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Case study: Ciloveé skupiny JM

Marketingova strategie Jizni Moravy




Proces segmentace trhu

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

* Analyza poptavky (sekundarni a
primarni data)

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

« Syntéza — profil navstévnika — persony

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

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

 Ekonometrické modelovani
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Kritéria segmentace

“lgeograficka

“ldemograficka

“JucCel cesty

Isocialné-ekonomicka

_Ilchovani se segmentu
“Ipsychograficka

“Ilsegmentace ve vztahu k vyrobkum
_1zivotniho stylu

“ldistribucCni cesty
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Vychodiska

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

Marketignova strategie Jizni Moravy)
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Brand Strategy Booster (BSB)

EXTROVERZE
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PATRIT NEKAM
(REGULAR GUY)
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KONTROLOU
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Czechlourism

INTROVERZE

POMAHAT OSTATNIM
(CAREGIVER)

CzechTourism

Segmentace Evropanu dle pozadavku na cestovani

ZNICIT, CO NEFUNGUJE
REBEL

IS A& PARMENI
(15 %)

REKREANTI
(31 %)
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Sinus-Meta-Milieus®

SINuUs:
The positioning model

Two dimensions of social diversity

Upper class/

upper middle ]
class

Average
middle class 2

"passive” dimension

|

social situation
income, education, profession

(0
middle
lower

"active" dimension

basic orientation 1

everyday awareness, lifestyle, life goals

Social B c

situation
Re-orientation
muiti-optionality, exploration,
living in poradaxes

Traditional values Meodernization
Basic acquittal, orderiiness

orientation

individuolzation, self-realization, pleasure

6 Definujte zapati - nazev prezentace / pracovisté

Die Sinus-Milieus® in Deutschland 2015

Liberal-intellektuelles
g Milieu
Konservativ- 79%
etabliertes o
Milieu
10%

Milieu der
Perfarmer

Sozialokologisches
Milieu
7% A dapﬂv—
pragmatisches
Milieu

Biirgerliche Mitte L

Traditionelles Milieu 13%

1% Hedonistisches

Milieu

15%
Prekares Milieu

9%

Soziale

Lage L
Beschleunigung,

Pragmatismus
"Nrereh g
orientierung

Tradition

Zukunftsmilieus

Expeditives
Milieu
8%

o

© SINUS 2015

Neuorientierung
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Sinus-Meta-Milieus®

Established markets

comparable

Definujte zapati - nazev prezentace / pracovisté

Emerging markets




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

and role pattems social prestige, ethics of responsibility

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

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

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

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

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

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

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

Sensation-
Oriented

Fun & Money




Ukazka cilovani — Jizni Morava

CR a SK

Miadi (Cool segment)

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

1S kym: skupiny pratel, partnefi

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

"|Oblasti: Brno, festivaly, ...

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




Ukazka cilovani — Jizni Morava

CR a SK

Pozitkari — hlavni cilova skupina komunikace

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

1 Vék: 35-70 let

1 S kym: pary nebo skupiny pratel bez déti

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

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

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

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

—
—

Mainstream)
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Ukazka cilovani — Jizni Morava

CRa SK
Rodiny s détmi

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

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

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

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

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




Ukazka cilovani — Jizni Morava
CR a SK

Poutnici — dopliikova cilova skupina

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

[l Zajmy a chovani: Vénuji se vlastnimu sebevzdélavani.

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

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

’

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

E

Il I
ON

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




Ukazka cilovani — Jizni Morava -' '

CR a SK ;
‘?_E '“}%és LGN
Konferenc¢ni navstévnici/firemni akce : el E‘I"ICIF'IQ
) . I !i C‘rﬂS
"I Motivace: prace

1 Vék: -

1S kym: kolegové, pracovni partnefi, zaméstnanci, klienti

| Zajmy a chovani. Odborny program, obchodni zajmy. Segment zahrnujici poptavku po firemnich akcich, at uz jde o
firemni teambuilding €i rdzna Skoleni, seminare a konference.

"I Oblasti: Brno, Palava a LVA, Znojemsko, Slovacko

1 Hodnotova orientace: VVnimavy; liberalni a pluralitni; hledani sebeaktualizace a osobniho rozvoje; post-materialni cile;
kulturni a intelektualni zajmy; dlraz autenticitu; rovnovaha mezi pracovnim a soukromym zZivotem (Sinus-Meta-Milieus®
Target Groups: Intelectuals)

"1 Sebeurceni; flexibilni a spoleCensky mobilni; hledaji intenzivni zZivot, coZ znamena mit uspéch a zabavu; tvrdé pracuiji,
dobra kvalifikace, pfipravenost vykonavat vysoké vykony, fascinace multimédii (Sinus-Meta-Milieus® Target Groups:

—
—

Perfomers)
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Ukazka cilovani — Jizni Morava

Brno, vinarské
oblasti, Moravsky
kras

Brno, vinarské oblasti

Brno, vinarské oblasti

Brno, vinarské oblasti

Brno, vinarskeé

Zahranicni trhy Pozitkafi, spise Mésta, kultura, vyletni cile,
w starSi segment vino a gastronomie,
MICE cykloturistika, MICE
“ Rodiny s détmi Mésta, vyletni cile,
cykloturistika
Rakousko Pozitkari, spisSe Mésta, kultura, vyletni cile,
starSi segment gastronomie, cykloturistika
Poutnici §
Velka Britanie Pozitkafi, 35+ a Mésta, kultura, cyklo a pési
- 2 turistika, vino, folklor
Z
% Mésta, kultura, folklor, vino
|_

Jizni Korea Mladi, Poutnici,
35+
Poutnici, 35+ Mésta, kultura, folklor, vino

Poutnici, 35+ Mésta, kultura, folklor, vino

oblasti, Moravsky
kras

Brno, vinarské
oblasti, Moravsky
kras

Brno, vinarské
oblasti,
Moravsky kras




Ukazka cilovani — Jizni Morava

Bonita trhi
%)
Ceska republika (68,5 %) Némecko (7,5 %) Cina (1,6 %)
Slovensko (5 %) Rakousko (2,3 %) Jizni Korea (1,6 %)
Polsko (5,5 %) Rusko (2,2 %)
VB (2,5 %) USA (1,6 %)

—
_
e
—

rmi

O
o=
= -




Ukazka cilovani — Jizni Morava

Cilové trhy

CR + SK
Mladi (18 — 34 let)

oZitkafi (35+ let

odiny s détmi (30 — 49 let)

outnici/Prazdné hnizdo (40 +

let)
MICE

Blizké trhy

Némecko
- pozitkafi, organizovany

navstévnik (spiSe starSi segment),

MICE
Polsko
- rodiny s détmi

Rakousko
- pozitkafi, poutnici (spiSe starsi
segment)
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Marketingové komunikace v Uuzké spolupraci s CzT
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Matice - Propojeni nabidky a poptavky

Ukazka cilovani — Jizni Morava

I EEEEERE
PL AT VB CN
Cool Pozitkafi Family Poutnici Business
Relax . . . . .
Family . .
Active . . . . .
Kultura a tradice . . . . . . .
Brno o . o o o o . . . o
VI’nO 2 ° ° ° ° °
gastronomie
TOP vyletni cile . . . . .
MICE . . .
Speciality Specifické cilové skupiny

ELCUN




EuroVelo strategie JM

Marketingova strategie EuroVelo tras na uzemi Jihomoravského kraje
Tri stezky, tri cesty



@ Trekking Bike

@ Fitness Bike
@ Cylkokrosigravel bike

@ City Bike

@ singlespeed/Fixie

—
—
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Cilové skupiny

Dalkovy
cykloturista

15 %

-

20 Definujte zapati - nazev prezentace / pracovisté

Rekreaéni
cykloturista

35 %

Rekreant

50 %
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Dalkovy cykloturista

Pestrost

nabidky,

poklidné
tempo

Zajem o
informa
ce

MenSi
podniky s
osobitou

atmosférou

Vrely
vztah k
prirodé a
kKulturnim
hodnotam

VySSi
vzdélani,
vySSi
prijmy

Jizda na kole
je pro ngj
Zivotni styl

Jezdi ve
skupine
pratel Ci s
partnerem

Dobrodruh

Poutnik
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Rekreacni cykloturista

Hlavni
turistické
magnety
destinace

Pestrost
vyziti

Zajisténi
hladké
mobility v
destinaci

Kvalitni
turisticka
infrastruktura

Vylety z
mista
ubytovani

2.Ci 3.
dovolena
V roce

Rekreant

Pozitkar

Rodiny s détmi
Skupiny pratel
Mladé pary
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Rekreant

Klid a
pohoda,
touha si

Cestuje odpodinout

individualné

Fyzicky
meéené
narocna

Zajem o
informa
ce

Zdravy zivotni
styl

Kvalitni
gastronomie
a dalsSi
sluzby

Jezdi ve
skupiné
pratel Ci s
partnerem

VySsSi
vzdélani,
vySSi
prijmy
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Rozdéleni cilovych trhi

ST cokem | Doméci | zaheanieni

Dalkovy cykloturista/Tours 15 % 10 % 20 %
Rekreacni cykloturista/Trips 35 % 40 % 30 %
Rekreant/Short trips 50 % 50 % 50 %
Geograficky pivod 100 % 80 % 20 %

Zahrani¢ni trhy: Némecko, Rakousko, Slovensko

28 Institute of Tourism INCERU — Martin Sauer, sauer@econ.muni.cz, mob. +420 777 135 536
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