight based In mil. CZK (National/

Measures on importance in % regional level)

1 Improving the quality of the tourism supply 63 1880

1.1 Improving the business environment in tourism 4 120

1.2 Construction and modernization of basic and supporting tourism infrastructure * 23 700 (100/600)

1.3 Improving the quality of the supply of tourism services 2 60

1.4 Improvements to the supply of primary tourism potential 30 890 (250/640)

2 Tourism management 14 420

2.1 Support for the activities of destination management organizations 1 330 (165/165)

2.2 Strengthening and innovation in destination management 2 60 (40/20)

23 Development of human resources in tourism 1 30

3 Destination marketing 17 510

3.1 Marketing support for domestic and inbound tourism 12 360 (340/20)

3.2 Creation and marketing of national and regional tourism products 3 90 (30/60)

3.3 Marketing information 2 60 (40/20)

4 Tourism policy and economic development 6 190

a1 Tourism policy as part of economic and regional policy 1 40

4.2 Statistics and research in tourism 2 60

4.3 Crisis management and safety 3 100
Total 100 3000
from the national level 1385
from the regional level 1615

Note.: *among others, through concessional loans
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Acronyms

BRIC
CNB
CR (C2)
CRM
CSF
CTAE
Czso
DMO
DMS
EESC
EC

MEYS
MF
MFA
MH
M
MIC
MLSA
MRD
MT
NDP
NGO
NP
NUTS
OECD

OoP
OPE
OPEC

OPEI
OPHRE
OPPC

ORC
PLA
PPP
PR
RDP
ROP
SFDI
SME
T&T

Brazil, Russia, India, China TACR
Czech National Bank TIC
Czech Republic TO
Customer relationship management TSA
Common Strategic Framework UMP
Collective tourist accommodation establishment UNESCO
Czech Statistical Office

Destination management organization UNWTO
Destination Management System USA
European Economic and Social Committee usb
European Commission UsP
European Union VAM
Grant agency of the Czech Republic VAT
Gross added value VFR
Great Britain WEF
Gross domestic product WIFO
Integrated operational programme WTTC

Information and reservation system
Information system

Information technology

Ministry of Agriculture

Ministry of Culture

Ministry of the Environment

Ministry of Education, Youth and Sport
Ministry of Finance

Ministry of Foreign Affairs

Ministry of Health

Ministry of the Interior

Ministry of Industry and Commerce
Ministry of Labor and Social Affairs
Ministry of Regional Development

Ministry of Transport

National Development Plan
Non-governmental organization

National park

Nomenclature of Territorial Units for Statistics
Organization for Economic Co-operation and
Development

Operational programme

The Operational Programme Environment
The Operational Programme Education for
Competitiveness

The Operational Programme Enterprise and
Innovation

The Operational Programme Human Resources and
Employment

The Operational Programme Prague —
Competitiveness

Office of the Regional Council

Protected Landscape Area

Public-private partnership

Public Relations

Rural Development Programme

Regional Operational Programme

State Fund of Transport Infrastructure
Small and medium enterprises

Travel and Tourism

Technological agency of the Czech Republic
Tourist information center

Tourism Organization

Tourism Satellite Account

Unigue Marketing Proposition

United Nations Educational, Scientific and Cultural
Organization

United Nations World Tourism Organization
United States of America

American dollar

Unigue Selling Proposition

Voluntary association of municipalities
Value added tax

Visiting Friends and Relatives

World Economic Forum

Austrian Institute for Economic Research
World Travel and Tourism Council
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Terminology used'®

A

Action plan
This is a set of planned projects and activities through which the objectives of the strategy are to be met. The Action plan can be part
of the strategy (or its implementation document) or may be a separate document related to these documents.

Bed occupancy

A relative performance indicator expressing the proportion of permanent beds actually used in a given period (number of bed-days) to
the total number of permanent beds that are available in a facility within a specified time period (net occupancy rate of bed capacity),
or the number of permanent beds regardless of their availability (gross occupancy rate of bed capacity).

Benchmarking

One of the tools of management (marketing) for comparing the quality of products or activities (processes) of one’s own organization
with competing products and competing organizations. For comparison, top quality products and leading organizations in the field are
most frequently selected. Its aim is to improve the quality and efficiency of management as well as marketing and increase competi-
tiveness.

Brownfields

Unused (inadequately used) area that no longer serves its original purpose, often as a result of restructuring or economic crisis (primar-
ily, the decline of agriculture, mining and heavy industry). Regeneration and utilization for tourism is very suitable, because these are
often technical tourism attractions, which are quite popular among tourists.

Centers of tourism (also tourism centers)

This are places where tourism is concentrated. A settlement area or a large tourism complex of built of accommodation and other
tourism services, whose main functional use and economic benefit is tourism. This is a site offering a relatively comprehensive tourism
infrastructure, enabling tourists to participate in various combinations of forms of tourism, and therefore characterized by a particularly
high tourism intensity.

Cohesion regions

There are a total of 8 regions in the Czech Republic, identical to the territorial statistical units NUTS Il and defined by law for the
purpose of co-ordination and implementation of economic and social cohesion. They are intended primarily for the use of financial
resources from EU structural funds.

Collective tourist accommodation establishments

Providing overnight accommodation in a room or other accommodation unit. The number of places provided must be greater than the
specified minimum (in the Czech Republic, according to the methodology of the CZSO, a collective tourist accommodation estab-
lishment must have at least five rooms or ten beds) for groups of persons exceeding a single family unit. All units of this facility shall
be subject to and serve the same purpose for tourism, which is to provide temporary accommodation for guests for the purpose of
holidays, trips, health care, business travel, training, courses, congresses, children’s school stays in the countryside, in summer and
winter camps, etc. Collective tourist accommodation establishments include hotels, motels, boatels, guest houses, hostels, holiday vil-
lages, campsites and others (e.g. cultural and historical places, spa facilities and properties designating bed capacity for tourism - youth
hostels, halls of residence, company accommodation facilities, etc.).

Comparative advantage

In the tourism industry, comparative advantage is based primarily on physical-geographical assumptions of tourism (location, natural
conditions, availability of transport), but also on economic assumptions (price level, exchange rate), cultural assumptions (historical
monuments, cultural and social events) political conditions (political stability), security and movement in the destination, etc.

Destination management organization

An organization conducting (coordinating, activating) management and marketing (including promotion) of a tourism destination in
cooperation with other tourism entities. Its mission is to promote the destination and its tourism products on the market and fulfill the
aims of destination management.

'® The overview of the terminology contains revised texts from the explanatory dictionary of tourism from the authors Zelenka, J. and Paskova, M. (2012)
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E-marketing (also electronic marketing)

The use of ICT in marketing (especially advertising, marketing communications), or the use of interactive electronic devices in market-
ing. E-marketing is sometimes incorrectly narrowed down to internet marketing, which is the only one of its components (alongside
e.g. mobile or viral marketing).

Economically weak regions
Areas characterized by low living standards, low economic potential, above-average share of employment in the primary sector and a
high unemployment rate.

Forms of tourism

The key factor in determining the form of tourism is the motivation of the visitor. The basic motivations for tourism are relaxing,
exploring the environment and contact with people; from this the basic forms of tourism are: recreation (,,beach” tourism stays, spa,
sports-oriented, hunting tourism), exploration (cultural-exploration, nature-exploration, historic-exploration), socio-professional (profes-
sionally oriented tourism: business, congress, incentive) and social tourism (expatriates, ethnic, visiting friends and relatives - VFR).

Geopark

A territory which represents the geological heritage of the locality or the region at the local, regional, national, European or continen-
tal level. These include rock formations, karst areas, archaeological and paleontological sites, volcanic phenomena, old mines, smelting
plants, etc. It generally includes geo-types that are exceptional in that territory on some level in terms of scientific research, aesthetic
value, and educational use, and represent the geological heritage. A geopark has clearly defined boundaries and involves a sufficiently
large and populated area that allows you to promote sustainable development and fulfill the mission of Geoparks.

Incentive tourism (also motivational tourism)
Forms of tourism, and at the same time a management tool, which uses tourism to motivate employees and to discover those whose
level of identification with the company goals can be increased and whose efficiency can be improved.

Internal tourism
The total tourism within the borders of the state. It thus includes domestic and incoming tourism.

Life cycle of a product

The phases which a product or service passes through from its launch and during its existence on the market. Typical phases are: prod-
uct development - introduction of the product - maturity - decline (decreasing sales) and alternative product innovation, or another
decline and withdrawal from the market. Each stage requires different marketing practices.

Marketing mix

All controllable factors that have been selected to meet the needs of the customer, or more precisely, the appropriate combination of
parts of the marketing objectives used as part of the marketing strategy. In contrast to the classical definition of the concept, t he mar-
keting mix is expanded from four to eight parts - 8Ps (Product, Price, Place, Promotion, People, Partnership, Packaging, Programming).

Medium-sized business
A business which employs fewer than 250 employees and has an annual turnover of more than € 50 million or whose annual balance
sheet total does not exceed € 43 million.

Micro-business
A business which employs fewer than ten employees and has an annual turnover or annual balance sheet total of less than € 2 million.

Multiplier effect

The fact that tourism at a site brings income from visitors not only directly to tourism service providers, but also encourages the devel-
opment of other services directly related to meeting the needs of visitors (e.g. accommodation services, food services, entertainment),
as well as activities only indirectly related to tourism (e.g., construction services, repair). The multiplier effect induces additional ex-
penditure, which has a positive impact not only on the purchasing power of local residents, but is also beneficial for the development
of the community as a whole and various activities outside its scope.

Non-resident (also foreign visitor)
A person who travels to a country different from their usual country of residence for a period not exceeding 12 months, with the pur-
pose of the visit being other than performing activities for which the person will be remunerated in the place visited. It is also a citizen
of a country, living abroad long-term.
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NUTS (abbreviation for the classification of territorial units for statistics)
Territorial entities created for the statistical purposes of Eurostat for comparison and analysis of economic indicators, monitoring,
preparation, implementation and evaluation of the regional policies of EU Member States.

Operational programme

The Operational Programme is a fundamental strategic document of financial and technical nature for specific thematic areas (e.g.
employment and social affairs), or a specific cohesion region (e.g. Moravia-Silesia), produced by the member states of the European
Union. The objectives and priorities that a member country wants to achieve in a given area for in the current programming period are
described in detail in the operational programme. The operational programme contains a description of typical activities for which it is
possible to draw funds from the Structural Funds of the European Union. There is also a list of those who can apply for funding.

Package (also comprehensive services, package of services)
Two or more services booked or purchased by the customer at one price, or a set of tourism services prepared ahead of time and
offered to the full satisfaction of the customer and the successful completion of the programme associated with these services.

Public authority (also government body)
Administration of the territory, which includes state and local governments. Local government exercises powers delegated by the state
government and independent authority (self-government).

Regional disparity

Regions which are disadvantaged compared with other regions. This is based on (alternatively or cumulatively) historical economic
development, location, poor transportation, industrial restructuring, etc. Tourism is seen as an activity that can help reduce or eliminate
negative impacts of regional disparity.

Resident (also local resident)
Natural persons of any nationality, residing in the country for more than one year. Is it therefore a citizen of the state or a long-term
foreigner. Conversely citizens living abroad are not residents.

Room occupancy

A relative performance indicator expressing the proportion of rooms actually used in a given period (number of room-days) to the total
number of rooms that are available in a facility within a specified time period (net occupancy rate of room capacity), or the number of
rooms regardless of their availability (gross occupancy rate of room capacity).

Rural areas
Rural areas are characterized by a lower degree of urbanization and economic development, low population density, population de-
cline and a high share of employment in agriculture.

Small business
A business which employs fewer than 50 employees and has an annual turnover or annual balance sheet total not exceeding € 10
million.

Structurally disadvantaged regions

Regions with a high proportion of industry and a high degree of urbanization, in which the negative effects of structural changes are
concentrated, and which leads to a decline in major businesses, or the whole sector, and above average rise in the rate of unemploy-
ment.

Structural funds

Tools of structural (regional) EU policy serving to reduce disparities in the level of development in its economically weaker regions.
Support is given to diversification of economic activities in rural areas (particularly through tourism), protection of the environment, the
natural and cultural heritage, as well as other things.

Sustainable tourism
Tourism, which thanks to conceptual development and long term planning does not interfere with the natural, cultural and social
environment, since its aim is to protect and preserve the environment in all its aspects, and respect the lifestyle of local residents.

Tourism demand

The amount of a given tourism product that the buyer will purchase at a given price in a given market at a given time. During the peak
season, the demand for services in tourism and usually their prices increase significantly. The demand function is, under otherwise
identical conditions, the relationship between the quantity of tourism products demanded and their price.



Tourism destination

In the narrower sense it is a target area in the region, with a specific range of attractions and tourism infrastructure. In a broader
sense, it is a country, region, human settlement or other area that is characterized by a high concentration of attractions, services and
more developed tourism infrastructure, resulting in a large long-term concentration of visitors. For international visitors the destination
is either the country visited or some of its regions, cities or centers of tourism.

Tourism intensity
The ratio between the average number of overnight visitors and the inhabitants of a tourist destination. One of the key indicators of
tourism sustainability. Influences the degree to which the physical, psychological and socio-cultural carrying capacity is fulfilled.

Tourism policy

A systematic activity which monitors defined objectives and consists of the comprehensive planning, directing (regulating), and cre-
ation of tourism through various instruments and (public and private) decision-makers . The main components of tourism policy are
therefore the objectives, instruments and decision-makers. Tourism policies are distinguished at the municipal, regional, national, and
supra-regional levels depending on the level of territorial administrative division.

Tourism potential

The aggregate value of all the preconditions for tourism, measured in a quantitative evaluation based on a scoring scale, minus the
negative value of negative factors in the development of tourism - particularly the poor state of the environment (acid rain, air quality,
water pollution, noise), conflicting uses of the territory, frequent natural disasters and catastrophes, high crime, political instability,
epidemics, the occurrence of infectious diseases. The potential for tourism is also time-dependent, especially for naturally determined
types and forms of tourism, as it is influenced by seasonal weather phenomena (e.g. monsoons) and also by regulation of the move-
ment of visitors associated with the protection of species or the natural value in general, particularly in protected areas. Evaluation

of a destination’s tourism potential, in accordance with an appropriate methodology, is used for determining the competitiveness of
destinations and for destination management work, especially in determining or adjusting the focus of a tourist destination and the
creation of new tourism products.

Tourism product

The sum of all the offerings of private or public entities doing business in tourism or coordinating tourism. It is part of the marketing
mix. The uniqueness of the tourism product is that it is provided in person, can not be stored, and has a limited lifespan. Advance pay-
ment is common, although it can not be tried out in advance. It is influenced by many factors, which can only be controlled to a very
limited extent or not at all (weather, political situation, seasonality, etc.). A tourism product can achieve different levels of complexity
(from providing or arranging individual services- such as transport - through a range of services, and even to the tourism destination as
a comprehensive range of attractions, tourism services and infrastructure, and potential experiences.

Tourism region

One of the types of regions that can be defined as a homogeneous region (a relatively homogeneous area in terms of the precondi-
tions for tourism - types of tourism attractions, availability and quality of tourism infrastructure CR) or a heterogeneous region. The
past ,tourism zoning” done in the Czech Republic was based on the concept of homogeneous regions . An example of a homogene-
ous region is a protected landscape area with preconditions for nature-based tourism. An example of a heterogeneous region is a win-
ter sports area with its own ski resort and infrastructural facilities. The division of the country into marketing tourism regions, initiated
by CzechTourism, represents a different concept of tourism regionalization, where the main criteria lie in the organizational-economic
relations, in the willingness of the municipalities and micro-regions of the region to communicate and collaborate on joint marketing
and development of tourism infrastructure. The boundaries of regions are not strictly defined, but evolve over time. The problem
remains in capturing the development of tourism statistically, since the way the regions are defined does not fully coincide with and
does not consist of administrative units for which statistical data are collected. Also, the flow of finances is decisively determined by
administrative units.

Tourism satellite account

A specific cross-sectional, cross-sectoral national account, drawing on data from the modified traditional system of national accounts
and giving a more accurate picture of the economic and social status of tourism on a macro-regional (synthesis of the outputs of the
national satellite accounts), national and even regional level. It is a tool and a world-renowned system used to define the share of
tourism as a sector of the GDP and provides international comparisons of tourism statistics. At the national level, it is an indispensable
analytical and information base for the decision-making of government bodies and experts.

Tourism stakeholder
Any person or organization involved in, or affected by tourism or having another relationship to tourism in the destination.
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Tourism supply

The maximum amount of tourism products a particular entity (or group of entities — aggregate supply) has on the tourism market with
the intention of selling them at a given price. The volume of supply depends, in addition to the price of the tourism product offered,
also on the objectives of the tourism entity (maximization of profit or market share, battling the competition), technological level, the
price level in the country (inflation rate), the policy of spatially or thematically close competition (e.g. the supply offered by the same
type of tourism destinations), and the price of production factors (price of land, labor, capital).

Tourist

Travelers who remain in the place visited at least 24 hours for the purpose of utilizing their leisure time, and also spend the night in
this place in a collective or private accommodation establishment (staying overnight is the key distinguishing factor in international

statistics). Domestic tourists, international tourists and foreign tourists are distinguished according to the tourist's relationship to the
country where he/she is staying.

Types of tourism

Type of tourism, determined by the decisive criterion ,,the phenomenal progress of tourism and the manner in which it takes place

in relation to geographical, economic, social and other conditions, as well as its effects.” This general criterion is further divided
according to objective factors (spatial, temporal, social and demographic), the location of the tourism (domestic, foreign, international,
national, cross-border, outgoing, internal), relationship to balance of payments, duration of stay , method of arranging for the travel
and stay (organized, non-organized), the number of participants (individual and group), the method of financing (commercial, social),
age of participants, the prevailing environment of the stay (urban, rural, spa, etc.), the impact on the local community and the environ-
ment, other criteria (year-round, seasonal, etc.).

Visitor
Any person traveling to a place other than their usual place of residence for a period not exceeding 12 consecutive months, with the
purpose of the visit being other than performing activities for which the person will be renumerated in the place visited.

Visitor management
A set of management techniques and tools used by private and public tourism entities (especially destination management organiza-
tionions or the management of protected landscape areas) to guide the flow and influence the behavior of visitors.



Annexes

Annex 1: Functional typology of tourism centers
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Annex 3: Overview of allocation of support according to the National Tourism Policy 2007-2013 priorities and measures

Summary overview of priorities and measures of the Tourism Policy

All programmes for tourism support in total Number of projects Financial subsidies for
projects in mil. CZK
absolute Share % absolute Share %
Priority 1 Competitiveness of national and regional tourism products 258 9,66 662,12 1,78
Measure 1.1 Creation of main national and transnational tourism products 5 0,19 45,57 0,12
Measure 1.2 Creation of specific regional tourism products 253 9,48 616,55 1,66
Priority 2 Expansion and improvement of quality of tourism infrastructure and services 1969 73,75 33420,11 89,99
Measure 2.1: Reconstruction and construction of high quality basic and supporting 1436 53,78 19 503,00 52,51
tourism infrastructure
Measure 2. Reconstruction of cultural and historical monuments and preservation 424 15,88 12677,68 34,14
of natural localities used for tourism with an emphasis on their secondary use
Measure 2.3 Improving the quality of tourism services 4 0,15 131,9 0,36
Measure 2.4 Creation of conditions for implementation of environmentally friendly forms of tourism 105 3,93 1107,42 2,98
Priority 3 Tourism marketing and human resources development 400 14,98 2691,09 7.25
Measure 3.1 Marketing (promotion) of tourism at the international, national and regional level 298 11,16 1994,94 5,37
Measure 3.2 Improving the quality of tourism statistics and information 7 0,26 390,46 1,05
Measure 3.3 Improving the quality of human resources education and training in tourism, 95 3,56 305,69 0,82
support of research, development and innovations in tourism
Priority 4 Creation of the organizational structure of tourism 43 1,61 365,82 0,98
Measure 4.1 Establishment and activities of tourism organizations at the regional 9 0,34 36,37 0,10
and provincial level
Measure 4.2 Activities of tourist information centres 24 0,90 180,49 0,49
Measure 4.3 Cooperation between public and business sector, non-profit organizations 10 2,16 148,96 0,40
and professional and special-interest associations in tourism
Measure 4.4 Crisis management and improving the quality of operation of administrative 0,00 0,00
authorities in the field of tourism in the Czech Republic
Total 2670 100,00 37139,14 100,00
The Integrated Operational Programme, priority axes 4a and 4b, priority axis 5.1 Number of projects Financial subsidies for
projects in mil. CZK
absolute Share % absolute Share %
Priority 1 Competitiveness of national and regional tourism products 4 10,00 31,69 0,53
Measure 1.1 Creation of main national and transnational tourism products 4 10,00 31,69 0,53
Measure 1.2 Creation of specific regional tourism products
Priority 2 Expansion and improvement of quality of tourism infrastructure and services 27 67,50 5 365,42 90,41
Measure 2.1: Reconstruction and construction of high quality basic and supporting
tourism infrastructure
Measure 2. Reconstruction of cultural and historical monuments and preservation 24 60,00 5233,77 88,19
of natural localities used for tourism with an emphasis on their secondary use
Measure 2.3 Improving the quality of tourism services 3 7,50 131,65 2,22
Measure 2.4 Creation of conditions for implementation of environmentally friendly forms of tourism 0,00 0,00
Priority 3 Tourism marketing and human resources development 9 22,50 537,28 9,05
Measure 3.1 Marketing (promotion) of tourism at the international, national and regional level 4 10,00 170,5 2,87
Measure 3.2 Improving the quality of tourism statistics and information 5 12,50 366,78 6,18
Measure 3.3 Improving the quality of human resources education and training in tourism,
support of research, development and innovations in tourism
Priority 4 Creation of organizational structure of tourism
Measure 4.1 Establishment and activities of tourism organizations at the regional
and provincial level
Measure 4.2 Activities of tourist information centres
Measure 4.3 Cooperation between public and business sector, non-profit organizations
and professional and special-interest associations in tourism
Measure 4.4 Crisis management and improving the quality of operation of administrative
authorities in the field of tourism in the Czech Republic
Total 40 100,00 5934,39 100,00
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Annex 4: Schedule of activities for individual measures of the Tourism Policy

ACTIVITIES FULFILLING MEASURE 1.1

>>> Creating Competence centers to support SMEs in tourism

The activities of the Competence Centres will consist mainly of methodological and informational assistance regarding possibilities for sup-
port of SMEs, and guidance for the preparation and implementation of their projects in the field of tourism. The MRD will cooperate on the
creation and activities of the Competence Centers with administrative regions, chambers of commerce, CzechTourism, destination manage-
ment organizations and trade associations.

>>> Information portal on development and trends in domestic and foreign tourist demand

Creation of a national portal under the auspices of the MRD in cooperation with CzechTourism and universities.

>>> Determination of sites focused on tourism in the wording of Act No. 565/1990 Coll.

Act No. 565/1990 Coll., sets the collection of fees in areas of concentrated tourism, but does not specify which areas this includes. The meas-
ure aims to specifically determine the way in which these sites are defined. Implementation of the measure will bring order to the system

of local fees associated with the development of tourism stays. The aim is to ensure equal conditions for businesses, so that the charges are
levied only in areas of intensive tourism.

>>> Cultivation of the environment in the field of tour guiding activities

When regulating the conditions for the implementation of guiding based on the National Occupations system, National Qualifications
Framework and the relevant European directives. One of the possible instruments for the cultivation of the tour guiding environment is the
introduction of Certificates of proficiency for tourist guides.

ACTIVITIES FULFILLING MEASURE 1.2

>>> Improving the standard of accommodation facilities

Support for the construction and especially reconstruction of all types of accommodation in the form of concessional loans. The spatial locali-
zation of such projects will not be a priori restricted. The project will be evaluated only on the basis of economic criteria.

>>> Retrofitting tourism centers with select accompanying tourist infrastructure (sports and recreation, culture and recrea-
tion, health and recreation)

Support for the construction and reconstruction of tourism infrastructure will be addressed at two levels. Commercially oriented projects will
be supported through concessional loans. The spatial localization of such projects will not be limited. The project will be evaluated only on
the basis of economic criteria. Support for community tourism infrastructure (zero-profit) will be directed only to the major centers of tour-
ism. The list will be defined in the quantitative analysis.

>>> Building centers of rural tourism

Nationwide support for integrated projects of rural tourism (accommodation, catering, programmes). The spatial localization of such projects
will not be a priori restricted. The project will be evaluated only on the basis of economic criteria.

>>> Improving transport accessibility of tourist destinations

Support development of transport infrastructure and parking areas in the most important centers of tourism in collaboration with MD and
administrative regions through targeted subsidies. In accordance with sustainable development principles, emphasis will be placed on building
intelligent transport systems and promoting alternative modes of transport to individual road vehicles (e.g. rail, bus, cycling or water transport).
>>> Support of infrastructure for the development of non-motorized transport

This activity is focused on the building of linear elements of tourist infrastructure. The aim is to create good conditions for the development of
non-motorized transport in tourist destinations. Specifically, this means the construction of cycling and in-line skating trails, single-tracks, boating,

hiking and cross-country ski trails. This activity also includes their maintenance and equipping with accompanying tourist infrastructure including sig-
nage. In the case of cycling, emphasis must be on creating an integrated network of trails that connect remote routes with areas in tourism centers.
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ACTIVITIES FULFILLING MEASURE 1.3
>>> Creation and further development of industry technical standards in selected segments of tourism with an aim to gradu-
ally introducing compulsory national categorization and classification (technical quality standards) in various segments of

tourism

Activities include the creation of Czech technical standards (CSN) governing select tourism services. Support also includes the initiation of programmes
aimed at motivating businesses to certify tourism facilities with CSN or sectoral technical standards in various segments of the tourism industry.

Promotion of legislative changes, in collaboration with experts in tourism, aimed at introducing compulsory national categorization or classifi-
cation in select segments of the tourism industry.

Creation and further development of technical standards in the field of tourism will include aspects of quality of service in relation to the
environment and public health.

>>> Further development of the Czech Service Quality System as a system tool for improving service quality for tourism entities
The activity involves the development of the Czech Service Quality System enabling the introduction of modern methods of quality control
in individual tourism entities in order to improve the quality of services provided. Support will be directed to the technical equipping of the
Czech system of service quality and incentive programmes for businesses.

>>> Support and development of a specific product certification system

Support and further development of specific product certification systems which account for the character of the destination or the specific
service to a specific target group.

>>> Support and development of guidance and traffic information systems in tourist destinations

Design and implementation of traffic guidance and information systems in tourist regions and centers of regional and national importance.
ACTIVITIES FULFILLING MEASURE 1.4

>>> Support for reconstruction of the most important cultural, historical and technical monuments used for tourism

Prioritized support for increasing the attractiveness of our major sites, or this set of sites, is the most important activity in this measure,
strongly supported by foreign demand in particular. This activity will be implemented by the MRD in collaboration with the MC in the form of

concessional loans and targeted subsidies.

>>> Interpreting and increasing the accessibility of attractive natural and cultural heritage of the Czech Republic for tourism
development

Support for projects using the natural heritage of the Czech Republic is another important activity in this measure. Emphasis must be placed
on the use of appropriate interpretive techniques (including interactive elements) regarding the nature and specifics of the target groups of
visitors. Support must be directed only to meaningful projects with high added value, which therefore means projects of national and inter-
national importance. An example of such projects would be interpretive centers — e.g. Nature Centers, which are now being built in selected
large protected areas. Part of this activity is support for nominating buildings and tourist sites to UNESCO’s World Heritage List.

>>> Support of National Geoparks, or UNESCO Geoparks

The support primarily involves initiating the establishment of National Geoparks in the Czech Republic. Other areas of support are interna-
tional activities of National Geoparks seeking their involvement in international networks, thereby activating the transfer of good practices
and skills to the Czech environment.

ACTIVITIES FULFILLING MEASURE 2.1

>>> Strengthening the organization (arrangement) of tourism

This activity is primarily intended for the MRD or tourism policy decision-makers, whose political decisions affect tourism and whose primary

objective is to create stable conditions for the development of tourism destinations. What is important is interdepartmental cooperation. The
tools used to implement this activity should:
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— Set rules for the establishment and operation of destination management organizations at individual spatial levels

— Identify the vertical and horizontal links necessary for effective collaboration (especially important for destinations that go beyond
the administrative borders of several regions)

— Clearly define the powers of the individual entities within the organization (arrangement) of tourism in the Czech Republic, thus
avoiding duplication of activities; Horizontal level (MRD and CzechTourism, other government bodies), Vertical level (MRD and
administrative regions, and CzechTourism and destination management organizations, MRD and destination management organiza-
tions)

— Strengthen the coherence and consistency of the strategic development of tourism in destinations, i.e. the obligation of destination
management organizations to create strategic documents as key development tools (a condition is their consistency with overarching
strategic and programming documents)

>>> Promoting cooperation among tourism stakeholders
Joint projects that do not result only in outputs in the form of organized events and created promotional materials, but especially in the form
of active (strategic) collaboration, which strengthens the mutual trust and partnerships among the actual parties involved. An important
feature in the implementation of projects promoting mutual cooperation should be their establishment over the long term (sustainability).
— Projects strengthening cooperation between the public and private sectors
— Projects strengthening cooperation with tourist information centers. The activity includes joint activities designed to promote the po-
sition of the tourist information center as a key element in destination marketing activities (distribution, creation of tourism products,
monitoring).
Projects strengthening international cooperation should be focused primarily on the exchange of experience in the destination management
process. Benchmarking should be supported in particular as a method to gain knowledge and experience from the best in the field. Monitor
how this newly acquired experience is applied in practice.
ACTIVITIES FULFILLING MEASURE 2.2

>>> Introduction and implementation of quality management

Improving the management process using advanced quality control methods utilized in the field of tourism in connection with the further
development of the Czech system of service quality.

>>> Introduction and implementation of visitor management

The introduction and implementation of measures fulfilling the policy for visitor management such as zoning, signage, access management,
see eco-counter (counting visitors) in the open countryside, etc. The purpose of this activity is that the policy for visitor management is not
applied only in national parks and protected areas, but in all areas frequented by tourists.

>>> Creating a manual for sustainable tourism development

Creating a manual, based on the strategy of the European Agenda 21 for tourism, with clear indicators that will be able to express the extent
to which activities carried out by destination management organizations are sustainable. These indicators would enter into the ,assessment”
(redistribution of funds) of the destination management organizations.

>>> Monitoring and investigation of sustainable tourism development

Support for activities related to the implementation of monitoring the sustainability of tourism in a destination. This involves support for the
collection and processing of information on visitor traffic to sites exposed to tourism and support for the evaluation of the negative impacts
of that traffic on the quality of the environment and public health.

>>> Introduction of new technologies (innovation) in destination management

Support for the introduction of new technologies increasing the efficiency of destination management in the form of a destination manage-

ment system (DMS). This activity does not support the creation of web portals (information and reservation systems), but an actual integrated
system with broader functional use especially for individual tourism stakeholders.
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ACTIVITIES FULFILLING MEASURE 2.3
>>> Increasing the quality of educational programmes in tourism

This activity aims to strengthen the position of the tourism industry in the educational system at the secondary, higher vocational and tertiary
levels. This means improving the quality of existing programmes specializing in tourism in schools at these levels by primarily updating the
programmes to reflect developments in the tourism industry, its trends and dynamics, knowledge of the practice and the requirements of the
labor market.

>>> Implementation (creation) of educational and training programmes (courses)

This activity is to enhance the quality of further education in tourism for workers in the tourism sector (public and private). The topics of
these programmes (courses) should cover management skills, specialization according to profession, information and language literacy, and
crisis management in tourism. A key criterion for the allocation of targeted subsidies is the qualification of the organization ensuring the
implementation of the educational/training programmes, i.e. programmes can be implemented by an entity with education (not consulting)
as the main subject matter of its work. Another criterion is proof of long-term work in the field.

>>> Raising the qualifications of workers in the tourism sector

The aim of this activity is to increase the qualifications of workers in the tourism industry, staff in destination management organizations (TO),
TIC workers, civil servants, and also people from the business and non-profit (interest) sectors. This activity provides support for participation
in training and education programmes.

>>> Projects to promote the exchange of experience

The purpose of this activity is to improve the professional level of destination management using knowledge and experience acquired in the
field. This may involve domestic and foreign experience, internships or conferences to promote the exchange of experience. Projects which
create partnerships between education or training and the labor market should be supported.

ACTIVITIES FULFILLING MEASURE 3.1
>>> Creation of medium-term marketing strategies

The work of CzechTourism and regional tourism organizations must be based on defined medium-term marketing strategies that are elabo-
rated on in annual marketing plans. The marketing strategy defines the key themes of the destination (product mix), based on its competitive
advantages (USP - unique selling proposition or UMP - unique marketing proposition). It also specifies the primary and secondary segments
of demand, suggests a positioning strategy for source markets and defines a set of communication tools. It is based on a differentiated
approach to the target markets. These strategies also serve as a platform for collaboration between CzechTourism and regional tourism
associations.

>>> Branding tourism destinations

Branding as a basic tool for the creation of the image of tourism destinations is a fundamental activity in destination marketing. The aim is to
strengthen the brand value of destinations in their target markets. Branding should not be associated only with the development of a logo
and motto of a destination, but with an overall strategy and implementation of a brand value framework, both for the Czech Republic as a
destination and for the regions. It is therefore necessary to apply the principles of brand management, which tie together the various activi-
ties of national and regional stakeholders (cooperation between CzechTourism and destination management organizations on the implemen-
tation of a brand strategy, the creation of methodical manuals for partners and stakeholders in tourism, etc.). As part of branding tourism
destinations, it is also necessary to look for potential synergies in partnership with entities (companies, institutions), which are outside the
tourism sector, but which indirectly affect the destination image (Brand Partnerships).

>>> Implementation of performance-oriented communications campaigns
Implement sophisticated marketing campaigns to target foreign and domestic markets in accordance with the marketing strategy and
marketing plans. These must have clear and measurable objectives. Build communication mix campaigns based on the latest knowledge and

positive experiences with the success of individual instruments. Place emphasis on the tools of e-marketing and PR activities and critically
assess the benefits of trade fair presentations in accordance with the character of the target segments.
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>>> Monitoring the effect of marketing activities on domestic and foreign markets

Consistently evaluate the effectiveness of implemented activities. This means finding appropriate metrics and monitoring them. Each commu-
nication campaign should be evaluated in relation to the fulfillment of pre-defined objectives.

>>> Cooperation between CzechTourism and regional tourism associations

The main content of this activity is the preparation of media packages for tourist regions and their implementation in major source markets.
ACTIVITIES FULFILLING MEASURE 3.2

>>> Creation of a system of support for the creation of tourism products

Defining a process of mutual cooperation between the different actors and stakeholders in tourism. Implementation of a manual for the
creation of tourism products (to be created in 2012).

>>> Development of national tourism products

Products based on the network of supporting elements of the regional supply should be the main subject matter. This means not just a
formal network of tourist destinations, but comprehensive projects involving the transfer of experience and knowledge between different
stakeholders (project types such as: a network of national parks, revived sights — National Heritage Institute, etc.)

>>> Creation of regional tourism products

The activities of newly established destination management organizations are a major weakness today. On one hand, attention must be paid
to market-oriented products (creation of a package in collaboration with travel agencies), and on the other hand to products in the form of
public services (thematic and regional tourism products based on the distribution of select information about the offerings of tourist destina-
tions - such as Moravian Wine Trails — linking the services of winemakers, cycling paths and cultural institutions).

>>> Implementation of performance-oriented communications campaigns

This is about supporting the implementation of e-marketing activities. Implement sophisticated marketing campaigns for the domestic
and foreign markets in accordance with the marketing strategy and marketing plans. These must have clear and measurable objectives.
Using the communications mix, build campaigns based on the latest knowledge of destination marketing and positive experience with the
success of individual instruments. Place emphasis on the tools of e-marketing and PR activities, critically assess the benefits of trade fair
presentations.

>>> Strengthening the quality of the marketing activities of tourism destinations

This activity is complementary to the activities in Measure 2: Development of human resources in tourism. The basis of the activity is the
creation of instruments (at the national level) to ensure the transfer of knowledge about destination marketing into practical destination mar-
keting activities. It should take the form of an information system that conveys information about examples of good practices from abroad
(the creation of products, using the marketing mix, etc.) and allows a dissemination of knowledge from the academic sphere.

ACTIVITIES FULFILLING MEASURE 3.3

>>> Creating marketing and management information systems for tourist destinations

This activity is focused on the introduction of marketing information systems into the management processes of tourist destinations. Mar-
keting information systems collect, sort and evaluate data on the tourism supply and demand and contribute to increasing the efficiency

of decision making. Automating the basic processes for data processing (analyses) and providing up to date information are also key to the
system. The system includes monitoring and evaluation of target markets for tourism destinations.
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>>> Monitoring visitors to tourist destinations

The purpose of the activity is to intensify the activities of CzechTourism in the monitoring and analysis of the main geographical segments

of visitor traffic to the Czech Republic. The activity also includes searching for new, promising markets. The activity is based on conducting
continuous research into foreign and domestic demand, focusing on changes in the consumer behavior of visitors and their decision-making
process. Through the foreign offices of CzechTourism, enhance the quality of reporting on the current situation in the markets (development
of macroeconomic aggregates, demographic changes, lifestyle changes, competitor activities, etc.). Sharing of information with partners and
tourism stakeholders is also essential.

>>> Benchmarking the marketing activities of competing destinations

Data about competitors is an important area in the marketing of usable information. This area is currently lacking long-term and systematic
monitoring. However, the activities of competitors significantly influence the position of individual destinations in the market. In the short-
term, their own marketing activities may affect planning.

>>> Creating databases of visitors / clients through Customer Relationship Management (CRM)

Repeat visitor traffic is a major problem in all regions of the Czech Republic. In this context, the path to success is building long-term positive
relationships with visitors to destinations based on CRM tools. This activity also responds to the growing importance of social networks and
their impact on the manner and speed of dissemination of information on tourist destinations. Linking social networking tools and CRM can
enhance the confidence of current and potential visitors in the area. The activity includes the implementation of systems for user ratings of
tourism services.

ACTIVITIES FULFILLING MEASURE 4.1
>>> Coordination of sectoral and regional policies in relation to tourism

Support the creation and implementation of the coordination of sectoral and regional policies for the tourism industry. As part of this activity,
MRD, in cooperation with the administrative regions, ensures the development of implementation documents for this Tourism Policy, and
methodological support for the elaboration of strategic documents in tourism. They are listed in Section 8.2. A prerequisite for the effective
coordination of sectoral and regional policies is to build a monitoring system for the Tourism Policy.

>>> Establishment and activities of Tourism Fora as a communications platform for tourism in the Czech Republic

The aim of this activity is the national coordination of the tourism industry. The Tourism Forum will define the current problems in the tourism
industry, make suggestions for expert studies to be carried out, and cooperate in the development and evaluation of annual Action plans for
the Tourism Policy. Another important feature is external communication with public administration.

>>> Improving the cooperation and division of activities between MRD and CzechTourism

The main scope of this activity is to improve cooperation between MRD and CzechTourism, which operated and is subsidized under the
auspices of MRD, including a clear definition of responsibilities for the implementation of specific actions arising from the implementation of
the Tourism Policy.

>>> International cooperation and joint tourism projects within the framework of UNWTO, OECD and EU

Support for the design, cooperation and implementation of international projects in tourism under the auspices of MRD in the form of
targeted subsidies.

>>> Creating a system of motivational tools to improve the quality of tourism in the Czech Republic

Updating and creation of voluntary instruments, leading to an increase in the quality of services in tourism, along with a commitment to
improving the protection and creation of the environment and public health. Support for the creation and implementation of an incentive
system for implementation of these voluntary instruments by providers and operators of these services. Creating a communicatively inter-
active Web portal dedicated to the issue of improving the quality of tourism services, including annual media coverage of tourism providers
and operators who in that year achieved the greatest or most interesting qualitative progress. The activity will be coordinated by the MRD, in
cooperation with specialized institutions and CzechTourism.

130



ACTIVITIES FULFILLING MEASURE 4.2
>>> Organization of the collection and provision of information on the capacity and performance of accommodation facilities

Support for a system for the collection and processing of information on the capacity and performance of accommodation facilities coordi-
nated by the Czech Statistical Office in cooperation with MRD.

>>> Further development of the Satellite Account, including its regionalization

Support for the development of regional tourism satellite accounts coordinated by the CZSO in cooperation with the MRD and research
organizations.

>>> Basic and applied research in the field of tourism

The task of the MRD is actively communicating research needs in tourism to TACR, and ensure research over the long-term for the needs

of public administration from the resources of this agency. Another option is to solve selected problems (related directly to the activities the
MRD) by assigning expert studies for research institutions. The challenge is to coordinate research with other ministries (e.g. the Ministry

of Environment regarding the application of the principles of sustainable development, with emphasis on the possibility of monitoring and
evaluating the impact of tourism on the environment). The issue of marketing research (investigation) is addressed in Measure 3.3 Marketing
information.

>>> International conference on tourism

Support for the implementation of international conferences on tourism on the current issues and trends in the tourism industry under the
auspices of the MRD.

ACTIVITIES FULFILLING MEASURE 4.3

>>> Comprehensive assurance of visitors travelling in the Czech Republic, including their safety (ensuring greater security for
tourists travelling in tourism areas)

This activity aims to improve the services of the Integrated Rescue System for foreign visitors. The main aim of this activity is to develop
guidelines and instructions for dealing with crisis situations for visitors to the Czech Republic by the IRS.

>>> Support for the activities of the Mountain Rescue Service of the Czech Republic

The Mountain Rescue Service is a guarantee of safety for visitors to mountain areas and a requirement for the organization of international
sporting events. The presence of the Mountain Rescue Service is relied on not only by the local authorities and businesses carrying out their
activities in mountainous areas, but especially foreign and domestic visitors who consider their help to mountain climbers in distress a natural
component of the tourism product. Support for the work of the Mountain Rescue Service through legislative action, operational and invest-
ment grants, leads to better quality mountain destinations. It is necessary to balance the development of the Mountain Rescue Service with
the development of tourism in mountain areas.

>>> Creating a crisis scenario for threats to tourism in the Czech Republic

A crisis scenario will be created as a strategic-guidance document that addresses the situation of a potential threat to tourism in the Czech
Republic. Each scenario will focus on different segments of visitors, different types of risks (epidemics, floods, terrorism, etc.) and proposals to
ensure protection.

>>> Collaboration on projects and activities in the area of safety in tourism

The activity involves the participation of the MRD in the implementation of international projects with UNWTO, OECD and other organiza-

tions in the field of safety and security when traveling, as well as projects on which the MRD will collaborate with selected stakeholders and
partners in the Czech Republic.
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Annex 5: Implementation diagram of the Tourism Policy priorities

PRIORITY 1: IMPROVEMENT THE QUALITY OF THE TOURISM SUPPLY

Level
National
Target
T Other
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Municipalities, Bank
association institutions
of municipalities
Business
sector
Quantitative
analysis
oo Regional
organisation
Implementation
bodies of
regional policy
Regions
regional
Research development
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State
administration PLA NP and :
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——> Finandcial flow Legislative measures
Action plans — specific aims of subsidies --------2> Methodology activity
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PRIORITY 2: TOURISM MANAGEMENT"

Level
CzechTourism Statute
) TOURISM
National Forum
Agreement
Strategy
Regional of destination
v ‘ development
Regional D
Strategy
of destination
development
Provincial

A

v
Local
Local DMO

——> Finandial flows — MRD Action plans — specific aims of subsidies

——— Finandial flows — regions <+—>» Coordination / Cooperation

7 The draft of the legislative proposal on promoting development foresees the implementation of a three-tier system of the organization of tourism. It can be
assumed that upon the introduction of the system, not all existing regional DMOs will fulfill the criteria for inclusion in the system and the financing of tourism.
Given that the MRD is not the organizing body of these DMOs, it can not order their removal through this law. Therefore a fourth level of organization will
continue to operate that will not be included in the financing system and will not obtain contributions from the state or regional budget for its activities. This
diagram shows the division of activities between organizations involved and not involved in the system of organization and financing of tourism.

133



MINISTRY
OF REGIONAL
DEVELOPMENT CZ

P
&«

PRIORITY 3: DESTINATION MARKETING
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PRIORITY 4: TOURISM POLICY AND ECONOMIC DEVELOPMENT
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Communication of tourism sector interests
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