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Uvod
Cteni Citatelia,

zamyslite sa spolu s nami nad vysledkami uplynulého roku v oblasti ekonomiky
a iste budete suhlasit’ s nami, Ze to bol rok Uspesny. Pod'akovat’ treba vsetkym,
ktori k jeho dobrym vysledkom prispeli. Pri vytyCovani cielov a Uloh v oblasti
ekonomiky na rok 2018 budeme teda Cerpat’ z dobrych skisenosti uplynulého roku,
ba Co viac, poklsime sa byt tvorivejsi. V oblasti ekonomiky nas niektoré zmeny
potesili. Vyzdvihnime aspon tri:

e  Zrusenie danovych licencii, ktoré je zakotvené v novele zdkona o dani
Z prijmov.

e  Prvykrat za darové obdobie r. 2017 si podnikatelia méZu v tomto roku uplatnit’
vySSie pausalne vydavky.

e  Statny rozpoCet v r. 2017 sa uzavrel lepsie ako sa ocakavalo. Planovany
schodok rozpoctu bol na Grovni priblizne 2 mid. EUR. Ale v skuto¢nosti sa bude
pohybovat’ na drovni cca 1,2 mid. eur, o je velké pozitivum.

Zaroven vsak mame pred sebou rad zmien, ciel'ov a Uloh na rok 2018. Uvedieme
aspon niektoré:

zmeny v transférovom ocenovani,

rast priplatkov za pracu v noci, y

zvysenie zdravotnych odvodov, ktoré zaplatia SZCO a teda aj Zivnostnici,
rast prijmov, z ktorych podnikatelia budu platit’ odvody,

zmeny v danovom zataZeni,

sprisnenie podmienok nakladania s osobnymi Gdajmi,

podnikatel'om hrozia vyssie pokuty,

»novinky" v oblasti dani z prijmov a DPH.

Vazeni Citatelia, noviniek bude urdite viac. Musime si vSak uvedomit, Ze vSetky
sleduju rast efektivnosti nasej ekonomiky. Odporicame ich sledovanie, pricom sa
radi podelime na strankach nasho Casopisu s Vasimi nazormi a navrhmi. Redakcia
praje v nastavajucom obdobi vela dobrej vole pri aplikovani pocetnych zmien
v ekonomickych procesoch.

za kolektiv autorov
prof. Ing. Helena Strazovska, PhD.

/




Skasenosti, vyhody a bariéry subjektov hospodarskej praxe
v ramci spoluprace s vysokymi skolami

Henrich Drabik?

Experiences, benefits and barriers of business sphere within cooperation
with the universities.

Abstract

If the university wants to be with actual trends in high school education, and at the
same time be competitive, it must constantly monitor development on the market of
high school education, and be able to adapt to that. The university needs to know
business sphere ‘s demands on graduates, what are its other needs and what business
sphere expacts from the universities at all. The main goal of this article is to introduce
some aspects of cooperation of academic and business sphere, just from the point of
business sphere view. The article is based on marketing research, that was realized for
purpose of complex analyse of academic and business sphere cooperation. Regarding
the research method, interview, as a method of qualitative marketing research, was
selected. Applicability of this method results from the need of knowing and
understanding attitudes and opinions of the business sphere representatives with
relevant experiences within cooperation with the universities.

Key words

academic sphere, business sphere, cooperation, barriers, experiences

JEL Classification: M31

Uvod

Poskytovanie vzdelania je, z hl'adiska tedrie i praxe, chapané ako poskytovanie
uréitého druhu sluzby. Vzdeldvacia institlcia, verejna vysoka Skola, nie je primarne
zamerand na dosahovanie zisku. Ztoho dovodu je preto mozné, pri uplatneni
marketingu na vysokej Skole, vychadzat’ prave z oblasti sluzieb neziskového sektora.
To doslova potvrdzuje Svétlik (2009), ktory hovori, Ze ,marketing vzdeldvacich
institucii vychadza z marketingu neziskovych sluzieb® pricom vsak zdoraziuje jeho
»Silny socialno-eticky aspekt." Pri porovnani marketingu aplikovaného v komercnych
firmach a vysokych Skolach je mozné najst’ podobné znaky, ale i také, ktoré ich od
seba odlisuju. (Svétlik, 2009) vidi, Ze ,niektoré sucasné problémy Skoly st vo svojej
podstate rovnaké ako problémy firiem, ktoré podnikaju na trhu. OdliSnosti v ciel'och
Skoly a ziskovej organizacie, ako aj Specifické poslanie a podmienky cinnosti Skol
smeruji ktomu, Ze marketing Skoly vychadza predovsetkym z tedrie a praxe
marketingu neziskovych organizacii a marketingu sluZzieb a prihliada na vel'mi
Specifické ciele vzdelavacich instittcii." Ak chce vysoka Skola drzat’ krok s aktualnymi
trendami vo vysokoskolskom vzdeldvani, a zaroven byt konkurencieschopna, musi

! Ing. Henrich Drébik, Ekonomickd Univerzita, Obchodna Fakulta, Katedra marketingu, Dolnozemska cesta 1,
852 35 Bratislava, heno.drabik@gmail.com
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jednoznacne sledovat’ vyvoj na trhu vzdelavania i na trhu prace, a si¢asne musi byt’
schopna sa mu prispOsobit’. Vysoka Skola potrebuje vediet/, aké poziadavky su kladené
na absolventov, aké potreby definuje prax, a ¢o prax od vysokych skol ocakava.
Vysoka Skola ma k dispozicii marketingové nastroje, ktoré moze za tymto Ucelom
vyuzit. Ivy (2008) definuje marketingovy mix vysokej Skoly ,ako subor
kontrolovatelnych nastrojov, ktoré vyuziva institicia za Ucelom vytvorenia reakcii na
potreby prichadzajuce z roznych ciel'ovych trhov. Pozostava zo vsetkého, ¢o univerzita
moze urobit’, aby ovplyvnila dopyt po sluzbach, ktoré pontka."

Vysoké skoly poskytuju vysokoskolské vzdelavanie v celej Sirke sUstavy Studijnych
odborov. Dopyt po tomto produkte vznika na strane zakaznikov, ktorymi su Studenti,
hospodarska prax a spolocnost™ (Jurkova, 2007). To znamena, Ze hospodarska prax je
neoddelitelnou sucastou cielovych trhov vysokej Skoly a koordinacia vzajomnej
spoluprace s fiou by mala patrit medzi vyznamné oblasti zaujmu vysokej Skoly.
»Spolupraca univerzity s hospodarskou praxou sa musi chapat’ ako doblezita sucast’
stratégie a rozvoja univerzity. Ramcové podmienky spoluprace, ludia, finan¢né otazky
a dalsSie dolezité prvky, ktoré vplyvaju na fungovanie spoluprace s praxou, musia byt
zahrnuté do planov a stratégie univerzity" (Dan, 2013).

Cielom tohto Clanku je pribliZit' niektoré aspekty spoluprace vysokej skoly a praxe
tak, ako ju vnimaju prave subjekty hospodarskej praxe. Clanok vychadza z vysledkov
rozsiahlejSieho marketingového vyskumu, ktory bol realizovany za ucelom
komplexného postdenia spoluprace vysokych skol a praxe.

1. Metodika prace

Spolupraca vysokych Skol s hospodarskou sférou musi byt zalozend na
systematickom a konceptnom pristupe, ato z obidvoch zucastnenych stran. Je
dolezité, aby obe strany povazovali spolupracu za zmyslupind, s prinosom pre kazdu
nich. Z toho dovodu je vel'mi dolezitd dokladna priprava kazdej jednej Cinnosti, ktora
so spolupracou s praxou suvisi. Podcenenie pripravy vzajomnej spoluprace méze mat’
za nasledok zlyhanie pri Uvodnych rokovaniach alebo v procese realizacie réznych
jeho realizacie, strate imidzu a pod. Tato situacia nie je prijemna ani pre jednu zo
zainteresovanych stran.

Aby sa vysoka Skola vyhla takejto neZiadlcej situacii musi poznat’ nielen samu
seba, svoje prednosti a nedostatky, ale hlavne svojich potencidlnych partnerov. Je
dobré vediet’ ako v subjekty hospodarskej praxe vnimaju spolupracu s vysokou Skolou,
aké maju na vysoké Skoly nazory, aké formy spoluprace najcastejsie vyuzivaju. Tiez je
dobré zamerat’ sa na to, ¢o vzajomnu spolupracu podporuje, a naopak, aké rizika
a bariéry spoluprace identifikuje hospodarska prax. S cielom ziskat' potrebné
informacie o pohlade firiem na spolupracu s vysokymi Skolami bol realizovany
marketingovy vyskum. Metoda kvalitativneho marketingového vyskumu bola zvolena
z dovodu potreby ziskania informacii o postojoch, osobnych i pracovnych, a nazoroch
0sdb, ktoré maju dostatok skusenosti smerom vysokym Skolam, a ktoré zaroven
reprezentuju firmy pOsobiace v roznych oblastiach. Hlbkové, vopred pripravené,
rozhovory boli vedené so zastupcami 20 firiem z nasledovnych oblasti (za uvedenim
oblasti uvadzame pocet oslovenych firiem):
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- bankovnictvo (3),

- cestovny ruch (1),

- informacné a komunikacné technoldgie (4),
- maloobchodna siet’ (1),

- poistovnictvo (1),

- poradenstvo (1),

- stavebnictvo (1),

- vyroba (1),

- iné (5).

.....

vyznamu. Pri kazdej oslovenej spolocnosti bol predpoklad potencidlnej alebo uz
existujucej spoluprace s aspon jednou vysokou Skolou. Konkrétna osoba, s ktorou bol
rozhovor realizovany, bola vybrana na zaklade jej kompetencii v ramci firmy, ako aj jej
znalosti danej problematiky vSeobecne. Je pravda, Ze spoloCnosti maji pre oblast’
spoluprace s vysokymi Skolami rzne pracovné pozicie, pricom méZe ist’ o jednu alebo
viac os0b, relevantnych pre jej zastresenie.

Je samozrejmé, Ze pocas hibkovych rozhovorov sa stava, e respondent odboci
od témy (cielene alebo nahodou) a ma zaujem hovorit’ o inych, nie priamo s témou
sUvisiacich oblastiach. Vtedy je potrebné metdédou abstrakcie, velmi citlivym
spOsobom, vratit’ respondenta spat’ do témy a abstrahovat’ od informacii, ktoré nie su
pre nas vyskum dolezité. Analdgiou sme hladali spolo¢né znaky v ramci jednotlivych
realizovanych rozhovorov, ako aj medzi ziskanymi informdaciami a teoretickymi
poznatkami. Deskriptivna metéda bola vyuzivand pri opise (charakterizovani)
subjektov, javov a situacii. Komparacia nam pomohla na jednej strane porovnavat’
Udaje ziskané od jednotlivych oslovenych subjektov navzajom, na druhej strane
informacie ziskané vyskumom s teoretickymi poznatkami. Indukciou sme sa na zaklade
zistenych jednotlivych Gdajov, faktov, snazili dospiet’ k zaverom, ktoré mbézZeme
zovSeobecnit'.

2. Parcialne vysledky marketingového vyskumu

V tejto kapitole su prezentované niektoré oblasti vzajomnej spoluprace tak, ako
ich vidia zastupcovia praxe. Uvod rozhovoru sme zacali otazkou Aké madte skusenosti
50 spoluprdcou s vysokymi skolami, studentami a absolventami? Nezaujimala nas ani
tak prva, okamzita, odpoved’, ale skor reakcia dopytovanej osoby. Tato otazka je velmi
vSeobecna a odpovede ako vyborné, dobré, malé a pod. sme vel'mi nebrali do Gvahy,
pretoZe, ako sa ukazalo pocas rozhovorov, nemuseli byt Uplne presné a dopytovani
Casto svoj nazor upravili podla oblasti, ktoré sme rozoberali detailne. Z hl'adiska
psychologickej exploracie vSak mala tato otdzka dlezity vyznam. Na zaklade reakcie
sme hned’ vedeli posudit’, ako sa bude rozhovorov uberat’. Ci je to pre dopytovaného
len povinng jazda alebo, Ci je to osoba, ktora ma k tejto téme naozaj o povedat’, resp.
¢i ma zaujem si nie¢o zo vzajomného rozhovoru odniest’. Mali sme Stastie alebo to bol
nas zodpovedny vyber dopytovaného, pretoZe prakticky vSetci dopytovani mali so
spolupracou s vysokymi Skolami osobné skusenosti, vedeli sa v tejto téme orientovat’
z pohl'adu firmy a mali zaujem sa o nej rozpravat. Ak sme polozili vSeobecnl otazku,
skusime vSeobecne odpovedat. Kazda firma ma vlastné skusenosti zo spoluprace
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s vysokymi Skolami. Niektora vacsie, ind mensie. DOleZity, a zrejme najdolezitejsi,
poznatok je, Ze firmy sa chcl rozpravat. Maju zaujem hladat’ priestor, maju zaujem
pomoct, ale zaroven aj nieco ziskat' pre seba. Podrobnejsie informacie su uvedené
v dalsich kapitolach. Ak maji z minulosti aj ciastocne negativne skusenosti, su
pripravené podielat’ sa na ich naprave, identifikovat' slabé miesta a vyuzit' to, o takato
spolupraca ponuka.

2.1. Prehl'ad foriem spoluprace podnikov s vysokymi skolami

Tak, ako sU niektoré formy spoluprace, viac alebo menej, vhodné pre konkrétnu
univerzitu, tak aj podniky v komercnej sfére maju svoje Specifika, ktoré ich predurcuju
pre vyber urcitej konkrétnej formy. Tento vyber ovplyviiuje zameranie firmy, jej
velkost', Struktira zamestnancov, interné smernice a Standardy i geograficka poloha.
V podstate kazda z oslovenych firiem ma moznost vyuzivat, a mnohé z nich aj
vyuzivaju, Standardné formy spoluprace s akademickou sférou. Medzinarodné
spolocnosti, vacsinou so zastupenim v réznych krajinach, vSak zvykn( pre svoje
potreby implementovat’ a ponukat’ (vyuzivat) vlastné formy a metody spoluprace.
Z realizovanych rozhovorov sme zistili nasledovné skutocnosti:

Medzi zakladné formy, ktoré subjekty hospodarskej praxe pre spolupracu
s vysokymi Skolami redlne vyuzivaju, patria:
- prednasky na tému podla Studijného programu — pre Studentov konkrétneho
rocnika alebo urcitého studijného odboru,

- odborné prednasky na rozne aktualne témy suvisiace s predmetom Studia —
pre vSetkych Studentov Skoly,

- odborné prednasky organizované pre vopred vybratu ciel'ovd skupinu s cielom
oslovit’ Studentov s realnym zaujmom o pracu v danom Specifickom odbore —
mozu sa konat’ aj v priestoroch konkrétnej firmy,

- spoluliCast’ pri zadavani tém zavereCnych prac, ich vedeni, konzultovani
a oponenture,

- Ucast’ na odbornych konferenciach spojena s naslednymi vystupmi, financna
podpora konferencii, ¢i spolutiCast’ pri organizacnych pracach,

- priama Ucast’ na vzdelavacom procese, v dvoch pripadoch sme sa stretli so
Specifickou formou - vyuCovanie viastného predmetu,

- Studentska prax - je realizovana v mnohych podobach,
o kratkodobé (mesacné) staze,

e praca popri Studiu (napr. na polovicny Uvdzok) s moZnost'ou zostat’ vo
firme aj po skonceni stidia,

o kratkodobé motivacné pobyty vo firme — ciel'om je priblizenie atmosféry
azvota vo firme, ktoré mozu Studenta motivovat v danej firme
pracovat,



- Ucast firmy na naborovych akciach a veltrhoch prace, ktoré su organizované
vysokou Skolou resp. nezavislou agentirou (podobné akcie organizuju niektoré
firmy samostatne pre svoje potreby). Ide o predstavenie pracovnych pozicii
pre Studentov a absolventov. SU organizované personalnym oddelenim resp.
oddelenim l'udskych zdrojov alebo externou personalnou agentirou, a su
zamerané hlavne na ziskanie absolventov s uritym zameranim alebo
zruénost'ou. Sucastou méze byt prehliadka priestorov firmy uréenych na
pracovné aj mimopracovné aktivity,

- veda a vyskum — samostatna oblast’ spoluprace, ktor( pravidelne vyuzivaja len
tri firmy z oslovenych. V tychto pripadoch ide o dlhodobl spolupracu, vyhodnu
pre obe zlicastnené strany. Z rozhovorov vyplynulo, Ze tato oblast moznej
spoluprace je vyuzivana minimalne, ¢o vyplyva hlavne z nedostatku informacii
0 jej moznostiach a vyhodach. Tu je potrebné rozliSit vyskumné aktivity
mensieho rozsahu (realizadcia mensich, nezavislych vyskumov) a vyskum
zaloZeny na koncepcnej, dlhodobej spolupraci,

- Ucast’ firiem na internych vysokoskolskych projektoch (rieSenie redlnych
projektovych uloh, ucast’ v roznych tematicky zameranych kluboch, a pod.),

- priama finan¢na pomoc,
- materialna pomoc,

- platend prezentacia firmy (pripadne prezentacia oproti inému plneniu
v prospech vysokej Skoly) v rdmci aredlu vysokej skoly,

- exkurzie pre Studentov i zamestnancov Skoly,

- externé doktorandské Studium pre zamestnancov firmy.

Netradi¢né formy spoluprace resp. formy spoluprace, ktoré s vzhfadom na svoje
pomenovanie Specifické, a s ktorymi sme sa zaroven stretli pri rozhovoroch su:

- job shadowing alebo tiefiovanie so Studentami; Student travi vSetok ¢as vo
firme sjednym pracovnikom a podrobne sleduje jeho cinnost’ pricom
nadobuda pocit akoby ju vykonaval sam. Ciel'om tejto formy metody:

e motivacia k vysledkom a uplatneniu sa v praci,

e priprava pred pohovorom,

e dokonalé spoznanie sa s prostredim,

e zvySovanie povedomia o firme smerom k zaujemcom o pracu.

- vzdeldvacia akadémia — vzdelavanie potenciadlnych zamestnancov vratane
Studentov (nie je zamerané len na Studentov). Firma plati urcitd sumu
potencidlnemu zamestnancovi za to, Ze sa vzdelava v konkrétnom, Specifickom
odbore. Vzdeldvanie trva 3 — 12 mesiacov a priebezne sa vyhodnocuije.

Rozne studie, Ci literatira vSeobecne (odborné clanky, zborniky z konferencii,
a pod.) identifikuji skutotne mnoho rbéznych foriem moznej spoluprace. Ale je
potrebné zdoraznit, Ze pocas nasho vyskumu sme sa s mnohymi z nich nestretli.
Usudzujeme, Ze v naSom regione esSte nie su urcité formy spoluprace plne rozvinuté
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alebo nie su vzhl'adom na r6zne okolnosti zatial' vhodne pouZitelné. Ide napriklad
o nasledovné formy:

- Ucast’ na formovani ucebnych osnov a zaradenie pozadovanych predmetov
(programov) do vzdelavacieho procesu,

- povinna angaZovanost' vrcholovych manazérov k externému prostrediu, ktora
zahrma prednasky, vystUpenia na roznych forach, diskusiach a pod.,

- Ucast’ predstavitel'ov univerzit v riadiacich organoch podnikov (opacne to
CiastoCne funguje),

- celoZivotné vzdeldvanie zamestnancov (je Casto realizované internymi
l'udskymi zdrojmi alebo r6znymi agentirami),

- spolo¢né budovanie kariérnych centier,
- spolo¢né podniky,

- staze pedagogickych a vedecko-vyskumnych zamestnancov univerzity vo
firmach.

2.2. Dovody a vyhody spoluprace praxe s vysokymi skolami

Pocas rozhovorov sme zist'ovali hlavné dovody, ktoré motivuju prax spolupracovat’
s vysokymi Skolami. Je ich niekol'ko. V prvom rade je potrebné rozdelit’ tieto dovody na
nezistné a zistné (nie vSak Spekulativne):

Nezistné dovody vychadzaju z urcitého vztahu ku konkrétnej vysokej Skole.
vplyv na rozhodovacie procesy a su osobne previazani s vedenim vysokej Skoly alebo
inak, v pozitivnom zmysle, na Skolu naviazani. Casto nejde o spolupracu v pravom
slova zmysle, ale o jednostranné aktivity smerom k vysokej kole, vacsinou kratkodobé.
Mo6zeme hovorit’ o priamom finan¢nom sponzorstve, materialnych daroch a pod. Tento
spOsob pomoci vSak méZe potencialne prerast’ v spolupracu dlhodobu. Vyhodu takejto
spoluprace pocituje prakticky len vysoka skola, ak samozrejme, neberieme do Gvahy
osobnu spokojnost’ konkrétnej osoby.

Zistné dovody predstavuju formu spoluprace, ktora jednoznacne prevlada, je
zaloZzena na ziskani urcitych benefitov, prip. konkurencnych vyhod z tejto spoluprace
vyplyvajucich, ato pre obe strany. Ziskané benefity si mnohokrat meratel'né len
subjektivne, resp. kazda strana ma iné kritéria na posudzovanie vyhodnosti spoluprace.
Vel'mi dolezitym ukazovatelom je vzajomna spokojnost’ a dlhodoba spolupraca.

Hlavnym dovodom pre zacatie spoluprace s vysokou Skolou je zrejme moznost
ziskania urcitej vyhody (benefitu). NajcastejSie benefity vyplyvajlice zo spoluprace
s vysokou Skolou uvadzané praxou su nasledovné:

- koncepcna praca so Studentami za ucelom ich mozného zamestnania vo firme
predstavuje hlavne budovanie lojality, vztahu k firme, ziskavanie zakladnych
zruCnosti, ¢i adaptaciu na nové socialne prostredie,
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- ziskanie Studentov na brigadnickd cinnost’ - zniZzovanie nakladov, moznost’
priebezne oslovit’ studentov ako potencialnych zamestnancov,

- vyuzitie personalnych kapacit vysokej skoly pre Ucely vzdeldvania vlastnych
pracovnikov — ich osobny rast; paradoxne tato forma je malo vyuzivana,

- vyuzitie kapacit Skoly (hlavne vedomostnych) - vyuZivanie novych poznatkov
pre rozvoj firmy — priamo suvisi aj s predoslym bodom,
- znizenie nakladov na vyskum a vyvoj — priama spolupraca na vyskumnych

vystupov),
- moznost’ propagacie firmy — velmi Siroko vyuzitel'ny priestor,

- zvySenie prestize resp. image firmy vyplyvajucej z podpory vysokych skol —
celospolocensky rozmer.

Samozrejme, ze jednotlivé dovody sa m6zu navzajom prelinat, ¢im zaroven mozu
vytvarat, a zrejme aj vytvaraju, vyraznejsi efekt vyplyvajlci zo vzajomnej spoluprace.

2.3. Bariéry a problémy vzajomnej spoluprace.

Bariéry, inak povedané obmedzenia, su v ramci spoluprace vysokych Skol a praxe
samostatnou kapitolou. Na jednej strane existuju objektivne dovody (napr. legislativa),
ktoré urcuji vzajomnej spolupraci mantinely, na druhej strany je znamych viacero
inych pric¢in, ktoré je ale mozné vzajomne prekonat, resp. odstranit. Co sa tyka
vzajomnej spoluprace, kazda zo zlcastnenych stran (Skola, pedagdgovia, prax,
Studenti) ma svoje predstavy a moznosti. Tie sa, samozrejme, nie vzdy zhoduju. Zial,
realita hovori, Ze vacSinou je na vine ,ten druhy". Podniky uvadzaju viacero dovodov,
ktoré brania zacatiu a rozvinutiu hlbSej a dlhodobej spoluprace s vysokymi Skolami. Tie
by sme mohli chapat’ ako primarne a sekundarne alebo ako hlavné a vedlajsie. Ako
primarne dovody chapeme tie, ktoré moze vysoka Skola svojim pristupom ovplyvnit'.
Samozrejme, musi ich najskor identifikovat, potom akceptovat’ ako opravnené
a nakoniec urobit’ opatrenia, ktoré uvedené dévody eliminujli. V d'alSej Casti uvadzame
primarne dévody braniace spolupraci uvadzané praxou:

Problém nadviazania spoluprace

- vysoké skoly st malo aktivne v kontaktovani firiem s navrhom na spolupracu,

- ak prvy kontakt prebehne, stava sa, Ze komunikacia skonci napriek spatnej
reakcie od firmy,

- navrhy na spolupracu su nie jasne formulované,

Informovanost’

- vysoké Skoly casto nedisponuji ucelenym materidlom (formou webovej
stranky, katalégu a pod.), ktory by obsahoval komplexni informaciu o ponuke
vysokej Skoly, tzn. o mozZnostiach a potenciali, ktorym disponuje, a ktory by
mohla v rdmci spoluprace s praxou vyuZit’ (ponuknut),
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Komunikacia
- nie vzdy je jednoznacne urcené, s kym ma firma komunikovat,
Negativne skisenosti s organizovanim spolocnych aktivit

- nedostatocna propagacia planovanych akcii — prednasky, diskusie, a pod.
Firmy niekedy nevedia vyhodnotit, ¢i vysokda Skola akciu nedostatoCne
zorganizovala alebo, ¢i Studenti o kontakt s praxou, resp. konkrétnou firmou
nemaju zaujem,

- nahananie Studentov na poslednu chvil'u.

Ako sekundarne dévody chapeme tie, ktoré moze vysoka Skola svojim pristupom
ovplyvnit', ale pre spolupracu nie st zasadne alebo ide o dovody, ktoré st dané stavom
spoloCnosti v zmysle postojov a nazorov roznych generacii, legislativy a pod.

Problémy sucasnej mladej generacie

- fluktuacia, odchody do zahranitia, snaha o priliS rychly kariéry postup,
neumerné financné poziadavky, nizka lojalita, novy Zivotny Styl spGsobuju
napr. eliminaciu absolventov z vyberovych konani na urcité pracovné pozicie,

Zaujem primarne o financné alebo iné sponzorské dary na rozdiel od realnej
spoluprace

- vyvolava pocit ziskania kratkodobej, UCelovej a jednostrannej vyhody.

Na druhej strane musime konstatovat, ze niektoré z dovodov, ktoré uvadza
literatira ako zasadné, sme pri rozhovoroch vobec neidentifikovali. Z toho méze
vyplyvat/, Ze tieto dévody su vel'mi sporadické, mozno si uvadzané viac v teoretickej
rovine (ako mozné alebo ako Kklisé), ako z praktického hladiska. Ide hlavne
o0 nasledovné dovody:

Neochota zmenit’' zauzivany sposob prace
- je to velmi vSeobecna formulacia, vzt'ahujlca sa na mnohé oblasti Zivota,

Neochota $kol zmenit’ alebo upravit’ studijné programy, nezaujem o potreby
praxe

- tento jav mnohokrat zavisi od proceduralnych faktorov, nie od ochoty alebo
zaujmu vysokej Skoly,

- zaroven to nie je dovod ovplyviiujlci vzajomnu spolupracu,

Zosuladenie casového harmonogramu spoluprace (Cas, ktory moéZe firma
venovat’ spolupraci a Cas, ktory je pre Ucely spoluprace schopna vyclenit’ vysoka skola)

- vel'mi vSeobecne uvadzany problém, ktory je badatelny v kazdom odvetvi
a nie je prekazkou pre zacatie spoluprace,

- tento dovod by sa mohol ukazat’ ako problematicky v buducnosti, ale rovnako
na obidvoch stranach,
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Nedostatocny zaujem studentov o priebezn( pripravu pre realny Zivot,
napriklad aj kvoli nezaujmu pracovat’ vdanom odvetvi po ukonceni skoly,
ktord studuju

- tento problém existuje, ale nie je dévodom, ktory by bol prekazkou pre
spolupracu praxe s vysokymi Skolami. Stale je dostatoCny pocet Studentov
s opacnym postojom,

- do urcitej miery by mohol spolupracu v niektorej oblasti obmedzit’,
Orientacia studentov na ,zbieranie znamok™"

- tento typ Studentov vzdy bol a vzdy bude,
Slaba flexibilita a inovativnost’ pedagogov

- je pravda, Zze akademicka sféra sa Casto spdaja s teoretizovanim, s problémom
akceptovat’ oblast’ praxe a rychle sa prispésobovat’ zmenam, ¢o moze vyvolat’
dojem slabej flexibility, ktora je zrejme pre spolupracu s praxou potrebna,

- vySSie uvedeny nazor sa vSak zrejme meni, ked’Ze nebol uvadzany ako dovod
preco s vysokymi Skolami nespolupracovat’. Je pravda, Ze niektori dopytovani
uvadzali problém dlhSej doby napriklad pri nastavovani podmienok spoluprace
alebo pri reakciach na vzniknutd situaciu, no na druhej strane potvrdili, Ze
v dnesnej dobe je tento jav Uplne bezny aj pri spolupraci firiem medzi sebou.

Zaver

Oslovenim subjektov hospodarskej praxe sme ziskali informacie, ktoré sa tykaju
ich skdsenosti a pohladu na spolupracu s vysokymi Skolami. Prostrednictvom
hibkového rozhovoru sme sa dozvedeli a pochopili ich postoje a nazory. Niektoré z nich
boli prezentované v tomto ¢lanku. Je pozitivne, Ze hospodarska prax je smerom k
spolupraci s vysokymi Skolami otvorena a berie ich ako rovnocenného partnera. Pod
rovnocennym partnerstvom chape vysokl Skolu ako partnera, ktory je zdatny nie len
vo svojom odbore, ale aj v oblasti riadenia projektov v tom najSirSom slova zmysle
(pod slovom projekt chapeme akukol'vek formu spoluprace s praxou), tzn. v rdmci ich
pripravy a realizacie. Prax oCakava partnera, ktory je jasne identifikovatelny, vie Co
chce, vie, Ze to dokaze, a vie, Co za to chce. Myslime si, Ze pre vzdelavacie institlucie
by bolo krokom vpred spojenie akademickych a manazérskych skdsenosti a zrucnosti,
ato nielen ¢o sa tyka rozvoja spoluprace s hospodarskou sférou. Verime, Ze
v dohl'adnej dobe sa odstrania vSetky bariéry, ktoré takémuto spojeniu brania.

Existuje mnoho foriem spoluprace vysokych Skol a praxe, ale nie vSetky sa daju
aplikovat’ v nasich podmienkach okamzite. Z toho dovodu by vysoka Skola spolocne
s konkrétnou firmou alebo organizaciou mali formou dialdgu, tzn. pocas stretnuti,
rozhovorov, hladat’ tG optimdlnu pre obe strany. Obe strany by mali velmi dobre
poznat’ svoje moznosti a limity (vedomostné, personalne, materidlne a financné), aby
spolupraca bola nielen na papieri, ale aby bola realizovatelnd a jej vysledky jasne
identifikovatelné. Takato forma spoluprace méze by dlhodoba, pricom deklarované
prinosy, benefity, nebudl pre obe strany len prianim, ale skuto¢nostou. Tymto
sposobom sa budu, krok za krokom, odburavat’ aj vSetky bariéry, ktoré vo vzajomnej
spolupraci vysokych Skol a praxe brania.
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Regulation of international marketing communication
in tourism?

Katefina Chaloupkova?

Abstract:

The article discusses international marketing communication with a focus on
advertising of tourism. It summarises the specific forms of enterprise acquisition,
which are actively used in tourism, on the foreign markets and analyses the impact of
the international environment on corporate business policy. The author focused on the
relevant legislation governing marketing communication, especially advertising in the
digital environment. The article specifies the relevant legal regulations that regulate
advertising of tourism in the EU and the Czech Republic. She states selected examples
of the problems of regulation from practice to the specific chapters — past or current
court disputes, interpretations and decisions of the European Court of Justice — with
emphasis on the areas where regulation is required in future.

Key words: marketing communication, international business, advertising, tourism,
regulation

JEL Classification: M3, M38

Introduction

Tourism is a branch with a challenging competitive environment. According to the
insurance company listings, about 830 active travel agencies and an estimated
1,000 travel agents currently operate on the Czech market. Although the number of
travel agencies in the Czech Republic is declining as the following table shows and
space is created on the market only for long-term established companies, it is also
difficult for newly established entities to take out statutory insolvency insurance and
thus be able to do business as a tour operator.

Tab. 1 Number of travel agencies in the Czech Republic with valid insolvency
insurance

Number of travel agencies in the Czech Republic with valid insolvency
insurance to the date

The insurance 24.02.2 @ 15.11.2 | 08.04.2 01.09.2 31.03.2 03.10.2 | 02.05.2

company 017 016 016 015 015 014 014
Generali 223 231 271 293 308 340 346
cpp 191 191 202 216 214 213 222
Uniqa 115 115 115 124 125 115 110

2 This paper originated within the scope of solution of Project IGA Economic, safety and systemic changes
in international tourism, No. F2/19/2017.

3 Ing. Katefina Chaloupkova, Prague University of Economics, Faculty of International Relations, Department
of Tourism, Husova 1606/48, 500 08 Hradec Kralové, petrickova.katka@seznam.cz
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Union pojist'ovna 145 163 156 163 147 160 154

ERV 129 128 126 127 125 122 123
Slavia 23 26 23 19 18 16 15
Allianz SK 2 2 2 n.a. n.a. n.a. n.a.
Total: 828 856 895 942 937 966 970

Source: websites of the relevant insurance companies, processed by the author [cit. 2017-06-29]

This business segment is complicated also from the viewpoint of market
sensitivity. Leisure time activities, choice of holiday type and holiday spending reflect
the economic situation in the country. The consumers are capable of a very quick
response to their own economic situation. The complexity of business in the tourism
segment is also supplemented by the risk of natural disasters, which may make
a destination undesirable overnight, deterioration of the political and security situation
in the developing countries and the recent terrorist attacks in Europe, to which the
travellers responded by radical curtailment of foreign trips during 2016 by up to one
fifth according to experts. Tourism enterprises must be ready to respond flexibly to all
changes at home and abroad. It is precisely the decisions on marketing strategy and
forms of advertising that are wholly fundamental in this case because it is only in this
way that it is possible to keep customers even in years with worse sales results and
not lose their confidence in organised foreign travel.

Not only the customers, but also suppliers seek business partners worldwide
thanks to the Internet and the offer on the international scale has thus completely
dominated demand. With the coming of new technologies and the Internet, legislative
regulation of communication and protection of certain groups of users is increasing in
importance. The Internet provides customers with huge numbers of information
sources, and the customers are better informed, but on condition that they are
oriented in the large volume of information. Several important legal regulations have
been adopted for better orientation in the advertised offer of travel services, which
have already been harmonised within the European Community. Nevertheless, some
new areas of digital marketing communication are still waiting for legal regulation.

The general public regularly calls for so-called better regulation towards
protection of consumer rights. While on the other hand, the professional public and
business sector are making an effort at deregulation and lifting of the regulatory
burden. With the onset of the economic crisis in Europe in the period 2007-2009, the
change trends disappeared. Currently, the European Union is again making an effort to
regulate tourism, but often without really favourable results, which is also due to
incomplete and mainly relatively non-complex harmonisation of EU law in the member
states. For this reason, disputes are solved by legal means.

Regulation of advertising from the legal viewpoint raises many issues concerning
the possible limit of regulation. This does not apply only to marketing. Regulation is
stimulating discussion in almost all fields — law, economics, political science, sociology
and psychology, science and research, social administration, etc., and for this reason,
it requires a multi-disciplinary approach. The article is focused exclusively on the area
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of marketing communication and advertising, with a specific focus on tourism
enterprises, i.e. the providers of package travel (travel agencies) and also their brokers
(travel agents).

1 Impact of the international environment on the corporate business
policy of tourism companies

International marketing can be considered as activities of the company,
enterprise, which lead to satisfaction of the customer requirements, but on the
international markets. Before entering these markets, the companies conduct many
analyses; in the field of marketing, the most important is the analysis of several
segments — political and legal environment, economic, socio-cultural and technological
environment, i.e. PEST analysis.

This article is focused on the impact of legal and political conditions in business
and marketing activities on the foreign markets. This is the most important part in the
stage of decision-making on market entry because if such strong legislative and
political barriers existed, which would block market entry, analysis of further business
conditions would not make sense. Companies in the process of internationalisation
work not only with opportunities in new markets, but also with international business
risks, which must be considered and not underrated, although they are often
unpredictable. These risks are mentioned as the most frequent: political and economic
instability, change in the security situation and deterioration of the natural conditions,
which may cause complications in the distribution of goods, payment problems and
blocking of business itself.

Tourism in the sense of outgoing and incoming tourism is already in itself an
international activity. The travel agents and tour operators respect both the laws in the
domestic market in which they sell their travel services and foreign market to which
they send or from which they get their customers, including the international
standards. If we look at only the Czech tourism market, which is entered by foreign
companies (for example, German travel agencies), which sell their tours to Czech
tourists; they must, among other things, also fulfil the conditions for security against
bankruptcy that are valid in the Czech Republic (Act No. 159/1999 Coll., Sections 2, 3
and 9). The overseer of this performance is the Ministry of Local Development of the
Czech Republic, where each foreign entity must register and demonstrate the content
of his insolvency security if it wants to sell its travel service packages in the Czech
Republic. We could find several similar examples.

The legal and political environment is a broad concept, which among other things
includes political regime, political stability of the system, legal regulation of enterprise
and business barriers, relationship of the country to other countries, bilateral
agreements and membership in international organisations, attitude to foreign
enterprises, supply and payment terms and conditions/customs, negotiation position of
the trade unions, corruption level, government and public perception of corruption,
access to ownership and purchase of real estate property, importance of professional
and consumer associations, legal enforcement of a right, etc. (Machkova, 2009, p. 28).

Regulation is generally comprehended as a law, rule or other order (command or
prohibition), prescribed by an authority that sets the framework of conduct together
with control and sanctions for non-compliance. Many sources state it as a specific
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method of state activity in the form of control of the behaviour of society, with the
objective to prevent undesirable behaviour (Baldwin, 2013, p.18). Baldwin explains the
concept of “regulation” in three clear ways:

I. as a specific set of instructions, in which control includes a publicly
declared mandatory set of rules to be used for a specific purpose; as an example,
he states legislation on occupational safety and health;

II. as targeted influence of the state, where regulation has a broader
sense and includes all the state activities which are intended to influence business
or social behaviour — so-called regime based on examples or economic incentives
in the form of taxation and grants, etc.;

III. as a set of all forms of social or economic influence, where the
mechanisms act on behaviour and are thus considered as regulatory in nature
(regulation on the part of the state, corporations, professional or business
entities, voluntary organisations).

By taking a deeper view of regulation, it is possible to comprehend it in two ways.
Regulation either restricts or facilitates. The supporters of regulation consider it as
a tool with a potential to develop rational control over important economic and social
aspects; on the contrary, the opponents in regulation see bureaucracy and obstacles
to development of activities and a burden for business activity (Baldwin, 2013, p.1).
However, regulation does not only entail legislative regulations that govern the rights
and duties of the participants, but also eases social interaction in the sense of common
law and patterns of behaviour in society (Black, 2002). According to Julie Black, society
can be regulatory in itself. In her study, she states that regulation needs not be
controlled only by the state, but may also be "decentralised" in the given society. This
concept is becoming more prevalent in discussion of globalization. The concept of
state-controlled regulation shall not suffice for modern society if at least a certain level
of acceptable self-regulation shall not be applied (Black, 2002).

Consumer protection is also closely related to regulation and rulemaking. We can
comprehend consumer protection according to the Consumer Protection Act as a set of
precepts leading to protection of the rights of physical persons who do not act within
their business operations or self-employment (Act No. 634/1992 Coll.). The beginnings
of consumer protection in the Czech Republic date back to the Austria-Hungary era
when the Law on trade, crafts and industry stipulated the duty to mark the business
premises, information duty for goods, ban of unfair competition and cartel law
(Kotoucova, 2008, p.15).

Creation and promulgation of legal regulations in the Czech Republic is currently
wholly influenced by its membership of the EU, which provides a legal framework for
all member states, which adopt and apply EU legislation in their home countries. The
target of the European authorities is a functional internal market. One of the obstacles
to a functional market may be consumer distrust. For the enterprises and institutions
to win the trust of the public within the entire European Community, consumer
protection legislation is required. The main business practice of the companies is
advertising, which is capable of winning credibility or on the contrary, losing it
(Vavrecka, Stépanek, 2012).
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It is possible to hold polemics on whether the area of consumer protection
requires central intervention in a manner that is currently common, and whether it is
correct to assume that the individual member states are incapable of ensuring the
optimal functioning of the internal market without such central interventions
(Vavrecka, Stépanek, 2012). The European Union certainly does not only provide a
legal framework, which would be a guide for creation of legislation in the member
states. Although Vavrecka and Stépanek mention the advantages of the central
harmonisation interventions in the form of predictability of the protection of the rights
and interest of the public and uniform legal market for the corporations, the complex
legal regulations on protection of the consumer are not uniform in the entire EU and
adaptation to the local legal regulations continues to be a necessity when entering
foreign markets.

The risks of international business are also accompanied by the danger of a high
level of protection for domestic companies, especially in the non-EU countries, and
more frequently in the digital environment. Let us state one example from March 2017
when the operations of the on-line reservation portal Booking.com were curtailed in
Turkey. The Commercial Court in Istanbul in its ruling stated the reason that the “on-
line travel agent,” abbreviated OTA, violated Turkish economic competition protection
law. According to Turkish legal regulations, each OTA with intent to operate a business
in Turkey must hold a valid licence (issued by the Turkish Association of Travel
Agencies, abbreviated TURSAB). Booking.com does not have such a licence, thanks to
which it has caused potential harm to the local brokers and its conduct can be
considered as unfair competitive conduct.

This is not at all unique. Other court proceedings with this portal are in progress
in member states of the EU. Already in April 2015, Booking.com made a commitment
to the national authorities for economic competition of France, Sweden and Italy, on
the changes of the provisions on, so-called, price parity clauses. Through these
clauses, the company made it impossible for its hotel partners to contractually provide
their own services at a cheaper price in other sales channels. The objective of this
provision was to provide the offered accommodation at the same prices, which
restricted economic competition — placing competitive portals, service providers and
consumers at a disadvantage. Similar administrative proceedings against Booking.com
were also initiated in Germany and Austria, where all these clauses were voided by
amendment of the Act on unfair competition in 2016 (Pickova, 2017).

1.1 Forms of entry to foreign tourism markets and their regulation

The strategic decision to enter the international markets and assessment of the
development that may occur after expansion of business activities are especially
difficult for small companies with limited budgets. For a company with a vision to do
international business, the correct mode of entry to the foreign market is of
fundamental importance (Ahi, 2017), especially as far as the small- and medium-scale
enterprises (abbreviated SME) are concerned. The chosen mode of entry develops and
goes through many stages. Each stage of the decision-making process includes several
factors, which the SME take into consideration — regardless of whether this relates to
the mode of entry into a targeted foreign market, or in relation to the so-called post-
entry operations, which occur after entry. Some experts see the major problem in the
ability to gather complex information necessary for correct decision-making
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(Ahi, 2017). During the discussions on the forms of entry to foreign markets, besides
export and import in the form of business agency, exclusive distribution contracts or in
the form of export alliances, we also mention licence agreements, franchises,
acquisitions, mergers and others (Machkova, 2009, pp 73-88). The form of entry to a
foreign market with low investments, for example, through export, is considered by
experts as a more flexible variant, with a possibility to wait for expansion of
investments, or terminate the investments without any high costs (Ahi, 2017).

We now address in greater detail entry to a foreign market in the form of an
exclusive sales contract and business agency, which are common in the tourism
industry. The exclusive sales contracts in the past were the frequent form of co-
operation between foreign hotels and Czech travel agencies. The hotel operator
contractually committed himself to providing accommodation to the customers of a
partner agent, the only one in the Czech market, and not to its competitors. The
tourists who liked the given hotel had to purchase accommodation only from this
agent, which was usually advertised in the catalogues and the websites under the term
“exclusivity”. In marketing terms, this concerned a very strong aspect, but in practice
the contracts were contravened for reason of increasing competition and fear of
dependence on one buyer.

Several litigations came to pass, for example, the exemplary verdict of the
European Court of Justice (abbreviated ECJ) of 19 September 2013, in case C-435/11,
regarding unfair business practices in the dispute between the Austrian travel agency
CHS Tour Services GmbH and CK Team4 Travel GmbH, whose advertising brochures
contained incorrect information. The ECJ in its opinion responded to the call of the
Austrian Supreme Court for interpretation of the directive on unfair business practices
toward the consumers in the internal market, specifically to article 5 “Ban of unfair
business practices.” Team4 Travel in its sales brochure designated some
accommodation facilities as “exclusive”, which meant that the concerned hotels are
subject to a permanent contractual relationship and cannot be offered by another
travel agency on the given dates. The given hotels, however, subsequently violated
their contractual duties to Team4 Travel and provided the same accommodation
capacity also to CHS. For this reason, the complainant CHS assumed that the
declaration of exclusivity contained in the sales brochures of the competitor violates
the ban on unfair practices. Apart from this, the court also resolved the issue of
whether in the case of deceptive or aggressive practices, European legislation is based
on the assumption that it is automatic breach of due diligence duty, or on the
contrary, the business entity is authorised in a specific case to prove that he did not
breach his due diligence duty. According to the directive on unfair business practices, a
business practice is considered as deceptive if it contains incorrect information, and is
thus untrue, or if it misleads the average consumer in any way.

The ECJ confirmed that the business practice, which misleads the consumer is
unfair and is thus banned, and conceded that the complainant CHS was right. The ECJ]
further decided that if the given business practice fulfils all the deception criteria
according to the given directive, it is not necessary in this case to verify if it
contravenes the requirements of due diligence. According to the court, the deceptive
character of the business practice is due to the fact that it contains incorrect
information and deceives the average consumer in relation to the nature or major
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characteristic of the product or service. For this reason, it probably influences the
consumer’s purchase decision.

The Czech travel agencies enter foreign markets, most often the Slovak market
thanks to the proximity of the language and culture, in the form of business
representation. Normally identical tour packages are offered to Czech and Slovak
customers, at identical prices, but in a different currency. The seller in this relationship
on the basis of a contract for non-exclusive sales representation sells the package
travel on behalf of the organiser, respectively, the travel agency, and collects
payments for the services from the customers under power of attorney, and
subsequently sends the collected money to the organiser. All this is done at an agreed
commission rate. The fundamental risk, clearly, in the case of this form is choice of
business representative. In the case of the renowned and big sellers — on-line travel
agents — there is an assumption of a lower fraud risk with regard to the payments
collected from the customers at the cost of high commission and tough business terms
and conditions. On the contrary, in the case of the small sellers with one or two sales
outlets, the organiser has a stronger negotiation position and pays lower commission,
but for small sales volumes and with a higher risk of bankruptcy and financial fraud.

In marketing communication of the sale of travel services, the business
representatives have several statutory duties. Looking at the Czech market, the basic
requirements are “to mark the business premises and promotional and other materials
intended for the customer with the words "ravel agency, if this marking is not already
contained in the business name.” The seller is further obligated “in the promotional,
offer and other materials, including their electronic formats, to always inform the
customer about the travel agency for which he is mediating the tour package; in case
of offer of tours via a website, this information must be stated clearly at the same level
of the website as the fundamental information about the tour itself” (Act No. 159/1999
Coll., Section 3(3) and (4))

2 International marketing communication in tourism

We base the definition of marketing communication on its targets. It comprises
commercial activities targeted at informing, stimulating demand and holding interest —
differentiating the given product from the competitors' products. The primary purpose
is to sell, thus convince the consumer of the suitability of purchase by means of an
advertising message (respectively, conveyance of information). Marketing
communication is a component of international marketing strategy based on research
of the international environment (Machkova, 2009, p. 165). The condition for correct
marketing communication is consideration of cultural and social values, which in the
form of so-called institutions differ in the individual countries. Institutions in this case
means the laws, standards and codes of conduct, together with the impact of religion
on social attitudes and relationships. Marketing communication policy may thus be
influenced by many factors (economic advancement of the country and social-cultural
environment, which determines the public’s perception of the advertising message)
and determined by religion, mainly in Muslim countries (Machkova, 2009, p. 167).
When making decisions on communication strategy, the marketers consider the
mentality of the local population, values and prejudices of the consumers, also in
relation to the foreign products and companies, customs and morality in society.
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If we differentiate marketing communication as personal and mass (Machkova,
2009, p. 167), then practically all its forms are used in tourism. If we start with the
impersonal, mass communication, we encounter it in tourism establishments with
display windows, with exterior adverts in the form of promotional billboards and
posters on the roads and in the cities, advertisements in print, on radio, in electronic
and television media, with insertions in leaflets that are distributed locally or event
marketing. The travel agencies, travel agents, transport operators usually have own
business premises and sales outlets (including tourism trade fairs), advertise in
magazines, newspapers (thematic supplements focused on travel and holidays are also
sought-after), they operate websites and travel portals, advertise their tours on the
sales portals or co-operate with on-line tourist agencies.

The large companies together with the Internet search engines for
accommodation, transport and accompanying services also use television advertising.
On the contrary, the smaller and medium-sized enterprises in tourism greatly use radio
spots, website banners and links, especially the social networks. Marketing
communication to the general public is usually also supported by famous personalities,
who become the ambassadors of the travel agency and recommend a specific
company for searching for an organisation of a holiday.

The mentioned event marketing is usually used, among other things, by
destination management and foreign tourist centres, with the objective to promote the
destination to a narrow circle of experts who further disseminate the information to
consumers, large travel agencies, which organise social evenings or sponsor them for
the purpose of promotion focused on the general public and support of partner
relations with their sellers, or even newly opened hotels that want to promote
themselves among the tourism professionals.

Personal communication, i.e. direct communication with the customer is usually
realised with the following customers, who earlier used the services of the given seller
or expressed interest in the offered travel service via the on-line form, by:

I. e-mailing a customer who earlier purchased travel services from the
company or subscribed for the newsletter by name;

II. telephone conversation, for example, at the moment when the interested
party has electronically sent a non-binding enquiry without entering specific
requirements;

III. personal letter accompanied by printed catalogues of the offer of tours and
individual travel services;

IV. discussions on the Internet forum within the travel portal.

2.1 Digital marketing communication

Personal communication must also include marketing activities via the Internet
(websites and social networks). It is precisely the social media that make it possible to
precisely target the customers, and especially quality measurement of the results of

23



such advertising. The successfulness of the web advertisements is usually evaluated,
for instance, by the number of visualised advertisements, clicks on the advert, click-
through to a website, number of conversions (orders realised on the website), visit
duration, level of immediate exit from the website, etc.

On the global scale, the structure of the advertising market is changing according
to the type of media used. Recently social networks are being created for the new
digital media (mobile telephones, tablets, computers, Internet, search engines, blogs,
wiki servers, etc.) that are practically being used every day by the general public. The
most significant and widely used social networks include Facebook, YouTube, Twitter,
Instagram, Pinterest, WhatsApp, Snapchat or LinkedIn, as demonstrated by the
following graph. Many other mobile applications and networks, which are wholly
unknown on the Czech market, are increasing in importance in the Asian markets.

Graph 1 Leading social networks worldwide as of April 2017, ranked by number of
active users (in millions)
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The social media are used worldwide by 2.34 billion users and according to
estimates, the number of users shall rise to almost 3 billion in 2020 (STATISTA.COM,
2017), see the following table summarising worldwide research in the period
2010-2016.

24



Tab. 2 Number of global social network users in the period 2010-2020 (in billions of
people)

Number of global social network users in the period 2010-2020 (in billions)

2010 0.97
2011 1.22
2012 14

2013 1.59
2014 1.91
2015 2.14
2016* 2.34
2017* 2.51
2018* 2.67
2019* 2.82
2020* 2.95

* estimated number of users according to development up to 2015
Source: Statista.com, eMarketer, published in July 2016, [cit. 2017-05-22]

The penetration of social media into everyday human life continues to increase,
together with the broadening communication possibilities via mobile devices — use of
notebooks, smart phones and tablets in everyday activities. The advertisements on the
social networks can be visualised in the form of sponsored contributions in the content
or so-called “news feed” (custom content according to the behaviour of the user and
his history). Properly targeted messages among the target circle of people can thus
spread on its own through the network thanks to mutual transfer between the users,
i.e. viral marketing.

Regulation of this area is currently in its infancy. In recent years, there has been
a mild shift in that the users of the individual websites must grant consent to receipt of
personalised content and advertisements if they are available on the given website.
The web operators share information about website usage with their partners
operating in the area of social media, advertising and information analyses; the
number of visitors to the website is determined using so-called cookies. The growth of
digital media has broadened the possibilities of international advertising. According to
the estimates of the International Chamber of Commerce (ICC, 2017), 4.5 billion on-
line advertisements are published annually through digital media with a rising share of
personalised advertisements, which opens huge space for new regulation of protection
for the consumer and his data.

A viral advertisement is fraught with many additional bottlenecks, not only in the
form of consumer data protection, but also in the area of perception of socially
undesirable and excluded topics (for example, sexuality, terrorism). The advertisers
within the framework of viral content utilise some taboo topics with the aim of
distributing the content more easily, including advertisements among the largest
number of users possible in spite of the fact that according to studies of the viral
environment they do not create a more positive attitude to the advertised brand and
shopping behaviour (Sabri, 2017, p. 235). A challenge for regulatory authorities is
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currently viral advertising and the harm of some types of controversial advertisements
included in viral content, as compared with printed media (Sabri, 2017, p. 245).

The Internet is developing continuously and on-line search engines, such as
Seznam.cz on the Czech market, or Google and Yahoo! are continuously discovering
new possibilities worldwide with regard to how to contact customers and visualise
desired advertisements to them. User rights are frequently violated and so-called “geo-
blocking” occurs because of artificial segmentation of the market by the traders, which
is based directly or indirectly on geographical position. In March 2016, the European
Commission presented a draft directive on resolution of geographical blocking and
other forms of discrimination in the internal market because of nationality, place of
residence or place of settlement of the customers. The objective of the new legislation
is to contribute to the proper functioning of the internal market and comprehensively
prevent this artificial segmentation of the market by the traders.

From the Eurostat research conducted in 2015, it follows that European tourists
to a greater extent use the Internet to plan and make holiday reservations. In 2014,
67% of air tours, every second train journey and more than 50% of accommodation
were reserved on-line (Eurostat, 2015), see graph 2. When purchasing travel services
on-line, the consumers and purchasing travel agencies and travel agents may,
however, encounter discriminatory practices, for example, in the form of different air-
ticket and accommodation prices according to the point from where the services are
being purchased, in spite of the principle of the common market and equal access.

Graph 2 Online booking for transport in the EU
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In the near future, the platforms based on so-called virtual reality (illusion of the
real world) have great potential for development of marketing activities; they are
currently used in medicine, building construction, sport and entertainment, or so-called
augmented reality (real view of the world supplemented with elements made on a
computer). Several of the functions already in use are based on augmented reality, for
example, Snapchat or Facebook. According to the forecast, it is possible to assume a
growing number of users of applications based on augmented reality. In the USA, the
current share of augmented reality content users is 12.3% (Clark, 2017). According to
estimates, by end of 2019 this share shall rise to more than 16% of the American
population.
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3 Regulation of tourism advertisements in the EU and Czech Republic

According to Directive 2006/114/EC concerning misleading and
comparative advertising, advertising means the making of a representation in any
form in connection with a trade, business, craft or profession in order to promote the
supply of goods or services, including immovable property, rights and obligations. In
the Czech Republic, it was transposed into Act No. 40/1995 Coll., on regulation of
advertising, which slightly expands the definition to presentations made especially
through communication media. The directive bans misleading advertising, deceives or
is likely to deceive the persons to whom it is addressed and is likely to affect their
economic behaviour and is likely to injure a competitor, and permits only a certain type
of comparative advertising. In this form of advertising, the product or service is
directly or indirectly compared with a competitor's product or service. According to the
European Directive, comparative advertising must not be false and damage the name
or brand of a competitor; the products and services with the same purpose must be
compared and the advertising client must be known clearly, also the compared
competitor.

A further basic document that regulates the business practices in EU member
states is Directive 2005/29/EC concerning unfair business-to-consumer
commercial practices in the internal market. Unfair business practices are those
that negatively influence the consumer’s purchase decision, are misleading and
aggressive, including misleading omission. The directive also mutually protects the
competitors against non-observance of the rules of market behaviour. It is worth
noting that the directive uses the concept of the, so-called, average consumer, who is
reasonably well-informed and reasonably circumspect and observant. It was
transposed into Act No. 634/1992 Coll., on consumer protection and Act No.
40/1995 Coll., on regulation of advertising.

Marketing communication is marginally related to Directive 97/7/EC on the
protection of consumers in respect of distance contracts (the consumer and
supplier are not physically present at the time of negotiation of the contract) and
Directive 85/577/EEC to protect the consumer in respect of contracts
negotiated away from business premises. The sale of tours occurs in most cases
on-line, that is by means of distance communication, or directly in the seller’s
premises. Exceptionally, package travel is also sold at tourism trade fairs, nevertheless,
never outside the usual business premises such as in the flat of the consumer, on the
street or at work. This directive introduces a unilateral right to withdraw from the
contract within a period of 14 days without stating grounds, and this information must
be provided to the consumer in the advertised business terms and conditions. In the
case of tourism, where travel services are booked immediately after ordering (and
after negotiation of the tour contract), at considerable financial cost, this would be
very difficult, perhaps even unrealistic. The Civil Code (Act No. 89/2012), which applies
this right in the Czech Republic, however, in Section 1840 removes the right to
withdraw from a tour contract within 14 days.

An important directive regulating consumer protection in tourism is Directive
90/314/EEC on package travel, package holidays and package tours, which is
in force until 2018, prior to the coming into force of New Directive 2015/2302 on
package travel and linked travel arrangements. The directive from 1990
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stipulated 10 basic rights, which provide protection to the consumers who usually
purchase catalogue package tours, including provision of pre-contract information,
impossibility to change the price of the tour within a period shorter than 20 days
before departure and the right to repatriation and refund of the money paid upon
bankruptcy of the organiser. The basic principle of the advertised information about
the services, conditions and price is that it should be true and comprehensible.

However, in 2015 according to the European Council 35% of all payments for
tourist services were realised on-line and 23% of travellers combine package services
according to their own requirements and from several linked sellers (Evropska rada,
2015). The initial directive no longer suffices and the consumers are hesitant in terms
of when they are protected or not. This directive was adopted under Act No.
159/1999 Coll., on certain conditions of business activities in the field of
tourism.

At the European level, the time-share contracts were regulated in 2008 under
Directive 2008/122/EC. The legislation regulates cases where several people
commonly own specific real estate property (for example, apartments at the sea) and
each of them may use the property over the agreed period. For the consumers, the
directive specified pre-contract information stated in the advertisement and also the
right to withdraw from this contract within 14 days.

Directive 200/31/EC on certain legal aspects of information society
services, in particular electronic commerce, in the Internal Market, regulates
electronic commerce and warranty during on-line sales, which affect business entities
in tourism in particular in the area of commercial conveyances. The directive is
implemented in Act No. 480/2004 Coll., on some information society services,
often termed the “Anti-Spam Act”. The Act from 2004 establishes the liability of the
providers of these services for information content.

In marketing communication and advertising of tours, it is not advisable to
neglect Act No. 526/1990 Coll., on prices, which adopted the principle anchored in
Directive 98/6/EC, on consumer protection in the indication of the prices of
products offered to consumers, i.e. the prices of the products upon sale to the
consumer must include all taxes and charges and no additional amounts can be added
to them. In this connection, special regulation of the obligation to provide
price information upon sale of tours was included in Czech law, which
according to the contention of the Ministry of Finance of the Czech Republic
was: “(...) a deficiency frequently criticised by the citizens” (MF Czech
Republic, 2009). What is important in this aspect is Section 13a “Information on
prices for the provision of travel agency services,” which was added to the Act by the
amendment of 2009. The retailer is obligated to provide the consumer with
information about the final price of the tour, which the latter should pay, and may
embark on the tour upon payment. Prior to the amendment, the consumers normally
encountered advertisements of type “7o Paris by air for CZK 990" while this only
applied to the price of the air-ticket, without the airport and fuel fees, which in practice
amounted to several-fold the advertised air-ticket price. In relation to the Act on
Prices, it is necessary to mention the obligation of the seller to state the prices of the
products and services in the Czech Republic in the valid Czech currency, i.e. CZK,
because according to the Consumer Protection Act, the seller is obligated to sell the
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products and provide services at prices negotiated in compliance with the pricing
regulations of the Czech Republic.

The above-stated basic regulations of the EU regulating advertising and their
transposition into the legal order of the Czech Republic are in the competency of the
Ministry of Industry and Trade of the Czech Republic, the laws regulating consumer
protection in tourism are in the agenda of the Ministry of Local Development of the
Czech Republic and the Act on Prices is in the competency of the Ministry of Finance of
the Czech Republic. Besides the law-making bodies, the regulation of advertising is
also being addressed by other not-for-profit institutions. At international level, this is
The European Advertising Standards Alliance, abbreviated EASA, and in the Czech
Republic it is the Advertising Council. Both institutions issue codes of responsible
conduct in advertising and commercial communication. For advertising to fulfil the
ethical aspects of content, the marketers apply the Advertising Code formulated by the
Advertising Council that is in force since April 2008. Among the fundamental
requirements of advertising, the Council states truthfulness, decency and honesty.

For completeness, it is necessary to state that European legal regulation of
advertising is broadened by regulations that govern special areas, i.e. not tourism, but
that relate to the marking of foods, baby food, medicines for human use, advertising
of tobacco products and audiovisual services. A similar situation also exists in the USA
where the legal regulation of marketing is governed by the major principles —
truthfulness (for example, statement of the origin of goods from the USA, IT services,
etc.), ban on misleading or unfair nature and information conveyed in advertising must
be based on proof (Federal Trade Commission, 2017).

Summary

The necessity of regulation rose with the development of international business
and did not miss the important area of marketing communication. An enterprise that
wants to expand abroad in modern times must consider several circumstances, which
impact its internationalisation. Besides the socio-cultural differences with impact on the
behaviour of the consumers and suppliers or priority level of access to the domestic
companies, it mainly concerns business and political conditions and legislation
regulating the foreign market entry of companies. Based on the example of the
international company Booking.com, rising protectionism is clear as well as the gradual
shift in the approach of governments to foreign companies operating on the domestic
market toward protection of domestic companies and restriction of the business of
supra-national corporations by means of legislation tools.

Currently, the public, especially in the developed economies, is oversaturated
with information. The situation is not different even in tourism during promotion of
destinations and tours for the purpose of selling holiday packages. With increasing
competition — thanks to the Internet on the international scale — it is necessary to
customize advertising. In digital advertising, the marketers assess the behaviour of
each consumer, his searches on the Internet in terms of information, products, how he
behaves in the social networks and on-line applications, etc. The Internet currently
makes it possible to precisely map the interests of the users and target specific
advertisements at them without the awareness of the recipient of the advertising
message. Even regulation has also shifted in this direction and affects consumer
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protection in the aspect of their personal data and restriction of access to identical
information. In trade over the Internet, unfair practices used around the world appear,
specifically the setting of different prices (goods and tourism services) for different
countries. Nevertheless, if we live in a single European area, we should all have the
same conditions and access to identical services and their prices.

It is thus possible at present to state that regulation in the area of on-line
marketing communication continues to develop because a need to protect the
consumer arises with each new application and function in the digital environment.
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Kupel'nictvo v domacom turizme na Slovensku

Juraj Kerekes !

Domestic spa tourism in Slovakia
Abstract:

The basic aim of this study is to present the process of nationalization business Spa in
domestic tourism basically uses natural quality water intended for bathing, appropriate
climatic conditions and active, respectively passive movement of the tourist
I Connection: Water - Motion — Air. Natural thermal and mineral waters and mineral
water, as well as the health of the appropriate natural climatic environment associated
with movement for the well being of the body have always been considered to be
miraculous, remarkable, as they have the power to improve people’s health with an
extension of his physical life for up to two years.

Key words: tourist, natural thermal and mineral water, natural climate, motion for
comfort, spa facilities, swimming pools, thermal swimming pools, natural and artificial
swimming pools, regional investment aid, geotourism

JEL Classification: M10

Uvod

Kupel'nictvo v turizme vo svojej zakladnej podstate uplatiiuje prirodni kvalitnu
vodu, vhodné klimatické podmienky a aktivny, resp. pasivny pohyb turistu pri uplatneni
prirodnych Ziviov: Voda - Vzduch — Zem — Ohef s pridanim Pohybu. Jeho vznik mozZno
datovat’ uz od minulych storoci. Zasluhu v kupelnictve ma rozvoj poznania zdraviu
vhodnej prirodnej mineralnej vody, alternativnej mediciny, budovanie kipelnych miest
a vyznamne k tomu prispieva aj nova technika umozfujluca vystavbu kupelnych
a wellness zariadeni, termalnych kupalisk, akvaparkov, prirodnych a budovanych
kapalisk. Vyvoj novych aparatuir zabezpecuje a urychl'uje zotavenie a relaxaciu turistu.
Prirodné termalne a mineralne vody a termalne mineralne liecivé vody, ako aj zdraviu
vhodné prirodné klimatické prostredie spojené s pohybom pre pohodu tela sa
odjakziva pokladali za zazracne, podivuhodné, kedZze maju silu vylepSovat' zdravie
turistu s predizenim fyzickeho Zivota aZz o dva roky. Turizmus zohrava v hospodarstve
Eurdpskej Unie dolezit( ulohu a baliky cestovnych, dovolenkovych a vyletnych sluZieb
(baliky sluzieb) maju na trhu turizmu vyznamny podiel. Okrem tradi¢nych distribu¢nych
retazcov sa Coraz vyznamnejSim médiom, prostrednictvom ktorého sU cestovné sluzby
ponUkané alebo predavané, stava internet. Cestovné sluzby nie su len kombinaciami
v podobe tradi¢nych vopred stanovenych balikov sluzieb, ale Casto su zostavené podla
potrieb turistov. Pre kdpelnictvo v turizme su baliky sluzieb idedlnou formou ponuky na
efektivne vyuzivanie pobytu turistu v kdpelnom mieste a vylety do okolia
v predmetnom regione turizmu na Slovensku.

! Ing. Juraj Kerekes, osobnost’ cestovného ruchu SR, odbornik z praxe v turizme, jurker@centrum.sk
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1 Kuapel'nictvo v turizme a terminoldgia

Jazykovedny Ustav L. Stira SAV k terminoldgii turizmu, resp. cestovného ruchu
uvadza: a) podla Pravidiel slovenského pravopisu (r. 2013) slovo turizmus — mu (m.)
nekodifikuje; b) podla Slovnika cudzich jazykov (akademicky) (r. 2005) slovo turizmus
— mu (m.) kodifikuje ako: turisticky cestovny ruch, turisticky, cestovatel'sky priemysel,
turistika; c¢) podla Kratkeho slovnika slovenského jazyka 4 (r. 2003) slovo turizmus —
mu (m.) kodifikuje ako: cestovny ruch; d) podla Slovnika slovenského jazyka (r. 1959
— 1968) slovo turizmus — mu (m.) kodifikuje ako: zastaralo turistika. Na zaklade
uvedeného je mozno konstatovat, ze vyznam slova turizmus je adekvatny k slovu
cestovny ruch a ostdva na autorovi, resp. pouzivatelovi aké slova pouzije. Nazory
autorov na klasifikaciu ,.zdravotného" cestovného ruchu — turizmu - sa vel'mi r6znia.
Dlhodobo zauzivany pojem na Slovensku ,kipelny cestovny ruch" (od r. 1995) bol
neskor zmeneny a vlozené istym spdsobom zavadzajuce slovo ,zdravotny".

Podl'a prof. Ing. Mariana Gucika, PhD. a dalSich z EF UMB vyjadruji a zatried'uju
»Zdravotny" cestovny ruch do hlavného druhu, resp. produktovej skupiny cestovného
ruchu. ,Zdravotny" cestovny ruch pokladaji za jeden z moznych sp6sobov
ovplyviiovania narodného zdravia, ktory budi nadalej ovplyviovat nielen zmeny
v demografickom vyvoji sprevadzané starnutim populacie, ale aj narastajici stres
ekonomicky c¢inného obyvatelstva a rast jeho zdravotného uvedomenia. Je preto
nevyhnutné, aby lieCebné kupele ako poskytovatelia sluzieb lie¢ebného zdravotnictva
venovali pozornost’ nielen seniorom, ale aj manazérom a obyvatel'stvu stredného veku,
vzhl'adom na ich potreby, preferencie a kipyschopnost'. LieCebné klpele na Slovensku
su konfrontované poklesom financovania kupelnej starostlivosti aj prostrednictvom
zdravotnych poistovni a rastom dopytu zdravotného uvedomenia l'udi, ktori chcu
preventivne ovplyviiovat' svoje zdravie aj ako samoplatitelia a nositelia dopytu po
produktoch medical wellness.

Ciastotne je zndme ako sa pojem ,zdravotny cestovny ruch® dostal
do vzdelavacich a Zial' aj do strategickych materidlov na Slovensku. Predpoklada sa,
Ze Asociacia slovenskych kupel'ov (dlhodobou predsednickou J. ZaleSakova) vtesnanim
zdravotnictva/mediciny do cestovného ruchu takymto sp6sobom pomaha
k profitovaniu slovenskych liecebnych kupelov, ktoré su spravidla odkdzané na
zdravotné poistovne a kulpelnych pacientov. Uplatfiuji indikacnl liecbu skupiny
A — zdravotna poistovia plati cely pobyt; indikacnl lieCbu skupiny B — zdravotna
poistoviia plati ubytovanie a stravu a skupinu samoplatitelov - ludia si platia cely
pobyt vratane kupelnych proceddr. Kupelné lieCebne a zariadenia, kde nemoZzno
zaradit’ turistu a v poslednom obdobi aj bez Ucasti turistov a prevadzkovatel'ov
turistickych sluzieb, ostavaju neziskové az prijmovo financne stratové. Uz samotny
vyznam/pojem/slovo  ,zdravotny" predurcuje, Ze tato  oblast  patri
do mediciny/zdravotnictva a nie do spolocensko-ekonomicko-hospodarskej oblasti.

Podl'a prof. JUDr. Ludmily Novackej, PhD. z OF EUBA pojem medical tourism -
zdravotny cestovny ruch - nemozno Uplne wvylGcit z dbévodu jeho existenéného
fungovania. Okrem zahrani¢nych vel'vyslancov absolvuji napr. na Poliklinike
s nemocnicou MEdissimo v Bratislave — Petrzalke zdravotné zakroky (mozno aj
operacie) aj l'udia - pacienti z Nemecka, priCcom ich privaZzaji nemecké cestovné
kancelarie. Napr. opravy zubov, plastické operacie, ocné vySetrenia a pod. sU
vykonavané v zdravotnickych zariadeniach pre cudzich Statnych prislusnikov, ktori kvoli
tomu pricestuju na Slovensko a zaplatia si nielen zdravotné Ukony, ale aj ubytovanie
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a dalsie sluzby spojené s vycestovanim z krajiny trvalého bydliska. Aj na Slovensku su
agentury, ktoré zabezpecCuju k uvedenym sluzbam napr. transfery z letiska vo Viedni,
starostlivost’ o rodinnych prislusnikov, vypln volného ¢asu a pod. a tym pre Slovensko
v prijazdovom zahrani¢nom turizme vytvaraju ekonomicky prinos. Zamorské krajiny
juznej Ameriky Ziju zo zdravotného cestovného ruchu, napr. Kolumbia, Venezuela
poskytuje plastické operacie, kardio operacie, Kuba poskytuje rozne lekarske procesy
a terapie z prirodnych morskych liecivych zdrojov a pod.

JViaceri v Uzemiach miestnej a regionalnej Uzemnej samosprave zaznamenali
snahu majitel'ov kipelov vyhybat’ sa plateniu dani do obecnych rozpoCtov a snahu
dostat’ majetok do kategdrie zdravotnickych zariadeni, ktori dane neplatenia. Viada
vsak v tejto chvili este netusi, ze kapelny cestovny ruch, ktory chce podporovat,
pomaly mizne a nahradza ho akasi nova kategoria - zdravotnicky cestovny ruch,"
(citacia: Igor Hus, primator Turlianskych Teplic, TASR, 25.02.2017). Dlhorocni
odbornici v cestovnom ruchu (M. Bujna vySe 20 rokov; M. Sevcik od r. 1972; G.
Kuliffay vySe 15 rokov) a dalsi skuseni vysokokvalifikovani odbornici v turistickych
sluzbach posobiaci v praxi sa jednoznaCne vyjadrujd, Ze v spolocensko-ekonomicko-
hospodarskej oblasti je vhodné pouzivat' pojem ,kupelny cestovny ruch®. Kupelnictvo
v turizme ako celostatny taziskovy druh, resp. produktova skupina cestovného ruchu a
jeho ohranicenie s medicinou/zdravotnictvom/lekarstvom charakterizuje aj vyjadrenie,
Ze ,Hranicu medzi SPA health a SPA wellness, kam patria aj kupele, termalne
kupaliska, akvaparky, umelé a prirodné kupaliska a pod., nie je mozné presne urcit™
(citacia J. Bozikovej, InSpektorat kipel'ov a zriediel MZ SR, Veda v centre, CVTI SR,
2016). Povodne zasadny rozdiel bol v tom, Ze v SPA wellness centrach a zariadeniach
nepracoval lekar.

Turista je navstevnik, ktory v navstivenom mieste asponl raz prenocuje.
VSeobecne podl'a UNWTO v domacom turizme je to rezident, ktorého cesta zahrnuje
minimalne jedno prenocovanie, ale nie dIhSi ¢as ako Sest’ mesiacov. V zahrani¢cnom
turizme je to navstevnik, ktorého cesta do inej krajiny zahrfiuje aspof jedno
prenocovanie, ale netrva dlhsie ako jeden rok. Z hl'adiska dlzky pobytu rozliSujeme
dovolenkara a turistu, ktory sa kratkodobo zdrzuje v navStivenom mieste.
Navstevnik je subjekt turizmu, nositel dopytu po turizme, t.j. kazdy, kto uspokojuje
svoje potreby pocas cestovania a pobytu mimo miesta trvalého bydliska spotrebou
statkov v turizme. ,Podl'a UNWTO (1991) takisto ide o cestujiceho, zahriovaného
do Statistiky turizmu, t.j. osobu, ktora cestuje na prechodny Cas do iného miesta,
ako je obvyklé miesto jej pobytu, pricom hlavny Ucel cesty je iny ako vykonavanie
zarobkovej Cinnosti v navstivenom mieste" (citacia: GUCIK, Marian a kol.: Cestovny
ruch — hotelierstvo - pohostinstvo. SPN: Bratislava, 2006. ISBN 80-10-00360-3, Vykladovy
slovnik).

Kupelnictvo v turizme inak nazyvané aj SPA health & SPA wellness (poznamka:
skratka SPA pochadza z latinskych slov: Sanus Per Aquam — zdravie cez vodu — voda pre
zdravie; a anglickych slov: health — zdravie, zdravotny stav; wellness — zdravy Zivotny
Styl, pohyb pre pohodu) je na vzostupe na celom svete. Atributy, ako su ,Voda — Vzduch
— Zem — Ohen - Pohyb" ovplyviiuje kipelné miesta, lieCebné zariadenia a v nich
ponukané sluzby pre turistu zalozené aj na na FBLR (Fyzioterapia, Balneoldgia, LieCebna
Rehabilitacia), rekreacné kipelnictvo, wellness, moznosti vyuzitia termalnych kuapalisk,
pitie prirodnej mineralnej vody pre zdravie, ponuku pobytu na relaxaciu a oddych
arovnako aj ponuku na kratkodobé cestovné programy (fakultativne vylety) s cielom
zZlepSovat’ zdravie f'udi.
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2  Kupel'nictvo, prirodna mineralna voda a vhodné klimatické prostredie

Aktivne poskytovanie ozdravovacieho, rekreacného, antistresového,
skrasl'ovacieho a pod. pobytu turistu v meste alebo obci, kde sa vyskytuje
prirodna mineralna voda, prirodna mineralna lieCiva voda, resp. zdraviu
prospesné klimatické prostredie, poskytuje prileZitosti pre domaci a medzinarodny
turizmus aj v prepojeni s popularizaciou turistickych regidonov a Slovenskej krajiny.
Mineralne a lieCivé vody sa odjakzZiva pokladali za zazracne podivuhodné, kedZe
umoziuju umocnovat’ zdravie. Na Uzemi Slovenska sa vyskytuje 40 tis. pramenov
obycajnych vod, 200 vodopadov, vySe 6200 jaskyn vratane kratSich jaskyn
previsového charakteru s cistymi vodnymi tokmi, pricom evidovanych je celkom
1 782 mineralnych zdrojov, 122 zdrojov je uznanych za prirodnu liecivi vodu a
prirodnd minerdlnu vodu a 45 odbernych miest pre verejnost. Velké mnozstvo
kvalitnych prirodnych mineralnych vodnych zdrojov, Cisty vzduch a nadstandardnych
sluzieb predurcuju kapelny turizmus za jednu z nosnych produktovych skupin
v turizme na Slovensku. Kupelnictvo v domdacom turizme s rehabilitaénymi
proceddrami je pre turistu prepojeny s prevenciou, dosiahnutim zdravého zivotného
Stylu, Sportovanim pre zdravie a pod. Mnohé slovenské kipel'né podniky do svojho
programu zarad'uju wellness sluzby, vikendové pobyty na skrasl'ovanie, odburavanie
stresu a pod., a to aj pod lekarskym dozorom. Sicasne na Slovensku je vytvorena
Siroka siet’ termalnych kupalisk a akvaparkov s vhodnym realizovanim moznosti
uplatiovania a vyuzivania prirodnych mineralnych vod a vhodnych klimatickych
podmienok priaznivych na zotavenie a relax.

Minerdlna voda je podzemnd voda s origindlnym pbévodom akumulovana

v prirodnom prostredi, vyvierajica na zemsky povrch z jednej alebo viacerych

prirodzenych alebo umelych vystupnych ciest, ktora sa odliSuje od inej podzemnej

vody najma
svojim povodom,
obsahom stopovych prvkov,

e obsahom a charakterom celkovych rozpustenych tuhych latok presahujucich 1 000
mg/| alebo obsahom rozpustenych plynnych latok presahujicich 1 000 mg/I oxidu
uhli¢itého, alebo najmenej 1mg/I sulfanu, alebo

¢ minimalnou teplotou vody 20°C v mieste vyveru.

Prirodnd liecivda minerdlna voda je voda, ktord pre svoje zloZenie vhodné na
lieCenie bola uznana podla zakona €. 538/2005 Z. z. o prirodnych lieCivych vodach,
prirodnych lieCebnych kiapel'och, kipel'nych miestach a prirodnych mineralnych vodach
a o zmene a doplneni niektorych zakonov. Navrh na uznanie prirodnej mineralnej vody
vyZaduje 3 ro¢né obdobie sledovania prirodného vodného zdroja a 5 rocné obdobie pre
uznani prirodnej liecivej vody. Obdobie sledovania klimatickych ukazovatelov a kvality
ovzduSia na uznanie vhodnych klimatickych podmienok na lieCenie vyZzaduje 3 rocné
obdobie zosuladené s vysledkami dlhodobého sledovania najblizSej meteorologickej
stanice prislusného Uzemného turistického regionu.

Monitorovaci systém prirodnych liecivych zdrojov a prirodnych mineralnych zdrojov
sa realizuje za Ucasti prisluSne kompetentnych organizacii zamerané na rezimové
sledovanie hydrogeologickych, chemickych, fyzikalnych, mikrobiologickych a biologickych
ukazovatelov prirodnych liecivych zdrojov (vyverov), prirodnych minerdlnych zdrojov
(vyverov), pozorovacich vrtov, pozorovacich objektov a meteorologickych ukazovatelov
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prislusného Uzemia v rozsahu uréenom pre povolenie vyuzivat’ prirodny lieCivy zdroj alebo
prirodny mineralny zdroj. Monitorovaci systém prirodnych lieCivych zdrojov a prirodnych
mineralnych zdrojov je samostatnou c¢astou monitorovacieho systému Zivotného
prostredia. Az po absolvovani laboratdrmych, odbornych, posudzovacich, medicinskych a
Uzemno spravnych a dalSich procesov sa predklada navrh na uznanie prirodnej lieCivej
alebo mineralnej vody. Navrh na uznanie prirodnej liecivej vody (prirodnej termalnej
mineralnej lieCivej vody) alebo prirodnej mineralnej vody (prirodne]j termalnej minerainej
vody) sa predklada Statnej kdpel'nej komisii ktora rozhodne o uznani predmetnej vody,
resp. vzduchu.

Obr.1 Proces uznania pitnej mineralnej vody

rozhodnutie o uznani
vhodnosti pitnej .
mineralnej vody plniaref pitnej

mineralnej vody

@ 5 rokov - mineralna lietiva voda
9 3 roky - mineralna voda

monitorovanie
vlastnosti vody

pam—— |
—— |

konzument,
spotrebitel

zdroj vody
(vyver, vit)

Zdroj: Vlastné spracovanie.

Uzemia na Slovensku maju réznorody prirodny a kultGrny potencidl, ktory je mozné
vyuzit' jednoznacne v prospech domaceho i medzinarodného turizmu. Kupele a kipelné
podniky st vo vacsine krajin Eurdpy sucastou zdravotnickeho systému Statu, majd vplyv
na vytvaranie kultirno-socidlneho zazemia, st vyznamnym ekonomickym faktorom a
vytvarajl priame a nepriame pracovné prilezitosti. Kipele su sUcast'ou aj eurdpskeho
zdravotnickeho systému SPA health a rekondicnych moznosti pri uplatfiovani SPA
wellness. Poziadavky na vhodny kupel'ny turizmus mozno charakterizovat' ako
siborny prvok trhu a vysledok posobenia rozlicnych biologickych (potreby),
psychologickych (motivy), ekonomickych (prijmy, ceny), socialnych, kultdrnych,
demografickych a inych Ccinitelov pre ludi poznanych principmi behavioralnej
ekonomiky. Charakteristické znaky su:

o komplexnost' (roznorodé potreby si vyZzaduju komplex sluzieb v cestovnom ruchu),
o periodickost’ (v letnych a zimnych mesiacoch, cez vikendy a sviatky, mimosezonne
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ponuky),

e pruznost’ (zmena poZiadaviek pod vplyvom r6znych Cinitel'ov),

e priorita (cestovny ruch je mozné rozvijat za predpokladu existencie dostatocného
dopytu).

Ochrana prirodného lie¢ivého zdroja a prirodného minerdlneho zdroja pred
¢innostami, ktoré mozu nepriaznivo ovplyvnit' chemické, fyzikalne, mikrobiologické a
biologické vlastnosti vody, jej zdravotni bezchybnost, mnozstvo vody a ich vydatnost’
sa zabezpeCuje ochrannymi pasmami. Ochranné pasma sa urCuji na zaklade
podmienok vyplyvajucich z hydrogeologického kolektora podzemnej vody a dalSich
prirodnych faktorov a st uréované v dvoch stupnioch na zaklade odbornych podkladov
a posudkov vypracovanych odborne sp6sobilou osobou.

Ochranné pasmo I. stupfha je urCované pre Uzemie vyverovej oblasti alebo
zaberajuce okolie prirodného liecivého zdroja a prirodného mineralneho zdroja.
Ochranné pasmo 1. stupiia pre vyverovu (vrtnl) oblast’ je ur¢ované, ak prirodné liecivé
zdroje alebo prirodné mineralne zdroje suU zachytené plytko pod povrchom terénu
alebo to vyzaduju geologické a hydrogeologické pomery. Pre prirodné lieCivé zdroje
alebo prirodné mineralne zdroje zachytené vrtmi vo vacsej hibke sa ochranné pasmo 1.
stupfa urc¢i kruhom s polomerom 25 m od prirodného vodného zdroja, ak kolektor
mineralnej vody bol od povrchu terénu chraneny dostatocnou hribkou nepriepustnych
hornin. Kazdy prirodny liecivy zdroj a prirodny minerdlny zdroj sa ochranuje uréenim
pasma fyzickej ochrany spravidla v rozsahu 10 x 10 m vo volnom teréne.

Ochranné pasmo II. stupna chrani hydrogeologicky kolektor mineralnej vody,
jeho tranzitno-akumulacnu, pripadne infiltracnl oblast’ alebo ich Casti. V ochrannom
pasme II. stupna sa moOzu vymedzit' Ciastkové pasma s r6znou mierou ochrany.
V ochrannom pasme II. stupia je zakazané vykonavat’ vSetky Cinnosti, ktoré by mohli
negativne ovplyvnit' fyzikdlne, chemické, mikrobiologické a biologické vlastnosti
prirodnej liecivej vody alebo prirodnej mineralnej vody, jej vyuZitelné mnozstvo,
zdravotnu bezchybnost' alebo vydatnost’ vodného liecivého mineralneho zdroja.

Tab.1  Slovenské prirodné mineralne vody uznané v Clenskych Statoch Eurdpskej
Unie

predajné oznacenie nazov zdroja miesto vyuzitia
. B-5 .
Budis B-6 038 23 Budis
Fatra BJ-2 . A
Tma—— B4 036 01 Martin — Zaturcie
Mastinska HM-1 -
Ave ST 987 01 Mastinec
Lubovnianka LZ-6 (Veronika) 065 11 Nova Luboviia
Gemerka HVS-1 ,
Maxia SB.12 982 01 Tornala
. BV-1
Baldovska BaA 053 04 Baldovce
Odyseus S-1 (Cifrovany) .
Salvator S-2 (Salvator) 082 36 Lipovee
Slatina BB-2 935 84 Slatina
Cerinska mineralka CAM-1 974 01 Cagin
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Miticka MP-1 913 22 Trencianske Mitice

Miticka plus HG-3 913 21 Mnichova Lehota
Klastorna KM-1 038 43 Klastor pod Znievom
MatuSov pramern CC-1 916 34 Luka

S-2 (Antonin)

Korytnica S-7 (Klement) 034 7%;;?2\‘;?;?] i(c?;ada -
24 MAGNA HKV -2 (Fedorka)
Cigelska CH-1 (Stefan) 086 02 Cigelka
Brusnianka BC — 1 (Ondrej) 976 62 Brusno
Sulinka MS-1 (Johanus) Sulin, 065 45 Maly Lipnik

Zdroj: Vlastné spracovanie.

Zoznamom prirodnych mineralnych véd uznanych clenskymi Statmi Eurdpskej
Unie vydaného Nariadenim EU ¢. 2010/C 65/01 (text s vyznamom pre EHP) a jeho
doplnkom zo diia 4. aprila 2017 boli uznané aj Slovenské prirodné mineralne vody [8.].
Na zaklade uznanych parametrov si mineralne vody plnené do pet flias, resp.
sklenenych flias u ktorych je potrebné dodrZiavat’ zdravotné kritéria, priCom kazda
flaSa obsahuje vinetku s textom obsahujicim kvalitu zloZenia prirodnej mineralnej
vody.

Obr. 2 Miesta plniarni prirodnych a mineralnych vod na Slovensku v dlhodobom

Zilina Oravsky 1 plin
® " Bicly Potok
! Martin
Klastor pod Znievom
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Legenda:
Slatina i hranice Slovenska
hranice samospravnych krajov
z +V plniaren prirodnej
I ﬁ a mineralnej vody

horizonte
Zdroj: Vlastné spracovanie.

Pravnické osoby a fyzické osoby - podnikatelia, ktoré prevadzkuji zariadenia
s vyuZivanim prirodnych mineralnych vod a ich plnia do spotrebitel'skych obalov, nesmu
tieto vody oznaCovat' ako lieCivé a zariadenia ako lieCebné. Takisto nesmu ich
propagovat’, ak neboli uznané za prirodné lieCivé zdroje a nebolo vydané povolenie na ich
prevadzkovanie. V pripade porusenia zakazu sa dopUstaju spravneho deliktu a mozu byt’
aj financne vysoko sankcionované. Obal (sklenena, resp. pet fl'asa) na minerdlnu vodu
musi obsahovat’ etiketu s popisom jej podstatnych vlastnosti.

Okrem dalSich legislativno pravnych usmerneni dotykajucich sa prirodnych liecivych
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vod, prirodnych lie¢ebnych kupelov, kdpelnych miestach a prirodnych mineralnych
vodach sa spravneho deliktu dopusti fyzicka osoba - podnikatel’ alebo pravnicka osoba aj
v pripade, ak nepouziva informacny systém poskytovatela zdravotnej starostlivosti, ktory
ma overenie zhody a nezabezpeli technické zariadenia sliziace na autentizaciu
v narodnom zdravotnickom informacnom systéme.

Svetovy den vody, ktory pripada na 22. marca je medzinarodnou aktivitou, ktorej
myslienka vznikla v roku 1992 na Konferencii OSN o Zivotnom prostredi a rozvoji (UNCED)
v Rio de Janeiro. Jeho cielom je zvyraznenie vyznamu vody pre l'udstvo a upozornenie na
udrzatelné riadenie zdrojov sladkej vody. Slovensko sa mnozstvom, vydatnost'ou
a prirodnym chemickym zloZzenim pramenitych, minerdinych a lieCivych vod zarad'uje
medzi najvyznamnejSie krajiny v Eurdpskej unii a vo svete. Ich rozloZzenie na Uzemi
Slovenska je nerovnomerné, najvacsiu hustotu dosahuju v pasme tiahnicom sa od
Bardejova a PreSova, cez Popradskd kotlinu, Liptov, Turiec, StraZovské vrchy aZ po
Trencin. DalSou oblastou s vysokou hustotou vyskytu pramenov je udolie Hrona od
pramena po Zvolen a zdpadna cast’ Slovenského rudohoria. Najmenej vyverovych
pramenov sa vyskytuje v oblasti Vychodoslovenskej a Podunajskej niziny. Mineralna voda
v horskych a podhorskych oblastiach sa na zemsky povrch dostava prirodzenymi vyvermi,
v nizinnych oblastiach prevazuju hydrogeologické vrty.

3 Kupel'nictvo v turizme

SPA health & SPA wellness sa nerealizuje iba UCinkom lieCebnych zdrojov, ale
pozitivne na fu vplyvaju komponenty komplexnej kipelnej starostlivosti, t.j. lekarske
vySetrenia, kipelné procedury, diétny stravovaci systém a pod. Skuto¢nost, ze kipelny
turizmus sa realizuje aj formou relaxacnych pobytov so zdravotnou funkciou, je na
Slovensku zakotvena aj v Statdte kipelnych miest. Tento dokument CiastoCne
determinuje a obmedzuje v slovenskych kupel'nych miestach hlu¢nejsi spolocensky Zivot.

Turisti hl'adajlci relax, regeneraciu, rekredciu, prevenciu a oddych vyhl'adavaju
kipel'né miesta, t.j. Uzemie obce alebo Cast’ Uzemia obce, na ktorom sa nachadzaju
prirodné lieCivé zdroje, prirodné lieCebné kupele, kipelné lieCebne a iné zariadenia
potrebné na vykonavanie kipelnej starostlivosti a su vyznamné z pohladu
prevadzkovania turizmu domaceho i medzinarodného. V kipel'nych miestach vhodnych
pre rozvoj domaceho turizmu sa nachadzaju aj kipelné lieCebne, ktoré si samostatné
zdravotnicke zariadenia, resp. ubytovacie zariadenia v ktorych sa poskytuje aj
zdravotnd starostlivost’ na stabilizaciu zdravotného stavu, regeneraciu zdravia alebo
prevenciu chorob a ktoré vyuZziva prirodné lieCivé vody alebo klimatické podmienky
vhodné na lie¢enie uznané na poskytovanie zdravotnej starostlivosti. Kipel'né liecebné
ubytovacie zaradenia moZno prevadzkovat' len na zaklade povolenia, ktoré vydava
Statna kipel'na komisia, ktora vedie register povoleni na prevadzkovanie prirodnych
lieCebnych kupelov a kupelnych lie¢ebni. Register podla Ziadosti na prevadzkovanie
spravidla obsahuje aj Udaje o ubytovacich, zdravotnickych a inych zariadeniach
potrebnych na poskytovanie klpelnej starostlivosti, ako aj stanovisko kupelného
miesta (mesta alebo obce), na ktorej Uzemi ma byt povolené prevadzkovanie
prirodnych lieCebnych kapelov alebo kipelnych lie¢ebni. Podla Ministerstva
zdravotnictva SR a InSpektoratu kupelov Zriediel si evidované a schvalené Ziadosti
z roku 1995 az 1999 formou vydania Statitov kupelnych miest. Svojim obsahom st uz
historické a nesplfiaju sucasné a budlce inovativne zamery v prospech kupelnictva
a kapelného turizmu. Ak zanikli podmienky na ich vhodné prevadzkovanie, Statna
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kupelna komisia vykona zruSenie povolenia na prevadzkovanie prirodnych lieCebnych
kupelov a kapelnych lieCebni. Stanovisko poskytuje aj obec alebo mesto, na ktorej
Uzemi bolo povolené prevadzkovanie prirodnych liecebnych kipel'ov alebo kdpelnych
liecebni.

Obr. 3 Interakcie kupelnictva v turizme - SPA health & SPA wellness

SPA SPA health
medical

prirodné liecivé vody, prirodné
mineralne vody, prirodné
termalne vody. voda ur¢ena na
kupanie, zdraviu vhodné
klimatické prostredie

cestovna
kancelaria

SPA health
&
SPA wellness o

ubytovacie
zariadenia

Zdroj: Vlastné spracovanie.

V sucasnosti v mnohych SPA health zariadeniach, predovsetkym tam, kde
ponlkaju preventivne programy, pracuje lekar, resp. zdravotni Specialisti, napr.
balneologické zdravotné sestry, fyzioterapeuti, dietoldgovia a pod. Nové a rychlo sa
rozvijajuca produktova skupina kupelnictva v turizme dnes globdlne ponika SPA
wellness pobyty s vyuZitim prirodnych mineralnych a klimatickych zdrojov alebo bez
nich. Sporadicky ponlka aj tzv. neakitne SPA health formou Ukonov, ako su napr.
dentalne Ukony, estetickd chirurgia s doplnkom uplatfiovania prirodnej lieCivej
mineralnej vody, resp. netuberkulézne opatrenia v priaznivom klimatickom prostredi.

Rozdiel medzi zdravotnym a kupelnym turizmom eSte mozno charakterizovat
nasledovne: Zdravotny (medical) turizmus je invazivna forma lieCenia a znamena pre
kupel'ného pacienta zlepSenie zdravotného stavu lieCenim a aj lieCebny oddych, t.j. nie
je volnoCasova aktivita, ale forma lieCby, kde je nemozné volne realizovat' turistiku
z dovodu pozicie kipel'ného pacienta v lieCebnych kdpel'och a dodrziavania kdpel'ného
rezimu s lekarskym dozorom. Kulpelny turizmus je volnocasova aktivita vyuZzivajlca
prednosti prirody v destinacii a prislusnych Uzemiach, vyber ubytovacich zariadeni
podla klasifikacnych znakov, gastronémiu podla vyberu a chuti turistu a fakultativnych
vyletov a zajazdov ponukanych pre turistu a pod.
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Tab. 2 Rozdiely medzi kiipelnym a zdravotnym turizmom
parameter kupelny turizmus zdravotny turizmus
cief dovolenka na zotavenie pracovne neschopny

dizka pobytu

3-7dni

21 - 28 dni

lieCebné zdroje

individualne poZzadované

nutné pri ochoreniach

pozadovanie

rekredacia, regeneracia

pooperacné stavy

starostlivost’

zdravotna sluzba prvej pomoci

so zdravotnym personalom

lekar

neddlezity

dolezity

vyber procedur

vSeobecne odporucany

podla lieCebnej indikacie predpise lekar

procedury

individualny dozor

zdravotny a lekarsky dozor

SPA wellness prevencia pre zdravie bez lieCby
akvaparky relaxacia bez lieCby
kupaliska volno&asova aktivita bez lieCby

Zdroj: Vlastné spracovanie.

Podl'a vSetkych aj vysSie uvedenych charakteristik kipelného, resp. zdravotného
turizmu je mozné predmetnl oblast’ klasifikovat’ v terminoldgii ako ,kipelnictvo
v turizme", resp. ,kdpelnictvo v cestovhom ruchu®. Pojem ,kdpelnictvo" vo svojej
podstate obsahuje vSetky atriblty, ako su ,Voda - Vzduch - Zem - Ohern — Pohyb"
ovplyviujuce klpelné miesta, prirodné lieCebné procedury, rekreacné kupelnictvo,
wellness, akvaparky, moznosti vyuZitia termalnych kipalisk, pitie prirodnej mineralnej
vody pre zdravie a tym aj ponuku pobytu na relaxaciu a oddych, rovnako aj ponuku
balikov cestovnych sluzieb a cestovné programy (fakultativne vylety) s ciefom
vSestranne zlepSovat’ zdravie l'udi.

4 Wellness a termalne kupaliska

Wellness a kudpelnictvo sa zameriava na proces uvedomovania si a smerovania
k neustalemu zvySovaniu spokojnosti s vlastnou existenciou jednotlivca a bude nadalej
ovplyvilovat' nielen zmeny v demografickom vyvoji sprevadzané starnutim populacie, ale
aj narastajuci stres ekonomicky cCinného obyvatelstva a rast jeho zdravotného
uvedomenia. Wellness masérska sluzba je novo klasifikovana ako viazand Zivnost
v zmysle Zivnostenského zakona (skupina 214, poradové €. 53a.) a vyzaduje osvedcenie
o Ciastocnej alebo Uplnej kvalifikacii. Wellness proces znamena skutocnost, ze zlepSenie
je vzdy mozné a uvedomovanie, Ze neustale su ziskavané nové informacie na zlepsenie
a pozdvihnutie celkového stavu turistu. S tymto procesom su spajané aj moznosti vol'by
a rozhodovania o rade pohybovych prileZitosti, pricom su vyberané tie varianty, ktoré
najlepSie prispievaju k naplfianiu pocitu pohody. PeSou turistikou, prechadzkami v zdraviu
vhodnom klimatickom prostredi, ako aj cykloturistikou v kupel'nych miestach a ich okoli
vznika idedlna mozZnost’ na ziskanie d'alSich spdsobov ovplyviiovania zdravia turistu.
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Wellness aktivity spocivaju v pozitivnom pristupe k Zivotu, ktory kladie doraz na
celého cloveka. Je to integracia tela, mysle a ducha, a uznanie vSetkého Co l'udia robia,
myslia si, citia a veria, ma vplyv na udrzanie si dobrej zdravotnej rovnovahy turistu. Na
Slovensku je vybudované malé mnozstvo ubytovacich zariadeni poskytujlcich SPA
wellness [2.]. Strediskd/centra termalnych kupalisk alebo wellness zariadenia vytvaraju
komplexné stredisko turizmu a v jeho kompetencii je poskytovanie najmenej troch sluzieb
turizmu, napriklad ubytovacie sluzby, stravovacie sluzby, doplnkové sluzby — kupanie,
Sportovo-relaxacné sluzby, fitness, kultirno-poznavacie sluzby tvoriace jeden celok
v jednej lokalite. Stredisko/centrum termalneho kipaliska, resp. wellness hotel poskytuje
turistom rozsah sluzieb stanoveny pre prislusnu klasifikaciu a triedu ubytovacieho
zariadenia. Ako wellness hotel moZno oznacit” hotel, ktory spifia poziadavky hotela triedy
3* az 5* a spravidla spifia fakultativne znaky stanovené Specialne pre wellness sluzby.

Tab. 3  Vybrané SPA wellness zariadenia na Slovensku

. vstupné na den hibka teplota otvorené bazény
nazov e , .
SPA wellness dospely/dieta bazénov vgdy Z|mav/ leto
€ (m) (°C) (pocet)
Wellness hotel Zochova
chata Modra-Harmoénia 50,00 1.8 30 1
SAl Wellness
akvapark Senec 22,00 - 12,00 0,2-1,8 28 -32 1/3
Wellness, h’otel Orchidea 500/ 2,50 09-13 30-33 2/2
Velky Meder
®
RELAX_AQUA & SPA 13,00/1800 | 02-13 | 28-38 414
Trnava
x-bionic®sphere Wellness sauny — 7 druhov, jacuzzi, solna jaskyna,
& . X 50,00/ 42,00 . S
Arena Samorin - Cilistov masaze, turecky kupel
Wellness 3,00/2,50 1,3 32-34 1/1
Kalna nad Hronom
Relax centrum 12,00/ 7,00 1,2-18 31 1/1
Palarikovo
Wellness Zelena zaba 9,50 /5,00 12-18 28 -30 0/2
Trencianske Teplice
Wellness hotel Kaskady 20,00/ 9,60 12-18 32 2/3
Slia¢ - Sielnica
Miraj Resort 10,00/ 5,00 12-15 27 0/2
LuCenec
hotel SITNO 9,00/ 4,50 0,3-1,2 28 - 38 6/8
Vyhne
Termal Raj, hotel Sorea Maj 5,00/ 3,30 07-1,8 28 272
Liptovsky Jan
Kapele APHRODITE 28,00/ 18,00 0,1-1,2 20 - 40 717
Rajecké Teplice
Wellness Hotel 13,00/ 9,00 06-12 | 31-36 416
Patince
Wellness Spa 5,00/ 3,50 0,2-1,2 32 -36 3/3
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Bardejovské Kupele

Wellness Grand hotela

Permon - Podbanské 12,00 12-19 30 3/3

AQUA Relax, Hotel Sorea
TITRIS 12,80/ 10,20 1,2 27 - 32 212
Tatranska Lomnica

hotel International

Velka Lomnica 8,00/ 4,00 1,2-13 30-36 212

Wellness svet - hotel Sorea
_ TRIGAN 16,00/ 10,00 0,2-1,2 32 2/2
Strbské Pleso

Wellness URANIA - hotel
Sorea URAN 10,00/ 8,00 0,1-1,3 32 2/2
Tatranska Lomnica

Zdroj: Vlastné spracovanie.

V neposlednom rade uplatiovanie slovenského systém kvality sluzieb
v cestovnom ruchu (SSKS CR), ako inovativny a dobrovolny nastroj urceny pre
organizacie poOsobiace v turizme je schopny systematicky pomahat pri zvySovani
ponuky  vhodnych sluzieb, ziskavani odbornych znalosti a  zvySovani
konkurencieschopnosti tychto organizacii. SSKS CR vyznamne pOsobi ako nastroj
statnej politiky turizmu sldZiaci na podporu rozvoja a zlepSovania kvality
poskytovanych sluzieb. Zapojenie organizacii do systému umozni SPA wellness
ubytovacim zariadeniam ziskat' odborné znalosti a praktické skusenosti z oblasti
riadenia kvality v sluzbach, ktoré mozu dalej vyuzit' pri vlastnom rozvoji. Uspesné
organizacie ziskaju prestiznu, medzindrodne porovnatelnd znacku, ktord pre turistu
predstavuje prisl'ub kvality sluzieb pre kipelnictvo v domacom turizme.

Wellness, ako Zivotny Styl s pohybom pre zdravie ma za ciel’ dosiahnut’ prezivanie
radosti a pohody v Zivote. Podla KlasifikaCnych znakov na ubytovacie zariadenia a ich
zarad'ovanie do kategdrii a tried SPA wellness ubytovacie zariadenia maju spliat’
poziadavky urcené na Specifické prechodné pobyty spojené s odbornou starostlivost'ou
a rehabilitdciou turistov. Wellness hotel je vybaveny funkénymi Sportovymi
a rekreaCnymi zariadeniami, ktoré su turistom k dispozicii a ponutka racionalnu stravu.
Wellness hotel turistom poskytuje rozsah sluzieb stanoveny pre prislusni triedu hotela.
Medzi fakultativne znaky SPA wellness mozno zaradit’ kryty bazén s vodou uréenou na
kupanie, kupalisko s vyhrievanou vodou alebo termalne kupalisko s vodou uréenou na
kupanie, whirpool, parny kapel, sauna, vodoliecba, lekar v objekte, ponuka liecebnej
starostlivosti, ponuka diétnej kuchyne alebo inej kuchyne zameranej na zdravu vyzivu,
solarium, kvalifikovana masaz, relaxacnd technika, resp. relaxacna terapia, posilioviia
s minimalne Styrmi pristrojmi, Sportovy terapeut, pohybova gymnastika, kozmetika,
kadernictvo, manikura a pedikira v objekte, priestory na ochladenie a na odpocinok,
ponuka tradi¢nych jedal charakteristickych pre dany region turizmu v Uzemi Slovenska

[5.].
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Obr.4  Vybrané termadlne kuapaliska a SPA wellness v regidonoch turizmu
na Slovensku
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Zdroj: Vlastné spracovanie.

5 Kuapel'né miesta v turistickych regionoch

Do kupelnych miest sa uz nechodi iba kvoli liecbe, obcania a turisti ich vyuzivaju aj
ako formu relaxu a na doplnenie fyzickych a psychickych sil. Pri pobyte sa nelieci len telo,
ale harmonizuju sa vSetky zmysly. Blahodarny Gcinok vlastnosti prirodnych mineralnych
vod Ucinne vplyva na celkovy stav Cloveka. Trendom je inovovat, predbehnat
konkurenciu a zaroven sa od nej ucit. Turisti sU naroCnejSi a oCakavaju kvalitu za
primerani cenu. Ku kipelom s celoslovenskym a medzinarodnym vyznamom patri 30
kdipelnych miest, pricom v roku 2016 bol poéet evidovanych hotelov 3" az 5 kipel'nych
17 a wellness 24. SPA health & SPA wellness prindsa zamestnanost’ v prisluSnom
regione, prijmy do Statnej pokladnice, miestnej a regionalnej Uzemnej samosprave, je
prvkom zlepSenia zdravia obyvatel'stva, podporuje prichod turistov, zvySuje kredit
krajiny, podlieha globalizacii a preto je potrebné sledovat trendy a nepretrzite sa
prisposobovat’ novym poziadavkdm zo strany potencidlnych klientov. Na vznik
a existenciu kupel'nych miest je nevyhnutné mat”:

e miestny prirodny liecivy zdroj (lieCiva voda, lieCivé peloidy, liecivé plyny, prirodné
lieCivé podmienky mora, klimatické podmienky vhodné na lieCenie, uznany prirodny
systém liecby),

miestny prirodny termalny mineralny zdroj,

kvalitné Zivotné prostredie,

Specifické a chranené klpel'né prostredie,

zdravotnicke zazemie pre rehabilitaciu a lieCbu (prevenciu primarnu a sekundarnu),
vhodné vybavenie pre wellness aktivity.

Poskytovanim kupelnej starostlivosti v jednotlivych kipelnych liecebniach
a prirodnych lie¢ebnych kupeloch vo vztahu k prirodnym lieCivym vodam a zdraviu
vhodného klimatického prirodného prostredia st ponikané a vykonavané procediry na
zaklade uznania lieCebnej indikacie [2.]. Takisto aj niektoré SPA wellness ubytovacie
zariadenia poskytuju kvalifikované procedulry za ucelom zvySenia zdravia turistu.
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Tab.4 Indikatny zoznam pre kdpelnd zdravotn( starostlivost podla prirodnych
lieCivych vod a vhodnych klimatickych podmienok

Cislo . C vlastnosti prirodnej mineralnej vody a zdraviu vhodné
Lo nazov indikacie PN -
indikacie klimatické podmienky

voda uhli¢itd, voda z prislu$nej indikacie podfa postihnutého

. Choroby systému v organizme
XX onkologicke vhodné klimatické podmienky
I Choroby
. obehového voda uhlic¢ita, jodova
XXII. B
ustrojenstva
Choroby . i . - .
. traviaceh voda siranova (Na+, Ca2+, Mg2+), hydrogénuhli¢itanova,
XXIII. [raviacenho sirna (choroby pecene)
ustrojenstva
Choroby z poruchy voda siranova (Na+, Ca2+, Mg2+), hydrogénuhli¢itanova,
IV. latkovej vymeny a | sirna (choroby pecene), chloridovo-sodna - pre indikaciu 1V/1,
XXIV. Zliaz s vnatornou jodova — indikacie 1V/3,4 a XXIV/2,3,

sekréciou vhodné klimatické podmienky — pre indikaciu 1V/5

V. Netuberkulozne voda hydrogénubhli¢itanovo-sodna, solanka, vapenata

xxv, | ehoroby dychacich vhodné Klimatické podmienky
VI. Choroby nervové voda sirna, jédova, radénova,
XXVI. y termalna s teplotou nad 35 °C
Choroby voda uhli¢ita s minimalnym obsahom CO2 v aplikacnom
VIl XXVII. pohybového mieste 1 000 mg/I (vafa, bazén), sirna, jédova, radénova,
ustrojenstva termalna s teplotou nad 35 °C
VIIL. Choroby obli¢iek a voda hydrogénubhli¢itanova, siranova, vapenata, uhlicita,
XXVIIL. mocovych ciest termalna s teplotou nad 35 °C
IX. Choroby dusevné voda uhli¢ita, vhodné klimatické podmienky
X. . . .
XXX, Choroby kozné voda sirna, solanka
XI. Choroby Zenské a voda solanka, j6dova, uhligita, radénova,
XXIX. gynekologické termalna s teplotou nad 35 °C
X Choroby z voda z prislusnej indikacie podla postihnutého systému
' povolania v organizme, vhodné klimatické podmienky

Zdroj: Vlastné spracovanie.

Klpel'né podniky v mestach a obciach Slovenska so Statitom kipelného miesta
prevadzkuju zdravotn( starostlivost’ s indikaciou priaznivosti pésobenia na organizmus
formou kupelnej lieCby. Zoznam miest a obci so Statitom kipelného miesta
s vlastnostami prirodnej lieCivej minerdlnej vody a zdraviu vhodného klimatického
prostredia priaznivo pOsobiacich na organizmus l'udi je naznaceny nasledovne:
Mesto/obec: Dudince, Nimnica, Bardejovské kupele, Slia¢, Vysné Ruzbachy, Brusno
Priaznivo pdsobi na. Ochorenia obehového Ustrojenstva (srdce, cievy, chlopiové
chyby).

Mesto/obec: Bardejov, Brusno, Nimnica, Lucky, Turcianske Teplice, Sklené Teplice,
Trencianske Teplice, Kovacova, Vysné Ruzbachy
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Priaznivo pdsobi na: Ochorenia traviaceho Ustrojenstva (Zalidok, pecen, ZzI¢nik,
pankreas). y

Mesto/obec: Bardejov, Bojnice, Ciz, LuCky, Trencianske Teplice, Vysné Ruzbachy,
Liptovsky Jan, Stés, Brusno, Dudince, Nimnica, Piestany, Smrdaky, Turcianske Teplice,
Rajecké Teplice, Sklené Teplice, Vysoké Tatry (Novy Smokovec, Tatranské Zruby)
Priaznivo pdsobi na: Ochorenia z povolania._

Mesto/obec: Bardejov, Ciz, Brusno, Lucky, Stds, Kovacova, Sklené Teplice, Trencéianske
Teplice, Liptovsky Jan, Vysoké Tatry (Novy Smokovec, Tatranska Polianka), Nimnica,
VysSné Ruzbachy, Cerveny Klastor

Priaznivo pdsobi na: Ochorenia latkovej vymeny a Zliaz s vndtornym vyluovanim
(cukrovka, obezita, stavy po operacii stitnej zl'azy).

Mesto/obec: TrenCianske Teplice, Bojnice, Sklené Teplice, Rajecké Teplice, Smrdaky,
Piestany, Dudince, Bardejov, Bojnice, Lucky, TurCianske Teplice, Kovacova, Vysné
Ruzbachy, Ciz, Slia¢, Nimnica )

Priaznivo pésobi na: Ochorenia pohybového Ustrojenstva (chrbtica, kiby, svaly).
Mesto/obec: Bardejov, Lucky, Liptovsky Jan, Nimnica, Stos, Lucivna, Vysoké Tatry
(Tatranska_Kotlina, Tatranské Zruby, Horny Smokovec, Novy Smokovec, Tatranska
Polianka), Cerveny Klastor

Priaznivo pésobi na: Netuberkulézne choroby dychacich ciest (plica, nosné a kréné
Ustrojenstvo). y y

Mesto/obec: lysSné Ruzbachy, Stés, Vysoké Tatry (Novy Smokovec), Cerveny Klastor
Priaznivo pdsobi na: Ochorenia dusevné (depresie, neurdzy).

Mesto/obec: TrencCianske Teplice, Smrdaky, Cerveny Klastor

Priaznivo pdsobi na. Ochorenia kozné (psoridza, dermatitidy, ekzémy). 3
Mesto/obec: Dudince, Bardejov, Lucky, Piestany, Turcianske Teplice, Kovacova, Ciz,
Bojnice, Sklené Teplice, Rajecké Teplice, Trencianske Teplice, Nimnica

Priaznivo  pdsobi na: Ochorenia nervové (neuropatie, ischias, parkinson,
polyneuropatie)

Mesto/obec: Turlianske Teplice, Bardejov, Bojnice, Kovacova, Vysné Ruzbachy
Priaznivo pdsobi na: Ochorenia obli¢iek a moCovych ciest (opakujlce sa zdlhavé zapaly
mocovych ciest, Caste zapaly, stavy po operaciach). y

Mesto/obec: TrenCianske Teplice, Ciz, Bardejov, KovaCova, Stés, SliaC, VySné
Ruzbachy, Liptovsky Jan, Nimnica, Lucky, Sklené Teplice, Cerveny Klastor

Priaznivo pésobi na: Ochorenia onkologické (rakovina, nadorové ochorenia).
Mesto/obec: Bardejov, Bojnice, Ciz, Kovacova, Nimnica, Slia¢, Turlianske Teplice,
Trencianske Teplice, Sklené Teplice, Rajecké Teplice, Lucky, Vysné Ruzbachy

Priaznivo pésobi na: Ochorenia zenské (myodmy, cisty, endometridza, zapaly, nadory,
polypy, poruchy menstruacného cyklu).

Klpelné lieCebne a zariadenia su prevadzkované v pravnej forme akciovych
spolocnosti, resp. spoloc¢nosti s ruCenim obmedzenym (na Slovensku je 30
prevadzkovatelov). Kipelné zariadenie je zdravotnickym zariadenim spravidla
s neplatenim dane za ubytovanie (I6zko) a dane za pozemky. Ide o zariadenie, ktoré
poskytuje procediry a ambulantnu starostlivost!, ale vo volnom case si kapelni klienti
(pacienti) svoj program zabezpecuju podla vlastnych predstav a ponuky kupelného
domu. Vyrazny rozdiel je medzi nemocenskym zariadenim a kdpelmi. Kupele
nezabezpeCuju nepretrziti 24-hod. starostlivost v prislusSnej kuapelnej liecebni
a nedisponuju prislusne potrebnym poctom zdravotnych sestier a lekarov a rovnako ich
ohodnotenie sa od zdravotnych sestier v zdravotnickych zariadeniach znacne Iisi.
Dlhodobo neodvadzajui miestnej Uzemnej samosprave dan za ubytovanie (16zko) a dan
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z pozemkov aj napriek skutoCnosti, Ze svojou prevadzkou vykonavaju cinnosti
adekvatne hotelovym ubytovacim zariadeniam klasifikovanych v turizme. Neadekvatne,
nekorektné a nerealizovatel'né je, aby kupele Ziadali vratenie dane z ubytovania, napr.
v pripade Turcianskych Teplic, kde Ziadaju miestnu Uzemn( samospravu vratit’ kiipelnej
spoloc¢nosti dan z ubytovania za roky 2007 — 2012 vo vyske 617 tis. €.

Obr.5 Kupelné miesta v slovenskych regidnoch turizmu

Horno-
zemplinsky

Horehronsky

e & Brusno

Dolno-
zemplinsky

Gemersky

Legenda:

hranice Slovenska

hranice regiénov cestovného ruchu

€  kipelné miesto

Zdroj: Vlastné spracovanie.

Zaujem o zdravotnu starostlivost’ maju kdpelni pacienti a aj chori turisti, ktorych
zdravotny stav predpoklada aplikaciu kupelného lieCenia v sllade so stanovenou
indikaciou. Zaujemcovia o kupelnu liecbu v rozsahu zdravotnej starostlivosti uhradzanej
na zaklade zdravotného poistenia, pripadne s mozZnostou Uhrady za sluzby slvisiace
s poskytovanim zdravotnej starostlivosti spravidla uplatfiuji ponuky zdravotnych
poist'ovni.

Kipelnym miestam (mesta alebo obce) so Statitom kipelného miesta
a s lieCebnymi kdpelnymi ubytovacimi zariadeniami sa tak nedostavaju adekvatne
financné prostriedky podl'a § 37 az § 43 zakona ¢. 582/2004 Z. z. o miestnych daniach
a miestnom poplatku za komundine odpady a drobné stavebné odpady v zneni
neskorSich predpisov, pretoze ubytovanie je zakonne odplatné za prechodné
ubytovanie fyzickej osoby v ubytovacom zariadeni, ktorého kategorizaciu urcuje zakon
€. 277/2008 Z. z. ktorym sa ustanovuju klasifikatné znaky na ubytovacie zariadenia pri
ich zarad'ovani do kategdrii a tried v zneni neskorSich predpisov. PretoZe zakon
0 miestnych daniach zaviedol v § 37 pri predmete dane za ubytovanie odkaz iba k § 3
zakona €. 277/2008 Z. z., z uvedeného dbvodu si na Ucely tejto dane zavédzné iba
ubytovacie kategérie vymedzené v predmetnom ustanoveni, napr. kupelny hotel,
wellness hotel. Vzhl'adom na k sUcasnosti zastaralych StatGtov kdpelnych miest (z roku
1995 az 1999) je vhodné a potrebné preklasifikovat’ ubytovacie zariadenia prevadzok
kipelnych lieCebni resp. zdravotnych zariadeni (kupelnych domov, kipelnych
zariadeni, kapelnych ubytovni a pod.) na ubytovacie zariadenia kategorizovanych
podla klasifikacnych znakov do kategdrii a tried v zmysle zakona ¢. 277/2008 Z. z..
Podnet moze podat’ kipelné miesto - mesto alebo obec — a po uznani Statnou
kipel'nou komisiou a schvaleni vladou SR vznikd moznost’ efektivneho financného
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nastroja k dalSej obnove prostredia v kipelnom mieste a udrzatelného rozvoja
turizmu.

Rast dopytu po kipel'nom turizme spojeny s aktivnou chddzou, tzv. Active Walking,
resp. chodzou so Specidlnymi palicami tzv. Nordic Walking je vyvolany rozvojom
civilizanych choréb, najma nadvahy, vysokého pracovného tempa, potreba odpocinku,
zbavenia sa stresu a zmien v spOsobe Zivota a pod.. Je namieste, aby sa pre ludi
v problematike SPA health & SPA wellness venovala nalezita pozornost, s realizaciou vo
volnom ¢ase a financovana z vlastnych prostriedkov turistov. Na zlepSenie uplatnenia sa
kupelnictva v turizme je potrebné v prijatelnej miere vyuzivat' vzacne vlastnosti
prirodnych termalnych a mineralnych pramenov, vhodné klimatické prostredie, skvalitnit’
mikrostruktiru kupelnych miest, kipelného prostredia, miest a obci s termalnymi
kupaliskami, akvaparkami, prirodnymi a budovanymi kipaliskami, obohatit’ ponuku
o doplnkové sluzby, rozSirit moznosti aktivit pre volny Cas vo forme tzv. relaxacnych
balickov a fakultativnych vyletov. Eurdpske krajiny st vyznamné najma pre kvalitu vod,
vhodné klimatické prostredie a nadStandard sluZieb v ubytovacich zariadeniach. Produkt
SPA health & SPA wellness, spravidla uplatfiovany v dizke 4 az 7 dni, je vyznamnou
produktovou skupinou v turizme a v stlade s trendmi v Eurdpe [2.] ktoré sa v sucasnosti
intenzivne rozvijaju.

V Eurdpe su dva prudy kapelnictva spojené s turizmom. Jedna skupina krajin sa
zameriava na tradicné lieCebné kupelnictvo a ma medicinske zazemie (Cesko,
Nemecko, Pol'sko). Druhd skupina krajin (Spanielsko, Franclzsko, Taliansko,
Madarsko) si pod kupelnictvom predstavuji nemedicinske ozdraveniu vhodné
wellness. Na Slovensku sa prejavuju zmieSané medicinske aj nemedicinske zazemia.
V Skandindvii je kupelnictvo chdpané ako sUcast’ prevencie pred civilizaCnymi
chorobami a je viac spajané s podmienkami, ktoré ponukaju juzné primorské krajiny.

Medzinarodna riadiaca skupina v aprili 2016 v Prahe rozhodla o kone¢nom zlozeni
nominacie na zapis do Zoznamu svetového dediCstva UNESCO, ktoru bude tvorit’ 11
kipelnych miest: Bad Ems (Nemecko), Bad Kissingen (Nemecko), Baden-Baden
(Nemecko), Baden bei Wien (Rakusko), Bath (Velka Britania), Frantiskovy Lazné
(Ceska republika), Karlovy Vary (Ceska republika), Marianské Lazné (Ceska republika),
Montecatini Terme (Taliansko), Spa (Belgicko) a Vichy (Franclzsko). Zucastnené
Eurdpske staty vyslovili prianie predlozit nominaciu kipelnych miest do Centra
svetového dedicstva v Parizi v januari 2018 (zdroj: www.spaarch.cz).

Medzi vyznamné kupelné strediska, tzv. Health resorts in Hungary, moZno
v Madarsku zaradit' kiupelné miesta: Miskolc — Lillafiired, Harkany, Sopron-Balf,
Gyongyos — Kékestet6, Héviz, Balatonfiired, Parad, HajdUszoboszlo, Zalakaros, Bk,
Eger, Debrecen, Gyula, Sarvar (2 okresy), Mez6kbvesd, Nyiregyhaza, Sostogygyfiirdo,
Szigetvar (citacia: Andrea Nemes: The quality in Hungarian health tourism by focusing
on spas and waterparks, V4 Quality Conference, 18.-19.11.2014, Bratislava). Podla
Magyar Fiirdévarosok Szbvetsége - Zdruzenie madarskych kupelnych miest - st ¢lenmi
(dostupné na www.magyarfurdovarosok.hu) mestd a obce v Madarsku: Békés,
Berekfiird6, Bukflird6, Biikkszék, Cegléd, Cserkesz6ld, Csongrad, Davod, Esztergom,
Gardony- Agard, Gyomaendréd, Hajdibodszormény, Hajdlszoboszld, Harkany, Hegykd,
Jaszapati, Jaszberény, Kapuvar, Kisbér, Kiskunhalas, Kistjszallas, Kisvarda, Komarom,
Lipot, Makd, Marcali, Matraderecske, MezGkovesd, MezGtdr, Miskolc, Mdrahalom,
Mosonmagyarovar, Nagyatad, Szentes, Szigetvar, Szombathely, Tamasi, Tiszaljvaros,
Vasarosnamény, Zalakaros. Podl'a Mad'arskej turistickej kancelarie (Magyar Turisztikai
Ugynokség) certifikat kvality v roku 2015 pridelil Zvdz madarskych kipelov (Magyar
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FirdOszOvetség) v 5 kategodriach celkom 21 kupelom (lieCebné kipele, zazitkové
kipele, plavaren, plaZové kdpalisko, wellness). Zvaz je opravneny pridelit’ certifikat
kvality kazdym kuapelom, ktoré disponuju povolenim na prevadzku a splfiaju kipelné
podmienky. V kazdej kategdrii je hodnotené podla inych kritérii a skimaju technické
a hygienické podmienky prevadzky, rozsah a kvalitu ponukanych sluzieb, odbornost’
a pripravenost’ personalu.

Podla zoznamu (zdroj: www.jedemedolazni.cz/cs/lazenska-mista.html) Sdruzeni
lazenskych mist Ceskej republiky st kdpelnymi miestami: Bechyné, Lednice, Biling,
Bludov, Dubi, FrantiSkovy Lazné, Hodonin, Jachymov, Janské Lazné, Jesenik, Karlova
Studanka, Karlovy Vary, Karving, Klimkovice, Konstantinovy Lazné, Lazné Aurora -
Trebon, Lazné Bélohrad, Lazné Bohdaneé, Lazné Kynzvart, Lazné Libverda - Hejnice,
MSené - lazné, Lazné TousSen, Lazné Dolni Lipova, Luhacovice, Marianské Lazng,
Nachod, Osetnad - Lazné Kundratice, Ostrozska Nova Ves, Podébrady, Pozlovice,
Skalka, Slamnice, Teplice, Teplice nad Becvou, Tfebon, Lazné Velichovky a_Velké
Losiny. Ucelom a cielom Sdruzeni lazenskych mist Ceskej republiky (SLM CR) je
aktivne prispievat’ k vytvaraniu podmienok a nastrojov pre regeneraciu a rozvoj
kipelnictva a kipelnych miest, hlavne k zlepSovaniu ich stavu, k rozvoju kupelnej
a mestskej infrastruktdry, obnovy kupel'nych pamiatok a k rozvoji ¢eského kupelnictva
a Ceskych kapel'nych miest a vesnic. Pre dosiahnutie vytycenych cielov usiluje SLM CR
0 spolupracu medzi Statom, mestami/vesnicami a obcanmi, kipel'nymi organizaciami
a zdruzeniami, ale i o spolupracu na medzinarodnej Urovni.

6 Regionalna investicna pomoc v kipel'nictve

Investicna pomoc na podporu pociatocnej investicie a vytvarania
pracovnych miest je poskytovana formou dotacie na obstarany dlhodoby hmotny
majetok a dlhodoby nehmotny majetok. Pri poskytnuti investicnej pomoci je
uzatvorena zmluva obsahujlca identifikacné Udaje zmluvnych stran, Cislo rozhodnutia
o schvaleni investi¢nej pomoci, intenzitu a vysku investi¢nej pomoci, termin a sposob
poskytnutia investicnej pomoci, nazov a vysku celkovych opravnenych nakladov
investicného zameru, vySku skutoCne vynaloZzenych opravnenych nakladov
investicného zameru a obdobie, za ktoré sa investi¢na pomoc poskytuje.

Zakon €. 561/2007 Z. z. o investitnej pomoci a o zmene a doplneni niektorych
zadkonov nadobudol Uc¢innost’ 01.01.2008. Za toto obdobie presla globdlna a slovenska
ekonomika vyznamnym vyvojom, na ktory je potrebné reagovat’ aj v oblasti podpory
investicii. Pripravovany novy navrh zdkona o regionalnej investicnej pomoci
s predpokladanou Ucinnostou od 01.04.2018 reflektuje zmeny potrieb Slovenska
v oblasti podpory investicii, zmeny potrieb investorov a zmeny v eurdpskej legislative
vyZadujlce priamu aplikaciu.

Novo navrhovana legislativna Uprava je adresnejSie zamerana na podporu
investicii tykajucich sa progresivnych technolégii a cinnosti s vysokou pridanou
hodnotou. Podpori ciele dosahovania udrzatelného hospodarskeho rozvoja
a konkurencieschopnosti v globalnom priestore a vytvara vacsi priestor pre znizovanie
regionalnych rozdielov na Slovensku. K zasadnym zmenam patri vypustenie poziadavky
tvorby pracovnych miest v priemyselnej vyrobe. V oblasti centier podnikovych sluzieb,
resp. centier/stredisk turizmu podmienku zamestnania podielu vysokoskolsky
vzdelanych ludi nahradila podmienka vyplacania vyssich ako priemernych miezd
v danom okrese. Vyraznou zmenou je taktiez modifikacia podmienky realizovania
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investi¢ného zameru v jednom mieste. Investicna pomoc je poskytovana formou:

1. dotacie na dlhodoby hmotny majetok a dlhodoby nehmotny majetok podla § 8a
zakona ¢. 523/2004 Z. z. o rozpoctovych pravidlach verejnej spravy a o zmene
a doplneni niektorych zakonov v zneni neskorsich predpisov,

2. Ulavy na dani z prijmov podla § 30a zakona ¢. 595/2003 Z. z. o dani z prijmov
v zneni neskorsich predpisov,

3. prispevku na vytvorené nové pracovné miesta podla § 53d zakona ¢. 5/2004 Z. z.
o sluzbach zamestnanosti a o zmene a doplneni niektorych zakonov v zneni
neskorsich predpisov,

prevodu nehnutel'ného majetku alebo najmu nehnutel'ného majetku za hodnotu nizsiu,

ako je hodnota nehnutelného majetku alebo hodnota najmu nehnutelného majetku

stanovend znaleckym posudkom, pricom sa nepouziju ustanovenia osobitnych
predpisov (napr. zakon ¢. 138/1991 Zb. o majetku obci v zneni neskorsich predpisov;
zakon €. 330/1991 Zb. o pozemkovych Upravach, usporiadani pozemkového vlastnictva,
pozemkovych Uradoch, pozemkovom fonde a o pozemkovych spolocenstvach v zneni
neskorsich predpisov; zakon €. 278/1993 Z. z. o sprave majetku Statu v zneni neskorsich
predpisov; zakon C. 446/2001 Z. z. o majetku vysSich uUzemnych celkov v zneni

neskorsich predpisov) [6.].

Maximalna intenzita investicnej pomoci pre investicny zdmer s opravnenymi
nakladmi do 50 mil. € by nemala pocas Cerpania investi¢nej pomoci v jednotlivych
regionoch presiahnut’ hodnoty vyjadrené ako percentudlny podiel z celkovej vysky
opravnenych nakladov investicného zameru. Ak je investicny zamer realizovany
mikropodnikom, malym podnikom alebo strednym podnikom), mozno intenzitu
investicnej pomoci zvysit' pre mikropodniky a malé podniky o0 20 % a pre stredné
podniky 0 10 %.

Maximalna vyska investitnej pomoci pre investicny zamer s opravnenymi
nakladmi nad 50 mil. € pocas Cerpania investiCnej pomoci by nemala presiahnut’
upravenu vySku pomoci vypocitanl pre Cast’ opravnenych nakladov: (a) do 50 mil. €
100 % maximalnej intenzity investicnej pomoci uplatnitelnej v danom regiéne, (b)
prevysujucich 50 mil. € a dosahujlcich najviac 100 mil. € 50 % maximalnej intenzity
investi¢nej pomoci uplatnitelnej v danom regione, (c) prevysujicich 100 mil. € 34 %
maximalnej intenzity investi¢nej pomoci uplatnitel'nej v danom regidne.

Daldie procesné zmeny stvisia so smerovanim investi¢nej pomoci podla potrieb
Slovenska, a to tak z pohladu typov investicie, ako aj regionadlneho rozmeru
realizovania investinych zamerov. Navrh zdkona prindsa sprisnenie hodnotenia
investicnych zamerov, sprehladnenie podmienok poskytnutia investicnej pomodi,
sprisnenie podmienok ich plnenia a presné definovanie krokov organov Statnej spravy
v pripade zistenia ich porusenia. Poskytovanie investicnej pomoci bude hodnotené
pravidelne na roCnej baze formou ex post analyzy. Poskytovanie investi¢nej pomoci
a kontrolu riadi a koordinuje Ministerstvo hospodarstva Slovenskej republiky.
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Obr. 6 Proces Ziadania a realizacie poskytnutia regiondlnej investi¢nej pomoci

hodnoteme ziadosti

schval'ovaci proces a
rozhodnutie o ziadosti
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pomoci na rozvoj regiénov pre oblast’ realizécii investiéného
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o priebehu realizacie investiéného ukonceni

zémeru, zaverecnej hodnotlace] spravy a
roénej spravy o vyuzivani investicie

Zdroj: Vlastné spracovanie

V slovenskom kupel'nictve by mali postupne dostat’ vacsi priestor wellness pobyty
v SPA wellness ubytovacich zariadeniach a ponukat’ také produkty, ktoré oslovia nielen
Uzky segment klientely (rekonvalescentov), ale aj mladi a seniorski generaciu,
manazérov, rodiny s detmi a podobne. V ramci kupelného domaceho turizmu
prichadzaju coraz mladsi turisti s novymi Specifickymi narokmi na kupelné sluzby, ako
su napr. rozne azijské, indické a thajské prirodné zdraviu zvysSujlce metody, Sportové,
zdbavné, adrenalinovi, zazitkové a iné sluzby. V zahrani¢i st s takymito pobytmi
pozitivne sklUsenosti a prispievaju  k lepsSiemu  vyuzitiu  kdpelnych kapacit
na regeneraciu tela i duse turistu.

7 Geoturistika v kupel'nictve

Slovensko ma ustanovenych 222 narodnych prirodnych rezervacii, 383 prirodnych
rezervacii, 187 chranenych aredlov a 231 narodnych prirodnych pamiatok a Narodna
siet’ chranenych Uzemi zabera 23,3 % Uzemia. Z hladiska stavu rieSenia a navrhu
dalSieho budovania geoparkov v koncepcii Geoparkov SR (spracované Ministerstvom
Zivotného prostredia SR) boli vyClenené 3 kategodrie geoparkov:

1. Prevadzkovany geopark - Banskostiavnicky geopark,

2. Budované geoparky - Banskobystricky geopark a Novohradsky geopark,

3.  Navrhované geoparky - Dubnicky geopark, Zemplinsky geopark, Sandbergsko-
pajstunsky geopark, Spissky geopark, Silicky geopark, Jasovsky geopark, Sulovsko-
maninsky geopark.
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Oficidlne vyhlasenie ,Siete geoparkov Slovenskej republiky" (SG) sjej logom
a udelenie titulu ,Geopark Slovenskej republiky® pre tri aktivne geoparky vyplyva
z procesnych pravidiel koncepcie pre udelenie ¢lenstva v SG, ako novej podpory iniciativy
UNESCO na Uzemi Slovenskej republiky. O udeleni daného titulu sa rozhodlo hlasovanim
na 4. zasadnuti komisie dnia 8.11.2016, na zaklade vysledkov a sprav o cinnosti
jednotlivych geoparkov za posledné dva roky. Oficidlne odovzdanie titulu ,Geopark
Slovenskej republiky" bolo uskuto¢nené na péde Ministerstva zivotného prostredia SR dna
9.12.2016 a wvyhlasenétri aktivne geoparky - Banskobystricky, Banskostiavnicky
a medzinarodny Novohrad — Négrad (v r. 2010 zapisany v zozname svetového dediCstva
UNESCO) - ktoré vyplyvaju z procesnych pravidiel koncepcie geoparkov Slovenska
pre udelenie ¢lenstva v Sieti geoparkov s aktivnou podporou novej iniciativy UNESCO.

Vyhldsenim SG sa na jednej strane prispieva k napifianiu cielov Agendy 2030 a na
druhej strane dojde k zvySeniu povedomia spoloCnosti o geoparkoch ¢im sa povzbudia
miestne iniciativy na dalSich potencidlnych UGzemiach na Slovensku, za ucelom
konstituovania geoparkov, alebo prevadzkovania sluzieb geoturizmu. Vytvorenie geoparku
v tychto Uzemiach (hlavne v ekonomicky malo rozvinutych regiénoch) podnieti komplexny
pristup k manazmentu, ochrane a prezentacii dedi¢stva Zeme v kombindacii s trvalo
udrzatel'nym a ekonomickym rozvojom stavajicim na ekologicky Setrnom turizme.

Obr. 7 Siet' geoparkov Slovenska v turistickych regiénoch s kipelnymi miestami
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Zdroj: Vlastné spracovanie.

Vyznamnym spojenim pre kupelnictvo je geoturistika realizovana vo vhodnom
klimatickom prostredi v blizkosti miest/obci so StatGtom kdpelného miesta s vykonom
aktivnej pravidelnej chodze turistu tzv. Active Walking, resp. Nordic Walking, resp.
kupel'ného pacienta. Potreba budovania a prevadzkovania geoparkov pri uplatfiovani
geoturistiky na Slovensku bola zvyraznena v roku 2012 s cielom zabezpecit' Ucinnejsiu
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spolupracu medzi Ministerstvom Zivotného prostredia SR, Ministerstvom dopravy
a vystavby SR, s vySSimi Uzemnymi celkami, s miestnymi Uzemnymi samospravami, so
zaujmovymi obcianskymi zdruzeniami, so vzdeldvacou obcou a podnikatel'skymi
subjektmi. Vyhodou slovenského Uzemia, i napriek relativne malej rozlohe, pre
budovanie geoparkov je velka variabilita geologickej stavby Uzemia s mnoZstvom
prirodnych Gtvarov (geotopov) s ktorymi su v mnohych pripadoch spaté objekty
montanistickej hodnoty, ako aj objekty archeologickych, ekonomickych a kultGrnych
pamiatok eurépskeho vyznamu [1.].

Fungovanie geoparku si vyzaduje kvalitny manazment garantujici ochranu,
propagaciu, vedecky vyskum, environmentalnu edukaciu a rozvoj kupelného turizmu
v prepojeni s geoturistikou zaloZenou na principoch trvalej udrzatel'nosti v danom Gzemi
a zdraviu vhodnom klimatickom priestore. Preto bude potrebné skvalitnit' celkovi
certifikaciu kvality sluzieb aj na zaklade eurdpskych Standardov kvality ISO. Podla
odporucani UNESCO geoparky nemaju zahfnat' iba striktne geologick(l napln, ale mali
by obsiahnut’ aj geomorfologické, montanistické, kultirne a historické objekty, ktoré
komplexnejSim sposobom vykresl'uju cely ramec Uzemia, ako vhodného prvku pre
geoturistické ucely.

Medzi mesta a obce v ktorych sa nachadzaju kipelné miesta s moznost'ou
uplatnenia geoturistiky v geoparkoch s klimatickymi podmienkami vhodnymi pre zdravie
mozno zaradit v Sieti geoparkov Slovenska — geopark Banskobystricky
a Banskostiavnicky - mesta a obce: Slia¢, Brusno, Kovacova a Dudince a v Globalnej
sieti geoparkov UNESCO v Sieti eurdpskych geoparkov — medzinarodny geopark
Novohrad — Ndgrad obec Ciz. Geoturistika v Sieti geoparkov Slovenska je vyznamna
a dopliand aj naucnymi chodnikmi. Napr. naucné chodniky v Banskobystrickom
geoparku maju vybudovanych 18 naucnych chodnikov a tras [4.].

Zaver

Na zaklade historického konstatovania Jazykovedného Ustavu L. Stira Slovenskej
Akadémie vied a vysSie uvedenych usmerneni je mozné definovat, Ze vyznam slova
turizmus je adekvatny k slovu cestovny ruch a ostava na autorovi, resp. pouzivatel'ovi
aku terminoldgiu v slovach pouZzije osobitne alebo v ich kombinacii.

Zohl'adiiujic vyssie uvedené vyjadrenia mozno definovat, Ze v terminoldgii
najvhodnejSim vyjadrovanim sa k predmetu veci s najobsiahlejSim vyznamom slova je
~kupelnictvo v turizme", resp. ,kdpelnictvo v cestovnom ruchu®. Kapelnictvo v turizme
je vol'nocasova aktivita, t.j. je proces vo volnom case, napr. pri ¢erpani dovolenky na
zotavenie a zaoberd sa Ciastocne zdravotnou funkciou s vyuZitim prirodnej mineralnej
vody lieCivej, prirodnej mineralnej vody termalnej a vody urenej na kupanie
s uplatnenim v kdpelnych miestach, termalnych kupaliskach, akvaparkoch, ako aj
prirodnych kuapaliskach (jazerd), budovanych kuapaliskdch a pod. Za poslednych
niekol'ko rokov sa intenzivne rozvinuli SPA wellness sluzby. Pojem wellness sa sklada
zdvoch slov — well-being a fitness. Slovo wellness ma predstavovat’ kombinaciu
dobrého pocitu a zdravia. SPA health & SPA wellness produkty su doplnenim k inym
produktovym skupindm turizmu, ktoré poskytuju kapelné miesta a vo velkej miere
mestd a obce s termalnymi kipaliskami a akvaparkami, pripadne umelymi a prirodnymi
kupaliskami.
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Pre prax vo vyjazdom zahrani¢nom turizme sa jednoznacne naznacuje potreba na
Slovensku zavedenia zdravotného pripoistenia, napr. podla lieCebnej indikacie, pre l'udi
s trvalym pobytom na Slovensku. Takisto sa naznacuje potreba vytvarania lukrativnych
v zahrani¢i v rdmci medzinarodného turizmu. V prospech slovenskych turistov s cielom
vykonavania vyjazdového zahranicného turizmu takisto vyznamne pomoze aktivita
Specializovanych agentir v turizme s formou uzatvarania zmliv so slovenskymi
zdravotnymi poistoviiami umoznujldcimi finanénd zlavu podla lieCebnej indikacie
s cielom ponuky kupel'ného turizmu v zahranici.

Voda je vzacna pre zivot a pretoze je tazko ovladatelna (pramene, vyvery,
zaplavy, povodne) sa l'udia k nej spravidla prispésobuju. Voda je dolezita pre lI'udsky
organizmus, pricom jednym z dévodov Unavy je nedostatok vody, pomaha prenasat’
Ziviny v tele a dodavat’ svalom i mozgu potrebnu energiu a tiez regulovat’ telesnu
teplotu. Poctom vyskytu mineralnych pramenov Slovensko patri medzi najbohatsie
Staty na svete. Vzhladom na vyvoj a poziadavky turistov vznikaju nové produkty
a formy kupel'nictva v turizme z pohladu:

a) motivacie turistu:

1 Kupelnictvo v turizme formou alternativnej mediciny — navsteva miest a stredisk
poskytujicich procediry s morskou travou, vodou alebo bahnom (talasoterapia),
v sucasnosti progresivna ajurvérda (veda o zdravi) so skusenostami z kupelnych
miest pri indickom oceadne, alternativne fango zalozené na vyuzivani blata
z lieCivého bahna, resp. thajské, azijské a exotické masaze.

2 Kupelnictvo v turizme cestami mineralnych pramenov — navsteva miest s vyverom
prirodnych lieCivych vod a prirodnych mineralnych vod spojena s jej ochutnavkou
pri prameni vo vhodne upravenom ochrannom pasme, napr. Cesta mineralnych
pramenov v SpiSskom regidne cestovného ruchu a Pieninach.

3  Kupelnictvo v turizme a geoturizme — pesia turistika v zdraviu vhodnych
klimatickych podmienkach s nenaro¢nymi chodnikmi zarovnavanymi prirodnym
povrchom so Specialne budovanymi prekazkami, napr. terénne viny, skoky roznych
velkosti, rychle pasaZe, ale aj technické kamenné useky a mostiky. Pre turistu su
zaujimavé tie, ktoré su v okoli kiipelnych miest kde st ubytovani, nemaju vel'kd dizku
a tym aj casovo a fyzicky menej narocné s vykonom aktivnej chbédze turistu tzv.
Active Walking, resp. severska chodza so Specidlnymi chodeckymi palicami,
tzv. Nordic Walking.

4  Kuapelnictvo v turizme a cykloturizme — bicyklom po vyznacenych trasach pri
kipelnych  miestach, termalnych  kdpaliskach, akvaparkoch, prirodnych
bio-kupaliskach a pod.

b) ciel'ovych skupin turistov:

e  Kulpelnictvo v turizme ,striebornych kufrov* - vylu¢ne pre seniorov (pobyty mimo
sezdny, relativny dostatok financii, ¢asto s osobitnou cestovnou kancelariou, verni
turisti) s reSpektom na oddych a relax v kdpelnych miestach a Uzemiach
s termalnymi kdpaliskami a geoparkami,

e  Kupelnictvo v turizme a zdravom gastroturizme — navsteva klpelnych Gzemi
s gastronomickymi zazitkami, napr. bio-potraviny a svieze potraviny, ochutené
prirodné mineralne vody, kurzy zdravého varenia, gastro udalosti prirodnej zdravej
vyZzivy, domace zdraviu vhodné regionalne gastronomické vyrobky, késér Speciality,
reSpektovanie rastlinnej a ZivociSnej vyroby a Cinnosti zaloZzenych na nabozenstve
uplatfiovaného podla zemepisného a kultdrneho ramca, napr. trend dopytu po
zdravej strave splfajlcej tzv. Cisté masové a iné potravinové produkty a pod.
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CezhraniCny potencial trhu s balikmi cestovnych sluZieb sa pre kupelnictvo
v domacom turizme v plnej miere nevyuziva. Rozdiely v pravidlach na ochranu turistov
ich odradzaju od nakupu balikov sluzieb a spojenych cestovnych sluzieb a podobne
odradzaju aj cestovné kancelarie, resp. agentury od predaja takychto sluzieb. S cielom
umoznit’ turistom a obchodnikom, aby mohli plne vyuZivat vyhody vyplyvajlice
z vnutorného trhu a aby bola sucasne zabezpecena vysoka Uroven ochrany turistu, je
potrebné pokracovat’ v aproximacii pravnych predpisov v ¢lenskych Statoch Eurdpskej
Unie, ktoré sa tykaju balikov sluzieb a spojenych cestovnych sluzieb [7.].

Behavioralnou ekonomikou sa ziskava nahlad do [udského rozhodovania
a porozumenia turistovi v kipelnom domacom turizme. Manazéri schopni identifikovat’
situacie, v ktorych hrozi, Ze rozhodnutia by mohli byt’ ovplyvnené nespravnym smerom
tak dostanu nastroje ako sa proti tymto vplyvom branit’ a schopnost’ lepSie porozumiet’
spravaniu turistov a lepSie s nimi pracovat. Podl'a viastnych slov R. Thalera - drzitela
Nobelovej ceny za ekondmiu za rok 2017 - je jeho najvacsim prinosom ,uznanie, ze
ekonomické subjekty su ludia a Ze toto [poznanie] musia zahrhat’ aj ekonomické
modely" [3.]. Pre tych, ktori sa neboja zistit, Ze v rozhodnutiach niekedy robia chyby
a chcu sa naucit’ proti nim branit’ je behavioralna ekonomika idedlnym nastrojom na
podvedomu tendenciu hl'adat’ informacie a argumenty v zlozitom procese klpelnictva
a wellness pobytov a ktoré potvrdzuji presvedcenia a ocakavania v kipelnom turizme.

Vyznamné pre kreativne kdpelnictvo a intenzivny rozvoj kdpelnictva v turizme je
aj prehodnotenie procesu monitorovania, Casovej dizky a odbornej zloZitosti vlastnosti
prirodnych lie¢ivych vodnych zdrojov a prirodnych mineralnych zdrojov, ako aj
vhodnych  klimatickych podmienok na ich uznanie alebo neuznanie do zapisu
akreditovaného laboratodria a zoznamu vedeného Statnou kipel'nou komisiou s cielom
skratit’ monitorovanie na 1 az 2,5 roka. Uplatfiovanim sluzieb v rdamci vedy a vyskumu
poskytovanych Eurdpskou organizaciou jadrového vyskumu (CERN), kde je Slovensko
1,5 %_akcionarom v zastupeni Ministerstva Skolstva, vedy, vyskumu a Sportu SR
(MSWS SR) mozno dosiahnut’ vyznamné skratenie poznania vlastnosti prirodnych
liecivych vodnych zdrojov a prirodnych mineralnych zdrojov pouzitim tzv. urychl'ovaca
molekul. Pri MSVVS SR je zriadena Komisia pre koordinaciu aktivit SR v projektoch
ESFRI orientovanych na materidly, fyzikdlne vedy, s aplikatnym potencidlom
v biologickych a medicinskych vedach, v chemickych vedach a IT zaoberajica sa
predmetnou problematikou. Takisto je mozné odbornu zloZit’ monitorovania prirodnych
mineralnych vod uplatnenim poznatkov z najmodernejSich Spickovych laboratorii
nachadzajucich sa v Eurdpskom vyskumnom priestore v prisluSnych vyskumnych
programoch Eurdpskeho strategického fora vyskumnych infrastruktir (ESFRI)
zameranych na oblasti priorit vyskumu a vyvoja pre zdravie a potravinové domény.
Napr. v programovej infrastrukture EuroBiolmaging (European Research Infrastructure
for Biomedical Imaging - Vyskumna infraStruktira pre zobrazovacie technoldgie
v biologickych a biomedicinskych vedach) participuje 23 krajin. Slovensko je
pozorovatelom s participaciou Prirodovedeckej fakulty UPJS v  KoSiciach
a Medzindrodnym laserovym centrom v Bratislave. Podobne v programovej
infraStruktire INSTRUCT (Integrateg Structural Biology Infrastructure — Integrovana
Struktdra biologickej infrastruktiry) participuje 26 krajin a jej transformaciou na
Eurdpske konzorcium vyskumnej infrastruktury INSTRUCT-ERIC. Slovensko participuje
prostrednictvom Chemického Ustavu SAV v Bratislave.

Dominantnym Gzemim pre geopark s Zemplinske vrchy spolu s vinohradnickou
oblastou Tokaj a blizke okolie. V navrhovanom Uzemi je vyclenenych
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80 reprezentativnych lokalit. Predstavuje Uzemie obsahujice jedno alebo viac miest
vedeckej dolezitosti nielen z geologického aspektu, ale aj z hladiska jeho
archeologickej, ekonomickej, turistickej, vinarskej alebo kultirnej osobitosti
eurépskeho vyznamu, vysvetluje Slovenska agentlra zivotného prostredia. Okrem
vSestranného potencidlu ma priniest’ aj zvySenie zamestnanosti a nové ekonomické
aktivity v KoSickom turistickom regiéne s nedalekym kupelnym miestom Stds
v pripravovanom geoparku Zemplin v Dolnozemplinskom turistickom regiéne.

So stdUpajucou informovanostou a skdsenost'ou turistov v kupelnom turizme sa
zvySuju naroky a oCakavania v kupelnych zariadeniach a termalnych kupaliskach, ktoré
neustale rastl, poznaju charakterizovat’ svoje potreby a maju viac vedomosti
o moznostiach predlozenia svojich poziadaviek. Zariadenia v SPA health & SPA wellness
zvySuju Standard, materidlno-technicki droven a podporuji vzdelanie svojich
zamestnancov. Prichadza na Slovensko Coraz viac mladych l'udi, ktorym turistické
ubytovacie zariadenia prisp6sobuju svoju ponuku a vybavenie vzhl'adom na to, ze mlady
turista ma zaujem aktivne travit' svoj pobyt, byt v kolobehu Sportovych aktivit, relaxu,
spoznavania, 'ahkého adrenalinu a pod. Pre SPA health & SPA wellness sU prejavované
Specifické naroky na kupelné sluzby, ako su napr. rozne azijské a indické rekondicné
metddy, vyuzivanie talasoterapie, ajurvédy, fanga, thajskych masazi, finskych saun
apod., ucast na Sportovych, zabavnych, adrenalinovych a zazitkovych produktoch
v turizme. Vzhl'adom na to, Ze turisti ¢im d'alej tym viac si uvedomuju doéleZitost’ zdravia,
dopyt po kupelnych, wellness, fitness produktoch v turizme, ako aj aktivnej dovolenky
by mal zaujem v buducnosti rapidne stupat. Podla prieskumov Eurostatu si viac ako
20% turistov Eurdpy Zela aktivnejSiu na zdravie orientovanu dovolenku.
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Zmeny vo vybranych ekonomickych nastrojoch pre rok 2018
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Changes in Selected Economic Instruments for 2018

Abstract

The year 2017 marked the need to further refine the governance process of the
national economy. This was primarily about the content of economic instruments in
line with the government's program statement. The purpose of the article is to point to
important changes in selected economic instruments in Slovak republic from 2018
onwards. The author summarized the findings of new legisiative documents that
influence the business conditions for enterpreneurs. Methods of literature research,
analysis and synthesis were aplicated in accordance with the main objectives of the
article. The result is a comprehensive supporting system of knowledge to meet the
needs of small and medium-sized enterprises in Slovak republic.
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Uvod

Rad ekonomickych nastrojov je pre budice obdobie charakterizovanych novym
obsahom. Uvedieme otazku novych dani, zruSenie danovych licencii, zmenu
minimalnych odvodov a iné. Okrem uvedeného vyznamné sU zmeny v legislative
v malych a strednych podnikoch.

1 Zmeny v legislative pre malych a strednych podnikatel'ov

Posobenie malych a strednych podnikatelov na Slovensku podlieha castym
zmenam. Uvadzame najdolezitejSie:

e Zmeny v oblasti dani

Dobrou spravou zmeny je znizenie sadzby dane z prijmov pravnickych os6b
0 1%, t. j. zo sucasnych 22 % na 21 %. NizSia dan sa uplatni v zdafiovacom obdobi
roku 2017, t. j. znizenie odvedenej dane pocitia podnikatelia v daflovom priznani
v marci 2018. Aj po zniZeni dane na 21 % bude mat’ Slovensko najvyssiu daf z prijmov
pravnickych os6b spomedzi krajin V4, v Madarsku je 10 %, v Ceskej republike
a v Pol'sku 19 %.

! Elanok je vysledkom vedeckého projektu KEGA & 027EU-4/2016 ,Ucebnica Zaklady podnikania pre stredné
Skoly". Doba riesenia 2016-2017.

2 Prof. Ing. Helena StrdZovska, PhD., Ekonomickd univerzita v Bratislave, Obchodnd fakulta, Katedra sluZieb
a cestovného ruchu, Dolnozemska cesta 1, 852 35 Bratislava, e-mail: strazovska@azet.sk
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¢ Pausalne vydavky pre Zivnostnikov

Jednd sa o zvySenie pausalnych vydavkov zo sucasnych 40% na 60% a zaroven
zvysSenie maximalnej roc¢nej sumy pausalnych vydavkov z aktualnych 5 040 eur na
20 tisic eur. V praxi to znamena, Ze sa zvysSi aj hranica pre uplatnenie pausalnych
vydavkov do obratu 33 333 eur rocne (60% zo sumy 33 333,33 eur je 20 000 eur, ¢o
predstavuje novy limit pausalnych vydavkov). Pausalne vydavky sa po novom nebudud
pocitat’ podl'a mesiacov podnikania, Cize ak zivnostnik bude podnikat’ len polovicu roka,
plati prenho rovnaky strop ako keby podnikal cely rok. Vyssi pausal si budd moct
Zivnostnici uplatnit’ od januara 2017, ¢o pocitia v danovom priznani v marci 2018.

¢ Minimalna mzda bude vyssia

Zakladna minimalna mzda sa zvySila vroku 2017 na 435 Eur za mesiac pre
zamestnanca odmenovaného mesacnou mzdou, Co Cini 2,5 Eur za kazdd hodinu
odpracovanu zamestnancom. Cisty prijem zamestnanca zo zakladnej minimalnej mzdy
po novom bude 374 eur, t. j. prilepsi si o necelych 20 eur mesacne. Naklad
zamestnavatela bude po novom pri zakladnej min. mzde 561 eur, t. j. zvysSi sa
0 47 eur.

¢ Socialne odvody pre lepsie zarabajicich sa zvysia
Vysokoprijmovi Zivnostnici zaplatia vySSie odvody.

¢ Vyssie zdravotné odvody pre lepsie zarabajucich

Strop na vymeru zdravotnych odvodov sa rusi — kym aktualne sa najvyssie zdravotné
odvody platia z 5 nasobku priemernej mzdy (t. j. v stcasnosti 4 290 eur), po novom
ich hranica tohto prijmu uz nebude limitovat. Pre Zivnostnikov, zamestnancov a ich
zamestnavatel'ov to znamena, Ze ak ich vymeriavaci zaklad pre rok 2017 bude viac ako
52 980 Eur, ¢akaju ich vyssie odvody ako doteraz.

¢ Vyssie minimalne odvody pre Zivnostnikov

Minimalny vymeriavaci zaklad pre platenie odvodov pre Zivnostnikov je vzdy stanoveny
vo vySke 50% z priemernej mesacnej mzdy zamestnanca v hospodarstve SR za
kalendarny rok a dva roky predchadzajuce. V roku 2017 je rozhodujici Udaj z roku
2015, teda 50% z 883 eur, o na rok 2017 predstavuje sumu minimalneho zakladu
441,50 Eur mesacne. V roku 2016 to bolo 429 Eur. K zmene vysky minimalnych
odvodov dochadza automaticky na zaklade vypoctu stanoveného zakonom, ktory sa
odvija od vysky priemernej mzdy. Vyska odvodu na socidlne poistenie vypocitana
Z tejto novej sumy je 146,35 Eur, t. j. 04,20 Eur vySSie ako sUcCasnych 142,20 Eur.
Vysku sumy odvodov na zdravotné poistenie zistia zivnostnici z ro¢ného zuctovania
zdravotného poistenia, ktoré poistovne uz zasielali. Kym v roku 2016 bola vyska
minimalnych zdravotnych odvodov 60,06 Eur, v roku 2017 to bude 61,81 eur, t. j. plus
1,75 Eur. Zivnostnici, ktori platia minimalne odvody do Socidlnej ako i Zdravotnej
poistovne, tak na buduci rok budd mesacne platit’ 0 5,90 eur viac, spolu to Cini 208,16
eur (v roku 2016 to bolo 202,26 eur).

e Nova dan z dividend vo vyske 7 %

Od roku 2017 sa rusia zdravotné odvody z dividend vo vyske 14% a zavadza sa nova
7% dan z dividend (pred konzultaciami s podnikatelmi to bolo 15%). Na rozdiel od
sucasnych zdravotnych odvodov sa bude dan platit’ z celej sumy vyplatenych dividend,
t. j. bez stropu vo vysSke 60-nasobok priemernej mesacnej mzdy v SR. Nova dan sa
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bude vztahovat’ aj na iné prijmy, nie len na dividendy podla sicasnej definicie na
UCely platenia zdravotnych odvodov, ale napr. aj na podiely na zisku akciovej
spoloc¢nosti alebo obdobnej obchodnej spolocnosti so sidlom v zahranici, ktorej akcie
sU prijaté na obchodovanie na regulovanom trhu ¢i na podiel na likvidacnom zostatku
obchodnej spolocnosti alebo druzstva a tiez na dividendy vyplacané zamestnancom bez
podielu na zakladnom imani spolocnosti. Dividendy vyplacané medzi pravnickymi
osobami (PO) v SR sa zdanovat' nebudd. Ak bude PO vyplacat’ dividendu inej PO do
darfiového raja, mala by z nej zrazit’ dan vo vyske 35 %. Takto by mala PO zdanit
v danovom priznani aj dividendy prijaté od danovnika z danového raja.

+ Dvojnasobne zvysenie odvodu z podnikania v regulovanych odvetviach
Odvod z podnikania v regulovanych odvetviach sa zvySi zo sucasnych 0,00363 na
0,00726, t. j. zdvojnasobi. Vyska odvodu bude platit' pre roky 2017 a 2018. Pre roky
2019 a 2020 ma sa znizit' o 1/4 z tohto odvodu. Navrat na povodnd vysku odvodu sa
udeje od roku 2021. Dnes pod tuto osobitni odvodovu povinnost’ spada firma, ktora
ma viac ako 50% prijmov z regulovanych ¢innosti. Po novom bude musiet’ odvod platit’
kazda firma, ktora bude mat’ prijmy z regulovanych cinnosti, ak bude mat’ zaroven
v hospodarskom roku hospodarsky vysledok vyssi ako 3 miliény eur. V pripade, ak
vySka odvodu nepresiahne sumu 1 000 eur, regulovana osoba takyto odvod neplati.
Medzi firmy, ktoré podnikaju v regulovanych odvetviach patria napriklad spolo¢nosti
posobiace v oblasti energetiky, poistovnictva, verejného zdravotného poistenia,
elektronickych komunikacii ¢i postovych sluZieb.

¢ Uvedenie nového odvody z nezivotného poistenia vo vyske 8%

Rozsiruje sa sucasna 8 % odvodova povinnost’ z odvetvia poistenia zodpovednosti za
Skodu spOsobenu prevadzkou motorového vozidla na vSetky odvetvia neZivotného
poistenia. Frekvencia platenia odvodov by sa mala zmenit’ z ro¢nej na Stvrtrocnu. Ide
o poistenie domacnosti, nehnutel'nosti, Grazové Ci cestovné poistenie. Novy odvod sa
bude napokon vdaka prijatiu pozmenujiceho navrhu v parlamente vzt'ahovat' len na
novo uzavreté poistné zmluvy od Ucinnosti zakona, t. j. od 1. januara 2017, ¢im sa
predide retroaktivite

¢ Povinna aktivacia elektronickych schranok firiem od 1. jala 2017

Pévodne mali firmy komunikovat’ s verejnymi GUradmi vylucne elektronicky k 1. januaru
2017, Gcinnost’ zdkona sa vSak posunula o pol roka. Narast poctu Statutarov firiem
s elektronickym obcianskym preukazom s elektronickym c¢ipom a bezpecnostnym
osobnym kodom (elID) je stale nedostatocny (len na Grovni okolo 24%). Situacia pri
aktivacii elektronickej schranky firmami tym, Ze sa zavadza pravidlo 10 dni, ktoré
Znamena, Ze po tom, ako sa na strane spravcu modulu urobi Ukon k tomu, aby sa do
schranky dalo dorucovat, zacne plynat’ lehota 10 dni, v ramci ktorej ma majitel
schranky Cas na organizacné zabezpecenie preberania elektronickych sprav.

¢ Nové povinnosti podnikatel'ov, ktori sa uchadzaju o verejné zdroje nad
100 tisic eur

Cielom zavedenia nového registra partnerov verejného sektora je legislativne vymedzit’

poziadavky na subjekty, s ktorymi vstupuje Stat, resp. subjekty verejného prava do

pravnych vztahov. Na rozdiel od doterajSej pravnej Upravy ma plosny charakter
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z hladiska pristupu k verejnym zdrojom (Cize nie je limitovana len na verejné
obstaravanie, ale zahffia aj EU fondy Ci zmluvné vzt'ahy medzi Statom a 3. osobou
mimo verejného obstaravania), ktorych predmetom s verejné zdroje nad 100 tisic
eur. Zakladnou podmienkou tychto subjektov prijimajucich verejné zdroje je zapis do
registra partnerov verejného sektora, ktory moZe podat’ len opravnena osoba
(advokat, danovy poradca, auditor, banka alebo pobocka zahranicnej banky).
Po novom uZ nebude identifikacia konec¢ného uzivatela vyhod mozna len cez cestné
prehlasenie, naopak, zavadza sa sprisneny rezim verifikacie konecného uzivatela
vyhod v ramci tzv. verifikacného dokumentu a spoluzodpovednost’ opravnenej osoby,
ktora vykonava zapis za jeho pravdivost. Registraciu bude vykonavat' len Okresny sud
Zilina a to vylucne elektronickou formou.

¢ Vydavanie platobnych rozkazov cez internet

Po novom sa ma urychlit konanie o vydanie platobnych rozkazov zameranych na
uspokojovanie penaznych pohladavok Zalobcov - do 10 pracovnych dni od dorucenia
navrhu sud vyda platobny rozkaz, v ktorom Zalobcu vyzve na Uhradu dlznej sumy do
15 dni, resp. na podanie odporu. Vytvara sa elektronicka alternativa k uz existujucemu
rezimu platobného rozkazu. Standardizované formulare prevedu zZalobcu a Zalovaného
celym konanim, kde budu interaktivnymi ndpovedami navadzani, aby spravne vyplnili
jednotlivé polia formularov, a tak predisli nejasnym a nezrozumitelnym navrhom.
Uplnou novinkou je moznost’ plnenia v splatkach, ktora umoznuje zalovanému, ktory je
fyzickou osobou, aby za urcitych podmienok mohol priznany narok (max. vo vyske
2 000 eur) uhradit’ Zalobcovi v mesacnych splatkach. Ak vSak Zalovany neuhradi Co i
len jednu splatku vcas, prichadza o vyhodu splatkového kalendara a neuhradend sumu
Z priznaného naroku je mozné od Zalovaného vymahat' na zaklade vykonatelného
platobného rozkazu. Elektronicka agenda platobnych rozkazov bude koncentrovana na
jeden sud, ktorym je Okresny sud v Banskej Bystrici.

e Za zadrziavany nadmerny odpocet DPH bude mat’ podnikatel’ po novom
pravo na finan¢ni nahradu

Platitelia DPH budd mat’ narok na finan¢nd nahradu zo zadrziavaného nadmerného
odpoctu dane pocas dariovej kontroly. Narok by im mal vzniknit’ vtedy, ak trvanie
kontroly bude viac ako 6 mesiacov odo dina, kedy by mal byt nadmerny odpocet
platitel'ovi vrateny. Zakon dnes ustanovuje dve bezné lehoty na vratenie nadmerného
odpoctu pre platitel'ov dane s mesacnym zdariovacim obdobim, a to 60 a 30 dni
a 120 dni pre platitel'ov dane so Stvrtrotnym zdanovacim obdobim. V pripade zacatia
dariovej kontroly v rdmci plynutia tychto lehdt zakon ustanovuje d'alSiu osobitnt lehotu
na vratenie nadmerného odpoctu, a to 10 dni od skoncenia darovej kontroly. Platitel
ma narok na Urok z nadmerného odpoctu.

e Vyska poplatku za evidenciu vozidla bude zavisiet’' aj od veku vozidla a
poplatok sa bude platit’ pri kazdom prepise

Poplatok za evidenciu vozidla sa bude platit' nielen podla vykonu motora, ale ulohu

bude zohravat’ aj vek vozidla. ZvySenie poplatkov sa tyka najmd luxusnych vozidiel.

poplatok ako v stcasnosti. Pre najnizSiu vykonnostnl kategériu do 80 kW bez ohl'adu

na to, ¢i ide o nové, jazdené, alebo dovezené vozidlo, zostava poplatok rovnaky ako

v sUcasnosti, a to 33 eur. Po novom sa bude platit' registracny poplatok pri kazdom
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prepise vozidla, nielen pri jeho prvej registracii na Slovensku. Novinkou bude aj 50 %
znizenie poplatku za automobily vyuZivajlce ekologické pohonné latky.

o Elektronické exekucné konanie

Navrhy na vykonanie exekucie sa budl podavat’ elektronicky. Exeku¢na agenda sa po
novom sustredi len na Okresny sUd v Banskej Bystrici. V centralnej evidencii exekucii
bude zverejnena informacia o aktudlnom stave vymahania pohladavky v exekicii.
Odmeny exekutorov budld pausalne, uréi ich vyhlaska, s pravidlom, ze nesmu
presiahnut’ vysku pohladavky. Novinkou je tiez, Ze Socialna poistoviia si bude moct’
svoje pohladavky voci dlznikom vymahat’ sama.

¢ Malé a stredné podniky m6zu poziadat' o nové formy priamej a nepriamej
pomoci. Nova definicia start-upov

Novy zakon o podpore malého a stredného podnikania (zakon ¢. 290/2016) mbze
pomoct’ malym a strednym podnikatelom (MSP). Zakon prindsa nové schémy priamej
a nepriamej podpory, o ktoré sa MSP mo6zu uchadzat. Medzi priame druhy podpory
zakon radi napriklad nendvratny financny prispevok ¢i dotaciu, k nepriamym formam
podpory v nepenaznej forme zasa patria napriklad informacie a poradenstvo v oblasti
podnikania, vzdeldvanie v oblasti podnikania, organizovanie a podpora Ucasti na
staZzach, sutaZiach, vystavach, alebo inych podujatiach zameranych na podporu
podnikania, koucing alebo mentoring. Zakon tiez definuje pojem start-up. Zakon
290/290 oblast’ podpory MSP definuje nasledovne:

a) zakladanie mikropodnikov, malych podnikov a strednych podnikov,
b) rozvoj existujucich mikropodnikov, malych podnikov a strednych podnikov,

¢) wytvdranie novych pracovnych miest alebo udrZanie existujicich pracovnych miest
v mikropodnikoch, malych podnikoch a strednych podnikoch,

d) zvysovanie konkurencieschopnosti mikropodnikov, malych podnikov a strednych
podnikov a posiinenie ich postavenia na vnutornom trhu Eurdpskej dnie a mimo
vnutorného trhu Eurdpskej unie,

e) projekty zdruZeni na rozvoj mikropodnikov, malych podnikov a strednych podnikov,

f) zachovanie a rozvoj tradicnych priemyseinych odvetvi remesiel, tradicnych
ludovych remesiel a ludovych umeleckych vyrob,

g) zakladanie a rozvoj obchodnych spolocnosti povinne vytvarajucich zékladné imanie,
so sidlom v Slovenskej republike, od vzniku ktorych neuplynulo viac ako
36 mesiacov a ktoré su oviddané fyzickymi osobami, ktoré su jej zakladatelmi, a su
inovacnym podnikom, mikropodnikom, malym podnikom alebo strednym podnikom,

h) vyskum a vyvoj okrem pomoci poskytovanej podla osobitnych predpisov,
i) inovacie produktov, sluZieb a procesov,

j) zlepsovanie podnikatelského prostredia.

o Dopady regulacie na malé a stredné podniky sa budu prisne testovat’
Novinkou v procese prijimania regulacnej zataze, ktorej musia podnikatelia celit’ je
testovanie dopadov legislativnych zmien na malé stredné podniky - tzv. Test MSP -
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pred ako aj po ich prijati ¢i kazdorocna sprava vyhodnocujlica stav malého a stredného
podnikania na Slovensku. Za tieto Ulohy je zodpovedné Ministerstvo hospodarstva SR
a Centrum lepSej regulacie, ktoré ich uz vykonava od 1. aprila 2016 v sulade
s nariadenim viady.

¢ Jednoduchsie pravidla pri zamestnavani cudzincov z 3. krajin, pri
sezonnych pracach ako aj pri vnatropodnikovom presune

Prislusnikov 3. krajin mozno na ucel vykonu sezénnych prac zamestnat’ na Slovensku

podla dvoch rezimov:

a) Rezim predpoklada pobyt najviac do 90 dni od prichodu na Gzemie SR, a to na
zaklade udeleného schengenského viza a povolenia na zamestnanie, resp. len na
zaklade povolenia na zamestnanie v pripadoch, kedy ide o Statneho prislusnika 3.
krajiny, ktory nepodlieha vizovej povinnosti.

b) Druhy rezim rata s dlhSim obdobim ako 90 dni, najviac vSak na 180 dni, a to na
zaklade udeleného prechodného pobytu na Ucel sezdnneho zamestnania.

Oba rezimy mozno prepojit’ (vyuzitie najskor 1. a nasledne 2.). V pripade vyuZitia
druhého rezimu bude slovensky zamestnavatel musiet’ poZiadat’ o potvrdenie
0 mozZnosti obsadenia volného pracovného miesta, ktoré vyda Ustredie prace,
socialnych veci a rodiny (UPSVaR) na Ziadost' Utvaru Policajného zboru. Skrati sa
lehota posudenia Ziadosti o prechodny pobyt na 30 dni. Zamestnavat' na zaklade
vnutropodnikového presunu mozno taktiez v dvoch rezimoch. Bud' na zaklade
udeleného prechodného pobytu na uUcel vnutropodnikového presunu, alebo bez
udeleného prechodného pobytu pocas platnosti dokladu o pobyte vydaného niektorym
z Clenskych Statov na Ucel vnatropodnikového presunu (reZim mobility). Slovensky
podnikatel' je po novom povinny pisomne informovat’ do 7 pracovnych dni UPSVaR
0 zaCiatku a skonceni vnitropodnikového presunu Statneho prislusnika tretej krajiny.
Dalej do troch pracovnych dni pisomne oznamit’ policajnému Utvaru Umysel Statneho
prislusnika tretej krajiny uplatfiovat’ mobilitu, ak ide o Statneho prislusnika tretej
krajiny, ktory ma udeleny prechodny pobyt na Gcel vnitropodnikového presunu.

o Kratsia lehota na oznamenie vol'nych pracovnych miest v niektorych
pripadoch

Pozitivnou spravou pre zamestnavatel'ov, ktori zamestnavaju na Slovensku Statnych
prislusnikov tretich krajin je skratenie lehoty na oznamenie volnych pracovnych miest
UPSVaR-u, a to z 30 pracovnych dni na 15 pracovnych dni v pripade zamestnavania
Statneho prislusnika tretej krajiny, ktory Ziada o obnovu prechodného pobytu na Gcel
sezoénneho zamestnania, alebo v pripade nahlasenia vol'ného pracovného miesta, ktoré
zodpoveda vysoko kvalifikovanému zamestnaniu.

¢ Novy druh obchodnej spolocnosti — jednoducha spolocnost’ na akcie

Jednoducha spolo¢nost’ na akcie je novou pravnou formou podnikania, pri ktorej je
lakadlom najma 1 Eurové minimalne zakladné imanie. Okrem nizkych formalnych
vstupnych nakladov bude jej vyhodou jednoduchsi vstup a vystup investora z firmy na
zaklade akcionarskej dohody, napr. novinkou oproti beznej akciovke je pravo pridat’ sa
k prevodu akcii, pravo pozadovat’ prevod akcii a pravo pozadovat’ nadobudnutie akcii.
Okrem iného na rozdiel od a.s. zriadenie dozornej rady nie je obligatornou nalezitost'ou
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zaloZenia takejto pravnej formy pre podnikanie. Za porusenie svojich zavazkov bude
jednoducha spoloc¢nost’ na akcie rucit’ celym svojim majetkom, ale akcionar za zavazky
spolo¢nosti nebude rucit’ vobec. Akcie jednoduchej spolocnosti na akcie budu moéct
zniet’ len na meno (nie na dorucitela) a budd moct’ byt vydavané len ako zaknihované
(nie listinné), teda budl sa povinne zapisovat’ do centralneho depozitdra cennych
papierov. Tato nova pravna forma reSpektuje zacinajucich podnikatel'ov s inovativnym
napadom.

Za dolezité je treba povazovat’ vSetky zmeny v oblasti dani a poistenia. K tejto
problematike patria otazky dane z prijmov, nezdanitelna Cast' na danovnika , vyssie
pausalne vydavky ale aj problém socialne poistenia, sadzby, otazky zdravotného
poistenia a zdravotnych odvodoch a ostatné suvisiace otazky .

2 Zmeny v oblasti dani a poistenia

Dari z prijmov v roku 2017 - sadzby

Sadzba dane 19 % zo zakladu dane do vysky 176,8-nasobku sumy platného Zivotného
minima (198,09 €) vratane, Cize do 35 022,31 eura. Sadzba dane 25 % zo zakladu
dane presahujuceho 176,8-nasobok platného Zivného minima, Cize presahujiceho
35 022,31 eura.

Nezdanite/na cast’ na dariovnika

316,94 eura je nezdanitelna Cast’ na dafovnika (na mesiac) pre vypocte preddavkov
na dan. V ro¢nom zuctovani / dafiovom priznani za rok 2017 treba zohl'adnit”:

1. Ak danovnik dosiahne zadklad dane do 19 809 eur, nezdanitelnd cast’ na
danovnika za rok 2017 je 3 803,33 eur.

vwvrs

2. Ak danovnik dosiahne zaklad dane vyssi ako 19 809 eur, nezdanitelna Cast’' na
darfiovnika sa vypocita nasledovne: 8 755,578 — (zaklad dane: 4) kde suma
8 755,578 = 44,2-nasobok zivotného minima.

3. Ak danovnik dosiahne zaklad dane 35 022,32 eura a viac, nezdanitel'na cast’ na
darovnika je nula.

Nezdanitelna cast’ na manZelku (manzela)

1. Ak dariovnik dosiahne zaklad dane do 35 022,31 eura, nezdanitelna cast’ na
manzelku je dana podla vzorca: 3 803,33 — vlastny prijem manzelky.

2. Ak danovnik dosiahne zaklad dane vyssi ako 35 022,31 eura, nezdanitelna Cast’
na manzelku je dana vypoctom: 12 558,906 — (zaklad dane : 4) - vlastny
prijem manzelky, kde suma 12 558,906 = 63,4-nasobok Zivotného minima.

3. Ak danovnik dosiahne zaklad dane 50 235,63 eura a viac, nezdanitelna cast’ na
manzelku je nula, bez ohladu na vysku jej vlastnych prijmov.
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Vyssie pausaine vydavky
Od roku 2017 st 60 % z prijmov SZCO maximalne 20 000 eur na rok.

Dari sa nevyrubl a neplati

Ak za rok 2017 nepresiahne 17 eur alebo ak celkové zdanitelné prijmy dariovnika
za rok 2017 nepresiahnu 1 901,67 eura.

Socidlne poistenie v roku 2017

6181 eur je maximalny vymeriavaci zaklad, okrem U(razového poistenia, ktoré
maximalny vymeriavaci zaklad stanoveny nema.

Sadzby poistného SZCO — od 1. jula 2017 je povinne nemocensky a déchodkovo

poistend SZCO, ktorej prijem (brutto) za rok 2016 bol vyssi ako 5 298 eur.
Minimalny vymeriavaci zaklad 441,50 eura, minimalne poistné 146,35 eura.

eNemocenské poistenie 4,4% minimalne 19,42 eura
eStarobné poistenie 18%, minimalne 79,47 eura
eInvalidné poistenie 6% minimalne 26,49 eura
eRezervny fond 4,75% minimalne 20,97 eura

Sadzby poistného, dobrovolne poistend osoba -  minimalny  vymeriavaci  zaklad
441,50 eura

eNemocenské poistenie 4,4%  minimalne 19,42 eura
eStarobné poistenie 18% minimalne 79,47 eura
eInvalidné poistenie 6% minimalne 26,49 eura
ePoistenie v nezamestnanosti 2% minimaine 8,83 eura

eRezervny fond 4,75% minimalne 20,97 eura

Zdravotné poistenie v roku 2017

Maximalny vymeriavaci zaklad je od roku 2017 zruSeny pre zamestnancov
a zamestnavatelov, SZCO a samoplatitelov. Maximalny vymeriavaci zaklad pre
dividendy za roky 2011 aZz 2016 vratane, vyplatené v roku 2017, je 52 980 eur.
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V roku 2017 musi platit’ Zivnostnik:

Zdravotné odvody ako Zivnostnika a SZCO:
eminimalny preddavok mesacne: 61,81 eura

emin. preddavok pre zdravotne postihnutych

i poberatel'ov invalidného dochodku: 30,90 eura
emaximalny preddavok: neurcuje sa
eminimalny preddavok pre zdravotne postihnutych: neurcuje sa
eminimalny vymeriavaci zaklad na zdravotné poistenie: 441,50 eura

Socialne odvody:
eminimalne mesacné odvody do Socialnej poist'ovne: 146,35 eura

emaximalne mesaéné odvody bude platit’ SZCO: 2 048,99 eura.

Dolezité terminy
Socidlne odvody: Socidlna poistovia zivnostnikom oznamuje vznik aj zanik povinného

socialneho poistenia. Ich splatnost’ pre SZCO - do 8. diia kalendarneho mesiaca za
predchadzajici kalendarny mesiac. Ak den splatnosti poistného pripadne na sobotu

Vv

spravne identifikovat’ platbu poistného variabilnym, Specifickym a konstantnym
symbolom. Zdravotné odvody: Platia sa pozadu vidy do 6smich dni od ukoncenia
mesiaca. Zivnostnik ma povinnost’ oznamit’ svojej zdravotnej poistovni zmenu alebo
vznik platitel'a poistného do 8 dni odo dria zmeny.

Spravne platenie odvodov

Socidlne: 5zCO, ktora je povinna platit’ poistné do Socialnej poistovne, plati poistné
Vo vyske:

*4,4% z vymeriavacieho zakladu na nemocenské poistenie

¢ 18%  z vymeriavacieho zakladu na starobné poistenie

¢ 6%  z vymeriavacieho zakladu na invalidné poistenie

*4,75% z vymeriavacieho zakladu do rezervného fondu solidarity.

Sumaér: 5ZCO povinne plati poistné do Socidlnej poistovne 33,15% z vymeriavacieho
zédkladu vypocitaného na zdklade Udajov z dafového priznania za predchadzajuci
kalendarny rok.
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Zdravotné: Sadzba poistného na zdravotné poistenie je pre samostatne zarobkovo
¢innl osobu (SZCO):

¢ 14% z vymeriavacieho zakladu
7% z vymeriavacieho zakladu, ak je osobou so zdravotnym postihnutim

Odvody SZC€O spolu, socidlne aj zdravotné v roku 2017: 47,15%, konkrétne minimaine
poistné 208,16 eura. Vzorec na vypocet poistné pre samostatne zarobkovo cinné
osoby:

, el lad — CZD + ZPo
vymeriavacl Zakiad = 1,486:12

Pozndmka: CZD = diastkovy zaklad dane. ZPo = zaplatené poistné na povinné verejné zdravotné poistenie,
poistné na povinné sociadlne poistenie a prispevky na starobné dochodkové sporenie SZCO v roku 2016.

Zaver

Rok 2017 bol bohaty na zmeny obsahu ekonomickych nastrojov. Nasim cielom
bolo v zakladoch zvladnut' tieto procesy. Sledovali sme tiez potrebu zachytit
v podstatnej podobe najdoblezitejSie z nich a spracovat’ ich pre potreby Studentov, resp.
zaujemcov z hospodarskej praxe.

Velkou pomocou nam boli periodikd a Casopisecka literattra, ktoré pohotovo
prinasali ekonomické novinky, zaCo sme povdacni predovsetkym Hospodarskym
novindm, Trendu a Zisku. Z nich sme preberali aktudlne zmeny, ktoré su nimi
pohotovo sprostredkované.

Obsah predmetnej publikacie sluzi Citatelom ako zaklad — vychodisko k vnimaniu
novych ekonomickych procesov. Od Citatelov sa vSak oCakdva dalSie hibsie Studovanie
ekonomiky vratane dalSich nadchadzajucich zmien. To je vSak prijemna povinnost
vSetkych ekondémov. Dovolujeme si pripomenit’ nové namety viady na zmeny
v nasledujlcich oblastiach:

e zmeny v oblasti dani,

e v diskusnej polohe sa nachadza problematika ochrannej znamky.
¢ Zlucovanie firiem,

e redlne je zavedenie novej dane z odchodu podniku z krajiny,

e v pripade podnikania v zahranici platenie dani na Slovensku,

o zvyhodnenie kupelnictva,

e tvorba a aplikovanie indexu dariovej spolahlivosti.

Tieto zmeny mo6zeme ocakavat’ v priebehu roku 2018 a neskor.
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Monitorovanie spokojnosti zakaznikov ako kl'icovy faktor
uspesnosti podniku?

Katarina Sukenikova?

Monitoring of customer satisfaction as a key factor of business
success

Abstract

Customer satisfaction is a marketing term that measures how products or services
supplied by a company meet or surpass a customers expectation. Customer
satisfaction is important because it provides marketers and business owners with
a metric that they can use to manage and improve their businesses. In this paper we
describe the monitoring of customer satisfaction as a crucial success factor in business
and emphasize the importance of monitoring and measuring customer satisfaction for
every company. For researching this important issue is used the method of collecting
and analysing secondary data, which have been stated in publications of famous
authors who have researched customer satisfaction and importance of its monitoring.
In conclusion, the most important reasons of monitoring and measuring customer
satisfaction are summarized.

Key words

customer satisfaction, customers, monitoring of customer satisfaction, business,
business success

JEL Classification: M10, M31

Uvod

Mat’ spokojnych zakaznikov, ktori budd Sirit’ pozitivne ohlasy a pridu opakovane
nakupit’ je jednym z hlavnych cielov kazdého podniku. Z toho dovodu sa podniky
snazia vytvarat a udrziavat' spokojnost’ svojich zakaznikov. Skumanie potrieb
a poziadaviek zakaznikov rovnako ako meranie a monitorovanie zakaznickej
spokojnosti by teda malo byt vyznamnym nastrojom kazdého podniku usilujiceho sa o
dlhodobU prosperitu. Ak nie su schopni zabezpecit’ spokojnost’ svojich zakaznikov,
najde sa bezpochyby iny konkurencny subjekt, ktory bude ochotny a schopny ziskat’ si
zakaznikov na svoju stranu. V sucasnej dobe preto vyskumy spokojnosti zakaznikov
prestavaju byt obycajnou metddou sledovania UspesSnosti a do popredia sa dostava
predovsetkym ich strategicky vyznam.

!Prispevok je su€astou grantového projektu VEGA  1/0336/18 : Zdravotne uvedomelé
spotrebitel'skéspravanie: determinanty, perspektivy a intervencné moznosti

2 Ing. Katarina Sutkenikova, Ekonomickd univerzita v Bratislave, Obchodnd fakulta, Katedra marketingu,
Dolnozemska cesta 1, 852 35 Bratislava, ksukenikova@gmail.com
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1 Spokojnost’ zakaznikov

Zakaznicka spokojnost’ je ,srdcom" marketingu. Moderné definicie pojmu
marketing sa orientuju na zakaznika, na vytvaranie jeho hodnot, uspokojovanie jeho
potrieb, Zelani a tdzob. Toto vSetko sa da dosiahnut, iba ak bude zadkaznik v procese
hodnotenia po nakupe spokojny s produktom alebo sluzbou, resp. ich vykonom.

Povod slova spokojnost’ vychadza zo spojenia dvoch slov latinského povodu,
ktorymi su ,satis" — dostatocne a ,facere™ — robit. To znamena, ze uspokojujice
produkty a sluzby by mali byt’ schopné poskytnut/, ¢o sa od nich vyzaduje a to tak, aby
bola miera kazdého jednotlivca ,dostatocne" naplnena (Oliver,2010).

Na vymedzenie spokojnosti existuje v literatire mnoho pohladov a nazorov.
Autori Batra a Shilpa (2017) uvadzaju, ze spokojnost’ je klicovym ukazovatelom
hodnotenia nakupu kazdého zdkaznika. PouZiva sa na meranie toho, do akej miery sa
naplnili jeho ocakavania. Zakaznik je spokojny, ak skusenost’ splnila jeho ocakavania
a nespokojny je vtedy, ak su jeho skusenosti v rozpore s oCakavaniami. Spokojnost’
zakaznika mozno chapat’ ako urcity ciel, ku ktorému smeruje uz od prvého kroku
v ndkupnom rozhodovani. Spokojnost’ ,vznikd na zdklade pozitivneho vysledku
porovnania predstdv o produkte v spotrebitelovej mysli a skutocného produktu".
Premieta sa v nej skutoCnost, do akej miery poskytovany vykon zodpoveda
oCakavaniam zakaznika. Spokojnost’ je teda vysledok subjektivneho procesu, v ktorom
jednotlivec porovnava svoje predstavy so skutocne vnimanou realitou (Zamazalova,
2008).

Podla Yi (1991) je spokojnost’ zdkaznikov kolektivnym vysledkom vnimania,
hodnotenia a psychologickych reakcii na skisenosti s vyrobkom alebo sluzbou po
nakupe. Spokojnost’ zakaznikov sleduje, ako mozu zakaznici dostat’ viac UZitkov ako
nakladov (Liu a Yen, 2010). Iacobucci, Grayson a Ostrom (1994) uvadzaju, ze
spokojnost’ zakaznika hodnoti nakup ako poOsobenie viacerych faktorov, z ktorych
najdolezitejsim je vysledna hodnota medzi vnimanou kvalitou produktu a vynaloZzenymi
nakladmi na jeho ziskanie. Reynoldsovo (2000) vymedzenie spokojnosti vychadza
z centra marketingového konceptu a je jednym z najCastejSie rozoberanych problémov
marketingu. Spokojnost’ chape ako kl'Ucovy determinant opakovaného nakupu
zakaznika a jeho lojality. Yi (1991) vysvetluje spokojnost’ prostrednictvom dvoch
zékladnych rovin:

e Spokojnost’ ako vystup — findlna situacia alebo konec¢né stanovisko
vychadzajlce zo skusenosti zo spotreby.

e Spokojnost’ ako proces — vedomy, hodnotiaci a psychologicky proces, ktory
prispieva k spokojnosti.

Podla toho, ¢i su ocakavania zakaznikov naplnené alebo nie, ¢lenime spokojnost’
na stabilizovan( a progresivnu (Mateides, 2001). Progresivhou spokojnostou chapeme
stav, v ktorom su ocakavania zakaznikov prekonané skisenostami a stabilizovana
spokojnost’ nastava v pripade, Ze olakavania a skusenosti si rovnaké. Zamazalova
(2008) pridava aj treti typ, tzv. limitovan( spokojnost/, kedy st oCakdvania naplnené
na nizSej urovni ako u predchadzajlcich dvoch typoch a v tomto pripade hrozi priklon
k nespokojnosti.

Spokojni zakaznici su ti, ktori produkty nakupuju bezne, Casto zo zvyku, pretoze
su s jeho vykonom spokojni uz dihsi ¢as. Produkt, resp. znacku povazuju za familiarnu,
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spolahlivd, ¢asto s nim maju dobré skisenosti a nakup povazuju za jednoduchu vol'bu
vyberu. Niektoré dalSie Crty tejto skupiny zakaznikov uvadza aj Bloomberg
Businessweek - portal prestizneho amerického tyZzdenniku Business Week a medialnej
agentury Bloomberg (2005):

cena je pre nich dolezitym faktorom rozhodovania,

hl'adaju moznost’ vyhodnej kipy,

odchadzaju ku konkurencii aj pri najmensom zavahani dodavatela,

nesiria rozhodujlci word-of-mouth marketing (Ustne Sirenie ,reklamy" medzi
zakaznikmi),

e nakupuju v mensom rozsahu a testuju produkty a sluzby konkurencie,

¢ nechaju sa I'ahko presvedCit’ a nalakat’ konkurenciou.

VySSie uvedené vymedzenia spokojnosti si skimané z hladiska samotného
zakaznika, netreba vSak zabldat' aj na dolezitost’ skimania zdkaznickej spokojnosti
z hl'adiska dodavatela, resp. podniku. Ak chcl byt na trhu UspeSni, musia svoje
aktivity zamerat’ k naplneniu zakaznickej spokojnosti. Schopnost’ podnikov uspokojovat’
svojich zakaznikov je z existencného hl'adiska nevyhnutna z viacerych doévodov. Je totiz
vedecky dokdazané, ze nespokojni zakaznici maju tendenciu stazovat’ sa a v mnoho
pripadoch Ziadaju odskodné, ¢im zmierfiuji zIG skusenost’ s nakupom (Nyer, 1999).
Ak podnik nezvladne rieSenie takéhoto problému, moze to mat’ na jeho podnikatel'ské
aktivity nepriaznivé Gcinky, zdkaznici zacni Sirit' negativny word-of-mouth a tym
ovplyvilovat’ inych aktudlnych ¢&i potencidlnych zdkaznikov. NajhorS$im pripadom
rieSenia nespokojnosti je pre nich odchod zdkaznika ku konkurencii. Reichheld (1996)
vSak uvadza, Ze nespokojni zakaznici sa mézu rozhodnlt’ neprestupit’ ku konkurencii,
pretoze neocakavaju, ze im konkurencia poskytne lepsi produkt, po pripade sluzbu,
alebo ak su naklady na prestup vysoké. Dodava, Ze naopak spokojni zakaznici mo6zu
hl'adat’ konkurentov, pretoze sa domnievaju, ze by mohli dostat’ lepsi produkt alebo
sluzbu inde.

2 Meranie a monitorovanie spokojnosti zakaznikov

Spokojnost mozno v praxi zistovat’ prostrednictvom rdznych kvantitativnych
metrik, StruktGrovanych modelov, rO6znymi indexami a v neposlednom rade
kvalitativnym skdmanim. Pri vyuziti vSetkych tychto pristupov monitorovania a merania
je dolezité si uvedomit, Ze podoba, typ alebo vyskumna metdda zistovania by mala
predovSetkym spliiat’ poziadavky a Specifikacie podniku, pre ktory sa vyskum
vykonava.

Smith (2012) identifikoval Styri zakladné metriky spokojnosti zakaznikov, ktorymi
su meranie celkovej spokojnosti, meranie lojality, meranie atribltov spokojnosti
a meranie Umyslu opakovanej kipy zakaznika. Kristensen, Kanji a Dahlgaard (1992)
do skimania problematiky prispeli s rdmcom na meranie zakaznickej spokojnosti. Ich
ramec mozno zhrnGt’ do siedmich krokov:

o identifikacia vlastnosti produktu alebo podniku, ktoré zvySuji spokojnost
zakaznikov;

e vymedzenie populdcie zakaznikov, ktord bude skiimana;

e rozhodnutie o tom, ¢ sa bude skimat’ celkovy potencidlny trh alebo len trh
existujlcich zakaznikov;

e vyber vzorky;
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¢ navrhnutie vhodnych spdsobov merania spokojnosti zakaznikov;

¢ definovanie sp6sobu zberu Udajov;

e vyuzitie Statistickych nastrojov, ktoré sa pouzivaju na analyzu zhromazdenych
Udajov z predchadzajucich krokov po zozbierani dat.

Podl'a tohto ramca sa riadi mnoho eurdpskych organizacii, ktoré prezentuju jeho
vysoku efektivnost’ (Kristensen, Kanji, Dahlgaard, 1992). Na rozdiel od nich Perkins
(1993) uvadza, Ze meranie spokojnosti zakaznikov sa uskutocriuje v troch krokoch:

¢ vlastnosti produktov, ktorymi sa liSi od ostatnych by mali byt identifikované
ako prvé;
e potom treba poziadat’ zakaznikov o ohodnotenie tychto vlastnosti v porovnani
s inymi podnikmi;
e na konci by sa mala vyhodnotit’ celkova spokojnost’ zakaznikov s podnikom.
Ak maju podniky skutocne zaujem systematicky a profesionalne zvladnut
monitorovanie spokojnosti, mali by podla Nenadala (2004) prejst nasledovnymi
krokmi:

Definovat’, kto je pre nich zakaznik.

Definovat’ faktory spokojnosti zakaznikov a ich vahy.

Navrhnit’ a vytvorit’ dotazniky na meranie spokojnosti zakaznikov.

Stanovit’ vel'kost' vzorky zdkaznikov.

Zvolit’ vhodnu metddu zberu udajov.

Vytvorit' metodiku na vyhodnocovanie Udajov vratane postupov kvantifikacie
miery spokojnosti.

¢ Vysledky merania spokojnosti sa vyuzivaju ako vstupy pre procesy zlepSovania.

Odhliadnuc od toho, ¢i sa spokojnost’ zistuje kvantitativnymi ¢i kvalitativnymi
metddami, vSetky metddy by sa mali podla Paulovej a kol. (2007) vyznacovat' urcitymi
charakteristikami:

¢ jednoduchost, objektivita a moznost’ ich opakovat’;

e rast povedomia vsSetkych pracovnikov podniku o poziadavkach zakaznikov by
mal byt ich vyhodou;

e determinuji a upozoriiuji na kl'i¢ové dovody nespokojnosti zakaznikov;

e poskytuju informacie, ktoré su potrebné pre zlepSovanie podnikovych
procesov, produktov a sluzieb;

e vystupné Udaje su v kvantifikovatel'nej podobe (alebo sa daji do tejto podoby
previest) a umoziuju sledovanie trendov vyvoja.

2.1 Dolezitost’ monitorovania spokojnosti

DOvodov, preCo sledovat’ a monitorovat’ zakaznicku spokojnost’ sa da najst’
mnoho. UzZ z vysSie predloZenych faktov a definicii je zrejmé, Ze sledovanie zakaznickej
spokojnosti je vel'mi dolezité pre buduicnost’ kazdého podniku a jeho schopnost’ prezit’
vo vysoko konkuren¢nom prostredi (Kotler a kol., 2007). Sledovanie spokojnosti moze
pomOct’ manazmentu v ich rozhodovani o smere, ktorym sa vydat' pri zlepSovani
vykonnosti procesov. Spokojnost’ zakaznika, ktora nemusi byt a nie je stala, je
ovplyviiovana nielen spokojnost'ou pocas a po nakupe, ale aj spokojnost'ou trvalou, po
celt dobu uzivania produktu ¢i sluzby.
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Nenadal a kol. (2004) zdOvodnuji potrebu vyuZivat postupy monitorovania
spokojnosti zakaznikov nasledovne:

¢ ako najefektivnejsiu ¢innost’ pri naplfiovani principu tzv. spatnej vazby, ktory je
jednym zo zakladnych principov a prikazuje vytvorit’ také informacné kanaly,
ktorymi budl sustavne prichadzat’ informacie o potrebach a ocakavaniach
zakaznikov a tiez o sposobe, akym podnik tieto ocakavania nasledne
uspokojuje;

e podniky st tym nutené zacat’ sa seriézne zaoberat’ zistovanim sUcCasnych aj
ocakavanych poziadaviek svojich zakaznikov, exaktné a systémové postupy
tak vytlacaju povrchne vykonavané marketingové vyskumy, podniky sa ucia
naclvat’ svojim zakaznikom a ziskané poznatky by mali oznamit’ svojim
zamestnancom, pretoZe sa jedna o vel'mi Ucinny motivacny nastroj;

e ziskané a vyhodnotené informacie umoznia vrcholovému manazmentu spoznat/
aj sledovat’ niektoré dalSie ukazovatele vykonnosti, vratane ukazovatel'ov
ekonomickych vysledkov. To poukazuje na strategicki zavaznost' pre
manazéra a uvol'nené zdroje pre procesy monitorovania spokojnosti by tejto
vaznosti mali zodpovedat’;

e jednym zo smerodajnych impulzov pre procesy neustaleho zlepSovania by mal
byt' prave vyvoj miery spokojnosti zakaznikov. Neda sa spoliehat’ len na
reklamacie, ktoré su minimalne reakciou na prejav nespokojnosti
a s procesmi zlepSovania nemaju vébec nic spolocné.

Iny pohlad na dolezitost' monitorovania spokojnosti uvadza vo svojom clanku
Boeckelman (2016), ktory uvadza 5 hlavnych dévodov, preco je nevyhnutné pravidelne
monitorovat’ a zvySovat’ spokojnost’ zakaznikov:

1. Vysledky monitorovania zakaznickej spokojnosti pomahaju predpovedat’
budtce vysledky podnikania

Spokojni zakaznici s velkou pravdepodobnostou zopakuju svoj nakup, kym
nespokojni zakaznici maju tendenciu nakupit’ hocikde inde a skdsat’ stale nové ponuky.
Vysledky skdmania spokojnosti v spolocnosti Temkin Group dokazuju, Ze podniky so
spokojnymi zakaznikmi maju az 16% vyhodu oproti konkurentom, pokial’ ide o ochotu
zakaznikov nakupit’, neochotu zmenit’ znacku a pravdepodobnost’ ich odporucenia.

Jednym z Casto pouzivanych meradiel spokojnosti v praxi je Net Promoter Score
(NPS), ktory odhal'uje vela informacii o zdravi zakaznikov. Odporicania zakaznikov su
kl't¢om k dlhodobému rastu podniku a spokojnost zakaznikov pohana tieto
odporucania. Prieskumy NPS sa pytaji zdkaznikov, aka je pravdepodobnost
odporucania podniku ostatnym lud'om. Vysledky pomahaji merat’ celkové zdravie
zakaznikov a identifikovat’ potencialnych priaznivcov alebo rizikovych zakaznikov.
Podniky mézu vyuzivat' vysledky prieskumov NPS, aby mohli podniknGt’ kroky skor nez
zakaznik od nich odide. Takéto proaktivne merania znizuju celkové naklady na
podnikanie udrZiavanim namiesto vytvarania novych prijmov. Na druhej strane mo6zu
manazéri zvysit' zdravie a angaZzovanost zakaznikov a tym zvysit' celkovd hodnotu
zédkaznika pre podnik. Preto je spokojnost’ zdkaznikov rozhodujica pre fungovanie
celého podniku a metriky spokojnosti zakaznikov pomahaju sledovat’ celkové zdravie
podniku
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2. Zakaznici menia dodavatel'ov kvoli zlému zakaznickemu servisu

Vyskum spoloCnosti Accenture zistil, Ze 68% zakaznikov meni dodavatela
z dovodu zlého zakaznickeho servisu, preto je pre podniky dblezité vytvarat’ povedomie
o kvalite zakaznickeho servisu. Prieskumy spokojnosti zakaznikov meraju kratkodobu
spokojnost’ zakaznikov, po ich vykonani je vhodné zistit' ich spdtn( vazbu, napr. po
telefonickom rozhovore, online nakupe, navsteve podniku a d'alSich interakciach medzi
zakaznikmi a podnikmi. Tieto opatrenia slUzia ako kontrola kvality pre vzajomné vztahy
so zakaznikmi aich vysledky motivuja pracovnikov, aby bud’ pokracovali alebo sa
zlepSovali v poskytovani zakaznickej podpory. Tento proces sa vSak nekonci len pri
vysledkoch monitorovania. Pre podniky je dolezité sledovat’ spravanie zakaznikov, ktori
reaguju negativne. Nespokojni zakaznici mozu totiz inSpirovat’ k pokroku a poukazat
na to, v ktorych aktivitach je potrebné zlepsenie. Treba si tiez uvedomit, Ze spokojnost’
zakaznikov je tiez prioritou. Ked’ zakaznici vidia, Ze ich pozitivne reakcie s ocenené, je
pravdepodobnejsie, ze budu v nich pokracovat. Zakaznicka spokojnost’ teda prispieva
k Uspechu podniku.

3. Spokojnost’ zakaznikov pomaha prekonat’ konkurenciu

Organizacie ako Zappos ¢ Amazon sa dlhodobo zameriavaji na spokojnost
zékaznikov a ich uspech potvrdzuje ich filozofiu zameranu na zdkaznikov. Firma Walker
predpovedd, ze do roku 2020 budu skisenosti zakaznikov predbiehat’ cenu a produkt
ako kl'G¢ové faktory odliSnosti medzi podnikmi na B2B trhu. To znamena, Ze teraz, viac
ako kedykol'vek predtym, musia dat’ podniky svojim zakaznikom priestor na vyjadrenie
sa. Otvorené otazky umoZziuju zakaznikom presne povedat, ¢o maji na mysli.
Ich vol'né odpovede mozu odhalit’ rozpad podnikovych procesov, popularitu produktov
a sluZieb a vlastnosti, ktoré podnik odliSuju od konkurencie. Mozno sa to zda zrejmé,
ale prave posledny pohlad byva casto podhodnoteny. Vidiet' konkurenciu ocami
zakaznikov moze zmenit' poziciu produktov v marketingu a predaji. Ked’ sa podniky
zameriavaju na plnenie priani zakaznikov, dlhodoby rast sa stava viac dosiahnutelnym.

4. Je lacnejSie udrzat’ zakaznikov nez ziskat’

Priblizne 70% podnikov tvrdi, Ze je jednoduchsSie udrzat’ si existujucich zakaznikov
ako ziskat' Uplne novu klientelu. V porovnani s utratenymi financiami na ziskanie
novych zakaznikov, nie je tazké tomu uverit. Ak chce podnik zvySit' navratnost
investicii, je potrebné udrziavat' sucasnych zakaznikov spokojnymi. Aby mohol podnik
ponuknut’ zakaznikom hodnotu, musi pochopit’ ich potreby, zaujmy a motivaciu.
Marketingové a produktové prieskumy tymto zisteniam pomahaju, pretoze odzrkadl'uju
hlas a nazory zakaznikov, pozitivne ohlasy ¢i nedostatky, na ktorych zlepseni by mal
podnik zapracovat. Nehovoriac o tom, Ze informacie zo zakaznickych prieskumov
spokojnosti mézu inSpirovat’ manazment k celkovému zlepSeniu vykonnosti podnikania.
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5. Prieskumy spokojnosti zakaznikov vedd k zlepseniu marketingovych
c¢innosti podniku

Spatna vazba od zaékaznikov mo6ze odhalit’ tajomstvo marketingového rozpoctu
a ukazat' podniku, v ktorych oblastiach by mal utracat’ najviac. Napriklad vysledky
prieskumov tykajlcich sa zistenia zaujmov zakaznikov pomahaju marketingovym
pracovnikom naplanovat’ kampane k produktom, o ktoré maju skutone zaujem
a zamerat’ sa v nich na to, ¢o je pre zakaznika dolezité a putavé. Takymto spdsobom
podniky uSetria Cas a Usilie vloZzené do priprav marketingovych kampani a tym mozu
travit viac Casu zaoberanim sa obsahom. Marketingovi pracovnici moéZu
prostrednictvom monitorovania spokojnosti ziskat' potrebné informacie od svojich
zakaznikov a nasledne pouzit’ vysledky, aby vylepsili a zefektivnili procesy. Preto by
mali podniky dopytovat’ spravnych l'udi spravnymi otdzkami a tym sa dozvedia presne
to, €o je pre nich dolezité vediet'.

Zaver

Poznanie potrieb a Zelani zakaznikov vyuZivajlcich sluzby ¢i produkty podniku
patria medzi najdolezitejSie oblasti marketingového vyskumu, lebo su to prave spokojni
zakaznici, ktori sa vracaju, nakupuju pravidelne alebo vo velkom rozsahu, podavaju
referencie o svojich skusenostiach dalSim potencidlnym zakaznikom a su ochotni
tolerovat’ vySSiu cenu v pripade, Ze si produkty a samotné podniky obl'Ubia a doveruju
im. S ohl'adom na dolezitost/, ktora je dnes monitorovaniu spokojnosti prisudzovana je
teda jasné, ze poziadavka na monitorovanie a meranie spokojnosti zakaznikov je
sucastou certifikacie kvality podla normy ISO Q 9001-2000 (GfK Praha a Incoma
Consult, 2004). V predlozenom prispevku sme vymedzili podstatu a doleZitost’ merania
a monitorovania spokojnosti zakaznikov pre podniky, ktoré sa mo6zu prave vdaka
opatreniam na zvysSenie spokojnosti svojich zakaznikov stat’ na trhu Uspesnymi.
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Employment of People with Disabilities in Tourism?

Viola Suterovad — Anna Veszprémi Sirotkova*

Abstract

The article deals with the current issue of employing a minority and a very diverse
population of disadvantaged people on the labour market due to disability. It is about
16 percent of the population. Despite the long-term attention and measures taken by
the European Commission, as well as active solutions by the non-governmental sector,
it is still difficult for Slovakia to employ a person with serious disability in the open
labour market. One reason is the considerable lack of awareness among employers of
the abilities of people with different types of disabilities and of their possibilities of
employment. The article is based on a continuous examination of disability and service
provision for this group of dlients in tourism since the 1990s. It also presents the
results of a follow-up survey of employers on the employment of disabled people.
It provides suggestions and concludes that, ultimately, this employment contributes to
a better understanding of the issues and the improvement of services for disabled
clients. It is also one of the prerequisites for social and economic cohesion.

Key words

Person with disability, disadvantaged job seeker, sheltered workshop, sheltered
workplace, employment, supported employment
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Introduction

The Europe 2020 strategy is a vision of how to ensure a high level
of employment, productivity and social cohesion, but also how to create a smart,
sustainable and inclusive economy in Europe. One of the priority components/pillars is
inclusive growth: supporting a high employment rate economy, that ensures social and
territorial unity. This involves enhancing the role of citizens in the country through high
employment rate, investing in skills, fighting poverty and modernizing labour markets,
education and social protection systems to help people. An important aspect of the
strategy is to ensure access and opportunities for the labor market for all Union
citizens throughout their lives. In this respect, increased attention needs to be paid to
the employment of people with disabilities. Despite the existing legislation and the
long-term interest of the European Commission the situation in Slovakia cannot be
considered satisfactory. Employment of people with severe disabilities in the open
labour market is complicated. The aim of the contribution is to propose, on the basis
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of an analysis of the current situation, measures to increase the interest of employers
in this population group.

1 Employment of people with disabilities - a challenge for society

People with disabilities are considered by a significant proportion of their fellow
citizens as well as employers as unemployed, or hardly employable. Opinions arise,
that particular "healthy" people have to be employed preferentially, and employing
them is possible in better economic conditions. As an actual solution is considered
a disability income. The consequence of such a situation is, however, life in social
isolation, or a high degree of bad social situation of people with disabilities. Ultimately,
detachment of people with disabilities from work teams makes it difficult for the
majority population to perceive and understand the problem and delays problem
solving. The group of people with disabilities is very diverse and therefore the
possibilities of their employment are different. They can do highly qualified work
or help work that those "healthy" are not interested in.

We agree with author Repkova, who asserts, that "the economic and social
strength of each society is based on people's work activity and their ability to cover
their needs through the results of their own work. Therefore, great attention is paid to
the preparation of working conditions whereby the working potential of each citizen
should be used as much as possible ."(Repkova, 1998)

At present, the unemployment rate in Slovakia has reached the historical
minimum (Table 1).

Tab. 1 Registered job seekers and registered unemployment rate in the Slovak
Republic in 2012-2017

Year Jobseekers Share of people | Unemployment
Tol—[OF that people | {2 i omouni o |
with disabilities jobseekers (%)
2012 419369 13783 3,29 13,94
2013 399561 12854 3,21 13,50
2014 374018 13014 3,48 12,25
2015 337031 12208 3,62 10,77
2016 278192 9743 3,50 8,78
2017 196055 6696 3,42 5,95

Note: Data in each year are for the month of November.

Source: USTREDIE PRACE, SOCIALNYCH VECI A RODINY. 2017. Nezamestnanost —
mesacné Statistiky. [online]. 2017. [accessed: 2017-09-06]. Available at:
http://www.upsvar.sk/nezamestnanost
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The unemployment rate over the last 5 years has fallen from 13,94% to 5.95%,
creating room for a positive approach to the issue. The share of people with health
disabilities in the total number of the job seekers is higher than in 2012 (3,42 versus
3,29). However, it is important to say that many are not registered because of the
difficulty of employability. Positive employment results are achieved through both
public sector and non-governmental organizations.

The EU is striving for the active inclusion and full participation of people with
disabilities in society, in line with the EU's approach to disability issues taking into
account human rights. Disability is a question of rights and not of freedom of decision.
This approach is the core of the UNCRPD Convention on the Rights of Persons with
Disabilities, to which the European Union is also party.

In 2010, the European Commission adopted the European Disability Strategy
2010-2020, based on the UNCRPD, taking into account the experience gained from
implementing the action plan for people with disabilities (2004-2010).

The objectives of this strategy are achieved through measures in eight priority
areas:

1. Barrier-Free: Ensure people with disabilities access to goods and services
and support the market for assistance aids.

2. Engagement: Ensure that people with disabilities can benefit from all the
benefits of EU citizenship, remove obstacles preventing equal participation in
public life and leisure activities, and promote the delivery of quality
community services.

3. Equality: combat discrimination on grounds of disability and promote equal
opportunities.

4. Employment: significantly increase the share of disabled people in the open
labour market. They account for one-sixth of the total EU working-age
population, but their employment rate is relatively low.

5. Education and training: to promote inclusive and lifelong learning for
students and pupils with disabilities. Equal access to quality education and
lifelong learning enables people with disabilities to participate fully in society
and improve the quality of their lives. The European Commission has
introduced several educational initiatives for people with disabilities. These
include the European Agency for the Development of Special and Inclusive
Education, as well as a special study group dealing with disability and lifelong
learning.

6. Social protection: Promoting decent living conditions, combating poverty
and social exclusion.

7. Health: promote equal access to healthcare services and facilities that
provide such services.

8. External action: to promote the rights of persons with disabilities in the
context of EU enlargement and international development programs.

When working in the open labour market, of course, the differences depend on
the type and degree of disability of the citizen. It appears that employers find it
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unacceptable to employ a person in the position where they come into contact with
the client if the disability is visible. On the other hand, socially responsible and
successful companies (regardless of company size) are using such image-building
situations. For employment in an open labour market, it is of paramount importance in
the company to achieve a level in each area and to meet the needs of specific people
in these areas, which are a prerequisite for employing them.

1.1 Who is a citizen with disability

As we are confronted with the belief, that some employers can not employ
a disabled person, the question arises, as to what we pose as a disability. Therefore,
disability needs to be defined. There are various definitions in the literature and
legislative documents. The most definitive and easy to understand definition of
disability we consider the older definition of the WHO, which is understandable for laic
people as well. According to this definition, disability is any injury or inadequate ability
(caused by a disorder) that prevents the pursuit of any activity in such a way or within
such a framework, that is considered to be normal to a person. A person with severe
disabilities is a natural person whose functional impairment rate is at least 50 %.
Functional disorder is a lack of physical, sensory or mental abilities of a person who, in
anticipation of the expected development, will take more than 12 months and thus
disadvantage a citizen with a health disability as compared to a person without a
disability (Act No. 447/2008 Coll., on monetary compensations for heavy disability).

There is a wide range of disabilities and there are also more degrees of disability
for each type of disability:

e Deaf-blind - People who suffer from combined damage to sight and hearing,
which prevents them from using these two senses as primary sources of
perception. With absolute deafness and blindness, we rarely encounter,
mostly a combination of hearing loss and heavy vision.

e Chronic disabilities - these disorders do not have to manifest themselves
externally; diabetes, celiac disease, haemophilia, cardiovascular disease,
oncological diseases, cystic fibrosis, psoriasis, eczema.

e Combined disabilities - people affected by multiple types of disability (e. g
people with mental and physical disabilities, diabetics with amputated legs).

e Mental Disability - People with sub-levels of intellectual abilities that cause
limitations in communication, self-service activities and other social skills. This
is a lasting state. They need easy-to-understand information, adequate
support and practical training to live independently.

e Psychic Disability - primarily affects the emotional component, survival and
behaviour, cannot be prevented, but most mental illnesses can be
successfully treated. The intellect of mentally handicapped people is not
damaged and can live independently if their disease is under control.

e Hearing Disability — People, who are partially or totally deaf, hard
of hearing, and with remnants of hearing.

¢ Physical disability - people with mobility disorders.
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e Visually impaired - blind, visually impaired, partially blind, people with
bipolar vision and deaf-blind. "(NROZP, 2007)

Mental disability is considered by the World Health Organization to be the most
difficult in terms of social inclusion. By 1989, the majority of people with a mild degree
of mental disability were employed, but legislation in the coming years created new
employment opportunities. Among the disabilities, in which a worker with a health
disability is able to be employed under extraordinary conditions, the middle degree
of the present type of disability was included. (Pirosik, V., et al., 2000)

2 A survey of employers' opinions on the employment of people with
a disability in tourism

Our contribution is the result of a continuous dissection study at the Department
of Services and Tourism at the University of Economics in Bratislava since 1998.
Primarily, research focused on the provision of services for disabled clients.
Suggestions for the employment of people with disabilities in tourism businesses were
also proposed within the framework of proposals to improve service quality. Since
employees do not have enough experience with such clients and there is a lack of
training in this area, it would be an opportunity for a better understanding of the
issues and benefits for the enterprise (Suterova, 2011).

In 2016, the Department of Services and Tourism conducted a survey
of employers' opinions on the employment of people with disabilities. The aim of our
survey was to find out the employment rate of people with disabilities in tourism,
barriers related to unemployment. We have tried to get information on the attitudes of
employers towards disabled people, on the aobligations arising from this employment
relationship, on informing employers in this area, on what problems they encounter,
what they think about the main barriers to employment of people with health
disabilities. We also looked at the type of disability that this employee had, the job he
worked for, and whether his presence meant any benefit to the business or,
conversely, whether it caused some problems. Last but not least, we focused
on respondents' suggestions, which would make it easier for such employees to work
in their businesses.

For the purpose of the survey, we used the quantum research method of queries.
We sent the questionnaire to the respondents in electronic form. Respondents were
contacted on the basis of the focus of their business activities, the target group were
tourism businesses.

The selection of respondents was random from the established list of tourism
enterprises in individual regions of Slovakia. Questionnaire completion was anonymous
and voluntary. The return was 12.5%, so of the 400 selected respondents answered
50.

The mathematical and statistical processing of the results was carried out using
the Statistical Package for the Social Science program.

We have formulated two research questions:
e What percentage of respondents do not employ citizens with altered working
capacity because of bureaucracy?
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» What proportion of employers does not have an idea of the real possibilities and
abilities of citizens with altered working capacity?

2.1 Analysis of the survey results of employers' opinions in tourism

Employers have been divided into several groups according to two basic
criterions: by region, where their company is located, or by their business focus.

Graph 1 Structure of employers by their business focus

2% 4%
m Hotel *
W Hotel **
EE
15% m Hotel
W Hotel ****
8% Motel

Guest House

Tour Operator

Transport

Source: Own research

Among the respondents, most hotels were of *** class - 18, the second largest
group represented transport companies - 6 responses and then travel agencies -
7 responses.

Graph 2 Structure of employers by region
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In terms of location, the highest number of respondents from the PreSov region
was 14, then 13 from Bratislava region and 8 from Banska Bystrica region.

Tab. 2  Experience of respondents with the employment of people with disabilities

Number of responses %
Yes 29 58,0
No 21 42,0
Total 50 100,0

Source: Own research

Most businesses, 58%, already had the opportunity to employ a disabled worker,
42% of respondents do not work with disabled people.

Tab. 3 Type of disability of employees

Number of responses %
Physical 23 46,0
Visual 2 4,0
Hearing 0 0,0
Mental 5 10,0
Total answers 30 60,0
All respondents 50 100

Source: Own research

Enterprises employing disabled people most often employ people with physical
disabilities - up to 46% of businesses. The low number of employees with mental
disabilities confirms the thesis of the problems of social inclusion of these persons.
There might also be insufficient awareness of the employability of these people,
as well as informing potential employers of their abilities. Also, there are insufficient
conditions for a smooth transition from job training to job search.

Due to the wide variety of respondents' answers, the question of the job position
of the people was open. 54% of the respondents expressed their opinion. The most
frequent responses were: the administrative worker, the auxiliary power in the kitchen,
the driver, the cleaner and the masseur. One of the responses was: the CEO,
specifically the hotel ***,

50% of all respondents stated that a person with reduced working capacity for
permanent employment was working in their company. Only 2% said the second
possible answer to the deal. As another possible answer, 4% respondents said the
same answer - a certain time. Finding out the question is interesting, we expected the
most responding to the agreement or shorter working hours due to the assumption
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that people with reduced working capacity are not able to do the work to the same
extent as health workers.

For 48% of respondents, the employment of people with reduced working
capacity was beneficial. Most of the responses were positive. In further research,
it would be advisable to focus on the concrete benefits for employers, what concrete
benefits this labour-legal relationship actually has brought.

56% of respondents answered the question, whether they have some
problematic experience with these employees, of whom only 42% reported a negative
response. This fact is positive, and often the fear of possible problems is the main
barrier to employment of these people. Specific problems related to this workers were
reported by 12% of respondents, because they were not marked as mandatory. Some
of the answers were: avoided work, frequent sick leaves, need of permission from the
labor office if they want to dismiss these employees, administration. Similar reasons
for not employing these people were also reported by Kull: "Companies often show
reluctance to employ disabled applicants because they fear their frequent incapacity,
lower qualifications, or work performance. However, if they disqualify them from the
circle of job seekers before the job interview, they cannot convince them that they will
be a valid work force. "(KULLOVA, 2006)

Tab. 4 Administrative burden

Number of responses %
Agree 10 20,0
Agree partially 8 16,0
Disagree partially 3 6,0
Disagree 8 16,0
Total answers 29 58,0
All respondents 50 100,0

Source: Own research

20% of respondents agree with the claim, that the employment of persons with
altered working capacity is associated with a high administrative burden, and with
more visits of the authorities. A total of 42% of them see it as a barrier, or as a partial
employment barrier.

Up to 40% of respondents were not entitled to a job creation allowance for a
person with altered working capacity. This phenomenon may be due to the fact, that
they have already received other kinds of contributions, and in this case the employer
has no entitlement to any other financial contribution.

12% of respondents said, that it was an unpleasant situation, when the
authorities did not pay to them a contribution for creating a job for a citizen with the
health disability. However, it is not clear whether the respondents were entitled to this
contribution and whether they did not receive other types of cash subsidies, as a result
of which the authorities did not pay this particular contribution.
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Tab. 5 Additional costs

Number of responses %
Yes 3 6,0
No 25 50,0
Total 28 56,0
All respondents 50 100,0

Source: Own research

The additional costs associated with the employment of persons with altered

working capacity were incurred by only 6% of the respondents, while the others,
50 %, gave a negative answer.

Specific additional costs were reported by 6% of all respondents. These include,
for example, the adjustment of premises, the purchase of work equipment, and the
payment of wage and surcharge costs. Most of these specific costs could be
considered as normal costs that arise from the employment of people with health
disabilities, but they are predominantly one-off. While adhering to the legislation in
force, additional costs of adjusting the workplace, building, etc. should not be required
to a large extent. The type of costs depends on the type of disability the employee
has. In our sample, people with physical disabilities predominate, and this corresponds
to the costs involved.

Tab. 6 Appropriate job

Number of responses %
Yes 7 14,0
No 13 26,0
Total 20 40,0
All respondents 50 100,0

Source: Own research

14% of the respondents answered the question positively, which means that
there is a suitable job for their citizen with the altered working capacity in their
company. Most respondents' opinion was negative, which could be due to the lack
of awareness of the company in this issue.

We wanted to find out, on the base of what respondents know, that there is no
suitable job in their company, and whether they have consulted it with experts. The
question was open and was put only to respondents who answered the previous
question in a negative way. The most common answer was, that they did not consult
with anyone. In view of the above-mentioned scale of disability and the specific
education and experience achieved in each business, we could find a suitable position
for some type of disability.

Our previous research has shown, that education and awareness of businesses
in the area in question in Slovakia is generally low, and 88% of businesses in tourism
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and their employees did not receive training. Overall, the situation in the area of
awareness and education can be assessed as alarming. (Suterova, 2011)

Tab.7 Non-employment because of high costs

Number of responses

%

1 - is very influential 3 6,0
2 —is influential 9 18,0
3 —is less influential 2 4,0
4 - is least influential 2 4,0
Total answers 16 32,0
All respondents 50 100,0

Source: Own research

For this type of question, we chose the scale. Respondents expressed the degree
of impact these factors had on them. 6% of the respondents had a very high impact

on the high costs of employing people with lower working ability.

Tab. 8 Non-employment due to the large administrative burden

Number of responses

%

1 - is very influential 6 12,0
2 —is influential 6 12,0
3 —is less influential 1 2,0
4 - is least influential 3 6,0
Total answers 16 32,0
All respondents 50 100,0

Source: Own research

Respondents have stated that a large administrative burden is one of the reasons
that greatly affect them when employing people with health disabilities. Asked on the
scale, they gave the same number of responses, the degree of influence on the degree

and the other, which we can consider as a significant reason.
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Tab. 9 Non-employment because of ignorance

Number of responses %
1 - is very influential 5 10,0
2 —is influential 5 10,0
3 —is less influential 3 6,0
4 - is least influential 3 6,0
Total answers 16 32,0
All respondents 50 100,0

Source: Own research

10% of the respondents said that their aspect of ignorance or a lack
of information influence on them very much; another 10% said their ignorance is less
affecting them. This result tells us that employers have no idea of the real possibilities
and abilities of people with health disabilities. The results of this scale are equal to the
previous ones, where we have been interested about administrative burdens. We can
say that all of these factors affect the employment of citizens with altered working
capacity almost equally.

The last issue in question was the creation of a proposal for a change in the
employment of persons with altered working capacity. It was open and our opinion
was expressed by up to 36% of respondents. Responses included a wide range of
suggestions, the most common misconduct of administration. Furthermore,
respondents said that information should be increased, employers should be more
privileged, and employers expect more practice of these people. 2% of the responses
concerned the proposal to create a publicly accessible database of people with altered
working capacities, who are interested to find a job.

2.2 Comparison of the results with other surveys in the area
In 2007, the Institute for Labor and Family Research carried out a survey

of "Citizens with Health / Visual Impairment in the Optics of Attitudes and Opinions
of Employers". (Graph 3)
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Graph 3 Structure of respondents by industrial sectors
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The sample of respondents was made up of 250 employers based in Slovakia,
where almost all legal forms of business were represented. In terms of sectional
relevance, the majority of respondents represented the group from the service sector.
The survey showed that:

« More than half of respondents fulfil the statutory obligation to employ disabled
citizens in the form of direct employment;

e They consider the need to ensure a barrier-free access to the workplace,
adaptation of the job and the financial costs associated with these adjustments
as main obstacles to employment. The results are comparable to ours;

e Employers' willingness to employ people with disabilities is strongly influenced
by such factors as the possibility of frequent absenteeism for health reasons and the
protection of health at work. Employers stated the same reasons as our survey;

« Despite the relatively high level of awareness of active labour market measures,
their overwhelming majority did not use it. They are mostly used by large employers.
It can be assumed that the reason for non-use of different types of contributions is a
lack of information and high administrative burdens in the case of their use, which
often discourage employers;

e Research has shown that as a new tool, respondents would prefer financial
tools and the ability to work on the exam. Employers would welcome the creation
of an information portal with comprehensive information on the different aspects
of disabled people. Such a proposal was also included in our survey.

The conclusion of the survey was that the attitudes and views of employers are
greatly influenced by their personal experience and working contacts with citizens with
different types of disabilities. Therefore, they propose to improve the communication
strategy and to disseminate examples of good practice (HANZELOVA, 2007).

The Slovak Institute of Youth, Iuventa, conducted a survey in 2013 on "The
transition to adulthood for young people with disabilities, influencing factors".
(MATULNIK- ORGONASOVA - ADAMCOVA, 2013) The issue was focused
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on information on the acquisition of data on the interest of young people with
disabilities in education and subsequent employment, independent living and family
formation. The survey consisted of 673 special school students who were selected by
random selection in each county and 337 young people with severe disabilities aged
19 to 36. Conclusions and main findings of research:

¢ Respondents most prefer employment to a full-time credit that they would enter
immediately after the end of secondary school, which suits the employers; because the
overwhelming majority of respondents in our research reported that each person was
employed for permanent employment. Students, who have the opportunity to get a full
secondary education, also prefer further studies, especially the daily form of higher
education.

* 48% of respondents assessed the possibility of finding suitable employment
as very unsatisfactory. The worse situation was in the case of mental disability.

e 61.4% of the participants would be interested in participating in educational
activities that would allow them to improve their skills and skills to work with
computers and similar devices, the second most common use of foreign languages.

Research recommendations are to create better conditions for a comprehensive
assessment of the extent and type of disability and to develop talent of children and
young people with severe disabilities. It is recommended to maintain and support the
possibility of special education and thoroughly assess whether favourable conditions
for the education of children and young people with disabilities are created in schools.
Very important is also preparing students at secondary vocational schools, including
special schools, according to the needs of the labour market, and adequate to their
disabilities. It is recommended to implement administrative simplification of the
substitute fulfilment of compulsory part of the employment of disabled people.

2.3 Examples of good practice for employing people with disabilities

For the development of travel "for all" it would be appropriate for people with
disabilities to work, were they can be incorporated into the life of tourism businesses.
This way, practitioners are familiar with the issues and can offer better and better
services. The travel agency BEZBATOUR (2017) has been operating on the Czech
market since 2012. More than 50% of all company employees suffer from some kind
of disability. The mission of this company is to enable all travellers to travel without
barriers. It organizes tours for customers with different types of disabilities, seniors,
families with small children and citizens suffering from food allergies, as all locations
are pre-authenticated. They also offer consulting services for all kinds of businesses in
terms of barrier-free objects, enabling the company to grow and become part of
a socially responsible business network, as it will not only promote employment for
people with disabilities but it will gain valuable experience. (BEZBATOUR, 2017)

According to 2006 research results, 11% of Canada's tourism workers are
disabled. This statistic is particularly noteworthy because it is only 1% less than the
total number of people with disabilities in the country, which is 11.8%. The highest
share of disabled women was employed in travel services, up to 65%, while most
disabled men worked in the transport sector, 72%. This sector employs more than
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double the proportion of young people with disabilities aged 15-24 years as the rest of
the economy. (CANADIAN TOURISM HUMAN RESOURCE COUNCIL, 2006)

In Slovakia, we see unique cases of open-market employment and contact with
clients with mental disabilities - waiters in the Radnicka café in Bratislava.

Conclusion

In this article, we presented the results of the employment disability survey in the
context of the Europe 2020 Strategy and the European Disability Strategy 2010-2020.
We outlined employment opportunities as well as the benefits of employment in
tourism enterprises. We noticed a low level of awareness of employers about the
issue.

In this context, it will be necessary in the future to focus on how to effectively
transfer information to business practice. In order to encourage the motivation
of employers, it will be appropriate to focus on identifying and quantifying the benefits
of employing people with health disabilities.

Many laic people and professionals perceive the issue of employing people with
disabilities as social, and related costs as expenditures, that are irreversibly absorbed
by the social sphere. In fact, when employing a person with a hard health disability in
an open labour market with the help of an assistant, when the state pays an assistant,
it will sometimes be possible to employ three people: a disabled person, a personal
assistant, and a person who cares for the disabled person. Social spending can cause
tax payers instead of recipient of social benefits.
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The benefits and threats of tourism for cultural heritage: How
to reconcile a dilemma?

Méria Tajtakova®

Abstract

The paper addresses a current dilemma between the development of cultural tourism
and its impact on cultural heritage. First, we outline the ‘heritage tourism’ as a special
product category of cultural tourism. Further we present a reflection on the benefits
and threats of tourism for cultural heritage based on the academic discourse.
In early papers mainly the mutual benefits of merging into a symbiotic relationship
between culture and tourism were highlighted. However, further development -
marked mainly by an extensive grow of the cultural tourism industry, contrasting
perceptions of cultural assets’ value by tourists vs. local stakeholders, a phenomenon
of 'Hit-and-Run’ tourism (Ruoss and Alfare, eds.,, 2013), and unjust distribution
of economic gains from the heritage tourism — led to nowadays concerns about the
sustainable tourism vs. heritage sustainability. Three theoretical models of sustainable
management of heritage tourism were identified: Carrying capacity (Ashworth, 1994,
1995), Market Appeal/Robusticity Matrix (McKercher and duCros, 2002) and No-growth
strategies (Bramwell and Lane, 2005), and suggested to reconcile the dilemma within
the heritage tourism.
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Introduction

Tourism is generally regarded as one of the world’s largest industries generating
10% of the world’s GDP, and as a key sector contributing to job creation, sustainable
consumption and production, and the preservation of world’s natural and cultural
resources (UNWTO?, 2016a; 2016, p. 18). Cultural tourism has been recognised
as a separate product category since the late 1970s (McKercher, 2002, p. 29) and is
considered to be a particularly advancing sector (Bywater, 1993; Bendixen, 1997;
Hughes, 2002; Richards, 2005). It emerged as a consequence of the very development
of the tourism market and its need for diversification (Richards, 1996; Bendixen, 1997;
Bonet in Towse ed., 2003). However, it has been only since the late 1990s when an
increased number of cultural tourism studies were published, building mainly on a
pioneer report by Greg Richards ed. (1996) entitled Cu/tural Tourism in Europe. Greg's
report analysed different contexts of European cultural tourism including a current
situation in selected European countries.

! Méria Tajtakova, doc. Ing. PhD., Vysoka $kola manaZmentu/City University of Seattle, Pandnska cesta 17,
851 04 Bratislava, mtajtakova@vsm.sk.
2 World Tourism Organization (UNWTO), http://www2.unwto.org/
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The European Association for Tourism and Leisure Education (ATLAS)? defines
cultural tourism as: A/l movements of persons to specific cultural attractions, such as
heritage sites, artistic and cultural manifestations, arts and drama outside their normal
place of residence’.

Hughes (2002, p. 165), however, points out the ambiguity of the term ‘cultural
tourism’ resulting from an interchangeable use of other terms such as ‘heritage
tourism’, ‘arts tourism’ and ‘ethnic tourism’ for apparently similar activities. Actually,
heritage — together with the arts — are considered to be ‘primary elements’ of
cultural tourism due to their superior status in visitor interests (UNWTO and ETC,
2004). In addition, Europe is one of the world’s regions with the largest concentration
of cultural heritage and is also the top tourist destination in the world (EC, 2010).
Therefore a debate on ‘heritage tourism’ as a particular sub-sector of cultural tourism
appears relevant. In addition, according to a study by the European Commission
named European Cultural Routes impact on SMEs' innovation, competitiveness, and
clustering (EC, 2011), 20% of European visits have exclusively cultural motivation,
while 60% of tourists are truly interested in discovering the cultural values of the
places they visit.

The aim of this paper is to reflect on the relationship between the cultural
heritage and tourism activities based on a literature review from the perspective
of benefits and threats that can arise from their mutual rapport.

1 The relationship between cultural heritage and tourism

The term ‘cultural heritage’ has been defined by UNESCO as ‘the legacy of
physical artefacts and intangible attributes of a group or society that are inherited from
past generations, maintained in the present and bestowed for the benefit of future
generations’.* Cultural heritage encompasses tangible cultural heritage: movable
cultural heritage (paintings, sculptures, coins, manuscripts), immovable cultural
heritage (monuments, archaeological sites, and so on) and underwater cultural
heritage (shipwrecks, underwater ruins and cities), and /ntangible cultural heritage
(oral traditions, performing arts, rituals).’

World Tourism Organization (UNWTO) and European Travel Commission (ETC)®
(2004) cluster cultural attractions for tourism purposes into four categories:

1. Heritage (cultural heritage related to artefacts of the past),

2. Arts (related to contemporary cultural production such as the performing

and visual arts, contemporary architecture, literature, etc.),

Lifestyles (elements such as beliefs, cuisine, traditions, folklore),

4. Creative industries (fashion design, web and graphic design, film, media
and entertainment, etc.).

w

3 Association for Tourism and Leisure Education (ATLAS), http://www.atlas-euro.org/

4 UNESCO n.d. Tangible cultural heritage. [on-line]. [Accessed 2017-01-07]. Available
at http://www.unesco.org/new/en/cairo/culture/tangible-cultural-heritage/

5 UNESCO n.d. What is meant by 'cultural heritage’? [on-line]. [Accessed 2017-01-07]. Available
at http://www.unesco.org/new/en/culture/themes/illicit-trafficking-of-cultural-property/unesco-database-of-
national-cultural-heritage-laws/frequently-asked-questions/definition-of-the-cultural-heritage/

8Furopean Travel Commission (ETC), http://www.etc-corporate.org/
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Fig. 1: Culture in tourism — primary and secondary elements
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Source: According to World Tourism Organisation and European Travel Commission. 2004. Gity tourism and
culture: the European experience, p. 8.

Heritage and the arts are considered as ‘primary elements’ due to their
superior status in visitor interests. Lifestyles and the creative industries are
regarded as ‘secondary elements’, since they usually provide supplementary rather
than central cultural experiences (UNWTO and ETC, 2004) (Figure 1). Therefore,
‘heritage tourism’ is considered to be a vital part of cultural tourism. However, Bartos
(in Tajtakova et al., 2010, p. 208) points out that heritage, arts, lifestyles and
creative industries remain lifeless and incomplete touristic experiences unless they
are included into a larger context given by social relations, images, stories and
atmospheres connected to them.

However, the nature of the relationship between the cultural heritage and
tourism evokes several specific questions. Potential benefits and threats of tourism
activities for cultural heritage is one of them.

2 Potential benefits and threats of tourism for the cultural heritage
2.1 Benefits of tourism for the cultural heritage

Early papers on cultural tourism focused mainly on identifying the nature of
rapport between the two sectors. Yet, at the beginning of the cultural tourism debate
mainly the mutual benefits of merging into a symbiotic relationship between culture
and tourism — based on their complementarity — were highlighted (Richards, 1996;
Bendixen, 1997; Hughes, 2002). Tourism was regarded as a tool for bringing visitors
to cultural sites and venues, and culture as a source of attractive opportunities for
cultural experiences and challenges to tourists for cultural discoveries (Bendixen, 1997,
p. 21). In other words, the arts were believed to create attractions for tourism and
tourism to supply extra audiences for the arts (Myerscough, 1988, p. 80). Reiss (1993,
p. 47) argued that ‘the arts experience most frequently built on excellence and
uniqueness of product, has proved to be very beneficial for the tourist industry’
Moreover, according to the World Tourism Organization the tourism has been
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considered to be ‘a contributor to the enhancement of cultural heritage’ (UMWTO,
2001).

A microeconomic perspective, taking into account a functional approach, was
studied by Nasser (2002, p. 476) who emphasised the considerable economic
importance of the tourism industry to all participants. However, the author highlighted
a need to find ways to improve the efficiency of tourism sector and minimise its
adverse effects through good management and appropriate policy measures. In
parallel, from the macroeconomic perspective while considering a political-economy
approach, Nasser (2002, p. 476) pointed out the need for the tourism sector to take
more financial responsibility for the long-term maintenance of the heritage resources
on which it depends, by allowing governments and local communities to hold higher
stakes in tourism and in the management of their historic resources.

Further, the proponents of the political-economy school believe that
if development is founded on small-scale, locally owned activities, tourism can fulfil
a non-consumptive use of resources, which appears to have the potential to serve
both conservation and local development roles as well (Furze, De Lacy, Birckhead
1996). Carter (1994) identifies three benefits of this approach: First, there will be less
need for financial investment in infrastructure and superstructure facilities compared
to conventional mass tourism. Second, locally owned and operated businesses will not
have to conform to the corporate Western identity of multinational tourism concerns
and therefore can have a much higher input of local products, materials, and labour.
Third, the profits made should accrue locally instead of flowing back to the state or
foreign organisations (Cater 1994).

Nevertheless, it should be noted that most of these ideas were born in times
when cultural tourism was just an emerging (and seen as a promising) sub-sector of
the tourism industry. However, the situation has changed. UNWTO (2016) estimates
that cultural tourism accounts for around 40% of all international tourists arrivals.
Given its rapid growth in the last decades many heritage sites have been exposed to
the unprecedented flows of tourists. This brought new problems and dilemmas into the
sector and initiated an intensified debate on tourism sustainability, as well as, the
sustainability of cultural heritage when exposed to the mass tourism.

2.2 Threats of tourism for the cultural heritage

On the other hand, McKercher, Ho and du Cros (2004) warn of a potential conflict
between tourists and local stakeholders that may arise from different perceptions of
the cultural assets’ value, in particular by focusing primarily on its extrinsic appeal
as a product to be consumed.

In addition, Nasser (2002, p. 476) points out structural inequalities in world trade,
characterised by severe distortions and imbalances in the share of income and profits
from tourism that remain inside a peripheral economy.

A critical approach is advocated also by Bucurescu (2012, p. 101) who outlines
threats to heritage sustainability connected with an extensive development of tourism
industry. The author considers cultural tourism as ‘a human induced hazard, while its
activity is already producing «un-specific»> disasters, with threat for the cultural
heritage’.
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Similarly, McKercher, Ho, and Du Cros (2005, p. 539) point out the ‘conflict/co-
operation dichotomy’ resulting from the two opposing views on the relationship
between heritage and tourism. In this respect, Ashworth (1994, 1995) believes that
the link between resource valuation and output equity can be made through the
concept of ‘carrying capacity’ as a tool for heritage management. This concept
determines the maximum use of any place without causing negative effects on
resources, the community, economy, culture, and environment, and the subsequent
loss of visitor satisfaction.

The same problem was studied by McKercher and duCros (2002) who developed
a 'Market Appeal/Robusticity Matrix’ (called also Potential Matrix) to assess the tourism
potential of cultural destinations. The matrix analyses the interdependence of the two
aspects: Market appeal reflecting the attractiveness of the site for tourism, and the
robusticity determining the capacity to cope with increasing tourism. The authors
believe that by adopting a correct assessment of the tourism potential of cultural
assets one can avoid future risks resulting from overdeveloped or underdeveloped
tourism.

Finally, a recent study by Ruoss and Alfare, eds. (2013) highlights
a phenomenon labelled as a ‘Hit-and-Run’tourism. It reflects the behaviour of tourists
characterized by a short visit of the site and a continued travel to other destinations
with more attractive accommodation and recreational facilities. The impact on heritage
sites in this case is very negative, since it includes increased waste generation, water
consumption and traffic, while the income for the site is almost absent.

3 Attempts to reconcile the dilemma between cultural heritage
and tourism

As explained in the previous sections, the tourism industry has the capacity to
either enrich a destination through effective planning and efficient management of the
natural and built environment, or destroy the destination due to the negative impact
on the place arising from unplanned and poorly managed tourism development
(Edgell, 2015, p. 25-26). According to McKercher and Ho (2006, p. 473) both over-
and under-use pose threats to the cultural tourism. Therefore, shifting demand from
over- to under-utilised attractions appears to be a logical solution that should resolve
both problems. In this respect, du Cros (2001) highlights the need to consider the
ability of a heritage site to withstand increased visitation and/or a change in visitor
profile without causing undue damage to tangible and intangible values.

In the context of urban heritage tourism Jamieson (1993, p. 90-96) argues that
the capacity of towns to cope with tourism activity is rather high for the big cities, but
lower for the smaller towns. Most often, town authorities welcome the increase of
tourist numbers, due to the economic benefits and the media visibility, rarely
considering the possible negative effects and the capacity of the town to absorb them
— or its carrying capacity (Richards, 2005, p. 8-21).

In addition, the tension between the interests of stakeholders from tourism
industry and cultural heritage may result into situations in which tourism might not be
considered as an appropriate use of resources compared with other development
options or to no development at all, so that ‘no-growth’ or reduced activity scenarios
should also be considered as a necessary dilemma faced by the tourism industry (and
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other industries) (Bramwell and Lane, 2005, p. 53). The same solution is advocated by
McKercher and du Cros (2002) within their theory of Market Appeal/Robusticity Matrix.
The authors identified a specific segment characterised by a moderate/high market
appeal, but a low robusticity. It means that tourists may be very interested to visit a
particular cultural site, however, its physical state is too fragile, or its cultural values
are sensitive to high visitation levels. Therefore it is suggested to limit extensive
tourism activities and to ensure that an existing visitation does not harm the cultural
values of the asset.

Finally, Newby (1994) outlines a complex relationship between heritage and
tourism addressing both positive and negative directions within its coexistence. He
argues that when culture is shared, tourism and heritage coexist in harmony so that
tourism revenues can be used to sustain and conserve environments of heritage value.
In contrast, when culture is exploited or created, there is an explicit domination of
commercial values over conservation values as tourism becomes central to the local
economy.

Conclusions

The paper presented a reflection based on the academic discourse in the field of
heritage tourism. In particular, it addressed benefits and threats that can arise from
the mutual rapport between tourism industry and cultural heritage. It can be
concluded that it is not the connection between the tourism sector and cultural
heritage as such that gave rise to numerous studies presenting concerns about the
sustainability of this relationship. In fact, the first papers published in the field of
cultural tourism were rather optimistic and highlighted a promising marketing and
economic potential of the mutual rapport for the both sectors. However, there are
several reasons which led to a current dilemma between the sustainable tourism vs
heritage sustainability:

eExtensive grow of the cultural tourism industry in the last decades which is mainly
due to the increased accessibility of travels for a wide range of people. As a
result, many heritage sites have been exposed to mass tourism what brought
new problems and issues related to the heritage protection and its
sustainability.

oA misperception of the value of cultural heritage within tourism industry, in
particular, contrasting perceptions of cultural assets’ value by tourists vs. local
stakeholders (McKercher, Ho and du Cros, 2004). While tourists tend to
prioritize the extrinsic appeal of cultural heritage as a product to be consumed
(economic value), local stakeholders perceive cultural assets’ value rather as
an embodied heritage of their past (cultural, symbolic and social value).

ePhenomenon of 'Hit-and-Run’ tourism (Ruoss and Alfaré, eds., 2013) — tourists
visiting the site for few hours to continue their travel to other destinations with
more attractive accommodation and recreational facilities, resulting in
increased waste generation, water consumption and traffic, while the income
for the place is almost absent.
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eUnjust and unequal distribution of economic gains from the heritage tourism
allowing substantial benefits for big global players to the detriment of local
stakeholders and local economy.

It should be noted that the tourism industry is conscious of the need to maintain
the social, cultural, environmental, and economic attributes that are basic to its
positive development (Edgell, 2015, p. 25). It is believed that if the tourism sector is
well managed it can foster inclusive economic growth, social inclusiveness and the
protection of cultural and natural assets (UNWTO, 2016a).

Theoretical approaches towards sustainable heritage tourism are grouped around
management models improving the efficiency and minimising adverse effects of
tourism, and around new governance models and policies allowing for a higher
involvement of different stakeholders. Three main theoretical approaches within
sustainable management of heritage tourism were identified:

«Carrying capacity consideration (Ashworth, 1994, 1995) — the maximum use of
any place without causing negative effects on its resources, and the
subsequent loss of visitor satisfaction;

» Market Appeal/Robusticity Matrix (McKercher and duCros, 2002) — an assessment
tool of the tourism potential of cultural destinations based on the
attractiveness of the site for tourism, and the robusticity determining its
capacity to cope with increasing tourism;

= No-growth strategies (Bramwell and Lane, 2005) — the reconciliation of the
tension between the interests of stakeholders from the tourism industry and
culture resulting into situations in which tourism might not be considered as an
appropriate use of resources compared with other development options or to
no development at all.

However, in order to understand principles and tools for achieving a harmonic
coexistence between the cultural heritage and cultural tourism in a long-run, and in
accordance with an overall development framework, the field of heritage tourism has
to be further investigated and more empirical studies have to be conducted.
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Application of Experience Gastronomy in Selected Hotels in
Bratislava'
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Abstract

Hotel market in Bratislava is very competitive, more than 85 hotels operate here.
During last years some hotels were re-branded due to several reasons, including the
financial. Hotel restaurants we consider as a strong tool for the reinforcement of their
competitiveness. The aim of the article is to point up the ways of application
of experience gastronomy in hotel restaurants in Bratislava city with the aim to
motivate and inspire professionals to make their services more attractive for their
guests. The article is the result of our research provided in 2015-2017. We have used
several research methods including literary research, observation, comparison,
analysis, synthesis and statistic methods. We have compared also branded hotels
versus independent hotels and we have found, that some of both of them provide
an excellent service and are listed among top restaurants in Slovakia.

Key words

Experience gastronomy, competitiveness, restaurant, business
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Introduction

Gastronomy is not only a service to satisfy basic needs of tourists, it is the
important part of tourism product, it is the art and it may be a source of very attractive
memories of guests and it may play an important role in selection process of choosing
a destination. National gastronomy is a part of intangible culture heritage, in many
cases — some foods, traditions, processes of preparing the meals are also protected
and registered by UNESCO. It may support ,genius loci" of the hosting destination.
Experience gastronomy is providing guest with memorable experience and often is a
motivation factor for visiting the restaurant, and sometimes it is primary factor for
visiting the country. It has established the separate form of tourism — food tourism.
The aim of the article is to point up to the best practises of experience gastronomy at
selected hotel restaurants in Bratislava. We have chosen 39 luxury 4* and 5* hotels,
that represent nearly 100 % of all hotels in Bratislava in this segment of hotel market.
Hotels seek ways to improve their performance by innovations in product, processes,
management and marketing. In this article we have put the attention to the product,
and comparing of branded versus independent hotels.
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1 Theoretical approaches

Main driving forces in global economy are considered IT technologies, mobility of
people and tourism, in frame of which hotel business as providers of accommodation
services play significant role (KOTLER, P. 2005). Hotels are accommodation facilities
for temporary accommodation of guests, which have more than 10 rooms. Product of
hotels was defined by several authors (NOVACKA, L. 2014, GUCIK, M. 2007,
HOLLENSEN, S. 2011, HORNER, S. — SWARBROOKE, J. 2003). We may agree with
them, that this product consists of accommodation, hospitality and complementary
services, has intangible features, such as experience of the guest and is impossible to
store it, so it is very important to sell as many rooms as possible through several
distribution channels with strong marketing effort based on excellent product for an
appropriate price.
It is not possible to try the product of hotel in advance and purchase of this product
always represents a certain risk for the customer. From this reason it is very important
for the hotel to gain the customers confidence. This confidence is empowered by good
reputation of the hotel with top quality services at favourable prices. In past
information about hotel was widened mostly by verbal communication, in recent time
internet social networks as for example Twitter and Facebook allow sharing
information much faster to significantly more people. This means high potential risk
according the fact, that unsatisfied customers share their negative experience much
more often than the satisfied one. There are some specialized internet portals where
people share their experience in hotels and they also may make a reservation of the
hotel room such as Booking.com, Trip Advisor, Expedia, etc.

Hotels offer not only services for visitors, but also for local residents, they contribute

conditions for sustainable development with multiplicative effects on national economy

rebound mostly in revenues of business in tourism and supply sector, in income from
contributions and taxes to state budget, in employment rate increase, particularly of
young and less qualified people.

Economic sphere has significantly changed thank to technology and globalization.

Consumers are more educated and have better tool, e. g. internet, that allow them

better choice when buying. (KOTLER, Peter, 2005) These trends appear also in hotel

business, where permanent innovations are necessary. (OrieSka, Jan, Smutna, Eva.

2013, p. 4)

Latest trends in hotel and hospitality industry were defined by authors - Bac
(2017), Gagic¢ (2017). Krzelj-Colovic (2017), Enz (2016) Rauch (2016), Chipkin (2015)
and Jacobs (2015). Chipkin defined these 5 trends for hotels:

1. The sharing economy strengthens - sharing accommodation entrepreneurs
present a real threat to traditional hotels. Airbnb won't be as transformative for
hotels as Uber has been for the taxi industry, but it may be the next big distribution
channel, supplanting OTAs.

2. Legacy hotel brands need to re-create themselves - millennials are driven
less by brand loyalty and more by the search for novelty.

4. Disruption has come to food and beverage —At the session called “Outside of
the Box: F&B trends in Lifestyle Hotels,” panelists came up with old rules vs. new
rules. We have picked up the most interesting ones: consumers can better network
and enjoy creative coctails and craft beers, meals are more about snacking, grazing
and sampling, social dining that caters to specific diets.
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5. Disruption will come to meetings — the processes will be more efficient, by
using crowdfunding and crowdsourcing

6. The good and the bad for travel agents - Yesawich said the “sense of
wanderlust among millennials is exponentially greater than the other three
generations.” Moreover, the two groups that have seen the biggest increase in the
use of agents have been the affluent and Millennials—two groups that “perceive
a value in paying for their time.”

We agree with Susan Jacobs (2015), that companies need to define their
strategies based on Millennials’ personality traits and habits—they travel a lot; they are
early adopters of technology; like personalized interactions and are spontaneous.
Hotels will want to please them with easy check-in and gourmet dining experiences at
reasonable prices. In return, satisfied millennials will actively promote their businesses
on social media channels. In our paper we have put our interest specially to the
product of luxury hotel restaurants in Bratislava city.

2 The aim, material and research methods

The aim of the article is to point up to best practices of experience gastronomy in
luxury hotel restaurant business in Bratislava. Bratislava is the capital city of Slovakia
and is known as the famous tourist and business travel destination with several global
luxury brand hotels established here.

The results were defined through primary and secondary research. We have used
several research methods including literary research, observation, comparison,
analysis, synthesis and statistic methods. We have completed firstly literary research of
the latest articles of authors in Slovakia and in other countries to gain the complete
point of view on the selected theme. We have analyzed 39 top luxury hotels in
Bratislava as we consider them being leaders in technology and product innovations.

We have compared branded and independent hotels. Our research question is,
whether results and conclusions will show that innovations and new trends in hotel
restaurant business positively come from branded hotels. Our observations have
shown, that there are some very strong independent hotels that provide excellent
service and are known and positively rated by tourists. The next question is, whether
strong competition in saturated market positively influences the quality and
performance of hotels in Bratislava.

3 Results and discussion

The aim of the research was to find the best practices of experience gastronomy
in hotel restaurants in Bratislava. We have chosen Bratislava city as the most
important destination in Slovakia due to its share on total amount of luxury
internationaly branded hotels and on total revenues for accommodation, We have
chosen luxury 4* and 5* hotels as we have found from previous research, that in this
segment there is the largest concentration of international branded hotels in Slovakia.

In our research we have collected data of 39 luxury 4* and 5* hotels in Bratislava
city. Data contain informations about names of hotels, capacity, their integration to
hotel brands and chains, legal type of the owner’s company, business results from
previous 4 years, selected information about food and beverages offer, the type of
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hotel cuisine, social network involvement, and corporate social responsibility. In this
article we are concentrated to our finding of best practices in luxury hotel restaurants.

Our research question was, whether results and conclusions will show that
innovations and new trends in hotel restaurant business positively come from branded
hotels. Our observations have shown, that there are some very strong independent
hotels that provide excellent service and are known and positively rated by tourists
and also by professional reviewers. (Table 1) The next question was, whether strong
competition in saturated market positively influences the quality and performance of
hotels in Bratislava.

In table 1 we can see the structure of our research group, which includes nearly
100% of all hotels in Bratislava in this segment. Table shows the gastronomy offer of
luxury hotel restaurants in Bratislava. We have divided items of the offered services
and products of our hotels into several groups, so we can compare hotels by their
offers and by their rating and by their integration in the brands.

Tab.1 The experience gastronomy offer of luxury hotel restaurants in Bratislava
5* Hotels of 4* Hotels of | 4* hotels of

Structure of international international | domestic

hotels by rating | 5* Hotels - | brand 4* Hotels - | brand brand Independent

and integration | total chains total chains chains hotels 4*

Structure of 4*

and 5* hotels in

Bratislava by

rating and

integration 4 4 35 15 2 18

Belonging to top

restaurants in

Slovakia 3 3 5 0 0 5

Slovak

gastronomic

experience 1 1 2 2 1 0

Gastronomic

experience

events 4 4 6 3 0 3

International and

Slovak cuisine 2 2 15 6 0 9

Austro-

Hungarian

cuisine 1 1 3 1 1 3

International 0 0 10 3 0 7

Wine cellar,

sommelier 2 2 1 0 1 0

Wine list,

Slovak wines 2 2 18 4 2 6

Own beer 1 1 1 0 0 1

Source: Own processing 2015-2017 on the base of Booking.com and web pages of the hotels
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From the table we can see, that 75 % of 5* luxury hotel restaurants in Bratislava
belong to the top restaurants in Slovakia, which lead to memorable gastronomic
experience of their guests. They organize gastronomic experience events on regular
basis. They offer international and Slovak cuisine, sometimes also Austro-Hungarian
gastronomy, which points up to historical backround of Bratislava. Two of them
employ own sommeliers and have own wine cellars. the rest have wine lists with
Slovak wines of famous local producers. One of these hotels make own beer, which is
very popular among guests.

In the segment of 4* hotels, here we can see, that independent hotels perform
better, as 5 of them have their restaurants among the best in Slovakia. They mostly
offer international and Slovak meals, in case of top restaurants, their guests may tast
original meals of famous chefs. The best of them offer gastronomic experience events,
such as barbecue parties, Sunday brunches, wine-tasting, seasonal and feast meals,
etc. Some of them participate at gastronomy events in Bratislava, that are organized
by Bratislava Tourist Board.

Some of the best luxury hotel restaurants in Bratislava also declare use of local
products, their responsibility to the environment and to society.

Conclusion

Our aim was to find out, whether results and conclusions will show that
innovations and new trends in hotel restaurant business positively come from branded
hotels. Our observations have shown, that it is true, but there are some very strong
independent hotels, .that are able to compete with them. The next question was,
whether strong competition in saturated market positively influences the quality and
performance of hotels in Bratislava. We confirm, that this is also true, it was visible
from our results of research, where it was clear, that most of luxury hotels in
Bratislava city were better rated in 2017 than in previous year by their guests. This
was result of very strong effort of all staff, managers and owners involved.
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