cH &
O =
e

Marketingova strategie




Strategicka rozhodnuti

10 produktovem mixu (USP; Strategické obchodni oblasti)
10 cilovych trzich (targeting)
10 zadoucim obrazu destinace (image)

10 podobé marketingového mixu
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Marketingova strategie

MARKETINGOVA STRATEGIE

Vize a cile

Aktivace

marketingoveho
mixu
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Vize a cile marketingove strategie

Vize

,Vize bez ¢int jsou pouhym snem, ¢Ciny bez vize jsou ztratou ¢asu, vize nasledované ¢iny mohou zménit
svét” (J. Barker)

[Jjasna, sjednocuijici filozofie destinace, Casto vyjadifena v jedné véte.
"1Pfiklad: Pohostinnost, srdednost, nefalSovanost — destinace no. 1 na domacim trhu.

Cile
_1Cile by mély byt realné, motivujici a umoznujici jejich vyhodnoceni.
"Dlouhodobé — zaméruji se na image

_Kratkodobé — méfitelné vystupy (podil na trhu, rast navstévnosti, ...), definovana
odpovédnost a termin dosazeni
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Vize odrazi ducha doby a rostouci
zajem hostl o autentické zazitky z
dovolené. Stavi na zavedenych
silnych strankach a ma tedy vysoky

potencial pro Uspéch.
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3.2 Vision

Die Vision verdichtet als Leitstern jenes Zukunftzbild, das durch die Landes-Tourizmusstrategie 2022 verwirklicht
werden soll. Sie stellt dar, WAS man nach innen (System) und auben (Markt) s&in und WIE man nach innen und
auBen wirken will.

Was?

Als Essenz Osterreichs® reprisentiert Ober8sterreich mit seinen spezifischen Angebotsstiirken und seinen
suthentischen Gastgebern das gesamte Spekirum Osterreichs.

Wie?

Das vielfiltig vernetzte Tourismus- und Frelzeitunternehmen Obertsterreich® inszeniert und verkleidet sich dabei
nicht. Es tritt natlrlich, pur und authentisch auf.

Oberodsterreich,
das echte Osterreich.

Menschlich

Horni Rakusané jako hostitelé se setkavaji s hosty v
autentickém, vielém a otevieném prosttedi. At' uz jako
podnikatel, zaméstnanec, poskytovatel sluzeb nebo
mistni - osobni a Cestné setkani dava hostlim pocit
domova a soundleZitosti. V obdobi digitalni
transformace se hornorakousky cestovni ruch zamérné
zaméfuje na lidi jako na nejdllezitéjsi zaklad pro
presvédcivy celkovy turisticky zazitek.

Originell

Horni Rakousko predstavuje inovace a pokrok. Tento
silny duch rozvoje je soucasti i cestovniho ruchu.
Tradice ziji, davaji orientaci a jsou hluboce
zakorenény. Zaroven existuje otevienost vUci
experimentovani a inovacim. Odvaha ke zméné
zplsobuje neocekavané, nekonvencni pristupy a
dlraz na prekvapeni.

Vernetzt

Vytvareni siti je interpersonalnim a virtualnim
predpokladem Uspéchu hornorakouského cestovniho
ruchu a volného Casu. Digitalizace umozniuje efektivni
a dynamické propojeni vSech zG¢astnénych stran -
hostd, hostiteld, systémovych partnerd i mimo né.
Prlimys| cestovniho ruchu a volného casu jako
priFezova disciplina Zije z (ispésné spoluprace
zaloZené na partnerstvi se véemi oblastmi podnikani a
Zivota.
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Segmentace a cilovani




Proces segmentace trhu

Volba .
Informace o .. Profil .
s vew o, felg e v Targetin
navstévnicich segn;?i?éerai?n c navstévnika argeting

* Analyza poptavky (sekundarni a
primarni data)

* Rozhodnuti o Sifi a hloubce segmentace
— ruzna uroven podrobnosti segmentace
— pocCet segmentacnich kritérii

« Syntéza — profil navstévnika — persony

« Targeting — vybér cilovych segmentu —
pravidlo 80/20 — ,ne vdéem malo, ale
malu vsechno*

Metody vybéru:
Intuitivni vybeér
* Delphi metoda
* Trzni hodnota
» Portfoliova analyza
* Bodovaci metoda

 Ekonometrické modelovani
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Kritéria segmentace

“lgeograficka

“ldemograficka

“JucCel cesty

Isocialné-ekonomicka

_Ilchovani se segmentu
“Ipsychograficka

“Ilsegmentace ve vztahu k vyrobkum
_1zivotniho stylu

“ldistribucCni cesty
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Vychodiska

_IPsychograficke profily
"IBrand Strategy Booster (BSB) - ppm factum research, s.r.o. pro CzT
[1Sinus-Meta-Milieus® - agentura Sinus (vyuzito napr. u Market Analysis
Report on the Rhine Cycle Route nebo s témito profily pracuje

Marketignova strategie Jizni Moravy)

O
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Brand Strategy Booster (BSB)

EXTROVERZE

V N

b, co
MEFUNGLLE
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POMAHAT OSTATNIM —
My [CAREGIVER) JA

PATRIT NEKAM
(REGULAR GUY)

POCHOPT
SvET
miT vEQ POD [SAGE)
KONTROLOU
| RLALER)

Czechlourism

INTROVERZE

POMAHAT OSTATNIM
(CAREGIVER)

CzechTourism

Segmentace Evropanu dle pozadavku na cestovani

ZNICIT, CO NEFUNGUJE
REBEL

IS A& PARMENI
(15 %)

REKREANTI
(31 %)
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Sinus-Meta-Milieus®

siust Die Sinus-Milieus® in Deutschland 2015
The positioning model

Two dimensions of social diversity Zukunftsmilieus
Liberal-intellektuelles
g Milieu

Konservativ- 79%

etabliertes o Expeditives
Mikiou Sozialbkologisches Milleu
0% Milieu 8%
7% Adapﬂv—
pragmatisches
Milieu
10%

Milieu der
Perfarmer

Upper class/

upper middle ]
class

o

Average
middle class 2

Biirgerliche Mitte
Traditionelles Milieu 13%

1% Hedonistisches

Milieu
15%

"passive” dimension

|

social situation
income, education, profession

Prekares Milieu
SO "active” dimension 9%

middle
lower

basic orientation | @ siNus 2015

everyday awareness, lifestyle, life goals

Soziale

Lage L
Beschleunigung,

Pragmatismus
"Nrereh g

oricntierung Tradition 5 g Neuorientierung

Social B c

situation

Traditional values Meodernization Re-orientation

Basic acquitial, orderiiness individuolzation, self-realization, pleasure muiti-optionality, exploration,
orientation living in poradaxes

12 Definujte zapati - nazev prezentace / pracovisté




Sinus-Meta-Milieus®

Established markets

13 Definujte zapati - nazev prezentace / pracovisté

comparable

Emerging markets




Performance and leadership, status-conscious, exclusive tastes, Patriarchic, claim of power, status and leadership,
Established  connoisseurship; distinction & self-assertion; conservative moralities Old Established  family-and clan-thinking; sense of duty and order;

and role pattems social prestige, ethics of responsibility

Open-minded; liberal and pluralistic; searching for Established Sophisticated, status-orientation, strategic life-planning; indulgence
Intellectuals  self-actualization & personal development; post-material goals; cultural ~ Upper Class &Mﬁhmm&m liberal & tolerant,

and intellectual interests; authentic; academic; work-life-balance (Cosmopolitans)  5ocial & ecological responsibility

Self-determination; flexible and sodially mobile; looking for an intensive Modern New economic elite, entrepreneurial, performance & efficiency,
Performers life, which means having success and fun; work hard — live exclusive; i self-determination; semi-global thinking, superiority & distinction,

good qualifications and readiness to perform; multimedia fascination Performing willingness to perform

Adaptive Loyal & reliable; flexibility & security-driven, achievement-oriented, Willingness to perform, sodal climber mentality, flexibility- and

_ pragmatic and adaptive, good organized; want to be on the safe side; Success-Oriented  security-driven, balance of work and family-friends; sense of
Navigators  ooounding; family & friends tradition and order
Modern Looking for harmony & private happiness, family-relatives-friends, Adapti Conservative-materialistic, status-oriented, order and harmony;
_ comfort and pleasure; striving for social integration and material - & balance of medern and religious life,
Mainstream  .ocyrity, defensive towards changes in society Mainstream social rules & moralities; feel pressure to keep up
Security and status-quo oriented, rather rigidly sticking to traditional Traditional Strong community and family ties; religion and belief (spirituality);
Traditionals  values(e.g. sacrifice, duty, order); modest & honest, down to earth, ritualized everyday-life, obedience and modesty; afraid of losing
we little people”, health-caring Popular (rural) traditions, rules and values
Materialistic and consumer hedonistic; striving to keep up, but often Socially deprived, uprooted, fear & resentments; overcharged by
Consumer-  sodially disadvantaged and uprooted, sometimes precarious; reactive Urban Working  modernisation, striving for basic needs;
Materialists  basicorientation, fear and resentments; narrow-minded, solidarity, Class short term consumer orientation, materialism;
protection, robustness & toughness solidarity within own network

Looking for fun, thrill & action and entertainment; rather Spontaneity, fun, thrill & action; trend-adopting and imitation of
unconventional and rebellious; living for today, here and now; Dri Western lifestyles; carefreeness, independence; try to keep up with
tendency to escape reality; independence, spontaneity, trendy 1 trends & brands; conflict with traditional values and religion

Sensation-
Oriented

Fun & Money




Ukazka cilovani — Jizni Morava

CR a SK

Miadi (Cool segment)

"IMotivace: Uzivat si: zabava a nocni zivot, kulturni akce
[1Vék: 18-34 let

1S kym: skupiny pratel, partnefi

"1Zajmy a chovani: technologie, gastronomie, hudba, ...

"|Oblasti: Brno, festivaly, ...

IHodnotova orientace: Nekonformni, kreativni a individualisticka generace;
seberealizace, svoboda a nezavislost, Zadna pevna dogma; mobilni socializatofi, "o D¢ SinusMilieus®in Best for Planning
globalni, pluralitni, kosmopolitni, digitalni suveréni; ziji ted a tady, spise
nekonvencni a spontanni, hledaji vzruseni a zabavu (Sinus-Meta-Milieus® Target MUNI
Groups: Digital Avantgarde, Sensation-Oriented) FCON




Ukazka cilovani — Jizni Morava

CR a SK

Pozitkari — hlavni cilova skupina komunikace

"I Motivace: klid, pohoda a odpocinek; uzit si urcitou uroven luxusu, nechat se hyckat

1 Vék: 35-70 let

1 S kym: pary nebo skupiny pratel bez déti

1 Zajmy a chovani: wellness, navstéva prirodnich parku i kulturnich cild, nevyhybaiji se
nenaro¢nému pohybu, vyZzaduiji kvalitni ubytovani a gastronomii. Cestuji individualné, jako

dopravni prostfedek vyuzivaji auto, popfipadé kolo v ramci vyletl. Program si organizuji sami.
"I Oblasti: Brno, Palava a LVA, Znojemsko, Slovacko Foto: Die Sinus-Milieus® in Best for Planning
"1 Hodnotova orientace: Hledaji harmonii a soukromi, travi svij ¢as v okruhu své rodiny/pfibuznych

a pratel, preferuji pohodli a potéSeni; usili o socialni integraci, materialisticti, ocefuji bezpecnost

destinace, brani se velkym zménam ve spolecnosti (Sinus-Meta-Milieus® Target Groups: Modern

—
—

Mainstream)
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Ukazka cilovani — Jizni Morava

CRa SK
Rodiny s détmi

"I Motivace: zazit zabavu s celou rodinou
1 Vék: 30 - 49 let
1S kym: Skupiny rodic¢u a déti Skolniho véku

1 Zajmy a chovani: P¥ijizdéji za zabavou a aktivnim poznavanim pfirodnich a kulturnich
hodnot regionu. Podnikaji pési a cykloturistické vylety, popfipadé navstévuji solitérni
turistické cile automobilem.

1 Oblasti: Palava a LVA, Znojemsko, Slovacko, Moravsky kras

1Hodnotova orientace: Hledaji harmonii a soukromi, travi svij ¢as v okruhu své
Foto: Die Sinus-Milieus® in Best for Planning
rodiny/pfibuznych a pfatel, preferuji pohodli a potéSeni; usili o socialni integraci,
materialistiCti, ocefuji bezpecnost destinace, brani se velkym zménam ve spolecnosti MUNI

(Sinus-Meta-Milieus® Target Groups: Modern Mainstream) ECON




Ukazka cilovani — Jizni Morava
CR a SK

Poutnici — dopliikova cilova skupina

1 Motivace: poznavat krajinu a lidi
71 Vék: 40 +
(1 S kym: pary, popf. skupiny pfatel, i singles,
spiSe vysoko$kolaci a lidé Zijici ve velkych méstech, ¢asto i duchodci.

[l Zajmy a chovani: Vénuji se vlastnimu sebevzdélavani.

Radi ¢tou knihy, navstévuji muzea a vystavy a kulturni akce. Foto: Die Sinus-Milieus® in Best for Planning
Do regionu je pfivadi méstsky turismus, vinarska turistika a kulturni nabidka, aktivni traveni volného €asu. Cestuji individualng, jako dopravni
prostfedek vyuzivaji auto. Program si organizuji sami.

| Oblasti: Brno, Palava a LVA, Znojemsko, Slovacko

’

"I Hodnotova orientace: \\nimavy; liberalni a pluralitni; hledani sebeaktualizace a osobniho rozvoje; post-materialni cile; kulturni a intelektuélrl\ll U

E
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zajmy; duraz autenticitu; rovnovaha mezi pracovnim a soukromym zivotem (Sinus-Meta-Milieus® Target Groups: Intellectuals)
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Positioning destinace

Image destinace
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VITEJ

Pronajmi si jedinech

Viden, Rakousko

Hostitelstvi otevira
svét moznosti

Vydélavei si pronajimanim mista
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v §TYRSKO

& pfiroda

Kulinarium
Dovolena ve znameni kulinafskych
poZitku _po Styrsku”. S laskou a umem
plipravovang, s milym usmévem
podavanél

# Kliknéte zde

PLANOVANI POBYTU TYP DOVOLENE NABIDKY UBYTOVANI SLUZBY

Wellness & zdravi

Kulinarske vylety do
labuznického raje

Viletni cile ve Styrsku 5 kulindfskou
tématikou pro Vas.

w Kliknéte zde

Kulinarské oblasti

Styrsko je jiZ dlouho zndmé po pojmem
_rakouske lahddkafstvi. V této
souvislosti je treba fici, Ze co tak

fantasticky chutna, je i fantasticky
zdravé!

w Kliknéte zde

Recepty

Tajemstvi tyrskych pokrmi odhalenol

Zde najdete nékolik fradicnich recept:

od dyfové polévky aZ po jablkovy
zavin

w Kliknéte zde

s

- =

»  [] Ostatni zalozky

m =

QP ===
o=
= -




&= C i | [0 www.tyrol.com Bagy » =
BELESF S 15 “® Mapyz = CSOB —=CsU S Slovnik ([ Zprévy (] Google (] Organizace CR [ Marketing [ Intemet: ([ Infozdroje [ Casopisy [ Save to Mendeley » [ Ostatni zalozky

Q, | ThingstaDo | PlatestoGo | Bookyour Holiday | Good To Know | Interactive Map | SEEN

o Tiro) gy

: -

- D

Cross Country Skiing in Obertilliach, © Tirol Werbung/Bert Heinzlmeier
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Brand positioning

Emotional

Value

Rational

M

{ BUGATTI

L 4 .‘\ E l’: S
CTTD A

Auodi

» Prestige
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Markenarchitektur / -differenzierung

Volkswagen AG
h 4 A 4 h 4
% Seat QD Audi ) Volkswagen
SEAT Audi
Auto Emocion Vorsprung durch Aus Liebe zum Skoda —
Technik Automobil Simply Clever

vy Lamborghini

The ultimate
Sports Car

M

A4

%  Bentley
BENTLEY

The Sporting Grand
Tourer




Umist'ovani destinace na trhu

[1Cilem umistovani produktu je obsazeni specifickeho mista v mysili

a vnimani navstévniku destinace

IUmistovani je zalozeno na specificich nabizeného produktu,
zvoleném zpusobu komunikace a vytvareni celkového image vuci

konkuren€nim produktum.
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Umist'ovani destinace na trhu

[1Cilem umistovani produktu je obsazeni specifickeho mista v mysili

a vnimani navstévniku destinace

IUmistovani je zalozeno na specificich nabizeneho produktu,
zvoleném zpusobu komunikace a vytvareni celkového image vuci

konkurenénim produktum.
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4 pristupy k umist'ovani:

“IUmistovani vzhledem k cilovému trhu (seniofi, rodiny s
detmi.....)

_IlUmistovani vzhledem k cene a kvalite

IUmistovani vzhledem ke tride produktu (dovolena u
more, poznavaci dovolena....)

“Umistovani vzhledem ke konkurenci
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Image destinace

"1Jde Casto o stereotypni, selektivni predstavu mista,
charakterizovanou oCekavanim neceho nového a dosud
nepoznaného

_llmage destinace uzce souvisi s umistovanim, segmentaci a
brandingem

“llmage destinace je ovlivnéno fadou faktort: hodnotovym pozadim

jedince, zkusenosti, prostfedim, informacemi ...
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Determinanty image

Riuznorodé
informadi zdro e

imnoZstl

Tyvp informatnid

]
ICragu

-'.-'- é I"\-\.

vidélani

Socio-psychologicks
mativace k

cestowvani

\JN\ /

Kognit vni

hodrnacem

Afelzivni hednoceni

T~

Celova i age

_.--"""'F?

,.--""'#HF/_
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Image destinace
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Proces budovani znacky

Figure 2.1 The branding process

Segmentation

Destination audit .
analysis

Consumer perception
research and
in-depth tour
operator interviews

Competitor analysis

Incorporate brand
in marketing
communications

Monitor brand Refine brand

performance

SWOT analysis

Stakeholder
perception
consultation

Stakeholder consultation to close gap between consumer and stakeholder perceptions

Brand development
(using brand pyramid/wheel
- see below)

(including any new consumer research and
stakeholder consultation on an ongoing basis)
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Proces budovani znacky

"1Brand destinace je postaven na USP (audit nabidky a analyza
konkurence)

‘1Brand je vytvaren s ohledem na cilove trhy (znalost asociaci a
vhimani destinace)

_1Znacka destinace zastresuje marketingove aktivity destinace
(propojuje a vytvari hodnotové vychodisko)

_IDo procesu tvorby musi byt zapojeni mistni aktéri

[ ISamotna znacCka je zalozena atributech definovanych napr. Brand
Pyramid Ci Brand Wheel

[1Zakladni hodnoty znacCky (kognitivni vs. afektivni)
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Figure 2.2 Competitor analysis - Unspoilt wilderness versus adventurous, wild

Nedotéena
divodina
Our destination
Country 2
Klidny ~ Odvazny, divoky
Country 1
Country 3
Méstsky
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Branding

Figure 1.3 Brand at the core of all marketing activities and behaviour

Source: Yellow Railroad
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Branding

Figure 1.5 The DNA of a place

1

* Topography/
scenery

* Public realm
¢ Public art
* History

* Architecture

Produce

‘Own’ products

People

Culture
Attitude
Accent
Reputation

Famous/
infamous
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Co neni znackou

"ILogo
1Slogan

"1Graficky design destinace

... dilci prvky brandingu, podstatné jsou hodnoty a postoje, ktere
za znackou stoji a jak jsou konzistentni s marketingovymi

aktivitami destinace.
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Figure 2.8 Brand wheel

What the product

does for V

Essence

Rational

A

Describe the
product

How the brand
makes me look

\ \

Brand personallty

Values

\
/

"

\,f

How the
brand makes

me feel

Emotional
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The brand wheel in practice - Scotland

Figure 2.9 Visit Scotland brand wheel®

Rational

A

—

Facts and symbols

Highland scenery, tartans, bagpipes, castles
lochs, whisky, golf, Edinburgh, accent

Landscape,
vibrant cities,

Describe the
product

What the product

does for me Space
Proposition
Adventure Scotland culture and history,
outdoor activities,
world-class

golf, festivals/
Hogmanay,
wildlife, fine
food and drink,

A powerfully enriching personal experience
‘Live it’

Relaxes

Stimulates

Individual

Professional Independ

Values
_,-'—'-""'-Ff

Challenges

ff Diversity Essence
[ Romance = Enduring city and rural '.
. f = Dramatic | breaks, B&B - |
Authentic ||| | « Human \ '| 5 star luxury ||

| 1 |
| | |I I |
Discerning | Friendly Real f |
| M \ The natural wonder | Welcome |
\ of Northern Europe / ) /
\ Cultured G / Special |
Unpretentious e rou / Enriched

Rejuvenated /

In awe

ired

Confident
Different Brand personality
How the brand — - Safe How the
makes me look brand makes
Innovation, integrity, pride, proficiency me feel ‘
Emotional
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THE BRITAIN BRAND

thehypand
wheel

Guide/castle or

stately home Str

Highlands R
< £l e iy B&B's

Gardener/ \W
« R

gardens Football

Generous matches

Ranger/
Snowdonia

Fétes &
festivals
- Sociable
Town Crier/ Vitality
market town Red buses
& telephone
y Accessible et boxes
Driver/ heritage Sense of s
black cab community Castles
& gardens
Spectators Fish & chibs -
The Races , P
Students/ regional food
Oxford & drink
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Péetistupnova pyramida znacky

Jadro znacky

"Jaka je podstata a
genuis loci destinace?"

Souhrn nejsilnéjsich
konkurenénich vyhod
trhu destinace:

Pozice na

"Co ¢ini destinaci
jedinecnou?"

Charakter Struény souhrn hlavnich
; charakterovych znaku destinace: Prazkum
znacky "Jak by méla destinaci popsat jeji navstévnosti
nejdalezitéjsi cilova skupina?"
A\
Pocitové e . X L. . Analyza
. Navstévnikovy pocity z navstévy destinace: konkurenceschopnosti
prinosy "Jak se zde navstévnici citi?" <«
N\
¥ AN
Racionalni Jaky je hlavni klad destinace: SWOT Analyza
vlastnosti "Co by chtél navstévnik vidét a délat"? \
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ramida znaCky - Namibie




Obrazek 6
Brand Essence pro Brno (5 zvolenych atributi pro Brno)

POVINNE MINIMUM

Je to uréené primarné Vypravi to autenticky Vybizi to

mladym (duchem)? pravdu o Brné? k navstévé?

DOPORUCENE MINIMUM

Je to podano jednoduse, Mam chut

s vtipem a nadhledem? se sem vratit?
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Architektura znacek

Nejnizsi Stupen separace Nejvyssi

A
v

Unilever
Samsung Volkswagen
Nestlé — KitKat Knorr
Elektrotechnika Passat
Polo by Ralph Lauren WelliEins
Tézké strojirenstvi Golf .
Sony PlayStation Magnum
Chemicky pramysl Beetle
Dove
Jizni Morava Jizni Cechy
Praha Moravsky kras Sumava Severni Cechy
Kultura a historie Palava Lipno Jizerské hory
MICE LVA Treborisko Krkonoge




4. INNOVATIONSFELDER

4.1. MARKEN-STRATEGIE
4.1.6. ENDORSED-BRAND" STRATEGIE FUR OBEROSTERREICH

SYMBOL-VISUALISIERUNG ZUR UMSETZUNG

KUNDEN / MARKTE / VERTRIEB
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DESTINATIONS-MARKEN




4. INNOVATIONSFELDER

4.1. MARKEN-STRATEGIE
4.1.6. ,ENDORSED-BRAND" STRATEGIE FUR OBEROSTERREICH

MARKEN-DIFFERENZIERUNG IN DER REGIONALEN VERSUS (INTER-)NATIONALEN
KOMMUNIKATION

% In der (inter-)nationalen Marken-Kommunikation erfolgt der ,endorsed" AuBenauftritt Uber die
oberdsterreichischen Produkt- bzw. Destinationsmarken. Anspruch an die Destinations-Marken ist
hierzu ein bereits bestehender (inter-)nationaler Bekanntheitsgrad.

= In der regionalen, oberdsterreich-bezogenen Kommunikation wird der ,endorsed" AuBenauftritt
zusatzlich liber die Regions-Namen (ohne (inter-)nationalen Bekanntheitsgrad) abgewickelt.
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Photography 2-5
Six key principles 3
Hero and accent shots 4
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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.

| ACCENTS

SPECIAL PROCESS WEBSAFE NON WEBSAFE TINT 1 TINT 2
MACDUFF Fantone®74321  C10 M55 Y10 KOO R224 G112 Bled #CCead9  #E071A4 C07 M40 Y10 KOO C00 M20 Y00 KOO
POPPY Fantone® 197 C00 M85 Y40 KOO R2M7 41 BBE  #AF3366 #E72958 CO0 M55 Y22 KOO C00 M33Y12 KOO
LETTERBOX Panfone®1788 CO0 MS0 Y75 KOO R252 G26 B35 #C(C3333 #FC1AZ23 CO0 Me5 Y45 KOO C00 M33Y20 KOO
SIXTY 51X Pantona®1925  C10 MI100 Y55 KOO R225 GO B57 #C(C33s6  #AF0039 CO0 M0 Y70 K30 C00 M40Y15 KOO
DRAGON Fantone®.214 C20 MI00 Y25 KOO R198 G1  B95 #CC00s6  #C6015F C13 M70 Y15 KOO CO7 M40Y10 KOO
KAPOOR FPantone®7425 C10 MI100 Y10 K50 R109 GO0 B57  #660033 #600039 C10 Me5 YOO K33 C70 M35YD0 K15
PLUM JAM Fantone®7427 C10 MI100 Y&5 K35 R147 GO B29  #390033 #33001D C10 Me5 Y40 K20 C00 M30Y15 K15
S5TAG Fantone® 188 C00 M5 Y45 Ke0 R99 G7F B29 #993333 #630710 CO00 Me0 Y33 K40 C00 M30Y10 K20
Helpful hint NB
When setting up literature templates in Quark using the four colour Differences in paper stock and finishes may affect colour consistency.
specifications for the red palette, name your colour with the prefix ‘red’ Ifin doubt please refer to a 4-colour process beok. When using colours
eg. red_stag, this will ensure all the reds are grouped together in your on the internet your default should be the websafe values When using
colour listing. tints for non-print creative, Tint 1 is a 63% tint, Tint 2 is a 33% tint.

TINT 1 ~ TINT1 TINT 1 TINT 1 TIN TINT 1

MACDUFF LETTERBOX PLUM JAM
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Oficialni Styrsky turisticky portal VYBER JAZYKA (S P

T e s Cozazit Kamjet Kdynadovolenou  Ubytovani Co chcete vy




£35¢ Interessen  Karte  Service

NIEDEROSTERREICH Was mochten Wohin mochten Wann mochten Suche O
HINEIN INS LEBEN. Sie erleben? Sie reisen? Sie urlauben?
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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.

Write in an informal and
conversational style.

eg mwhaﬁhwﬂgﬁm@lﬂnsﬂsmauhp.mmmhmm
cup of coffee. A long-sought bargain

pictures.

k directly ade
Speak directly to the reader. eg I got pimples when | saw the spot wk b 3 Backet was Jin 1170.

Put customer’s thoughts into
words.

We're Imkmgfor 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.
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Fotografie by mély v prvnifadé vystihnout atmosféru mista ¢iaktivity. Mély by to byt piirozené, az
dokumentarni ¢ifilmové zabéry. Rozostreni, pohyb, ¢izajimavy vyrez vykresli atmosféru lépe nez
perfektné inscenovany a barevné ,nalestény“snimek. V¥znamnou roli pii zachyceni pocitu autenticity
hraje mékké, misty azbarevnésvétlo, které preferujeme prfed dennim ostrym osvétlenim. Zasadné se
vyhybejme umélearanZovanym zabériim a kife¢ovitému pézovani pred objektivem. Atmosféra ma
prednost pred zdanlivou femeslnou dokonalosti.
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aranZovany zabér vs. dokumentarni pohled
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ostré poledni sv&tlo vs. slunce nizko nad obzorem
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4.3.1 Zazitky
lidé
detaily

dokumentarni filmové zabéry

autenticita
emoce

llustrace

Rodinna dovolené'--"
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