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Positioning destinace

Image destinace
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v §TYRSKO

Kulinarium

Dovolena ve znameni kulinarskych
pozitkl _po Styrsku®. S laskou a umem
pripravované, s milym Gsmévem
podévanél

# Kliknéte zde

L Save to Mendeley

PLANOVANI POBYTU TYP DOVOLENE NABIDKY UBYTOVANI SLUZBY

Kulinarske vylety do
labuznického raje

Viletni cile ve Styrsku s kulindfskou
tématikou pro Vas.

w Kliknéte zde

I 1 -
Kulinarskeé oblasti
Styrsko je jiz dlouho zname po pojmem
JTakouské lahudkarstvi*. V této
souvislosti je treba Tici, Ze co tak

fantasticky chutnd, je i fantasticky
zdravé!

# Kliknéte zde

Recepty

Tajemstvi styrskych pokrmi odhalenc!
Zde najdete nékolik tradicnich receptu:
od dyfiové polévky aZz po jablkowvy
zavin.

w Kliknéte zde
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Brand positioning

Emotional
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Markenarchitektur / -differenzierung

Volkswagen AG
i i h 4
Seat QD Audi @ Volkswagen
SEAT Audi _
Auto Emocion Vorsprung durch Aus Liebe zum Skoda —
Technik Automobil Simply Clever

g | Lamborghini

The ultimate
Sports Car

= ] =
Mo T

22~ Bentley
BENTLEY

The Sporting Grand
Tourer
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Umist'ovani destinace na trhu

"1Cilem umistovani produktu je obsazeni specifickeho mista v mysli

a vnimani navstévniku destinace

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

konkurencnim produktum.
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Umist'ovani destinace na trhu

"1Cilem umistovani produktu je obsazeni specifickeho mista v mysli

a vnimani navstévniku destinace

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

konkurencnim produktum.
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4 pristupy k umist'ovani:

JUmistovani vzhledem k cilovemu trhu (seniori, rodiny s
detmi.....)

IUmistovani vzhledem k cene a kvalite

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

“Umistovani vzhledem ke konkurenci
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ProcC se zabyvat umistovanim destinace?

Tradi¢ni Moderni
marketing marketing
= afektivni (citové)
Pfedstava Predstava faktory, emoce
= zdzitek, prani, sny
Vnimani

Jadro
produktu

= kognitivni faktory,
= vnimani vnéjsi kvality
sluZeb a prostredi

Vnimani

= zakladni sluzby
Jadro = turistické atraktivity
produktu

‘ILidské vnimani selektuje informace —
nutnost jasnych, strucnych, presnych
a jednoduchych sdéleni

"1Rostouci konkurence mezi
destinacemi — nutnost hledat
odchylky a unikaty

[1Velky objem prostfedkl na reklamu —
nevhodna forma reklamy muze

zpusobit, Ze si neziska pozornost

potencialniho navstévnika.
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Image destinace

"1Jde Casto o stereotypni, selektivni predstavu mista, charakterizovanou
ocekavanim neceho noveho a dosud nepoznaného

‘llmage destinace uzce souvisi s umistovanim, segmentaci a
brandingem

“lImage destinace je ovlivnéno radou faktoru: hodnotovym pozadim

jedince, zkusenosti, prostredim, informacemi ...
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Determinanty image

ROznorodé

infarmadni zdroje

tm naZstvi) .
Kognitivni

vzdelani

Socio-psychologicke

hodnoceni
Ty p informacnich
zeraji
Celkovaimage
.-'.l'.él"\-:
/.’ Afeltivni hodnoceni /

m otivace k
cestovani
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Proces budovani znacky

Figure 2.1 The branding process

Consumer perception
research and
in-depth tour
operator interviews

Stakeholder
perception
consultation

Competitor analysis

Destination audit q Segme_ntatlon q SWOT analysis
analysis

Stakeholder consultation to close gap between consumer and stakeholder perceptions

Incorporate brand Brand development

in marketing — (using brand pyramid/wheel

communications — see below)
i Refine brand
Monitor brand . .
(including any new consumer research and
performance

stakeholder consultation on an ongoing basis)
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Proces budovani znacky

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

"1Brand je vytvaren s ohledem na cilové trhy (znalost asociaci a
vhimani destinace)

1ZnacCka destinace zastreSuje marketingove aktivity destinace
(propojuje a vytvari hodnotové vychodisko)

"IDo procesu tvorby musi byt zapojeni mistni akteri

1Samotna znacka je zalozena atributech definovanych napf. Brand
Pyramid Ci Brand Wheel

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

Klidny

Nedotcena
divocina

QOur destination

Country 2

Country 1

Méstsky

. Odvazny, divoky

Country 3
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Branding

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

Behaviour Imagery

Design
style

Marketing
campaigns

Source: Yellow Railroad
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Branding

Figure 1.5 The DNA of a place

a»
+

* Topography/
scenery

* Public realm
* Public art

e History

* Architecture

Produce

‘Own’ products

People

Culture
Attitude
Accent
Reputation

Famous/
infamous
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Co neni zhackou

"ILogo
1Slogan

_IGraficky design destinace

... dilCi prvky brandingu, podstatne jsou hodnoty a postoje, které za
znackou stoji a jak jsou konzistentni s marketingovymi aktivitami

destinace.
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Figure 2.8 Brand wheel

- o Rational
_—""  Factsand symbols
What the product S Describe the
does for me - e product
Proposition
Essence
|II \
| | :' | \ |
lll I\ / | Il
Brand personality
How the brand T How the
makes me look brand makes
— Values — me feel
Emotional




The brand wheel in practice - Scotland

Figure 2.9 Visit Scotland brand wheel®

———

Facts and symbols

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

e

- —

What the product

Landscape,

Rational

Describe the
product

Cultured

Unpretentious

Individual

Confident Professional Independent

Brand personality

Different

How the brand

makes me look
Innovation, integrity, pride, proficiency

Values

Ina

Safe

does for me Space
Proposition vibrant cities,
Adventure Scotland culture and history,
Relaxes A powerfully enriching personal experience outdoor activities,
Stimulates ‘Live it’ world-class
golf, festivals/
Challenges e Hogmanay,
) ) wildlife, fine
Diversity Essence food and drink, |
[ Romance |/ * Enduring city and rural |
/ , i * Dramatic H'II breaks, B&B - |
| Authentic ||I | « Human | | 5 star luxury ||
| | | | I |
| Discerni | Friendly Real f |
\ ng The natural wonder | Welcome |
of Northern Europe . f
Special |
Proud

Enrichad

Rejuvenated

Inspired

we

How the
brand makes
me feel

Emotional

—
—_—
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THE BRITAIN BRAND

thephyrand
wheel

Guide/castle or Pubs
stately home Street

Painter/ markets

Highlands
Genuine B&B's
Gardener/
gardens Football
Generous matches
Ranger/

Snowdonia Fétes &
festivals

Town Crier/ Vitality

market town Red buses

& telephone
Accessible boxes

. Diversi
Driver/ heritage Sense of ©
black cab community Castles

> A & gardens
ﬁfg ;;c}:; Fish & chips -
Students/ regional food
Oxford & drink
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Petistupnova pyramida znacky

Racionalni
vlastnosti

Jadro znacky

"Jaka je podstata a
genuis loci destinace?"

Souhrn nejsilnéjsich

Pozice na konkurenénich vyhod
trhu destinace:
"Co Cini destinaci
jedine¢nou?"
Charakter Struény souhrn hlavnich
5 charakterovych znakt destinace: Prazkum
znacky "Jak by méla destinaci popsat jeji navstévnosti
nejdulezitéjsi cilova skupina?" N
N\
Pocitové s e . .. . ) Analyza
pfinosy Navstevrllkovy pomty,zvnvavs:tgvy,dfstmace. konkurenceschopnosti
Jak se zde navstévnici citi? <+
/ <
¥ AN
Jaky je hlavni klad destinace: SWOT Analyza

"Co by chtél navstévnik vidét a délat"?

A\
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Pyramida znacky - Namibie




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

POVINNE MINIMUM

Je to uréené primarné Vypravi to autenticky Vybizi to

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

DOPORUCENE MINIMUM

Je to podano jednoduse, Mam chut

s vtipem a nadhledem? se sem vratit?
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BRAND ARCHITECTURE: BRITAIN (BTA, 1997)

Area Positioning | Rational Benefit Emotional benefits Personality
Britain Traditional Heritage, landscape, arts and | | feel stimulated by the enriching, Great/solid yet
heritage culture, people often paradoxical experience of accessible. Cold in
and the Britain. At ease among the open appearance yet
uncon- friendly culture friendly. Traditional yet
ventional innovative
London Pageantry Diverse culture, arts, glamour | | feel liberated by the vibrancy of Open-minded. Casual,
and pop pageantry, nightlife, music, London. Stimulated by the wealth of | Unorthodox. Vibrant.
cosmopolitan, fashion heritage and culture Creative
Scotland | Fire and Rugged, unspoilt, wilderness, | | feel in awe of the elements in Independent. Warm.
Stone dramatic scenery, romantic Scotland. Embraced and Mysterious. Rugged.
history, heritage/folklore, rejuvenated by the warmth of the Feisty
warm & feisty people people
Wales Nature and | Natural, dramatic beauty, | feel inspired by the lyrical beauty of | Honest. Welcoming.
legend poetry and song, legend and Wales. Uplifted by the spirituality of | Romantic. Down to
mystery the environment Earth. Passion
England Lush, green | Afternoon teas, quaint pubs, | feel fulfilled by experiencing the Conservative.
discovery cathedrals, rivers, canals, quaint culture. Relaxed by the Pleasant. Refined.

lakes

harmonious countryside. Soothed by
the outdoors

Hearty. Humorous.
Approachable




FLAGS

SOUTH AFRICA .

* CANADA
Rees Laplaiing

Argentina

SUNS

e

3%
Paldives

tist Sy aicde of We

Rulaarin



Q

QW1 bahamai

L
Q.
-

7

Fructvalio

?‘R[]Bd
&3
oA

Ecuador B3,

m,

BERMUDA

o g&fﬂ' 77
o W TPt T

pr . |

ELEMENTS

X,

PORTUGAL

/FE}Z?

! Afalland.

In:lr%d

o

\

L ouBAl

martinique

_—
!:-.ﬂ: ‘\

. UNJQUELY
Smgapare

México

Vive hay, vive le tuya.

/L4,

Tha Channele 3R

—
p—

i
(QEP I e
O =

—



Priklady znacek a hesel ruznych destinaci

Ceska republika Land of stories CzechRepublic

Kanada Keep exploring Eﬁﬂﬁgﬁg

Malaysia, Truly

Malajsie )
Asia

Svycarsko Get natural

Madarsko Hello Hungary #WGARY
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MUN I

Jméno Prijmeni
funkce

T +420 549 495 840
N +420 XXX XXX XXX
PRIJMENIGRECT .MUNI.CZ

MASARYKOWA UNIVERZITA
REKTORAT, TISKOVY O0DBOR
ZEROTINOVO NAM. 9

601 77 BRNO

WWW.MUNI.CZ
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0 Komunikaéni strategie
' ' - . W , ) » i W
Logo: evoluéni vyvoj moderni znacky
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PREVAILING DESTINATION IMAGE THEMES

Warm welcome — smiling, positive body
poses

Diversity — beach +, different segments
Amazing Thailand, Incredible India

Incredhible ndia

: f I I Fa s & s l “.‘ L.
/L ERF B

¥ e, - 4 _‘!_"'* - of !ﬁr
Wk ;' / o A -




PREVAILING DESTINATION IMAGE THEMES

Unspoilt— pristine natural and/or socio-
cultural aspects eg

newzealand.com@



PREVAILING DESTINATION IMAGE THEMES

ESCAPE, SIMPLICITY

— often combined eqg Ireland — “live a
different life”:

or focused on self-pampering —
“happiness” eqg Dubai



PREVAILING DESTINATION IMAGE THEMES

Old & New, Traditional & Modern — variety
Culture — Malaysia: Truly Asia




Architektura znacek

vy

Nejnizsi Stupen separace Nejvyssi

P [
< »

Unilever
Samsung Volkswagen
Nestlé — KitKat K
norr
Elektrotechnika Passat
Polo by Ralph Lauren Hellmanns
Tézkeé strojirenstvi Golf .
Sony PlayStation Magnum
Chemicky primysl Beetle
Dove
Jizni Morava Jizni Cechy
Praha Moravsky kras Sumava Severni Cechy
Kultura a historie Palava Lipno Jizerské hory
MICE LVA Tteborisko Krkonoge




4. INNOVATIONSFELDER

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

SYMBOL-VISUALISIERUNG ZUR UMSETZUNG

KUNDEN / MARKTE / VERTRIEB

3. : i

o
i

DESTINATIONS-MARKE .

PRODUKT-MARKE | PRODUKT-MARKE I DESTINATIONS-MARKE |

S

PRODUKT-MARKE | DESTINATIONS-MARKE

LEUCHTTURM-
PRODUKTE

REGIONS-NAME REGIONS-NAME REGIONS-NAME

REGIONS-NAME REGIONS-NAME REGIONS-NAME

1
=
4=
D¥
=2
o
Lo
Qx
=g
w
-

INTEGRATION WENN
UBERGEORDNETE
DESTINATIONS-MARKEN



4. INNOVATIONSFELDER

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

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

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

» In der regionalen, oberasterreich-bezogenen Kommunikation wird der ,endorsed" AuBenauftritt
zusatzlich liber die Regions-Namen (chne (inter-)nationalen Bekanntheitsgrad) abgewickelt.

1
EEeclin i
o I o w3gn % 1
) , g |2 _
Produkt-Marke Produkt-Marke Produkt-Marke o 'g o |l L gi
(Inter-) sSE|ics!
- = My e
national n 7 P g ,E -a i ;52 g i
Destinations-Marke Destinations-Marke gl Destinations-Marke gl b= EE =|E :
> 1
wa i
c [
v c
: . _ N E 2
Regions-Name Regions-Name Regions-Name TZ o
Regional 2o &
] ]
Regions-Name Regions-Name Regions-Name “ qu;" _.E
4 e




2017

Tourismusgemeinden und -verbande

[ Amtal

- Attersee - Salzkammergut
Miihlvisrtler Alm | Bohmeruaid

I:I Fenenregion Traunsee

|:| Inneres Salzkammergut

|| MondSeeLand, Mondsee-Insee
| Mahlviertier Alm

|| Muhlviertler Kemiland

|| Nationalpark Region Ennstal
|| Nationalpark Region Steyrtal

Bohmerwald fé
2

TraumArena Muahlviertler Kernland

S'Innviertel

Seelentium - Wohllihlregion i

Otreres Inavierie] < A
‘,ﬁ ; A8
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EI | ol | [ e
Mationalpark .
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|:| TraumArensa
% L | vitalwett

- eingemeaindige TV's

' )

St. Georgen LA

MondSssland, Mondsee-Irrsae

|:| Keine Tourismusgemeinden
Atterses - Salzkammergut Mationalpark

Fl
Mf ; Region Ennstal Abtei .F‘J —~
Inneres Salzkammergut \ Pyhrn-Priel s _‘J 1=
. / Cberes Kramelal 2 : mumllr:ﬂ-:.-:-:--m:

- 0 & 10 20 30 4] A
— T— 1 Kilometer

Datenguslls: Tounsmusgemesindsn und -verbande
Kartographie: Albert JAKCE; Abtedung Wirtschatt, 01.01 2007
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GESUNDES
BAYERN

.. natiiriich gut beraten!

Moravské KLOSTERS

vinarske stezky




