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Dear readers and friends of Studia Turistica,

Welcome to the second issue of the journal in 2022. We are delighted to offer you an exciting reading again.

The first article is focused on the managerial decisions about the capital-to-labor ratio affecting profit and
profitability maximization. The aim of this article is to research the proportion of capital and labor depending
on the corporate life cycle. Within a sample of twenty Czech hotels, restaurants, and other similar companies
from the hospitality and tourism sector, the phase of stabilization is the most frequent phase of its life
cycle for no company. There was identified as the growing phase in eleven and the declining phase in the
remaining nine companies. A higher labor income share is recorded in declining companies, but one of them
reached a very low value-added and simultaneously relatively high personal costs in one period. The authors
recommend raising more capital than labor when the company wants to grow.

An increasingly discussed tourism problem is overtourism, but we must state that the COVID-19 pandemic
has slowed down overtourism; however, visitors are returning to travel, especially in the summertime.
In the Czech Republic, overtourism does not only concern the historical center of Prague but also, for example,
the Giant Mountains. The article titled ,The Usability of the Bohemian-Moravian Boundary in Tourism“ aims
to point out the not very well-reflected tourist attraction/destination located mainly in both regions — the
Bohemian-Moravian historical land boundary.

This paper titled ,The Role of Perception in Sustainable Tourism Management: The Case of Berlin“ is focused
on how foreign tourists perceive one of the most famous European destinations - the city of Berlin. Perception
by tourists is only one aspect of touristification, but a significant one when tourists decide which destination
to choose. Most visitors identified Berlin as a multicultural city and most respondents were most satisfied
with the shopping possibilities. The research results can serve tourism managers in developing future
sustainable tourism policies and in designing integral and niche tourism products that are significant in the
post-pandemic period when tourism destinations are opening up and inviting tourists with traditional and
new attractions.

The last article titled ,Comparison of State Policy of Tourism in V4 countries” compares state support in the
tourism industry in the Visegrad region. Tourism policy provides answers to different tourism problems and
plays an essential role in identifying opportunities and state support for tourism future development in the
destination. In the context of improving the state management in the tourism industry, the Visegrad region
can find inspiration in the tourism management of Austria. This country is another Central-European country
that belongs to one of the best-performing countries in the tourism industry in Europe.

Thank you for your support!

Petr Scholz
Editor-in-chief
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ABSTRACT

Managerial decision about the capital to labour ratio affects
the profit and also the profitability maximization. It depends
on the incomes from marginal products of both input factors
just as on their unit cost. Moreover, the weighted average
cost of capital is changing through the corporate life cycle and
its minimal value is reached during stabilisation. Analogous
findings about connection between corporate life cycle and
wages still do not exist. The aim of this article is to research
the proportion of capital and labour depending on the
corporate life cycle. The capital to labour ratio is quantified
using the labour income share, because the amount of each
input factor is measured by a different natural unit. There
is used an interannual change of corporate and market
value added for identification individual phases. The sample
consists of hotels and restaurants, where the possibilities
of capital-labour substitution are limited. There is used the
Welch’s t-test to consider differences in labour income share
across phases. The labour income share is higher in declining
than in growing companies. So, using digital technologies
or modern forms of capital instead of labour can raise the
corporate value added. But the results are distorted by an
abnormal value, which was once reached in one company.
Moreover, there was found no stabilising company.

Keywords: Capital to labour ratio. Corporate life cycle.
Cost of capital and labour. Hotels and restaurants.
Labour income share. Value-added.
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INTRODUCTION

There is recorded a trend of -capital-labour
substitution across all sectors. The reason works on
the physical fact, that machines are more efficient
than people. So, using capital instead of labour can
cause a higher production. But generating higher
value added is not guaranteed, because the sale of
most products alternately increases and decreases.
Moreover, getting new forms of capital is connected
with great investment expenditures, which multiplies
the risk. There can be occurred such situation, when
a higher value added is reached, but the net profit as
its residual part for owners will be lower because of
anincrease in depreciation or interests for creditors.

The fluctuation of corporate value added depends
on various factors. There must be considered
the performance of the national economy just
as the sector sensitivity to economic cycles. But
the generated value added is a result especially
of the corporate life cycle. Every company goes
repeatedly through the growing, stabilising and
declining phases, which is considerably dependent
on managerial decisions.

OBJECTIVES

There can be expected, that the growing companies
raise rather capital than labour, because the
machines are more productive compared to workers,
and so the interest payments or depreciation, should
be higher than wages or other personnel costs. But
maybe the entrepreneurs are afraid of risks, so they
are not willing to get many additional fixed assets.
The most suitable phase of the corporate life cycle for
capital/labour substitution seems to be stabilisation,
but there must be considered the future prospects
of the enterprise, which should be calculated in
financial plans. And during the phase of decline, the
managers try to reduce the amount of both inputs.
There is easier and faster to dismiss workers than sell
machines or buildings. From this generally known
fact there can be derived, that depreciation or
interest payments are relative steady, whilst wages
or salaries should be changeable. Nevertheless,
there is possible to use some capital items which are
financed by own resources and simultaneously are
fully depreciated.

This article is focused on decisions about capital
to labour ratio during the corporate life cycle. The
research should find out, whether the companies

with steady value added, which is typical for the
stabilisation phase, use greater or lesser proportion
of capital compared to companies in growing or
declining phases of their life cycle. The research is
implemented among hotels, restaurants and other
companies from accommodation and food service
activities, because in this sector, the enterprise is
very risky because of the luxurious character of
its outputs and simultaneously the necessity of
relatively great amount of capital. Nowadays, there
is also a pressure to substitute labour with capital
as a consequence of anti-epidemic measures and
leaving this sector by many employees.

Within the theoretical backgrounds, there are
mentioned the most important findings about the
factors of production and consequently redistributing
the generated value added to their providers.
There are also described the characteristics of
the corporate life cycle including the approach
to identify the partial phases. And finally, there is
paid an attention to the life cycle in hospitality and
tourism and especially the possibilities of capital/
labour substitution in this sector. The methodical
part consists in a description of selected companies,
calculated indicators and used statistical tools. Then,
there are recorded and discussed the findings of the
implemented research. The last part of this article
summarizes the main new findings.

LITERATURE REVIEW

There are still no findings about relations between
input factors proportion and the corporate life cycle.
So, each area is analysed separately. Their order is
derived from the fact, that at first there must be
produced anything, subsequently the generated
value added as an output can be redistributed to
providers of input factors and these both processes
can be influenced by the corporate life cycle.

PRODUCTION FUNCTION

There are several factors of production.
The traditional three input factors are labour, capital
and land. In the course of time, the economist
discovered some next factors like technology or
knowledge. But the greatest attention is paid to
elasticity of capital-labour substitution.



Cadil et al. (2017), who were focused on Cobb-
Douglas production function and the further Solow’s
model, came to a surprising conclusion, that capital
is insignificant or even negative factor of production.
Simultaneously, they confirm the Samuelson’s
findings that the aggregate production function is an
identity to income. Analogously Semieniuk (2017)
casts doubt upon Piketty’s elasticity of substitution.
The critique is based on the fact, that the importance
of capital does not rise, because some capital,
created by households, is not used in production and
there are capitalised other factors like land through
their revaluations.

According to Lindenberger (2003), who was
dedicated to service production functions, the trend
of capital-labour substitution is typical rather for
traditional services like trade, banking, insurance or
public administration. Moreover, the capital output
elasticity is higher than the cost of capital, whereas
the labour output elasticity is lower than wages.
Grassetti, Mammana and Michetti (2018) came to
conclusion, that when the shareholders save more
than workers or the elasticity of substitution between
capital and labour is higher than one, then there is
produced a greater output per capita and vice versa.
Gamlath and Lahiri (2018) add that higher elasticity
of input factors causes a higher output with a lower
capital per capita.

REDISTRIBUTING VALUE ADDED

When the company generates a value added, then
the providers of individual factors of production claim
a reward, which is appropriate to their contribution.
The amount of input factors increases and
furthermore, the importance of labour decreases.
That are probably the main reasons, why the labour
income share will be permanently lowered.

Alvarez-Cuadrado, Van Long and Poschke (2018)
record, that declining labour income share is
a consequence of a technical change. The marginal
product of capital increases more considerably than
that of labour. But there is even more raised the
importance of service sectors, in which the input
factors, including labour, are reallocated.

Declining labour income share is caused by an
increasing capital intensity and also by a low growth
in real wages, as written by Waziers, Kerdrain and
Osman (2019). They record, that the employee’s
bargaining power is reducing because of an
increasing market power of companies and their

exposure to international trade. But Zuleta (2007)
mentions that the technological change is connected
with rising new labour-intensive sectors, so labour
income share remains approximately the constant.

According to Krasnopjorovs (2010), the productivity
of labour increases whilst the real wages decrease
in Latvia. There was also recorded a positive relation
between the labour income share and the income
level. Moreover, Latvia is the only Baltic State, where
the labour income share decreased.

Draper and Huizinga (2000) refer to the fact, that
there is an equilibrium not just for wages and
capital but also for the labour income share. So
the cost of labour is moving with the cost of capital
simultaneously. And if the labour income share is
lower than the equilibrium point, then a further
increase in a supplied quantity of labour will be
expected, which was happening in the Netherlands.

As mentined by Raurich, Sala and Sorolla (2011),
the declining labour income share is caused by
capital deepening. The capital labour substitution
is supported especially in such situations when the
wages rise. This is typical for Spain, where the labour
can be easily substituted by capital, but in United
States the elasticity of substitution is lower than
one, so the labour income share rather increases.
Estrada and Valdeolivas (2012) add that the new
capital is rather a substitute of unskilled workers
than a complement of skilled workers. Carbonero,
Offermanns and Weber (2017) discovered that
capital-labour substitution is positively correlated
with the share of routine occupations but negatively
correlated with the share of high-skill workers.
Moreover, capital deepening is not the main cause
of decreasing labour income share, according to
Glover and Short (2019), because the investment
prices decrease, too. Berger and Wolff (2017)
proved, that capital and labour are components and
in France and Italy the labour income share was even
increasing since the beginning of Monetary Union.
An increase in labour income share was recorded
also in Malaysia and the research by Ng, Gen and
Theng (2017) discovered, that there are mostly small
or middle enterprises, where the capital-labour
substitution is very limited.

According to Trofimov, Aris and Rosli (2018), the
labour income share depends especially on a gross
domestic product growth rate and unemployment
rate, whilst the inflation is less important factor.



During expansion the labour income share
decreases but in late expansions it starts to increase.
A declining labour income share was recorded also in
Mexico from 1990 to 2015, as researched by Ibarra
and Ros (2019), and the most important reason
was a low economic growth despite a rising profit
share. Analogously in Australia the labour income
share in 2017 reached a minimum for almost 60
years, as written by Stanford (2018). The Australian
workers are even more productive, but their wages
do not rise, because the reforms of redistributive
institutions related to minimum wages or collective
bargaining are not very efficient.

Erglil and Goksel (2019) mention some suggestions
to solve the technological unemployment, caused
by capital-labour substitution. There can be set
a minimum income guarantee, as proposed in
Switzerland, but it was rejected. The institutions
can also impose a tax on using robots and the
give collected yields to unemployed people. But
discovering the best one solution will still take much
time.

CORPORATE LIFE CYCLE

Companies go through their life cycle. This is
analogoustolivingorganisms, butthe maindifference
consists in a possibility of repeating some individual
phases. The corporate life cycle is one of the main
factors influencing all managerial decisions, that will
be ever reflected especially in financial indicators.

Hasan et al. (2015) researched relations between the
corporate life cycle and cost of equity. They found out,
that the cost of equity is higher in the introductory
and decline phase and lower during growing and
stabilising phase. So, the cost of equity is U-shaped.
Moreover, cost of equity has an opposite trend than
return on assets. These authorstried to also put some
explanations for these financial results depending on
the corporate life cycle. The main influencing factors
are financial capital, physical and human resources,
intangible know-how just as skills and capabilities,
which are higher in large and mature firms than in
small and young firms. These findings are in harmony
with Shah, Khyber and Afraz (2018), whose research
discovered, that the age of firms is the main factor to
consider the entrepreneurial riskiness, measured by
the cost of equity. Ahsan, Wang and Qureshi (2015)
implemented, as same as the previous authors, their
research in Pakistan, where the rate of corruption is
high, and the short-term debt is the main source of
financing. The research was aimed at affecting the

capital structure by the corporate life cycle. There
was found out, that growing companies are most
indebted. They have the best access to external
financial sources including debts because of many
investment opportunities. In stabilising companies,
the rate of indebtedness is lower and in companies
during decline phases it is even lower.

As written above, the corporate life cycle is reflecting
especially in financial values. They are the best
determinants of individual phases. Dickinson (2010)
suggests identifying the corporate life cycle according
to cash flow from operating, investing, and financing
activities. There are considered not the absolute
values, but their positive or negative signs. But this
model ignores the fact, that some cash flows can
reach the zero values, so identification the individual
phases is not possible in such cases. Reiners (2004)
identifies the phases according to a growth indicator,
which is an average change of sales, assets, and
total cash flow. But the set intervals of values can
be debatable. Moreover, the cash flow can be very
volatile interannually.

There were implemented very few researches about
the corporate life cycle in tourism. Lopez-Chavez
and Maldonado-Alcudia (2021) were dedicated to
family-owned tourism businesses, and they came
to conclusion, that just one of four such companies
goes through the phase of decline, whilst the phase
of stabilisation is considerably more frequent.
But according to these authors, to stabilise the
family-owned business in tourism, there is needed
to improve services provided, just as to implement
the strategic plan and solve the conflicts between
the members of family, who are in the position of
employees. The importance of internal factors by
affecting the entrepreneurial revenues is mentioned
also by Sheresheva et al. (2020), but their research is
aimed rather at the effect of product life cycle than
corporate life cycle.

Capital/labour substitution in hospitality and tourism
There are many factors influencing the process of
automation in hospitality and tourism sector. Their
importance was researched by Jabeen, Al Zaidi and
Al Dhaheri (2021). According to these authors, the
most important factors are human knowledge just
as government policies and support. Very important
factors, that affect using artificial intelligence in this
industry, are also services, robotics applications,
ideas and designs and employee education. On the
contrary, the least important factors are internal and



institutional environment, knowledge management,
trend prediction, robotic types, and cultural
experience.

In tourism there are used some artificial intelligence
like chatbots or search platforms, and also service
automationslike digital kiosks or mobile check-in/out,
as mentioned by Touni and Magdy (2020). According
to them, the main advantages of these applications
are increasing the quality of services and reducing
human mistakes, that can be derived from their
mental and psychological state. On the contrary, the
main disadvantages are large investments and loss
of interaction between customers and employees.
By using these applications, there is possible
to keep the anti-epidemic measures during
COVID-19 without closure of the companies. But
there is necessary to educate the employees in
operating and maintaining these applications and
to explain them, that the new technologies are not
replacing them but are helping in doing their jobs.
For this purpose, Khalig et al. (2022) recommend the
employers to make a mutual trust with employees,
otherwise they will leave the job from this sector.
The correlation between hotel investments, where
robots are included, and employment is positive,
as found out by Dogru, McGinley and Kim (2020).
They came to conclusion, that 1 % increase in hotel
investments causes a 0,2 % increase in employment
not just in hotels, but also in restaurants, bars,
museums, or theatres, where the accommodated
tourists go to spend their free time. In addition
to these findings, food service industry is more
labour intensive, and the total factor production
is low compared to other services including
accommodation, as explored by Sharma and Da
Motta (2016).

Moreover, robotization in hospitality and tourism
can raise the safety of both providers and visitors of
hotels, restaurants, or similar companies, as written
by Fusté-Forné and Ivanov (2021). So, the smart
tourism technologies can recovery this industry
during COVID-19, because the customers will
perceive lower risk of infection, as emphasized by
Messoriand Escobar (2021). Van et al. (2020) add up,
that the customers accept these new technologies to
satisfy the tourist needs in some future emergency
cases analogous to COVID-19. Nevertheless, Goel et
al. (2022) identified psychological, social, financial,
technicalandfunctional barriersto adopt the artificial
intelligence technologies by tourists. Furthermore,
Christou, Simillidou and Stylianou (2020) record,

that not each guest is satisfied with services of
anthropomorphic robots, although these these kinds
of machines can carry the luggage without being tired
and they can speak by a human voice, smile and look
like the people or express some emotions including
love. The main reason of negative perception of the
robots is, according to these authors, the fear of
a loss in human interaction. But in luxury hotels,
using robots enhances the guests’ experiences,
because the services provided are implemented
with less errors and so their efficiency is higher, as
proven by Bharwani and Mathews (2021).

The aim of this article is to research the proportion
of capital and labour depending on the corporate life
cycle. The research was implemented across hotels
and restaurants, that run their accommodation
or catering activities in the Czech Republic. This
sector was selected because of its relatively low
possibilities of capital-labour substitution. The
sample includes subjects of all sizes with legal
forms of mostly companies limited by guarantee
or joint stock companies. There were collected and
subsequently analysed the financial statements of
selected companies to get new findings.

There was calculated a share of personal costs,
including gross wages and related insurance
premium, to the value added for determination the
ratio of labour to capital. So, there was calculated
the labour income share. This indicator does not
have to objectively reflect the importance of labour
within input factors of production, but it is the only
way to measure labour and capital in same units.

The phases of the corporate life cycle were identified
according to the interannual course of the generated
value added. This way is usually used analogously
for identification economic cycles just as the market
or sector life cycles. There are no quite newly
established companies in the sample. So, there was
not needed to identify the phase of introduction and
the companies with some history can be in the phase
of growth, stabilisation, or decline. The greatest
problem related to an objective identification of
the stabilising phase. For this purpose, there was
necessary to compare the change of corporate value
added with the market value added. The individual
phases can be identified as follows:



1. The phase of growth when the corporate
value-added increases more considerably than
the market value added.

2. The phase of stabilisation, when the corporate
value added increases the same or less
considerably or when it decreases less or the
same considerably as the market value added

3. The phase of decline when the corporate
value-added decreases more considerably than
the market value added.

The companies are classified into three groups. The
first group contains the companies, thatwent through
the growth phase in most researched periods. In
the second group, there are stabilising companies,
where the value added is steady compared to
market values. And in the third group, there are
involved companies, whose mostly frequent phase
was decline. These companies, as same as growing
companies, are characterized by a high volatility of
value added, because no company goes through the
phase of growth or decline permanently.

The data were processed by using the Welch's
t-test at the level of 0,01 of statistical significance.
So, there were calculated sample mean and sample

variance for labour income share in selected
groups of companies. The data were collected for
more periods, so there was necessary to calculate
a chronological mean of labour income share for
each company.

RESULTS AND DISCUSSION

There were selected 20 hotels and restaurants of
all sizes. Their legal form is mostly either joint stock
company or company limited by guarantee. There
were collected data about value added and personal
costs for periods 2007-2018.

The research showed that for no company the
phase of stabilisation is the most frequent. Within
the sample 11 hotels or restaurants went through
the phase of growth during most periods and the
other 9 companies were mostly in the phase of
decline. Nevertheless, the phase of stabilisation was
recorded at least in one period by almost all selected
companies.

The statistical characteristics used for the Welch’s
t-test, including its decision about statistical
significance, are recorded on Tab.1.

Table 1: Processing data about labour income share using the Welch’s t-test

Characteristics Companies in a growing phase Companies in a declining phase

69.26
551.47

Sample mean
Sample variance
Test criterion
Decision

The companies, where the phase of growth was
the most frequent, reach the labour income share
approximately 70 % in average. For companies,
that were mostly in the phase of decline, there was
calculated an abnormal average value of labour
income share just as a considerably higher sample
variance compared to growing companies. It is
caused by relatively high personal costs combined
with a very low value added, which was reached in
one researched period by one company. In some
companies, either in growing, or declining phases,
there was reached even a negative value added in
some periods.

The Welch’s t-test, which was implemented at the
level 0,01 of significance, did not prove any statistical

422.45
588835.48
-1.38

Statistically non-significant difference

difference between companies in the growing phase
and companies in the declining phase. The recorded
differences can be distorted by this abnormal
proportion of personal costs to value added in one
declining company, as mentioned above.

There can be find out more reasons, why the
companies in the phase of decline reach a higher
proportion of personal costs to value added. The
automation of production in the phase of decline
is very risky because of a high probability of failure.
On the contrary, the growing companies have more
investment opportunities just as an access to many
external financial sources including bank loans and
other kinds of debt.



So, there can be derived, that when a company
wants to reach a higher growth of its value added
compared to the market, then there is better to
raise rather capital than labour because of a higher
efficiency of machines compared to people. But this
recommendation is valid just for companies, whose
trend in value added is still growing, because raising
the amount of capital itself or even the capital-
labour substitution does not have to guarantee the
switch into the growing or stabilising phase of the
corporate life cycle.

The results relate to some limitations. First of all, the
value added can be very volatile or even negative,
whilst the personal costs are relatively steady and
ever positive or equal to zero, if the company does
not employ any workers and the enterprise activity
is doing by a juridical person. But a low or negative
value added does not ever have to signalize a loss,
because the companies can generate another
revenue, not just sales for own products, services,
and goods. Moreover, there was not found out
any company, whose mostly frequent phase of the
corporate life cycle is stabilisation. There is not
possible to research the proportion of personal
costs to value added in companies with steady value
added and compare it with companies, where the
generated value added is volatile.

This article should broaden the nowadays theore-
tical background about capital-labour substitution.
The research topic is based on some pieces of
knowledge not just from general economics, but
also from corporate finance as an applied discipline.
The proportion of capital and labour depends
on their marginal productivity and on their unit
costs. There is recorded a trend of capital-labour
substitution because the machines as a form of
physical capital are more productive compared to
workers. Furthermore, the unit costs are changing,
too. One of the most factors, influencing cost of
capital, is the corporate life cycle. There was proven,
that the lowest cost of capital is reached during
stabilisation. So, there is expected, that this phase is
the most favourable for capital-labour substitution.
There are still no analogous findings about unit
labour costs during the corporate life cycle. It is very
difficult to monitor individual wages, because in
most companies, there are employed many workers
with different level of income, and in financial
statements, there are published just total wages and

other related costs. The aim of this article was to find
out the relations between labour income share and
the corporate life cycle.

The labour income share is used for considering the
proportion of capital and labour, becauseitis the only
guantity, where both input factors are expressed in
the same unit. The corporate life cycle is identified
according to the interannual change of corporate
value added, which is ever compared to appropriate
market values. The phase of stabilisation is identified
in such cases when the corporate value-added rises
or falls less considerably or the same as the market
value added. In other cases, there are identified
phases of growth or decline. There is used the
Welch’s t-test to consider the statistical difference
between labour income share in different phases.
The situation is analysed for 11 years, so there is
identified the most frequent phase and there are
calculated chronological means of labour income
share in each company.

Within a sample of 20 Czech hotels, restaurants and
other similar companies from hospitality and tourism
sector, for no company the phase of stabilisation is
the most frequent phase of its life cycle. There was
identified the growing phase in 11 and the declining
phase in remaining 9 companies. A higher labour
income share is recorded in declining companies, but
one of them reached in one period a very low value
added and simultaneously relatively high personal
costs. So, there is recommended to raise more capital
than labour when the company wants to grow. But
there are some limitations with generalization such
findings and moreover, the differences between both
groups of companies are statistically non-significant,
according to the implemented Welch’s t-test.
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ABSTRAKT

Stale castéji diskutovanym problémem cestovniho ruchu
je overtourismus, tedy nadmeérnd ndvstévnost urcitych
destinaci provdzend rliznymi negativnimi dopady. V Ceské
republice se overtourismus netyka jen historického centra
Prahy, ale napfiklad i KrkonoS. Snahou je proto pfimét
turisty, aby navstévovali (i) jiné, méné exponované lokality.
Mezi dlouhodobé nejméné navstévované kraje patfi
Pardubicky kraj a Kraj Vysocina. Cilem pfispévku je poukazat
na dosud ne pfilis reflektovanou turistickou atraktivitu/
destinaci rozkladajici se prevazné v obou zminénych krajich
— Cesko-moravskou zemskou hranici. Pfedstaven je turisticky
potencial této historické hranice vcéetné ndzoru 357
respondentl oslovenych prostrednictvim online dotazniku,
zda by navstivili nau¢nou stezku na ¢esko-moravské hranici

vedouci od Polska po Rakousko a pro¢ ano/ne. Odpovéd'

LHur€ité ano” zvolilo 30,5 % oslovenych, odpovéd ,spiSe
ano“ 45,9 % dotazanych. Lze tedy konstatovat relativné
velky zajem potencialnich turistd o tuto atraktivitu/
destinaci, pricemZz motivace lidi pro ndavstévu se ruzni.
Turistické vyuziti ¢esko-moravské zemské hranice by vedle
diverzifikace nabidky cestovniho ruchu — v tomto pfipadé
navic zaméreného na domadci prostredi, jehoz preference
byla v dobé pandemie Covid-19 zfetelnd — mohlo pfinést
rozvoj prilehlého venkovského regionu v mnohych oblastech
shodného s tzv. vnitfni periferii. DalSim pozitivnim efektem
vyznaceni ¢esko-moravské hranice pro ucely turismu bude
posileni povédomi lidi o hranici historickych zemi, coz povede
k uchovani historické paméti, jez se zejména v dusledku
administrativnich reforem u mnohych lidi vytraci. Pred
vyznacenim naucné stezky je vSak potreba ochranit stavajici
relikty hranice — predevsim hrani¢ni kameny, nebot jsou tyto
pamatky ohrozeny kradezemi a neSetrnou lesni technikou.

Klicovd slova: Cestovni ruch. Cechy. Cesko-moravskd

hranice. Morava. Reliktni hranice. Turisticka atrakce.
Turisticka destinace.

ABSTRACT

An increasingly discussed tourism problem is overtourism,
i.e. excessive attendance of certain destinations
accompanied by various negative impacts. In the Czech
Republic, overtourism does not only concern the
historical centre of Prague but also, for example, the Giant
Mountains. Therefore, the effort is to get tourists to visit
other, less exposed locations. The Pardubice Region and
the Vysocina Region have been among the least visited
administrative regions for a long time. The paper aims to
point out the not very well-reflected tourist attraction/
destination located mainly in both regions — the Bohemian-
Moravian historical land boundary. The tourist potential
of this historical boundary is presented, including the
opinion of 357 respondents addressed through an online
questionnaire on whether they would visit the nature trail
on the Bohemian-Moravian boundary leading from Poland
to Austria and why yes/no. The answer “definitely yes”
was chosen by 30.5% of respondents, the answer “rather
yes” by 45.9% of respondents. Thus, it can be stated that
there is a relatively high interest of potential tourists in this
attraction/destination, while the motivations of people to
visit vary. In addition to diversifying the tourism offer — in
this case, focused on the domestic environment, whose
preferences were evident during the Covid-19 pandemic —
the tourist usage of the Bohemian-Moravian historical land
boundary could bring the development of the adjacent rural
region, which is, in many areas, identical to the so-called
inner periphery. Another positive effect of marking the
Bohemian-Moravian boundary for tourism purposes will
be the increase of people’s awareness of the historical land
boundary, which will preserve the historical memory, which
is disappearing especially as a result of administrative
reforms. However, before marking the nature trail, it is
necessary to protect the existing relics of the boundary —
especially the boundary stones, as these monuments are
threatened by theft and unscrupulous forestry equipment.

Keywords: Bohemia. Bohemian-Moravian boundary.
Moravia. Relict boundary. Tourism. Tourist attraction.
Tourist destination.
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Stale castéji diskutovanym problémem cestovniho
ruchu je overtourismus, ktery predstavuje
nadmérnou  ndvstévnost  urcitych  destinaci
provazenou ruznymi negativnimi dopady (Dodds,
Butler, 2019; Dusek, 2020; Lukag, Strba, Kr$ak, 2020).
V Cesku se overtourismus netyka jen historického
centra Prahy Ci nékterych jinych pamatek UNESCO,
ale i prfirodé blizkych lokalit, jako jsou napfiklad
Krkono3e ¢&i Cesky raj (Dusek, 2020; Drapela et al.,
2021; Erlebach, Malkov4a, 2021). Snahou je proto
pfimét turisty, aby navstévovali (i) jiné, méné
exponované lokality nebo i ty, jez z nejriznéjsich
ddvodl dosud ,lezi ladem” (Dusek, 2020; Lukac,
Strba, Kr8ak, 2020: 108; Drapela et al., 2021). Mezi
dlouhodobé& nejméné navitévované kraje v Ceské
republice patfi Pardubicky kraj a Kraj Vysocina
(Vefejna databaze, 2022). Jako jedno z mnoha
moznych feseni overtourismu v Cesku proto mdze
byt zvdZeno vyuZiti turistické atraktivity/destinace
rozkladajici se prevazné v téchto dvou regionech —
historické cesko-moravské zemské hranice. Delsi
usek historické cesko-moravské hranice prochazi
jesté soucasnym JihoCeskym krajem, kratky usek
pak krajem Jihomoravskym. Olomoucky kraj je
»touto” hranici pouze Castecné vymezen (zemska
hranice se ¢astecné shoduje s hranici Olomouckého
a Pardubického kraje).

Vyuziti hranic v cestovnim ruchu neni Zadnou
novinkou, jak ukazuje prehled literatury v nasledujici
kapitole, nicméné zemska hranice CechaMoravy coby
turisticka atraktivita a destinace dosud v odborné
literatufe diskutovana nebyla. Jednim z divod( muze
byt i skute¢nost, Zze v dlsledku administrativnich
reforem po roce 1948 nepanuje mezi lidmi shoda na
jejim pribéhu (Marek, 2020). Jde pfitom o hranici,
jejiz poloha se na mnohych usecich od stfedovéku
oficialné nezménila (Schulz, 1970) a ktera byla do
jisté miry ,zakonzervovana“ koncem roku 1948,
kdy doSlo k pravnimu zruSeni zemi coby uzemné
spravnich jednotek. Lze konstatovat, Ze historicky
pribéh této zhruba 450 km dlouhé hranice, resp.
prilehlé historické pomezi, v mnohych oblastech
koresponduje s tzv. vnitfnimi periferiemi statu ve
vymezeni rdznych autort (srov. Musil, Miiller, 2008;
Bernard, Simon, 2017; Jefdbek et al., 2021). To
predstavuje dalsi dobry divod, proc€ se touto hranici
zabyvat v kontextu cestovniho ruchu, nebot ten je
Casto chdpan jako klicovy prostfedek regionalniho
rozvoje (napt. Christaller, 1963; Timothy, 2001;
Vystoupil, 2008; Prokkola, 2010; Dusek, 2020).

Hranice byvaji stale vnimany jako entity, které
rozdéluji, a maji tak negativni vliv na uzemi, jez je
obklopuje. Avsak stdle castéji jsou chapany i jako
prilezitost s moznymi pozitivnimi ekonomickymi,
socialnimi ¢i kulturnimi dopady. Dochazi k uvédo-
meéni, Ze hranice mohou byt pojitkem lidi, a to
diky vytvareni preshrani¢nich regionl, jako jsou
euroregiony (Jefdbek et al., 2004; Miiller, Frané,
2020), nebo diky cestovnimu ruchu navazanému na
hranici. Prakopnik studia vzajemnych vztaht turismu
a hranic Dallen J. Timothy upozornil na turistickou
vyuzitelnost soucasnych administrativnich hranic
vnitrostatnich, avsak pozornost zaméfil predevsim
na hranice statni/mezinarodni, nebot jejich vliv
na cestovni ruch povazuje za klicovy (Timothy,
2001, 2006). Turistické wvyuZiti maji jak hranice
oddélujici staty se v soucasnosti vzajemné dobrymi
vztahy, jako jsou kupfikladu Némecko a Polsko
(Wieckowski, Timothy, 2021) nebo Svédsko a Finsko
(Prokkola, 2010), tak hranice mezi staty navzajem
nevrazivymi Ci s jinak problematickymi vztahy, jako
jsou napfriklad Finsko a Rusko (Paasi, Raivo, 1998),
jizni a severni Korea (Shin, 2004) ¢i USA a Mexiko
(Arreola, Madsen, 1999). Jak ale vyse citovani
autofi poukazuji, vztahy mezi staty samoziejmé
nejsou nemeénné, a proto i vyznamy a funkce hranic
(v€. jejich vyuZiti v turismu) jsou v ¢ase proménlivé.

Vedle  vyuZziti  soucasnych  administrativnich
(vnitrostatnich ¢i statnich) hranic diskutuji nékteri
autofi v kontextu cestovniho ruchu také hranice
reliktni, pfiCemZ v pfipadé obou typu nezfidka
existuji pfrilehlé turistické trasy (naucné stezky).
Jako reliktni se tradicné oznacuje ta hranice, ,kterd
byla opusténa pro politické ucely, ale je stale patrna
v kulturni krajiné” (Hartshorne, 1936: 57). Takovato
byvala administrativni hranice tedy mize byt chdpana
jako pamatka ¢i dédictvi. Casto uvadénymi priklady
jsou Velkd cinska zed (Su, Wall, 2015), Hadrianav
val coby &ast hranice Rimské Fise (Stone, Brough,
2014) ¢i zelezna opona (Havlick, 2014) a jeji ¢ast —
Berlinska zed' (Eckert, 2011). Reliktnich hranic ale
existuje obrovské mnoZstvi, a to i v Ceské republice
(srov. Gurndk, 2003, 2006). Kromé nize diskutované
Cesko-moravské zemské hranice Ize zminit napfiklad
hranici milotického a buchlovského panstvi na
Chribech, jez rovnéz nasla uplatnéni v cestovnim
ruchu (Po Hranici, 2017).

Dulezité je uvést rozdil mezi hranici coby turistickou
atraktivitou a hranici coby turistickou destinaci



(Timothy, 2001, 2006). Zatimco v prvnim pripadé
je predmétem zajmu turistd samotna hranice — jeji
hmotné pozUstatky/pfipominky (napf. hraniéni
kameny, zdi, ploty, strdini véze, celnice, cedule
varujici pred vstupem do regionu ¢i naopak vitajici
v ném) nebo casto komplikovany pribéh (kdy
hranice napf. protind urcité budovy), v pfipadé
druhém je cestovni ruch spojen s k hranici prilehlymi
atraktivitami, jimiZ mohou byt nejen rtizné kulturné-
historické pamatky, ale i pfirodni dédictvi. Prestoze
tyto atraktivity typicky nemaji primou souvislost
s hranici, jak si v§ima napriklad Timothy (2001) Ci
Wieckowski (2018), na hranicich se ¢asto zachovaly
dobré pfrirodni podminky. Z tohoto dvodu jiz
Christaller (1963) tvrdil, Ze pro cestovni ruch jsou
atraktivni predevsim periferie, pficemz ty mohou
z turismu ekonomicky profitovat.

Cilem pfispévku je poukdzat na dosud ne pfilis
reflektovanou turistickou atraktivitu/destinaci —
Cesko-moravskou zemskou hranici — a na moiné
pozitivni dopady jejiho vyuZiti. Vyzkumnym
problémem je vyuzZitelnost této hranice v cestovnim
ruchu, prelozeno do vyzkumné otdzky: Jakou
vyuzitelnost v turismu ma cesko-moravska zemska
hranice? V prvé fadé je stru¢né nastinén (cilem
neni vyCerpavajici popis) turisticky potencial této
historické hranice — pfirodni i kulturné-historicky.
Po predstaveni zminénych lokalizacnich faktor(
a predpokladd cestovniho ruchu (Vystoupil, 2008)
a jejich soucasného vyuziti jsou zhodnoceny ndazory
respondentl ohledné (ne)zajmu navstivit turistickou
trasu na ¢esko-moravské hranici.

Primarnim zdrojem informaci k turistickému
potencialujsouodbornéonline databaze (geoportaly)
jako i jiz vice nez osmileté osobni zkuSenosti
autora pfrispévku spojené mj. s rozhovory se
zainteresovanymi aktéry, pfileZitostnymi navstévami
sledované hranice a nejnovéji také systematickym
mapovanim hrani¢nich znak( na této hranici v rdmci
vyzkumného projektu (viz niZe). ProtoZe existence
pfirodnich a kulturné-historickych predpokladd
turistického vyuZiti hranice neznamend automaticky
zajem lidi o tuto atraktivitu/destinaci, bylo dotazano
celkem 357 respondentd, zda by navstivili — oni
sami, i dle jejich ndzoru ostatni lidé — turistickou
trasu (naucnou stezku) na cesko-moravské hranici
a proc¢ ano/ne. Bylo jim zminéno, Ze tato trasa/stezka
by méla vést po celé délce zemské hranice, tedy od
Polska po Rakousko, a méla by propojovat pfilehlé

atraktivity (vybrané byly vyjmenovany) a zaroven
turistovi formou informacnich tabuli vypravét
pribéh zemské hranice a vsech jejich souvislosti.
Dotaznik byl vytvofen na online platformé Google
Forms a Sifen predevsim na Facebooku (sdilen na
rGznych strankach napf. vybranych obci po celém
Cesku) v druhé poloviné roku 2016. Vzhledem
k délce dotazniku (respondentim byly kladeny
i dalsi otazky ohledné vnimani historickych zemi
a jejich hranic — slo o Sirsi vyzkumny zamér) a tedy
obtiznému ziskavani vyplnénych dotaznik(i nebyly
stanoveny zadné kvétni znaky a vyzkum neaspiroval
na reprezentativitu. Snahou nicméné bylo dotazat
se potencialnich turistd z celého Ceska. To bylo do
zna¢né miry Uspésné, nebot uvadéna trvalad bydlisté
respondentl se nachdzeji ve vSech krajich a v 67
ze 77 okresu vC. Prahy (kromé toho odpovidali dva
respondenti ze Slovenska).

POTENCIAL CESKO-MORAVSKE ZEMSKE
HRANICE A JEHO SOUCASNE VYUZITI
V CESTOVNIM RUCHU

Vzhledem k méritku a snaze o prehlednost obsahuje
Obrazek 1 pouze vybrané lokalizacni faktory
cestovniho ruchu do vzdalenosti 20 km od historické
¢esko-moravské zemské hranice; v podrobnéjSim
méritku by bylo samozifejmé moiné zobrazit daleko
vice atraktivit (srov. Marek, 2015: P¥il. 5). NiZze v textu
je pak kladen ddraz na atraktivity do vzdalenosti
1 km od této hranice (,bezprostfedni okoli“), nebot
ty by mohly poslouzit pti budoucim rozhodovani
o vedeni naucné stezky.

Z prirodnich faktord ma zvlastni postaveni hlavni
evropské rozvodi Labe—Dunaj, které predstavuje
hypotetickou prvotni cesko-moravskou zemskou
hranici (Schulz, 1970). Hlavni evropské rozvodi se
zda byt vice vyzdvihovanou atraktivitou nez zemska
hranice — na rGznych informacnich tabulich nejen ve
Zddarskych vrsich je mu ¢asto vénovdn samostatny
text a hlavné byva zanaseno v mapach. Zato zminky
o zemskeé hranici se objevuji jen nahodile a v mapach
jsou zndzornovany (a to jen nékdy) pouze jednotlivé
hrani¢ni kameny. Prestoze se v prabéhu historie
zemska hranice na vétSiné mist od tohoto rozvodi
odchylila, napfiklad na Svitavsku zlstaly obé hranicni
cary témér totozné (viz Obrazek 1). S rozvodim
souviseji prameny hned nékolika vyznamnych rek.
V bezprostrednim okoli zemské hranice prameni
Morava, Ticha Orlice, Moravska Sazava, Loucn3,



Sazava, Oslava Ci Jihlava. Neni bez zajimavosti, Ze
Moravska Sazava prameni v Cechach, zatimco ¢eska
feka Sazava na Moravé. Ve zhruba 1,5km vzdalenosti
od zemské hranice pak prameni jesté Svratka.
Z prirodnich predpoklad( cestovniho ruchu je dale
dllezity Clenity reliéf, typicky porostly lesy, na ktery je
navazana rada chranénych Gzemi. V bezprostfednim
okoli hranice Cech a Moravy se nachazi Chranéna
krajinna oblast Zdarské vrchy a hned 10 pfirodnich
parkd (viz Obrazek 1). Z maloplosnych chranénych
Uzemi to jsou dvé narodni prirodni rezervace
(Kralicky Snéznik a Rohova), 10 pfirodnich rezervaci

(Mokriny pod Kfizovou horou, V Dole, Hrebecovsky
les, Kavinsky potok, Meandry Svratky u Miloy,
CtyFi palice, Zaje¢i skok, U potok(, Novy rybnik,
V Lisovech) a 17 ptirodnich pamatek (Selsky potok,
Rychnovsky vrch, Pod Skalou, U Baninského viaduktu,
V Jezdinach, Nyklovicky potok, Milovské Pernicky,
Svétnovské udoli, Sklenské louky, Louky u Cerného
lesa, Peperek, Rozstipena skala, Jesténice, Pazourlv
rybnik, Raselinisté u Suchdola, Raselinisté Mosty,
Jalovce u Valtinova). Vedle toho Ize zminit napfiklad
existenci geoparku Vysocina ¢i mnozstvi pamatnych
stromd.

Obrazek 1: Priklad prirodnich a kulturné-historickych atraktivit na Uzemi do vzdalenosti 20 km
od historické ¢esko-moravské zemské hranice

A = Zamek Litomysl|
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s kostelem Nanebevzeti Panny Marie

E = Papirna Velké Losiny
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Z kulturné-historickych atraktivit nachazejicich se
v bezprostirednim okoli zemské hranice ma zifejmé
nejvétsi potencidl pfrilakat navstévniky narodni
kulturni pamatka Poutnikostelsv.Jana Nepomuckého
na Zelené hore, zapsana také na seznamu UNESCO.
Do vzdalenosti 1 km od historické hranice se
nachazi rovnéz narodni kulturni pamatka Usedlost
¢. p. 16 v Teleci, ale i mnoZstvi kulturnich pamatek
,seskupenych” v méstskou pamatkovou rezervaci
Jihlava, vesnickou pamatkovou rezervaci Krizanky,
meéstské pamatkové zény Jimramov a Pocatky ci
vesnické pamatkové zony Veselka, Ubusinek a Teleci.

Vyse zminéné, ale i od zemské hranice vice vzdalené
lokalizacni faktory — prirodni i kulturné-historické
— ukazuji, ze ¢esko-moravska hranice chapana jako
turistickd destinace ma co nabidnout. Horské/
kopcovité oblasti s fadou rozhleden i sjezdovek
jsou vhodné k letnim tdram ¢i zimnim sportim.
Siroké spektrum pamatek od ,konvenénich“ hradd
a zamkl po pamatky technické, vojenské ¢i spojené
s naboZenskou tematikou (vedle tady sakralnich
staveb napf. svétoznama ,Schindlerova tovarna“
v Brnénci) ma potencidl oslovit nejen milovniky
historie. Pfedevsim mésta pak nabizeji kulturni vyziti
(napt. divadla, kina, koncerty, festivaly) a krajské
mésto Jihlava rovnéz kuprikladu zoo.

Na cesko-moravskou hranici lze nahlizet i jako
na turistickou atraktivitu (v rdmci vySe navriené
turistické destinace), nebot sedm kulturnich
pamatek predstavuji historické hrani¢ni kameny Cech
a Moravy. Jde o ctyfi pylony v Jihlavé a hrani¢niky
na Hreb¢i, pobliz Zdaru nad Sazavou a nedaleko
Strmilova. Na vyuZitelnost hranic¢nich kamenu
poukazuje napriklad naucnd stezka ,Na pomezi
Cech a Moravy“ na Svitavsku. Tato naucna stezka
existuje v ramci turistické oblasti Ceskomoravské
pomezi, vyuZivajici samoziejmé i jiné atraktivity.
Zminénd oblast tedy pracuje s cesko-moravskou
hranici jako s destinaci, avSak pouze v jeji ¢asti.
Do jisté miry obdobné se zemskou hranici naklada
MAS Ceskomoravské pomezi na Polensku ¢&i projekt
,Stribrné pomezi“ na Jihlavsku. Na celostatni Urovni
vSak neexistuje zadny koordinator aktivit na cesko-
moravské hranici. Hrani¢ni kameny z doby Marie
Terezie, coby hlavni atraktivita zminéné naucné
stezky ,Na pomezi Cech a Moravy“ viak nebyly
pamatkoveé chranény a kratce po vyznaceni stezky
doslo k jejich odcizeni (Nadvornikova, 2009). Presto
se na zemské hranici dodnes zachovalo mnozstvi
cennych hrani¢nikl. Vedle toho doslo v nedavné
dobé k obnoveni ¢i dokonce vztyCeni rfady novych

hrani¢nich kamenu, ale vznikaji i jiné pripominky
cesko-moravské hranice. Patfi sem jednak pomijivé
hranic¢ni ¢ary a napisy na silnicich v rGznych c¢astech
hranice, jednak trvalejsi dopravni znacky na nékolika
silnicich v severni poloviné hranice, dfevéné cedule
¢i cedulky na rliznych mistech hranice, odpocivadlo
u Cervené Vody, sousosi u Zdaru nad Sazavou nebo
budky s figurinou pohraniénika/celnika ,,Na konci
svéta” u Hamrud nad Sazavou a pod vrcholem Blazkov
mezi Sirdkovem a Ujezdem. Tyto drobné atraktivity
ukazuji pretrvavajici zdjem lidi o zemskou hranici
— a to jak na strané jejich tvlrch (byt motivy
nékterych nemaji s turismem mnoho spolecného),
tak i navstévnika.

Nejen vyse zminéné faktory lakaji ¢as od ¢asu rizné
dobrodruhy k putovani po zemské hranici. Mezi ty,
ktefi o svych cestach neddvno referovali i v médiich,
patii Marek Salanda (Salanda, 2019), Toma$ Ko¢ko
(Facebook, 2022) ¢i Jan Kostelka (Barta, 2015).
Vedle spontannich aktivit jednotlived ¢i skupin
jsou poradany také dvé masovéjsi akce, které
skvéle demonstruji potencial hranice spojovat. Jde
o pratelskad/sousedskd ,Setkani na pomezi Cech
a Moravy“ ve Valteficich mezi Vyprachticemi a Stity
a ,Setkani na zemské hranici“ pod vrcholem Blazkov
mezi Sirdkovem a Ujezdem.

NAZORY RESPONDENTU OHLEDNE (NE)
ZAJMU NAVSTIVIT CESKO-MORAVSKOU
HRANICI

Pfedstavené dosavadni vyuziti cesko-moravské
hranice naznacuje predevsim zdjem nadSenych
turistl a mistnich obyvatel. Vysledky dotaznikového
Setfeni pak demonstruji relativné velky zajem
i mezi lidmi z jinych koutd Ceska (a Slovenska):
turistickou trasu podél zemské hranice by navstivilo
76,5 % respondentl a podle 84 % oslovenych by
ji vyuZili ostatni/jini lidé (Graf 1). Respondenty
nejcastéji udavany dlivod, pro¢ by hranici oni sami
navstivili, byl, Ze je to pro né ,(velmi) zajimavé”,
néktefi ocenovali »Zajimavy/vyborny/skvély
napad”, ktery by mohl pfispét k prirodovédnému
a vlastivednému vzdélavani spolecnosti. Mnozi
dotdzani totiz zmifovali zajem o pozna(va)ni novych
mist — poznd(va)ni spojené s pfirodou a/ci krajinou
(napf. ,rdda se poucim a pozndm nova mista“

i

,rada vyrazim za poznanim a do pfirody”, , hranice
prochdzi Uzasnou pfirodou”, ,krajina kolem cesko-
moravské hranice je velmi zajimava“) nebo historii
a kulturou (,,krdsna mista, dozvim se vice o historii”,

,mam zajem o poznatky z d&jin Cech a Moravy“,
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,rad poznavam historii své vlasti“, ,nahled na historii
a kulturu na hranici mezi Moravou a Cechami by
mohl byt zajimavy“). Nékteré |aka samotna hranice
(,otazka cesko-moravské hranice mé zajima, je
dobré si pripominat kudy presné vede”, ,zajimala
by mé historie hranice a tuhle variantu bych brala
jako skvélou pfrilezitost”, ,zajima mé, kudy probihala
historicka hranice”), jini vyzdvihuji také/spise jeji
okoli (,,ale nejen kvuli hranici, spiSe kvlli atraktivité

prostredi“, ,,hranice nebude véc, podle které bych jel
na néjaké misto”).

Osloveni se vyjadirovali predevsim pro navstévu
jednotlivych casti turistické trasy, Casto v pripadé,
kdy ta by vedla pobliz (,pokud se zrovna rozhodnu
navstivit néjaky park nebo atrakci, ktera bude pobliz,
nebo pokud ji bude trasa prochazet”, ,asi pouze
prilezitostné a jen ¢ast hranice, kdyz bych jel okolo;
rozhodné bych nesel pésky po celé jeji délce”),
néktefi by ji vSak navstivili celou (,kdyby se trasa
zrealizovala, méla bych zdjem se podivat bud na
usek, anebo v delsSim ¢asovém Useku ji projet celou”,
,bylo by pro mé zajimavé projit celou hranici mezi
Cechami a Moravou”, ,jednalo by se o zajimavou
vicedenni turistiku s jednoticim prvkem®). A tak
kromé toho, Ze ma turisticka trasa (naucna stezka)
podél cesko-moravské hranice potencidl stat se
vyhleddvanou kulturni stezkou (jako je v Cesku
napf. Cyrilometodéjska stezka), mlze oslovit turisty
vice akcentujici fyzickou aktivitu (,rada cestuji a
chodim na tury”“, ,jako vasnivy cestovatel a turista
rad vyzkousim kazdou novou trasu a prilezitost”), byt
odpovédi (uvadéné davody) nékterych dotazanych
poukazuji na znacnou provazanost obojiho, pricemz
jedno muzZe podporovat druhé (,,zajimam se o historii

a pamatky a skloubeni pési turistiky s kulturnimi

l

fakty mé velmi zajima“, ,bavi mne historie a mam
rdda pési vylety, hlavné prirodou”, ,vedle obliby
pésich pochodl by k tomu urcité prispél koncept
ceskomoravského pribéhu”). Nastinénd turisticka
trasa by se tedy mohla stat také vyhledavanou
dalkovou trasou (propojujici napt. severni a jizni
vétev nedavno vyznacenych tras Via Czechia a Stezka
Ceskem).

Pocetné mensi skupina dotazanych (necela ¢tvrtina)
zdUvodnovala sv(j nezajem navstivit turistickou trasu
tim, Ze jde o nezajimavé téma (,,tato trasa mi nepfijde
moc atraktivni“, , podle mé tam nic zajimavého
nebude”) a Ze ,existuje mnozstvi zajimavéjSich mist
k navstiveni“ nez historicka hranice, jako jsou hrady
a jiné pamatky; rada pamatek pritom lezi pfimo na
zemské hranici, ¢i v blizkém okoli, jak bylo ostatné
respondentim sdéleno (viz vyse). Dlvodem jinych
bylo, Ze nechtéji zviditelriovat hranici, nebot to pro
né neni dalezité téma a Ceskou republiku chipou
jako celek (,hranice pro mé neni dilezita“, ,pro
mne hranice nema zadny vyznam, je to stdle tataz
zemé (stat)”, ,nevidim dlvod rozdélovat uZ tak
malou zemi“, ,vnimam svoji zem jako celek”); cilem
vyznaceni hranice pro turistické ucely nicméné
nemd byt déleni, ale naopak spojovani lidi, jak
bylo respondentim rovnéZz zminéno. Jini osloveni
by turistickou trasu nenavstivili proto, Zze neholduji
turistice ani/¢i historii (,mam jiné konicky, nez
turistiku®, ,historie neni nic pro mé“), nebo kvuli
svému véku a/¢i zdravotnimu stavu. Mnozi z téchto
respondentl se vsak shodli na tom, Ze jini/ostatni
lidé by tuto turistickou trasu vyuzili.

Graf 1: Odpovédi 357 respondentl na otazky: , Navstivil(a) byste Vy osobné zminénou turistickou trasu
podél historické hranice Cech a Moravy?“ (A) a ,,Myslite si, Ze by tuto turistickou trasu vyuZili jini lidé?“ (B)

A 2,0%
- ‘.
45,9 %

m urcité ano spise ano

B 0,6 %

15,4 %

42,3 %

spise ne m urcité ne

Zdroj: Vlastni zpracovani, 2022.



Je potreba pripomenout, Ze respondenti netvori
reprezentativni vzorek populace, a je moiné, Ze
odpovidalovicelidise zajmem o historii, nezjevbéiné
populaci, nebot dotaznik nesl nazev , Historické zemé
Ceské republiky“. Rovnéz deklarovani zajmu navstivit
turistickou trasu neznameng, Ze ji tito lidé skutecné
navstivi. Presto lze na zakladé vyse uvedeného
konstatovat potenciadlné velkou vyuzitelnost Cesko-
moravské hranice — coby atraktivity i destinace
(Timothy, 2001, 2006) — v cestovnim ruchu.
Diverzifikaci nabidky cestovniho ruchu, kde zemska
hranice mlzZe poskytnout jak kulturné-historické,
tak i sportovni vyziti, Ize pak chapat jako jedno
z mnoha mozZnych krizovych feSeni overtourismu
v Cesku (Dusek, 2020; Drapela et al., 2021; Erlebach,
Malkovda, 2021), ale zaroven i zavienych statnich
hranic v dobé pandemie. Turistické vyuziti této
hranice mlze dale pfinést — vzhledem k casto
zminovanym ekonomickych pfinosim cestovniho
ruchu (Christaller, 1963; Timothy, 2001; Vystoupil,
2008; Dusek, 2020) — rozvoj prilehlého venkovského
regionu v mnohych oblastech shodného s tzv. vnitini
periferii (Musil, Mller, 2008; Bernard, Simon, 2017;
Jerabek et al., 2021), ale také napomUze revitalizaci
vytracejiciho se povédomi lidi o hranici historickych
zemi, coZz povede k uchovani historické paméti
a odstranéni ¢asti tzv. rezistenéni identity projevujici
se u nékterych Moravanut (Marek, 2020).

Prispévek  reinterpretuje  historickou  cesko-
moravskou zemskou hranici jako pamatku ¢i dédictvi
a zaroven jako turistickou atraktivitu a destinaci,
ktera ma potencidl spojovat. Po predstaveni
pfirodnich a kulturné-historickych lokalizacnich
faktor(i cestovniho ruchu, jejich soucasného vyuziti
i zajmu vétSiny respondentll navstivit turistickou
trasu (naucnou stezku) podél zemské hranice
mezi Polskem a Rakouskem jsou nastinény mozné
ekonomické, socidlni a kulturni pfinosy vyuZiti této
reliktni hranice v cestovnim ruchu. Jak ale ukdzalo
vyznaceninaucéné stezky na Svitavsku, pred propagaci
hranice, je nezbytnad ochrana jejich pozlstatkl —
zejména hrani¢nich kamen(; tyto pamatky jsou
ohrozeny predevsim krddezemi, avsak k jejich fyzické
destrukci dochazi i vlivem neSetrné lesni techniky.
Z toho ddvodu je aktualné na Masarykové univerzité
realizovan vyzkumny projekt ,, Rekonstrukce pribéhu
Cesko-moravské zemské hranice a zmapovani
hrani¢nich znakd pro ucely jejich prohldseni za
kulturni pamdtku”. V soucasnosti je pamatkové
chranén jen zlomek zachovalych hrani¢niku

a rovnéz pouze mala cast téch, které maji potencial
byt za kulturni pamatku prohlaseny. Status kulturni
pamatky samoziejmé neni samospasitelny, prinasi
vSak s sebou mozZnost fyzické ochrany a udrzitelné
propagace.

S chapanim zemské hranice coby turistické atraktivity
se poji predevsim jeji vyuZiti pro pési turistiku, nebot
fada hrani¢nich kamen( a dalSich pfipominek hranice
se nachazi v odlehlych oblastech, které by mohly byt
vhodné propojeny pomoci turistické trasy (naucné
stezky). Samoziejmeé je ale na misté zvazovat i pfilehlé
atraktivity (v¢. téch vice nez 1 km vzdalenych) a jiz
vyznacené trasy Klubem ceskych turistl a nedrzet
se dogmaticky presného prabéhu historické hranice.
Eventudlné je moziné vyznacit i vice variant vedle
hlavni trasy, nebo alespon odbocky z ni. Toto vse
si vSak Zada podrobnéjsi analyzy, a to i s ohledem
na minimalizaci zasahG do Zivotniho prostredi.
Rovnéz je potreba zkoumat, zda a pripadné jak jsou
prilehlé atraktivity provazany se zemskou hranici
(zda/jak se vzajemné spoluvytvarely; napriklad
u pamatniku kralovské ptisahy v lJihlavé jiz dnes
vime, Ze a€ to tak na prvni pohled nemusi vypadat,
jde o pripominku ¢esko-moravské hranice — v roce
1527 na tomto misté pfi prekroceni zemské hranice
sloZil ptisahu kral Ferdinand I. staviim z Cech). To zase
vyZaduje rozsahly prizkum literatury a archivnich
pramenl. Vzhledem k tomu, Ze cesko-moravska
hranice oproti jinym reliktnim hranicim s obrannou
funkci a dodnes zachovalym mnoZstvim pozUstatkd
(jako napt. Hadriantv val ¢i Berlinska zed) nemlze
tolik lakat na materialni relikty, lze si od analyzy
literatury a pramend slibovat také objeveni rady
nemateridlnich atraktivit spojenych s hranici (lokalni
zajimavosti, pribéhy, povésti, nareci, toponyma atd.)
rovnéz vyuzitelnych pti propagaci (nékteré z nich
bude mozné odhalit také napi. prostiednictvim
rozhovorl s pameétniky). Vedle toho bude jisté
zapotrebi vybudovat — spolu s nauc¢nou stezkou
— i nové materialni atraktivity, které mohou zaroven
slouzit jako turistickd infrastruktura (napt. tematicka
odpoéivadla podobnd tomu u Cervené Vody). Zde
bude ale nutné uvazlivé skloubit zajem turistl
preferujicich kulturné-historické (kulturni stezka)
a sportovni (dalkova trasa) vyziti (byt nékterym
navstévnikiim muaze vyhovovat kombinace obojiho),
tedy zhruba téch, ktefi chtéji vyznacenou hranici
s mnozstvim atraktivit, a téch, ktefi preferuji (jak
plyne z odpovédi nékterych respondentl) putovani
,hadivoko”. A samoziejmé nelze opomijet nazory
mistnich aktér( i obyvatel. | toto si tedy vyZaduje
podrobnéjsi zhodnoceni.



Primarni je tedy v blizké budoucnosti zaméfit
pozornost na vyuziti cesko-moravské hranice v pési
turistice. V dalsi fazi pak lze vice pracovat s cesko-
moravskou hranici coby turistickou destinaci, a tedy
s vétSim zohlednénim vzdalenéjsich atraktivit. Je
mozZné uvaZovat o jejich propojeni cyklostezkami/
cyklotrasami, po kterych mnozi respondenti volali
(,pokud by se dala [hranice] sjet na kole, bylo by
to super”, ,cyklotrasa by byla lepsi“, ,navstivil bych
pouze, pokud by se dala projet na kole“). | zde by vSak
bylo mozné a vhodné vést urcité Useky co nejblize
historické hranici, a tu tedy vyuzit i jako turistickou
atraktivitu. Dale lze uvaZovat také o vyuziti zemské
hranice naptiklad ve vodni turistice (mnohé Useky
hranice totiZz vedou po vodnich tocich), rybarstvi Ci
béZzeckém i sjezdovém lyzovani. Kupfikladu spolecnd
propagace lyzaiskych areald v Cenkovicich (na éeské)

a v Cervené Vodé (na moravské strané Bukové hory)
jako ,,Cesko-moravského lyzarského arealu” by jisté
prispéla k jejich zviditelnéni; takovyto marketingovy
tah zfejmé nikoho nenapad| proto, Ze pod vlivem
Pardubického kraje byva i Cervenda Voda vnimana za
soucast Cech.

Tento  prispévek vznikl v  rdamci projektu
,Rekonstrukce pribéhu cCesko-moravské zemské
hranice a zmapovdni hranicnich znaki pro ucely
jejich prohldseni za kulturni pamdtku” (TLO3000154)
podporeného Technologickou agenturou Ceské
republiky. Autor ddle dékuje projektu specifického
vyzkumu ,Geograficky vyzkum dynamiky
prirodnich a spolecenskych prostorovych procesi”
(MUNI/A/1570/2020).
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ABSTRACT

This paper focuses on how foreign tourists perceive one of
the most popular European destinations - the city of Berlin.
Perception by tourists is only one aspect of touristification,
but a very important one when tourists decide which
destination to choose. Identifying the images that tourists
have about Berlin is important as a tool of identifying
strengths, weaknesses and potentials of the destination. This
article is based on the quantitative field research formed on
a structured questionnaire applied to foreign tourists who
visited Berlin in March of 2018 and 2019. The data acquired
was processed by the methods of descriptive statistics.
Results show that the destination of Berlin is perceived
positively as multicultural, touristy, cultural, historical,
beautiful, attractive, nice, comfortable, relaxing and sunny.
The least satisfaction was attributed to climate, prices,
natural sights and natural attractions, crowdedness and
cleanliness. The results of the research can be employed in
designing future sustainable tourism strategies and integral
niche tourism products.

Keywords: Destination representation. Image.
Perception. Touristification.
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Berlin is one of the most popular European
destinations, and this fact has a significant role
also in the city’s representation, communication,
development and planning. On the one hand,
city’s attractions and attributes attract tourists
from all over the world, and on the other, many
processes of urban change and place consumption
are strongly influenced by tourism (Novy, 2017;
Sommer & Helbrecht, 2017). Berlin is no exception
— tourism has marked the city, also when it comes
to its representation as a tourist destination. Usually,
the term “touristification”, which is defined as “the
process by which economic activities and traditional
uses are replaced by activities and uses related to
tourism” (Torres Outdn, 2019; Ashworth & Tunbridge,
2004; Cocola-Gant, 2018; Hiernaux & Gonzalez,
2014), is used to describe various influences of
tourism on a place. According to Novy (2017),
many boroughs of Berlin have been tourstified. This
article focuses on one aspect of touristification of
Berlin — its perception by tourists. Representation of
a destination is closely related to the destination
image (Hallmannetal.2015)and crucial whentourists
are in the process of deciding for a destination.
Image has the potential to influence behaviour
and beliefs of tourists (Matiza& Slabert, 2020).
To be seen as attractive by tourists, destinations
need “a consistent set of appealing products and
services” (Reitsamer & Brunner-Sperdin, 4) that
need to be adapted to different segments of tourist
and to requirements of new generations, such as
Generation Z, as well (Entina et al., 2021). Which
Berlin’s attributes are attractive to tourists? How do
random tourists see Berlin which became the third
most visited European tourist destination (following
London and Paris) between 1989 and 2019?
These are the most important research questions.
Understanding tourists’ perception and destination
image, which is a “total impression that a visitor
holds about a destination” (Haarhoff, 2018, 1), helps
in destination communication, marketing, planning
and development. The survey was carried out in
2018 and 2019, and thus, results are not influenced
by the coronavirus pandemic.

BERLIN AS A DESTINATION

Berlin that lies in the North German Plain in the
valley of the Spree River is not only the capital

and the largest city of Germany, but also a center
of politics, culture and science. It is the third most
visited European capital, immediately following
London and Paris. In 2019 Berlin had almost 14
million visitors who created more than 34 million of
overnight stays. (VisitBerlin, 2021). Berlin offers the
tourist many word famous attractions, among them
the Brandenburg Gate (Brandenburger Tor) which,
after the fall of the Berlin Wall, became a symbol
of German reunification. Quite in the vicinity, the
Reichstagissituated, the home of German Parliament
since 1999. A publicly accessible glass dome offers a
panorama view of the city. A historically important
attraction is Berliner Mauer (the Berlin Wall) dividing
Berlin into the west and east parts which ran through
the heart of the city, and came to symbolizing the
division of Germany and the Cold War. In the district
called Mitte, the Television Tower (Fernsehturm)
is erected. Built in 1960s it is the tallest building in
Berlin - with its 368 metres it offers a unique 360°
panorama of the city. Among Berlin attractions is the
Museumsinsel (Museum Island) that is the world’s
largest museum ensemble and a UNESCO world
heritage site. Another sight is the baroque palace
Schloss Charlottenburg (Charlottenburg Palace),
the largest surviving residence of the Prussian kings
in Berlin. (VisitBerlin, 2021). Beside these sights
tourists most frequently visit the Gendarmenmarkt,
Kurfirstendamm, Potsdamer Platz, Checkpoint
Charlie Museum, Zoo Berlin, Holocaust Memorial
and Cathedral Church (PlanetWare, 2021).

OVERNIGHT STAYS, VISITORS, SOME
STATISTICAL DATA

Around 14 million guests visited Berlin from January
to December 2019. That is 3.4% more than in the
previous year. The number of overnight stays rose
to 34.1 million. This corresponds to an increase
of around 1.25 million overnight stays and a
good 460,000 guests compared to the year 2018
(visitBerlin, 2021).

In 2019, Berlin had 803 open accommodation
establishments with 154,454 bed places and 11
open tourist campsites with 1027 camping pitches
(Federal Statistical Office, 2021). The capital was
particularly popular among the natives: around 8.5
million domestic visitors (+ 4.7%) stayed 18.6 million
nights (+ 4.7%) in Berlin. Looking at the months, the
peak of arrivals and overnight stays in 2018 and 2019



is in August. In 2018, Berlin records the most arrivals
in June, and in 2019 in May. In both years, Berlin
records the lowest number of arrivals and overnight
stays in January (Figure 1). On the other hand, the
still largest foreign market, Great Britain, developed
negatively, also due to the influence of Brexit. With

almost 1.6 million overnight stays, there were 6.5%
fewer Britons than in the previous year. However,
growth rates from strong volume markets such as
the USA, Spain and Italy often counteract a general
negative development (visitBerlin, 2021).

Figure 1: Arrivals and overnight stays in Berlin

Arrivals and overnight stays in accommodation: Berlin

Guests’ place of residence

Year
Number of

Arrivals
8.097.899
8.478.779

5000000
4500000
4000000
3500000
3000000
2500000
2000000
1500000

stays
2018
2019

Place of residence in the domestic territory
Number of overnight

17.783.929
18.624.853

1000000
500000
0

\

May
June
July
August

April
September

January
February
March
October
November

2018

== Berlin Number of arrivals

Source of data: Federal Statistical Office, 2021

<

Place of residence abroad

Number of
Arrivals

5.404.653
5.484.566

Number of overnight
stays
15.087.705
15.499.511

December
January
February
March
April

May

June

July
August
September
October
November
December

2019

=== Berlin Number of overnight stays

Berlin is in the third place in the global congress
ranking. In 2019, Berlin hosted 176 congresses
from international associations. Therefore, Berlin
is behind Paris and Lisbon but ahead of Barcelona
and Madrid. According to official statistics from
visitBerlin‘s Convention Office, around 12 million
participants attended around 143,390 events
in Berlin in 2018. More than eight million hotel
overnight stays were generated by meetings and
congresses. That corresponds to around a quarter
of all overnight stays in the city‘s hotels. The total
turnover of the conference and congress business in
2018 was around 2.63 billion euros. Mathematically
speaking, the events market in Berlin secures around
44,100 full-time jobs. The market for conferences,
meetings and congresses is therefore an important
economic factor for Berlin (Senatsverwaltung fir
Wirtschaft, Energie und Betriebe, 2020).

TOURISTS PERCEPTION
OF A DESTINATION

In the intense global competition of (city)
destinations, creating a distinctive destination image
is essential for the development and maintaining of
the successful tourism industry, also in the process
of managing such a popular destination as Berlin.
In the last few years, a growing travel experience
among tourists has resulted in more specific
expectations (Dolnicar & Grabler, 2004; Potocnik
Topler & Zekanovié-Korona, 2018), and after the
coronavirus pandemic also tourist expectations have
changed. Therefore, image measurement for city
destination management is gaining importance, “as
a city’s image heavily influences destination choices,
creates destination brand value and serves as an
indicator for the substitutability of destinations”
(Dolnicar & Grabler 2004, 2).



Fernandez & Sanchez (2014, 1587) believe that
“an appropriate image allows making the potential
clients aware of the differential aspects of the
place, which generates competitive advantages, as
well as trust in the destination, favoring tourists’
attraction and loyalty”. It should be observed that
usually “tourists have a limited knowledge about
the destinations they have yet to visit” (Fernandez
& Sanchez, 2014, 1587), and thus, Fernandez &
Sanchez (2014, 1587) emphasize that in order to be
competitive, a destination needs a strong, positive,
and distinctive image, which is recognizable in
the home markets of the potential tourists. In the
studies of the destination image, many conceptual
approaches exist (Crompton, 1979; Echtner & Ritchie,
1991; Kotler, Haider & Rein, 1993; Kim & Richardson,
2003; Murphy, Benckendorff & Moscardo, 2007;
Morgan, Pritchard & Pride, 2012; Fernandez &
Sanchez, 2014, and others). Echtner & Ritchie (1991)
believe that destination image consists of functional
characteristics, relating to the more tangible aspects
of a destination, and psychological characteristics,
concerning the more intangible characteristics,
thus, destination image is comprised of two major
components, namely holistic and attributes.
According to Fernandez & Sanchez (2014, 1588),
destination image “can be considered as a general
impression or as the set of tourists’ individual
impressions of a particular tourism destination
or, more specifically, the set of expectations and
perceptions that a potential tourist has about
a destination”. Anuar, Ahmad, Jusoh & Hussain
(2012, 108) argue that perceptions and expectations
are closely intertwined and constantly changing
“due to the changes of tourists’ characters, attitude
and lifestyle towards a tourism destination” (108).
Thus, it is essential to explore tourist’s behavior
and tourists’ perceptions because, as Gallarza, Gil
& Calderon (2002, 57) opine, perceptions, rather
than reality motivate potential tourists. The concept
of tourist’s perception “includes the personal
perception of the multiple components of the
tourism destination” (Fernandez & Sanchez, 2014,
1589), and is, for that matter, one of the crucial
subjects in the tourism research (Potocnik Topler
& Zekanovi¢-Korona, 2018).

According to Di Marino (2008, 4), the significance of
making distinctions between perception “a priori”,
perception “in situ”, and perception “a posteriori”.
(Potocnik Topler & Zekanovi¢-Korona, 2018). Further
on in this article, the tourists’ perception of Berlin
“in situ”, which is a key moment in the tourist’s

experience due to the fact that it contrasts with the
image they have imagined (tourists never arrive to
the destination with a null perception, they have
some image of the destination before the actual visit,
which can be confirmed or not; will be analyzed.

DATA AND METHODS

To understand foreign (not coming from Germany)
tourists’ perception of Berlin, an empirical research
has been carried out. Data has been collected
from a survey based on a questionnaire, which
was conducted in the City of Berlin in two different
periods. First survey was conducted on March 10,
2018 and the second survey was conducted on
March 9, 2019. During this period, Berlin was full
of tourists also because of the ITB, thus, it was
possible to interview different kinds of tourists.
The sampling was done at random by performing
face to face questionnaires during the whole day.
Questionnaire, comprised of 5 parts, was prepared
according to Echtner & Ritchie, 1991; Vareiro, Ribeiro
& Remoaldo, 2015; Potocnik Topler & Zekanovic¢-
Korona, 2018. The first part of the questionnaire
examines the profile of a tourist, the second part
the motivational factors for visiting Berlin, the third
part asks about the adjective that describes Berlin
best according to tourist’s experience, the fourth
part investigates tourist’s satisfaction with Berlin’s
attributes, and the last part of the questionnaire
investigates the tourist’s time spent on going to
museums, shopping, on the beach, and on boat
trips. Like any other method, also this one has the
limitation, the most outstanding is that sometimes
respondents are asked to respond to attributes or
characteristics that do not necessarily comprise the
image they have of a destination, and secondly, this
method should be followed by in-depth interviews,
which could provide an excellent opportunity to
obtain quality information about the destination
image. In the continuation of the chapter, we give an
interpretation of the research results. Where major
differences occur, the results are also presented
graphically.

RESULTS AND DISCUSSION

YEAR 2018

In the first part of the questionnaire the profiles of
tourists are described. The main age group of the
respondents was 18-25 years (48 %), followed by
26-45 years (34 %). The respondents aged 46—-65



composed 14 % of the sample, and 3 % of the
respondents were at least 65 years old. The majority
of respondents (62 %) were female.

The nationality of respondents varied a lot.
In the research, the respondents from 30 countries
participated. 22 % of them came from Germany,
followed by respondents from Poland (17 %),
respondents from Slovenia (15 %), respondents
from Austria (10 %), and respondents from ltaly
(5 %). Other nationalities represented less than
3 % of respondents. We find that our sample of
respondents differs from the general population of
visitors to Berlin. Since the sample was random, the
reason for such nationality composition lies in the
fact that we ran into two very big groups of tourists
from Poland and from Slovenia. At the 2018 annual
level, Berlin recorded 54% of domestic tourists and
46% of foreign ones. Most foreign arrivals came from
the United Kingdom, Spain and Italy.

The majority of respondents (40 %) stayed in Berlin
for 2-3 days on average, 33 % stayed 4 -7 days, 17 %
one day and 10 % of the respondents stayed in Berlin
for more than 7 days. Most respondents (49 %) have
completed high/grammar/secondary school, 44 %
have finished University education and only 7 % have
acquired master or doctoral degree. Approximately
half (45 %) of respondents visited Berlin on the
package holiday basis and 43 % of respondents
travelled with a guide. Most respondents (46 %)
received information about Berlin through Internet,
24 % through friends, 24 % through travel agency,
12 % through advertisements. Other respondents
(16 %) acquired information from other sources
including school (10 %), family (2 %), guide (2 %) and
company (1 %).

Subsequently, the motivational factors were
investigated. 41 % of respondents stated touring,
visiting cities in the region as the reason for visiting
Berlin, 27 % of respondents travelled on business,
22 % stated cultural activities as the reason for
visiting Berlin, 16 % stated heritage site, 15 % stated
gastronomy and wines, 14 % conferences and
seminars, 10 % architectural heritage, 8 % visiting
family and friends, each 3 % sports events and
religious motivation. The remaining 14 % stated ITB
Berlin (7 %), school trip (2%), university trip (1%) and
student camp (1%) as the reason for visiting Berlin.
In the opinion of respondents Berlin is multicultural
(27%), touristy (24%), cultural (21%), historical
(20%), beautiful (18%), attractive (17%), nice (14%),
comfortable (7%), relaxing (6%) and sunny (1%).

Respondentsattributed most satisfactiontoshopping
chances, historical sights and museums, food and
beverages, tourism information and nightlife. The
least satisfaction was attributed to climate, prices,
natural sights and natural attractions, crowdedness
and cleanliness.

45 % of respondents visited no museum during their
visit to Berlin. 12 % of respondents stated 2 hours
as the time spent on going to museums, 9 % stated
3 hours, 8 % stated 1 hour, 7 % 5 hours and 4 % 4
hours. Others stated different durations. 22 % of
respondents spent 2 hours shopping, 12 % spent 3
hours, 11 % spent 1 hour, each 8 % spent 4 hours and
5 hours. Others stated other times. 31 % spent no
time on shopping. 38 % of respondents took part in
no event. Each 7 % spent 1, 3 and 4 hours on events,
6 % spent 2 hours, 5 % spent 5 hours, 4 % spent 10
hours and 3 % 6 hours. 11 % of respondents spent 2
hours on sightseeing, 10 % spent 4 hours, 9 % spent
3 hours, 8 % spent 1 day, each 5 % spent 5 and 8
hours and 4 % spent 10 hours. 30 % of respondents
spent no time on sightseeing.

Further, differences regarding gender of the
respondents were investigated. Most male
respondents (35%) stayed in Berlin 2-3 days. 33%
of male respondents stayed in Berlin 4-7 days, 23%
stayed 1 day and 10% of male respondents stayed 7
days or more. Most female respondents (43%) also
stayed 2-3 days in Berlin. 33% of female respondents
stayed in Berlin 4-7 days, 14% stayed 1 day and 10%
of female respondents stayed 7 days or more (figure
2). We see that there is no big difference in the
length of staying in Berlin between male and female
respondents. 39% men respondents travelled to
Berlin within a package holiday and 35% of male
respondents travelled with a guide. 49% female
respondents travelled to Berlin within a package
holiday and 48% of female respondents travelled
with a guide. So more female respondents than male
respondents travelled to Berlin within a package
holiday and with a guide. The most male respondents
(38%) and also most female respondents (48%) got
the information about Berlin via Internet. There
are some differences in the reasons for staying
in Berlin between male and female respondents.
The main reason of male respondents for visiting
Berlin were touring and visiting cities in the region
(35%) and business (35%). The main reason of
female respondents for visiting Berlin were touring
and visiting cities in the region (44%) and cultural
activities (23%). Most male respondents say that
Berlin is multicultural (24%), touristy (23%), and



historical (22%), and most female respondents say
that Berlin is multicultural (29%), touristy (24%), and
cultural (22%). There are no big differences with the
attributes satisfaction between male and female
respondents. Both, male and female respondents,

were most satisfied with shopping, and also with
historical sights and museums, food and beverages,
and tourism information. They were least satisfied
with the climate and the price.

Figure 2: Length of stay
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In the next part, differences regarding to age of
the respondents are presented. Most 18-25 years
old respondents (40%) stayed in Berlin 2-3 days.
33% 18-25 years old respondents stayed in Berlin
4-7 days, 17% stayed 1 day and 10% stayed 7 days
or more. Most 26-45 years old respondents (43%)
stayed in Berlin 4-7 days. 36% 26-45 years old
respondents stayed in Berlin 2-3 days, 11% stayed
1 day and 10% stayed 7 days or more. Most 46-65
years old respondents (43%) stayed in Berlin 2-3
days. 32% 46-65 years old respondents stayed in
Berlin 4-7 days, 15% stayed 7 days or more and 11%
stayed 1 day. Most respondents older than 65 years
(36%) stayed in Berlin 2-3 days. 27% respondents

stayed in Berlin 1 day, 18% stayed 4-7 days and 18%
stayed 7 days or more. We see from the results that
every group mostly stayed in Berlin 2-3 days, except
25-45 years old respondents, who stayed primarily
4-7 days. 52% 18-25 years old respondents travelled
within a package holiday, 57% travelled with a guide.
36% 26-45 years old respondents travelled within
a package holiday, 34% travelled with a guide.
45% 46-65 years old respondents travelled within
a package holiday, 32% travelled with a guide.
36% respondents older than 65 years travelled
within a package holiday, 18% travelled with a guide
(figure 3).

Figure 3: Travelling within a package holiday
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We see that in comparison to other groups, more
18-25 years old respondents travelled within a
package holiday and with a guide. We assumethatthe
reason for such a result is participation in organized
school trips. As the years of respondents increase,
the percentage of trips with a guide decrease. There
were some differences in getting the information
about Berlin between the groups of respondents.
All groups primarily gathered the information via
internet. In comparison to other groups, more 18-25
years old respondents got information from their
school or agency as several of them were on a school
trip.

In comparison with other groups, more 26-45 years
old respondents got information from their friends
and more 46-65 years old and older respondents got
their information about Berlin via advertisements.
The main reasons of 18-25 years old respondents
for visiting Berlin were touring and visiting cities in
the region (48%) and cultural activities (25%). The
main reasons of 26-45 years old respondents for
visiting Berlin were business (40%) and touring and
visiting cities in the region (33%). The main reasons
of 46-65 years old respondents for visiting Berlin
were business (40%) and touring and visiting cities
in the region (36%). The main reason of respondents
older than 65 years for visiting Berlin was touring
and visiting cities in the region (36%). We note
that touring and visiting cities in the region is an
important reason for visiting Berlin. For 26-65 years
old respondents, business is also a strong reason for
visiting Berlin.

Most 18-25 years old respondents (31%) say
that Berlin is a multicultural city. They were most
satisfied with shopping and least satisfied with the
climate. Most 26-45 years old respondents (25%)
say that Berlin is a Multicultural city. They were most
satisfied with historical sights and museums and
least satisfied with the climate. Most 46-65 years old
respondents (40%) say that Berlin is a touristy city.
They were most satisfied with shopping, food and
beverages and least satisfied with the climate. Most
respondents older than 65 years say that Berlin is
a touristy (36%) and beautiful (36%) city. They were
most satisfied with natural sights, natural attractions
and historical sights and museums. They were least
satisfied with the crowdedness and nightlife.

Further, the differences regarding to the highest
level of education of the respondents are presented.
Most respondents with up to high/grammar/
secondary school stayed in Berlin 2-3 days (44%).
26% respondents stayed in Berlin 4-7 days, 20%
stayed 1 day and 10% stayed 7 days or more. Most
respondents with university degree stayed in Berlin
4-7 days (41%). 37% respondents stayed in Berlin 2-3
days, 13% stayed 1 day and 9% stayed 7 days or more.
Most respondents with masters/doctoral education
stayed in Berlin 4-7 days (39%). 26% respondents
with masters/doctoral education stayed in Berlin
2-3 days, 22% stayed 1 day and 13% stayed 7 days
or more. We note that except by respondents with
up to high/grammar school, respondents primarily
stayed in Berlin 4-7 days (figure 4).

Figure 4: Travelling with a guide
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One-half of respondents (50%) with up to high/
grammar/secondary school travelled within a
package holiday, 53% travelled with a guide. 42% of
respondents with university degree travelled within
a package holiday, 35% travelled with a guide. 30%
of respondents with master‘s/doctoral education
travelled within a package holiday, 22% travelled
with a guide. As the education increases, more
respondents are travelling without a guide and not
within a package holiday. Most respondents with
up to high/grammar/secondary school, university
degree and master‘s/doctoral education got the
information about Berlin via Internet. In comparison
with other groups, more respondents with up to
high/grammar/secondary school got information
from an agency and from their school as several of
them were on a school trip. The main reasons of
respondents with up to high/grammar school for
visiting Berlin were touring and visiting cities in the
region (50%) and cultural activities (24%). The main
reasons of respondents with university degree for
visiting Berlin were business (40%) and touring and
visiting cities in the region (40%). The main reasons
of respondents with masters/doctoral education
for visiting Berlin were business (61%) and touring
and visiting cities in the region (22%). We note that
the higher educated respondents were in Berlin
because of business and the respondents with up
to high/grammar school were in Berlin primarily
because of touring and visiting cities in the region.
We note some differences in the impression and
attributes satisfaction regarding different groups of
respondents. Most respondents with up to high/
grammar school say that Berlin is a multicultural
(29%) and touristy (25%) city. They were most
satisfied with shopping and least satisfied with the
price. Most respondents with university degree say
that Berlin is a multicultural (26%) and cultural (26%)
city. They were most satisfied with historical sights
and museums and least satisfied with the climate
and cleanliness. Most respondents with masters/
doctoral education say that Berlin is a cultural
city (30%). They were most satisfied with the
accommodation and least satisfied with the natural
sights and natural attractions.

YEAR 2019

The main age group of the respondents was 18-25
years (55 %), followed by 26—45 years (32 %). The
respondents aged 46-65 composed 11 % of the
sample, and 2 % of the respondents were at least 65
years old. The majority of respondents (57 %) were
females. The majority of respondents (40 %) stayed

in Berlin for 4-7 days on average, 31 % stayed 2 -3
days, 21 % one day and 8 % of the respondents stayed
in Berlin for more than 7 days. Most respondents (49
%) have completed University education, 46 % have
finished high/grammar/secondary school and only
5 % have acquired master or doctoral degree. 39 %
of respondents visited Berlin on the package holiday
basis and 42 % of respondents travelled with a guide.
Most respondents (43 %) received information about
Berlin through Internet, 34 % through friends, 17 %
through travel agency, 9 % through advertisements.
Other respondents (21 %) acquired information from
other sources including school (12%) and other.

Subsequently, the motivational factors were
investigated. 42 % of respondents stated touring,
visiting cities in the region as the reason for visiting
Berlin, 27 % of respondents travelled on business, 18
% stated cultural activities as the reason for visiting
Berlin, 15 % conferences and seminars, 13 % stated
heritage site, 12 % stated gastronomy and wines, 9%
visiting family and friends, 7 % architectural heritage,
3 % sports events and religious motivation. The
remaining 15 % stated ITB Berlin (11 %) and other.

In the opinion of respondents Berlin is multicultural
(24%), cultural (19%), historical (16%), beautiful
(16%), touristy (14%), nice (12%), attractive (9%),
relaxing (5%,) comfortable (2%) and sunny (2%).

Respondents attributed most satisfaction to
shopping chances, historical sights and museums,
entertainment in general and nightlife. The least
satisfaction was attributed to prices, cleanliness and
climate. 34 % of respondents visited no museum
during their visit to Berlin. 19 % of respondents stated
2 hours as the time spent on going to museums, 12
% stated 3 hours, 12 % stated 1 hour, 9 % 4 hours and
5 % 5 hours. Others stated different durations. 23 %
of respondents spent 2 hours shopping, 17 % spent 3
hours, 17 % spent 1 hour. Others stated other times.
17 % spent no time on shopping. 10 % of respondents
took part in no event. 16 % spent 4 hours on events,
13 % spent 5 hours, 11 % spent 3 hours, 10% spent
10 hours. Others stated other times.

16 % of respondents spent 3 hours on sightseeing,
also 16 % spent 10 hours on sightseeing. 14 % spent
5 hours, 13 % spent 2 hours. 10 % of respondents
spent no time on sightseeing. Following are the
differences regarding gender of the respondents. In
2019 most male respondents (48%) stayed in Berlin
4-7 days. 34% of female respondents stayed 2-3 days



in Berlin and also 34% of female respondents stayed
4-7 days. We see that there is a slight difference in
the length of staying in Berlin between male and
female respondents. 41% men respondents travelled
to Berlin within a package holiday and 37% of male
respondents travelled with a guide. 37% female
respondents travelled to Berlin within a package
holiday and 45% of female respondents travelled
with a guide. So less female respondents than male
respondents travelled to Berlin within a package
holiday and more with a guide.

The most male respondents (44%) and also most
female respondents (43%) got the information about
Berlin via Internet. There are some minor differences
in the reasons for staying in Berlin between male
and female respondents. The main reason of male
respondents for visiting Berlin were touring and
visiting cities in the region (40%) and business (33%).
The main reason of female respondents for visiting
Berlin were touring and visiting cities in the region
(44%), business (23%) and cultural activities (22%).
Most male respondents say that Berlin is cultural
(25%) and multicultural (23%) and also most female
respondents say that Berlin is multicultural (24%).

There are no big differences with the attributes
satisfaction between male and female respondents.
Both, male and female respondents, were most
satisfied with shopping and also with historical
sights and museums, food and beverages, and
tourism information. They were least satisfied with
the climate and the price. Further, the differences
regarding to age of the respondents are presented.
Most 18-25 years old respondents (39%) stayed in
Berlin 4-7 days. Most 26-45 years old respondents
(44%) stayed in Berlin 4-7 days. Most 46-65 years old
respondents (37%) stayed in Berlin 4-7 days. Most
respondents older than 65 years (67%) stayed in
Berlin 1 day. We see from the results that every group
mostly stayed in Berlin 4-7 days, except respondents
older than 65 years, who stayed primarily 1 day.

47% 18-25 years old respondents travelled within
a package holiday, 56% travelled with a guide.
33% 26-45 years old respondents travelled within
a package holiday, 31% travelled with a guide.
21% 46-65 years old respondents travelled within
a package holiday, 11% travelled with a guide. None
of respondents older than 65 years travelled within
a package holiday, none of respondents travelled
with a guide. We see that in comparison with other
groups, more 18-25 years old respondents travelled

within a package holiday and with a guide. As the
years of respondents increase, the percentage of
trips with a guide decrease.

All groups primarily gathered the information about
Berlin via internet. In comparison to other groups,
more 18-25 years old respondents got information
from their school as several of them were on
a school trip. The main reasons of 18-25 years
old respondents for visiting Berlin were touring
and visiting cities in the region (48%) and cultural
activities (25%). The main reasons of 26-45 years old
respondents for visiting Berlin were business (45%)
and touring and visiting cities in the region (29%).
The main reasons of 46-65 years old respondents
for visiting Berlin were business (37%) and visiting
family and friends (32%).

Most 18-25 years old respondents (31%) say
that Berlin is a multicultural city. They were most
satisfied with shopping and least satisfied with the
price. Most 26-45 years old respondents (22%)
say that Berlin is a beautiful city. They were most
satisfied with historical sights and museums and
least satisfied with the cleanliness. Most 46-65 years
old respondents (26%) say that Berlin is a cultural
city. They were most satisfied with entertainment
in general, cultural events and shopping and least
satisfied with price and natural sights and natural
attractions.

Differences regarding to the highest level of
education of the respondents are presented in
the next part. Most respondents with up to high/
grammar/secondary school stayed in Berlin 4-7 days
(41%). Most respondents with university degree
stayed in Berlin 4-7 days (41%). Most respondents
with masters/doctoral education stayed in Berlin 4-7
days (39%). 44% respondents with masters/doctoral
education stayed in Berlin 2-3 days. We note that
except by respondents with masters/doctoral
education, respondents primarily stayed in Berlin
4-7 days.

42% respondents with up to high/grammar/
secondary school travelled within a package holiday,
59% travelled with a guide. 39% respondents with
university degree travelled within a package holiday,
28% travelled with a guide. 11% respondents
with master‘s/doctoral education travelled within
a package holiday, 22% travelled with a guide.
As the education increases, more respondents are
travelling without a guide and not within a package



holiday. Most respondents with up to high/grammar/
secondary school and university degree got the
information about Berlin via Internet. However,
most respondents with masters/doctoral education
got the information from agency.

The main reasons of respondents with up to high/
grammar school for visiting Berlin were touring
and visiting cities in the region (45%). The main
reasons of respondents with university degree for
visiting Berlin was touring and visiting cities in the
region (41%). The main reasons of respondents with
masters/doctoral education for visiting Berlin was
business (56%). We note that the higher educated
respondents were in Berlin because of business and
the respondents with up to high/grammar school
were in Berlin primarily because of touring and
visiting cities in the region.

We note some differences in the impression and
attributes satisfaction regarding different groups of
respondents. Most respondents with up to high/
grammar school say that Berlin is a cultural (21%)
city. They were most satisfied with shopping and
least satisfied with the price. Most respondents with
university degree say that Berlin is a multicultural

(27%) city. They were most satisfied with historical
sights and museums, entertainment, and shopping
and least satisfied with the climate. Most
respondents with masters/doctoral education say
that Berlin is a multicultural city (33%). They were
most satisfied with cultural events and least satisfied
with cleanliness.

COMPARISON OF ANALYSIS RESULTS
FOR 2018 AND 2019

Inthe continuation the comparison analysis of results
of both questionnaires are presented. Only the
guestions, where most differences in answers occur,
are exposed. In both years compared the main age
group of the respondents was 18-25 years. In 2019,
the percentage of such respondents amounted to
55 %, i. e. 7 % more than in 2018. In 2018, 62 % of
respondents were female, i. e. 5 % more than in
2019. In 2018, the majority of respondents (40 %)
stayed in Berlin for 2-3 days on the average, while
in 2019 most respondents (40%) stayed for 4-7 days
on the average. Also, the mode of the visit differed,
since in 2018 - 6 % more respondents (45 %) visited
Berlin on the package holiday basis than in 2019
(39 %, figure 5).

Figure 5: Length of stay
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Concerning motivational factors investigated
there are only minimum differences. In both years
compared respondents attributed most satisfaction
to shopping chances, historical sights and museums
and the least satisfaction was attributed to climate,
prices and cleanliness. However, there were some
differences in nightlife and food and beverage
satisfaction. Nightlife was ranked higher in year
2019 than in year 2018, on the other side, food on
beverage was ranked lower than in year 2018.

The purpose of the research, carried out among
visitors to Berlin, was to explore the perception
of Berlin among foreign tourists as perception
of a destination is significant in future tourism
planning and management. The study shows that
tourists visited Berlin for touring and visiting cities
in the region. Most visitors identified Berlin as a
multicultural city and most respondents were most
satisfied with shopping possibilities. The obtained
results of the research can serve tourism managers

in developing future sustainable tourism policies
and in designing integral and niche tourism products
which is significant in the post-pandemic period
when tourism destinations are opening up and
inviting tourists with traditional and new attractions.
The results could also serve as recommendations
for improving tourism products, which would
be targeted to individual segments of guests.
The significance of the individual attributes defined
in the survey could also be analyzed on the basis
of the length of stays, and from the perspective of
whether the guests arrived as part of a package
trip or on their own. With that, in the future the
role of the tourist guide in the visitors’ perception
of the tourist offer of Berlin could be interpreted.
An upgrade of this research could include qualitative
methodological approach, i.e. semi-structured
interviews, to get a more comprehensive picture
of the subject under study. In the coming vyears,
this research may be conducted again to perform
a comparative analysis of the results before and
after the Covid 19 pandemic.
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ABSTRACT

Tourism policy provides answers to different tourism
problems and plays an important role in identifying
opportunities and state support for tourism future
development in the destination. The purpose of undertaking
the study is to compare the state support in tourism industry
in Visegrad region. Introduction of the study deals with
the definition of tourism policy, management of tourism
and further clarifications important to fully understand
the problematics. The next part explains the methodology
which has been used to get the results. The Results part
deals with the comparative analysis of situation of tourism
development in Visegrad region through different indicators.
The paper continues by analysis of organisational structure of
management in Visegrad region. The author also compares
the overall objectives and visions of strategic documents
in these countries and analyses the common and different
approaches in tourism management. The last chapter
highlights the main results of the paper. The authors have
proposed the future improvements for bettering the tourism
in Visegrad country both at the private and public level.

Keywords: Management. State support. Tourism.
Tourism policy. V4 countries.
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Tourism has become over the decades one of the
fastest growing economic sectors in the world.
Development of tourism industry plays an important
role in terms of solving social problems, creating
new jobs, maintaining a high standard of living, and
providing prerequisites for improving the payment
position of a country (Fedorov, 2021).

From the geographical point of view, Europe is the
leading tourist destination. There are several factors
responsible for the success of tourism development.
One of them is policy and government of every
country. Therefore, EU policy aims to maintain
Europe’s standing as a leading destination while
maximizing the industry’s contribution to growth and
employment and promoting cooperation between
EU countries, partially through the exchange of good
practices. The EU’s competence in tourism is one
of the support and coordination to supplement the
actions of member countries (European Commission,
2017).

The objective of this study is Visegrad countries. We
are going to analyse the ways of state support of
tourism in these countries. The Visegrad Group (also
known as the ,Visegrad Four” or simply ,V4“) reflects
the efforts of Central European region to work
together in a number of fields of common interest
within the all-European integration (Visegrad Group,
2016). These countries cooperate also in tourism
industry, to be more specific in marketing activities
under the brand “Discover Central Europe.” The aim
ofthisinitiative is to strengthen the position of central
region in transcontinental markets, f.e. Canada,
China, Japan, Russia, and others. The Visegrad region
promotes itself through several tourist products
including UNESCO monuments, world famous spas,
authentically preserved historical towns and places
of stunning natural beauty (Discover Central Europe,
2015).

Firstly, we need to understand why government is
the crucial entity in the development of tourism.
Although the private sector has a crucial role to play
in the development of tourism, the role of the public
sector is to formulate a strategy for its development
and to define the tools to ensure it (Slovak Business
Agency, 2020). Therefore, the essence of state policy
in tourism and the necessity of its new orientation
is important. Tourism policy must be understood
as purposefully influencing the development of

tourism through stakeholders (policy makers) and
specific tools. The key role in terms of coordination
of priorities, promotion, support, and development
of tourism have the national representatives
who formulate tourism policy. With definition of
tourism policy which oversees state support we
have indicated the main stakeholders like public-
law institutions including the relevant ministries,
central authorities and territorial units, private
institutions including associations of tourism
industry, destination management organisations,
international nongovernmental organisations, and
voluntary interest groupings (Gucik, 2011). Following
this, Choy (1993) explains that the state support
of tourism results in 4 functions — coordination,
legislation, planning and finance.

The issue of tourism policy has become centre of
attention to many scholars in academic literature.
Hall and Jenkins (2004) began to study tourism policy
in the early 1990s and they proposed the conceptual
framework of tourism policy research. According to
them, tourism policyis perceived asthe government’s
decision-making behaviour in the tourism field.
Sessa (1976) defines tourism policy as the actions
determined and taken by various organizations
to achieve specific tourism development goals.
Following this, Goeldner et al. (1995) define tourism
policy as a set of guidelines that directly affect the
long-term development and daily operation of
a tourist destination. However, the concept of
tourism policy is ambiguous, and the scope of
tourism policy research is quite broad which makes
it difficult to develop a unified research framework.
Therefore, there is no commonly accepted definition
of tourism policy (Guo et al., 2019).

Among the key elements of tourism policy can
be included the tools that tourism policy applies
to promote its goals (Slany & Franc, 2004).
Appropriately chosentools are the basis for achieving
the objectives identified. According to Gasparini and
Mariotti (2021), one of the most widely used tools of
tourism policy are indicators, that allow to simplify
and interpret large amounts of information to
make informed decisions, among many other uses.
Nowadays, European Commission (2017) uses wide
range of tools of tourism policy, e.g., economic tools
(regulatory and administrative burdens, tourism-
related taxation), technological (IT tools for booking
holidays, social media providing advice on tourism



services) legislative, administrative tools and so
on. Economic tools are most widely used in the
evaluation of the effects of tourism policy.

To fully understand the problematics of this paper,
Bogdan (2019) determines the components of
state governance mechanisms of tourist industry
which consist of resource provision, environmental
analysis, institutional, scientific, and methodological
support of tourism development and the application
of administrative, legislative, financial, fiscal, socio-
psychological, economic, and other methods of
influence to adjust the processes of ensuring the
strategic development of the industry. Therefore, this
paper brings an extensive overview of approaches in
tourism in Visegrad region in context of institutional
support and tourism policy.

The topicality of state management in tourism
industry at the global, national, and regional levels
have attracted the attention of several scholars.
However, despite the growing debate over the
approaches to state management of tourism
support, there is little research specifically related to
this topic. Following examples provide the overview
of similar topics related to this study.

Eveninthe past, severalresearchers have emphasized
the importance of state policy in tourism. Hartley
and Hooper (1992), Jenkins a Henry (1984), Dwyer
and Forsyth (1994), Jeffries (2001), Michael (2001),
Bieger (2000) in addition to this highlight other
factors which require state intervention in the field
of tourism, such as public goods, unavailability of
technologies, existence of natural monopolies or
imperfect information. Papadopoulou (2020) has
established that implementing policies that support
the preservation of the ecosystem influences the
number of tourists arrivals in a country. Good
practice shows that the competitiveness of country’s
tourism industry requires the stakeholders to focus
on improving the natural and cultural attractiveness,
infrastructural quality, tourist service quality and
availability of tourist activities and facilities. This
type of management models has helped the nations
like France or Spain to become the top ten tourism
destinations in Europe despite the economic
downturn that hardly hit the continent in 2008.

Bogdan (2019) describes the issue of improving
the efficiency of public management in tourism

industry, which is urgent, because it can provide
strategic socioeconomic development. Fedorov
(2021) underlines the methods of state support
which should be aimed at achieving the goals of the
entire tourism and hospitality industry, the state,
and the society in general, as well as ensuring the
coherence of public and private interests. Therefore,
the tourism policy should consider the goals of socio-
economic policy that determines the line of reforms.

Nowadays the authors in the academic community
also deal with tourism policy. Buhalis (2022) adds
that this is a type of public policy, as it is usually
created by government officials or other public
sector organizations. Tourism policy provides
answers to selected tourism problems and plays
an important role in identifying opportunities for
tourism development in the destination. For this
reason, policy makers create a wide range of plans,
strategies, visions, or guidelines, while being of
a long-term nature regarding defined objectives.
From a territorial point of view, it should be noted
that tourism policy varies from country to country.
However, what all countries of the world have in
common is the state’s involvement in supporting
tourism through tourism policy, where the difference
is in the tools and intensity of state involvement
(Novacka, 2020).

Following the interdisciplinary nature of tourism,
it is important to note that its policy is also cross-
cutting, as its implementation is influenced by
policies in several areas. These are, for example,
economic, social, foreign, cultural, educational, and
environmental policies. The starting points of state
policy in tourism are strategic documents, marketing
documents or program statements of individual
governments. Despite the defining the existing
literature which deals with the state support of
tourism, we can summarise those existing scientific
publications do not fully uncover the issues of state
support for the tourism and hospitality industry.

The purpose of the study is to compare the state
support in tourism industry in Visegrad region.
To achieve this, the following tasks have been set:

compare the organisational chart of tourism
bodies

analyse the statistical profile of tourism in each
country



- study the strategic documents, tourism policy
and programmes in each country

To achieve this, we have used several scientific
methods to substantiate approaches to state support
of tourism industry in Visegrad region in context of
different and common approaches of management
style. The most relevant method for the purpose of
this study has been comparative analyse through
which we have compared the situation and state
policy of tourism in V4 countries. Lastly, we have
used own calculations when identifying the
Competitiveness Indexes of Visegrad countries.

The information base of the study consists of data of
state bodies, legislative, and regulatory documents
governing the development of the tourism and
hospitality industry. The secondary data has been
gatheredthroughinternational tourism organisations
such as UNWTO, World Travel&Tourism Council or
Webforum. All mentioned organisations provide

data of different countries around the world, which
lead us to possibility of conducting comparative
analyse of Visegrad region. Results achieved in this
study are used to set up recommendations related
to bettering the state support in tourism industry in
each country.

RESULTS AND DISCUSSION

Tourism creates and important segment of national
economies and the Visegrad countries are not an
exception. The importance of tourism can be seen
in different indicators used in tourism. Therefore, in
the next part we are going to present the statistics
of tourism industry development and the role of
tourism in Visegrad region through the following
comparative analyse. A compilation of data relates
up to year 2021. However, since 2019 the tourism
development has slowed down because of the global
pandemic COVID-2019.

Table 1: The role of tourism in V4 from the economic point of view (2019)

2020 2021 change

Slovakia 34% 3.8% +0.4%
Czech Republic  3.9%  3.6% +0.3%
Poland 26% 2.8% +0.2%
Hungary 4.0% 4.6% +0.6%

Source: World Travel & Tourism Council, 2021.

From the above, it can be concluded that tourism is
an important part of the economies of the Visegrad
Group. In all economies surveyed, the tourism
sector accounts for gross domestic product ranging
from 2.8% to 4.6%. Table 1 shows, that the tourism
development has improved its performance in
2021 in comparison with previous year. However,
the future of tourism and its further development
depend on the pandemic situation which is still
a questionable topic.

The share of Number of employed
Country tourism in GDP persons in tourism

The share of
employed persons in tourism

2021 2020 2021 change
148 300 5.9% 5.8% -0.1%
364 300 7.1% 7.2% +0.1%
782 500 4.6% 4.7% +0.1%
395 800 8.6% 8.7% +0.1%

The highest share of tourism is in Hungary. Latest
data show that it contributes to 4.6% of Hungarian
GDP and 8.7% of total employment. Compared
to the average values of the EU-27 countries, the
representation of tourism in the V4 countries is
lower. In 2021, Poland had the lowest share of
tourism in GDP in comparison with the rest of the
countries (2.8%). Moreover, the number of people
employed in tourism totalled 782 500, or 4.7% of
total employment has been the lowest. Another
important indicator that can be mentioned in
relation with studying the success of a destination is
the number of visitors. The development of tourism
arrivals can be seen in the following figure.



Figure 1: Dynamics of tourist flows in Visegrad region in 2010-2019
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From Figure 1, a gradual year-on-year increase in the
number of arrivals to the Visegrad Four countries
can be observed. Despite the absence of data from
some countries, it can be stated that in terms of the
number of tourists, Poland has the highest numbers
in all years during the reference period. This fact
also corresponds with the forecast of the World
Tourism Organization (UNWTO), which assumed
a steady growth of tourism at a year-on-year rate
of 3-4% (UNWTO, 2011). The forecast was disrupted
by a global pandemic, with current forecasts
by most UNWTO panel experts expecting a revival
of international tourism at pre-crisis levels (2019)
in 2023 at the earliest (UNWTO, 2021b).

COMPETITIVENESS OF TOURISM
IN V4 COUNTRIES

To obtain a comprehensive view of the current state
of tourism in V4 countries, we present an overview
of the Travel & Tourism Competitiveness Report.
This document based on the statistical database
and the evaluation of experts expresses the form
of indexes of the position of individual countries
in a comprehensive view and from the aspect of
individual researched phenomena (so-called pillars
and indicators; Novacka, 2011).

The authors of the Tourism Competitiveness Report
highlight Europe as the most competitive region
in terms of its 6 scoring economies, rich cultural
resources, leading infrastructure or readiness of
information and communication technologies.

Covering 140 economies, the Travel & Tourism
Competitiveness Index (TTCI) measures the set of
factors and policies that enable the sustainable
development of the travel and tourism sector,
which contributes to the development and
competitiveness of a country. The competitiveness
of individual destinations is evaluated through an
index within 4 basic group criteria. They consist of
an assessment of the business environment, tourism
policy, infrastructure, natural and cultural resources
of tourism.

Figure 2 provides a brief overview of the
competitiveness of V4 countries. The value of the
index varies from 1 to 7. In terms of methodology,
the highest index numbers reach the most developed
tourist destinations. The leading positions in the
international tourism market are held by the
countries of France, Spain, and Germany, with the
same competitiveness index of 5.4. The state policy
of these countries creates the preconditions for
the state policy of tourism, which is reflected in
the activities of regions and businesses. In view of
Central Europe Countries has the leading position
Austria, which is in the TOP 10 most competitive
destinations, with 7th place with an index value of
5.1. The competitive advantage of these countries
liesin the coordinated management of tourism at the
national, regional, and local levels, well-established
tourism infrastructure and superstructure, qualified
workforce, or the friendliness of residents towards
tourists (Novackd, 2011).



Figure 2: The T&T Competitiveness Index 2019 Framework
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As we can see from the Table 2, the indexes, and
positions of V4 countries are different. The Czech
Republic holds the best position, while the other V4
countries show the need to pay maximum attention
tothe development of tourism. Theinspiration for the
improvement of the V4 countries in this evaluation

can be the tourist attractive countries, which hold
a significant position in the global and European
ranking of competitiveness in the international
tourism market because of their conceptual work in
the field of tourism development.

Enablin Natural and
Country : - Infrastructure Cultural
environment
Resources
Slovakia 60. 31. 4.0 5.3 4.5 3.5 2.5
Czech 38, 22. 43 5.6 4.7 4.5 25
Republic
Poland 42. 23. 4.2 5.3 4.5 4.0 3.1
Hungary 48. 27. 4.2 5.3 4.9 4.1 2.5

Source: authors’ calculations according to World Economic Forum, 2020.

When studying the position in category Enabling
environment, we can see that Slovakia has the
worst business environment in comparison with
the rest of the countries. The competitiveness
of tourism is partially influenced by the prices of
services in hospitality industry. Compared to the
other countries, Slovakia has the highest VAT for

accommodation and food services. Table 3 describes
the tax rates for these services. The high tax rates
for hospitality services may reflect partially in higher
prices for these services which may results in lower
tourist flows in Slovakia and last position of business
environment.



Table 3: VAT rates for tourism services in V4 countries

_ VAT rate for accommodation services VAT rate for foodservices

Slovakia 10%
Czech Republic 10%
Poland 8%
Hungary 5%

Source: European Commission, 2017.

The last place belongs to Slovakia not only from
the point of view of V4 countries, but it also holds
the last position among all EU member states.
Compared to 2017, Slovakia fell by 1 place in the
overall evaluation. This placement is also caused by
the increasing competitiveness of the surrounding
countries and to the low pace of improvement of all
assessed criteria.

ORGANIZATIONAL CHART OF TOURISM
IN V4 COUNTRIES

Even though tourism is often considered to be
an activity within the private sector, national
governments are gradually taking on an increasingly
active role in terms of using tourism as a tool for
development, shaping the economic environment
for the development of this sector or creating
legislation. Recently, the national governments also
play an important role in the country’s marketing.

The way how tourism is managed is different in each
country. The extent of the impacts of tourism on the
country‘s economy presents challenges for policy
makers to understand the country‘s competitiveness
assumptions and the appropriate way of managing
it. It should be noted that the institutional provision
of tourism is also related to the support of this sector

20%
10%
8%
5%

in the context of marketing activities and concepts
of long-term tourism development. In the following
section, we focus on examining the institutional
provision of tourism individually in V4 countries. It is
therefore clear that the government’s role in tourism
covers a variety of governance areas. However, the
government should not be seen as the only actor that
can carry them all important functions for effective
tourism coordination (Kanceldria Ndrodnej rady SR,
2018). Table 4 describes the organisation structure
of tourism in V4 countries.

Due to the fragmented nature of tourism, activities
related to tourism development fall into competence
of central government bodies (ministries).
Organisation of tourism management at the national
level is established in similar way, which means that
tourism is integrated as a section in the relevant
ministry. The relevant ministries are responsible for
coordinating and setting guidelines in the field of
tourism, including the management, regulation, and
legislation. The role of National Tourist Offices which
are responsible for the marketing and promotion
of country as a tourist destination is to carry out
statistical and marketing analyses and deliver
marketing strategies for tourism products in both
domestic and international markets.



Table 4: Organizational structure of management of tourism in Visegrad countries

National level

R |
National Marketing Agency egiona
management
parlament

Reglonal level

overnment Number of : :
- : i e_ro Marketing Regional
international
: brand management
offices
Ministry of Economic Regional and
. transport and . Slovakia Good Idea Local Tourist
Slovakia . Affairs 6 . L
construction of Committee Travel Slovakia organisations
Slovak republic 7+ 40
Committee
Mini f Publi 14 self-
Czech |n|s.try © or.1 .Ub IC. Czech Land of se‘
. Regional Administration . 16 . governing
Republic . Tourism Stories .
Development and Regional regions
Development
. 16 regional
Ministry of DEISIeTE] Polish tourist
. Economy and . Move Your .
Poland Economic . Tourism 14 . organisations
Innovativeness . Imagination
Development . Organization + 120 local
Committee .
organisations
Cabinet office . Hungarian WOW Hungary 88
. Committee on . . .
Hungary of the Prime . Tourism 8 — Wellspring of  Tourism related
. Economics L
Minister Agency Wonders associations

Source: European Commision (2017); Kanceldria Narodnej rady SR (2018); OECD (2021); Slovak Business

Agency (2020).

From the Table 3 we observe that none of the
V4 countries has a specially designated Ministry
of Tourism, but tourism is included as a section
within a specific department. In the Slovak area,
we positively evaluate the establishment of the
national marketing agency for tourism - Slovakia
Travel and soon we expect a new marketing strategy,
which will set clear goals and activities related to
the promotion of Slovakia not only for domestic,
but also for international tourism. The current
legislation also precisely sets the conditions for
tourism management at the regional level.

STRATEGIC DOCUMENTS OF TOURISM
IN V4 COUNTRIES

When identifying the strategic documents of tourism,
we need to understand that these documents form
the basis of destination management. These are the
initial documents that outline the basic directions
of tourism development in accordance with the set
strategic goal (Novacka, 2011). The following Table
5 provides a brief overview of the most important
documents of each country in which they are
committed to develop tourism. Based on recent
analyses they set strategic goals and challenges for
the future.



Table 5: Strategic documents of V4 countries

| Country | Doument

Tourism Development Strategy until 2020

Slovakia

Tourism Marketing Strategy 2019-20

Tourism Marketing Strategy 2021-2025 — in a process

Czech
Republic

Poland

National Tourism Strategy 2021-2030
Marketing strategy 2021 (Czech Tourism)
Marketing Tourism Strategy 2021-2025 (Czech Tourism)

Programme for Tourism Development until 2020

Marketing Tourism Strategy 2012-2020 (POT)

Hungary

National Tourism Development Strategy 2030

Source: European Commision (2017), OECD (2021), Slovak Business Agency (2020), Kanceldria Narodnej rady

SR (2018).

Based on the up-to-dateness of the basic strategic
documents in tourism, we can summarise that the
Czech Republic is the number one, which, in addition
to the Strategy for the Development of Tourism
in the Country for 2021-2030, has published the
Marketing Strategy for 2021-2025. Moreover, Czech
Republic, as the only country in the Visegrad region,
has responded to the COVID-19 pandemic situation
and presented the Czech Republic’s Crisis Action
Plan for 2020-2021 for the rescue and subsequent
restart of the tourism. The time lag of the above-
mentioned documents of individual countries (with
the exception of the Czech Republic) may also be

caused by the persistent pandemic situation where
policy makers are addressing other challenges
caused by the pandemic.

To provide more in-depth, analysis of strategic
documents, we have decided to identify the overall
objectives and visions of the key tourism strategies
in Visegrad region. This information provides Figure
3. Strategic documents in general aim to better the
tourism performance of the country. However, each
country has different objectives and visions how to
reach their aims.



Figure 3: National strategies of tourism in V4 countries

T
Czech Republic J

eNational Tourism Strategy 2021-2030
*Time frame: 2021-2030
eVision: Czech Republic as a SMART innovation destination at the forefront of Europe

*The overall objective:move the Czech Republic forward in the Travel & Tourism Competitiveness
Index to 30th place

Slovakia

*Tourism Development Strategy until 2020

*Time frame: 2013-2020

eVision: a country with an advanced tourism that will be internationally competitive with developed
quality destination management

*The overall objective: increase the competitiveness of tourism while making better use of its
potential in order to balance regional disparities and create new job opportunities

Poland

eProgramme for Tourism Development until 2020
*Time frame: 2015-2020

eVision: A country with a modern tourism with SMART Polish tourist regions, representing a key
knowledge factor of regional and national development with the aim of strengthening the country's
competitiveness in the EU

*The overall objective: strengthen the development of a competitive and innovative tourism sector
by supporting organisations and initiatives in the tourism sector, while respecting the principles of
sustainable development

Hungary J

eNational Tourism Development Strategy 2030

*Time frame: 2016-2030

eVision: To improve the living conditions of the Hungarian residents through the development of a 5-
pillar tourism

*The overall objective: : tourism until 2030, Hungary's leading economic growth sector, offers quality
experiences, is easily accessible using innovative solutions, has a stable national brand and offers

attractive job opportunities

Source: Kancelaria Narodnej rady SR (2018); OECD (2021); Slovak Business Agency (2020).

When setting the goals of the current strategic
documents of V4 countries, we observe a shift
forward, which is significantly different from the
management and marketing practices in the past,
when the priority was to focus on competitiveness
and profitability of stakeholders operating in tourism
in the destination. Policymakers are aware of the
fragility of the tourism ecosystem. Therefore, they
implement sustainability elements into the creation
of supportingdocuments. We canfind the sustainable
element e.g., in Poland and the Czech Republic.
However, Slovakia still does not have a valid strategy
for the current period of time. What we recommend
to policy makers when setting the goals and visions of

Slovakia is to implement the sustainability element
which need to be used in a real life both for private
and public sector. When developing a new strategy,
we strongly recommend to all Visegrad countries to
find inspiration in Austria. Austria is a good example
of destination when the state policy towards tourism
is well established. Thanks this, Austria is one of the
leading tourist destinations in Europe. Moreover,
Austria’s National Strategy for Tourism called Plan
T- Master Plan for Tourism does not have a time
framework (,,expiration deadline”) which means its
validity is unlimited. This should be inspiration for
Slovak policymakers.



Due to geographical location, Visegrad region is
not and cannot become a region of mass entry of
tourists for traditional summer beach holidays.
Nevertheless, the countries” cultural, historical, and
natural potential is huge, and with the right marketing
efforts, improvement and development of the tourist
infrastructure, the number of international tourists
arriving at V4 countries can grow significantly.
We can sum up that the interest of government
authorities and adequate approach to working out
complex of measures and the relevant support to
develop touristic and recreational services may
promote attraction of considerable number of new
tourists and growth of the share of the industry of
tourism in the economy of V4 countries. Therefore,
creating the strategic documents is inevitable part
during defining the main aims in context of tourism
development of the country.

For bettering the tourism development in V4
countries we propose to create the new national
strategies to Slovakia and Poland which still do not
have a valid strategy for the current period. Thanks
to the statistical database, the source markets
analyse they can set up the objective for the next
couple of years. However, the role of sustainability
plays and important role nowadays. Therefore, we
recommend policymakers to keep sustainability of
tourism in mind when creating strategies. Lastly, we
recommend to policymakers in Slovakia to lower tax
rates for tourism services which can lead to better
conditions for business environment.

To summarise common approaches of state
support, we evaluate that each country except for
Hungary has both National Strategy of Tourism and
Marketing Strategy which are inevitable parts to
reach the success. Another common feature is that
all V4 countries has the management of tourism
established in a similar way, meaning they have
destination tourist organisations at the regional
and national level. Different approach in tourism
of V4 countries are the overall goals and objectives
identified in their strategies. Every country wants to
attract the tourists in different ways. However, we
can conclude the results of these strategies after
post-pandemic period when the tourism will come
back to the pre-crisis level.

When it comes to cooperation of Visegrad region in
tourism, we can conclude that all countries have in
above mentioned documents stated that common
cooperation in long distance markets is important
for them. However, the COVID pandemic have
caused significant drop in tourism arrivals from
oversees region. Therefore, Visegrad region started
to focus more on geographic closer destinations
such as Scandinavian region, Germany, or Austria.
However, the most important clientele of Visegrad
countries during pandemic has been the residents
of the country. Therefore, we suggest policymakers
to support the tools of state support for domestic
tourism which can be lifesaver of tourism in hard
times of the country. As an example of support can
be recreational checks as is a useful tool in Slovakia,
when Slovak residents can visit Slovakia, while their
employer will reimburse 55% percent of total costs
of their stay.

Besides, the Visegrad region in context of improving
the state management in the tourism industry can
find inspiration in the tourism management of
Austria, another Central-European country which
belong to the one of the best performing countries
in tourism industry in Europe. This country has
one of the highest incomes from tourism annually
while posting the most visitors on an annual basis.
In addition to this, Austria has the most aggressive
management and promotion strategies to position
themselves as top tourist destinations globally.
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