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Abstract

The following article aims at describing the history of the international conference "Current
Trends in Spa, Hotel and Tourism" which has served as a crucial platform for the exchange of
knowledge, experiences, and research findings within the field of tourism. Over the course of a
decade - from 2012 - this conference has facilitated meaningful interactions among academics,
experts, practitioners, and industry representatives from the Czech Republic, Slovakia, and
Poland. This initiative enables the connection of theory and practice, establishing new contacts
in the field of tourism. The conference also provides a platform for sharing experiences,
creating innovative solutions, building networks, and developing international cooperation, as
well as for the advancement of the tourism industry.

It is worth emphasizing that the choice of the main theme addressed during the subsequent
conference editions reflected the ability to respond to the contemporary challenges and adapt
its topics to the changing environment. The first editions of the conference mainly focused on
the aspects of hotel management, gastronomy and spa industry. However, as the economic,
social and technological environment evolved, the conference began to include new issues such
as digitalization, data management in tourism, new technologies and the impact of the
pandemic on the tourism industry. In particular, the response to the COVID-19 pandemic has
demonstrated the both flexibility and adaptability of the conference. Moving the event to virtual
platforms allowing the continuation of discussions despite restrictions related to travel and
meetings in a traditional form. The conference topics were also adapted to the needs of the
industry including current events and, in 2021, focused on analyzing the effects of the pandemic
on tourism or were devoted to the issues of tourism in the context of dynamic changes in the
environment.

Keywords: International Conference, Tourism, Trends


mailto:pellesova@opf.slu.cz
mailto:izabela.michalska-dudek@ue.wroc.pl

The international conference dedicated to the current trends in tourism is a regular scientific
initiative which has been taking place for over a decade with the participation and collaboration
of partners from the Czech Republic, Slovakia, and Poland.

At the beginning of the international scientific conference, in April 2012, Associate
Professor Eng. Pavlina PelleSova, Ph.D. was the guarantor of the study program Gastronomy,
Hotel and Tourism ( Hotel Management field of study at SU OPF Karvind) and also originator
of the scientific event. The first edition of conference was organized by the Silesian University
in Opava, School of Business Administration in Karving; Silesian University in Opava, Faculty
of Philosophy and Science in Opava and Secondary School of Hotel Management and Services
and Higher Vocational School, Opava. The conference was held at the Secondary School of
Hotel and Service Management and Higher Vocational School, Opava. The plenary session was
attended by experts in the field and academics from Slovakia and the Czech Republic. Then,
two thematic sessions were held: Spa and hotel industry; Tourism. There was also a tour of the
historical centre of Opava and a guided wine tasting.

The 2nd International Scientific Conference "Current Trends in Spa, Hotel and Tourism"
was held in April 2013 in Opava. The plenary session was again attended by experts in the field
and academics. The topics of the conference were: perspectives of business development in the
spa, gastronomy and tourism industry, the importance of wellness for spa/hotel operations,
culinary tourism, quality of services in tourism, professional education in the field. The
conference concluded with a guided tour of St. Wenceslas Church and the Dominican
Monastery.

Fig. 1 Fig. 2

Fig. 1: International Scientific Conference “Current Tregnds in Spa, Hotel and Tourism”, Karvina, the Czech
Republic, April 2012.

Fig. 2: 2th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Opava, the Czech
Republic, April 2013.

Source: own.

The 3rd annual international scientific conference entitled Tourism, Hotel Industry and Spa
in the Light of Scientific Research and Practice was held in Karvind in May 2014. The aim of
the conference was to present the current state of tourism research, especially focusing on the
issues of hospitality industry, spa industry and the broader concept of tourism. The second day
of the conference included a visit to Darkov Spa, where participants could book treatment in
advance.



The next, 4th International Scientific Conference on Current Trends in Spa, Hotel and
Tourism was held at the Consulting Centre of the Silesian University in Tabor, the Secondary
School of Commerce, Services and Crafts and the State Language School in April 2015. The
expert sessions focused on Spa, Hotel, Wellness, Tourism, New Trends in Tourism and
Gastronomy, Culinary Tourism. On the second day of the conference, a visit to the Tteboni Spa
and the Rozmberk Pond dam was held.

L=

Fig. 3 Fig. 4

Fig. 3: 3th International Scientific Conference “Current Tfrgends in Spa, Hotel and Tourism”, Karvina, the Czech
Republic, May 2014.

Fig. 4: 4th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Tabor, the Czech
Republic, April 2015.

Source: own.

The 5th International Scientific Conference took place in March 2016 in Karvina. Hotel,
gastronomy and culinary tourism; Spa industry and its trends and Tourism, new trends in
tourism constituted its subject matter. The conference included a tour of the Darkov Spa or a
visit to the Frystat Castle, part of the Lottyhaus and on the second day, as part of the
accompanying programme, the conference participants visited the NKP Dolni oblast Vitkovice
and the Brewery.

The next edition of the international scientific conference Current Trends in Spa, Hotel and
Tourism related to the theme “Regions and their character” took place in Opava in April 2017.
The following conference topics were addressed: gastrotourism and culinary tourism, regional
products, history of gastronomy, regional destination management and tourist products. A social
evening was held at the Silesian Countryside Museum in Holasovice, accompanied by a tasting
of regional products. The accompanying programme on the second day of the conference
included a tour of the Albertovec farm, a visit to the Chapel of the Holy Cross and the
mausoleum of the Lichnov family in Chuchelné, a tour of the Folk Traditions and Crafts
Museum in Bolatice and an excursion to the stylish restaurant Slezsky dvtir v Haji ve Slezsku -
Smolkov.



Fig. 5 Fig. 6

Fig. 5: 5th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Karvina, the Czech
Republic, March 2016.

Fig. 6: 6th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Opava, the Czech
Republic, April 2017.

Source: own.

The 7th International Scientific Conference Current Trends in Spa, Hotel and Tourism took
place in May 2018 in Karvind. The expert sessions covered such problems as Hotel,
gastronomy and culinary tourism; Spa and its trends and also New tends in tourism. As part of
the accompanying programme, the participants could take a tour of the Darkov Spa or a tour of
Frystat Karvina Castle. On the second day of the conference, a visit to selected places in the
Ostrava region - the Silesian Ostrava Castle, the Lookout Tower of the New Town Hall in
Ostrava.

The 8th International Scientific Conference Current Trends in Spa, Hotel and Tourism was
related to Destination Management and Product Creation, Quality of Tourism Services in the
Region, Tourism Marketing in the Region, Sustainable Tourism Development and Local
Community, Cultural Tourism with a Focus on Gastronomy. Traditionally, the Institute of Spa,
Gastronomy and Tourism at the Faculty of Philosophy and Science in Opava and the
Department of Tourism and Leisure Activities were the conference organizers.

Fig. 7 Fig. 8

Fig. 7: 7th International Scientific Conference “Current Trégnds in Spa, Hotel and Tourism”, Karvina, the Czech
Republic, May 2018.

Fig. 8: 8th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Opava, the Czech
Republic, April 2019.

Source: own.



Due to the restrictions resulting from the Covid-19 pandemic the 9th International Scientific
Conference Current Trends in Spa, Hotel and Tourism was held through the MS Teams
platform in May 2021. The conference was sponsored by the European Union Project:
CZ.02.2.69/0.0/0.0/18_054/0014696 Development of R&D Capacities of the Silesian
University in Opava. The addressed issued included: Hotel, gastronomy and culinary tourism;
Pandemic and its impact on tourism and Tourism and new trends.

The following year, the role of co-organizers of the conference was taken by the University
of Matej Bel in Banska Bystrica, Faculty of Economics, Department of Tourism, Vysoka Skola
Hotelova v Praze (now UCP) and Wroclaw University of Economics and Business, Department
of Marketing and Tourism Management, Faculty of Management and Business, Branch in
Jelenia Gora.

The 10th anniversary edition of the international scientific conference "Current Trends in
Spa, Hotel and Tourism” focused on the topic of Digitalization of Tourism was held in March
2022 at the University of Economics and Hotel Management in Prague ( currently UCP). There
were three expert sessions: Data and its use in tourism management, New technologies for
growth and Trends in tourism development.

Fig. 9 Fig. 10
Fig. 9: 9th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, MS Teams platform,
May 2021.

Fig. 10: 10th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Prague, the Czech
Republic, March 2022.
Source: own.

The XI International Scientific Conference Current Trends in Spa, Hotel and Tourism
covering the leading theme — chosen by the Scientific Council — “Tourism in times of dynamic
changes in the environment” was held for the first time in Poland at Wroclaw University of
Economics and Business, Branch in Jelenia Goéra in October 2023. The conference was
organized by the Department of Marketing and Tourism Management (Faculty of Management
and Business). Its main goal was to present research results and exchange views on current and
future challenges facing the tourism sector in the face of a changing environment and the
intensification of many crises. Both the plenary session and the experts’ debate concerned
human resources management in tourism and tourism development offers in the regions. Then
the participants divided into two sections discussed: Consumer behaviour on the tourism
market and Activity of service providers in tourism.
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Fig. 11 Fig. 12

Fig. 11: 11th International Scientific Conference “Current Trends in Spa, Hotel and Tourism”, Jelenia Gora,
Poland, October 2023.

Fig. 12: Scientific Committee of 11th International Scientific Conference “Current Trends in Spa, Hotel and
Tourism”. From the left: Prof. Andrzej Rapacz, Associate Prof. Izabela Michalska-Dudek, Prof. at UEW, doc.
Ing. Pavlina PelleSova, Ph.D., Associate Prof. Eng. Vanda Marakova, PhD., Associate Prof. Eng. Jan Han, Ph.D.,
Jelenia Gora, Poland, October 2023.

Source: own.

For over a decade the conference initiative enables the meeting of academics, experts and
entrepreneurs in the field of tourism, practitioners, representatives of institutions, and
associations. It allows the connection of theory and practice, exchange of knowledge,
establishing new contacts in the field of tourism, mainly from the Czech Republic, Slovakia
and Poland. It constitutes a forum for the representatives of academia and tourism industry
from various countries to exchange knowledge, experiences, and the latest research findings.
The conference also provides also a platform for sharing experiences, creating innovative
solutions, building networks, and developing international cooperation, as well as for the
advancement of the tourism industry.

The host of the next (12™) edition of the conference in 2024 will be the University of Matej
Bel in Bansk4 Bystrica, Faculty of Economics, Department of Tourism. The International
Scientific Committee and the Organizers look forward to seeing you at one of the next editions
of the conference.
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USE AND MEANING OF THE WEB PORTAL "KURZURLAUB.AT"
FOR PROMOTING ACCOMMODATION SERVICES

Hanne-Lore Bobakova
OPF SLU in Karvina
Czech Republic
e-mail: bobakova@opf.slu.cz

Janusz Karpeta

OPF SLU in Karvina
Czech Republic
e-mail: bobakova@opf.slu.cz

Abstract: The subject of the research is the communication of the web portal "Kurzurlaub.at"
offering accommodation in Austria, Germany, and the Czech Republic. Within this portal, the
focus was narrowed down to the communication of hotel establishments in the Worthersee area.
In the introduction of the article, the reasons why communication is significant for the tourism
industry are mentioned, particularly concerning the Covid and post-Covid era and its impact
on tourism not only in the Czech Republic but also in the world. This is followed by a review of
the relevant literature and its content classification. The selection outlined research areas such
as the impact of the Covid-19 pandemic on tourism in terms of future development of resilient
tourism products due to the breadth of the literature. The research investigation is based on
the analysis and synthesis of secondary sources of literature and data collection carried out in
the period of January and February 2022. The methods of analysis, synthesis, and description
were applied in the research investigation. The research aims to find out how the web portal
communicates with potential visitors, how this communication is set up, and whether it
adequately reflects the region's identity and helps create a common brand. Other equally
important research aspects were fairness and sustainability, which need much more attention
than in the past. The research investigation into the communication of hotel establishments
showed that hotel establishments are aware of the importance of the hotel's connection to the
region and communicate this connection virtually when presenting their hotel via the web
application Kurzurlaub.at. This creates a synergy between the region and the hotel.

Keywords: Communication. Communication of resilient tourism products. Marketing
communication. Web portal.

Introduction

In recent years, tourism communication has advanced at a remarkable pace. While it was
standard procedure towards the end of the twentieth century to travel on vacations by
purchasing all-inclusive packages through a travel agency or tour operator, today most tourists
choose and purchase on their own over the Internet. In 2014, for example, 46 percent of
European visitors deemed Internet websites to be the most essential source of information when
making travel plans, and 66 percent used the Internet to plan their vacations (European
Commission, 2015). In a related survey, Xiang, Wang, O'Leary, and Fesenmaier (2014) found
that in 2012, 85.5 percent of American travellers used the Internet as a source of trip planning
information, thus, considerably outnumbering previous experience (52.7 %), travel agents
(29.3%), and magazines (22.2%).
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The ever-increasing usage of the Internet by tourists has resulted in an increasingly important
necessity for locations to have a website (Jacobsen & Munar, 2012; Llodra-Riera, Martnez-
Ruiz, Jiménez-Sarco & Izquierdo-Yusta, 2015). (Blumrodt & Palmer, 2013). Indeed, an NTO's
ODW may play a part in the travel decision-making process, acting as an attraction or bait to
attract consumers' attention to the location while also acting as a trigger and driving force to
convert their interest into a booking or specific purchase. Destination websites, in fact, "are not
mere technological artifacts, but complex communication tools that have an impact on multiple
levels - from destination management to destination promotion and commercialization™
(Inversini, Cantoni & De Pietro, 2014, p. 565).

Many national destinations may be highly interchangeable for more seasoned travellers in a
global setting. As a result, an appealing, convincing ODW must stand out in order to tilt the
scales in favour of one destination over another (Choi, Lehto & Oleary, 2007). It may also play
an important role during the holiday, especially given the popularity of mobile gadgets (Hyun,
Lee & Hu, 2009).

The global pandemic has shaken the tourism industry not only in the Czech Republic but
also worldwide. Earlier fears of terrorist attacks or natural disasters have been surpassed by the
global pandemic. According to Eisenstein et al. (2021,14), the largest declines were achieved
in the Asia-Pacific region (-79%), followed by Africa and the Middle East (-69%) and Europe
(-68%). North, Central, and South America (-65%) were also affected by the crisis.

In these difficult times for the tourism sector, it is, therefore, even more important to
undertake research investigations that would lead to its revival. One of the potentials is a well-
designed way of communicating on web portals or directly to accommodation establishments.

Based on a research survey of the communication of the web portal "Kurzurlaub.at" we
describe the new challenges facing Czech portals and accommodation establishments in the
Czech Republic.

1. Literature review
The literature in the field of tourism is very extensive and interdisciplinary. The literature
dealing with tourism can be viewed from different perspectives, e.g. from the perspective of
scientific disciplines. The following divisions are suggested: from the perspective of economics
(Freyer a, 2007), (Freyer, 2011), (Volaufer, 2003), (Palatkova, Zichova, 2014), marketing
(Freyer b, 2007), (Slaba, 2012, Jakubikova, 2012), sociology (Pott, 2007, Hahn, 1993, Kucera,
2012), geography (Becker, 2002, Steinecke, 2006, Besel, Hallerbach, 2004), cultural logic
(Lohmann, 1999, Henning, 1997), political science (Mundt, 2004, Bobkova, 2015, Petermann,
2004, Tittelbach, 2011), psychology (Zschocke, 2005, Hahn, 1993), ecology (Abbeg, 1996,
Fiedler, 2008), demography (von Lanzenauer, Klemm, 2006), regional studies (Lehmeier,
2015, Slaba, 2011), leisure (Muller, 1999), communication (Leifeld, 2003), etc. In contrast to
the post-Covid era, overtourism has also received much attention in the literature (Scherle,
Pillmayer, and Herntrei, 2021).

Since the late 1990s, there has been a flood of publications written giving various strategies
for businesses to efficiently use the Internet and recommending how commercial Websites
should be organized. The articles attempted to determine the factors that might influence
product and service sales over the Internet. Products and services that are regularly purchased,
have intangible value propositions and are relatively high on distinction had a better likelihood
of being purchased over the Internet, according to Phau and Poon (2000). This appears to be
where most of the hospitality and tourism items fall.

Huizingh (2000), who took a different approach to Website success, claimed that content and
design, which could be measured objectively and subjectively, might determine the success of
a commercial Website.
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Waller (2003) also suggested that when it comes to their websites, firms must make several
considerations. These choices are based on the company's goals, the present stage of the
website's development, the target audience, essential success elements, and helpful data. Chu
(2001) stated that an airline and/or travel Website's content should be informed, dynamic, and
appealing. Cai, Card, and Cole (2004) developed a checklist of 31 elements for tour operators'
Website delivery performance in the United States, with a concentration on Chinese
destinations. The majority of the included characteristics were not delivered in a suitable
manner, according to empirical findings. Lu and Yeung (1998) noted that functionality was one
of the most important aspects of Website usefulness in their proposed framework for effective
commercial Website application development. This phrase relates to whether or not the Web
sites contain enough information about the products and services being advertised. Following
this conceptual approach, Chung and Law (2003) developed a set of detailed criteria that
included multiple dimensions and associated features to statistically quantify the functioning
performance of hotel Websites with the support of hotel managers. According to the study's
incremental evaluation approach, there was a substantial association between hotel quality
rating and total Website functionality performance. Even though their findings were intriguing,
Chung and Law's research was based on data received from hotel management. To put it another
way, it's unclear how important particular hotel Website dimensions and qualities are to
customers.

The literature on the topic is quite extensive, including works dealing with the impact of the Covid-
19 pandemic on tourism and reflections on the future development of resilient tourism products. Mention
should be made, for example, of the development of a conceptual integrative model of destination
resilience proposed by Traskevich and Fontanari (2021). They draw on a survey of travel agencies in
Germany to consider tourism products that are resilient to external influences and emergencies. They
place great emphasis on local resources and competencies that can stand up to the competitive
environment of destinations and their product portfolios.

Pechlaner and Zacher pay attention to the needs and wants of passengers and their potential
responses (2019). Approaches that improve the effectiveness of tourism destination promaotion,
for example, have been discussed by Soteriades (2012). Food tourism as an element of
destination marketing has received attention from GE du Rand & Heath (2006), who identified
international trends based on a situational analysis to highlight new opportunities in food
tourism. The topic that is the subject of our research appears rarely.

The questions of how to design the communication of the web portal, so that it is attractive
and convincing, and how to formulate it so that the expectations of potential customers of hotel
facilities are taken into account. Unfortunately, they are not the subject of the research.

2. Data and Methods
The subject of the research is the communication of the web portal "Kurzurlaub.at" offering
accommodation in Austria, Germany, and the Czech Republic. Within this portal, we focused
on the communication of the portal for the Worthersee region, specifically for the town of
Velden, one of the most attractive places in Austria, which is also widely visited by tourists due
to its beauty and attractiveness.

The research investigation is based on the analysis and synthesis of secondary literature sources and
data collection carried out between January and February 2022. The methods of analysis, synthesis, and
description were applied in the research investigation.

The research aims to find out how the web portal communicates with potential visitors, how
this communication is set up, and whether it adequately reflects the region's identity and helps
create a common brand. Other equally important research aspects were fairness and
sustainability, which need much more attention than in the past.
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We base our hypotheses on the literature. We believe that destination marketing must focus
on differentiation and portfolio creation. According to this concept, the following aspects are at
the forefront:

Spatial relationship to the region.
Common identity.

Competence for cooperation.
Managerial competencies.
Communication skills.

Branding.

7. Fairness and sustainability (Wiesner, 2021, p. 4).

Similarly, Pechlaner and Zacher (2019) highlight the importance of destination resilience to
increase the tourist attractiveness and competitiveness of their product portfolio. Let us mention
the concept that the destination reflects the region's cooperative offer in terms of cooperation.
(Wiesner 2021, p. 29). From the above, we establish the following hypothesis:

Hypothesis 1: The communication of the accommodation portal and accommodation
establishments reflects the communication of the region.

Hypothesis 2: Regions are defined by values, people, language, regional products, regionally
anchored brands and businesses, regional attractions, credibility, and security (Wiesner, 2021,

p. 9).

S e

3. Results and discussion
The portal Kurzurlaub.at offers accommodation in Austria, Germany, and the Czech Republic.
For short-term holidays in Austria, it focuses on accommodation in all federal states, namely
Upper Austria, Carinthia, Burgenland, Styria, Salzburg, Lower Austria, and Tyrol. For holidays
in Germany, stays are offered in Baden-Wiirttemberg, Bavaria, Brandenburg, Mecklenburg-
Western Pomerania, Lower Saxony, North Rhine Westphalia, and Berlin. From the Czech
Republic, stays in Karlovy Vary, Pilsen, Prague, and South Moravia are promoted.

This portal breaks down its stays as follows:

Tab. 1: Breakdown of stays of the portal

Active holiday,

Family holiday,

Holiday vacation,

Hotel-type holiday

Luxury holiday

Source: Own processing

The accommodation establishments are further specified according to the price per night.

Tab. 2: Specification of accommodation establishments according to the price relation
up to 99 EUR,

from 100-149 EUR
from 150-199 EUR
from 200

Source: Own processing

Depending on the quality of accommodation, we can find hotels of all categories from three
to five stars, and the length of stay ranges from one to five nights. Tickets, entrance fees,
activities within the hotel establishments, drinks, cocktails, and other amenities are usually
included in the accommodation offer, such as beats, SPA, saunas, facilities for children, the

14



ability to accommodate pets, parking, handicap accessibility, elevators, the ability to prepare
special meals for allergy sufferers, and non-smoking hotels.

Potential hotel customers can choose their accommodation based on the results of the hotel's
guest reviews, which are broken down into all reviews, good reviews, or very good reviews.
The portal also offers hotel selection by cancellation option (any, within 7 days, within 30 days),
allowing you to sort the accommodation by popularity, best rating, or lowest price.

Hypothesis 1, that the communication of the accommodation portal and accommodation
establishments reflects the communication of the region could be confirmed. In web portal
communication, attention is paid to how the hotel facility is presented. The way the hotel facility
communicates is closely related to the way the tourist area is communicated. The following
examples show the communication of the region:

Tab. 3: Communication of the reiion

Short holiday at Worthersee a paradise region
Enjoyment of a pleasant, almost Mediterranean climate the climate
The sophisticated health resort Velden the specifics of the resort in Velden
The locality is considered a mecca for live music concerts, entertainment, enjoyment,
if you want to experience extraordinary music events during your relaxation

relaxing days, Portschach am Worthersee is the right place for you

Enchanting wetland moors, the specifics of the countryside
time out in an upscale, exclusive atmosphere uniqueness of the region

Source: Own processing

The spatial relationship to the region and the common identity of the region and the
accommodation establishment is also evident in the way potential customers are addressed. The
creation of a family-friendly background is also reinforced by the use of familiar terms of
address.

Tab. 4: SBatial relationshiE and identitz of the region and accommodation establishments

All year round you can experience here...., great destination for
holiday
So, come and enjoy great spot for

entertainment

A short vacation at Worthersee allows you... great spot for any
holiday activities

If you want to experience extraordinary music events during your relaxing days, great spot for
Portschach am Warthersee is the right place for you relaxation and
entertainment

Source: Own processing
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The friendly communication full of warmth is followed by accommodation establishments:

Tab. 5: Friendlz communication full of warmth

Welcome to the Hotel Rocket Rooms Velden —
our small, fine lifestyle hotel in the heart of Velden
at the beautiful Worthersee - only a few meters away from Casino Velden

At the renowned parties and events in Velden, you are in the middle of it
instead of just being there on the terrace of our Rocket Restaurant & Bistro

Velden impresses with its wide range of sports, fun and entertainment and

plays at the casino - just a few meters from the Hotel Rocket Rooms Velden

- not only with friends playing the roulette but it also enjoys a special reputation
as a society and party meeting place far beyond the borders of Austria and offers
away from the town centre countless hiking and biking trails, dreamy bathing lakes
and golf courses of the extra class

Swimming in the drinking water-pure Worthersee gets you going or balanced,
depending
on the intensity

Because the location is a dream - a few minutes’ walk from the vibrant life of the
town centre, quiet and right on the lake

Book a room at the BARRY MEMLE - lake resort and know:

Stay directly at Worthersee. Look out over Lake Worthersee.

And the colours of Lake Worthersee - the blue of the water and the yellow of the sun,
which makes the drinking-water-pure water sparkle - blend seamlessly into your
vacation retreat

Both the Hotel 24 Checkin and the associated private vacation homes 24 Home

are located near the lake and are only a few minutes' walk from Velden Castle,

the famous Casino Velden and many other popular sights and excursion destinations
in Carinthia

Hotel Rocket
Rooms Velden

Hotel Rocket
Rooms Velden

Hotel Rocket
Rooms Velden
Hotel

Barry Memle
SeeResort

Hotel Barry
Memle SeeResort

Hotel Barry

Memle SeeResort

Hotel 24
Checkin Velden

Source: Own processing

Hypothesis 2, that regions are defined by values, persons, language, regional products,
regionally anchored brands and businesses, regional attractions, credibility, and security
(Wiesner, 2021, 9), could also be confirmed. The presentation of hotel establishments is again
closely linked to the region. Hotel establishments create a positive image not only of the hotel
establishment but also of the region. In this way, the participation of other agents operating in
the region contributes to the creation of the region's values, creates products associated with the
region, and promotes attractions based on the region's potential. Also, Wiesner's observation
about the importance of destination-region cooperation could be noted (Wiesner, 2021, p. 29).

In this context, Huizingh (2000) cited above mentions the importance of the content and
design of a website on the success of a portal. Also, Chu (2001) argues that the content of a
website, in tourism should be informative, interactive, and attractive.
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The research investigation confirmed the views of Pechlaner and Zacher (2019) regarding
the importance of destination resilience to enhance a destination's tourism attractiveness and
competitiveness in their product portfolio. Destination security as an option to increase
destination attractiveness is reflected in the way the surveyed hotel establishments present
themselves. When describing the destination there is up-to-date information on COVID-19 in
which hotel guests are encouraged to take care of their health and protect the health of others,
such as: Please take care to protect yourself and others during your stay. The currently
prescribed COVID-19 measures apply. Stay healthy!

Greater emphasis is placed on outdoor activities or accommodation in self-contained
apartments, again reducing the likelihood of infections and making the destination more
resilient and, in the eyes of the hotel guest, safer, such as: Spend your time out in Velden on
Lake Worthersee and stay in modern double rooms (optionally with a balcony or whirlpool)
and in private vacation homes newly built in 2021. (Hotel 24 Checkin Velden).

In analysing the research material, we identified certain content motivators in the hotel
establishment's communication that target their clientele and contribute to the creation of their
value system as well as their own hotel establishment. They can be structured as follows:

Tab. 6: Content motivators
Creating prestige the hotel, the client

Creation of the client's self-realization holidays, medical treatment,
regeneration, sports, wellness, fitness

Creating experiences for the client the client
Formation of social ties for the benefit of the client the client
Creation of cultural values of the region and the client the client, the region

Source: One processing

The possibilities for motivating clients confirmed Wiesner's view that the region's task is to
focus on the target group of its guests and their motivation to stay. According to Wiesner (2021,
22), these are:

Tab. 7: Other motives

Economic motives business, professional reasons, further
education, trade fairs, congresses

Physical motives recovery, healing, regeneration, wellness,
fitness

Psychological motives desire for experiences, fun, and learning new
things

Interpersonal or intercultural motives social contacts, visits, company

Cultural motives interest in culture, education, religious,

spiritual, and ethnological reasons




Status and prestige motives satisfaction of recognition and value system,
personal development

Source: Wiesner, 2021,22

As Wiesner rightly points out, there are hardly any regions that offer clients all the themes
at once.

Conclusion

The research survey on hotel establishments’ communication showed that hotel establishments
are aware of the importance of the hotel's connection to the region and communicate this
connection virtually when presenting their hotel via the web application Kurzurlaub.at. This
creates a synergy between the region and the hotel.

The level of communication between the destination and the hotel establishments was at a
very good level. By improving communication, both communication agents have managed to
interlink the branding of the region with the branding of the accommodation establishment.

The sustainability of the provision of accommodation establishments implies friendly
communication with potential customers, in which the emphasis on openness, honesty, and
sustainability plays an important role.

Using a research sample of hotel establishments, we demonstrated how important the right
choice of communication is for the client as well as for the hotel establishment and the region.
In order to achieve greater effectiveness in communication, the most common keywords are
those that clearly evoke a positive brand of the region, including its identity and sustainability,
through the use of properly chosen lexical, grammatical, syntactic, and stylistic tools.

One of the ways to strengthen the competitiveness of the tourism sector is to improve the
quality of communication and communication approaches within the framework of digitisation,
to innovate the offered spectrum concerning sustainable tourism, and to make it more attractive
by adequate promotion in the digital space. These are concrete challenges facing the tourism
sector.
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Abstract: Over the past few decades, service quality has been increasingly attracting the
attention of managers and researchers due to its strong impact on business performance,
reducing costs, customer satisfaction, customer loyalty and profitability. High quality is seen
as a decisive factor for the competitiveness of operators and destinations. This paper strives to
present the results of an evaluation of the quality of tourism services in the Jizera Mountains
and compare quality between the Czech and Polish parts of the Jizera Mountains. In the spring
of 2023, 200 responses were obtained from respondents through a face-to-face survey. The
paper presents the results of this research and concludes with some recommendations. The
results show the considerable appeal of the Jizera Mountains with a high potential for visitors,
as evidenced by the high rating of service quality.

Introduction

In order to maintain and develop tourism, it is still necessary to improve the range of available
attractions and especially the quality of services provided. High quality is seen as a decisive
factor for competitiveness. Increased attention to service quality can help a business stand out
from other entities and gain a sustainable competitive advantage. The importance of service
quality is therefore constantly increasing. Quality itself then determines not only the degree of
customer satisfaction, but also increases customer loyalty and thus affects the profitability of
the organisations that provide the services (Vastikova, 2008). The concept of service quality,
like services themselves, has undergone significant development over the last eighty years.
After the Second World War, the focus of service provision was on compliance with technically
specified norms and standards. Gradually, around the 1960s, companies began to look at the
utility value of the services they offered to the customer. This changing perspective on services
led to customers becoming the main priority around the 1970s. Specifically, their needs that the
services had to meet (Loffler, Elke, 2002) Over the past few decades, service quality has
become a major area of focus for managers and researchers due to the strong impact it has on
business performance, lower costs, customer satisfaction, customer loyalty and profitability.
Overall, the authors showed that service quality has a positive impact on the development of
the region and tourism. (Cronin & Taylor, 1992; Hallowell, 1996; Lassar et al., 2000; Newman,
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2001; Silvestro & Cross, 2000; Sureshchandar et al., 2002) The following research objective
was set based on the finding that service quality is a highly important factor in the development
of a destination, and is presented here: Use primary research to identify the quality of tourism
services in the Jizera Mountains and to compare the quality offered between the Czech and
Polish parts.

1. Literary overview
There is no single definition of service quality among experts. There are many definitions and
implications of the concept of quality. Parasuraman et al., (1991) define quality as "the
difference between a customer's expectations versus their actual experience of the service."
Delivering quality service thus means constantly adapting to customer expectations. According
to Vegesna, (2001), service quality is difficult to assess because, unlike physical products, there
is no tangible evidence on the basis of which consumers can evaluate service quality. According
to Seaton & Bennett (2001) service quality should "provide a medium level of service quality,
in the segment the organisation chooses to target". This means that quality is mainly determined
by the nature of the target group in terms of expectations, preferences and subjective perceptions
and that maintaining consistent quality depends mainly on the staff, i.e. the human factor (Belz
& Bieger, 2011). The basic procedure for measuring service quality was developed by
Prasuramana, Berry and Zeithaml (1985), who proposed the Servqual model, which identifies
the difference in customers’ perception of the service actually received compared to their prior
expectations. This is the so-called "gap model" based on gap analysis. This model for evaluating
service quality was later complemented by Lehtinen & Lehtinen, (1991), who extended the
model to include evaluations in terms of "process quality" (customer evaluation of quality
during the service) and "outcome quality" (customer evaluation after the service has been
provided). A final summary of the differences between the perceived and expected service,
consisting of five dimensions, serves as the basis for measuring service quality. The
SERVQUAL model is used to measure perceptions and expectations of service quality in order
to perform the above assessment (Frost & Kumar, 2000). Yasar & Ozdemir, (2022) This
evaluation of service quality was followed up by Gronroos & Helle, (2010) who distinguish
two basic components of service quality: technical quality and functional quality. Technical
service quality is the quality of what the customer actually receives as a result of their
interaction with the company providing the service, and this is important to enable them to
evaluate the quality of the service. Functional service quality describes how the service is
delivered to customers. This perception of quality is harder to measure as it depends on many
subjective factors that are perceived differently by each consumer. Service quality is influenced
by various factors, which can be divided into internal and external factors. According to Sunarsi
et al., (2020), internal factors include staff, facilities in the enterprise, the standard of facilities
and the organisation of work in the enterprise. Another crucial function of internal factors is the
correct organisational structure in the enterprise, which consists of employees, their
responsibilities and powers. External factors are factors that cannot be influenced. This means
economic, political-legal, demographic, scientific-technical and social factors. The long-term
positive impact of high service quality has been confirmed by Lai et al., (2009), whose research
has demonstrated the positive impact of high service quality on brand building and customer
satisfaction leading to high customer loyalty.

One specific field of services is tourism, which is sometimes referred to as the business of
making travellers' dreams and fantasies come true through services that cannot be tried in
advance or returned. The quality of the service can only be evaluated after the service has been
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provided. In addition, service quality in tourism means the result that is compared by the
customer with the dream ideal they shaped in their mind. For this purpose, it is necessary to
know and understand the customer's needs, wishes and expectations. The United Nation's World
Tourism Organization (UNWTO, 2003), which is one of the most important international
organisations that shape awareness of quality among private and public tourism organisations,
defines service quality in tourism as the result of a process that implies the satisfaction of all
the customer’s usual needs, requirements and expectations, at an acceptable price, in
accordance with mutually accepted conditions and basic quality determinants such as safety
and security, hygiene, accessibility, transparency, authenticity, and the harmony between tourist
activities and the human and natural environment.

According to Park & Jeong, (2019), service quality in tourism is related to both the
preparation of the service and its sale. The authors pointed out that quality is driven by both the
seller (travel agents) and the intermediary (tour operators). One important factor in ensuring the
quality of services in tourism is the professionalism of the contact person at the point where the
service is provided and subsequently sold. An inseparable part of service quality in tourism is
passenger transport, where quality is assessed mainly on the basis of the condition of the
vehicle, speed, delays, and the conduct of the staff and driver. Accommodation is also included
in the overall quality of service in tourism. Customers are aware of the quality when they first
enter and come into contact with the staff. They then evaluate their entire stay in the
accommodation facility. Another point in the evaluation of quality in tourism is catering service,
which encompasses several factors. These include the conduct of the staft, the atmosphere and
facilities of the catering establishment, and above all the food on offer. There are also
information services and others (Silvestro & Cross, 2000). According to Seth et al. (2005) a
tourism business may offer a high volume of services coupled with high profitability, yet the
business may gradually lose its competitive advantage due to a decline in service quality.

2. Research methods
A marketing survey was conducted in order to meet the main objective. A combination of
secondary and primary research on the quality of services in the Jizera Mountains was used.
The secondary research identified the parameters to be used for the evaluation of service quality
by the primary research. The primary research then used the identified characteristics to
quantify them in each service area. The data were collected in the Jizera Mountains, using face-
to-face interviews conducted by trained interviewers, who were students of the Faculty of
Economics of the Technical University in Liberec. The Jizera Mountains are located in the
Czech Republic, between the Giant Mountains and the Lusatian Mountains. A part of the Jizera
Mountains lies in Poland, where the range’s highest mountain, Wysoka Kopa (1,126 m above
sea level), is located. The highest peak of the Jizera Mountains in Czech territory is Smrk (1,124
m), below which rises the Jizera River, from which the name of the mountain range is derived.
The regions of Liberec, Tanvald and Frydlant are located near the mountains (visitJizerky,
2023); it is the Swieradow-Zdro6j region on the Polish side.

The respondents were selected using a systematic random sampling method, where
respondents were approached randomly at predetermined locations in the Jizera Mountains.

An original questionnaire was designed for the face-to-face interviews. The aim of the survey
was to obtain 200 completed questionnaires for the defined area. The survey was conducted
from March to May 2023. The first part of the questionnaire focused directly on the evaluation
of services in nine areas: transportation services, attractions for families with children, shopping
opportunities, accommodation services, sports and recreation services, information services,
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cleanliness of the area, service staff and catering services. The questions were scaled, with
respondents answering on a scale of one to five. Descriptive statistics, mean, mode, median and
standard deviation were used for evaluation. Pearson's correlation coefficient, which determines
the specific level of correlation in the interval 0 to 1, was used to ascertain the differences
between the ratings of the Polish and Czech regions. The second part was devoted to sorting
questions related to gender, education and age. The results are presented in the form of graphs
and tables. Pearson's chi-square test was used to evaluate the sorting questions to see if there
were statistically significant differences in the respondents' answers. Critical values are not
presented in the contribution, but only p-value, and the tests were conducted with a significance
level of a=0.05.

3. Results of research

A total of 202 respondents completed the questionnaire in the Jizera Mountains. The number of
people approached was not recorded, so the return cannot be determined. Random citizens using
the selected services were approached, or respondents voluntarily filled in a questionnaire at
the information centres. The results of the research can be divided into two parts according to
the structure of the questionnaires. The first part of the evaluation in the first subsection dealt
with substantive questions that focused directly on service quality. The second part in the second
subsection dealt with the impact of sorting parameters on the resulting assessment of service
quality.

3.1. Quality of services in the Jizera Mountains

The quality of services in the Jizera Mountains was evaluated on both the Czech and the Polish
sides and finally the resulting values were compared. As the survey focused on evaluating the
quality of the services offered, the services were divided into nine areas, which are described
in the research methodology. Respondents rated the services on a scale of 1 to 5, with 1
indicating the highest quality and 5 the lowest quality. If a respondent was unable to rate a
particular service, they entered zero in the questionnaire.

3.2. Quality of service in the Czech part

A total of 200 responses were included in the evaluation of services on the Czech side of the
Jizera Mountains. (2 questionnaires were discarded as they were incomplete). The structure of
the final scores in the nine service areas is presented in Figure 1.
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Quality of services in the Czech part of the Jizera Mountains
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Fig. 1. Quality of services in the Czech part of the Jizera Mountains.

Source: compiled by authors (1 = maximum quality and 5 = minimum quality)

The chart shows that sports services are rated as the highest quality, with 35% of respondents
giving the maximum quality rating. The range of accommodation services and the cleanliness
of the Jizera Mountains exceeded the threshold of 25% in the maximum quality of services. On
the other hand, respondents rated the range of sports services available as minimum quality,
which is interesting and indicates a great deal of heterogeneity in the answers. Transportation
services and shopping opportunities are relatively low quality areas. The mode is highest at a
rating of 2, meaning that most services were rated as very good, with a total of six areas
receiving this rating. Respondents mostly rated shopping opportunities and transportation
services as medium quality with a rating of 3.

The quality assessment included a question about the reasons for visiting the Jizera
Mountains region. The questions were enumerative and respondents could mark multiple
response options. The most frequent reason for travelling to the Jizera Mountains was hiking
and sports, for 76% (152) of the respondents, followed by relaxation for 47.5% (95) of the
respondents and exploring the area for 40.5% (81). Less important reasons included visiting
relatives 3.5% (7) of respondents, work reasons 4.5% (9), and shopping 1.2% (3).

3.3. Quality of service in the Polish part

Parallel to the survey on the quality of services in the Czech part of the Jizera Mountains,
questions were asked about the quality of services in the Polish part. These were the same type
of questions and the same respondents, who were asked about the quality of services in the
Polish part. The evaluation included 106 respondents with experience of the Polish side of the
Jizera Mountains. The structure of the resultant evaluation in the nine service areas in the Polish
part of the Jizera Mountains is presented in Figure 2.
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Fig. 2. Quality of services in the Polish part of the Jizera Mountains.

Source: Compiled by authors (1 = maximum quality and 5 = minimum quality)

Maximum quality was not the mode for either assessment area. 30% of respondents indicated
a high quality of service for catering services, with a rating of 2. The modus of a rating of 2
with high quality was also shown for attractions for families with children, sports services,
transportation services, accommodation services, cleanliness and service staff. Shopping
opportunities and information services have the highest medium service quality with a rating
of 3. On the contrary, the quality of services is low as regards information services and shopping
opportunities in the Polish territory of the Jizera Mountains.

Respondents were also asked about their reasons for visiting the Jizera Mountains in Poland.
The most common reason was hiking and sports 75.5% (80) of respondents. Other reasons were
exploring the area 45.3% (48), relaxation 30% (32) and shopping 18% (19). The values were
not significant with the other reasons.

3.4. Comparison of services between the Czech and Polish parts of the Jizera Mountains

The next step in evaluating the quality of services in the Jizera Mountains was to compare the
quality of services in the Czech and Polish parts of the mountains. Table 1 shows the average
quality ratings in the Czech Republic and Poland. The difference between the averages is
calculated.

The table shows that the differences are not very large, but there are differences in the quality
of the individual service areas. The Polish side does well in two areas, one area is exactly the
same and the remaining six areas are rated as better quality services.

1. Service staff In the Czech territory, the average rating for the quality of service staff was
2.36. In the Polish part, respondents gave service staff an average rating of 2.25. This shows
that respondents had a better experience with service staff in Poland. The difference in service
quality is 0.11.

2. Cleanliness in the area. Respondents gave the quality of cleanliness in the Czech part an
average rating of 2.52. In the Polish part, the average rating was 2.51. These average values are
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not overly different, so we may conclude that the quality of cleanliness in the Polish and Czech
regions is almost the same, with a difference of just 0.01.

Tab. 1. Comparison of average service quality ratings

Service area Czech Republic Poland Difference

Service staff 2.36 2.25 0.11
Cleanliness in the area 2.52 2.51 0.01
Shopping opportunities 2.82 2.82 0

Catering services 2.5 2.63 -0.13
Accommodation services 2.39 2.54 -0.15
Transportation services 2.5 2.66 -0.16
Sports services 2.45 2.63 -0.18
Information services 2.52 2.71 -0.19
Attractions for families with children 2.27 2.55 -0.28
Median 2.5 2.63 -0.13
Average 2.48 2.59 -0.11

Source: Compiled by authors (1 = maximum quality and 5 = minimum quality)

3. Shopping opportunities the results of the survey show that respondents rate the choice and
opportunities for shopping in stores both in the Czech Republic and in Poland with the same
average rating of 2.82. Although Czech residents are also starting to shop mainly in Poland, the
quality and range of shopping opportunities is still the same.

4. Catering services. According to the average rating given by the respondents, the quality of
catering services in the Czech part is better than the quality in Poland. In the Czech part, the
average rating was 2.50. In Poland, these services were rated at an average of 2.63, a difference
of 0.13 in favour of the Czech Republic.

5. Accommodation services. Respondents who stayed overnight in the area had a choice of
hotel, guest house, campsite or apartment. Other respondents did not rate the accommodation
facilities. The results of the questionnaire survey show that the average rating for the quality of
Czech accommodation facilities is 2.39. In the Polish part, based on the respondents'
assessment, the average rating was 2.54, with a difference of 0.15.

6. Transportation services. The quality of transport and transport infrastructure is a key factor
in tourism. Transportation brings tourists to their destination and enables them to use tourism
services. Transportation services are used to transport people to their destination or enable them
to move within that destination. These services include motorways, roads, railways, tunnels,
car parks and various modes of transport.

The results of the questionnaire show that the average rating for the quality of transportation

services in the Czech part of the mountains is 2.50. Despite the fact that there are no tolls on
some motorway sections in Poland, the quality of transportation services in this area is rated
slightly lower. The average rating is 2.66 and the difference is 0.16.
7. Sports services. Sports services can include sports facilities, sports halls, fitness centres, etc.
Respondents rated these services in the Czech part of the mountains at an average of 2.45. In
the Polish part, the average rating was 2.63. These results show that the Czech part of the
mountains has better quality sports services and more sports opportunities. The difference is
0.18.
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8. Information services. Information services include the services of organisations that provide
information. These are information centres, libraries, and also public institutions. Respondents
rated the quality of information services in the Polish part of the mountains at an average of
2.71. In the Czech part, the average rating was 2.52, meaning that the information services in
the Czech part of the mountains are better quality, the difference being 0.19.

9. Attractions for families with children. According to the results of the questionnaire survey,
the average rating for the range and quality of attractions for families with children in the Czech
part of the mountains is 2.27, which is significantly better than in the Polish part, which had an
average rating of 2.55. The overall difference is 0.28. This criterion can already be described as
significantly better on the Czech side of the Jizera Mountains.

The marketing survey showed that the results for the Czech and Polish parts of the mountains
were very similar. The average ratings were higher than 2, but none of them exceeded 3. The
highest average rating of 2.82 was given to shopping opportunities in both the Czech and Polish
parts. Service staff in the Polish part were rated with the lowest number, i.e. as the best quality.
Furthermore, the correlation coefficient between the quality assessment in the Czech territory
and the Polish territory was calculated. The coefficient is 0.69, which is relatively high, and so
we may conclude that there is a correlation between the assessment on the Czech and Polish
territory. According to the results of the questionnaire survey, the quality of services in the
Czech-Polish area can be described as similar and does not differ substantially, although the
median in the Czech part was slightly lower, i.e. better.

3.5. Sorting questions

To determine differences between respondents' perceptions of quality based on
sociodemographic characteristics, the respondents were stratified by age, education, and
gender. Subsequently, statistically significant differences were identified using the Chi-squared
test to identify differences in the ratings between groups. Table 2 shows the division of
respondents and the resulting p-value.

Tab. 2. Distribution of respondents by sorting characteristics

Czech
Education Age Gender
University 45 22.5 14-24 36 18 male 85 42.5
Secondary 113 56.5 25-34 85 42.5 115 57.5
school female
Trained with 31 15.5 35-44 29 14.5
graduation
Trained, basic 11 5.5 45-54 21 10.5
55-64 19 9.5
65 and more 10 5
total 200 100% total 200 100.00% total 100 100%
p-value a=0.05 | 0.15477 p-value a=0.05 | 0.02414 | p-value | a=0.05 | 0.10189
Poland
Education Age Gender
University 28 26.4 14-24 5 4.7 male 46 43.4
Secondary 56 52.8 25-34 41 38.7 60 56.6
female
school
Trained with 15 14.2 35-44 24 22.6
graduation
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Trained, basic 7 6.6 45-54 19 17.9

55-64 11 10.4
65 and more 6 5.7
total 106 100% total 106 100 % total 106 100%

p-value 0a=0.05 | 0.10695 p-value a=0.05 | 0.04254 | p-value | a=0.05 | 0.08977

Source: Compiled by authors (1 = maximum quality and 5 = minimum quality)

To evaluate the impact of the sorting questions, the following hypothesis was established:
HO: There are no statistically significant differences in the answers to the sorting question (age,
gender, education) between the Czech and Polish sides.
H1: non HO

200 respondents participated in the survey in the Czech Republic, 57.5% of which were
women and 42.5% men. The largest proportion of respondents, 42.5%, fell into the 25-34 age
category. The next group comprised respondents in the 14-24 age category (18%). There were
14.5% of respondents in the 35-44 age category, while the fewest respondents were in the 55-
64 age category, accounting for 9.5%, while respondents over the age of 65 accounted for 5%.
More than half of the respondents had a secondary education 56.5%, 22.5% had a university
education, and 21% of the respondents reported an elementary education or professional
training. The resulting p-value showed that the only statistically significant differences in the
respondents’ responses were in terms of age. A more detailed survey found that younger
respondents under 44 years of age gave a higher quality rating to the areas assessed than the
population aged 45 and over.

106 respondents who visited the Polish part of the Jizera Mountains took part in the survey
on the quality of services in the Polish part of the mountains and were able to evaluate the
quality of services. If the respondents are divided by age, 56.6% are women and 43.4% are
men. The vast majority of the respondents, 38.7%, fell into the 25-34 age group, 22.6% of the
respondents were in the 35-44 age group, 17.9% of the respondents were in the 45-54 age group,
and 10.4% of the respondents were in the 55-64 age group. There were fewest respondents in
the over-65 category, and 4.7% of respondents fell into the 14-24 age category. Of all the
respondents, 53% were secondary school graduates, 26% were university educated, and 7%
reported a primary education. The resulting p-value showed that the statistically significant
differences were the same as in the Czech Republic for the age of the respondents. Upon closer
examination, the highest quality is perceived by the youngest groups of respondents under the
age of 24. Respondents aged 55 and over gave relatively lower quality ratings. The other age
groups rated the quality of service in the same way as the average.

4. Discussion
According to Bolton a Drew, (1991); Wilson et al., (2016), who have examined many studies
on service quality, high service quality has a direct positive impact on value as perceived by the
customer. At the same time, high service quality has an impact on the positive evaluation of the
enterprise's image and a direct influence on customer loyalty (Boulding et al., 1993; RaSovska
& Ryglova, 2017) Another important factor is the ease of use of services, which has an impact
on user satisfaction (Filbert et al., 2023) The survey showed a high quality of services in both
the Czech and Polish parts of the Jizera Mountains. This means that visitors become loyal and
see the destination as a quality brand. At the same time, the destination is seen by visitors as a
place of high value.

On the contrary Kotler & Keller, (2012); Narteh (2018) do not evaluate the quality of
service, but evaluate customer satisfaction. The authors define satisfaction as a person's feeling
of pleasure or disappointment resulting from comparing the perceived performance or outcome
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of a product with his or her expectations. In the research presented here, respondents associated
quality with their own satisfaction with the service, which was a consequence of the method
used to question them. The respondents first received the service and then evaluated it. For this
reason, service quality and customer satisfaction can be linked in this research. Also, Ozkan et
al., (2019) acknowledged that satisfaction and service quality work together to influence
intentions and suggested that the higher the perceived service quality and customer satisfaction,
the higher the purchase intentions.

The authors Juwaini et al., (2022); (Mary et al., 2023) have divided up the areas for the
assessment of quality in tourism. These authors are inclined to divide it into just three areas,
which are food, transport and accommodation. However, in the research presented here, the
assessment areas were divided into nine groups, which provided a more detailed overview of
the quality of the services offered. Just like Kerdpitak, (2022), who argues that a more detailed
breakdown of service areas can better identify problematic points in the region.

Conclusion

The aim of the paper was to identify, on the basis of the primary research, the quality of tourism
services in the Jizera Mountains and to compare the quality offered between the Czech and
Polish parts of the mountains. Overall, the results ranged from 2 to 3 in all nine areas. Which
in words can be expressed as ranging from high quality to medium quality. In a comparison of
the Czech and Polish parts of the Jizera Mountains, which was made on the basis of the average
quality of the assessed area, the Czech Republic fared slightly better in the quality assessment,
but the ratings were very similar. The areas rated the highest quality were attractions for families
with children in the Czech part of the mountains and service staff on the Polish side. There was
a relatively high correlation between the assessment results. When evaluating the differences,
the highest difference in ratings was seen in the area of attractions for families with children in
the Czech part.

If the areas are evaluated according to the evaluation structure using the mode, a significant
difference in purchasing behaviour was identified. The respondents indicated significantly
higher quality in terms of purchasing behaviour on Polish territory, which is due to the lower
prices in shops in Poland. The quality assessment also identified the impact of respondent
characteristics on the final rating. Using mathematical induction, statistically significant
differences were identified only in the age of the respondents. After a more thorough analysis
of the responses, was evident that younger respondents rated service quality higher than older
respondents. This result was proven in both parts of the Jizera Mountains.

The aim of the research was fully met by the primary research and the subsequent evaluation.
The results show the considerable appeal of the Jizera Mountains with high potential, which is
already partially fulfilled. This is evidenced by the high rating of service quality. The paper
summarises basic information about the quality of services in the Jizera Mountains in the Czech
Republic and Poland. The resulting information may be useful for service providers in these
regions. At the same time, the data can be used for visitors to these regions or government
officials.
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Abstract: Spa tourism holds significant economic importance for local and regional economies.
It generates tourism revenue, creates jobs, promotes infrastructure development, increases tax
revenues, and stimulates local businesses. This type of tourism can have a lasting and positive
impact on the economic development of regions where spas are located. The main aim of the
presented article is an economic analysis and comparison of selected spa organizations
operating in Slovakia based on secondary data and evaluation of the activity of selected spa
organizations at the International Tourism Fair ITF SLOVAKIATOUR. To achieve this main
goal, we utilized a methodological approach involving the analysis of secondary data related
to the economic impact of spa tourism, followed by an analysis and comparison of primary
sources obtained through in-depth interviews. The main findings include a high proportion of
spa tourism visitors in the overall tourism traffic in the Slovak Republic and a growing share
of revenue generated by spa tourism in the total tourism revenue. Likewise, the result of our
work is pointing out the interest of the selected spa entities in participating in tourism fairs of
an international nature, as well as the relatively high cost in the context of their participation
in the ITF SLOVAKIATOUR.

Keywords: spa tourism, spas, activity of spa organizations, tourism fair, marketing, costs,
comparison

Introduction

John Connell (2006) describes tourism as being about relaxation, pleasure, well-being, and even
health. The spa tourism industry is an area of tourism that lies within health tourism (Mak et al.
2009). As per the findings of Mitrikova et al. (2017), spa tourism is perceived as offering
medical care (as well as preventative health and remedial actions) intended for the alleviation
of physical and psychological human issues. It represents a category of tourism that mandates
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the presence of spa amenities that harness natural therapeutic resources, all while operating
under the medical oversight of experts. Germany, Italy, France, Austria, Switzerland, Czech
Republic, Slovakia, Hungary, Slovenia, Finland, Romania, and Turkey are among the most
frequented locations visited by tourists for the purpose of using spa tourism services (Radnic,
2009). The combination of the therapeutic properties of thermal waters with the concept of
well-being and their promotion in strictly commercial terms is a founding part of these
innovative transformations, implemented in Italy only since the mid-1990s. In fact, the
customer diversification strategies applied by many accommodation facilities previously
protagonists of spa tourism have in a certain way "hidden and cushioned" the structural crisis
of the spa sector, focusing on other forms of tourism (Gregori & Cardinali, 2012).

Spa tourism and wellness represent a significant part of the tourism structure in Slovakia,
and its importance is even more pronounced in the global perspective (KoSikova, 2019). Based
on the identification of the potential of spa tourism according to KosSikova and Litavcova
(2019), it is confirmed that spa tourism in Slovakia has its justification and the participants are
mainly domestic tourists, but the contribution of foreign visitors is also significant. The main
focus of the strategic management of spas should therefore be the support of the wellness
program, which is popular with various visitors and at the same time increases the attractiveness
of traditional spas.

Experiences have begun to be regarded as possessing market worth, and it has come to light
that travelers are inclined to allocate significantly greater funds for experiences that enhance
their state of well-being (Zhang et al., 2023). Today's spa patients travel not only for cosmetic
procedures, surgical operations, but also for non-invasive procedures to improve or support
their health (Ondrus, 2014). To become a component of the emerging market, the administrators
and advertisers of health tourism establishments and locations should comprehend and assess
the manner in which encounters are generated and enjoyed to more effectively cater to the
requirements of travelers. The formulation of encounters is not solely centered on the encounter
per se, but also the encompassing milieu and all significant elements that contribute to framing
the encounter (Chen & Yang, 2022).

1. Methodology
The main aim of the presented article is an economic analysis and comparison of selected spa
organizations operating in Slovakia based on secondary data and evaluation of the activity of
selected spa organizations at the International Tourism Fair ITF SLOVAKIATOUR.

The subject of the study are spa organizations that are licensed by the Ministry of Health of
the Slovak Republic to provide spa care within the territory of the Slovak Republic based on
the document — Operators of natural healing spas and spa treatment facilities in the Slovak
Republic from 2022.

The input data for applying the analysis and economic impact of spa tourism in Slovakia are

basic accommodation statistics related to tourism in Slovakia — Spa Tourism, obtained from the
internet platform SLOVAKIA TRAVEL (2023) and the internet platform FinStat (2023).
The subsequent analysis of selected indicators was conducted based on primary sources
obtained through in-depth interviews with representatives of selected spa organizations who
participated in the International Tourism Fair ITF SLOVAKIATOUR, which took place from
April 20th to April 23rd, 2023.

For the interpretation of the obtained and sorted results, we utilized a graphical method,
through which we transformed the acquired data into graphs and tables.
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2. Results and Discussion - Analysis and Economic Impact of Spa Tourism in Slovakia
Currently, in the Slovak Republic, there are 21 spa towns, housing up to 31 spa organizations
licensed by the Ministry of Health of the Slovak Republic (2023) to provide spa care. Some spa
towns have multiple spa businesses. In terms of regions in Slovakia, the Presov Region has the
highest number of spas, with ten in total. In contrast, the Nitra Region and Bratislava Region
do not have any spas.

Out of the total number of clients in Slovak spas, as much as 90.6 % come from Slovakia.
According to statistics from the SLOVAKIA TRAVEL (2023), the total number of spa visitors
in Slovakia in 2021 was 232,535. Of these, there were 210,777 domestic clients in Slovak spas
and 21,758 foreign clients. In the following graph 1, we can see the trend in the total number
of visitors and the number of their overnight stays in Slovak spas between 2016 and 2021. Until
2019, their number was relatively steadily increasing, but then it sharply declined. The drop in
attendance was primarily due to the onset of the COVID-19 pandemic. From the graph, we can
determine that, on average, each visitor spent 9 nights during their stay in the spas by dividing
the number of overnight stays by the number of visitors.
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Fig. 1. Capacities and Performance of Spas in Slovakia in the Period from 2016 to 2021
Source: processed by the authors according to data by SLOVAKIA TRAVEL (2023)

From a marketing support perspective, it's important to know which countries our visitors
come from. The following graph 2 shows us that the majority of visitors come from neighboring
Czech Republic, followed by Germany, with Poles, Israelis, Austrians, and other Asian
countries following suit.
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Fig. 2. The structure of foreign visitors in Slovak spas in 2021
Source: processed by the authors according to data by SLOVAKIA TRAVEL (2023)

When we compare the following graph 3 with the previous one, we can see that the majority
of visitors travel to Slovak spas from the Czech Republic and then from Germany. In terms of
overnight stays, the top positions remain the same, with differences occurring for other
countries.
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Fig. 3. The structure of overnight stays by foreign visitors in Slovak spas in 2021
Source: processed by the authors according to data by SLOVAKIA TRAVEL (2023)

A very interesting and important statistic for the development of spa tourism is the number
of foreign clients compared to domestic ones, where 93.7 % of all visitors (1,772,623) who
stayed in Slovak spas are Slovaks. However, based on the findings, we can say that we
successfully export spa care services to foreign visitors as well. In terms of popularity among
Slovak visitors in 2021, the top spa destinations were PieStany, followed by Rajecké Teplice,
Trencianske Teplice, TurCianske Teplice, and Dudince. A similar trend is expected in the
coming years.
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The following graph shows revenue from accommodation in Slovak spas for foreign and
domestic guests, where the values have an increasing trend, but only until 2019 (in the case of
foreign visitors, only until 2018), after which they decline. However, in the following year
2021, Slovak spa industry experienced an increase in revenue, primarily due to the growth in
the domestic client segment.
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Fig. 4. The development of revenue from accommodation in Slovak spas for domestic and foreign spa guests (in
EUR).
Source: processed by the authors according to data by SLOVAKIA TRAVEL (2023)

In the business sphere of tourism in Slovakia, there is a developed competitive environment,
predominantly consisting of small and economically weaker enterprises that primarily provide
accommodation and catering services. The establishment of larger companies that would play
the role of market leaders in terms of quality, innovation, and the country's image is progressing
with insufficient momentum. The central problem faced by Slovak hotels is their lower year-
round occupancy rate, which stands at approximately 26.2 %, while, for example, the
occupancy rate of spa accommodation facilities can reach up to 50.2 %.

Spa tourism constitutes a significant portion of the total revenue for the Slovak Republic, as
indicated by graph 5, which shows that revenues from spa tourism during the period (2016 —
2021) averaged 15.3 % of the country's total revenue. The highest share was recorded in 2021,
at 18.7 %.
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Fig. 5. The share of spa tourism in the total revenue of the Slovak Republic
Source: processed by the authors according to data by SLOVAKIA TRAVEL (2023)

In the following section of the presented article, we will analyze selected spas operating
within the territory of the Slovak Republic and Czech Republic:

The Spa Brusno is located in the valley of the Slovak Ore Mountains, northeast of
Banska Bystrica, on the northern slopes of Vepr. The spa's greatest pride lies in its clean
air, undisturbed tranquility, and the beautiful surrounding nature, where one can relax,
forget about daily worries, and fully enjoy moments of peace and relaxation.
According to the statistical portal FinStat (2023), the spa employed 100 — 149
employees in 2021. Data published on the FinStat portal (2023) shows that in 2018, the
spa reported a negative profit of EUR -97,548 and revenue of EUR 1.80 million.
Liptov not only offers a wealth of cultural and historical landmarks but also a multitude
of mineral springs that are utilized for therapeutic purposes. Spa Luac¢ky lying on the
limits of regions Liptov and Orava is the one of oldest in Slovakia. It is popular for it
provides complete therapy of gynaecological diseases, and it is the only spa in the
county specialised in womens diseases.

According to the statistical portal FinStat (2023), the number of employees in the spa
industry in 2023 ranged from 150 to 199. It is particularly interesting to observe the
profit of the spas in this case, as in 2020, the spas incurred a loss, whereas in 2022, they
reported a profit of 1.32 million EUR. Revenues reached 8.24 million EUR in 2022.
Royal SPA is a Czech family chain of spa hotels and resorts. They have been operating
in the Czech market for over twenty years. In all of their hotels, they provide top-notch
spa care that combines the use of natural healing resources with traditional medicine.
To achieve the best results and the effect of spa treatment, they have developed their
own holistic approach based on years of experience, called Health Balance Point.

The healing springs of Spa Slia¢ boast a history of over 700 years of beneficial effects,
thanks to the unique composition of their water. The mineral springs of Slia¢ have an
isothermal temperature of 33.3 °C and a high content of CO2, making them a true global
rarity. There are only three places in the world with a similar composition of healing
waters, namely in Argentina, Australia, and Spain.

According to the statistical portal FinStat (2023), there were 100 — 149 employees in
the spa industry in 2023. Data published on the FinStat portal (2023) shows that in 2022,
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the spas reported a negative profit of EUR -1.96 million and revenue of EUR 3.45
million.

e Lovers of walks in parks and landscape of spas should visit the Spa of Tren¢ianske
Teplice with wonderful setting in the StraZzovské vrchy Mts. in the west of Slovakia. It
is its situation amidst nature and its hot mineral springs, which won it the attribute of
the “pearl of the Carpathians”. The therapeutic care at Spa of Trencianske Teplice has
a long-standing tradition and is primarily based on the utilization of natural sulfur
thermal water. According to the statistical portal FinStat (2023), the spas employed 250
— 499 employees in 2023, and the profit of the spas in 2022 amounted to EUR 90,830.
The revenues of the spas reached a value of EUR 14.85 million.

e In the Turiec region, you can find one of the oldest spas in Slovakia — Spa of

Turcianske Teplice, which is unique in its location. It is situated directly on a thermal
mineral water spring. The total accommodation capacity comprises 795 beds spread
across several accommodation facilities within the spa.
According to the statistical portal FinStat (2023), the number of employees in the spa
industry in 2023 ranged from 200 to 249. Data published on the FinStat portal (2023)
shows that in 2022, the spas reported a negative profit of EUR -1.41 million and revenue
of EUR 10.78 million.

3. The presence of selected Spa entities on the ITF SLOVAKIATOUR 2023
In this part of the paper, we will focus on some aspects of the selected Spa entities — Spa Slia¢,
Spa Trencianske Teplice, Spa TurCianske Teplice, Spa Lucky, Spa Brusno, Royal SPA. We
will deal with their activity at the fairs, the staffing of the ITF SLOVAKIATOUR fair as well
as the size of their stand that they used at the fair.

The addressed subject, Spa Slia¢, appeared at the ITF SLOVAKIATOUR for the second
time in the period 2020 — 2023 at this very place. They decided to participate again only this
year 2023. In past years, they participated more in cooperation with DMO Central Slovakia. In
the past, they also participated in fairs abroad, but in recent years, they have not participated at
all. During these years, they always participated only in the form of their own stand.
Approximately 3-4 employees participated in the preparation of the fair. One person was in
charge of communication before the fair, the others got involved according to the instructions.
As for the implementation of the fair directly in Incheba, it was about 2 authorized workers who
represented the company at the fair. They stayed at the fair the whole time, without alternating
with other colleagues. The director also visited the stand personaly during one of the day of the
fair. At the fair, they had quite a small stand, namely 6 square meters.

The company Spa Trencianske Teplice perceives fairs as part of marketing and they take
it as an great opportunity. In the date range of 2020 — 2023, they continued to participate in
trade fairs in which it was possible to participate. The director of the company mostly
participated in the foreign ones. In total, they manage approximately 20 trade fairs per year.
They also go abroad, where they have participated in fairs in, for example, Austria, Israel,
Russia, Germany. In 2023, they have so far participated in fairs in Vienna, in Bratislava at
SLOVAKIATOUR but also at Agrokoplex in Nitra. They assessed that fewer and fewer
companies and entities participate every year, which they attribute mainly to the COVID-19
pandemic and from the point of view of lack of funds. In 2022, it was said to be the worst. This
year they saw a change in attendance. They are rarely at trade fairs only for their own business.
They mostly attend in cooperation with DMO’s or SLOVAKIA TRAVEL. Contact with people
as colleagues is important for them, as well as a way to compare prices, offers, and establish
various collaborations. About 10 people participated in the organization and preparation of
participation in the ITF SLOVAKIATOUR fair. They were people from various departments
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such as marketing, finance, reservations, etc. The Trencianske Teplice stand had a square
footage of 8 square meters.

Spa Turc¢ianske Teplice took part in the fair after about 3 years. They no longer perceive
fairs as an opportunity to attract new customers, but rather only to maintain friendly business
relations. They decided that they see the vision more in workshops, smaller events where they
have a greater opportunity to acquire a new business partner. In previous years, they did not get
any cooperation at any fair. They wanted to show themselves at the ITF, but they don't see the
potential to participate in something similar abroad and prefer to focus on smaller projects. For
the past years, they went to, for example, Vienna, Brno, Warsaw. At the moment, they have no
plans to participate in others, only if an interesting offer comes along. About 4 employees and
an external company that prepared everything on the first day of the fair took part in the entire
participation. The exhibitor's stand had a total of 12 square meters.

Since Spa Lucky focuses mainly on Slovak clientele, and another target group is clientele
from neighboring countries, the fairs they have participated in in recent years have been mainly
located here, in Slovakia. In addition to SLOVAKIATOUR, they participated in, for example,
the Agrokomplex exhibition in Nitra, and as far as foreign countries are concerned, in previous
years they visited, for example, Belarusian Minsk with their stand. However, they would also
like to participate in exhibitions in Prague or Vienna in the coming years. Two employees were
sent to the fair itself. The size of the stand at the ITF SLOVAKIATOUR 2023 was 3 square
meters. The stand in question belonged to the less spacious ones, it was more difficult to find.

Royal SPA participates in many fairs in the Czech Republic and Slovakia. However, this
year they also presented themselves in Vienna and plan to expand their scope at fairs to other
more distant countries in the EU. Three employees participated in the entire preparation and the
fair itself. The size of the stand at the ITF SLOVAKIATOUR 2023 was 5 square meters. It was
an average-sized stand accessible from two sides.

Spa Brusno has participated in various fairs for the past 3 years and has a wealth of
experience. As in previous years, this year they also took part in the ITF SLOVAKIATOUR
fair, where they presented themselves through banners, posters and brochures. However, their
stand did not have a fixed structure, but they only rented an area where they brought advertising
materials. Furthermore, they regularly participate in fairs in Prague, Saudi Arabia, Kuwait, the
Arab Emirates, Oman and Libya. With their own stand, they try to attract attention only on the
Slovak market and on the ITF SLOVAKIATOUR and occasionally in Arab countries. At trade
fairs in the Czech Republic, they are part of SlovakiaTravel, and in Arab countries they are
presented under CzechTravel in most cases. We learned that they do not have permanent
employees who would be dedicated only specifically to fairs or similar events, but the
preparations for the fair are usually attended by two people, namely from the marketing and
sales departments. These two persons are also sent to the fair itself. The dimensions of the
rented area were 4 square meters.

The following table provides a comparison of costs (in euros) for different cost categories
across five subjects: Kupele Slia¢, Kupele Trencianske Teplice, Turcianske Teplice, Kupele
Lucky, and Royal SPA. We acquired the data through interviews directly with the exhibitors,
while those that they could not provide us are marked in the table as N/A.
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Tab. 1. Total costs of spa entities present at the ITF SLOVAKIATOUR 2023

Costs (in €)/ Spa Spa Slia¢ Spa Spa Spa Lucky Spa Royal SPA
Trencianske | Turcianske Brusno
Teplice Teplice
Rental expenses 1554¢€ 1 800 € 3000 € 2200 € 1200 € 3000 €
Personnel salary 200 € 300 € 300 € As apart of | Asapartof | Asa part of
expenses for the working working working
entire team hours hours hours
Material and 300 € 150 € N/A (used 400 € N/A N/A (used
technical (printed just existing They print existing
expenses discount materials) them by materials)
coupons) their own
Transportation 56 € 170 € 130 € 60 € N/A 120 €
to and from (including
Bratislava parking)
Accommodation 286 € 0 € (they 800 € 350 € 500 € N/A
expenses traveled
every day)
Employee meal 122 € 200 € 200 € N/A N/A Covered
expenses during (Perdiems according
the fair according real
the law) expenses
Other relevant N/A N/A 1570 € 100 € N/A N/A
expenses (costs (rental of
associated the stand +
with an help with
external the
company that | assembly of
arranged its structure)
everything
for them at
the fair)
Total Cost 2518¢€ 2 620€ 6000 € 3110€ 2500€ N/A
(more than
3120€)

Source: processed by the authors based on the interviews at ITF SLOVAKIATOUR (2023)

Based on the data presented, it can be concluded that the participation of spa companies in
tourism fairs is a relatively large cost item. The entity that spent the most financial resources on
its activity at the ITF fair is Spa Turcianske Teplice, which amounts to 6 000 euros. We attribute
this to the fee for renting larger spaces in the Incheba Expo Arena compared to competitors, as
well as the outsourcing of certain services to an external company. On the other hand, in the
case of the remaining entities in Slovakia, the amount of total costs for their participation at the
fair ranges from 2 500 to 2 620 euros. In the case of the Spa Brusno, we know the total amount
of costs, but the exhibitors could not provide us with information on the amounts for selected
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cost items. In the case of the subject Royal SPA, the cost is currently calculated at 3 120 euros,
but it is necessary to expect higher costs, about which the exhibitors could not give us more
information.

Conclusion

Spa tourism has a long-standing tradition in Slovakia, attracting a significant number of people
to these spa facilities. The role of these spa establishments is to offer services that help improve
the health of their customers. Spa stays have gained immense popularity in recent times, with a
high demand for them. Clients who visit spas for therapeutic purposes typically spend several
days at these facilities. The main aim of the presented article is an economic analysis and
comparison of selected spa organizations operating in Slovakia based on secondary data and
evaluation of the activity of selected spa organizations at the International Tourism Fair ITF
SLOVAKIATOUR.

According to the analysis of statistics conducted, it was found that in 2021, the total number
of visitors to spas in Slovakia was 232,535, with as many as 90.6 % of clients coming from
Slovakia. The data show that the highest number of visitors come from neighboring Czech
Republic, followed by Germany, and then Poland, Israel, Austria, and other Asian countries. In
terms of popularity among Slovak visitors in 2021, the top spa destinations were PieStany,
followed by Rajecké Teplice, Trencianske Teplice, Turcianske Teplice, and Dudince. A similar
trend is expected in the coming years. Spa tourism constitutes a significant portion of the total
revenue of the Slovak Republic, with the largest share recorded in 2021, amounting to 18.7 %.

Based on our findings, it can be concluded that the pre-selected spa enterprises show
sufficient interest in promotion at tourism fairs. Whether it is the promotion of individual
subjects independently, or as part of a certain destination management organization, or the main
state agency for the support and promotion of tourism — SlovakiaTravel. A rather positive and
surprising finding for us was the participation of Spa Brusno in far away exotic destinations
such as Saudi Arabia, Kuwait, the Arab Emirates, Oman and Libya.

The researched spa entities that participated and presented themselfs at the ITF
SLOVAKIATOUR tourism fair in order to communicate their product on the B2B and B2C
levels spent considerable financial resources on this activity. Spa TurCianske Teplice spent
sovereignly the most of the researched entities, with a total value of 6 000 euros. The largest
cost items for exhibitors were space rental, exhibitor accommodation, or outsourcing of services
to external companies. It is indisputable that the presentation of spa companies at tourism fairs
is of great importance, despite the relatively high cost, it represents an opportunity for
establishing new partnerships with tour operators or other important stakeholders in the tourism
industry.
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Abstract: This study forms part of the debate regarding the relevance of using industrial
heritage as an engine for tourism development. Industrial cultural heritage is an important part
of cultural tourism, especially in industrial countries. Focusing on quantitative growth of
cultural tourist is important to focus on changes in visitors' behaviour towards industrial
cultural heritage, their motivation as well as requirements on this type of product. As an
important factor should be considered changes in the thinking of residents and visitors towards
industrial heritage and their preservation as a tool of sustainable tourism development. The
paper builds on these statements and presents and overview of industrial cultural heritage as
the sustainable tourism product and the requirements of its visitors. The aim of the paper is to
present the possibilities of using the creative industry in the reconstruction and conversion of a
historically valuable industrial monument, its potential in expanding the range of services in
the destination and in co-creating the brand as a destination. The framework is tested in the
Ruhr area and in industrial heritage Landschaftspark Duisburg, Germany. The Ruhr area and
the Landschafispark Duisburg-Nord were chosen as an example of the intensive development
of the tourism industry in the heavily industrial region proven by the increasing tourist numbers.
The study concludes that the industrial cultural heritage and its revitalisation can be the driver
of more sustainable tourism development and can encourage more equitable urban and
economic development processes that contemplate the reasonable use of the industrial heritage
that constitutes the bedrock of the destination’s identity.

Key words: Cultural Heritage, Preservation, Sustainability.

Introduction

The concept of cultural heritage started out at the centre of the international debate, mainly in
relation to its protection. The discussion intensified after the Second World War, which had
caused extensive damage to cultural heritage. Nowadays, as European Commission highlights,
for improving the resilience the tourism sector and fulfilling the goals for cultural heritage, it is
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necessary to mobilize cultural heritage assets in a new innovative way. One of these new
approaches can be restoration of industrial heritage as a part of cultural heritage and its better
involvement with tourism sector. Industrial heritage is not only about identity, memory,
traditions, and labour movements; it belongs to cities, sites, and their transformations. Historic
factory buildings and infrastructure changed Europe’s cities from the late eighteenth to the
twentieth century. Most European companies involved in the textile, coal, or metal industries
ceased, reduced, or relocated their production within the last thirty to forty years. Consequently,
many production sites and buildings lie abandoned (Oevermann, 2018). The highly relevant
question is how to transform them into present-day purpose? One of the possible re-use is as
the tourism products.

Tab.1: Tourist arrivals and overnight stays in Ruhr region 1998-2022

Year Arrivals | Overnight stays of visitors
1998 2235632 4444872
1999 2348587 4617225
2000 2319843 4677652
2001 2394548 4780054
2002 2357477 4670952
2003 2396364 4656762
2004 2571497 5219226
2005 2638101 5220552
2006 2845747 5435114
2007 2947513 5697157
2008 3098906 5981141
2009 3031068 5777495
2010 3429162 6527684
2011 3488394 6787314
2012 3571667 7026396
2013 3646977 7210698
2014 3753513 7377303
2015 3816658 7445708
2016 3932906 7703935
2017 4138263 8015480
2018 4281773 8273920
2019 4443997 8637659
2020 1939856 4401673
2021 1975166 4681846
2022 3734403 7638803

Source: own study.

In the 80s of the 20th century, the future of several industrial monuments in the world was
uncertain, some of them were even considered to be torn down. The high financial costs
required for the liquidation of large industrial complexes and the environmental burden
associated with the removal were the reasons for their preservation. The creative re-use of
industrial areas has sparked significant interest in a novel category of architecturally
unattractive and skyline-disrupting structures. A notable example can be found in the
transformation of the industrial Ruhr region in North Rhine-Westphalia, Germany, into a
service-based sector. In 2021, the Statistical Office of North Rhine-Westphalia (IT NRW)
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reported that the proportion of the workforce employed in industry in this Federal Republic has
decreased by half, now standing at 25 percent since 1946. Alongside social services and the IT
sector, a substantial portion of services has been channeled into the tourism sector, as evidenced
by the surge in overnight stays and tourist visits (Table 1). From our perspective, de-
industrialization of the entire Ruhr region was made achievable by embracing opportunities
outlined by certain authors (Soyez 1986, 2006; Schmidt 1988; Mayer et al. 1989, 1994; as cited
in Neumann, Trettin, & Zakrzewski, 2012) - these opportunities involved bolstering an
appreciation for industrial history, fostering local identity, and enhancing the image of cities
and metropolitan areas in the Ruhr region.

The research methodology is based on the exploratory case study approach to investigate the
methods and strategies used to convert an industrial monument Landschaftspark Duisburg Nord
into a sustainable product of tourism. The aim of the paper is to point out the changes in the
behaviour of visitors to the Ruhr region influenced by the decades-long structural changes of
the region and the long-term change in its image, which are reflected in the increased interest
of visitors to this region. The study also shows how can be the unused potential in the form of
industrial cultural heritage transformed into a successful product of cultural tourism with the
implementation of innovations and thus actually fulfill the goals of sustainable tourism
development.

1. Theoretical background
Cultural heritage is not only varied and dynamic (Van Velthem et al., 2017) but also variable
and uncertain. It includes all aspects of the environment resulting from the interaction between
people and places through time (Convention on the Value of Cultural Heritage for Society,
2005). In the context of tourism can be cultural heritage define as ,,a group of resources inherited
from the past which people identify, independently of ownership, as a reflection and expression
of their constantly evolving values, beliefs, knowledge and traditions”. Cultural heritage
tourism has become increasingly popular, with 40 percent of current travellers identified as
“cultural tourists” (Global Heritage Fund, 2019) participating in a cultural visit or activity as
part of their stay. It brings multiple economic benefits, for instance boosting businesses and tax
revenue, creating new sources of development and income, jobs, events, and attractions, thus
helping diversify the local economies (Ocon, 2021 In Borin et all., 2021). However, cultural
tourism growth has been accompanied by seasonality of demand, concentration of tourism
flows, leading to oversaturation, exceeding carrying capacity and environmental sustainability
(Capocchi et al., 2019). In order to, sustainable cultural tourism presents a major paradigm in
tourism research and industry practises, based on the balance among economic, sociocultural
and environmental sustainability (Mihalic, 2020). Cultural tourism becomes sustainable when
can expand its dominion beyond the economic realm and embrace human development by
incorporating concepts such as cultural values, cultural diversity and cultural significance of
destinations (Milan, 2019).

In the context of changes in tourism approaches, cultural tourism can be considered as a
distinct example of the potential paradigm shift in the tourism industry. Over the last 20 years,
tourism has become a significant source of economic and social development. The
competitiveness of the tourism industry will largely depend on its capacity to meet the need and
visitors” demand to become more sustainable. Their key interests in selecting destinations are
nature (41 percent) and culture (42 percent). Other surveys also show that 65 percent of
travellers would be interested in engaging with authentic experiences related to local culture
(European Commission, 2022). These surviews highlight the importance of cultural tourism
and its assets and services as well. The dichotomy between preservation and enhancement of
cultural heritage has been one of the crucial topics on cultural tourism (Gonzdles, 2018;
Seraphin et al., 2018; Borin et al., 2022). The academic debate as well as the strategic
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documents published by European Commission resulted into transition of tourism based on
research, data and innovations. The aim should be to include cultural heritage as one of the
pillars of the sustainability (Jagodzinska et al., 2015; Soini & Dessein, 2016) and to strength
the resilience of tourism sector at all (European Commission, 2022). All these factors are
crucial for further sustainable development of cultural tourism, which important part consists
of industrial cultural heritage. In recent decades, the phenomenon of abandoned industrial
buildings has taken on significant dimensions in around the world, with social, urban, and
inevitably economic ramifications. The International Committee for the Conservation of the
Industrial Heritage (2023) defines industrial heritage as “the remains of industrial culture which
are of historical, technological, social, architectural or scientific value. These remains consist
of buildings and machinery, workshops, mills and factories, mines and sites for processing and
refining, warehouses and stores, places where energy is generated, transmitted and used,
transport and all its infrastructure, as well as places used for social activities related to industry
such as housing, religious worship or education”.

Now, sustainable tourism presents a major paradigm in tourism research and industry
practises, based on the balance among economic, sociocultural and environmental goals
(Mihalic, 2020; in Kvasnova, Marci$, 2022). Sustainability may be defined as a criterion for
the long-term survival prospects of any desirable human arrangement (Universal Declaration
on Cultural Diversity, 2022, p. 10). With the rapid growth of cultural tourism many tourism
destinations suffer from the negative effects of tourism development, resulting in degradation
of cultural heritage, lost of cultural values and the quality of life of residents (De Luca et al.,
2020). Furthermore, numerous scholars argue the implementation of new approaches based on
innovations in managing cultural tourism responsibly (Jagodzinska et al., 2015; Soini &
Dessein, 2016; Seraphin et al., 2018; Gonzales, 2018; Milan, 2019; Capocchi et al., 2019;
Mihalic, 2020; European Commission, 2021). Product, process, managerial, marketing and
institutional innovations are the most significant types of innovations in tourism sector
(Hjalager, 2010). To keep the sustainable goals as the example of innovations can be presented
transformation of industrial heritage into tourism product.

2. Methodology
The study is based on the exploratory case study approach with aim to examine the
transformation procesess of ironwork Duisburg-Meiderich into Landschaftspark Duisburg
Nord. This study applied a combination of qualitative and quantitative research. For collecting
data about the conversion of Landschaftspark Duisburg, current offer in tourism products, and
how the residents and visitors changed their relatioship to the industrial image of the city
Duisburg we undertook field research directly in Landschaftspark Duisburg and in other places
in the Ruhr region. Field research lasted from June 19" until June 23" 2023. Part of the research
was a cycling trip on the Route Industriekultur, guided tours in Landschaftspark Duisburg-
Nord, Deutsches Bergbaumuseum Bochum, visiting view point Forum:Terra Nova Hambach (a
surface coal mine). Except of participative observing the natural environment of
Landschaftspark and other parts of the Ruhr region, interacting with residents, we also made a
semi-structured interview with Lena Sieler, Public Relations Manager of Duisburg Contor
Hallenmanagement GmbH (a company managing the Landschaftspark Duisburg Nord). We
have sent in advance via email the topics of the interview. The questions were contextualised
to reflect the selected issues about the transformation of industrial heritage (not only) into
tourism product:

1. What was the history of Landschaftspark Duisburg-Nord?
2. What was the most imported stimulus for the conversion?
3. Who financed the transformation of the park?
4. What are the most popular events in the park?
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Do the local people accept the conversion of the park?

Who are the visitors?

Is it not dangerous to walk in the park (especially after the sunset)?
8. How does the sustainable funding of the Landschaftspark work?

Interview took part on June 21, 2023 in Landschaftspark Duisburg-Nord after a guided tour
around the Landschaftspark Duisburg. The interview lasted 2 hours and the responses were
recorded manually for later analysis. Responses from the interviewee were completed with the
secondary data from Metropole Ruhr Tourismus — office and the Statistical Office of the Federal
Republik North Rhine-Westphalia (it.nrw), with web page of Landschaftspark Duisburg-Nord
and types of services not only for visitors, but for residents as well.

Nowm

3. Case study

This paper pursues the goal to investigate the methods and strategies used to transform an
industrial monument Landschaftspark Duisburg-Nord into a sustainable product of tourism.
With the entire Ruhr region, they represent an example of the successful transformation of
heavy industry into the service sector. The case study is divided into 2 parts - in the first part
we characterize the Ruhr region, present the statistics of visitors and overnight stays since 1998
until 2022. And in the second part we describe the development of the conversion of the
Landschaftspark Duisburg-Nord, we present the services offered in the converted park and a
table of the attendance for the last 10 years.

3.1. Analysis of the Ruhr region
Ruhr region (German: Ruhrgebiet) is an urban region in German Federal Republic of North
Rhine-Westphalia and, with its population of over 5,1 million (according to RVR), is she the
largest urban area in Germany. The largest and most significant cities within this region are
Dortmund, Bochum, Duisburg, Essen. Until the mid-19th century, the Ruhr region was
primarily agrarian. The history of the coal, iron and steel industry dates back to the latter half
of the 18th century, but the intensive period of industrialization occurred in the 19th century.

Thanks to abundant deposits of ironstone, hard coal, and iron ore, the region evolved into
the largest industrial hub in Europe. Various mining operations (such as Zeche Zollverein,
operational from 1847 to 1986, once the largest and most potent coal mine globally), ironworks
with blast furnaces (e.g., Duisburg — Meiderich, operational from 1901 to 1985), and other
heavy industrial enterprises were established, accompanied by substantial investments in
transportation infrastructure. In Essen alone, there were approximately 260 mines. During this
period, notable entrepreneurs, including August Thyssen (Duisburg — Meiderich, rolling mill
Styrum, August Thyssen-Hiitte, among others), founded their businesses in the Ruhr, laying the
foundation for the internationally renowned iron and steel conglomerate ThyssenKrupp AG and
the energy giant RWE.

At the start of the 19th century, the Ruhr area had a population of just around 220,000
residents. By 1905, this number had surged to 2.6 million, and in 1967 (the peak of the steel
and coal industry in the region before the crisis), it reached 2.7 million. Another period of rapid
economic growth occurred in the 1950s. However, the coal crisis struck in 1958, leading to a
significant loss of jobs, with over half a million miners in 1950 reduced to 200,000 in the 1970s.
A global economic crisis hit in 1973, prompting the transformation of the entire region from
heavy industry into a service and high-tech sector. As part of this transformation, tourism has
successfully established itself as a key service segment. Since the 1990s, the Ruhr region has
experienced a significant increase in overnight stays and tourist arrivals (Tab. 1).

The preservation of a large numbers of closed and unused industrial plants significantly
influenced this rebirth. We mention Landschaftspark Duisburg-Nord (will be presented later in
the study), UNESCO-World heritage Zollverein, Gasometer Oberhausen, and other. The variety
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and creativity of the conversions makes possible to create a wide range of tourism products - in
addition to guided tours, there are exhibitions, concerts, festivals, thematic markets, open air
cinema, shopping, gastronomy etc.

For the transformation of Ruhr region was the most significant tool the Internationale
Bauausstellung (IBA) Emscher Park (1989-1999), a ten-year plan of the Federal Republic of
NRW to overcome the crisis in the northern part of the Ruhr and the impetus for the economic
revival of the entire region. In addition to architects and urban planning experts, several cities
and municipalities of the region, companies, interest associations and citizens were involved in
this plan. About 2.5 mil. EUR was invested in the transformation within the 10-year plan, two
thirds of it from public finances (Latz, 2016). The most important aspects and projects that
significantly contributed to the successful transformation are considered to be (Neumann &
Trettin & Zakrzewski, 2012):

- on a global scale, an exceptionally large number of various industrial monuments
transforming into exhibitions, museums, cultural events, and major events;

- inscription of the Zeche Zollverein coal plant and coke plant in Essen as a UNESCO
World Heritage Site (2001). In 2010, it was visited by 2.2 million visitors (Zollverein,
2023);

- alarge number of scientific and cultural centres such as universities, theatres, museums,
galleries, etc.;

- internationally known music, theatre and film festivals;

- numerous attractions for business, MICE tourism but also shopping tourism in
conjunction with large-scale cultural or sporting events;

- Ruhr 2010 as the European Capital of Culture. A record number of tourists visited the
Rubhr region this year (6,5 mil. comparing with 5,7 mil. from 2009 (Tab. 1)). Similar to
the title European Capital of Culture in 2010 increased number of visitors can be
observed also in 2017 (8 million compared to 7.8 million in 2016) when the Ruhr region
won the European Green Capital Award 2017 (Tab. 1).

The thematic route “Route der Industriekultur” is another key product of transformation. It
is a project connecting 57 of the most important and tourist-attractive industrial sites of the Ruhr
(6 large locations/monuments: Landschaftspark Duisburg-Nord, Gasometer Oberhausen,
UNESCO-Welterbe Zollverein, Nordsternpark Gelsenkirchen, Jahrhunderthalle Bochum und
Coking plant - Kokerei Hansa), places with panoramic views and important residential areas
for workers working in factories and mines. In total, routes lead to more than 900 monuments
of industry and technology. A special status in the region have 700 kilometres of cycling roads.
Route der Industriekultur presents an important attribute —it unifies and simplifies the
organizational activities of various regional organizations, for visitors and brings varied
package of services (Neumann & Trettin & Zakrzewski, 2012). In this way smaller villages and
non-central parts of cities are also included in the package of services and can profit from the
transformation (Route Industriekultur, 2023).

From the strategic point of view plays important role for the Ruhr region regional planning
and development. Initiator and coordinator of development projects ist the Regionalverband
Ruhr (RVR; Association of Towns and Municipalities of the Ruhr Region) and its subsidiary
Ruhr Tourismus GmbH, which is in charge of Kulturmarketing for the Route Industriekultur
and is an important support point for smaller service providers in the tourism industry in the
region (RVR, 2023). As part of regional marketing, there was created for the Ruhr region unified
name - Metropole Ruhr. Primarily to support the cultural cooperation of cities and smaller
regions of the Ruhr (Metropole Ruhr, 2023). Because of this strategic approach of planning and
the cooperation of different stakeholders the region can be presented as the best practice in
transformation of industrial cultural heritage not only into tourism product resulting in
sustainable development of Ruhr region at all.
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3.2. Analysis of Landschaftspark Duisburg-Nord
The northern part of Duisburg, like the entire Ruhr area, remained predominantly agricultural
until the mid-19th century (Winkels & Zieling, 2009). However, starting in 1850, the Ruhr area
witnessed a rapid industrial expansion in pig iron and steel production, thanks to the advent of
railways, advancements in mechanical engineering, and increased military demand. The shift
from agriculture to heavy industry was instigated by August Thyssen, who established a blast
furnace plant in Duisburg-Meiderich in 1901. Subsequently, between 1906 and 1912, a worker
settlement consisting of two to three-story buildings was constructed near the factory. Due to a
global steel crisis, the Thyssen Ironworks in Duisburg-Meiderich closed its doors in 1985. The
remaining 300 employees (down from around 1,000 in the 1960s) were offered alternative
positions in other Thyssen factories, and a social plan was put in place to support the workers.
Following the final closure of the steelworks in April 1985, there was consideration of
demolishing the factory. However, the monument preservation authority was approached to
assess its historical value. Despite the relatively low awareness of the value of industrial
monuments at that time, the local heritage fund (Amt fiir Denkmalpflege im Rheinland) decided
in 1988 to preserve it.

After the steelworks was finally closed in April 1985, there was considered to demolish the
factory. Nevertheless the monument preservation authority was applayed to examine its value
as a monument. Although awareness of the value of industrial monuments was that time
relatively low, the local heritage fund (Amt fiir Denkmalpflege im Rheinland) decided in 1988
to preserve it. In the detailed professional evaluation document (1993) was written that

the Ironworks Duisburg - Meiderich documents the importance of the western Ruhr area as a historic
steel location, and with its blast furnaces, bunker systems, inclined elevators and casting halls
illustrates the complete production process from the delivery of raw materials to the removal of the
pig iron and slag of the second wave of the founding of the iron and steel industry at the turn of the
century (Latz, 2016).

The concept of establishing a city park in the area took shape. In 1991, the international
landscape architecture competition was won by Prof. Peter Latz and his firm. They were
entrusted with the planning and execution of the Landschaftspark. The underlying philosophy
was "to create a natural park accessible to residents, utilizing an authentic factory complex for
educational, recreational, and event purposes, while ensuring its long-term preservation. This
resulted in an aesthetically captivating space, juxtaposing industrial structures with various
types of plants" (Latz, 2016).

According to the manager, the primary incentive for retaining the factory was the fact that
the demolition costs exceeded the expenses of preservation. The conversion project received
funding from a public entity, the Landesentwicklungsgesellschaft (a community interest
company for regional development), the city of Duisburg, and the Rheinischer Verein Ruhr (a
civic organization dedicated to monument and landscape preservation). The park was officially
opened to the public on June 17, 1994, covering a total area of 180 hectares. The park features
30 kilometers of footpaths and cycling routes, with details of individual factory structure
conversions provided in the table below (Table 2).

The park” premises are open 24 hours. Certain areas within the park are accessible
exclusively with guides or reserved for special occasions. There are secluded and dimly lit
corners as well as remote sections across the extensive park grounds.

The interviewed manager noted that over time, the local community has developed such a
close and loyal connection with "their" park and monument that active social vigilance ensures
the place remains safe, clean, and welcoming for visitors. During our field research, we
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observed that even in the darker sections of the park at night, groups of tourists illuminated by
torchlight, participating in guided night tours, contribute to a sense of security.

Tab. 2 List of converted objects and their new purpose

Original purpose New purpose

Main switching house Visitor’s centre, restaurant, administration

Blower house complex Theatre (stage)ttheatre hall

Old administration Hostel

Castin hall Open air cinema with foil cushion roof

Power plant Hall for 4,200 visitors (for conferences, concerts, big events)
Casting house Hall (545m? for concerts, theatre, large-scale film shows)
Store room Meetings, seminars

Gasometer Sport diving centre

Ore storage bunkers Alpine climbing garden, gardens for relaxing

Blast furnace Viewing tower

Blast furnace 1,2+casting house | High ropes course

Blower hall+ Casting hall Multifunctional playgrounds

Source: own study.

The interviewed manager validated the findings of our observations regarding the diversity
of visitors. Cozy green nooks, formed from reservoirs of various ores, attract mothers with
young children. Accessible industrial structures pique the interest of local teenagers, who often
spend their leisure time exploring the park. Before the school year concludes, school trips
frequent the park, as do summer camps during the warmer months. Two students designed a
logo/mascot for the park after spending an evening there—a bat. Some sections of the former
factory have become their sanctuary.

A notable attraction is the light installations, which involve the colorful illumination of
certain parts of the factory. This project, realized in 1998 by English artist John Park, draws
visitors who arrive before sunset with professional cameras or smartphones to find the ideal
vantage points for capturing photographs of the illuminated factory. Converted halls within the
park serve as venues for conferences and various celebrations, including weddings and birthday
parties. The open-air cinema, where films are screened, garners significant public interest, with
most screenings enjoying full attendance. The park reached a high point in its history when it
hosted a Red Hot Chili Peppers concert in 2005, attended by 25,000 people. To enhance the
visitor experience, the park offers bike rentals, and ample parking space is available free of
charge.

According to the PR manager, the park arranges approximately 2,000 group-guided tours.
Initially, these tours were led by eight former employees of the plant. Presently, the park hosts
250 events per year, including popular and well-attended gatherings like Ruhrgames (a sports
competition), RuhrTriennale, Street Food Festival, Taschenlampenkonzert (Flashlight concert),
Halloween-Run, Advent craft market, and more. The income generated from these events and
rentals covers one-third of the park's operational costs, with one-third funded by the city of
Duisburg and another third by RVR. The manager mentioned that, according to the scanner at
the park's entrance, it receives approximately 1 million visitors annually. The table 3 illustrates
the growth in visitors since 2016.

Today, it ranks as the second most visited architectural attraction in the Federal Republic of
North Rhine-Westphalia, following only the Cologne Cathedral (Winkels & Zieling, 2009).
Currently, there are 300 employees dedicated to the park's upkeep, a number equivalent to the
workforce employed by Thyssen Ironworks before its closure in 1985.
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Tab. 3 Visitor numbers in Landschaftspark Duisburg-Nord
Year

Number of
Visitors

2012%* 966.489

2013 1.075.770
2014 1.048.204
2015 945.949

2016 1.019.391
2017 1.233.609
2018 1.153.138
2019 1.143.243
2020 918.721

2021 1.017.533

2022 1.223.748
Source: L. Sieler, Landschaftspark Duisburg, 2023

Landschaftspark Duisburg-Nord is also recognized as an area with substantial potential for
plant species and biotope preservation, boasting a remarkable level of biodiversity. Within the
former Ironworks site, more than 1000 plant species have been identified, including some that
feature on the Red List of Threatened Plants. These encompass rare, unique, or non-native
species. Housed within the former laboratory building is the office of the Western Ruhr
Biological Station (Biologische Station Westliches Ruhrgebiet). One of their primary tasks is
researching industrial ecology and safeguarding habitats and endangered species (Latz, 2016).
Their daily maintenance of the park area is geared toward preserving biodiversity within the
park.

Conclusion

Industrial heritage encompasses more than just identity, memory, traditions, and labour
movements; it is intertwined with cities, sites, and their evolution. Many European cities
grapple with the challenge of revitalizing industrial heritage sites. Former factory buildings,
specific infrastructure, and immense technical artifacts are now recognized as valuable assets
and icons for new urban developments, fostering both social and economic growth. For
instance, the European Capitals of Culture program has spotlighted industrial cities, sites, and
structures, such as Liverpool (UK, 2008), the Ruhr region (Germany, 2010), and Pilzen (Czech
Republic, 2015) (Oevermann, 2018). This study delves into selected case studies to illustrate
how the reclamation of industrial cultural heritage can serve as a catalyst not only for tourism
development but also for sustainable economic, social, and environmental advancement within
a region.

The entire Ruhr region has undergone profound structural transformations. Changes in
visitor behavior within the Ruhr region and its industrial landmarks, along with a growing
interest, are evident in the rising numbers of visits and overnight stays. Local residents
frequently utilize the former iron factory grounds (Landschaftspark Duisburg-Nord) and coal
mines (Zeche Zollverein) for daily walks and have repurposed the facilities for private
celebrations (Landschaftspark...). In contrast to architecturally stunning monuments like
castles, chateaux, and churches, the once-inaccessible factory premises, underground and
surface mines, have been made accessible to the public in a welcoming and appealing manner.
Modern relaxation zones have been established, complete with children's playgrounds and
sunbeds, reminiscent of a beach setting except with panoramic views of vast surface mines and
heavy mining machinery. Visitors can also observe mining operations or enjoy vistas with the
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silhouettes of factory chimneys and buildings. Creative marketing endeavors in unconventional
spaces, such as discotheques, picnics, and celebrations in a factory or on the edge of a surface
mine, have become commonplace in the Ruhr region. The industrial panorama and image have
been seamlessly integrated into the natural beauty of the landscape.

This study investigates how the conversion of a predominantly industrial region has
significantly contributed to its sustainable development. The analysis findings underscore that
the restoration and reuse of industrial cultural heritage can pave the way for sustainable
economic and social growth within the region, as exemplified by Landschaftspark Duisburg.
Before the factory's closure, 300 employees were employed, and today, the park provides
employment opportunities for an equal number of individuals. A unique industrial ecosystem
has also evolved, serving not only as a place for relaxation but also as a captivating subject for
research.

The study's limitation lies in its design, which is based on qualitative research and semi-
structured interview. The replicability of qualitative research is constrained by its subjective
nature. The results obtained from this study are specific to the analysed area and cannot be
generalized to other destinations. To address this limitation, the authors suggest conducting
more in-depth and large-scale quantitative or longitudinal research that considers country-
specific factors and incorporates the perspectives of other destinations with industrial cultural
heritage.

We can confidently assert that Landschaftspark Duisburg-Nord serves as a prime example
of the successful transformation of industrial cultural heritage into a tourism product. This
transformation has, in turn, contributed to the economic, social, and environmental
development of the Ruhr region.
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Abstract: This chapter comprises an attempt to define the concept of ‘inclusive tourism’. The
authors conducted a review of the subject literature using Scopus and Web of Science
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definitions identified in the literature. The scope of the term inclusive tourism was compared
with other similar terms, such as social tourism, accessible tourism, responsible tourism,
sustainable tourism, integrational tourism and tourism without barriers. The results of the
analysis are presented in the form of tables and are included in the final conclusions,which
indicate the place of inclusive tourism in contemporary concepts of sustainable development.

Key Words: Inclusive tourism, sustainable development

Wprowadzenie

Turystyka inkluzywna oznacza udostgpnianie i wykorzystywanie przestrzeni, spotecznosci,
obszarow, goscinnosci, ustug, zywnosci, Sciezek 1 mobilnosci dla wszystkich, przyczyniajac si¢
w ten sposob do dobrobytu spotecznego i ogoélnej wartosci ekonomicznej. Oznacza
uszczeSliwianie ludzi, pozwalajac wszystkim, bez wyjatkow, cieszy¢ si¢ pigknem atrakcji

56


mailto:zygmunt.kruczek@awf.krakow.pl
mailto:katarzyna.gmyrek@awf.krakow.pl
mailto:danuta.zizka@awf.krakow.pl
mailto:karolina.korbiel@awf.krakow.pl

turystycznych, dajac mozliwo$¢ realizacji rdéznych aktywno$ci turystycznych (Minnaert,
Maitland & Miller, 2011).

Rozwdj turystyki inkluzywnej ma na celu nie tylko poszerzenie dostepu do konsumpcji,
produkcji i podzialu korzysci w istniejacych obiektach turystycznych, ale takze ponowne
narysowanie mapy turystycznej w celu stworzenia nowych miejsc doswiadczen i interakcji
(Scheyvens & Biddulph, 2018). Turystyka inkluzywna obejmuje wiele réznych podmiotéw w
réznych srodowiskach, starajacych si¢ poszerzy¢ krag osob zaangazowanych w tworzenie i
konsumpcj¢ turystyczng oraz czerpanie z niej korzysci.

Wilaczenie jest jednym z celow zrownowazonego rozwoju, sformulowanego przez
Organizacje Narodow Zjednoczonych, w ktorych znajduje si¢ zapis ,, Wiele osob jest
wykluczonych z rozwoju ze wzgledu na ptec¢, pochodzenie etniczne, wiek, orientacje seksualng,
niepetnosprawnosc lub ubostwo. Rozwdj moze sprzyja¢ wlgczeniu spotecznemu — i zmniejszac
ubostwo — tylko wtedy, gdy wszystkie grupy ludzi przyczyniajq sie do tworzenia mozliwosci,
dzielg sie korzysciami phyngcymi z rozwoju i uczestniczg w podejmowaniu decyzji” (UNDP,
2016).

Turystyka inkluzywna moze by¢ mylona z wyjazdami ,,all inclusive”, to jest takimi, w
ramach ktoérych turys$ci placg z géry biuru podrozy za pakiet obejmujacy koszty przelotow,
transferéw, zakwaterowania, positkow 1 wycieczek w zagraniczne miejsce docelowe. W
rzeczywistos$ci turystyka all inclusive czesto oferuje przeciwienstwo tego, co postrzegamy jako
turystyke inkluzywng. Przez ostatnie dwie, trzy dekady socjologowie krytykowali kurorty typu
all-inclusive, poniewaz prowadzg one do tworzenia enklaw, ktore sg poza zasiggiem miejscowe;j
ludnosci, ograniczaja mozliwosci czerpania korzysci przez lokalnych przedsiebiorcow ze
sprzedazy towarow lub uslug turystom oraz skutkuja wysokim poziomem wydatkow
turystycznych, wplywy z ktorych trafiaja do zagranicznych sieci hotelowych i1 biur podrézy
(Britton, 1982; Gibson, 2009; Scheyvens, 2011, Dilemans, 2011). Enklawowe przestrzenie
turystyczne z produktami all inclusive moga okazac si¢ all-exclusive dla rozwijajacych si¢
spotecznosci lokalnych” (Saarinen, 2017; Cukier, 2011).

Uwaza sig, ze rozw0j turystyki stwarza wyjatkowa okazje do budowy inkluzywnych modeli
biznesowych. Turystyka moze tworzy¢ miejsca pracy i mozliwosci generowania dochodoéw w
ramach ekspansywnego tancucha wartosci (Chakravorti, Macmillan & Siesfeld, 2014).

Celem pracy jest zdefininiowanie ,turystyki inkluzywnej” i poréwnanie jej z innymi
koncepcjami  spotecznie i1 ekonomicznie korzystnego rozwoju turystyki, takich jak np.
turystyka spoteczna, odpowiedzialna, integracyjna, dostgpna dla wszystkich. Termin ten moze
stanowi¢ warto$¢ dodang do wiedzy o turystyce, pozwala zrozumie¢ dazenie do wyraznego
przezwyci¢zenia tendencji do wykluczenia w turystyce i zapewnienia uczestnictwa w turystyce
szerszej grupy beneficjentow czerpigcych z niej korzysci.

Praca oparta jest na analizie materialow zebranych metoda desk research. W formie
tabelarycznej przedstawiono analiz¢ zakresu uzywanych poje¢. Przeglad literatury fachowej
zrealizowano z wykorzystaniem narzedzi bibliometrycznych platform Web of Science oraz
Scopus. Opracowanie wykonano w ramach projektu “Application of the principles of inclusion
in tourism in V4 countries” realizowanego w ramach grantu wyszehradskiego.

1. Analiza bibliometryczna dla terminu “turystyka inkluzywna”
Badania bibliometryczne zostaty przeprowadzone w marcu 2023 roku. Wykorzystano zasoby
baz Scopus 1 Web of Science. Zawgzono kryteria wyszukiwania do tematu, abstraktu i stow
kluczowych. W bazie Web od Science uzyskano 120 wynikdéw wyszukiwania, a w bazie Scopus
125 wynikow. Wyszukane dane z obu baz potaczono w jednolita kolekcj¢ za pomoca narzedzia
Zotero, nastgpnie usunig¢to duplikujace si¢ wyniki. Kolejno, po przeanalizowaniu abstraktow
usunig¢to artykuty, ktoérych tematyka okazala si¢ nie odpowiada¢ zagadnieniom turystyki
inkluzywnej (byly to artykuly przede wszystkim dotyczace turystycznych pakietéw ,,all-
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inclusive”). Ostatecznie otrzymano baze 152 artykuldw, ktore zostaty poddane dalszej analizie.
Najwiecej publikacji ukazato si¢ w 2020 roku (Graf 1).

Analizowane publikacje w znacznej wigkszosci posiadaty kilku autoréw, tacznie — 357
nazwisk, z czego zaledwie 26 o0s6b opublikowalo wiecej niz 1 artykut. Czasopismami
najczescie publikujacymi artykuly z zakresu turystyki inkluzywnej okazaty si¢ Sustainability,
Worldwide Hospitality and Tourism oraz Tourism Geographes. Najwigcej publikacji afiliowano
w Portugalii, RPA i Hiszpanii oraz USA i Australii (Graf 2).

Wykorzystujagc oprogramowanie VOSviewer version 1.6.19 przeprowadzono analiz¢ stow
kluczowych powigzanych z turystyka inkluzywng. Zidentyfikowano 570 stow, do sieci
powiazan (Graf 3) wybrano te, ktére pojawity si¢ minimum 2 razy (lacznie 106 stow).
Najczesciej pojawiaja  si¢ takie stowa jak: accsessibility, accessible tourism, tourism,
sustainable development, inclusive development, people, disability, sustainable tourism.
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2. Turystyka inkluzywna a koncepcje rozwoju zrownowazonego
Od lat 70. XX wieku turystyka byla szeroko krytykowana przez naukowcow za to, ze jest
ekskluzywna, to znaczy zdominowana przez wielonarodowe interesy, dostepna gtownie dla
cztonkow krajowych i globalnych elit, wyzyskujaca lokalng ludno$¢ i zasoby oraz prowadzaca
do zaleznosci (Sotheary, 2016; Dielemans, 2011).

Koncepcja rozwoju turystyki inkluzywnej pojawia si¢ pod koniec pierwszej dekady XXI w.
O tym, ze korzysci czerpane z wyjazdow turystycznych nie sg dostepne dla wszystkich pisali
m.in. Gibson (2009), Harrison (1992), Jamal & Camargo (2014).

Poczatkowo turystyke inkluzywng kojarzono z konsumpcja turystyczna, gdzie kazdy
powinien cieszy¢ si¢ turystyka (turystyka dla wszystkich). W tym rozumieniu Miinch 1 Ulrich
(2011) zdefiniowali turystyke inkluzywna jako koncepcj¢ turystyczna, ktora oferuje zajecia
rekreacyjne dla wszystkich jednostek, niezaleznie od takich uwarunkowan jak ograniczenia
fizyczne, wiek 1 inne, ktore mogg przeszkadza¢ w realizacji aktywnosci turystycznych.
Rozszerzenie udzialu zmarginalizowanych spotecznosci gospodarzy w rozwoju destynacji
turystycznych lezy u podstaw koncepcji turystyki inkluzywnej. Impulsem do budowania tej
koncepcji byty empiryczne do§wiadczenia wynikajace z lokalnych inicjatyw, na malg i $rednig
skale, ktore wiaczaty nowych ludzi i nowe miejsca do turystyki, uwzgledniajac spoleczna,
przestrzenng i ekonomiczng integracje.Wedlug Scheyvensa i Biddulpha (2018) turystyka
inkluzywna to koncepcja zmiany w turystyce, ktéora podkresla zaangazowanie
zmarginalizowanych spoteczno$ci w proces tworzenia ofert turystycznych i konsumpcje
turystyczng, a takze etyczng dystrybucj¢ korzysci zwigzanych z rozwojem turystyki. Crespi-
Vallbona, Ortiz 1 Zuniga (2019) zrocili uwage na mozliwosci wilaczenia do turystyki przez
stworzenie zréwnowazonego modelu rozwoju turystycznego, promujacego integracje
spoteczng, os6b demobilizujacych si¢ po wewnetrznym konflikcie w Kolumbii. Ponadto dla
zrGwnowazonego rozwoju branzy turystycznej na danym obszarze udzial spotecznosci lokalne;
jest koniecznoscig (Gursoy 1 in., 2010). Turystyka inkluzywna taczy si¢ z innymi koncepcjami
turystyki zrownowazonej, takimi jak turystyka dostgpna, sprzyjajaca ubogim, spoteczna,
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1 odpowiedzialna. Scheyvens & Biddulph (2018) podjeli probe zdefiniowania pojecia turystyki
inkluzywnej oraz poréwnali jej zakres z pojeciem turystyki dostgpnej i zrownowazonej. Ich
zdaniem koncepcja turystyki inkluzywnej koncentruje si¢ na trzech aspektach turystyki
zréwnowazonej: gospodarce, w ktorej korzysci ekonomiczne rozwoju turystyki powinny by¢
dobrze rozdzielone wérdd zmarginalizowanych spotecznos$ci; zaangazowaniu spotecznosci w
planowanie rozwoju turystyk oraz etycznych dziataniach zwigzanych z produkcja i
konsumpcja. Aspekty te koncentruja si¢ na zréwnowazeniu Srodowiskowym. Bakker i in.,
(2020) zdefiniowali aspekty zroéwnowazonej turystyki w koncepcji turystyki inkluzywnej,
identyfikujac trzy filary wzrostu inkluzywnego opartego na turystyce, a mianowicie:

1. Wzrost mozliwosci turystycznych. Polega na tworzeniu korzys$ci z rozwoju turystyki dla
spotecznosci w miejscu docelowym. Ten filar ma na celu zwigkszenie wielko$ci 1 wartosci
mozliwosci zatrudnienia 1 przedsigbiorczosci w branzy turystycznej;

2. Roéwny dostep do mozliwosci turystycznych. Filar ten koncentruje si¢ na rtownym dostepie
do korzysci ptynacych z rozwoju turystyki. Ten filar umozliwia decydentom tworzenie
unikalnych programow, dzigki czemu spoteczno$ci majg rowne szanse w dostepie do korzysci
turystycznych;

3. Zréwnanie wynikow z mozliwosciami turystycznymi. Filar koncentruje si¢ na uczciwych
zasadach w turystyce, zapewnia on brak r6znic w wynagrodzeniach i ustugach zdrowotnych,
w odniesieniu do os6b o roznych cechach (wyznawana religia, pte¢, cechy indywidualne).

Wspobiczesnie pojawia si¢ inkluzywne podejscie biznesowe bedace dominujagcym watkiem
w dyskusjach donatoréw pomocy i bankéw rozwoju. Wedtug Bakkera i Messerli (2017) wzrost
sprzyjajacy wiaczeniu spolecznemu opiera si¢ na perspektywie dlugoterminowej programu
zwiekszania mozliwos$ci zatrudnienia 1 wielko$ci gospodarki, a nie tylko redystrybucji zasobow
wsréd ubogich. Autorzy ci uwazaja, ze koncepcja wzrostu sprzyjajacego wiaczeniu
spolecznemu jest bardziej obiecujaca dla sektora turystycznego niz turystyka sprzyjajaca
ubogim. Chociaz niewielu badaczy zajmujacych si¢ turystyka przetestowato pojecie wzrostu
sprzyjajacego wiaczeniu spotecznemu kierowanemu przez turystyke, badania w zatoce Ha
Long w Wietnamie dowodza, ze pomimo szybkiego rozwoju turystyki na tym obszarze,
turystyka wcale nie przyczynita si¢ do wzrostu gospodarczego sprzyjajacego wiaczeniu
spotecznemu (Hampton, Jeyacheya & Long, 2017). Do podobnych wnioskéw dochodzi Robin
Biddulph (2017) opierajac si¢ na badaniach przeprowadzonych w Siemp Reap w Kambodzy.

Warto zauwazy¢, ze inkluzywne podejscie biznesowe wspiera neoliberalny model wzrostu
gospodarczego, ktory zaklada, ze wilaczenie biednych do gospodarki rynkowej jest
bezposrednig droga wyjscia z ubdstwa (Goodwin, 2009). Ogranicza si¢ on do wymiaru
gospodarczego 1 nie jest powigzany z programem politycznym, takim jak wysitki na rzecz
przezwyci¢zenia nierownosci strukturalnych, ktére stanowig bariere dla rozwoju ubogich.
Wskazuja na to poglady wielu naukowcow, ktorzy dostrzegaja wady tego podejscia (Blowfield
& Dolan, 2014; Kumi, Arhin & Yeboah, 2014; Marques & Utting, 2010).

Pojawita si¢ tez szersza, bardziej holistyczna perspektywa ,rozwoju sprzyjajacego
wlaczeniu spotecznemu”, zgodna z definicjg - UNDP: Ludzie sq wykluczeni z rozwoju ze
wzgledu na ple¢, pochodzenie etniczne, wiek, orientacje seksualng, niepetnosprawnosc¢ lub
ubdstwo. Rozwdoj moze sprzyjaé wlgczeniu spotecznemu — i ograniczac¢ ubostwo — tylko wtedy,
gdy wszystkie grupy ludzi przyczyniajq sie do tworzenia szans, dzielq sie korzysciami ptyngcymi
z rozwoju i uczestniczq w podejmowaniu decyzji (www.undp.org). Lawson (2010) rozwija te
tezg, argumentujac, ze rozwdj sprzyjajacy wilaczeniu spotecznemu wymaga zrozumienia
rozwoju gospodarczego jako nierozerwalnie osadzonego w miejscu, polityce i spoteczenstwie.
Swoja krytyke Raportu o Rozwoju Spotecznym z 2009 roku konczy stwierdzeniem, ze ,,Rozwdj
wlaczajacy zaczyna si¢ od zakorzenionej konceptualizacji rozwoju gospodarczego, ktora opiera
si¢ na etycznej trosce o ludzi, a nie tylko wzrostu” (Lawson, 2010, s. 359). Podczas gdy pojawia
si¢ poglad, ze wzrost gospodarczy jest niezbedny dla rozwoju sprzyjajacego wiaczeniu
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spotecznemu w ramach celow zrownowazonego rozwoju ogolnie istnieje szersza perspektywa
rozwoju sprzyjajacego wiaczeniu spolecznemu niz ta, ktéra mozna znalezé w podejsciach
skoncentrowanych na biznesie. Z celami zrbwnowazonego rozwoju wigza si¢ powigzane cele
rozwoju spotecznego, w tym wzmacnianie godnosci ludzkiej i przezwyci¢zanie nierdwnosci
(Butler & Rogerson, 2016; Salazar, 2012).

Turystyce zarzuca si¢ jej ekskluzywny charakter, polegajacy na stwarzaniu warunkow dla
uprzywilejowanych klas do podrézowania i spedzania czasu wolnego w ,.,innych” miejscach,
generujac zyski szczegolnie dla duzych firm i tworzac ekskluzywne enklawy dla bogatych,
podczas gdy mozliwosci rozwoju zwigzane z turystyka nie sg otwarte dla tych, ktorzy sa biedni
i zmarginalizowani (Gibson, 2009, s. 1280; Harrison, 1992; Jamal & Camargo, 2014).
Koncepcja rozwoju turystyki inkluzywnej moze pomoéc nam mysle¢ konstruktywnie i
krytycznie o sposobach podejscia do turystyki, tak aby mogta ona zapewni¢ holistyczny zakres
korzysci 1 prowadzi¢ do bardziej sprawiedliwych 1 trwatych wynikow (Scheyvens & Biddulph,
2017).

Rozwoj sprzyjajacy wilaczeniu spolecznemu jest zatem koncepcja holistyczng, wykracza
poza $rednie spoleczne czy kontekst jego wptywu na poszczegdlne grupy, ale interesuje si¢ tym,
czy zmarginalizowane grupy poprawiaja swoj ogdlny udzial w dobrobycie, na przykiad
zmniejszajac przepas¢ miedzy biednymi, a resztg spoteczenstwa (Rauniyar & Kanbur, 2010).
Takie rozumienie znaczenia rozwoju inkluzywnego pozwala nam rozszerzy¢ zakres rozwoju
turystyki inkluzywnej poza kryteria ekonomiczne 1 celowo odwrdci¢ ja od pojec ,,biznesu
inkluzywnego” 1 ,,turystyki all inclusive”.

W dziejach zorganizowanej turystyki socjalnej mozna bez trudu zaobserwowac zjawisko
stopniowego poszerzania krggu jej beneficjentow: poczawszy od rodzin o niskich dochodach,
poprzez osoby niepelnosprawne (a, i w zwigzku z tym w jakim§ wymiarze spotecznie
wykluczone), az po objecie nim grup 0sob w trudnej sytuacji zyciowej (np. uchodzcow) i grup
defaworyzowanych lub dyskryminowanych w danym spoteczenstwie (Mikos v. Rohrscheidt,
2021). Crespi-Vallbona, Ortiz i Zuniga (2019) zrécili uwage na mozliwosci wilaczenia do
turystyki przez stworzenie zrownowazonego modelu rozwoju turystycznego, promujacego
integracje spoteczna, oséb demobilizujacych si¢ po wewnetrznym konflikcie w Kolumbii.

3. Prdba zdefiniowania turystyki inkluzywnej
Niewielu badaczy taczy ,.turystyke” i ,,rozwoj sprzyjajacy wiaczeniu spotecznemu”, dlatego
celem ponizszej przedstawionej dyskusji jest pokazanie réznych wymiaréw tego pojecia.
Punktem wyjs$cia jest proba zdefiniowania omawianego zjawiska i przyjecie zatozenia, ze jest
to:

Turystyka w ktorej zmarginalizowane grupy sq zaangaZowane w etyczng produkcje lub
konsumpcje turystyczng i dzielenie si¢ korzysciami z niej plyngcymi.

Oznacza to, ze z turystyka inkluzywng mamy do czynienia wtedy, gdy zmarginalizowane
grupy sa zaangazowane w etyczng produkcje turystyki lub w etyczng jej konsumpcje, i w obu
przypadkach grupy zmarginalizowane dzielg si¢ korzySciami. To, kto jest marginalizowany,
roézni si¢ w zalezno$ci od miejsca, ale moze to obejmowac osoby bardzo biedne, mniejszosci
etniczne, kobiety i dzieci, 0soby z niepetnosprawnosciami i inne grupy, ktorym brakuje wtadzy
i/lub glosu. Etyczna produkcja i konsumpcja to kluczowy element definicji turystyki
integracyjnej, obejmujacy odpowiedzialnos¢ za innych ludzi i za srodowisko. Pod wzgledem
Htransformacyjnym”, moze to oznacza¢ zajecie si¢ nierdwnoscia, przezwycigzenie separacji
réznych grup zyjacych w réznych miejscach, kwestionowanie stereotypdéw lub uogoélnionych
historii oraz otwarcie ludzi na zrozumienie sytuacji mniejszosci.

W kategoriach spotecznych wlaczenie pociaga za sobg dwa zestawy kluczowych pytan:
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1. kto jest wlaczony (i wykluczony)?
2. na jakich warunkach sg oni wtaczeni?

Dyskusja na temat wiaczenia nigdy nie bedzie odpowiednia, jesli dotyczy tylko jednego
przypadku lub grupy. Podobnie, jesli waska grupa interesariuszy jest wlaczana w sposob
symboliczny, aby stworzy¢ wrazenie postgpu, lub jesli niektore osoby zmarginalizowane sg
uwzgledniane, ale w sposdb powierzchowny. Jest to zdaniem Marquesa i Uttinga (2010), raczej
poprawa niz transformacja.

4. Analiza porownawcza pojecia turystyka inkluzywna z innymi pokrewnymi
terminami
Przekonania, ze turystyka moze zosta¢ ulepszona, a takze, ze turystyka moze dziata¢ jako
czynnik poprawy dla szerszego spoteczenstwa, daty poczatek wielu koncepcjom, gloszonym
przez naukowcdw, a wdrazanym w rdéznym stopniu przez praktykow. Niektore z nich, jak np.
koncepcja odpowiedzialnej turystyki 1 ekoturystyki, sg cze¢scig gtdwnego nurtu praktyki 1 sg
znane wielu konsumentom 1 twoércom ofert turystycznych. Odpowiedzialna turystyka to kazda
forma turystyki, ktora przynosi korzysci 1 mozna ja ,.konsumowa¢” w odpowiedzialny sposob
(Goodwin, 2022, s. 1). Z analizowanego okreslenia mozna wywnioskowac, ze sg to nie tylko
korzysci dla lokalnych mieszkancoéw (i poprawa dobrostanu spotecznos$ci przyjmujacych), ale
rowniez korzySci w postaci bezpiecznej podrozy 1 bezpiecznego zwiedzania oraz
wypoczywania dla turystow. Bardziej rozpoznawalne dla naukowcow 1 decydentow sg takie
formy jak turystyka socjalna czy turystyka ludzi ubogich. Inni zajmuja si¢ mniejszymi niszami,
takimi jak turystyka na rzecz pokoju 1 turystyka oparta na spotecznosci. Natomiast Sica 1 in.
(2021) prezentujg turystyke inkluzywng jako podejscie integracyjne i partycypacyjne, ktore
urzeczywistnia koncepcje¢ zrownowazonej turystyki.

Terminy, ktore pozornie moga by¢ traktowane tozsamo z pojeciem turystyki inkluzywne;,
przedstawiono w Tabeli 1, zwracajac uwage na ich kluczowe elementy 1 roznice w kontekscie
turystyki inkluzywnej. Zaprezentowane w tabeli okreslenie turystyki dostepnej znane jest takze
pod pojeciami: turystyka powszechna, turystyka wiaczajaca, a w niektorych krajach turystyka
bez barier. Taka forma turystyki oznacza tworzenie ofert turystycznych i dawanie mozliwosci
podrozowania, ktore sg dostepne dla wszystkich ludzi, z lub bez uposledzen ruchowych,
stuchowych, wzrokowych, umystowych, poznawczych lub intelektualnych, a takze dla osob
starszych i dla 0sob z czasowg niepetnosprawnoscig (Michopoulou, Darcy, Ambrose & Buhalis,
2015).

W Polsce, przyktadem turystyki ukierunkowanej na inkluzj¢ spoleczng, s3 dzialania
podejmowane przez wiele podmiotdw ekonomii spotecznej, czyli organizacji non profit
prowadzacych dziatalno$¢ gospodarcza pozytku publicznego (Nowak, 2021). Aktywnos$¢ w
obszarze organizacji turystyki (ktéra — zwykle jako gestorzy ustug i kreatorzy doswiadczen
podejmuje znaczacy odsetek takich przedsigbiorstw) najtatwiej zauwazy¢ w obszarach o
znaczacej skali ruchu turystycznego. Przyktadowo spoétdzielnie socjalne $wiadcza ushugi
noclegowe i gastronomiczne, zatrudniajac do tego osoby zagrozone wykluczeniem spotecznym
lub znajdujace si¢ w trudnej sytuacji na rynku pracy. Z kolei celem przedsigwzigé
podejmowanych przez te podmioty i majacych posta¢ produktow turystycznych bywa
ograniczanie bezrobocia oraz przetamywanie spotecznego wykluczenia.

62



Tab. 1. Rozréznienie mig¢dzy turystyka inkluzywng a innymi pokrewnymi formami turystyki

Termin Podobienstwa z turystyka Turystyka inkluzywna jest inna,
inkluzywna poniewaz
Turystyka Skupia si¢ na dostepie do Turystyka inkluzywna oznacza szeroki
dostepna turystyki w rozny sposob 0sob dostep do konsumpcji i produkeji ustug
niepetnosprawnych jako turystycznych, realizowanych przez
konsumentow turystyki wszelkie formy ludzi zmarginalizowanych
Turystyka Koncentruje si¢ na zwigkszaniu Turystyka inkluzywna koncentruje si¢
ubogich udziatu 0s6b ubogich w korzysciach na aspektach ekonomicznych i
(PPT) z turystyki spotecznych wigczenia ubogich i innych
marginalizowanych grup
Turystyka Koncentruje si¢ na zwigkszaniu Turystyka inkluzywna koncentruje si¢
socjalna dostepu 0sdb zmarginalizowanych réwniez na poszerzaniu dostgpu 0sob
jako konsumentow turystyki zmarginalizowanych, ale zar6wno
producentow, jak i konsumentow turystyki
oraz decydentow
Turystyka oparta Koncentruje si¢ na wzmocnieniu i Turystyka inkluzywna jest

na spotecznosci

rozwoju cztonkoéw spotecznoscei jako
producentow turystyki

zainteresowana tymi rzeczami, ale nie
tylko na poziomie spotecznos$ci; skupia si¢
na wszystkich formach i skalach turystyki

Turystyka
odpowiedzialna

Koncentruje si¢ na turystyce
etycznej, z glownym
zainteresowaniem poprawa
warunkow, na jakich odbywa si¢
turystyka

Turystyka inkluzywna nie skupia si¢
na $rodowisku, ktore mozna znalez¢é w
odpowiedzialnej turystyce, jest bardziej
skoncentrowana na jakosci relacji 1
wzmocnieniu gospodarzy

Turystyka Polega na wspotuczestnictwie Turystyka inkluzywna nie ogranicza si¢
integracyjna 0s0b niepetnosprawnych i reszty tylko do zespolenia i zharmonizowania
spoteczefistwa zbiorowosci spotecznej, ale umozliwienia
realizacje takich samych aktywnosci przez
wszystkich beneficjentéw
Turystyka bez Umozliwia wszystkim prosty, Turystyka inkluzywna nie ogranicza si¢
barier intuicyjny i bezpieczny dostep, tylko do fizycznego udostepniania oferty
zwigksza komfort, atrakcyjnos¢ oraz turystycznej
jako$¢ ofert i ustug turystycznych
Turystyka dla Kazda osoba, bez wzgledu na Turystyka inkluzywna nie koncentruje
wszystkich swoja niepetnosprawno$¢, powinna si¢ jedynie na osobach z
mie¢ mozliwo$¢ podejmowania niepetnosprawno$ciami, uwzglednia
réznych aktywnosci turystycznych. réwniez inne grupy beneficjentéw
Turystyka Ma na celu zminimalizowanie Turystyka inkluzywna nie koncentruje
zréwnowazona negatywnego wplywu turystyki na si¢ na zrownowazeniu Srodowiskowym,

srodowisko naturalne oraz kulture
lokalng, przy jednoczesnym
generowaniu mozliwosci zatrudnienia
dla lokalnych mieszkancow.

dotyczy korzysci dla zmarginalizowanych
spotecznosci zarowno konsumentow jak i
producentéw ushug turystycznych

Whioski koncowe

Turystyka inkluzywna ma szczegolne miejsce w rodzinie naktadajacych sie na siebie pojec.
Jako taka nie ma na celu przywlaszczenia sobie ani zastapienia zadnego z nich. Zakladamy, ze
turystyka inkluzywna jest terminem analitycznym, a nie takim, ktory zostanie podjety i
wykorzystany w marketingu, certyfikacji lub kampaniach. Charakterystyczny wktad tego
terminu w procedury analityczne dotyczy skupienia uwagi na granicy innowacji, gdzie nowi
ludzie i nowe miejsca sa wiaczani do konsumpcji 1 produkeji turystycznej, oraz wykorzystanie
turystyki do przeciwdziatania wykluczeniu 1 podziatom spoteczno-ekonomicznym.
Turystyka inkluzywna jest ztozong strukturg. Realna inkluzywna turystyka nie jest mozliwa
bez wspotpracy wszystkich interesariuszy, takich jak stowarzyszenia 0sob niepetnosprawnych,
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touroperatorzy, sieci 1 menedzerowie hoteli oraz lokalni przewodnicy turystyczni. Zarowno
podczas podrézowania, jak i radzenia sobie w codziennym zyciu zawsze chodzi o najwyzszy
stopien niezalezno$ci i samostanowienia. Dla 0s6b dotknigtych chorobg i towarzyszy ich
podrozy, oferty bez barier sa3 warunkiem koniecznym, aby w ogoéle méc zaplanowac i
przeprowadzi¢ podréz. Dzieci, osoby starsze, osoby czasowo niepetnosprawne, a ostatecznie
my wszyscy, rowniez korzystamy z udogodnien kierowanych do beneficjentow turystyki
dostepnej (Steinbauer, 2019, Zatuska i inn., 2022). W tym celu powinno si¢ prowadzi¢, zgodnie
z wytycznymi UNESCAP tzw. “projektowanie uniwersalne”, ktore polega na ksztaltowaniu
otoczenia, produktow i ustug tak, aby kazdy na réwnych prawach moégt uczestniczy¢ w
dziataniach spotecznych. ,,.Design for All” jest zarowno filozofia, jak i strategia planowania,
ktoérej celem jest zrownowazona dostgpnos¢ dla wszystkich ludzi (UNESCAP, 2009).

Przygotowanie branzy turystycznej do §wiadczenia uslug na rzecz oso6b niepetnosprawnych,
posiada istotny aspekt spoleczny pozwalajagcy na wilaczenie tej grupy docelowej do
spolecznosci, a takze aspekt ekonomiczny poniewaz osoby niepelnosprawne naleza do rosngcej
grupy docelowej, ale wcigz sg mato rozpoznawalne przez ten sektor (Zatuska, Kwiatkowska-
Ciotucha, Grzeskowiak 2022).

Dazenie do turystyki inkluzywnej, zarowno w sensie naukowego projektu badawczego, jak
1 etycznej praktyki turystycznej, bedzie postrzegane jako ciagly proces, ktorego celem jest
wlaczenia przedsiewzigé turystycznych w zrownowazony swiatowy rozwdj. Istnieje potrzeba
okreslania sposobow budowania inkluzywnosci turystyki, jak réwniez potrzeba badania
réznych inicjatyw pod wzgledem inkluzywnosci 1 wskazanie strukturalnych ograniczen dla
integracji spotecznej 1 ekonomicznej (Biddulph & Scheyvens, 2018).
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Abstract: Hotel services are one of the forms of personal services provided. Services play an
irreplaceable role in people's lives because they satisfy human needs. The society is undergoing
constant technical changes, modern technologies penetrate all areas and the hotel services do
not remain aside. The guest is influenced by the development of automation technologies, and
the rapid development of the Internet and software systems, expecting to meet these trends as
part of the use of hotel services and will be able to fully use them as in other areas of life. The
article aims to focus on these trends, especially on the analysis of consumers' preferences
between self-service reception and classical reception, including other related services such as
the use of modern lock systems or the introduction of telephone systems to ensure other hotel
stays thanks to applications that allow modern phones. Research carried out at our university
was used to determine the behavior of consumers. Obtained primary data can be seen as
general information regarding the orientation and preferences of consumers in demand for
hotel services offered by hotels using modern means.

Key words: consumer behavior, hospitality, modern technology.

Introduction

Hotel services meet customer requirements within their business activities, but above all, they
are sought after during stays for relaxation and entertainment. The world around us is changing
and its character trait is not only the onset but above all the unprecedented boom of modern
technologies. Our lifestyle is influenced by virtual reality, artificial intelligence, and electronic
media is increasingly used as the Internet (Spacek, Cerveny, 2020). Facebook, Instagram,
YouTube, and other platforms are preferred on social networks (GroupM Data, Klement, 2019).
Digitization and, of course, all the possibilities of using the Internet entered the hotel services.
They are used in marketing activities, in reservation systems, but also significantly affect the
process of providing specific services in the hotel facility itself. Customers can choose the form
of services and are co-responsible for the implementation of these services. Modern times bring
modern technologies, they are perceived as a natural development process. A major change in
the offer of services brought the development of the Internet, which expanded the possibilities
of the variability of services offered. Of course, this was reflected in the economy of business.
With the boom of the Internet, the ways of management of business activities have been

67


mailto:levickova@ucp.cz
mailto:pop@ucp.cz

transformed. On the other hand, the consumer has acquired a tool that makes it easier to search
for services and then choose them according to his wishes and expectations.

One of the variants of modern technologies is an electronic trade, known as an e-shop. In the
hotel industry, it is represented by realizing business transactions using internet distribution
systems. Booking.com reservation portals and popular Expedia.com are well known. There are
other search engines, reservation systems, Google, Yahoo, etc., which connect customers with
service providers.

1. Consumer behavior in the area of hotel services and tourism

The consumer is influenced by several factors in his decision-making on the purchase of hotel
services. It affects the decision-making process of the personal aspect of consumers, as they
think about the services and what leads them to purchase these specific services. The consumer
in the marketing concept is characterized as a person with a consumer nature who seeks to
satisfy individual needs (Zamazalova, 2009). Knowing the behavior of the consumer is very
important for service providers (Morrison, 1995, p. 71). If the demand for these services occurs
consistently, i.e. a larger number of customers are equal, the theory of decision-making can be
derived, and other prerequisites for the offer of the offer may be set (Samuelson, Nordhaus,
2013, p. 88). The consumer is characterized by purchasing behavior, use, and evaluation of
services from which he expects to satisfy needs and decides, according to this, as he wants to
spend his resources, which means not only money but also time and effort (Schiffman, Kanuk
2004). The consumer undergoes certain phases in his decision-making process. First, he must
feel the need for the service before the purchase himself. He solves the issue of financial
demands, there are no big differences like the service in tourism, so he focuses on quality. He
can make decisions according to his habits or seeks diversity, attraction, or some aspect that the
service would differ from other standard. In the finals, he will decide based on his attitude.
Decision-making can also be negative, consumers do not look for differences and choose a cost-
effective and convenient product (Sef¢ik, Jetabek, 2017, p. 21).

Many theories are devoted to monitoring and analyzing consumers' behavior not only in
general but also with a focus on tourism. The factors affecting the behavior and decision-making
of the consumer were presented in the literature, recall Palatkova, Zichova (2011), where,
among other things, they highlighted security and demographic aspects. Barta, Bartova, and
Koudelka (2010) describe cultural characteristics, as well as Kotler, Bowen, and Makens
(2010). In his publication, Kotler (2013) analyzes the so-called stepped model of consumer
behavior, which represents stages in the decision-making process. This is also applicable to
decision-making when purchasing tourism services. The consumer is aware of and finds out the
need for this service, collects information, evaluates alternatives, and eventually chooses the
one that suits him most and thus buys. The purchase is followed by the behavior of the consumer
when he evaluates his expectations with reality.

Modern technology has penetrated all spheres of our lives and accommodation and catering
services in the field of tourism are no exception. Modern technologies have changed consumers'
attitudes to hotel services and Covid restrictions have been enhanced by this trend. Concerns
about the infection were reflected in the preference for a contactless way of providing services.
The guest without having to visit the hotel reception, in the online environment check-in
(arrival), and check-out (departure), web and mobile applications depending on the Internet
connection offered new services on a completely different principle. The hotel businesses are
forced to react to new trends and preferences of their potential customers to maintain their
prosperity. On the other hand, the question is to what extent we will be able to adapt to new
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technological trends, especially older clients who are a significant part of the demand for hotel
services.

2. Research Results

This part of the article shows the partial results of the research that took place in 2022 as part
of the activities at VSHE (UCP). Over about 6 months, was mapped the consumer behavior of
users of tourism services. A total of 290 respondents participated in the research. CLICK4-
Survey, Facebook, and personal questioning were used to obtain data using a questionnaire
survey. Within the Click-4Survey, the obtained data were processed into Microsoft Excel. The
statistical methods have been used to compare the collected data. The questionnaire contained
22 questions and was aimed at all ages. For the clarity of the evaluation, 4 age groups were
created. G1 - age 15 - 18 years, G2 - age 19 - 45, G3 - age 46 - 62 years, and the last group G4
consisted of people over 63 years. This division reflects the individual's personal and work
status. The G1 represents the age group that is most open to modern trends, focusing on social
networks very well, and it can adapt to digitization, not only in services. Likewise, the G2 has
the prerequisites for the strong use of modern technologies, they are people of productive age,
who are usually very inclined to modern technology and are used to using them in their work
and personal life. In terms of modern technology, G4 seems to be the least progressive,
consumers at this age are conservative and do not like to learn new things, although it may not
be the rule. More women were interested in participation, a total of 158, i.e. 54.5 %, and men
formed a group of 132 respondents, i.e. 45.5 %.

Tab. 1: Age Structure of the Respondents

Age structure Gl1 G2 G3 G4
Number 65 92 58 75
In % 23,4 31,7 20 25,9

Source: own processing

Tab. 2: Social Status of the Respondents

Self-employed
pensioners,
Social status Students Employees Self-employed household women,
unemployed
Number 104 95 28 63
In % 35,9 32,8 9,7 21,6

Source: own processing

The questionnaire mapped modern technologies in the hotel industry, targeting technological
conveniences in the room equipment. The subject of the questionnaire survey was to find out
how modern reservation systems can be used through new web applications. How consumers
are in favor of a self-service reception. New technologies have also penetrated the offer and
service of gastronomic services in the form of so-called robots or self-service kiosks. Likewise,
some additional services that require the presence of staff can be provided in a so-called online
environment through modern technologies. These are self-service laundry, bar services in the
form of refreshment vending machines, as well as the offer of magazines, books, etc. Modern
trends also penetrate lock systems and use telephone systems using smartphones directly in the
hotel room.
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The fundamental question in the questionnaire survey was to find out the use of a self-service
reception. This form is based on anonymity, the service is provided to the client immediately
without waiting. The prerequisite is the functioning of the Property Management System (PMS)
software system, which provides information and reservation systems on the Internet and the
Global Distribution Systém (GDS). Within the system HORES, there is a self-service reception
»Seznam 24, allowing to connect external, peripheral systems and subsystems. The guest thus
opens up many possibilities and increases his comfort in finding adequate accommodation
services. It is possible to monitor not only guests, but also staff through the software, and, above
all, its use allows to reduce costs. Within this system, the possibility of using other applications
that simplify communication channels with guests. There is a direct link to the creation of an
invoice, or cash document, offers online securing other additional services, etc.

Tab. 3: Preferences by Reception Type

Respondents In %

Classic reception 170 58.6
Self-service reception 44 15,2
Combination of systems 76 26,2
Total 290 100,0

Source: own processing

The self-service reception works on the principle of individual guest activity. The primary is
the reservation by e-mail or using a booking platform, where after loading information into the
PMS, a specific room is assigned to the guest. When entering the hotel, the customer enters an
access PIN or QR code and can perform a check-in at the kiosk in the selected language. The
guest will attach or scan the required documents, select the form of payment, and then use a
digital signature, or sign contactless at the reception. After fulfilling all the necessary steps, he
will get a hotel card or mobile key. A similar process takes place on departure. The guest will
pay for all consumption, hand over cards or keys, pay for the services, and receive the necessary
documents (Czech Kiosk 2021).

This system is used in the context of IT technology development in our lives. Is popular
among guests who like change and do not mind the use of new technologies in the area of
services. The whole process of accommodation and departure takes several minutes, allowing
the number of staff to be reduced, which is reflected in the salary costs. The reservations can be
made in the PMS directly before entering the hotel (Treflikova, Slobodskoy, 2019).

Tab. 4: Method of Creating Reservations and Used Technical Equipment

Method of creating a reservation Number In %
Through a travel agency 53 18.3
Using an online platform 187 64,5

Using the website 50 17,2
Equipment used in booking

PC 155 53,5

Mobile phone 97 334

Tablet 3 1,0

None 35 12,1

Source: own processing

The use of a self-service reception is also influencing the way of entering the guest to the
hotel room. In the case of a standard reception, the key to the guest is handed over via the
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receptionist. It can be a classic key up to more modern forms. The following table presents an
overview of the popularity of a specific way of opening doors.

Tab. 5: Door Opening System

Number In %

Classic key 65 22,4

Chip card 194 66,9

Application on mobile phone 31 10,7
with Bluetooth key

Source: own processing

The chip card is still popular among respondents. With the development of mobile
applications for making reservations and at self-service reception, however, it can be assumed
that the modern way of lock opening will be gained and modern interlocking systems will be
used (Ktizek, Neufus, 2011). This trend will be in correlation with demographic development,
the transition of the young generation to productive age. Lock systems are connected with the
PMS reservation. The generated card or key contains information about the number of rooms,
arrival and departure date, so we can also check the presence of a guest in the hotel rooms. If
the card is lost, it is possible to generate a new card without any problems. A novelty is opening
using a mobile phone Blue Low Energy, where the hotel itself sets the system. It is a simple
device that is powered by batteries and the service life is 120,000 open. More and more hotels
offer their guests openings using smartphones. The first hotel was Starwood Hotels in 2014,
now they are used in Hilton, Marriott, and Intercontinental (Ristova, Dimitrov, 2019). To
generate a mobile key, the guest needs to have a functional application installed, all
automatically done at the online check-in registration of the guest.

The following table demonstrates the departure from the use of the landline in the room. It
is mainly used to communicate with a guest with a reception. If there is the possibility of room
equipment with a tablet, here the ratio is more balanced. It is a more progressive form of offer
to the guest's information about the services of the hotel, and the possibilities of cultural events
where it is located. This form can successfully replace well-known paper boards, which after
some time no longer attract to see and the guest does not even have to learn about the attractions
they contain. The equipment of the hotel can act as a source of expansion of services and thus
generate higher revenues.

Tab. 6: Equipment of the Hotel Room with a Traditional Landline and Tablet

Fixed line Number In %
yes 50 17,2
no 240 82,8
Tablet
yes 125 43,1
yes 165 56,9

Source: own processing

Modern hotels come with a novelty, guests are offered a mobile device in the form of a
smartphone directly in the room, where free calls and data are offered. This form will certainly
be popular concerning roaming fees. But they offer information about the place of stay and its
surroundings. They offer a restaurant near or type for a trip. Again, they expand the hotel
service, which again brings an economic effect on income. The smartphone offers individual
air conditioning control, shielding, lighting intensity, or TV control. They can also act as a hotel
key. The big disadvantage is their loss (Hron, 2017). Near Field Communication technology is
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used to quickly communicate between supported devices. It appeared in 2004 at Nokia, but it
expanded later in 2011 when it began to be used as a credit card such as MasterCard, gradually
developed and managed to be used for payments at stores, to open cars, and also the hotel
rooms.

The questionnaire has also focused on the concerns of respondents about using a smart
room, using a portable hotel mobile to open a room, lighting up lights or mutes, controlling
blinds, and air conditioning. It can open the hotel safely, but it will serve as a guide to walk
through the city when it alerts interesting objects. The progressive approach in the first two age
categories has been confirmed again, the remaining two are more restrained and even worried
about its use.

Modern technologies are not only reflected in accommodation services but have also
penetrated the services of gastronomic operations. The research focused on finding out whether
respondents order lunch or dinner through a QR code. (Krémat, 2010). The result of the research

is presented in the following table, respondents are divided according to the stated age groups.

Tab. 7: Using QR Codes when Ordering Meals

Yes In % No In % Sum

Gl (15-18 59 90,8 6 9,2 65
years)

G2 (19-45 74 80,4 18 19,6 92
years)

G3 (46 -62 24 41,4 34 58,6 58
years)

G4 (over 63 let) 15 20 60 80,0 75

Source: own processing

The first and second age categories had no problems ordering food using a QR code. A big
problem does not cause the use of this form even over 46 years, they are not afraid to use news.
A not very positive attitude showed in this respect an age category over 63 years when
consumers mostly remain in the traditional way of ordering, and the presence of staff takes as
enrichment of a gastronomic experience. QR codes were positively accepted during the
Coronavirus period for contactless payment. The unusual way of operating that can be met in
some establishments is the so-called "cat" robot. It will quietly bring ordered drinks or breakfast
menu, not only is it diversified, but also increases sales for non-alcoholic, but also alcoholic
beverages.

Conclusion

Modern technology brings many advantages. The hotel businesses are closer to their customers
due to the Internet and modern technology, thereby increasing the potential demand for the
services of a particular business entity. This process is not only involved in business efficiency,
but also modern technology itself brings efficiency in the realization of economic transactions.
The introduction of technologies brings lower operating costs over a longer period and at the
same time, the range of services variability is increasing. The hotel companies enter the
globalized market through digitized systems.

Despite the indisputable advantages, most modern technologies require high input costs for
their acquisition. Data protection, as well as the question of how to ensure the safe functioning
of systems, is also a problem. The safety of transactions requires constant improvement in
programs. There may be situations where one of the systems ceases to function and there is a
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collapse in the established system and the operation of processes. These factors can discourage
several hotel companies from introducing new technologies.
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Abstract: This paper aims to investigate the consumer behaviour of residents of the Slovak
Republic in relation to electronic word-of-mouth (eWOM) focused on tourism destinations. The
study is based on a structured questionnaire administered in electronic form, which was
distributed by an external agency. The results of the survey indicate that residents of the Slovak
Republic seek information about tourism destinations through eWOM, with the highest
frequency observed among individuals aged 18 to 25 years. Respondents most commonly access
eWOM through platforms such as Google Maps, the websites of tourism destinations, and the
social network Facebook. Furthermore, the most frequently consulted electronic oral
recommendations are available in Slovak, Czech, and English languages. Residents of the
Slovak Republic do not differentiate between searching for eWOM for domestic and foreign
tourism destinations. Instead, they tend to rely more on recommendations from previous visitors
rather than from well-known personalities. Additionally, there is no discernible preference
based on the nationality or familiarity of the providers of eWOM. Finally, no distinctions are
made regarding the nature of the eWOM consulted.

Key words: electronic word-of-mouth, tourism destination, Slovak Republic

Introduction

In recent years, there has been a notable surge in the prevalence of interpersonal communication
via the Internet. Undoubtedly, individuals in the tourism sector increasingly rely on eWOM
when planning their visits to tourism destination. Previous studies have predominantly
concentrated on examining the influence of eWOM on the visitors’ behaviour and decision-
making processes. Moreover, studies have explored the various internet platforms where
visitors search eWOM, with a particular focus on blogs, social networks, and tourism
destination websites. The aim of the paper is to investigate the consumer behaviour of residents
of the Slovak Republic in relation to eWOM focused on tourism destination.
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1. Electronic word of mouth about tourism destinations
Advancements in information technologies and the adoption of new communication methods
have catalysed substantial transformation in tourism visitors’ behaviour (Serra Cantallops &
Salvi, 2014; Auliya & Pertiwi, 2019). As individuals increasingly immerse themselves in the
digital environment, which has become an integral part of their daily lives, traditional word of
mouth (WOM) has evolved into eWOM (Hennig-Thurau et al., 2004; Serra Cantallops & Salvi,
2014).

Based on definitions resonated in the available literature (Hennig-Thurau et al., 2004,
Thorson & Rodgers, 2006; Litvin et al., 2008; Xun & Reynolds, 2010; Kietzmann & Cantoho,
2013; Ismagilova et al., 2017), eWOM can be described as a positive, neutral or negative
statement of potential, current, or former customers, respectively a dynamic and continuous
process of information exchange, occurring between potential, current, or former customers, or
with the organizations themselves, about a specific organization, brand, product or individual
service, and is accessible to a broad group of potential recipients of information via the Internet.
Thus, eWOM is represented by online reviews, instant messages, emails, articles, post in the
form of comments, photos, and videos, but also various other posts (Litvin et al., 2008; Ladhari
& Michaud, 2015; Lim, 2016; Nechoud et al., 2021), which can be published on the multiple
intermediary channels as blogs, virtual communities, integrated websites (e. g. TripAvisor,
Booking, Airbnb, etc.), official websites of tourism destinations, entrepreneurs, attractions, and
organizations, where they are also allowed to converse with each other, hate websites, chat
rooms, online discussion forums, social networks, and search websites (Litvin et al., 2008; Chu
& Kim, 2011; Hernandez-Méndez et al., 2015; Ladhari & Michaud, 2015; Lim, 2016; Lon¢ari¢
et al., 2016; Yan et al., 2018; Gosal et al., 2020).

Numerous studies in the field affirm the substantial influence of EWOM on the tourism
visitors’ behaviour. Authors dealing with an eWOM-receiving in relation to the tourism
visitors’ consumer behaviour along with tourism destinations found that this information
influence decisions related to choosing a tourism destination (Tapanainen et al., 2021; Hoang
et al., 2022), visiting a tourism destination (Auliya & Pertiwi, 2019; Rachmawati et al., 2021),
the intention to visit a tourism destination (Fakharyan et al., 2012; Jalilvand et al., 2012;
Jalilvand & Samiei, 2012; Jalilvand et al., 2013; Albarq, 2014; Wang, 2015; Abubakar & lIlkan,
2016; Doosti et al., 2016; Krishnapillai & Ying, 2017; Mutagin & Trinanda, 2019; Gosal et al.,
2020; Wiwikenanda & Aruan, 2020; Alsheikh et al., 2021; Nechou et al., 2021), and the
intention to revisit a tourism destination (Prayogo & Kusumawardhani, 2016; Abubakar et al.,
2017; Chang & Wang, 2019; Deya-Tortella et al., 2020).

EWOM has been shown to have a significant impact on various factors, including attitude
(Fakharyan et al., 2012; Jalilvand et al., 2012; Jalilvand et al., 2013; Albarg, 2014; Doosti et
al., 2016; Gosal et al., 2020; Wiwikenanda & Aruan, 2020), satisfaction (Chang & Wang,
2019), loyalty (Setiawan et al., 2014), visitor’s trust in tourism destination (Abubakar & llkan,
2016; Abubakar et al., 2017; Mutaqin & Trinanda, 2019), and the willingness to pay for a stay
in a tourism destination (Lim, 2016). Visitors actively search information about tourism
destination through eWOM on various platforms, as social networks, official websites of
tourism destinations, and travel blogs (Hernandez-Méndez et al., 2015; Lim, 2016; Loncari¢ et
al., 2016; Almeida-Santana & Moreno-Gil, 2017; Bozi¢ & Jovanovi¢, 2017; Gosal et al., 2020;
Nechoud et al., 2021). Hernandez-Méndez et al. (2015) contend that the official websites of
tourism destinations are the most frequently used internet platforms in the context of eWOM
and tourism destination. In contrast, Loncari¢ et al. (2016), Almeida-Santana, Moreno-Gil
(2017), Bozi¢, Jovanovié (2017), Onder et al. (2019), and Nechoud et al. (2021) emphasize that
social networks, particularly Facebook, play a dominant role among all distribution channels.
Recipients of eWOM are more inclined to trust posts where they know identity of the author
(Loncari¢ et al., 2016; Zainal et al., 2017). Besides the social network Facebook, visitors also
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utilize Youtube and Flickr. These two social networks tend to be favoured by men because they
search information through video and photo content (Almeida-Santana & Moreno-Gil, 2017).

Information obtained from eWOM is not always positive, so potential visitors may anticipate
negative incidents that happened to visitor who visited a specific tourism destination. This fact
strengthens the eWOM position in the context of the interest in visiting tourism destinations,
entrepreneurs, facilities, and attractions (Auliya & Pertiwi, 2019). Consequently, visitor believe
that by relying on eWOM, they can mitigate the risk of making incorrect service selection
decisions (Kim et al., 2011; Singh & Kathuria, 2019) and plat their trips to tourism destinations
more effectively (Singh & Kathuria, 2019).

2. The aim, material and methods
The aim of the paper is to investigate the consumer behaviour of residents of the Slovak
Republic in relation to eWOM focused on tourism destination. In the paper, we are looking for
an answer to the research question: What is the consumer behaviour of residents of the Slovak
Republic in relation to eWOM focused on tourism destination?

Tab. 1: Socio-demographic data of respondents

. . Number of respondents
Criterion Division Abs, Rel. (%)
Bratislava
Western Slovakia 119 1.4
. 352 33.8
. Central Slovakia
Region Eastern Slovakia 280 269
291 27.9
Total 1042 100.0
B?rﬁzla:a 119 11.4
Trengin 100 9.6
Nitra 117 11.2
Zilina 135 13.0
County , . 141 13.5
Bansgle];oystrlca 139 13.3
Koéic\e/: 133 12.8
158 15.2
Total 1042 100.0
up to 1 000 residents
1 001 — 5 000 residents égé ég;
The size of the place of 5001 — 20 000 residents 158 152
residence according to 20 001 — 100 000 residents 308 29' p
the number of residents over 100 000 residents )
137 13.1
Total 1042 100.0
Wl\(f;r;n 522 50.1
Gender 520 49.9
Total 1042 100.0
18-25 years 117 112
26-35 years
227 21.8
36-45 years
232 223
Age 46-55 years
56-65 years 243 233
oY 223 21.4
Total 1042 100.0

Source: Data collected by authors, 2022.
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To collect primary data, we employed the method of sociological questioning, utilizing a
structured questionnaire as the data collection technique. The questionnaire was distributed in
July 2022 in collaboration with the Ipsos agency, resulting in the collection of 1,042 responses
from residents of the Slovak Republic (Tab. 1). In our investigation of eWOM, we examined
the Internet platforms that visitors commonly use to seek reviews and posts about tourism
destinations, the specific types of eWOM that capture their attention, and the language in which
they prefer to consume reviews, comments, or posts. The primary data will be processed using
mathematical-statistical methods and analysed using SPSS software.

The agency provided a representative sample, which we subsequently verified using chi-
square (x?) tests. We conducted chi-square tests to assess the representativeness of the research
sample in terms of age (¥ 1.000), gender (¥ 1.000), county (¥ 1.000) and the size of the
place of residence according to the number of residents (¥ 1.000) perspective, while the
statistical test verified the representativeness of the research sample.

3. Results and discussion
The results of the questionnaire survey indicate that 97.3 % of residents of Slovak Republic
search eWOM about tourism destinations. Among the respondents, those between the ages of
18 and 25 exhibit the highest propensity for seeking eWOM information regarding tourism
destinations. The residents of the Slovak Republic are influenced by their age (Kruskal-Wallis
test; n = 0.074) and county (Kruskal-Wallis test; n = 0.001) when reading e WOM.

We found out on which specific internet platform potential visitors most often search for
information via eWOM about tourism destinations before their visit. We presented respondents
13 potential eWOM search sources (Tab. 2) and asked them to rate the frequency of their usage
on a scale ranging from 5 (always) to 1 (never). The values are given in percentages.

Tab. 2: Internet platforms used by residents of Slovak Republic to search for information on tourism destinations
rovided through eWOM

The number of respondents — Rel. (%)

The Internet platform 5 2 3 2 1
Facebok 17.9 15.4 23.8 17.8 25.1
Instagram 8.0 9.4 14.8 15.3 52.5
Youtube 11.1 14.6 23.2 18.4 32.7
Pinterest 2.6 3.3 9.3 12.1 72.7
Twitter 1.9 1.9 7.5 9.6 79.1
LinkedIn 2.4 1.6 7.3 8.1 80.6
Google Maps 24.9 21.8 26.5 9.4 17.4
TripAdvisor 7.4 9.5 17.0 11.7 54.4
Atlas of countries - Invia 3.9 7.6 13.5 11.9 63.1
Travel blogs 10.1 14.9 25.3 17.7 32.0
Virtual communities 5.0 11.3 17.9 18.2 47.6
Websites of_tourlsm_ent_rep_reneurs, 127 183 247 175 26.8

companies, and institutions

Websites of tourism destinations 23.4 25.0 23.8 13.0 14.8

Source: Data collected by authors, 2022.

Addressed residents of the Slovak Republic always and often prefer information provided
via eWOM about tourism destinations on websites of tourism destination (48.4 %), Google
Maps (46.7 %) and the social network Facebook (33.3 %). These findings align partially with
the observations of Hernandez-Mendez et al. (2015), who identified websites of tourism
destinations, travel blogs, and social networks as the primary internet platforms for seeking
eWOM about tourism destinations. Contrary to our results, Loncari¢ et al. (2016), Almeida-
Santana, Moreno-Gil (2017), and Nechoud et al. (2021) specifically highlight Facebook as the
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most frequently used source when searching for eWOM about tourism destinations, ranking it
first, whereas in our study, it ranks third.

On the internet platforms Facebook, Pinterest, Twitter, LinkedIn, Atlas of countries — Invia
and websites of tourism entrepreneurs, companies and institutions, people between the ages of
26 to 45 most often search for eWOM. The Internet platform Instagram prevails among
respondents from 18 to 25 years old. Youtube is preferred by several age groups, from 18 to 45
years old. Respondents aged 26 to 35 search for eWOM on Google Maps and in virtual
communities. TripAdvisor and travel blogs are popular with respondents aged 18 to 35. The
older generation the ages of 46 to 65 seek eWOM directly on the websites of tourism
destinations. Men are more likely to search for eWOM on Facebook, Youtube, Google Maps
and TripAdvisor. Women tend to prefer Instagram, Pinterest, and virtual communities.

Residents of Slovak Republic read eWOM in several languages, respondents could choose
several options for this question (Tab. 3).

Tab. 3: The language of eWOM that residents of Slovak Republic read

The language The number of respondents
Abs. Rel. (%)
Slovak 997 98.3
Czech 421 41.5
English 382 37.3
German 82 8.1
Russian 53 5.2
Hungarian 21 2.1
French 6 0.6
Polish 5 0.5
Italian 4 0.4
Spanish 2 0.2
Serbian 1 0.1
Translation by a translator 3 0.3

Source: Data collected by authors, 2022.

In the English language, the age group of respondents between 18 to 25 years old exhibits
the highest propensity for eWOM searches. For the other languages, there is no statistically
significant difference in searching for eWOM in the age categories. A significant disparity
emerges between eWOM searches in English and Czech languages, with men displaying a
higher preference for eWOM searches in these languages compared to women.

We conducted an investigation using a 7-point scale to determine the factors that respondents
prioritize when selecting a tourism destination in the context of eWOM. The scale (-3 to 3)
compared the importance of eWOM when choosing a domestic or foreign tourism destination,
destination they have not yet visited or those they have already visited, the importance of
eWOM from domestic or foreign visitors, from ordinary visitors or well-known personalities
(e. g. influencers), from anonymous providers or those with known identities, and the
importance of negative or positive character of eWOM, while 0 meant, that for the respondent
both alternatives are equally important, a positive number means that the first of the alternatives
is more important to them and a negative number means that they attribute more importance to
the second alternative, while the larger the number, the greater the importance. We present the
values in percentages (Tab. 4).
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Tab. 4: Factors influencing the decision-making of residents of the Slovak Republic before traveling to a tourism
destination

Rel. (%) .
3 o 1 0 1 > 3 Modus Median
Domestic Foreign
tourism 72 | 36|44 |591 | 89 8.2 8.6 tourism 0 0
destination destination
Destination Destination
they havenot | 123 | 88 | 6.0 | 50.1 | 9.6 6.2 7.0 they have 0 0
yet visited already visited
Domestic | 414 | 77|87 | 508|100 | 58 | 6.0 Foreign 0 0
visitors visitors
Ordinary | 547 | 77 | 81| 437 | 100 | 50 | ag | VWell-known 0 0
visitors personalities
Anonym | 38 | 31|64 | 530 126 | 107 | 104 |  Known 0 0
identity
Negative | 51 | 31 | 68| 6509 | 88 | 65 | 58 Positive 0 0
character character

Source: Data collected by authors, 2022.

As indicated in Table 4, residents of Slovak Republic do not differentiate between individual
categories and are interested in eWOM before traveling, both in the case of domestic and
foreign, unknown and already visited destination. They are influenced by both positive and
negative mentions of the tourism destination from various providers of eWOM.

Previous authors, Loncari¢ et al. (2016) and Zainal et al. (2017), assert that potential visitors
tend to trust eWOM more when the identity of the provider is well-known. In contrast, Lopez
and Sicilia (2014) argue that potential visitors are more likely to trust eWOM written by
providers with an unknown identity. Our results indicate that Slovaks do not consider whether
the identity of the eWOM provider is known or not. However, a higher percentage of
respondents engage with eWOM where the identity of the provider is known, leading us to align
with the findings of Loncari¢ et al. (2016).

Regarding the character of eWOM, Slovaks appear to be influenced by both positive and
negative eWOM, which contradicts previous studies. According to Alsheikh et al. (2021) and
Nechoud et al. (2021), visitors generally lean towards positive eWOM, as it improves their
decision-making, influences their intention to visit, and reduces information asymmetry.
Mutagin and Trinanda (2019) also contend that visitors are more inclined towards positive
eWOM. When eWOM is positive, there is a greater likelihood that visitors choose to visit the
destination. Conversely, if eWOM is more negative, this likelihood decreases.

Conclusion

The aim of the paper was to investigate the consumer behaviour of residents of the Slovak
Republic in relation to eWOM focused on tourism destination. Through the realization of our
questionnaire survey, we successfully answered the research question posed in this study,
thereby fulfilling the main aim of our paper.

The questionnaire survey shows that residents of the Slovak Republic search for information
about tourism destination through eWOM, with the highest engagement observed among
individuals aged 18 to 25. The search for eWOM about tourism destinations on the various
internet platforms varies by age, but in general, Slovaks predominantly search for eWOM on
Google Maps, websites of tourism destinations and social network Facebook. They read eWOM
in Slovak, Czech, and English language. Notably, a significant preference for the English
language is observed within the 18 to 25 age group. Residents of the Slovak Republic search
for eWOM both about domestic and foreign tourism destinations, rather they read eWOM from
regular domestic and foreign visitors, who do not care whether their identity is known or not.
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As for the character of eWOM, they do not make a problem with it and they pay attention to
both positive and negative eWOM.

Further research could focus on cross-country comparisons, extend our research to other
areas, or investigate the perspective of eWOM in relation to destination by supply-side.
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Abstract: The aim of this article is to try to identify the motives for visiting the Wielkopolska
National Park during the COVID -19 and to analyse different variants of tourists' behaviour
after the pandemic. The question posed was whether, during the pandemic, visits to the
Wielkopolski National Park were motivated by an interest in nature and a desire to visit
naturally valuable areas, or whether it was a substitution for other leisure activities due to a
lack of other travel options. A second question, which has implications for the future, is whether
behaviour during the restrictions changes motivations for visiting national parks after the
pandemic has ended.

A qualitative empirical study was conducted in two stages. In the first stage of the research,
the individual interview method was used and the subject of the research was the motivations
for visiting Wielkopolska National Park before and during the COVID -19 pandemic. The
second stage of the research included the scenario method, which was applied to the situation
that occurred after the COVID 19 pandemic.

The presented research indicated that tourists visiting the Wielkopolska National Park treated
this stay as a substitute for other trips and the recreational function was of primary importance
for them.

Therefore, it is possible to assume 3 scenarios of tourist behaviour after the end of the
COVID - 19 pandemic related to motivations for visiting national parks, from the least
optimistic one in which staying in a national park during the pandemic will not affect interest
in nature conservation, to the most optimistic variant, in which staying in a park fosters interest
in nature and changes motivations for tourist travel in the future. The key factor of such a
scenario becomes education, which can be carried out through new forms of communication
and tourism product.

Key words: sustainable tourism, national parks, tourists motivations.

Introduction

The COVID - 19 pandemic caused potential tourists to abandon the purchase of tourism goods
and services in favour of other forms of leisure, resulting in substitution-like changes in the
tourism market (Niezgoda, Markiewicz & Kowalska, 2021; Kowalska & Niezgoda, 2020). As
part of internal substitution processes, tourists exchanged various types of tourist trips for other
trips, which include visits to national parks. Tourists' choices depend on diverse factors that
include economic, social, demographic and geographical factors, as well as psychological
factors, among them travel motivations.
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Motivations should be considered as a dynamic process in the behaviour of people, including
consumers of tourism services, which bridges the gap between felt needs and the decision to
take an action, which may be to visit a place (Niezgoda, 2012). Motives depend on the
individual interests and temperament of individuals. In response to consumer needs, products
are created on the tourism market that respond to current trends and challenges, which include
the sudden and unforeseen situation caused by the COVID - 19 pandemic. The aim of this article
is to try to identify motives for visiting the Wielkopolska National Park (WPN) during the
COVID -19 pandemic and to analyse different variants of tourists' behaviour after its cessation.
The authors ask whether, during the pandemic, visits to the Wielkopolski National Park were
motivated by an interest in nature and a desire to visit valuable areas, or whether it was a
substitution of other leisure activities due to a lack of other travel options. The second question,
which has implications for the future, is whether behaviour during the restrictions changes the
motivations for visiting national parks after the pandemic has ended, as presented in the form
of scenarios.

The work of authors dealing with consumer behaviour in tourism is dominated by the
problems of decision-making models, due to the complex nature of the process. Among the
most commonly discussed are the models formulated by Salah Wahab, Jack Crampon and Louis
M. Rothfield (1976), Gottfried A. Schmoll (1977), Alister Mathieson and Geoffrey Wall (1982),
Victor T. C. Middleton (1988) and Seoh Um and John L. Crompton (1990). These models point
to external factors of consumer behaviour, but the influence of factors of a random, sudden and
unforeseen nature has not been analysed, such as the situation caused by the COVID - 19
pandemic, the effects of which affected the world economy and the tourism market in particular.
Following the end of the pandemic, it is important to ask what effects the restrictions on the use
of goods and services, particularly those related to travel, have left on the behaviour of tourists
visiting national parks.

1. Determinants of visits to the Wielkopolska National Park during the COVID -19
pandemic - results of an empirical study
National parks are among important tourist attractions (Kurek, 2008) and have the highest
attendance among natural attractions, both in Poland and worldwide (Liszewski, 2009;
Kruczek, 2017; Niezgoda & Markiewicz, 2021). Tourist use of national parks is systematically
increasing, which is dictated not only by the desire for contact with nature, seeking relaxation
and aesthetic experiences, but also by the need for rest, recreation and outdoor sports (Holder,
1997). As Agnieszka Niezgoda and Marek Nowacki (2020) have shown, tourists visiting a
national park are not always looking for experiences related to nature and its protection. The
question arises whether, during the COVID -19 pandemic, the motivating factor for visiting the
Wielkopolska National Park was the desire to commune with nature and learn about the
highlights of a protected place, or whether the purpose of visiting the WPN was due to a desire
to substitute another form of recreation? This is because it has been noted that during the various
stages of restrictions resulting from the pandemic, the public thirsty for contact with nature
began to visit green areas, forests and national parks en masse (Baranowska, Koprowicz &
Korzeniewicz, 2021). Once restrictions have ceased, visitors to national parks may include
people whose motivations are not related to nature as an element of tourist attraction. A national
park is chosen by such tourists because of fashion, lack of travel alternatives or as another place
that is an area for recreation and sport.

In order to identify the motivations for visiting the Wielkopolska National Park during the
COVID -19 pandemic and the effects and impact of the pandemic on the motivations for visiting
after the pandemic ended, the authors conducted a qualitative empirical study in two stages.
The first stage of the research was conducted between 15 October and 15 November 2021, The
individual interview method was used and the subject of the research was the motivations for
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visiting the Wielkopolska National Park before and during the COVID -19 pandemic. The
subjects of the research were people who visited the national park during the pandemic.
Respondents were asked about the impact of pandemic COVID - 19 on visits to national parks
as naturally valuable areas. A total of 50 respondents aged 16 years and over took part in the
survey, including 30 females (60%) and 20 males (40%). The predominant group among the
respondents had tertiary (46%) and secondary (28%) education. Due to the short time since the
cessation of the pandemic and the difficulty in drawing general conclusions, the second stage
of the research involved the scenario method, which is used to predict the future (e.g. Porter,
1985; Wack, 1985; Schoemaker, 1995, Kosow & Galner, 2009).

Of all respondents visiting the Wielkopolska National Park during COVID -19, surveyed in
the first stage, only 4 people had not been to the analysed national park before the pandemic.
32% of the respondents visited the park frequently and 60% occasionally. Respondents were
asked to give a rating (on a scale of 1-3, where 1- least important, 3 - most important) to the
indicated motivations for visiting the studied park before the pandemic. The highest rating
(2.46) was given to recreation, followed by the desire to commune with nature (1.82) and the
desire to learn about the most important attractions from a conservation point of view (1.36)

(Fig. 1).

3

2
1 .
0

M recreation

scoring

a desire to commune with nature

B only here can | learn about the most important attractions
from a nature conservation point of view

Fig. 1. Motivations for visiting WPN before the COVID pandemic - 19, scoring
Source: own study

Further into the survey, respondents were asked to state their motivation for visiting the
WPN already during the COVID-19 pandemic. Respondents were asked to indicate 3 main
factors. Over 60% of respondents indicated active recreation and the fact that the WPN is open
so they enjoy it, but it could just as well be any other place. Almost half of the respondents
(46%) visited the park because they wanted to go out anywhere (e.g. for a walk with their
children) and ¥4 of the respondents had another trip planned but had to cancel it due to
restrictions and so they enjoy the park. The desire to commune with nature was indicated by
40% of the respondents, with an additional 10% responding that only here could they get to
know the most important attractions from a nature conservation point of view (Fig. 2).
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Fig. 2. Motivations for visiting WPN during the COVID pandemic - 19
Source: own study

Similar to the motivations for visiting WPN before the COVID - 19 pandemic, respondents
were also given the opportunity to indicate other responses during the pandemic. Factors such
as health purposes, children's education, meeting friends in the ESL area, and a business trip
were indicated.

The analysis of the survey results showed that although recreation-related factors for all
respondent groups by education are important, the importance of factors related to the desire to
be in nature increases with increasing education: primary education: 22.2%, vocational: 64.2%,
secondary: 66.7%, higher education: 66,8%. This correlation was also similar before the
pandemic, the average rating of the factor (desire to be in contact with nature) in the different
groups was as follows: primary education: 1.7, vocational: 1.7. secondary: 1.8, higher
education: 2,1.

The second part of the survey concerned the impact of the pandemic on future visits to
national parks as naturally valuable areas. Respondents were asked: did the pandemic cause an
increase in the importance of these areas for them, and will they visit Wielkopolska National
Park more often after the pandemic has ended? To the first question, 44% of respondents
answered that they would not, for 30% of respondents the pandemic had increased the
importance of the parks (2% - "definitely yes", 28% - "yes"), and 26% of respondents indicated
the answer "don't know" (Fig. 3).
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Figure 3: Has the pandemic increased the importance of WPN to you?
Source: own elaboration

Although for more than 40% of the respondents the pandemic did not cause an increase in
the importance of the areas analysed, almost 70% (12% - "definitely yes", 54% - "yes") of the
respondents indicated that they would visit Wielkopolska National Park more often after the
pandemic had ended. Only 10% of respondents indicated the answer "no™ in this question (no
one marked definitely no), and 24% indicated the answer "don't know" (Fig. 4).

Will you be visiting WPN more often
once the pandemic is over?

| don't know o
definietly yes

12%
definitely not
0%

not

10% yes

54%

Fig. 4. Will you visit WPN maore often after the pandemic is over?
Source: own elaboration

In addition, the vast majority of respondents (86%) believe that national parks protect
endangered species and their number should be increased, 6% have no opinion on this, only 8%
of respondents are against it.

2. Motivations for visiting national parks after the COVID -19 pandemic - scenario
method
The second stage of the research involved the scenario method, which was applied to the
situation that followed the COVID 19 pandemic.

A mere awareness of the importance of the environment for health and quality of life, is not
the same as nature conservation, but it can be a starting point for a deeper interest and
broadening of knowledge, which can eventually translate into actual pro-environmental actions.
A visit to a national park can prompt tourists to take a deeper interest in nature conservation
(Niezgoda &Nowacki, 2020), but the motivations for visiting natural areas are not always
linked to environmental awareness (e.g. Mika & Zawilinska, 2016; Proszynska-Bordas & Seler,
2009). Therefore, it is important to know the motives for visiting national parks as areas of
highest value from the point of view of nature conservation and also to try to predict whether a
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stay in a national park triggered by a motivation that is not always related to its protection will
affect future tourist behaviour. The authors used the scenario method, which, based on
knowledge gained in the past and present, enables the construction of hypothetical events in the
future (Kosow & GaRner, 2009). Schoemaker (1995, p. 45) describes scenario planning as "a
disciplined way of imagining possible future options". The chosen method is most appropriate
when considering complex, highly uncertain situations, (which may include a pandemic), and
where mainly unquantifiable, qualitative forces (e.g. societal values) are at work (Brummell &
Mac Gillyvray, 2013).

The research carried out allows us to see that the motivations for visiting national parks can
be related to:

a) learning about the most valuable places in terms of natural values,

b) broadening knowledge about nature and its protection,

c) active recreation, for which the area of a national park does not differ from other areas,

d) substitution of a stay in another place (especially during epidemic restrictions).

For points a and b it can be assumed that the tourist shows an interest in nature and its
protection (environmental awareness) before arriving at the national park. The attitudes
triggered by these motivations can be reinforced by a stay in the national park.

For c and d attitudes, a stay in a national park can also result in an increased interest in nature.
Thus, it can be assumed that the COVID pandemic can contribute to strengthening
environmental attitudes. On the other hand, if the stay in the national park was only the result
of a substitution of a tourist trip due to constraints, the tourist's subsequent trips will not be
related to the motivation to increase their knowledge on nature conservation. Therefore, 3
scenarios can be assumed for the behaviour of tourists after the cessation of the COVID
pandemic - 19 related to the motivations for visiting national parks.

Scenario 1. People who visited the national park during the pandemic became interested in
nature conservation and their motivations for subsequent visits to naturally valuable areas will
result in environmentally friendly actions.

Scenario 2. Interest in nature conservation will remain at the same level. If the visit to the
national park is motivated by factors a and b, the tourist in question still has attitudes resulting
from environmental awareness. If, they are motivated by factors ¢ and d, then the tourist has
not taken advantage of educational opportunities during his/her stay in the nature conservation
areas.

Scenario 3. The restrictions caused by the pandemic were so onerous for tourists that the
return of the offer on the tourism market triggered a desire for non-demand offers in naturally
valuable areas to a greater extent than before the pandemic. This situation can occur when a
stay in a national park has not produced educational effects. In accordance with the
recommendations of the Polish Tourist Organisation, during the pandemic in parks, measures
were taken to maintain constant contact with tourists using ICT (including the Internet) (PTO,
2020), which resulted in activities by national parks to create new products: films promoting
the wealth of beautiful nature and natural tourist attractions in the parks, workshops,
competitions and quizzes, virtual programmes or guides. The vast majority of respondents
(80%) showed no interest in these park activities.

Conclusions and discussion
As B. Canavan (2017) notes, despite growing environmental awareness, leisure is still a
hedonistic experience for many tourists, far removed from responsibility. Also J. Krippendorf
(1997) notes that tourism has certainly contributed to a mass awareness of the importance and
difficulties of nature conservation, but only in the sense of 'therapeutic gratification'.

Studying the tourism behaviour of Poles during the pandemic, it was noted that the pandemic
is not a typical inhibitor that stops travel (Kowalska & Niezgoda, 2020), it only affects the
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intrinsic substitutability of the tourism product. This means that for tourists, the trip was
important enough that they did not completely give up on tourism and recreation. One can agree
with Anna Mazurek - Kusiak (2019, p. 197) that consumers do not want to give up tourist trips
as they are essential for mental, physical and social well-being. In particular, forest areas are of
great importance (Baranowska, Koprowicz & Korzeniewicz, 2021), including national parks
(Kubiczak, 2015), which satisfy the needs for relaxation, rest, but also recreation. The presented
research indicated that tourists visiting the Wielkopolska National Park treated this stay as a
substitute for other trips and the recreational function was of primary importance to them.
Therefore, education becomes necessary, which can be carried out through new forms of
communication and a tourist product.

When considering the three proposed scenarios, it can be seen that a stay in a national park
triggered by the need for COVID - 19 restrictions can result in an increased environmental
awareness, a desire to learn about naturally valuable areas, as well as conduct of a pro-
environmental nature.

However, tourists who incorporate ecological considerations into their choices need to be
aware that these choices are not always compatible with other objectives and values. Visiting a
national park may entail restrictions, such as the lack of refreshment facilities along the route,
the need to keep a dog tethered, sticking to designated trails and stopping places. In order not
to succumb to the above dilemmas, the tourist who chooses environmentally friendly behaviour
must be personally convinced of the rightness of his/her decisions and understand the sense of
restrictions when visiting naturally valuable areas.

If a visit to a national park results in scenario two, the behaviour and motivations of tourists
will not change. However, the present study showed that almost 70% of the respondents
indicated that they would visit the Wielkopolska National Park more often after the pandemic
had ended, and 86% believe that national parks protect endangered species and their numbers
should be increased. Such findings indicate that a visit to a national park could result in scenario
3, i.e. an increased level of environmental awareness. However, as Albert Postma, Elena
Cavagnaro, and Ernesto Spruyt (2017) note since scenarios are based on key uncertainties, all
scenarios can come true. Development can be programmed, which does not mean that it will
follow a predetermined course (Rudewicz, 2019). Therefore, it is necessary to adopt key factors
that are conducive to the most desirable scenario from the point of view of the sustainable
development goals (scenario 3). The key factors in its realisation become an increase in tourists'
ecological awareness, which should translate into pro-ecological behaviour during their stay in
the protected area. The condition for this is education, the dimensions of which are knowledge,
skills and attitudes (Wojnar, 1996; Niezgoda & Markiewicz, 2023). The communication
process, which is not only a source of information and knowledge, but a form of
communication, i.e. dialogue, becomes a key factor as well, which ensures that the participants
in the process have an influence on decisions, plans and actions in line with the goals of
sustainable tourism developed in national parks.
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PROBLEMY RIZENI LIDSKYCH ZDROJU V CESTOVNIM RUCHU
ZAMERENEM NA MENSINOVOU KULTURU

René Petras
Univerzita Karlova Pravnicka fakulta
Katedra pravnich dé&jin
Ceska Republika
e-mail: petras@prf.cuni.cz

Abstract: This topic first requires explaining the problem of minority monuments, which is little
known. A significant part of the cultural monuments is related to minorities. That often
complicates their use for tourism. In the Czech and Central European conditions in general, it
is typically the monuments of the displaced Germans or Jews. The monuments are then often
disregarded though their cultural significance or visitors may not receive complete information.
For example, visitors of today s Silesia are not well acquainted with the fact that the region
used to be German until 1945. The use of Jewish monuments (nowadays literally a trend,
however limited during the communist era) is politically conditioned and carries certain
security risks. Research literature has so far devoted little attention to this issue. It can be stated
that minority monuments can have a great potential for tourism but require some specific
approaches such as training of tourist guides. The quality of guides is often dismal, even when
it comes to basic factography. Special information is required here, as minority monuments are
very often interested in enthusiasts or even descendants of those minorities. These descendants
can also be personally offended by incorrect factography. Sometimes only a local scientist or a
specially trained guide can guide such experts around the monuments. In practice, the question
is even more complicated. Visitors are often not satisfied with ordinary facts, but require local
knowledge. These are often not explored at all! The successful practice of tourism at minority
monuments therefore often first requires thorough scientific research, but this is a task that often
takes many years. The author became thoroughly familiar with the practice in the Kutnohorsko
Kolinsko tourist area, where Kolin in particular is referred to as "Jerusalem on the Elbe", which
represents the most important Jewish monument in Bohemia after Prague.

Key words: human resource management, minority monuments, tourist area Kutnohorsko
Kolinsko.

Uvod

komplikuji nizké mzdy, slozitd sezénnost 1 dalsi aspekty. Zv1ast’ narocna je situace u kulturniho
cestovniho ruchu, ktery alespoil u ¢asti privodct vyzaduje nemalé znalosti. Ke kulturnimu
cestovnimu ruchu lze pfifadit i vyuzivani mensinovych kultur, kde pfich4zi i mnohé komplikace
s tradicemi, historickymi nevraZivostmi a v neposledni fad¢€ s celkovou citlivosti (nékdy spiSe
precitlivélosti) otdzky. Mimo Evropu hraje vyraznou roli tzv. etnoturismus zaméfeny na
pfedvadéni specifickych tradic mistnich obyvatel, které jsou - nutno dodat - ¢asto vyrazné
modifikovany kvili navstévnikiim. V Evropé sice folklor hraje urcitou ulohu v cestovnim
ruchu, ale mensinova rizika se ho tykaji obvykle jen omezen&. Naptiklad v CR piisobi jiz 150
let organizace Baréc¢nici, ktera ostatné 16. zafi 2023 slavila v misté¢ vzniku v Kolin€ vyroci.
Clenové organizace viak tradiéni kroje povazuji obvykle jen za zajimavy koni¢ek a nikoli
projev své¢ identity, jejiz zpochybiiovani nebo uradzeni by vedlo k vaznym konfliktim.

93


mailto:petras@prf.cuni.cz

Ve stiedni Evropé¢ jde hlavné o problém mensinovych pamatek. Tento pojem je pouzivan dosud
jen ojedin€le a minény jsou jim pamdatky vyznamné spjaté hlavné s narodnostnimi a
nabozenskymi mensinami. V praxi cestovniho ruchu nejde o nic neobvyklého, kdy zejména
zidovské pamatky patii k atraktivnim — lze fici doslova modnim - jiz fadu desetileti ve sveété i
v CR. I odbornici cestovniho ruchu ptitom leckdy piehlizeji, ze zidovské pamatky patii po
unikatnim Prazském Hradu k nejnavstévovanéj$im objektim vibec. Zasadnim nedostatkem
védeckého poznani, a to nejenom v ¢eském prostiedi, jsou chybéjici obecné publikace, kdy sice
existuji pomeérné¢ pocetné prace o zidovskych pamatkach, ale komplexni zpracovani
mensinovych pamatek a jejich vyuzivani pro turismus chybi. Je pfitom zjevné, Ze problémem
se zabyvaji zejména historici a etnologové, ale praktické vyuziti pamatek v cestovnim ruchu je
nezajimd. Odbornici na dé&jiny uméni v soucasnosti né¢jaké narodni a obvykle i nabozenské
vlivy spiSe prehlizeji, na rozdil tieba od éry silného nacionalismu druhé poloviny 19. stoleti.
Pro odborniky 1 praktiky cestovniho ruchu — vzdélanim nejcastéji ekonomy nebo geografy, v
bézném Zivoté mnohdy zcestovalé ,,kosmopolity* — jsou pak narodni nebo nabozenské tradice
a jejich citlivost né¢im spise prehlizenym. Ukazuje se tedy slozita interdisciplinarita cestovniho
ruchu, pricemz praxe vyzaduje hlavné dikladnou ptipravu pracovnikli. Zejména priavodci a
pracovnici infocenter musi mit odborné znalosti, které leckdy neni snadné ziskat.

Na druhé strané¢ ale rozhodné¢ nelze podcenovat piinos mensinovych pamatek, zejména ve
slozitych souCasnych pomeérech. Koronavirus tézce otidsl cestovnim ruchem, ktery ptitom
dlouhodobé rostl velmi vyrazné. Ve sttedni Evropé navic plsobi leckdy slozité ekonomické
poméry, kdy na rozdil od GspéSného Polska zejména ceska ekonomika stagnuje a realné mzdy
rekordné padaji. Snad jest€¢ zasadngjsi jsou — a budou — aspekty politické, kdy v blizkém
sousedstvi probiha nejvétsi evropsky konflikt od roku 1945, pfiCemZ nejsou nijak jasné jeho
dlouhodobé dopady na Ukrajinu, Rusko 1 dalsi zem¢. Takze cestovni ruch stfedni Evropy
(hlavné¢ jeji vychodni Césti) neni v nijak idedlni pozici, pfitom v zapadnim svété sili tlaky
progresivni levice, jez nema cestovnim ruch v lasce zejména kvili ekologickym ale 1 socialnim
dopadim. Po tspéSnych kampanich napt. proti koufeni na vetejnosti a soucasném tlaku proti
spalovacim motorim muze zacit boj proti cestovnimu ruchu optfeny také o moderni digitalizaci
zptistupniujici z domova tteba svétové galerie. KdyZ cestovni ruch bude moci argumentovat
kulturnim pifinosem a hlavné vyznamem pro menSiny, coz progresivni hnuti vedle ekologie a
genderu propaguje, tak to mize takovymto kampanim piedejit. Naopak miize vyuzit nemalé
vetejné prostiedky urené na podporu mensinovych aktivit, k nimz lze snadno pfifadit tfeba
vytvareni nau¢nych stezek zamétenych na kulturu mensin, vydavani propagacnich materialt
v jazyce mensSiny (jako jsou Némci ve vychodni Casti stfedni Evropy) a zejména alespoii zCasti
vyuzit pro kli¢ové financovani pracovnikl (nejenom priivodci, ale také pracovnici infocenter,
a dokonce 1 destina¢nich organizaci).

1. Dosavadni zpracovani
Otazka lidskych zdrojii v cestovnim ruchu zaméfeném na menSinové kultury je téma
samoziejmé velmi uzké a nezpracované, ale pro zakladni orientaci je nezbytné nahlédnout na
zpracovani menSinovych pamadtek a jejich vyuzivani pro cestovni ruch. Problém menSinovych
pamatek zabiha do n€kolika odlisnych védeckych odvétvi, kdy ale kazdé sleduje az na vyjimky
jen své problémy a $ir§i mezioborovy pohled zcela chybi. (Petras, 2019) Existuje rozsahla
védecka literatura k pamatkové péci, ale pro tyto odborniky (vzdélanim hlavné historiky umeéni)
jsou v soucasnosti mensinové aspekty tykajici se pamatek né€cim spise piehlizenym. U uméni
se snazi nalézt obecné kulturni vyvojové tendence a jejich podminénost narodni nebo
nabozenskou orientaci tvlircii a majitelli pro n€ nebyva relevantnim tématem vyzkumu. Jini
odbornici se zamé&fuji na technické problémy ochrany a restaurdtorstvi, kde samoziejmé
mensinovy aspekt nehraje obvykle roli. Situace se ale pfece jen pozvolna méni, napiiklad na
prelomu let 2019 a 2020 vysla ptinosna sedmisetstrankové kniha zachycujici osudy némeckych
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pamatek v severnich Cechach po roce 1945. (Konfiskované osudy, 2019). Nelze piehlizet ani
skutec¢nost, ze mezi odborniky na pamatkovou péci otdzky cestovniho ruchu nevyvolavaji
prekvapiveé témeét zddnou pozornost kromé obvykle kritickych pfipominek k poSkozovani
pamatek. (podrobné viz Petrds & Jouzova, 2020)

Dalsi zékladni skupinou by byla pocetna odvétvi vénujici se cestovnimu ruchu a jejich piipadny
zajem o mensinové pamatky. V zahrani¢ii v CR existuji pomérné pocetné publikace vénované
vyuzivani zidovskych pamatek (napt. Lehrer, 2013), jenze piekvapiveé chybi komplexni pohled
na mensinové pamatky. Ostatn¢ situace, kdy se prace vénuji jen jedné skupiné a Casto prehlizi
jeji specifika bez snahy o $irsi pohled, je pfi vyzkumu mens$in béznd. Najdou se ovSem prace k
etnoturismu (napf. Xie, 2011) vénované hlavné kmentim v USA nebo tieba v Africe. Ceské
publikace k mensinovym pamatkam az na ojediné€lé ¢lanky autora ziejmée neexistuji (zejména
Petras & Sultova, 2019, Petra$ & Jouzova, 2020, Petras, 2021, Petras, 2023), pticemz se po
dlouhém zdrzeni dokoncuje kniha Petras a kol.: MenSiny, turismus, pamatky a pravo (Praha:
Auditorium). UskuteCnily se 1 zatim dvé mensi konference k otazce, nejdiive v Koliné 21.
kvétna 2019 workshop piimo k menSinovym pamatkdm s casti fady renomovanych odbornik
na mensiny i cestovni ruch (napi. doc. Vani¢ek nebo doc. Stemberk), dalsi jako specialni sekce
jJiz tradi¢ni konference Aktualni otazky pravni upravy cestovniho ruchu VII., ktera se obvykle
uskutecnuje na Univerzité Karlové Pravnickée fakulté v Praze, ale tehdy probéhla v Kutné Hote,
kdy cast referatii zaznéla 1 v tamni byvalé synagoze 16.-17. ¢ervna 2022 (programy akci 1 dalsi
informace viz turismus.prf.cuni.cz). Akce v Koling¢ a Kutné¢ Hofe souvisi s regionalni snahou
vyuzit menSinové pamatky jako jadro jednoho z produkti cestovniho ruchu, a dokonce prosadit
Kolin oznacCovany jako ,Jeruzalém na Labi“ na Seznam svétového dédictvi UNESCO.
(podrobné¢ viz Petras & Jouzova, 2020).

2. Metody vyzkumu

Pouzité metody odpovidaji zejména pravni védé a historiografii (autor vzdélanim pravnik a
historik), zatimco u vyzkumu cestovniho ruchu obecné obvykle prevladaji piistupy
ekonomické. Clanek se piitom nemalo opira o specifické zkusenosti autora. Zvy$ena pozornost
je vénovana pravnim aspektiim, autor je v Ceské republice jeden z mala specialistll na pravni
postaveni mensin a soucasné patii k jesté mensi hrstce odbornika na pravni tpravu cestovniho
ruchu, kdy je v zasadé jediny v eském akademickém svété. Clanek se vénuje tématu dosud jen
minimaln¢ prozkoumanému, coz vede k omezenému mnozstvi a specifickému slozeni vyuzité
literatury. Autor navic vyuzival také své kontakty k ziskdni neoficialnich informaci, a dokonce
1 osobni zkuSenosti, protoze jako ¢len Rady vlady pro narodnostni menSiny (jeden ze dvou
zastupcl odborné vefejnosti) mensinové pamatky propaguje. (podrobné viz Petras, 2021)

3. MenSinové pamatky a jejich problémy
Znacna cast kulturnich pamatek je zdsadné spjata s menSinami ndbozenskymi nebo
narodnostnimi, coZ Casto ndvstévnici ani netusi, naopak u nékterych je vyuzivani pro cestovni
ruch komplikovéno fanatismem naboZenskym nebo nacionalnim, coz se miliZze i propojovat,
jako tomu bylo (a casto stale je) v byvalé Jugoslavii nebo aktudln€ v Nahornim Karabachu.
Typicky dochazi k imyslnému ptehlizeni vazeb pamatky k neptatelskému vyznani nebo
narodu, ale mize vést dokonce k uzavieni nebo zniceni. MenSinova vazba mulze byt malo
vyznamna, kdyZz naptiklad sttedov€ka mésta ve vychodni ¢asti stfedni Evropy vcetné ceskych
zemi byla piivodné pievazné némecka, coz dnes ndvstévnici asto ani nevnimaji, jenze u jinych
menSin miZe byt velmi nipadnd jako charakteristicky u velmi oblibenych Zidovskych
nabozenskych pamatek (Petras, 2013, s. 172-179; Tyslova, 2018). Ve vychodni ¢asti stfedni
Evropy vcetné ceskych zemi jsou klicové vazby na odsunuté Némce nebo za holocaustu
vyhlazené Zidy, tedy skupiny pievazné zaniklé teprve ve 40. letech 20. stoleti, coz z pohledu
zajmu navstévnikd o pamatky neni nijak davno. Velky podil Némctl na vyvoji ¢eskych zemi
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byva od druhé svétové valky casto piehlizen. Charakteristickou ukézkou byly pokusy
vybudovat muzeum proslulého konstruktéra Ferdinanda Porsche (plivodem z okoli Jablonce
nad Nisou), které narazily pro jeho nacistickou minulost, pfestoze o ni mélo muzeum podrobné
informovat. (podrobné viz Petras, 2021).

Vedle citlivych politickych aspektl v§ak nelze piehlizet ani dalsi slozité problémy vyuzivani
mensinovych pamatek. Ty totiz ¢asto z nemalé ¢asti pfitahuji navstévniky s osobnimi vazbami
na prisluSnou mensinu, ktefi samoziejmé vyzaduji kvalifikovany vyklad. Naptiklad znalci
zidovskych realii pfitom v ¢eskych zemich neni pfili§ mnoho, a navic pro takovéto navstévniky
zajimavé d&jiny mistnich komunit Gasto viibec nejsou kvalitné zpracovany (Petras & Sultova,
2019). Zejména u nabozenskych pamatek muze jejich vyuzivani pro turismus a kulturni Zivot
narazet na sakralni pozadavky a tradice pfislusné komunity. Velmi oblibené zidovské pamatky
také bohuZel vabi i islamisty a neofasisty, takze potiebnd bezpecnostni opatieni mohou turisty
odradit. Problémem pro vyuzivani mensSinovych pamatek k turismu je také interdisciplinarita,
kdy odbornici cestovniho ruchu vénuji otdzce dosud jen minimalni zajem, zatimco specialisté
na menSiny — podobné jako pievazna ¢ast nadSenct z fad menSin - obvykle nemaji pochopeni
pro praktické pozadavky navstévnikl. Autor ma osobni zkuSenost, kdy pfi jednanich Rady
vlady pro narodnostni menSiny i jeji specidlni komise uspéSné propagoval, aby némecka
mensSina radéji omezila své rozsahlé pozadavky na némcinu jako tfedni jazyk, o cemz ostatné
dosud nebyla veiejnost informovana, a rad¢ji pozadovala propagaci kultury sudetskych Némct
1jeji vyuziti pro turismus (podrobné Petrd§ & Jouzova, 2020).

Dne 19. zati 2023 bylo podle nadvrhu autora tohoto ¢lanku pfijato na podporu mensinovych
pamatek jednomysiné (tedy 1 zastupci kliCového Ministerstva kultury) usneseni Rady vlady pro
narodnostni mensiny: ,,Rada vyslovuje podporu vyuzivani mensinovych pamatek, které jsou
vazany na nedominantni ndrodnosti nebo néabozenstvi. Takovéto pamatky by mély byt
propagovany i1 vyuzivany pro cestovni ruch, coz piispiva i k rozvoji kultur mensin, jak pozaduje
zejména Radmcova imluva na ochranu narodnostnich mensin. VéEtsi zohlednéni mensinovych
tradic je vhodné v pamatkové praxi pti vyhlasovani kulturnich a narodnich kulturnich pamatek
1 pfi prosazovani pamatek do Seznamu svétového kulturniho dédictvi UNESCO.* Kolinu byla
vyslovena podpora pii jeho snaze dostat se do Seznamu svétového dédictvi UNESCO a
piipadné specidlni usneseni bude vytvofeno po jednédni se zastupci mésta.

Castecna orientace cestovniho ruchu na mensiny a jejich tradice je redlné moZna, v praxi je
ostatn¢ navstévnikovi do znacné miry jedno, zda se dozvi tradi¢n¢ informace o mistni Slechtické
roding vlastnici kdysi pamatku nebo o historii a kultufe mens$in. Pro piislusniky mensin jde
pritom o vitanou propagaci vlastni kultury a projev pozadovaného respektu. Mist s rozsahlymi
men§inovymi pamatkami najdeme pfitom v Ceské republice celou fadu, které by umoznily dalsi
uspésny rozvoj turismu, kdy Ize zminit tfeba Mikulov s ne vzdy vyuzivanymi pamatkami
zidovskymi a protestanskymi nebo dosud jen minimélné navstévovany ,,Jeruzalém na Labi*
Kolin s zidovskou tradici. Casto jde i o mensi obce, kde ani mistni obyvatelé netusi, jak slavnou
tradici zde maji. (Petras, 2021).

Pojem menSinové pamatky v pravnich ptedpisech nenajdeme, ani né&jaka pravni Uprava
dosud neexistuje. Zakladem vnitrostatni pravni Gpravy ochrany pamatek je zakon ¢. 20/1987
Sb., o statni pamatkové péci. Jeho zastaralost je smutné proslulé a jiz né€kolikrat byla netispésné
projednévana jeho nahrada. Piiprava nové prévni Upravy a ochota k novelizacim té stavajici
pfinasi i moznosti zavést do zdkona nové prvky, kterym by mohla byt i ochrana mensinovych
pamatek. V zasad€ by pfitom stacilo do tohoto rozsdhlého textu vloZit stru¢na ustanoveni
zdiiraziyjici vyznam pamatek spjatych s narodnostnimi a naboZenskymi mensinami, jejichz
ochrané je tfeba vénovat zvySenou pozornost. Autor je v kontaktu mimo jiné s tvlirci nového
zakona o pamatkové péci, kteti to nepovazuji za problém ani za komplikaci. (viz napf. Petras,
2018) U piipravy legislativnich zmén je ovsem v Ceské republice vzdy velmi obtizné predvidat
prabéh, uspéch takovéhoto Usili i konecné pojeti v pripadné schvaleném pravnim ptedpisu.
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Ochranu mensinovych pamatek lze zaradit i do pfipravovaného zdkona o podpote cestovniho
ruchu.

4. Snahy CR o Fizeni a podporu cestovniho ruchu — mnohalety boj o zikon o podpoie
cestovniho ruchu
Ceské tustiedni fady si mnoho let uvédomuji, Ze turismus piedstavuje vyznamné odvétvi
ekonomiky a opakované dospély k ndzoru, ze Gspés$ny rozvoj turismu vyzaduje spolu s vefejnou
podporou zavedeni jasné organizace, pfiCemz vysledkem by mél byt vyrazny rozvoj odvétvi.
Vcelku je nutna Siroka spoluprace subjektti — tedy obci a kraju, ale zejména i podnikatelti v
SirSim regionalnim ramci. Jenze cestovni ruch je dle Ceské pravni upravy vetejné spravy
v samostatné piisobnosti samospravnych krajii a obci, takze stat ma sice oficialni koncepci, ale
kliCové soucasti vefejné spravy se ji viibec nemusi fidit. Proto byla snaha ptijmout zdkon podle
tsp&sného vzoru Rakouska a Svycarska, pozdgji i Slovenska (zakon &. 91/2010 Z.z.). Praxe
cestovniho ruchu obvykle zdkon pozaduje, jenZe se neni schopna shodnout, jak by mél vypadat,
a hlavné jaka by mecla byt organizace a jeji financovani. Zakon se nelspéSné piipravoval
zejména v letech 2008-2014 a nove od jara 2022, kdy nakonec 20. ¢ervna 2023 na kulatém stolu
Ministerstvo pro mistni rozvoj vyhlésilo, ze vzhledem k nutnym tGspordm zdkon v nejblizSich
letech nevznikne. To vedlo bohuzel hned po 1ét¢ v zari 2023 k divokému konfliktu mezi
ministerstvem a nemalou ¢asti praktikti 1 odbornikli cestovniho ruchu, ktery je dosud nejhorsi
v tomto tisicileti. Nelze prehlizet, Ze obdobné neuspéSné snahy se projevovaly 1
v Ceskoslovensku jiz od roku 1927, takze jde ziejmé o nejdéle pfipravovany (samoziejmé s
ptestavkami) zdkon v ¢eskych déjinach.

Ceska republika piitom kvili obtizim s vytvofenim zakona zvolila velmi specifickou cestu
vyvolavajici mezi pravniky nemalé rozpaky, kdy se nejdiive mé rozbéhnout systém a po
stabilizaci by se stal zdkladem predpokladaného zakona. Od roku 2018 se tedy vytvari v zasadé
quasi pravni systém certifikace organizaci destinacniho managementu (DMO). Pro obce a kraje
je sice dobrovolny, jenze vefejna podpora by méla jit praveé pies certifikované DMO, takze se
dafi problém samostatné pusobnosti krajii a obci (a potfebu zavazného zakona, ktery se
dlouhodob¢ nedafi prosadit) obejit pomoci finan¢nich néstroji. Certifikace mé zejména branit
vzniku pfili§ malych nebo piekryvajicich se turistickych oblasti a podminkou je Siroké zapojeni
mistnich podnikatelii. Na vrcholu systému je CzechTourism propojeny s Ministerstvem pro
mistni rozvoj, pod nim jsou trovné krajska a jeSté niZze oblastni, vyjimecné vznika 1 lokalni.
Krajské uzemni ¢lenéni organizace turismu odpovida bézné vetejné sprave, ale turistické oblasti
(o velikosti s desitkami az stovkami tisic obyvatel), které né¢kdy dokonce prekracuji krajské
hranice (zalezi na dohod¢ obci), pfedstavuji svérazny prvek ceské vetejné spravy mezi kraji a
obcemi. (Petras, 2020).

Certifikované organizace destina¢niho managementu (DMO) maji vedle vlastni organizace
a propagace turistickych atraktivit hlavné vytvaret jakési regiondlni specializace oznacované
jako produkt cestovniho ruchu, coZ je dle definice CzechTourismu ,.komplex nabizenych sluzeb
a zézitk, které spojuje silna jednotici mySlenka do ucelené a komplexni nabidky cestovniho
ruchu mifici na jednozna¢né definovanou cilovou skupinu®“. A na né¢ sméfuji finance, kdy
aktivity v ramci produktu maji mit nesrovnatelné vétsi Sanci na vetfejnou podporu.

Dosavadni efektivita systému certifikovanych DMO je diskutabilni, ale nelze piehlizet, Ze
drtivy uder této novince — zékladu Ceské statni politiky cestovniho ruchu - fungujici od roku
2018 pfinesl koronavirus a nasledna krize ekonomicka i dopady valky na Ukrajin€. Mnozi
odbornici upozoriiuji, Ze pii snaze samospravy funguje destinacni management i1 bez
certifikace, jak tomu je typicky v jiznich Cechach, a naopak hlavné v politicky nestabilnich
krajich a piedeviim obcich nefunguje i pies certifikaci (napf. mnohde ve stfednich Cechach -
zejména v proslulé Kutné Hote). Na podstatné &asti CR systém vznikl na arovni krajské a velmi
Casto 1 oblastni, lokalni organizace jsou vyjimkou. Organizace tedy v zasad¢ vznikla, ale aktivni
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politika turismu je nakladna. Piedpokladalo se, Ze stat poskytne nemalé finance k rozbchu
aktivit certifikovanych DMO, které se s rozvojem cestovniho ruchu vrati stitu ptes dané.
V soucasnosti napi. oblastni DMO mivaji ¢asto jen jediného pracovnika, coz je velmi malo.
Dlouhodobé sliby, ze stat bude z nemalé ¢asti organizaci financovat alesponn do doby, nez se
spoluprace rozbéhne a pfinese rozkvét turismu, nejsou plnény. Dne 20. ¢ervna 2023 bylo
oficidlné vyhlaSeno, Ze penize dalsi roky budou jen v mife omezené. To nyni nuti DMO, aby
napi. vice navazovaly na dosavadni aktivity podnikatelského sektoru, a tak Setfily. (Petras,
2023)

5. Praxe v turistické oblasti Kutnohorsko Kolinsko
nevyuzity. K tomu zasadné pfispiva nestabilita mistni politiky a doneddvna 1 neschopnost
spolupracovat se svym okolim. Teprve dlouholetému starostovi blizkého a vétsSiho Kolina
RakuSanovi (dnes ministr vnitra) se podatilo prosadit vytvofeni spolecné organizace, ke které
se postupné piipojila vétSina obci regionu (piiblizné okresy Kolin a Kutna Hora). Kolin je zde
sice nejvetsi, politicky stabilni, a navic dilezity dopravni uzel (klicova Zeleznice napft. Berlin —
Praha — Viden, ale i Bratislava, Budapest aj.), ale naopak turisticky potencial Kutné Hory je
mnohem vétsi. 1 dalsi obce regionu maji ostatné zajimavé turistické cile, napt. Koufim, kam
pies skvélou polohu nedaleko Prahy mifi jen hrstka navstévnik, 1 kdyz jde nepochybné o jedno
z nejstarsich a nejhez€ich ceskych mést s unikatné dochovanymi hradbami a skanzenem, a to
pfi pouhych 1900 obyvatelich. Mnoh4 nddhernd mista jsou bohuzel neznama i nepfistupna!
Autor dodnes vzpomind, jak ho pred lety dr. Jouza upozoriioval, Ze v unikatné¢ dochovaném a
témé&f nepristupném kostele Svaté Anny v Novych dvorech (mezi Kutnou Horou a slavnym
zadmkem Kacina) bude s udivem zirat, na coz reagoval s posméchem a piipominkou svych
zkuSenosti tfeba z Italie nebo mnoha let mimo Evropu. Ale zmylil se a v unikatni stavbé tvofené
zejména chramovou kopuli, kde jsou 1 pivodni skla z 18. stoleti, opravdu uZzasl.

Navstévnici Kutné Hory ale bézné€ 1 mistni obyvatelé, a bohuzel také pracovnici infocenter
a dokonce privodci turistti leckdy neznaji zdsadni informace, na coz nahlédneme ponékud
dakladnéji, protoze to charakteristicky ilustruje kliCové problémy cestovniho ruchu s pracovni
silou. Pritvodci si obvykle neuvédomuji mimotadnou rozlohu historického jadra Kutné Hory,
protoze Ceska stfedoveéka meésta vznikla obvykle ve 13. stoleti mivala malokdy rozlohu ptes 20
hektarti (napi. sousedni Kolin celkem béznou velikost 11 ha), zcela vyjimecné pies 30 ha
(Opava 30, Brno 37, Olomouc 47) a zadné pires 50 ha krom¢ Kutné¢ Hory 71 ha (a to bez
samostatnych — pfitom podstatné starSich — predmeésti Sedlce a Malina) a kolosu prazskych mést
celkem 550 ha. Tato mésta byla rozsahla i v evropském kontextu, coz ukazuje tfeba Patiz 439
ha nebo Videnn 100 ha (podle Hoffmann, 1992, s. 81). V praxi cestovniho ruchu pfitom
navstévnici prochézi jen malou ¢ast historického jadra, coz si casto ani neuvédomuji. Turisticky
potencidl Kutné Hory, kde se nalézé tfada unikatnich pamatek, je tedy s ohledem na pouhych
dvacet tisic obyvatel mimotadny a jen zCasti vyuzity. Pamatky jsou jiZ posledni roky az na
vyjimky opravené, 1 diky zapisu do proslulého Seznamu svétového dédictvi UNESCO. Pred
pulstoletim byla pfitom Kutn4d Hora jednim z nejzanedbanéjsich historickych ¢eskych mést. Z
dal$ich i privodctim obvykle neznamych informaci 1ze zminit nepochopeni zdsadniho vyznamu
mésta pro stfedovékou ekonomiku kvili nejbohat§im stfibrnym dolim svéta, protoze se
pouzivaly penize z drahych kovi, pficemz hodnota stfibra ke zlatu byla mnohonéasobné vyssi
nez dnes, kdy je stiibro relativné levné. Nezndmy byvéa také kutnohorsky unikat vznikly
pfipojenim blizké Sedlce, kdy Kutnd Hora ma vétSinu (1) katedral (piesnéji staveb katedralniho
typu, pojem katedrala je spjat s cirkevni organizaci) v CR, kdy vedle prazského Svatého Vita
jde pouze o Barboru v Kutné Hote a Katedralu Nanebevzeti panny Marie v Sedlci, dnes soucasti
Kutné Hory. Svaty Bartoloméj v Koliné je katedralou kuri6zné jen z poloviny, Olomouc je
sporna, dalsi takovéto stavby byly zniCeny jiZ za husitstvi. Pfitom v ¢eskych podminkéch je u
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pamatek vedle baroka kli¢ova gotika, jejimz vrcholnym projevem v méstském prostiedi jsou
pravé katedraly, kdy se vrcholny stiedovék leckdy oznacuje jako vek katedral! Kutna Hora po
roce 1989 vcelku uspésné rekonstruuje své pamatky a vyuziva je pro turismus, ale najdou se
bohuzel stale i mista, kam se navstévnici dostanou jen vyjimecné (tfeba na Dny evropského
dédictvi — napt. klaster v Sedlci vyuzivany jako kancelatre firmy Philip Morris) nebo viibec ne
(zdmek v Sedlci).

Kutna Hora je tedy v mnohém evropskym unikatem, ale cenné pamatky najdeme i jinde
v turistické oblasti Kutnohorsko Kolinsko, takze alespon stru¢né se zaméfenim na pamatky
mens$inové — zde hlavné zidovské. Kolin mé& bohatou zidovskou historii, kdy se hovoii i o
,Jeruzalému na Labi“ a vedeni mésta posledni roky podporuje ozivovani historického centra, a
dokonce ptipravuje podani ndvrhu na zapsani hlavn¢ zidovskych pamatek Kolina na prosluly
Seznam svétového dédictvi UNESCO, na kterém jiz je Kutna Hora. Caslav je historické mésto
s praddvnou tradici, je zde 1 nadherna synagoga. Koutfim byla dlouho jednim z center ¢eskych
zemi, a 1 Kolin a vychodni ¢ast Prahy az do roku 1850 spadaly do Koufimského kraje. Mnohé
unikaty se najdou i na venkové a jsou pfitom casto ptehlizeny, kdy lze zminit MaleSov, v
turismu jiz fadu let mimotadné aktivni, ktery ale témét nevyuziva svého slavného Zidovského
rodédka Hugo Meisla. Meisl je povaZzovan za tviirce moderniho fotbalu jako trenér a organizator
soutézi. Vytvoftil tzv. Mitropa Cup (fadu let oficialn¢ nazvany Meisliv pohdr), jehoz zisk je
nejvetSim historickym tspéchem Sparty (1927, 1935, 1964), Slavie (1938) 1 Baniku Ostrava
(1989), pticemz ptedstavuje 1 piedchiidce dneSni Ligy mistri — jeho vyznam ale po roce 1939
upadl. (Petras, 2023)

Aktivni politika cestovniho ruchu se v turistické oblasti Kutnohorsko Kolinsko prosazuje
jen pozvolna, k ¢emuz hodné ptispiva dlouhodobé¢ nestabilni politicka situace v Kutné Hote ale
1 celkové prehlizeni moznych pfinosu cestovniho ruchu nejen pro nékteré podnikatele ale i
mistni obyvatele jako je pfeziti tieba fady restauraci i moZnost ziskat vefejné finance na
rekonstrukce. Zatimco mnohde jinde byly produkty cestovniho ruchu jiz ddvno vytvoreny, zde
se do toho zapletla koronavirova krize a zadny produkt zde dosud nebyl dotvoien, kdy jako
hlavni se zvazuji kralovska mésta a vliv stiibra.

Odbornici ze soukromého Muzea cyklistiky a turismu Kutnd Hora (informace viz
turismus.prf.cuni.cz) po dohod¢ s Vinnymi sklepy Kutna Hora, které organizuji fadu velkych
akci, se pustili do pfipravy produktu propojujiciho vinafstvi s menSinovymi pamatkami.
Dosavadni postup je velmi uspésny, kdy souhlasi zejména mésto Kolin (tzv. Jeruzalém na Labi),
jehoz zidovské pamatky by mély tvofit jedny z klicovych turistickych atraktivit. Na jedné strané
tedy zemédélci, hlavné vinafi, coz organizuji zejména Vinné sklepy Kutnd Hora. Ty jsou
mimotadné aktivni pfi akcich jako jsou dozinky, gastrofestivaly, ale 1 odborna Skoleni
zemedele, ¢imz prispiva k rozvoji venkova, navic to propojuje s méstem, kde samo sidli. Jsou
lidrem ekovinaistvi v CR, takZe ukazuji cestu, kterou chce stat i EU podporovat. Pamatky jsou
oporou kultury, kdy zvlast’ oceniovany jsou nyni ty, co jsou vdzané na mensiny — i Kutnd Hora
a obdobné Kolin a Céslav byla od po¢atki mésta némecka v eském okoli, a to az do roku 1422.
Vinné sklepy Kutnd Hora péstuji vino 1 na Zidovskych paméatkach vcetné synagogy v Kolin¢ a
tradi¢nim symbolem Zidovstva je vinny hrozen.

U Kolina, kde bylo dosud turistii jen minimum, by mohl byt narlist zna¢ny. Zatim jsou
zidovské pamatky navsStévované spiSe jen jednotlivei z zidovské komunity, ale provazéani
s lakavou Kutnou Horou a s vinafstvim, které méa punc zabavy lepsi trovné, by mélo ptinést
vice navstévnikl. Klicovym ukolem pro Kolin je profesionalizace vyuZzivani zidovskych
pamatek, kdy naptiklad zatim je kli¢ od veleslavného hibitova jen pijcovan navstévniklim na
infocentru. Kolin si musi vychovat privodce po Zidovskych pamétkach v Kolin€ 1 okoli, aby to
nedélali jen védci ve svém volnu. V Kolin€ je dosud slaba infrastruktura jako restaurace a
hotely, ale podnikatelé zejména v Kolin¢ i jinde se pfizplisobi — kdyZ budou mit jistotu, Ze mésto
rozviji turismus zaméteny na zidovské pamatky (a vinafstvi), tak vzniknou tfeba stylové
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restaurace. Je dulezité si uvédomovat, ze zidovské pamatky prazského Josefova patii k viibec
nejnavitévovangjsim v CR, pfi¢emz jejich propojeni s Kolinem i venkovem je rozhodné
mozné. Mnoh¢ navstévniky také mize pietizena a predrazena Praha odpuzovat. Cestovni ruch
je dosud i pro proslulou Kutnou Horu — o ostatnich obcich regionu ani nemluvé - objektivné
malo pfinosny, coZ je zplisobeno zejména tim, Ze navstévnici bydli v Praze a sem jen na kratko
vyjedou. Pokud vsak vznikne dost velky balicek zajimavych aktivit, jako mize byt médni a
prestizni vinafstvi a na druhé strané pamatky, kde by se rozvinulo hlavné vyuzivani zidovského
Kolina (opét modni téma, navic mensiny podporuje EU), tak lze doufat, ze nakonec mnozi
rad¢ji budou bydlet v turistické oblasti Kutnohorsko Kolinsko a do Prahy budou jezdit na
vylety, kam se 1ze do hodiny dostat i vefejnou dopravou. Dilezitym prvkem je zajem védeckého
svéta, jak naznacuje konference Aktualni otazky pravni Gpravy cestovniho ruchu VIIL., ktera se
uskuteni 8. listopadu na prazské Univerzit¢ Karlové Pravnické fakulté (program viz
turismus.prf.cuni.cz) a mnozi vystoupi pravé k uvedenému usili regiondlnich vinaifti a
odbornikli na mensinové pamatky.

6. Problémy lidskych zdroji u cestovniho ruchu s mensinovym zaméienim
U cestovniho ruchu zaméteného na mensinové kultury (zejména pamatky) jsou nemalé naroky
na pracovniky. Typicky u Zzidovskych pamatek, o které se zajimaji z nemalé cCasti lidé
s zidovskymi kofeny nebo nadSeni zajemci o problematiku, ktefi samoziejmé maji o zidovstvi
piehled a nekvalifikovany pruvodce déla spiSe ostudu. Takové navstévniky tézko zaujmou
obecna povidani o Zidech, ktera slyseli jiz mnohokrat, ale pozaduji také mistni specifika. Jenze
ta mnohde nejsou vibec odborné prozkoumana, pamétnici piitom obvykle neziji, pokud vibec
piezili holocaust. Pro vyuzivani mensinovych, typicky zidovskych pamatek, jsou tedy nezbytni
mistni znalci problematiky, zejména zajemci o historii lokélni mensinové komunity. Kulturni
cestovni ruch — zvlast’ v pripadé mensinovych pamatek — vyzaduje nejen efektivni pamatkovou
péci, ale 1 historické vyzkumy a kvalifikované pracovniky pfinejmenSim mezi pravodci ale
rad&ji i v informacnich centrech a mezi podnikateli. (Petras & Sultova, 2019)

U kulturniho cestovniho ruchu jsou tedy nezbytné zna¢né znalosti, které osobam z praxe
cestovniho ruchu ¢asto chybi. V cestovnim ruchu plsobi zejména pracovnici se vzdélanim
ekonomickym nebo geografickym, zato znalct historie zde byva mélo. Doslova katastrofou pak
byva vysokd fluktuace zaméstnancti nebo pokusy zafadit bez dukladnéjsi piipravy
nezamestnané. Praxe naptiklad z Kutné Hory pak ukazuje, Ze pravodci védi o mistni historii
malo a najdou se i1 piiklady, kdy dokonce ani nevédi, ze se zde tézilo stiibro! Problémem je
obecné bézna skutecnost, ze pii vyuce d¢jin se prehlizi mistni tradice a pamétihodnosti. U

Zé4sadnim problémem je také skuteCnost, ze pro cestovni ruch potfebné informace tykajici
se menSinovych pamatek ptedstavuji bohuzel nejednou odborné dosud neprozkoumané
historické problémy. Obecné otazky vyvoje byvaji sice historikiim znamy dostate¢né, jenZe je
potiebna regiondlni faktografie, nékdy dokonce spjata s konkrétnimi budovami, kde je fada
mezer a nedostatkli. Nemalou ¢ast navstévnikit mensinovych pamatek tvoii zjemci o danou
materii nebo ptislusnici dané menSiny, které zakladni faktogratie neuspokoji. Tento problém je
zv1a§t vyrazny v mensich destinacich. Tam mifi asto potomci napiiklad mistnich Zidi nebo
Némct, ktefi maji zdjem o velmi detailni informace, jenze odbornikli vénujicich se otdzce zde
byva malo. (Petras, 2023)

Praxe je tedy sloZitd a autor z vlastnich zkuSenosti navst€vnika zna mnohé destinace, které
zajemce nenadchnou pouhym obecnym povidanim tfeba o Zidovské problematice. V turistické
oblasti Kutnohorsko Kolinsko, kde autor zije a snaZi se aktudlné prosazovat cestovni ruch
zamé&feny na mensinové pamatky (zde hlavné Zidovské) je situace naStésti piiznivejsi. Pisobi
zde fada odbornikli v€etné autora, kteti zpracovali v poslednich desetiletich vcelku tctyhodné
mnozstvi regiondlné¢ zamétenych praci k Zidovské problematice. K nejaktivnéjSim patii
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manzelé Jouzovi hlavné pro Kolin (napi. PEJSA - JOUZA — JOUZOVA: Moje mésto Kolin.
7idé v Koling, 2010; JOUZA — PEJSA — JOUZOVA: Léta Zalu a strasti. Vzpominky na osudy
kolinskych Zidd v obdobi holocaustu, 2013) a Marek Lauermann pro Kutnou Horu, Céslav a
venkov (napf. ROZKOSNA - LAUERMANN: Zidé na Kutnohorsku. Osidleni na
kutnohorském venkové, 2008; LAUERMANN: Zidé v Kutné Hote, 2000; KASPAROVA —
LAUERMANN: Zapomenuti sousedé. Zidé v Caslavi a Uhlifskych Janovicich, 2007). Navic
tito autofi jsou i velmi aktivni v propagaci regionalniho zidovského dédictvi pro kulturni zivot.
Jenze mnoh¢ oblasti takovéto odborniky a nadSence nemaji a pak mohou byt mnohé pro
poucené navstévniky zasadni otdzky i naprosto nezpracovang.

Kromé nepocetnych odbornikti vénujicich se historii je vSak pro praxi cestovniho ruchu
zasadni kvalifikovana béznd pracovni sila. V turistické oblasti Kutnohorsko Kolinsko je
paradoxné nejefektivnéjSi soukroma iniciativa, a to Nadacni fond dr. Dagmar Lieblové (viz
nfdl.cz) vedeny vySe uvedenym dr. Lauermannem. Tento nada¢ni fond si specialné Skoli
privodce pro mistni zidovské pamatky, pficemz organizuje fadu kulturnich akci naptiklad v
synagoze Caslav, kterou se mu podafilo zrekonstruovat. Nejvétsi plany ma Kolin, ktery usiluje
vyuzivat zidovské dédictvi pro vlastni kulturni zivot 1 pro cestovni ruch a zvazuje i podani
navrhu na zapis Kolina do Seznamu svétového kulturniho dédictvi UNESCO a to zejména jako
zidovské mésto. Praxe cestovniho ruchu ovSem leckdy zatim zaostava za velkymi plany (a to
pravé u kvalifikace privodcti a pracovnikli infocenter), 1 kdyz se méstu podatilo naptiklad
odkoupit budovy s ritudlni lazni mikve sousedici s komplexem synagogy nebo nove zptistupnit
na podzim 2020 velké prostory historického jadra i s elegantnim parkem na dochovanych
hradbach.

Zavér

Od prvnich mésict roku 2020 je cestovni ruch v ipadku nebo minimalné stagnaci zptusobené
koronavirem a naslednou krizi ekonomickou a valkou na Ukrajin€, pfi¢emz muize brzy jesté
vice nardzet na ekologické pozadavky. Moznym feSenim miize byt intenzivnéj$i vyuzivani
mensinovych pamatek, které maji Sanci 1 na vetejnou podporu. Miize se tak 1 piedejit utokiim
progresivismu proti cestovnimu ruchu kvili jeho neekologi¢nosti. Rozvoj vyuzivani
mensinovych pamatek — v ¢eskych zemich (ale 1 jinde ve vychodni Casti sttedni Evropy) hlavné
némeckych a Zidovskych — ovSem narazi na urcCité specifické komplikace. V poslednich
desetiletich sice zeslabl tradicni nacionalismus a antisemitismus, takze otdzka jiz neni tolik
spolecensky a politicky citlivd, ale k problémim patii zejména nemalé¢ pozadavky na
kvalifikaci pracovnich sil. Béznd praxe cestovniho ruchu vyuzivd znemalé Casti sezonni
pracovni silu, které staci rychlé zaSkoleni, ale u kulturniho cestovniho ruchu — hlavné pokud je
chybi dokonce i dikladné zpracovani regionalni mensinové historie, které je podkladem pro
jejich kvalifikaci. Vyhodou je ovSem moZnost vyuZit pro vyzkumy ale 1 Skoleni pracovnikl
vetejné prostredky uréené pro mensinovou problematiku, pfestoZze obecné je vefejna podpora
podnikéni v cestovnim ruchu nepftijatelna.
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SUSTAINABILITY AS ANEW NORMAL IN INTERNATIONAL
TOURISM MANAGEMENT

Monika Ploch Palatkova

Jindrich Ploch

Abstract: The paper deals with the practical implementation of the sustainability principles on the
example of the city destination of Prague using the city destination of Vienna as a benchmark. The
aim of the paper is to evaluate and compare sustainability management measures taken to limit and
eliminate the negative phenomena of international tourism in Prague compared to Vienna. The
attention is turn to evaluating of the quantitative development of international tourism in Prague,
its impact on the residents and the adopted sustainability strategy, monitoring and evaluation and
residents” involvement in the tourism management, planning and development. The multiple case
study method including the quantitative and qualitative analysis is applied using the publicly
accessible quantitative data and relevant documents. Basic quantitative indicators defining the
tourism demand (number of international arrivals) and supply (bed capacity in collective
accommodation facilities and selected collaborative platforms) and quantitative data on the
number of residents in selected Prague districts are used to characterize mid-term impact of tourism
on residential community. Two topics were chosen for comparison, namely sustainability strategy,
management, monitoring and evaluation and second, residents’ involvement in the tourism
planning and development. Since the international tourism market has undergone significant
changes, the approach of private as well as public sectors to sustainability management changed
towards to “the new normal” as mentioned in strategic documents and research studies published
by the UN World Tourism Organisation and World Travel (UNWTO, 2021) and Tourism Council
(WTTC 2021a, 2021b). Although Prague shows a higher tourist load compared to Vienna, its
strategy, international tourism management and activities lack systematic approach incl.
networking to other partners and their sustainability concepts, basic KPls for sustainability
measurement, basic data describing the tourism development and the communication towards local
residents.

Key words: international tourism management, resident-tourist relationship, sustainability

Introduction

Tourism as an important economic activity can have both positive and negative impacts on the
destinations” residents, especially if it is an urban destination. These impacts can vary
depending on the scale, type and management of tourism. The overall impact includes positive
effects such as economic benefits, cultural exchange, preservation of monuments and heritage,
events and festivals or improved infrastructure.

The drop in demand in international tourism in 2020 — 2021/2022 led the relevant institutions
not only to submit proposals to revive demand, but to promote new international tourism
management framework (UNWTO 2021; WTTC 2021a; WTTC 2021b). On the ground of the
UNWTO (United Nations World Tourism Organisation), the WTTC (World Travel and Tourism
Council) and other international and national players several concepts emerged clearly advising
focus on digitization and sustainability as “a new normal” (Ploch and Palatkové, 2021). The
common and new element of all these destination management concepts and documents is the
position of local residents in the international tourism destination management.
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The aim of the paper is fo evaluate and compare sustainability management measures taken
to limit and eliminate the negative phenomena of international tourism in Prague compared to
Vienna. The multiple case study method is used based on analysis of the selected indicators of
the impact of tourism on residents in Prague and on comparing sustainability measures taken
to stop and eliminate the negative phenomena of tourism in Prague compared to Vienna. Two
topics were chosen for comparison, first, sustainability strategy, management and its monitoring
and evaluation and second, residents” involvement in the tourism planning and development.

1. Theoretical background
After the pre-covid dynamic development of tourism and sharing economy in tourism services,
provoking not only professional discussions about possible regulations, but also protests from
residents living in congested destinations (Hughes, 2018), the view on the further quantitative
and qualitative development of tourism, especially in relation to residents, is changing.
According to Sharpley (2014) the interaction between tourists and residents is crucial to shaping
and developing tourism destination (Sharpley, 2014).

Residents form part of the destination and its identity, which is offered to visitors and
subsequently consumed by visitors to the destination. compared to the pre-covid period, based
on studies, recommendations and strategies, It can be assumed that residents will increasingly
assert themselves in the development of sustainable tourism in the destination, since they are
an inseparable and indispensable part of the destination identity and branding (Strandberg,
2020; Uchinaka, 2019). The trend to involve residents in the international tourism management
of the destination, including marketing activities, is gaining strength (Hudson et al., 2017)
covering the role of marketer and informed ambassadors of the destination.

Tourism can have several positive impacts on residents of a destination when managed
sustainably and thoughtfully. Tourism can create jobs and entrepreneurial opportunities for local
residents in direct and indirect sectors, so it enables an increase of income and standard of
living. Thanks to its multiplying powers tourism helps diversify the local economy and develop
local infrastructure, recreational or shopping diversity, preserve of cultural heritage. some
studies focus on investigating the interaction of sharing platforms and sustainability, or
residents. Revenue from tourism taxes and fees can be used to improve public services such as
healthcare, education, and infrastructure, directly benefiting residents.

The better the positive effects of tourism are perceived by residents, the better conditions are
created for the development and management of the destination (Zhang et. al, 2020), the better
conditions for the development of the destination are created, the more support tourism
development receives (Nunkoo and Ramkissoon, 2011) and the life satisfaction increases (Kim
et al, 2013). However, a situation may arise in the destination that the real positive effects of
tourism are not monitored, evaluated and therefore not communicated by the government or by
the local tourist organisation to the residents. The discrepancy between the perceived positives
and the existing effects of tourism can hinder the tourism development.

In the socio-cultural sphere tourism can support cultural exchange and interaction between
tourists and residents, promote residents' pride and sense of belonging to the destination and
strengthen destination identity. Sustainable tourism practices can even support environmental
conservation efforts. Destination management strategies should aim to maximize the positive
impacts while mitigating negative consequences to ensure the well-being of both residents and
visitors (Lindberg et al, 2022). According to the stakeholder theory applied on the tourist
destination management the group of tourists (visitors), residents, government and sharing

104



economy platform can be identified as the relevant stakeholders (Boes et al. 2016; Leung et al.
2019). Each of the groups, including tourists and residents, has its own needs that they try to
satisfy in terms of perceptions’, attitudes and satisfactions (Park et al, 2017; Vogt et al, 2016).
Some studies even focus on investigating the interaction of sharing platforms and sustainability
or residents (e.g. Zhang et al, 2021, Gretzel et al. 2020).

2. Data and methodology

The case study method was chosen to meet the objective of this paper, because of specific
advantages the method offers, i.e. in-depth understanding of complex, multifaceted and context-
dependent phenomena such as tourism, real-world context reflecting real-life situation,
exploration of unique cases, holistic perspective or practical application (Yin, 2009). While the
case study method offers numerous advantages, it is essential to recognize its limitations, such
as potential issues with generalizability and subjectivity. Researchers should carefully consider
the appropriateness of the case study method for their research objectives and questions
(Creswell, 2014). The critiques of the method argue that case studies can’t be used effectively
to test and develop theories (Yin, 2018; Lee and Baskerville, 2003).

For the purpose of the paper the unit of analysis of the exploratory case study (De Vaus, 2001)
is tourism destination Prague covering tourism (tourists, accommodation facilities) and
residents. The aim of the paper implies the following research questions:

1) What is the development of basic quantitative indicators in terms of tourism supply and
demand and number of residents in selected districts of Prague?

2) Can it be assumed that the increase in tourism (number of tourists, number of accommodation
capacities) affects the number of residents in tourist-exposed city districts in Prague?

3) What are the solutions to negative relationship between tourists and residents in terms of
destination sustainability in Prague in comparison to Vienna?

The comparison of specific indicators between Prague and Vienna was prepared using the
comparative analysis as a part of multiple case study (Patton, 2002). The volume of tourism,
selected indicators of tourism burden on the destination and primarily method of solution in the
area of sustainability strategy, monitoring and evaluation and residents” involvement in the
tourism planning and development were compared in Prague and Vienna.

The publicly available data were collected for the analysis of quantitative indicators
characterizing the tourism supply and demand and number of residents in Prague. The
quantitative analysis was carried out on data from the Czech Statistical Office time series
monitoring the number of beds in collective accommodation facilities and the number of
residents living in Prague and centrally located tourism intensive city districts Prague 1, Prague
2, Prague 3 and Prague 7 (CZSO, 2023). The selection of city district corresponds to the spread
of tourists throughout the city destination. The method of quantitative analysis is used to express
basic indicators characterizing the relationship between incoming tourism and residents, i.e.
tourism intensity, tourism density, number of beds per one resident in Prague 1, Prague 2,
Prague 3 and Prague 7. In the case of other city districts (e.g. Prague 4, Prague 8), which are
also partly used by tourists for accommodation and other tourist activities, it is not possible to
separate those locations inside the city district that are more significantly used for tourism due
to the large city district area stretching from the city centre to its outskirts.

Since the last decade, an enormous increase in short-term accommodation offered via online
collaborative economy platforms can also be noted in Prague. Basic data on the development
of this short-term accommodation is attached to the data on collective accommodation
capacities, including the derivation of their impact on residents living in the busiest parts of the
city. The main sources of the data on short-term accommodation facilities offered via online
collaborative platforms are studies published by the Prague Institute of Planning and
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Development (IPR Prague), data directly from the Airbnb platform (Airbnb data, 2023; Inside
Airbnb, 2023) and, last but not least, the newly monitored experimental data on short-stay
accommodation offered via online collaborative economy platforms published by the Czech
Statistical Office (CZSO Online Accommodation, 2023).

For answering the third research question a qualitative analysis of relevant strategic
documents and materials was chosen. The comparison of ways how to strengthen sustainability
principles and eliminate the negative impact of tourism on residents in Prague and Vienna uses
the qualitative analysis of following materials published on the website. The Prague City
Tourism website and The Vienna Tourist Board website and documents, particularly Putting
Prague First — Strategy for Sustainable Tourism of Prague (2020), The Prague's Smart City
concept for 2030 (2020), The Smart Prague Index 2021 (2022), Shaping Vienna - Vienna’s
Visitor Economy Strategy 2025 (2019) and The Smart Climate City Strategy Vienna (2022)
were used for the analysis.

The applied exploratory case study method thus includes quantitative analysis, qualitative
analysis of documents and materials and comparative analysis based on publicly accessed
quantitative and qualitative data. Despite the indisputable advantages, the method also shows
its disadvantages, i.e. related to generalizability, construct validity, and the potential for
researcher bias (Yin, 2018; Lee and Baskerville, 2003).

3. Results and discussion

3.1 Quantitative analysis of selected tourism indicators and number of residents

A basic overview of the development of tourism in Prague in the period before and after the
covid pandemic is shown in table 1. The increase in foreign arrivals to collective
accommodation facilities in Prague was replaced by a sharp fall in 2020 (-72,9 % of arrivals),
followed by a recovery especially in 2022 (+154,2 %). The ratio of domestic and foreign guests
cannot be neglected in the analysis. Although the share of domestic guests increased in the short
term 2020 - 2021, the demand for Prague will again be generated mostly on the foreign market.
When analyzing similar indicators in Vienna, an analogous trend can be noted in all monitored
parameters.

For a more detailed look inside Prague districts, data on the bed capacity of collective
accommodation facilities and selected data on short-term accommodation sold by the on-line
collaborative platforms are used. According to Tourism Time Series , within Prague there is a
significant imbalance in the distribution of collective accommodation capacities and the number
of visitors in collective accommodation capacities across city districts (CZSO Tourism, 2023)
as shown in table 2.

Compared to Vienna, the increase in the bed capacity of collective accommodation facilities
in Prague in the period 2000 - 2010 showed higher dynamics, amounting to almost 21%. In the
next period 2010 — 2022, the number of beds in collective accommodation facilities also
increased, but the increase in so-called shared accommodation showed higher dynamics.
(CZSO Tourism, 2023; CZSO Online Accommodation, 2023; Airbnb data, 2023; Inside
Airbnb, 2023; IPR Prague, 2018; IPR Prague, 2021). Both phenomena were affecting the life
of residents of city districts with a high concentration of visitors and tourists (Prague 1, Prague
2, Prague 3, Prague 7, part of Prague 4, Prague 5, Prague 6 and Prague 8) as shown in table 2.
The indicator of the number of beds in the collective accommodation facilities per resident has
been at a level of up to 0.1 in all city districts since 2010, with the exception of Prague 2 and
especially Prague 1, where the indicator reaches values of 0.21 (Prague 2, 2021) and 1,15
(Prague 1, 2021). Table 1 and table 2 help to answer the first research question dealing with
the development of basic quantitative indicators of tourism supply and demand and number of
residents in selected districts of Prague.
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Tab. 1: Indicators of tourism development in Vienna and Prague (2019 — 2022)

Intnl and domestic arrivals Intnl and domestic overnights
(mil). (mil.)

2019 | 2020 | 2021 | 2022 | 2019 | 2020 | 2021 | 2022
Prague 8,044 | 2,182 | 2,352 | 5,985 | 18,480 | 4,903 | 5,257 | 13,398
Annual change (%) 1,9 -72,9 7,9 | 1542 1,65 | -73,5 7,22 154,9
Average number of nights - - - - 230 | 225| 2,23 2,24
Share of domestic tourism (%) 15,5 334 40,1 25,0 11,6 27,6 34,8 19,3
Vienna 7,927 | 2,007 | 2,077 | 5,597 | 17,605 | 4,590 | 4,997 | 13,204
Annual change (%) 5,1 -74,7 3,51 169,5 6,8 | -73,9 8,9 164,3
Average number of nights - - - - 2,43 2,23 | 2,47 2,44
Share of domestic tourism (%) 20,8 32,3 32,6 25,0 17,3 26,8 27,9 20,7

Source: own processing using data of the Vienna Tourist Board (VTB, 2023) and the Czech Statistical Office
(CZSO Tourism, 2023)

While analysing the capacities of the “collaborative platforms”, in 2021 the number of

Airbnb facilities offered in Prague reached 6 972 units offering 18,5 thousand beds, in which
ca 10% are considered to be active (at least one stay or review in the last 3 months) offering 1,7
thousand beds. (Airbnb data, 2023; Inside Airbnb, 2023) After the drop in demand in 2020, the
number of offered Airbnb units in Prague also dropped to its lowest levels in November 2021
and February 2022 in Prague (4,8 thousand) and in February 2021 and November 2021 in
Vienna (6,6 thousand). (Airbnb data, 2023; Inside Airbnb, 2023) Thanks to the revival of
international demand, the number of Airbnb registered capacities in Prague reached 7,991 units
at an occupancy rate of 69% in July 2023. The number of units in July 2023 in Vienna reached
10,717 thousand units at occupancy rate 69 %. (Inside Airbnb, 2023)
According to the statistical report on short-stay accommodation offered via online
collaborative economy platforms Airbnb, Booking, Expedia, Tripadvisor in Prague, the number
of overnight stays booked via on-line platforms reached 1,181 mil. overnights, including 82%
incoming overnight stays (969 thousand overnights) in 2021. In 2019, the number of short
overnight stays was 6,512 mil. In 2021 the 82% drop in overnights compared to 2019 was
significant. (CZSO Online Accommodation, 2023)

The fact that Airbnb and similar facilities are mainly concentrated in the city centre and its
immediate surroundings is absolutely essential. The number of units decreases significantly
with distance from the city centre. The enormous concentration in Prague 1, Prague 2, partly
in Prague 3 and Prague 5 and Prague 7 (Inside Airbnb, 2023) represents, in addition to
traditional accommodation in collective accommodation facilities, additional increased
pressure on residents of these Prague districts not only in the economic, environmental, but
especially in the socio-cultural area of sustainability.

Tab. 2: Indicators of bed capacity and number of residents in selected districts of Prague (2012 - 2022)

Number of beds
(thousand)

Number of residents
(thousand)

2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022

Prague 1
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Number of beds 243 | 24,5 | 26,6 | 26,7 | 27,3 | 27,7 | 28,5 | 29,6 | 32,5 | 30,7 | 32,7

Number of residents | 294 | 29.2 | 29.6 | 29,6 | 29.6 | 29,5 | 29,5 | 29.6 | 30.2 | 26,6 | 28.7

Beds per 1 resident 083 | 0.84 | 0.90 | 090 | 092 | 094 | 0.97 | 1.00 | 1.08 | 1.15 | 1.14

Prague 2

Number of beds 86 | 86 | 84 [ 97 [ 95 [ 93 [ 97 [100 [ 106 [ 89 [ 101

Number of residents | 49:2 | 48,6 | 49,2 | 493 | 493 | 49,6 | 49,7 | 50,4 | 50,9 | 46,1 | 50,6

Beds per 1 resident 0.17 | 0.18 | 0.17 | 0.20 | 0.19 | 0.19 | 0.19 | 0.20 | 0.21 | 0.19 | 0.20

Prague 3

Number of beds 6,1 | 61 [ 59 | 60 | 60 | 62 | 63 | 67 | 64 | 57 | 6,1

Number of residents | 714 | 710 | 72,0 | 72,5 | 731 | 746 | 753 | 76,0 | 767 | 72.8 | 79.2

Beds per 1 resident | 0-08 | 0.09 [ 0.08 | 0.08 [ 0.08 | 0.08 [ 0.08 | 0.09 | 0.08 | 0.08 | 0.08

Prague 7

Number of beds 2,9 2,9 2,6 2,8 2,8 2,8 2,8 2,8 2,9 3,0 3,0

Number of residents 41,7 | 41,7 | 42,4 | 42,9 | 434 | 44,0 | 44,8 | 452 | 458 | 43,9 | 464

0.07 | 0.07 | 0.06 | 0.06 | 0.06 | 0.06 | 0.06 | 0.06 | 0.06 | 0.07 | 0.07

Beds per 1 resident

Source: own processing using data of the Czech Statistical Office (CZSO Tourism, 2023)

The significant concentration of Airbnb units in Prague is also evident when comparing their
number to the total volume of the housing stock. While in Prague, Airbnb units account for
1.7% of the total housing stock, so in Vienna Airbnb units do not contribute to the total number
of apartments not even 1%. (IPR Prague, 2018) From the point of view of the structure of units
in the selected cities, Prague ranks higher in the ratio of whole apartments. (IPR Prague, 2021)
From the analysis of the number of units and their structure in both cities, it is clear that in
recent years housing units in particular have moved flexibly between the market of long-term
housing and short-term accommodation for tourists, which affects the availability of housing
and prices for local residents. (IPR Prague, 2021)

In addition to the actual quantity, structure and spatial distribution of Airbnb units, other
parameters also determine the effect on residents, primarily ownership, i.e. whether it is shared
or collaborative economy or purely entrepreneurial activity. The share of so-called "single”
hosts who offered only one unit within Airbnb reached 69% in Prague in 2018, which
practically means the performance of a business activity, not shared accommodation.
Compared to Vienna, where the share of “single” hosts exceeds 81%, an above-average
representation is evident in Prague landlords who primarily use the Airbnb service for their
business with a negative impact on residents. (IPR Prague, 2018)

The fundamental problem of the collaborative platforms from the point of view of influence
on city residents is an excessive use of capacities dedicated primarily for long-term rentals
(especially rental housing) for short-term stays of tourists. The result is a significantly limited
amount of options for housing not only in the mentioned exposed urban districts, but also an
increase in the price of real estate and land in the city, i.e. their availability and affordability for
local residents.

The second research question can be answered approvingly using the previous analysis
based on basic quantitative data dealing with number of accommodation capacities, number of
residents and number of arrivals and overnights. Before the covid-pandemics, European city
destinations were extensively struggling with overcrowding, rising cost of everything from cost
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of living to land and real estate esp. in the city centres, cultural erosion based on over-
commercialization and catering exclusively to tourists, environmental impact incl. strain on
natural resources. Residents may feel like their city is losing its authentic character. The process
of so-called gentrification is also an important accompanying phenomenon of the development
of tourism in urban centres, where wealthier individuals move in and displace long-time
residents, altering the social fabric of neighbourhoods. The threat of recurrence of the tourism
development problems typical for the pre-pandemic period in destinations that do not respond,
especially at the strategic level, still persists. The method of solving negative effects not only
in the field of the distribution of tourism supply and demand in the city depends to a decisive
extent on the strategic management of (international) tourism.

3.2 Sustainability strategy, monitoring and evaluation and residents’
involvement in the tourism management, planning and development
The previous quantitative analysis showed a relatively high load of space for residents (inbound
tourism). Compared to Vienna the tourism intensity (number of bed nights per resident) in
Prague dropped significantly from 6,1 (2019) to 1,8 (2021) while in Vienna the decrease was
from 4,2 (2019) to 2,9 (2022). A similar trend is also evident when monitoring the development
of the tourism density indicator (number of bed nights per km2) in Prague, where it drop from
32,3 (2019) to 27,0 (2021) and in Vienna, where it dropped from 42,3 (2019) to 31,8 (2022).
(TourMIS, 2023)

In the search for an answer to the third research question “What are the solutions to negative
relationship between tourists and residents in terms of destination sustainability in Prague in
comparison to Vienna?”, an analysis of relevant strategic documents and materials is used with
a focus on sustainability strategy, its monitoring and evaluation and second, residents
involvement in the tourism planning and development.

PRAGUE
Sustainability strategy, monitoring and evaluation
Both the Prague's Smart City concept for 2030 (incl. part Tourism) and the Putting Prague
First — Strategy for Sustainable Tourism of Prague are oriented towards sustainability, but each
in a somewhat different concept and scope. The tourism strategy formally declares the
connection to the SDGs 2030, but without further explanation or indication of basic KPIs.
Neither strategy emphasizes sustainability to its full extent. The smart strategy (December
2020) is built on technological smart projects that primarily address the ecological dimension
of sustainability, albeit with an impact on residents and visitors. The strategy for tourism (June
2020), on the other hand, is significantly focused on the socio-cultural dimension of
sustainability, and issues of technology or digitization of tourism are marginally addressed.
The general smart city strategy sets dozens of indicators for measuring the success of
strategy implementation. For tourism the indicators are defined for monitoring progress in
individual areas of using big data, getting the feedback from visitors and using new technologies
(Smart Prague Index 2021). For the field of tourism, the indicators were monitored in a very
limited way and with unused potential until 2021. Monitoring of the use of big data in tourism
was limited to the existence of communication via social networks and web (google analytics).
The indicator of occupancy of specific tourist locations, tourist heatmapping or indicators that
can be followed from city tourist maps were not used at all until 2021/2022. Some indicators
including the number of interactions in tourist information centres, via email or Facebook
communication, number of geolocation games are available, but only as basic information.
Indicators of number of tourist locations and sites using augmented reality, artificial
intelligence, sensors to count visitors or number of active guide bots are set in the area of

109



introducing new technologies. A separate group consists of indicators of the economic benefit
of tourism for the city of Prague.

Although the smart concept and the related sustainability concept are based on working with
data, there is a lack of regular and transparent publication of tourism data (e.g. in the form of
interactive dashboards) for residents and visitors of Prague. Communication of the benefits of
tourism as an economic sector towards residents is lacking.

The actual activities of Prague City Tourism in the field of sustainability cannot be
considered systemic from the point of view of the strategy Putting Prague First — Strategy for
Sustainable Tourism of Prague, since they are rather partial projects of the type returnable cups,
tree planting, cycle-depot, chairs and tables in public space or similar. Measuring progress in
the implementation of the strategy also appears to be problematic with regard to the absence
of KPlIs in the tourism strategy and with regard to the limited amount of tourism data that can
be further analyzed (see above)

Role of residents in tourism development plans.

Although the title of the tourism strategy is aimed at residents, specific projects and their
monitoring and measurement are missing. Communication with residents and their involvement
cannot be evaluated as conceptual and from the point of view of data publication, nor as
transparent. The tourism strategy itself considers the area of communication with residents and
their involvement in tourism development insufficient and undervalued.

Neither before the pandemic nor after 2021 is the involvement of residents and
communication with them conceptually grasped. Tourism contributed 1.68% to the creation of
GDP in Prague (direct influence) and with the revival of tourism, the share will increase. 5.6%
(direct employment) of the inhabitants of the capital city of Prague were employed in tourism.
(CZSO Tourism, 2023)

VIENNA

Sustainability strategy, monitoring and evaluation

The aspect of sustainability is an absolutely key point in all of Vienna's smart strategies, as
mentioned above. The Smart Climate City Strategy Vienna and the tourism strategy Shaping
Vienna - Vienna'’s Visitor Economy Strategy 2025, both of which are linked and pursue common
goals in subsequent projects. The strategies cover all three pillars of sustainability with an
emphasis on the ecological pillar (reducing emissions, responsible consumption - the Austrian
Eco-Label, the EU Ecolabel and other) and in tourism the economic pillar (e. g. the sustainable
business, the revenue from overnight stays in Vienna’s accommodation establishments). Social
sustainability in Vienna refers to the city's commitment to creating a society that is inclusive,
equitable, and responsive to the needs of all its residents. Here are some key tourism projects
of social sustainability in Vienna, Fair working environment, Diversity, equity, inclusion,
Accessibility, Social dialog (incl. the integrating the city s residents in the discussions on future
tourism development), Social and cultural authenticity.

Sustainable tourism products in Vienna aim to preserve the city's heritage and environment
while providing visitors with memorable experiences. Whether it's certified eco-friendly
accommodations, public transportation, guided sustainable tours, bike tours, farm-to-table
culinary experiences, sustainable shopping or green museum, cultural institutions and events,
visitors can reduce their carbon footprint during consumption. Promoting sustainable tourism
in Vienna via digital communication tools not only benefits the environment but also enriches
visitors' experiences by immersing them in the city's green initiatives and culture. Monitoring
and measurement of indicators takes place on a regular basis and is published.

Role of residents in tourism development plans
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Following the support of the social pillar of sustainability, the role of residents as part of the
Vienna Visitor Economy Ecosystem is growing over the long term. Regular surveys of Vienna's
residents on their relationship with tourism provides valuable insights into the impact of
tourism on the local community and help city officials and tourism authorities make informed
decisions. These surveys cover various aspects of residents' perceptions and experiences related
to tourism in Vienna, especially the impact of tourism on daily life, residents' attitudes towards
visitors, their suggestions for improvement, and any concerns they may have. Analyze the
survey data to identify trends, patterns, and areas that require attention using both quantitative
and qualitative data analysis methods. (VTB, 2023).

The share of the total impact of tourism reached 5.6% on Vienna's GDP in 2021 and 12%
on employment (VTB, 2023). Tourism is communicated not only to the professional audience,
but also to residents as an important economic sector for Vienna. Transparent communication
of the results, sharing the survey results with the public and relevant stakeholders via digital
media fosters transparency and engagement.

The answer to the third research question therefore consists in stating quite different
approaches in Prague and in Vienna. The solution to the negative effects of tourism on
residents can be overcome by high-quality strategic tourism management based on the constant
analysis of the necessary data and their use in strategic and operational management of
sustainability (SMART approach). From a comparison of concepts to promoting sustainability
in the destination and involving residents in international tourism management, Vienna's
systematic and conceptual approach is far ahead compared to Prague's. Prague lacks a basic
database for evaluating the development of tourism and its sustainability, not only from the
point of view of residents, but also from the point of view of the development of supply and
demand in the destination.

Conclusion

Although Prague faced serious challenges before the covid pandemic in terms of the tourism
sustainability and impact on residents, since 2020 it is trying to solve tourism sustainability at
the strategic level. Even though the basic outlines of the sustainable tourism strategy are
contained in the Prague strategic document, similar to the one in Vienna, the question remains
of their practical implementation, implementation and measurement. However, the socio-
cultural pillar of sustainability, which the strategy primarily targets, including the relationship
with residents and communication with them, is completely missing compared to Vienna.

Compared to Vienna, however, Prague strategy and activities lacks systematic approach incl.
networking to other partners and their sustainability concepts, basic KPIs for sustainability
measurement, basic data describing the tourism development in Prague and the communication
towards local residents. Both strategies use the SDGs 2030 as a guide, but in Prague it is more
about a declaration, not about practical implementation and measurement. The same applies to
the involvement of residents” involvement in the tourism planning and development, which is
rather sporadic and non-systemic. On the other hand, Vienna includes the residents in the
“ecosystem” as the element number one. In order not to repeat the scenario of the
“overdevelopment” of tourism in Prague with all the negative effects on residents before
pandemic, the application of a serious strategic approach based on data would definitely benefit
Prague.

The impact of tourism on residents in Prague and Vienna depends on various factors,
including the level and parameters of incoming and domestic tourism, government policies,
international tourism management and community efforts to manage its effects. Sustainable
tourism practices and responsible urban planning can help mitigate some of the negative
impacts while maximizing the benefits for residents and visitors alike.
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