Positioning
Aktivace marketingoveho mixu

ll. soustredeni



TTi urovne produktu

m Fyzicka slozka produktu — jadro produktu, ktere
tvori jeho vnitrni cast. UrCuje zakladni motivaci
vybéeru destinace

s Obal produktu — faktory které ovliviuji image
destinace (kvalita poskytovanych sluzeb, tvorba
corporate idnetity, budovani znacky destinace,
komunikacni strategie, suvenyry)

m  Vngjsi vrstva produktu — sluzby, které jsou turistum
poskytovany po navsteve destinace; benefity



[Image destinace

Jde casto o stereotypni, selektivni predstavu
mista, charakterizovanou oCekavanim
neceho noveho a dosud nepoznaneho

Image destinace uzce souvisi s
umistovanim, segmentaci a brandingem

Image destinace je ovlivnéno rfadou faktoru,
jako je vySe vydaju na pobyt, relaxace,
socialni kontakty, klima, krajina a kultura



THE BRITAIN BRAND

thephyrand
wheel

Guide/castle or Pubs
stately home Street
Painter/ markets
Highlands

Genuine B&B's

Gardener/
gardens Football
Generous matches
Ranger/
Snowdonia Fates &
festival
__ Sociable L o
Town Crier/ Vitality
market town Red buses
& telephone
Accessible boxes

’ Diversi
Driver/ heritage Sense of e
black cab community Castles

& gardens
Spectators/

The Races Fish & chips -

Students/ regional food
Oxford & drink




[Image destinace

Kognitivni slozka (info a skuteCnosti,
které jsou pravdivé) — atributy majici
fyzickou povahu — znalosti o destinaci
Holisticka slozka (psychologicka,
citova) — zalozena na subjektivnich
pocitech
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Positioning CR na zahraniénich
trzich (fyzicka nabidka)

HISTORIE A ARCHITEKTURA Vynikajici
POHODLI Velmi dobra
NAKUPY Velmi dobra

ODPOCINEK A REGENERACE Pramérna
TURISTIKA A CYKLOTURISTIKA | Primérna
POZNAVANI LIDi A PRIRODY Primérna
LETNi SPORTY A ZABAVA Slaba

PRIRODA, DOBRODRUZSTVI A Slaba
ZIMNi SPORTY




Vnimani CR a blizkych zemi:

hodnoty

OdliSuje se, vybocuje z

Zalezi mu na

dojmem

FHELEEY fady spoleCenském postaveni Rad riskuje
Starostlivy gh;?j‘;{‘l}’pa odtazity, udrzuiel 1., gigni, konzervativni Odvazny, nebojacny
Zena Rad riskuje thadny a odtazity, udrzuje PU.SObI mladistvym
si odstup dojmem
Ohleduplny Pusobi starSim a usedlym |\ .. |\t tradice Uziva si zivota naplno, rad

se bavi

Vzdélany, inteligentni

Skromny

Vzdélany, inteligentni

OdliSuje se, vybocluje z
fady

Odvazny, nebojacny

Zodpovédny vuci ostatnim

Uziva si zivota naplno, rad
se bavi

Tichy, mienlivy

OdliSuje se, vybocuje z
rady

Peclivé pini své povinnosti

Tolerantni, bez predsudku

Pfemyslivy, hloubavy

Zalezi mu na

Zalezi mu na

Rad riskuje . . .| Pratelsky y . )
spoleCenském postaveni spoleCenském postaveni
- e . . Chladny a odtazity, udrzuje
Spolehlivy Vzdélany, inteligentni Skromny si odstup
Premyslivy, hloubavy Zena Spolehlivy Tradi¢ni, konzervativni




Povidavy, sdilny

Zvidavy, zajima se o nové véci

Pratelsky 2 Uziva si Zivota naplno, rad se bavi
Tolerantni, / F:L‘]sobi mladistvym dojmem
bez predsudkd /" @dvazny, nebojacny

Dynamicky, rozhodny

Tvofivy

N

Vadgi typ
.Rad riskuje

Ohleduplny- -

Starostlivy-
Zodpovédny vagi _
ostatnim
ezi mu na
spolecenském postaveni
Spolehiivy ™~ Odiisuje se

.- vybocuje z fady

Skromny’

Individualsticks, CESKA REPUBLIKA

Peclivé plni své povinnosti zaméfeny na sebe

Plisobi star$im a” Pracdvity, houZevnaty

usedlym dojmem /!
Tradicni, konzervativni
Tichy, mienlivy

’

Vzdélany, inteligentni

1

'hladny a odtazity,

Premyslivy, hloubavy udrzuje i odstup



Shrnuti poznatku o image
destinace

Image destinace je vice diferencovana a komplexni
pro turisty, kteri v destinaci jiz byl

Image destinace je velmi ovlivnena komunikacnimi
nastroji

Image destinace je snad nejsilngji ovlivnena
reklamou a PR

Je velmi obtizné menit neotresitelné image
destinace

Image destinace muze byt vyznamnéjél’m faktorem
pro jedinecne destinace, nez pro destinace, ktere
jsou blizkymi substituty (Italie, Spanélsko, Recko)

Image destinace se meni podle cilovych skupin



[Umist’ovénl’ destinace na trhu

Cilem umistovani produktu je
obsazeni specifickeho mista v mysili a
vhimani navstévniku destinace
Umistovani je zalozeno na specificich
nabizeneho produktu, zvolenem
zpusobu komunikace a vytvareni
celkového image vuci konkurencnim
produktum.



ProC se zabyvat umistovanim ]
[desﬁnace?

m Lidské vnhimani selektuje informace —
nutnost jasnych, strucnych, presnych a
jednoduchych sdéleni

m Rostouci konkurence mezi destinacemi —
nutnost hledat odchylky a unikaty

m Velky objem prostredku na reklamu —
nevhodna forma reklamy muze zpusobit, ze
si neziska pozornost potencialniho
navstevnika.



Proces umistovani — 5D

s Documenting — urCeni vyhod, které jsou pro

w AL AW 4

= Deciding — rozhodnuti o predstave, kterou by mel
navstevnici o dané destinaci ziskat

s Differentiating — presna identifikace konkurencnich
destinaci a zjisténi odliSnych momentu

= Designing — diferenciace destinace v ramci
kampani (v tvorbé marketingoveho mixu)

s Delivering — plnéni vlastnich pfislibu destinace



[4 pristupy k umistovani:

Umistovani vzhledem k cilovému trhu
(seniori, rodiny s detmi.....)

Umistovani vzhledem k cené a kvalite

Umistovani vzhledem ke tridée
produktu (dovolena u more, poznavaci
dovolena....)

Umistovani vzhledem ke konkurenci



[Umist’ovéni destinace je zalozeno
na:

Unique selling proposition USP

o Konkurencnimi destinacemi
nenapodobitelne predpoklady prodeje
destinace souvisejici s tvorbou produktu

Unique marketing proposition UMP

o Nenapodobitelne predpoklady
marketingu destinace — vyrazne vyhodny
pomer mezi kvalitou a cenou



Strategie znacky — branding
[desﬁnace

Trvalejsi soucasti znacky destinace je logo
a promenlivou je reklama — tvorba vizualni
identity

Branding neni vysledkem reklamnich
kampani, ale reklamy vyuziva k umistovani
znacky (destinace)

Uspé&3snost znacky je vysledkem fyzické
diferenciace destinace (produktu)
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Priklady znacCek a hesel ruznych

destinaci

Ceska republika Come to slow down

Kanada Discover our true nature
Malajsie Malaysia, Truly Asia
Svycarsko Schweiz, ganz natiirlich

Madarsko Talent for entertaining

Y—

Ceska republika

MAGYARORSZAG

Itthon

otthon va

n



Budovani znacky destinace

Jméno znacky destinace

Rozpoznani asociaci a pfislibu

Rizeni vSech kontaktd znacky destinace s klienty
Technicke budovani vizualni identity znacky

Inherentni slova

Slogan

Barvy

Zname osobnosti

Umeéle vytvorena postava

Hudebni motivy



Photography

Six key principles
Hero and accent shots

Cropping

Colour

Red palette
White palette
Blue palette

Typography
Expressive typography
Web / Information typography

Arabic / Chinese / Japanese
Korean / Russian

Tone of voice
Overview

Six key principles
Our signatures

The Britain Marque
Using the name 'VisitBritain'
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PHOTOGRAPHY

SIX KEY PRINCIPLES

Getting the photography right is one of the most
important parts of the brand's look and feel.
And one of the most difficult.

Much of the photography that we have available
focuses purely on the product, the beautiful scenery
and impressive historic sites. Our new brand demands
that we start to reveal a side of Britain based on a
greater sense of personal experience. This means that
the photography we choose or commission needs to
introduce a greater sense of story and help the viewer
picture themselves in the shot.

The pages that follow give clear guidance on how

to commission brand photography, how to select

from existing shots and how to get the most from

the photography by cropping or using expressive

typography (see page 11). Opposite are our six key
suggestions that together form an overview of the
photography we should aim for.

1 Choose shots that are bold in content

and composition.

This will help to deliver depth and vitality because shots will
feel strong and surprising.

2 Look for a strong, definitive colour.
The bold use of colour can really lift a shot and works well
with other elements of the visual brand.

3 Use images to tell stories.
Viewers should be able to get a feel for the story within the

shot and feel involved with the people or the experience.

4 Involve the viewer, use the camera

as the tourist.

See things from the viewpoint of the visitor, look for the
detail or the angle that they are interested in.

5 Show real people and unstaged scenarios.
Where we are using people in our photography look for

images that feel unstaged and where people look natural.

6 Aim for visual intimacy and interaction.
To get heart into the shot aim for a sense of intimacy and

closeness in the imagery.




PHOTOGRAPHY

HERO AND ACCENT SHOTS

We've divided images into two types — hero shots and accent shots.

The following describes how each should be used.

HERO SHOTS are those that really put the brand essence across.
The shot composition is strong and the colours and perspective are
distinctive and inspiring. Hero shots are often used as cover or as
main spread images.

ACCENT SHOTS are images that can be used to support the hero
image. Focussing on details or visually highlighting parts of the place,
experience or area being featured in interesting ways, they serve to
add colour, interest and direction to the story. Accent shots should
be chosen to develop the story being told.

1&2 AVISIT TO THE MUSEUM

This image of the Great Court emphasises
the architectural splendour of the glass
dome, an awe inspiring image. The accent
shot elaborates on the experience of
learning and discovery. 3,4 & 5 HIKING IN SNOWDONIA

The hero image is a climber in a spectacular setting, having just
discovered a natural marvel in the formation of the rocks. The
story is reinforced by the smaller accent images that show the
walk through the lowlands as dusk settles and a warm and cosy
welcome at the end of the day.




PHOTOGRAPHY

CROPPING

Many photographs that we have can be made more 'on brand'’

by using cropping to bring a greater sense of dynamism or depth.

DEPTH: Try to extract the story by eliminating the clutter and simplifying the focus.
HEART: Crop into the personal intimacy to show the experience better.
VITALITY: Use the lines found in the image to create movement and lead the eye.

figures are somewhat lost in
the background. The tighter
composition emphasises
movement, speed, drama
and story. The viewer is
drawn into the action, the
three characters in the
shot and their stories are
1& 2 SCOTLAND amplified, whilst the sense
V5. ARGENTINA, of scale within the stadium
MURRAYFIELD, EDINBURGH  is maintained.

As it is, this shot has good
colour and a clear sense of
occasion. However, the key

3 & 4 CYCLING IN THE crop on the right uses the depth
BLACK MOUNTAINS, of the image to draw the viewer in.
POWYS, WALES The cyclists are placed off centre

creating a dynamic sense of motion.
The expressions on their faces are
now clearer, adding emotive depth
to the story of their journey.

This image, as it exists, has
many ‘on brand' characteristics.
It has depth, is inspiring in
that you can imagine yourself
in the image and is bright and
vivid. The characters are real
and the nature of the activity
gives it a sense of vitality.
However, the focal point, the
cyclists, are placed directly in
the centre of the image, which
is rather boring. The suggested
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COLOUR

RED PALETTE

Our red palette comprises a set of eight different hues, each of which has a name. Each colour also has
two tints. We look at the eight original colours in each palette as our hero colours, and the tints as accent

colours that can add visual subtlety to creative. When used, a tint should always appear with one of the
hero colours, not by itself. Always look to one of the original hero colours for your creative starting point.

HERO COLOURS ACCENTS

SPECIAL PROCESS RGB WEBSAFE NON WEBSAFE TINT 1 TINT 2
MACDUFF Fantona®7431 C10 M55 Y10 KOO RZ24 G113 Bled #CCesP9  #E071A4 CO7 M40 Y10 KOO C00 M20 Y00 KOO
POPPY Pantone® 191 C00 M85 Y40 KOO R247 G41 B88&  #FF3366 #F72058 C00 M55 Y22 KOO C00 M33Y1Z2 KOO
LETTERBOX Pantone®1788 CO0 MOS0 Y75 KOO R252 G26 B35 #C(C3333 #FCTAZ3 CO0 Mse5 Y45 KOO C00 M33Y20 KOO
SIXTY SIX Fantona®1925 C10 MT00 Y55 KOO RZ2S GO B57 #C(C3386  #AF0039 CO0 M10 Y70 K30 C00 M40Y15 KOO
DRAGON Pantone® 214 C20 MT100 Y25 KOO R198 G1  B9S #CC006s  #Ca015F C13 MA0 Y15 KOO CO7F M40Y10 KOO
KAPOOR Fantona® 7435  C70 MT100 Y10 K50 R109 GO B57  #660033 #D0039 C10 Me5 YOO K23 C10 M35Y00 K15
PLUM JAM Fantone®7427 C10 MT00 Ye5 K35 RM7 GO B29  #000033 #220010 C10 Ms5 Y40 K20 C00 M30Y15 K15
STAG Pantone® 188 00 M95 Y45 Ke0 RO G7F B29 #993333 #530710 C00 Ms0 Y32 K40 C00 M30YI10 K20
Helpful hint NB

When setting up literature templates in Quark using the four colour
specifications for the red palette, name your colour with the prefix red’
eg. red_stag, this will ensure all the reds are grouped together in your
colour listing.

Differences in paper stock and finishes may affect colour consistency.
If in doubt please refer to a 4-colour process book. When using colours
on the internet your default should be the websafe values. When using
tints for nan-print creative, Tint 1is a 63% tint, Tint 2 is a 33% tint.

TINT 1 TINT 1 TINT 1

MACDUFF

LETTERBOX PLUM JAM
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setting ?
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TYPOGRAPHY

EXPRESSIVE TYPOGRAPHY

We use expressive typography in a very specific way. Words,
phrases and sentences can be reproduced as stand-alone
graphic elements or combined sensitively with photography
to create atmospheric and engaging narratives. Expressive
typography should only be used to enhance an image or
execution, and should not be overused.

Clarendon and ITC Bailey Sans are the two font families
which may be used to create expressive typography.

Clarendon

Light, Roman, Bold

Bailey Sans

Book, Book italic, Bold, Bold italic

Both Linotype Clarendon and ITC Bailey Sans can be purchased
online at www.fontexplorer.com/fontstore/

NB When ordering for a MAC you should opt for post script

or open type. For a PC you should order true-type.

11
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TONE OF VOICE




Adding a sense of depth to copy is about using words to give
a real flavour of the place, the person, the attraction or the
event. Rather than just listing the facts, find time for the
stories. People are fascinated by the "behind the scenes’
descriptions, the stories and the rumour that surround many
of our most famous landmarks and characters.

TONE OF VOICE

OVERVIEW

The way we write about Britain, our tone of voice, can really help bring the experience to life
for visitors. How can our writing reflect depth, heart and vitality? Looking at each in turn helps

clarify what we hope to achieve and identify those things which will really engage our audiences.

Depth

Heart has a number of interpretations from a warm,
genuine and human side to a spirited and committed
side. When people write with heart they really
communicate with the reader and put something of
themselves into the copy. Expressing your opinion and

a passage.

Vitality is important as it starts to get the visitor o ®
excited about the experience. A way of putting

across vitality is through a sense of enthusiasm

for the subject. We can recognise vitality when

a spark of positive energy, attitude or pace lifts

experience of a subject in a credible and genuine fashion
communicates the heart element of the brand.

16




TONE OF VOICE

SIX KEY PRINCIPLES

The following are some ideas about how to bring the brand essence of depth,
heart and vitality into the way we write about Britain. When you're writing an article

we don't expect you to be ticking off each principle as you go along, your copy should
be natural and unforced, however the principles below should inform your writing.

Describe the personal experience as e.g. There is something absolutely magical about pushing off your shoes and actually feeling
well as places. the sand between your toes.

Write in an informal and
conversational style.

Introduce pace by breaking up e.g. Nothing beats browsing through the stalls on a crisp, bright, winter morning. A warming
sentences. cup of coffee. A long-sought bargain.

Tell stories and paint
pictures.

k di C B
Spea dlrectl}r to the reader e.g. | got goose pimples when | saw the spot where Thomas 4 Becket was martyred in 1170.

Put customer's thoughts into
words.

To sum up...

We're looking for a more journalistic style of writing, the kind of thing you might enjoy reading in the travel section of a Sunday
paper. This doesn't mean abandoning depth of information in favour of fanciful or whimsical text. We don't need to look far for
examples of great characterful writing with lots of detail - just look at the Rough Guides or Lonely Planet for example.

What we really want is to talk to our target markets on their level, peer to peer, instead of talking up or down to them. In this
way our communications become more credible, motivating and effective.




[Shrnutl’

Strategie znaCky znamena vytvoreni
partnerskeho vztahu mezi destinaci a
Klientem

Branding destinace spociva v diferenciaci
znacky od konkurencnich destinaci
Uspesny branding je Uzce provazan se
vsemi prvky marketingoveho mixu

Branding muze destinaci poskytnout
pridanou hodnotu



[Aktivace marketingového mixu



[Marketingové strategie ]




Vize a cile marketingove
strategie

Vize

jasna, sjednocujici filozofie destinace,Casto vyjadrena
v jedne vete.

Priklad: Pohostinnost, srdeCnost, nefalSovanost —
destinace no. 1 na domacim trhu.

Cile
Cile by mély byt realné, motivujici a umoznuijici jejich
vyhodnoceni.
Dlouhodobé — zaméruji se na image

Kratkodobé — méfitelné vystupy (podil na trhu, rust
navstévnosti, ...), definovana odpovédnost a termin dosazeni



[Strategické rozhodnuti

O cilovych trzich

O produktovéem mixu

O zadoucim obrazu destinace (image)
O podobe marketingoveho mixu



Strategie intenzivniho rustu: Ansoffova
matice

Produkt

Soucasny Novy

Soucasny Pronikani na trh Vyvoj nov;:ch
produktu
Trh
Novy Ziskavani novych Diverzifikace

trhu




Marketingova strategie vyberu
cilovych trhu a marketingovych mixu

Strategie jednoho cilového trhu
Koncentrovana marketingova strategie
Totalni marketingova strategie
Nerozlisovaci marketingova strategie



Totalni marketingova strategie

Analyza moznosti a
marketingovy vyzkum

|

Marketingova strategie
a volba cilového trhu

Cile
Trh 1

Cile
Trh 2

Marketingovy mix
Trh 1

Cile
Trh 3

Marketingovy mix
Trh 2

Marketingovy mix
Trh 3




Aktivace marketingového

mixu

4P 4C Destina€¢ni marketing
Produkt (Product) Customer Produkt jako hodnota (zazitek)
values navstevnika

Misto (Place)

Convenience

DistribucCni kanaly, informacni
dostupnost

Cena (Price)

Costs

Benefity, slevy

Propagace (Promotion)

Communication

Obousmérna komunikace,
propagace, PR aktivity




[I\/Iarketingovy mix

Product

Price

Place (distribuce)

Promotion (komunikaCni mix)
Programming

People

Partnership

Politics



[Komunikaénl’ mix ]

= je nejvyznamngjsi slozkou marketingoveho
mixu

m UCelem propagace (resp. komunikacniho
mixu) je modifikovat spotrebni chovani
zakaznika

= {zn., ze cilem propagacniho mixu je
iInformovat, presvedcovat a pripominat



[Prvky komunikacniho mixu

Osobni prodej
Podpora prodeje
Interni reklama



[Reklama

= je vhodna pro vytvareni image destinace
m Vvyuzivame je v obdobi poskytovani

iInformaci

ukolem reklamy je popsat destinaci takovym
zpusobem, ktery pfilaka do destinace cilovy
segment trhu

komunikacni sdeleni by melo byt
formulovano recCi navstevnika (ciloveho
segmentu)



Postup pri priprave reklamni
kampane

Stanoveni cile (zvyseni navstévnosti, zvyseni
povedomi o destinaci, korekce image)
Stanoveni rozpocCtu

Stanoveni cilové skupiny, na kterou chceme
kampan zamerit

Stanoveni pozadavku na kampan a jejich
formulace pro reklamni agenturu

Formulace komunikovaneho poselstvi
Vybér médii
Kontrola vysledku ucinnosti kampané



Cile reklamni kampané

Do konce roku obeznamit obyvatele CR s nabidkou
destinace apod.

Dosahnout o0 30 % vice preferenci nez konkurencni
destinace

Zvyseni spontanni znalosti destinace z 55 % na 70
%



Tab.7.3: DOPORUCENE KOMUNIKACNI KANALY PRO PRIORITNI CILOVE SKUPINY*

DOPORUCENE KOMUNIKACNI KANALY

LoV o | 3|38 2 z| s €2
CILOVA SKUPINA % .i-’ = :% E = E 3 g E’:‘; ,g

£, % | B | 2| 5| 8 |s2|EE ¥| 2| E |5l
BS| E| £ | 8| 5| S |58|98| £ | 8| 2 |8x|82
o 2 =L o (o r~ o > C | X > r~J (] — F E|law®

aktivni pohyb X X X X X X X X

milovnici pamatek a poznani X X X X X X X X X

rodiny travici dovolenou X X X X X X X X X

soucasti poznavacho zajezdu X X X X X X X

starsi generace prijizdéjici za relaxaci X X X X X X

Elzeols:: I;?gi ni vylety a organizovana X X X X X X X X

bat'Gzkari X X X X X

Skolni vylety a détske tabory X X X X X

lyzari X X X X X X

zazitkova turistika X X X X X X X X X

Rusove X X X X X

firmy (kongresy a incentiva) X X X X X X

navstévnici festivald X X X X X X X X

golf X X X X X X X X

agroturistika X X X X X X

¥ samozrejmeé nutna bude selekce, v zavislosti na rozpoctu a konkretmi situaci




[Noviny

Vyhody

Vedomy nakup
Masove publikum
Flexibilita inzerce
Rychlost inzerce

Duvéryhodnost
media

Nevyhody

Omezena
selektivita

Preplnénost inzerci
Kvalita reprodukce
Cenova politika
Zpusob nakupu

Rychle starnuti
vytisku



Casopisy

Vyhody Nevyhody
Moznost zasazeni DelSi doba realizace
SpeCifiCk)'/Ch C“OV)’/Ch P‘fep|nénost
skupin Celoplosnost
DelSi zivotnost a Deléi doba k
pravidelnost vybudovani étenafské
VYéél’ kvalita obce
reprodukce

Vyuziti redakcniho
kontextu



[Casopisy ]

Tydenik (%) | Mesicnik (%)
1. tyden 60 40
2. tyden 80 60
3. tyden 92 65
4. tyden 08 70
5. tyden 100 75
6. tyden 100 89
/. tyden 100 100




[Rozhlas

Vyhody Nevyhody
Vysoka Medium v pozadi
segmentace Roztfisténost
Cenova dostupnost posluchacu
Rychlost preplnenost
Osobni forma
osloveni

Vysoka frekvence



[Venkovm’ reklama ]

= Zahrnuje billboardy, bigboardy, znacCky
na cestach, reklamu na vozech
verejne dopravy, poulicni panely

m Ulelem venkovni reklamy je vzbudit
pozornost a pripominat znacku

m Setkavame se zde s prevahou grafiky
a fotografii nad textem



Venkovni reklama

Vyhody Nevyhody
Pestrost forem Omezené mnozstvi
Novatorské tvirdi informaci
moznosti Nizka Ci zadna
Siroky zasah a vysoka selektivnost
uroven frekvence Dlouha doba realizace
zasahu Omezena dostupnost
Velky pocCet mist a nekterych forem
geograficka flexibilita venkovni reklamy

efektivita



Internet

Co vSechno je internetovy marketing
= Internetova prezentace, webdesign — koncepce, kreativita, tvorba,

sprava

=  Flash prezentace, microsite — kreativni reSeni webu pro kampane,
souteze

= Tvorba aplikaci — napf. on-line rezervace, redakcCni system, ....

= Soutéze a hry — ankety, dotazniky, hry pro zabavu

= E-mail marketing — jednorazova i pravidelna komunikace

= Reklamni kampaneé — bannery, .....

= Reklama ve vyhledavacich — SEM (search engines marketing, SEO
(search engines optimisation)

= Data mining

= Pusobeni na socialnich sitich (youtube.com, facebook.com, ....)

= Publicita na jinych webovych strankach

= Analyza webu — web assessment studie, pfiprava koncepci a feSeni



Webove stranky

Musi byt atraktivni, aktualni a musi mit zajimavy
obsah, aby prilakaly navstévnika

Pri jejich tvorbé reSime nasledujici otazky:
Za jakym ucCelem se chce management destinace prezentovat
na internetu?
Budou stranky vypadat jako elektronicka brozura, nebo budou
mit SirSi rozmér?
Bude management destinace prostrednictvim webovych

stranek poskytovat informace o destinaci, prodavat nebo
umoznovat rezervaci?

ProC by chtel navstivit webové stranky pravé této destinace?
ProC by chtel nékdo na strankach destinace inzerovat?



Webova stranka urCena verejnosti by
mela poskytovat:

Zakladni informace o destinaci

Nabidka produktu — nékde az do podoby
balicku (pausalu)

Informachni a rezervacni systéem

Mapove sluzby

Planovac cest

Aktualni informace o planovanych akcich
Katalogy a brozury vydane destinaci
Videa, Blogy



Techniky podpory prodeje

B Seznamovaci zajezdy (fam trips)

= programy uznani jako oceneni pro nejlepsi zprostredkovatele
CR

m programy oceneéni vernosti

darkové certifikaty (poukazky, Seky) pro zprostfedkovatele i
konecné klienty

kupony, pfipadné prémie
soutéze, loterie

snizeni ceny

prodejni vystavy a veletrhy

vzdelavaci seminare, odborna setkani, recepce pro
zprostredkovatele sluzeb CR

= vizualni pomucky



Public relation

= Hlavnim cilem PR je budovani trvalych vztahu s
verejnosti

m Public relations zahrnuji vsechny aktivity, ktere jsou
pouzivany k udrzovani a zlepsovani vztahu s
ostatnimi organizacemi a jednotlivci

= Jednou z Cinnosti PR je zpetné odrazeni vnegjsich
vlivu — reakce na problémy a feSeni krizovych
situaci

m  \Vyhodou je moznost cilené komunikace — obracime
se na cilenou verejnost, naopak nevyhodou je
obtizna méritelnost vysledku



Public relations — pouzivané techniky

Trvalé vztahy a aktivity
zarazeni se do mistni spolecCnosti
spoluprace s ostatnimi odveétvimi v regionu
vlastni vydavani bulletini, asopisu a novin
vztahy se sdelovacimi prostredky
fotografie a kolekce pro sdelovaci prostredky
vztahy se vzdelavacimi institucemi v oblasti CR

vztahy s dodavateli sluzeb, dopravci a zprostredkovateli
sluzeb CR

vztahy s urady
vztahy se zakazniky



Publicita

= Je bezplatna zminka o destinaci v tisku, verejném projevu, rozhlase,
televizi nebo filmu

= Ma obvykle podpurnou roli

m Zahrnuje pravidelné Clanky v tisku, relace v televizi, specialni akce,
navstévy znamych osobnosti, osobni rozhovory a projevy

Aktivity
= Ve spolupraci vydavateli tiskovin pfimo vytvaret Clanky, zpravy atd.

m Zasilat médiim informace o planovanych akcich (napfiklad vinobrani,
atd.)

= Budovat vazby s novinafri (pozvat novinare k navstévé destinace,
pripravit pro né prohlidku, upozornit na zajimavosti)

= Pro novinare pfipravovat tiskové mapy s fotografiemi



