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Our paper describes a research project focused on motivations to travel by potential and existing
foreign visitors that was conducted in order to envisage the creation of a positive image and select the
appropriate distribution and marketing promotional mix for the various segments of the Czech tourism
market. The paper builds on research that has been already completed and yielded interestig results and
further extends the researched themes and selected segments. The paper reports our current findings in
the field of motivation of potential visitors in the Czech Republic. We show that segmentation of motives
for travelling can be further used in academic research and in the activities of national tourism
organizations. Moreover, it is applicable in decision-making process that involves the mix and the offer
of tourism destination products.
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Problem statement. Tourism has become an important part of the economies of
developed countries [2; 6]. It generates added value, creates jobs and positively affects the
export of services within the balance of payments. In recent years tourism has, despite the
current volatility of the global economy kept steadily growing momentum [10]. Overall
expansion of the tourism sector is accompanied by increasing its diversification as well as
increasing role of new destinations in international tourism. Deeper competition in the global
market reinforces the importance of marketing management of countries and tourism
destinations. Marketing activities are realized by companies, national tourist headquarters, and
regional representations and by other actors. Due to the long-term sustainability and higher
benefits common promotional activities are supplemented by processes of positioning or
rebranding. Modern destinations are trying to occupy the special place in the minds and
perceptions of potential visitors.

Quite often, in order to create a positive image and select the appropriate distribution and
promotional mix for the various segments of the tourism market there should be conducted a
comprehensive research of motivations to travel by potential and existing foreign visitors. This
has became the major goal of the research project described in this paper. The first major
research of motivations to travel to the Czech Republic was implemented in 2003 by the
CzechTourism agency in collaboration with a research firm General Marketing. The research
was associated with the perception of the Czech Republic as a tourist destination. Further
research on this issue took place more or less sporadically until 2010, when CzechTourism
intensified research activities through various research agencies. The same can be stated about
the field of academic research. In subsequent years, researches aimed at analysing the
perception of the country abroad, but due to different methodologies, different agencies were
conceptually inconsistent.

This article builds on research already done and extends researched themes and selected
segments. It contains the current findings in the field of motivation of potential visitors of the

MapkeTHHr i MeHeKMeHT iHHOBauii, 2016, Ne 4 159
http://mmifem.sumdu.edu.ua/



A. Banenmosa, H. Abpeam. CermeHTaNis Ta BUSIBJ e HHSI MOTHBiB TypuHCTiB 151 BiaBinyBanus Yecb koi
Pecny0J1iku

Czech Republic. Segmentation of motives for travelling can be further used in academic
research and in the activities of national tourism organizations. It is applicable in decision
making process about the mix and offer of destination products.

The article aims both at evaluation as well as comparison of the intensity of motives of
selected geographic, demographic and socioeconomic segments of income markets to visit the
Czech Republic. The results of the survey conducted may be seen as a contribution to
discussions in the field of motivation and segmentation for the needs of marketing
management of tourism.

Analysis of recent research and publications. A motivation of tourists is affected by a
number of physical, economic, cultural, ethnic, climatic, psychological and other
factors [1; 2; 4]. Gag¢ik explains the motivation in tourism as a set of factors that induce,
maintain and regulate the behaviour of tourism entities - the visitors [5]. The motivation
comes from their value orientation, hierarchy of needs, skills and experience [6]. As for
motivation, an internal impulse is important, which is based on the structure of the needs ofa
visitor. However external stimuli, such as life experience, recommendations of friends or the
mass media are of importance, too. A decision to set on the way stems fromthe confrontation
of the needs and resources of their satisfaction in terms of a certain socio-economic
environment [3].

Kozak described major motives for traveling, which he grouped into four categories:
cultural and educational motives (experiencing ways of life of local people, local sights,
understanding of what is happening in a given area, participation in special events), relaxation
and fun ( escape from everyday life, pleasant spending of time, romantic experiences), ethnic
motives (gaining knowledge of places of their ancestors, visiting sites which appealed to
friends and relatives) and other themes (weather, health, sport, economic incentive — low cost
of living in the place of holiday, adventure, boasting, adjustment, contact with history,
sociological issues) [8].

Mcintosh and Goeldner suggested dividing motivations to travel into four categories:
physical ones — physical rest, active sporting, recreation on the beach, relax and fun and
reinforcement of health; cultural ones — desire to explore other countries (their music, art,
folklore, dance, art and religion); interpersonal ones - desire to meet new people, visit friends
or relatives, escape from the routine, to meet family or neighbours, making new friends; a
status and prestige — achieve recognition of other people, draw attention, be appreciated by
others and have a good reputation [9].

Horner and Swarbrooke perceive motivational factors such as factors affecting consumer
behaviour in tourism and divide them into the following groups: physical (relaxation,
sunbathing, exercising and health, sex), emotional (nostalgia, romance, experience, escape
from everyday reality, imagination, intellectual fulfilment), personal (visiting friends and
relatives), establishing friendly relations, need to help others), personal development
(acquiring knowledge, learning new sKills), personal status (exclusivity, trendiness, obtaining
certain benefits when buying) and cultural (learning about new places and cultures) [7].
In addition to the above mentioned typology of incentive factors, they also deal with the
relationship of incentive factors for travelling and realities that affect them. They noted that
the incentive factors for travelling are not universal for all tourists, but are determined by the
following factors: personality and his lifestyle, previous experience with traveling, way of life,
perceptions of their strengths and weaknesses affecting the wealth and experience and image
(desire to act on their surroundings). Throughout life, there may be other factors affecting the
motivation for travel, namely: starting a family, getting to know a new partner, increasing or
decreasing disposable income, health deterioration, changes in expectations or the experience
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of traveling. No tourist is influenced just by one incentive factor but rather by several factors
simultaneously. For example, a person who has a monotonous job is motivated by a desire to
go to any holiday where he would escape fromthe monotony and routine of working days, but
may have some other motivational factors influencing the type of holiday, such as a desire to
pursue their passions, having the possibility of physical movement, a desire to visit a church or
amuseum, a wish to relax, etc. [7].

Sophisticated measurement models of incentive factors for travelling were created by
Pearce, an Australian economist. The original system called Travel Career Ladder [11] was
gradually developed and modified into a model called Travel Career Pattern (TCP), the
essence of which is a set of 14 motivation factors and 74 motives. Motivation factors are
defined as a novelty, escape from the ordinary life, relationship to people, self-actualise,
nature, self-development, and stimulation, development of a personality, attitude to people,
self-fulfilment, isolation, nostalgia, romance and recognition. They are divided into three
layers by means of multivariate statistical methods combining the tendencies of their
development in the context of building a travel career. At the core of the motives (inner layer)
there are the motivation factors novelty, escape from the everyday life, relax and relationship
to humans. These remain unchanged with growing experience. A middle level consists of
factors such as self-realization (does not change with increasing experience) and personal
development skills and abilities (those decline with experience). Another factor that decreases
with increasing experience is a relation-building factor. A factor of nature and self-
development and gaining knowledge of different cultures grow with growing experience.
The outer layer is composed by factors of isolation, nostalgia, social status, which do not
change with increasing experience, and factors of autonomy and romance, which decrease
with increasing experience [12].

Basic materials. The research as such was conducted through a questionnaire survey.
A questionnaire was compiled in the Czech language and then translated into 6 languages
(English, Russian, German, Italian, French, and Spanish). The questionnaire was divided into
three main parts. Part A contains a selective question taking out those respondents from the
survey who do not travel from their country abroad. The second part of a major question from
Part A was conceived as a survey of 21 so called push motives, it means general motives for
traveling abroad and its aim was to determine the importance of individual motives for the
respondent at a scale of significance from 1 to 7, where value 1 meant insignificant whilst
value 7 the most important. Respondents were asked to indicate the number corresponding to
their selection. The motives for evaluation were as follows:

— experiencing of the unknown;

— feeling of excitement;

— feeling of inner harmony and peace;

— feeling of freedom;

— gaining experiences;

— tension, adrenaline experience;

— development of personal interests;

— development of personal skills and abilities;

— gaining personal knowledge of other cultures;

— understanding the way of life in other countries;

— escape from everyday stress and routines;

— restand relaxation;

— health and wellness;

MapkeTHHr i MeHeKMeHT iHHOBauii, 2016, Ne 4 161
http://mmifem.sumdu.edu.ua/



A. Banenmosa, H. Abpeam. CermeHTaNis Ta BUSIBJ e HHSI MOTHBiB TypuHCTiB 151 BiaBinyBanus Yecb koi
Pecny0J1iku

— exploring natural spots of beauty;

— climate change;

— achieving harmony with nature;

— visiting shrines and sacred places;

— making contacts;

— stay in the company of people with similar interests;

— family and friendly relations;

— visiting friends and family members abroad;

— other motives.

Part B of the questionnaire related to the actual motivation to visit the Czech Republic.
Initial questions of this section were open and focused on the perception of the Czech
Republic abroad in the form of identifying associations that respondents associate when
pronouncing the name of Czech Republic; personalities from areas of music, literature,
politics, history and important events held in the Czech Republic. The other two questions
were closed ones with the selection options and they shall identify, in what sources of
information the respondents learned about the Czech Republic and whether they have already
visited the Czech Republic or not. The last question was designed in a similar way as the
second question from Part A. It was meant as an overview of 28 so called pull motives in
relation to a visit of the Czech Republic. It contained the following motives: visit the land of
their ancestors; go to a country which has already been visited by my friends; go to a country
that has not been visited by my friends yet; go to a country which is trendy in terms of
travelling; visit the country of origin of an important personality or a celebrity; identify
historic sites; explore UNESCO heritage; discover the spots of natural beauty; travel in the
footsteps of wars and battles; experience the reconstruction of historical events; attend cultural
events; attend sport events; attend professional events; visit a fair or exhibition; shopping and
bargains; taste Czech specialties; learn how to make Czech products; understand a way of life
in Czech history; learn Czech language; gaining knowledge of Czech folklore; enjoy and have
fun at competitive prices; health and wellness; play sports; visit a country where a favourite
movie or series were filmed; visit a country where a story from a given book took place; visit
the pilgrimage and religious places to have a wedding in a castle; go to a country with
favourable prices of services; another motive.

The objective of Part B was to determine the importance of individual motives for
traveling to the Czech Republic for the respondent at a scale of significance from 1 to 7, where
1 meant a meaningless value while value 7 stands for the most significant one. Respondents
were again asked to indicate their choice of importance for each motive at the scale
from1to7.

Part C contained segmentation issues, namely seven open questions (a country of origin
where a given respondent lives and works, his age, education, occupation, religion, hobbies
and interests) as well as three questions with variants of answers relating to the definition of
sex, experience with traveling and assessment of their income

Empirical results. Results of the research are based on international questionnaire survey
of a total 1,200 respondents from ten countries. The questionnaire survey took place from
August 2015 to June 2016. Monitoring of themes was carried out according to the selected
segments. For each segment, results of so called push motives (Top 10 ranking of motives in
arithmetic average) and pull motives (TOP 10 ranking pull motives in arithmetic average)
were proceeded. Another form of evaluating the survey were tables of medians. Tables of
medians were chosen because they allow for an immediate and clear insight into individual
motives of every segment separately as well as for the assessment of all segments of a given
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segmentation base. The following text will analyse resulting preferences of themes according
to the four selected segments (country of origin of respondents, age criterion, and reoccurrence
of visit).

Respondents were from two regions (Europe and America) and fromten countries, namely
United States, Brazil, Germany, Russia, ltaly, France, Spain, the United Kingdom, Slovakia
and Ukraine). A choice of countries reflects the current and prospective markets of inbound
tourism in the Czech Republic. The first five positions, but with varying intensity, are
dominated by themes related to learning about of other cultures and ways of life in other
countries. Except for the British, for who climate change and experiences are more significant
than gaining knowledge of different cultures and ways of life in other countries. However,
they are attracted to the motive of experiencing something unknown and development of
personal interests, which is important also for Slovaks, Brazilians, Americans and Ukrainians.
A theme gaining experience is important for Slovaks, Americans, Ukrainians, Spaniards,
Italians, and Germans. Escape from stress and routine is sought by Slovaks, Italians, the
French, the Spanish, the British, and Russians and to a lesser extent by Ukrainians. A theme
having a sense of excitement ranks among the most important ones for Brazilians, Americans,
Italians and the French. For European nations except for the British one will also find
appreciating natural resources among 10 major motives. In terms of ordering the motives for
individual countries by means of arithmetic average the most important motive in a majority
of countries, is tasting Czech specialties, except for Slovaks, Frenchmen, Ukrainians. Though,
even for themthat theme is one of the three most significant, usually taking the second or third
place. Another important motive is visiting historical places, which takes first place for
Ukrainians and Brazilians. Sacred sights are a strong motive for lItalians, Frenchmen,
Spaniards and Ukrainians. A theme enjoy and have fun is important for the 8 countries with
the exception of Germans and Slovaks, for whom it is of a weaker intensity. Advantageous
prices and services belong among the dominant themes for the French, British, Germans,
Italians and Spaniards. For all segments are important motives connected with folklore,
learning about manufacturing Czech products and visiting cultural events. The Czech
Republic as a fashionable destination is an important motive for the Russians and the British,
but with a weaker intensity. For all segments excluding the British is among the significant
motives exploring spots of natural beauty of the country. The British prefer a motive
associated with the place of origin of major celebrity or personality and the influence of
friends who have already visited the Czech Republic. An item friends also affect Slovaks.

Age segmentation in tourism has no uniform rules and differs in various practical and
academic research. The authors divided respondents into four age segments (aged 15-24, aged
25-39, aged 40-54, and aged 55+). The proportion of respondents declines with age due to less
willingness to fill questionnaires among older respondents and worse accessibility of this
segment over the Internet. The first two positions are occupied in all age segments by the same
motives, which are gaining personal knowledge of other cultures and learning about a way of
life in other countries, but with varying intensity. Highest intensity is achieved with a segment
15-24 and then decreases with age, but is still maintained above value 6 or just below. In the
segment 15-24 the third place takes experiencing something unknown with value greater
than 6, however also decreasing with age. The same motive takes, in other two segments,
the fourth place and in the 55+ segment the fifth one. In the 25-39 segment the third place
belongs to escape from everyday stress and routine, which is also important for the segment
40-54, in which it took the fifth place. In the 55+ segment this theme gained the seventh place
and in the segment 15-24 it ranked at the 10th place. The third place in the segment 40-54 and
the fourth place in the 55+ segment is placed by a motive rest and relaxation. For the 55+
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segment is a major theme discover spots of natural beauty, which decreases with a decreasing
age. A theme gaining experience placed in the Top 5 in the younger segments with relatively
high intensity, while in the segment 40-54 it took the 6th place and in the 55+ segment only
the 9th place. In the 15-24 segment the Top 5 is completed by a motive development of
personal interests, which decreases with age. Only in the segment 15-24 placed a motive
having a sense of excitement in Top 10. In a similar way, a motive feeling freedom is in Top
10 in the segment 25-39. This theme does not appear in Top 10 among older segments 40-54
and 55+. However, in the segment 55+ in Top 10 occurs a motive climate change, which is not
in the top 10 in all other segments. In the 40-54 segment in Top 10 also occurs a motive being
in harmony with nature. A theme consolidating family and friendly relations occurs in Top 10
in the youngest as well as the oldest segments

The highest median values were achieved in the segment 15-24 by themes experiencing
something unknown, gaining personal knowledge of other cultures and learning about a way
of life in other countries. For all themes, it was proved that the median values get lower with
increasing age, but never below the value 5. In the youngest segment the highest median value
of 6 can be found with the motives having a sense of excitement, feeling of freedom,
development of personal interests, development of personal skills and abilities. With a value
of 6 dominates a motive escape from daily routines and stress in the segments 25-39 and
40-54. Rest and relaxation achieves a value of 6 in the segments 40-54 and 55+. In these
segments, higher value than 5 is achieved by the motives being in harmony with nature, visit
the pilgrimage and religious sites and consolidate family and friendly relations. Climate
change reaches the highest value of 5 in the 55+ segment. Being in the company of people
with similar interests is important for the segments 15-24 and 55+ with a value of 5.
Moreover, in the segment 15-24 it is also important issue of keeping contact with family
members and friends living abroad. A theme health and wellness has a higher value of the
medians in the segments 40-54 and 55+.

Segmentation according to the reoccurrence of visit is quite often used by national tourism
organizations and is important when deciding on promotional tools and offers of destination
products. Division of respondents in the segments according to whether they had previously
visited the Czech Republic or not showed a slight predominance of those respondents who had
already visited the Czech Republic (51%) rather than those who have not visited (49%) this
country yet. Ranking the push motives expressed in arithmetic average is in both segments the
same as for the first six positions, but differs in the intensity of motives. The motives gaining
personal knowledge of other cultures and learning about a way of life have a higher intensity
among respondents who have not been in the country yet. The motives experiencing
something unknown, gaining experiences, development of personal interests, escape from
everyday stress and routines, rest and relaxation, development of personal skills and abilities
achieve, by contrast, reach higher intensity among respondents who have already been in the
Czech Republic. For these respondents in Top 10 also occurs the motives discovering spots of
natural beauty and consolidate family and friendly relations. For respondents who have not
been in the Czech Republic, one will also find the motives feeling freedomand having a sense
of excitement in Top 10.

Having examined Top 10 pull motives for the segments, which have already been or not
yet been in the Czech Republic, it was found that the most intense motive in both segments is
to taste Czech specialties, while a higher value was reported in the segment of respondents
who have not been in the Czech Republic yet. The 2nd and 3rd places are occupied by the
motives enjoy and have fun and explore the historic sites in the Czech Republic, while this
motive is more important for respondents who have already visited the Czech Republic, unlike
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the motive enjoy and have fun, which is important for respondents who have not been in the
Czech Republic yet. The 4th and 5th positions are occupied in both segments by the motives
discover spots of natural beauty of the Czech Republic and attend a cultural event in the
country. The motive at the 4th position is somewhat strongeramong respondents who have not
visited the Czech Republic yet, but the motive at the fifth position is stronger among
respondents who have already visited the Czech Republic. Ranking between 6th to 10th
positions took, in both segments, the same themes, namely exploring UNESCO heritage,
learning Czech folklore, learning about a way of life in the Czech Republic, learning how to
manufacture products and the motive Czech Republic: a country with favourable prices of
services, but with slight differences at the individual positions. The item exploring UNESCO
heritage has higher value among respondents who have already visited the Czech Republic,
other motives are stronger among respondents who have not visited the Czech Republic,
which seems quite logical.

Conclusion and perspectives for further research. Based on the results of the research
we can conclude that both the order as well as the intensity of the motives for travel, in the
selected segments of the examined countries, to the Czech Republic are different for different
segments of tourism.

When it comes to motivation based on the selected countries, among push motives
dominate in most countries the motives associated with entertainment except for the British,
for which climate change and gaining experiences are more important than gaining knowledge
of different cultures and ways of life in other countries. However, they are attracted by
experiencing something new, unknown and develop personal interests, which is also important
for Slovaks, Brazilians, Americans and Ukrainians. Experiences are important for Slovaks,
Americans, Ukrainians, Spaniards, Italians, and Germans. Escape from the stress and routine
is sought by Slovaks, the British, Italians, the French, the Spanish, and Russians and to a lesser
extent by Ukrainians. Excitement from travelling is pursued most by Brazilians, Americans,
Italians and the French. In European nations among ten most important motives also occurs
exploring spots of natural beauty, however this does not apply for the British. As for pull
motives in the most countries, the most important one is to taste Czech specialties. That is
except for Slovaks, Frenchmen, and Ukrainians where this motive is one of the top three,
usually at the second or the third place. Another important motive is visiting historical sites.
Sacred sights are a strong motive for Italians, Frenchmen, Spaniards and Ukrainians.
The theme enjoys and fun is important for eight countries with the exception of the Germans
and Slovaks for who it is a weaker one. Advantageous and affordable prices and services are
among the dominant themes for the French, the British, Germans, Italians and Spaniards. For
all segments are also important motives associated with learning about folklore and
manufacturing of Czech products and visiting cultural events. The Czech Republic as a
fashionable destination is an important motive for the Russians and the British, but with a
weaker intensity. For all segments excluding the British is a significant motive discovering
spots of natural beauty. The British prefer motives associated with places of origin of a
celebrity or personality and the influence of friends who have already visited the Czech
Republic. The item friends also affects the Slovaks. Purchases at competitive prices are
important for the Russians, Germans, the British and the French. The issue of health and
wellness is important for Germans, Russians and Ukrainians.

When classifying the inbound segment by age one will find that push motives gaining
knowledge of different cultures and ways of life in other countries rank at the top (the first two
places) in all age segments (i.e. 15-24, 25-39, 40-54 and 55+). Values of motives associated
with learning and gaining knowledge decline with increasing age. The same is true for gaining
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experiences. In the segments 15-24 and 25-39 gaining experiences play a more important role
than in older segments. The segment 55+ even places this motive at the 9th place. The theme
escape from stress and routine is important for productive segments (25-39 and 40-54) where
also plays an important role the motive of rest and relaxation. The issue of discovering spots
of natural beauty is strongest in the segment 55+. By contrast, in the youngest segment it does
not occur among the 10 most important motives at all. In this segment, however, a major
theme is development of personal interests, the value of which decreases with increasing age.
Feeling of freedom is an important motive for younger segments, up to age of 39. A motive
associated with the development of personal skills and abilities is not among the most
important motives for the 55+ segment. On the contrary, it’s climate change, which is
important for this segment. Also, consolidation of family and friendly relations via travelling
is important for the 55+ segment. Ranking of pull motives in all segments is identical only in
terms of the top place (taste Czech specialties). Intensity values of the first motive, however,
decline with increasing age. In other places the order is different. For segments 15-24 and
25-39 the major themes are visiting historical sites and experiencing entertainment; in other
segments the theme entertainment is replaced by discovering spots of natural beauties, the
intensity of which goes up with increasing age. For older segments an important motive is also
experiencing UNESCO heritage, where intensity increases with increasing age. Cultural
events are significant for all segments and belong among top five in terms of significance.
The theme learning about the way of life in the Czech Republic is strongest in the segment 15-
24 and for other segments is of less importance. The same can be claimed in terms of
experiencing Czech folklore theme, the intensity of which is the lowest in the segment 55+.
Reasonable prices for services are not motivating for productive segment of 40-54, which
prefers bargaining. The issue of health and wellness belongs among ten most important
motives only in segment 55+,

The survey of respondents based on education showed that the order of push motives is
identical as for the first two places. These are the themes of gaining knowledge of different
cultures and ways of life in other countries, where the intensity decreases with higher
education. The segment with the education at a level of secondary and higher professional
school places gaining experiences at the 3rd place and the intensity decreases with higher
education. The theme exploring spots of natural beauty takes the 3rd place in the segment with
postgraduate education and decreases with lower education. The motives related to the
development of personal interests, abilities and skills is strongest in the segment of higher
professional school, for which a typical motive is also excitement, the one that is not present
among ten most important in the segment with postgraduate education. The intensity of the
theme escaping from stress and routine increases with higher education. The the me exploring
spots of nature is typical for segments of respondents with a university and postgraduate
degree and increases with higher education. On the contrary, the intensity of the motive
feeling of freedom is decreasing with higher education and in the segment with postgraduate
education it does not occur among the most important ones. This segment rather prefers a
motive being with people with the same interests. Ranking pull motives is different. In the
segment of high school and college degree the strongest motive is taste Czech specialties and
its intensity decreases with higher education the same is true about the theme entertainment.
With a higher level of education also increases the intensity of motives gaining knowledge of
the historical sites of the Czech Republic and exploring UNESCO heritage, the ones which the
segment of high school and college degree does not rank among ten most important motives.
For this segment are of more importance themes related to the influence of friends when
choosing a destination and fashionable destination. A similar meaning has the motive
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advantageous and affordable prices of services, where the intensity decreases with higher
education. In a segment with postgraduate education the most frequent motive that occurs is
visiting professional events. Interest in the Czech folklore is the highest in this segment and
goes up with higher education. Learning about the way of life in the Czech Republic and
manufacturing Czech products is of less significance for more educated segments.

Based on the survey results it can be stated that in case of entities monitored according to
the reoccurrence of visit, the order of push motives is the same for both segments at Top 6, but
with a varying intensity. For respondents who have not visited the Czech Republic, there is a
higher intensity in the motives gaining knowledge of other cultures and ways of life in other
countries, experiencing something unknown, gaining experiences, developing personal
interests, skills and abilities. For respondents who visited the Czech Republic, major themes
are escape from stress and routine, rest and relaxation, exploring spots of natural beauty and
consolidate relationships with family and friends. The last theme does not appear among the
ten most important for respondents who have not been in the Czech Republic. For this
segment major themes are feeling of freedom and excitement.

In the order of the first five places, pull motives are the same in both segments, but in a
different order and with varying intensity. For respondents who have not visited the Czech
Republic, the first motive is taste Czech specialties, and that with greater intensity than in the
second segment. Stronger motives are also fun, learning about the way of life in the Czech
Republic and manufacturing of Czech products, gaining knowledge of Czech folklore and the
motive advantageous and affordable prices of services. For respondents who have already
visited the Czech Republic, stronger motives are visiting historical sites, exploring UNESCO
heritage and visiting cultural events. The intensity of exploring spots of natural beauty of the
Czech Republic is balanced for both segments.

The results of the conducted analysis provide an impetus for a further development of
research opportunities in inbound tourism as well as motives of the participants, both in the
academic sector and the field of research as well as in practice while creating products and
communications mix of tourism organizations in regions of the Czech Republic. The area
could be developed further by performing research of motives for traveling at a ten-degree
scale to show a larger variance of values. Research could be further enhanced by ongoing
monitoring of the main characteristics of consumer behaviour in tourism in selected segments
in major source countries and the Czech Republic by looking at the different stages of
consumer behaviour. Research of themes could also focus on new forms of tourism: food
tourism, medical tourism, dark tourism, volunteer tourism, wedding tourism, film tourism, as
well as traditional forms such as cultural, exploring, active, passive or sport tourism.
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A. Banenmoea, cr. Buiagad, (akyibTeT MDKHApOJHHMX BIIHOCHH, Y HIBEPCHTET EKOHOMIKH
(m. Ipara, Yechka Pecry Giika);

H. Aopeam, nouent, GakyJabTeT MDKHApOAHHX BimHOCHH, YHiBepcurer exoHomiku (M. [Ipara,
Yechka Pecrty Gitika)

CerMeHTalisi Ta BUsIBJICHHS MOTHBIB TYPUCTIiB /s BigBigyBanHusa Yecbkoi Pecmy6urikn

Y ecmammi posenanymo pesynmamu docniodicenns, y x00i Ako20 06YN0 BU3HAUEHO OCHOBHI MOMUBHU,
Wo MOXCYMb NIOWIMOBX08Y8AMU (YAKMUYHUX MA NOMEHYIUHUX 3aPYOINCHUX MYPUCIIE 00 NOOOPOICI.
L]e oocnidoicennss 6yno nposederHo 3 Memor Popmy8ants NOIUMUBHO2 0 IMIOHCY Ma 6UOOPY BIONOBIOHOZ O
KOMNJIeCYy MapKemuHz 08020 NPOCYBANHA Ol PI3HUX Ce2MeHmi6 4ecbko2o pumKy mypusmy. Y npayi
HageoeHi ompumani pe3ynbmamu, wo CmMoCylomvcsa Momueayii nomenyiinux 6iogioyeauie Yecvkoi
Pecnyonixu. Bcmanoeneno, wo 3anpononosana cezmenmayis MOmMueie 011 nooopodicet modice Oymu
BUKOPUCMAHA 8 NOOANLUIOMY 8 HAYKOBUX OOCTIOINCEHHAX | 8 OiNbHOCIIT HAYIOHANLHUX MYPUCTIUYHUX
opeanizayii. Kpim moco, ceemenmayiss Momugie mooice Oymu 3acmoco8and 6 npoyeci npuiHammsi
Pienb w000 KOMNIeCy MAapKemuHz06020 NPOCYBAHHA Mda (DOPMYBAHHA NPONOZUYIT MYPUCIUUHOZ O
npooyKmy.

KirouoBi crmoBa: MOTHBaLlisi, MapKETUHI, CErMEHTAllis, KOMILUIEC MapKETHHIOBOI'O IIPOCYBaHHS,
TypmM, Yexis.

A. Banenmosa, c1. TmpenonaBatenb, (aKyIbTeT MEXKIyHapOAHBIX OTHOILCHWH, Y HUBEPCUTET
skoHomuKH (T. [Ipara, Yenickas Pecrry 6irka);

H. Aépaam, nonieHT, haKyIbTET MeXKIyHAPOTHEIX OTHONICHHH, Y HIBEp CHTET S5KOHOMUKH (T. IIpara,
Yemickas Pecry 6mmka)

CermMeHTanus M BbisiBJIeHHE MOTHBOB TYPHCTOB /JIsl mocemeHust Yemickoii Pecny6ankn

B cmamve paccmompenvl pesyibmamvl UCCIe008aHUs, 6 X00e KOMOpozo Obliu onpedeneHvl
OCHOBHbIE MOMUBHL, KOMOpble MO2YM NOOMAIKUBAMb PAKMUYECKUX U NOMEHYUATLHBIX 3aPYOeNCHbIX
mypucmos K nymewecmeuro. OmMo uccneoosamnue OblI0 NPO8eOeHO €  YEablo  (HOPMUPOBAHUL
NONOAHCUMENLHO2 0 UMUOICA U 8bIO0PA COOMEEMCMEYIOWE20 KOMNIECA MAPKEMUHZ 0802 0 NPOOSUIICEHUSL
OJ151 PA3IUYHBIX CE2MEHIMOB YeuICKo2 0 PbIHKa mypusma. B pabome npugedenst noayuennsie pe3yibamaol,
Kacamowuecss MOMueayuu nomeHyuanbhuix nocemumeneti Yewickoi Pecnybnuxu. Ycmanoeneno, umo
NPeoNodNCEHHAs ce2 MeHmMayus. MOMUBOS O NYMeuecmaull Modcem Oblms UCNOIL308AHA 6 OalbHelueM
8 HAYYHBIX UCCICO0BANUAX U 6 OesmeNbHOCMU HAYUOHATLHBIX Mmypucmuyeckux opeanuzayuil. Kpowe
moeo, ceeMeHMAyus MOMUB08 Modcem Ovblmb HNpPUMEHeHd 8 npoyecce NPUHAMUA —peuleHull
OMHOCUMENLHO — KOMNIEKCA MAPKEMUH2 06020 NPOOBUNCEHUs. U (QOPMUPOBAHUS  NPEONOHCEHUS.
Mmypucmuyeckoz o npooykma.

KirodyeBble coBa: MOTHBAIMs, MapKETHHT, CETMEHTAIWsI, KOMILIEC MApKETHHIOBOTO Mp OJBIDKEHIS,
TypusM, Hexus.
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