Lme-Dnare . o _ :

Located in popular tourist destinations, timeshares are basically individually cwned

“apartiment intervals”, sometimes also catled “vacation ownerships”, that allow the owrier
(the purchaser of time-sharing) access to the accommodation usually foraspecified time
interval {e.g. one week) at a fixed period of time of the year, The-arrangement is usually a
permanent one. There is a worldwide exchange service allowlng the owner to.swap his
own “Interval” at one destination with someone owning the same- “interval" somewhere ¥
else in the world Time-share accommodation may be partof 3, hotcl tesort or condemin-
am,

Once the least-understood segment in hospitality, vacation ownenshlp has b1eachcd ’
the inainstream and so global players have entered the masket, Today, the time:share
industry includes some of the largest and mast rcspcctable ‘brand names in the hospitality
industry, such as Marrlott, Hilton and Hyatt; Market : survcys have shown that what tine-
share custbmers want most s flexibility. Thereforé the time—sharc cxchangc companies
have rcccntly come up with the ides of rcdeemable bonds, feplacing the original seven-
day model by a growing array of points-based exchange systems. Where locatlon was once
the sole variable, time-share owners can-now convert their origlnal investment into points.
These points can be traded to tallor the owner's vacations, making them shorter or ionger,
or making them more attractlve by the option of amenities such as car-hire or a crulse,
The whole product Is marketed under the premise that the target audience is a wealthy
customer looklng for an alternative to owning a summer or winter home without having
to look after it all year round,

ownership = viastnlctvi, fixed period = pevnd dané obdobi, worldwide = celosvétovy,
exchange service = vyménn4 sluZba, to swap = sménit, mainstream = hlavni proud,
global player = sv&tovy hrdd, market survey = prizkum trhuy,

redeemable = zpenéiitelng/kompenzovatelny, to convert = preménit,

to tailor = udit na miru/uzplsobit, cruise = plavba

Business Travel

Business travel has changed under the pressure of increased divergent expectations
of business travellers, Corporations are becoming increasingly cost-consclous. Pressure
to reduce expenses and advances in communication technologies have also called busi-
ness travel into question. The speed of e-mail transmissions, and the capacities of tele-
conferencing have eliminated some of the reasons for bustness travel. However, there
‘are still some segments that are based on face-to-face Interaction. These segments often
incorporate segments of [eisure travel, as can be seen below, These segments are collec-
tively reffered to as MICE market (meetings, incentive, conventions and expositions). The
growing demands and needs of business travellers encourage the upgrading of business
hotels. Only those who offer fully equipped business suttes and state-of-the-ast flexible
conference facilities ean survive the tough competition in the business travel market, The
importance of business tourlsm comes not only from being an “all-year- round” or as it is
sometimes also called a “weatlver independent” activity, but it s also a source of income
for highly urbanized and industrialized areas with almost no tourlst attractions.

business traveller = obchodni cestujici, corporation = obchodni spoleénost,
cost-conscious = uvédomu]ici si/sledujici naklady, expenses = vydaje,
advances = pokrok, convention = setkini velkého poctu lidi, velkd konference,
business suites ncpi‘eklﬁdé se,state-of-the-art = jedlneénfr vﬂlmcén{r, ‘
all—year-round activity = celorodni aktivita

Incentlve Travel .

" Incentive trave! refers to the segment of business travel that uses the allure of a trip
as an Incentive or rewrard for the employee's achlevement, A typical example of incentive
travel would be a company-pald vacation to a resort for top- -performing salespersons.
Another form of incentive travel includes motivational seminars, team- building and
business-related group activities, presentation of new products, introduction of a
promotional campaign ot training programmes in some attractive destinations, "Survival
programmes” for managers are becoming very popular as they can practise many crisis
management skills there, Incentive groups-generally consume a lot of services, The
participants travel on corporate accounts and socializing is very tmportant for them. They
need accommodation, food and beverage services as well as conference facillties. A rich
additional cultural programme s prepared for spouses of the participants. This-segment
of tourism has the potential to change the seasonal pattern ‘of tourism in 2 dcstination,
because Incentive trips for companies are usually organized during low- ot off:seasons.

[} incentive = pobidka, incentive travel = incentivai turistika, reward = ocenéni/odména,
achievement = pracovni vjsledky, top-performing salesperson = obchodnik

se §pickovyml pracovnimi visledky, survival = pfeZit, crisis management = krizovy_"
management

‘Roots’ Tourlsm
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studying local folk dances, etc. Specidl interest tourism does not require huxury
facilities or services, but needs to be well organised and have detailed and accurate infor

mation about the theme available.

el, accurate information = pFesnd informace
" Adventufe tourism is'very popular especially among young assertive people keenon

‘outdoor activities, often including adrenalin sports (also called_ extreme sports) or explor-

This is a broad segment referring to tourism based on specific interests of tourists ‘
ranging from bird-watching (birding), wild orchid viewing, learning about natural medi-

s femote areas with litflé infrastructure. .

mg

cine, historic architectural styles, studying local craft design and production, to theatre
going,

Special Interest Tourism -

bird-watching

orchideji, nataral medicine

femes

Adventure Tourism
adventore

Sometimes also called nostalgic tourism or visiting friends and relatives (VFR) tour- -
ism, ‘roots’ tourism refers to tourists visiting thelr ancestial home aveas or places where
they previously lived, worked, studied or fought, Genealogy hasbecome quite popular 7
recently and so there are some countries, such as lrclmd for which VFR tourlsm reple-

sents really a good busingss,

100t = koteny, genealogy = genealogie



