VYSOKE UCENI TECHNICKE V BRNE

BRNO UNIVERSITY OF TECHNOLOGY

FAKULTA PODNIKATELSKA

USTAV EKONOMIKY

_ l/ FACULTY OF BUSINESS AND MANAGEMENT

INSTITUTE OF ECONOMICS

PROPOSALS OF COMMUNICATION MIX FOR
CHOSEN EVENT IN TOURISM
OPEN CELLARS

NAVRH KOMUNIKACNIHO MIXU VYBRANE UDALOSTI V CESTOVNIM
RUCHU — FESTIVAL OTEVRENYCH SKLEPU

DIPLOMOVA PRACE
MASTER'S THESIS

AUTOR PRACE Bc. EVA CIMBALNIKOVA

AUTHOR

VEDOUC| PRACE doc. Ing. JAROSLAV SVETLIK, Ph.D.
SUPERVISOR

BRNO 2010



Abstrakt

Tato diplomova bude zaffena na komunikani mix vybrané udalosti (eventu). Touto
udalosti je “Festival otg¢enych sklep”, poradany neziskovou organizaci Nadace
Partnerstvi, 0.p.s. vedsit Znojme v dubnu 2010. Cilem je kriticky analyzovat stéemji
komunika&ni mix, predlozit ndvrhy na zlepSeni s@msného stavu.ifhosem po fipadné
implementaci za&wia mé diplomové prace by d&o byt zvySeni navsvnosti

nasledujiciho “Festivalu otéenych sklep” na podzim roku 2010.

Abstract

This diploma thesis will be focused on communicatioix of a chosen event. That
event is “Open Cellars Festival’, organized by monprofit organization “Nadace
Partnerstvi”, 0.p.s. in town of Znojmo in April 2D1The aim is to critically analyze
contemporary communication mix and offer suggestiéor its improvement. The
contribution after possible conclusion implememtatiof my thesis should increase

attendance of consequential “Open Cellars Festimautumn 2010.
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1 Introduction

With no difference from the other business fielalso marketing communications are
nowadays affected by new technologies and by migitipflow of information. This

situation brings some upcoming questions, bothctorsumer and producer: how the
consumer can protect him/herself from excessivermétion pressure and how should

a producer communicate information (a message)uwh&ly consumer would receive?

Communication tools are intermediates in a procgsspreading message into target
places, to target receivers (prospective customéhe range of tools which can be used
is wide, each of them with different effectivenemsd costs. Logically, this fact
determinates their utilization — in other words f—the tool will be used by an
organisation (sender) depends on demands on thlecfiiect the communication should
cause and on financial potential of the organisafidhe choice of communication tools
that are introduced in the theoretical part createst professionals call communication

mix.

This thesis is dedicated to the area of marketorgrmunication in tourism, specifically
wine tourism in region of South Moravia. In my nea® thesis | am determined to
identify communication tools used by PARTNERSTViifialation for presenting Open
Cellars Festivals held since spring 2009 untilrgp&010, critically analyze them and to
introduce my own proposals for the next Open CelRestival taking place in autumn
2010.




2 Definition of the Problem and Goals of Master’s Thsis

2.1 The Problem

Marketing communication of services, especiallytonrism and hospitality sector is

specific as it will be shown later. A connectiortvibeen tourism and winery has lately
become a new trend — France, Germany or Spaindglfea/e developed sophisticated
concepts of wine tourism, in the Czech Republis tiew fashion can be observed for

past few years and therefore patterns and formagredf tourism are shaped nowadays.

Wine is a special product — as an alcoholic drinik related with free time, relaxation
and enjoyment. Wine has been grown in Czech camsince times of Roman Empire.
In Middle Age wine was processed by monks andmexkto ecclesiastic ceremonies
(in Christianity, wine is what Jesus Christ called blood). But wine becomes also
popular in secular world. In modern period, Empedmseph Il allowed private
commercial wine production. In 1907 first experheimagazine was issued. During the
rule of communist party many originally privatelwioed wine yards were nationalized
as other industries and agriculture. In 1990’s riamily owned wineries have been
renewed and established and undertaking in winecptne again a part of economy of
the Czech Republic. [22]

This thesis focuses on particular territory of Gz&epublic — South Moravia. Reasons
why this part of the Czech Republic was chosennawee than clear — there are more
than 16,000 ha of bearing wine yards in the CzeepuBlic, out of which 14,900

hectares are located in South Moravia region.




Table 1 Harvest of bearing vineyards by regions i2009

Territory, Region Area (ha) Yield (t/ha) Harvest (t)
Prague 10 4,00 42

Middle Bohemia 315 4,15 1306
South Bohemia 2 4,15 8

Plzensky 0 4,00 1

Karlovarsky - - -

Ustecky 290 4,05 1173
Liberecky 0 3,96 1
Kralovéhradecky 3 4,11 11
Pardubicky - - -
Vysocina 3 4,14 12
South Moravia 14916 4,29 63 988
Olomoucky 6 4,04 25
Zlinsky 544 3,99 2169
Moravskoslezsky 0 2,24 1
Czech Republic Total 16 089 4,27 68 737

Sourcehttp://www.czso.cz/csu/2010edicniplan.nsf/p/2102-10

What is so special about wines from South Moravi@®ve all it is their diversity of
varieties. More than 57 wine varieties are growneh@isted in State book of wine
varieties). For comparison in Germany it is 15 wvagieties. Moravian wine region is
composed of four sub-regions — Znojmo sub-regioikuldv sub-region, Slovacko sub-
region and Velké Pavlovice sub-region (see AppeddlibGlobal interest for wine rises
annually and the market in the Czech Republic dmtseem to stay aside — which is
documented by new mergers between wineries, nunmidfenew wine yards and all
together grown in demand for wine and wine consuwmpivhich rose more than one
third since early 90°s. [5] Average consumptionaafie in 2009 reached 20 litres per
capita in the Czech Repubfic.

1 http://ekonomika.idnes.cz/lide-v-krizi-kupuji-viéna-misto-restauraci-vsak-piji-doma-pl1-/eko-
zahranicni.asp?c=A100118_164310_eko-zahranicni_hol
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In the past years winery made its way in the fiefdtourism. Especially this was
significant in the region of South Moravia.

Today there are held many events connecting touwsm wine tasting — from local
and small festivals organized by one of many trawi#l wine villages to popular and
big celebrations covered by national wine assamati

Wine lovers have already found their ways to winésthe highest quality — they

regularly visit above mentioned events (the highsse in South Moravia lasts from
spring till late autumn) in order to discover newng producers, not only by reading
their names on the vignette but also by long caatens over the most delicious wine
samples while tasting them in a splendid cellar r@hthe wine is presented always
interestingly and colourfully by enthusiastic sonliere Successful wine producers
learn how to address new customers, the biggesbesidorofitable ones can depend on
their own abilities, smaller (most wineries in Souloravia are still family sized

businesses) than turn their attention to wine aggons and organisations.

One of such organisation is PARTNERSTVI foundatio@zech leading foundation of
that kind, originally supporting sustainable deyeh®nt projects in all regions of the
Czech Republic. Missions that the foundation adsesre awarded by grants under
special programs. Open Cellars Festival (furtheFDi@presents one of those projects.
It firstly took place in spring 2009. The basic cept of OCF is to present local wines
of smaller producers consolidated into one evenersg times per year, each time
dedicated to another wine sub-region. OCF laststviar days during which visitors
meet wine producers, taste selected wines of aipnerguality grown in the particular

sub-region, accompanied by traditional cuisine fatidore arts.

From the economical point of view OCF has goneufhodevelopment — for the first

OCF held in region of Modra Hora was predicatedt i at least 1000 guests so the
event could have met its break even point anchalitvested financial resources would
have been returned. This did not happen. Total murabguests did not even reached

300 which meant a loss, especially due to experaditunserted into rich accompanying
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cultural program. Foundation’s management feltrtfan failure in lack of experience
and wrong choice of communication media. Second @Gk place in summer 2009 in
area of Podluzi. Slight growth in attendance wastced, but still remained in “red
numbers” with a loss. The change came across m#alyks to new sponsors who
offered financial support to PARTNERSTVI foundatidwew website was introduced
as well. Increasing character continued in numbéngsitors of last two OCFs, where
the last OCF was eventually profitable with morantti,200 guests. One of the reasons
of the success was reduction in number of opemrselt from 44 wineries presenting
their wines during the first OCF in Modra Hora t0 ®ineries cooperating in the last
OCF held in town of Znojmo and its closest surrangs. However the characteristic of
the festival has been forced to change. From tlggnal idea of wine tasting in cellars
with gourmet and cultural experience remained jhst first part. Gastronomic and
folklore programs were much reduced. Also the imbenof four festivals taking place
four times per year have been left — winter OCR2@®9 was cancelled as well as

following summer 2010 festival.

The problem which arose can be formulated as atigne®Vhat were the main failures
in promotion of Open Cellar Festival? And other gfiens follow: Was the target

customer chosen well? Was the communication mecéffe?

2.2 Goals of Master’s Thesis

To set objectives of my master’s thesis meansytaotranswer above asked questions
and to find a solution for the situation which wiksult in proposals of effective
communication mix for Open Cellars festival thatulb help to make the event
profitable, i.e. will mean growth in numbers of itass. | would like to offer my
proposals to OCF management both for the nextvidsthat will be held in autumn

2010 in town of Kyjov and for the Festival as a \hconcept.

12



There are two levels of goals | would like to atpgnm my master’s thesis:

1) Main goal
As a main goal | have set proposal of new commtioicanix for Open Cellars

Festival (as mentioned above).

2) Supportive goal

In order to reach the main goal, supportive goalgehbeen set — to determine a
target customer of the Open Cellars Festival, wiibbe& the receiver of the whole
marketing communication and therefore will be catifor designing effective

communication mix.

To fulfil both levels of thesis’ goals, | would kkto analyze used communication mix
by PARTNERSTVI foundation in order to find blankagg. | will follow Kotler's steps
for designing effective communication, | would like find solutions that will also
correspond to budget for marketing communicatio®@pén Cellars Festival, introduce

and analyse particular tools with justificationsf choice.

13



3 THEORETICAL BASE OF MASTER’S THESIS

3.1 Marketing

Marketing is a business term. The function of mankeis to satisfy concern of
purchasers (customers) and sellers situated om#ri&et by interchange. It includes

promotions of products, advertising, pricing, disition channels, and branding. [11]

According to the American Marketing AssociatiofAMA): "Marketing is an
organizational function and a set of processes deating, communicating and
delivering value to customers and for managing arust relationships in ways that
benefit the organization and its stakeholders."” [1]

Modern definition of marketing includes also wansceng companies of customers.

3.1.1 Importance of Marketing for a Company

Marketing helps a company to:

* understand the market

* have good knowledge of customers

e establish product evaluation in a relation to cotmgeproducts
e support sales

e recognize competitors, etc.

This is possible thanks to specific tool used byk®aing:

* demand creation
* market surveys
e production planning

* promotion of products and services

14



Nowadays, for the companies it is not beneficidy ao generate a profit, but mostly to
survive. Planning and managing for decades becanme important as a mean of
coping with a turbulent business environment [&jategic planning needs to be present
in every business. Marketing concept stresses dhstiomers are the focal point of
strategy [10]. The goal is to create a strong imtatvith the customer (one of the most
used tool is a concept of CRM — Customer Relatignstanagement).

3.2 Marketing Mix

Marketing mix represents the classical approaddddketing. The first mentions about
marketing mix were identified by Prof. Neil Bordétarvard Business School in 1960’s
in his research on successful companies’ promotbrtheir products. Prof. J.E.

McCarthy assumed that the content of Marketing mmibxmade up of four elements,
known since then as 4 Ps:

e product
e pricing
e promotion

e placement [15]

As was mentioned before, this approach went thranghy changes and modifications
until now. Today some marketing professionals atkirtg about theory of 7 Ps by

adding more 3 Ps:

e people
e process

» physical evidence

Marketing mix in this case is a very useful toolgetting marketing objectives and
strategies. Marketing today is more focused ontiogla to customers, as long as they

can be. Among one of the most important tools went€RM.
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Another customer oriented marketing idea descrgoesept of 4Cs (contrary to 4Ps):

* customer benefits
* total Customer Costs
¢ convenience

¢ communication

3.3Managing Marketing Mix

Marketing management has got three functions: amajy planning, implementing and

controlling. To meet its objectives a company stoubt underestimate any of them.
First of all a strategic plan in broaden contexs$ @ be prepared. The plan than is
implemented and control consists of evaluating metamlg activities and as a reaction

and if necessary modification of the activitiesnade. [11]

3.3.1 Marketing Analysis

Analysis of the whole situation should be the figep —to uncover business
opportunities a company needs to analyse the maflketh macro and micro
environments, competitors) as well as its own sibmawithin the market and own

strengths and weaknesses.

3.3.2 Marketing Planning

At this point management makes decision on theifip&ays for meeting objectives of

the plan, i.e. offspring of marketing strategies.
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3.3.3 Implementation

All marketing strategies are realized. Marketing\attes correspond with strategies in
order to fulfil objectives, moreover implementatieventually shows how realistic and

relevant the strategies and goals are. [19]

3.4 Marketing Communications

Marketing communication is focused on spreadingrmfation about products/services
to public (prospect customers), image creating fdliag up a market loop. This basic
view is today extended to see marketing commuminads a long term process in order
to manage customers’ purchases in all phases febaftd during purchase action,
during and after consumption. As people (customdigr, communication should
differ for each target groups as well [11].

The general core of communication is to transfenessage from the transmitter to
receiver. Communication is determined by the resrefot only final customers but all
stakeholders — see Appendix 2), the characteriefittke message and by the form of
communication (further on in chapter “Communicatiodix”). Scheme of
communication is depictured in Picture 1 based ban8on-Weaver's model of social

communication.
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Picture 1 Shannon — Weaver's Model of Social Comunication

Communication

Message ]

\ 4

Message J

Source Encoder Channel Decoder Receiver

Noise ]

Feedback
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Kotler describes this model as following: An indiual or an organisation plays a role
of a source (transmitter) — creates a messagetambntent. The source is obliged to
precisely know the receiver and the reaction thesage have to induce (marketing
communication should have be part of strategic aif@rganisation, thus the effect of
the communication should be stated — for instamo&tmgrowth, gain of bigger market
share, increase in number of visitors, etc.). Tapdmitter encodes the message in such
a way that corresponds with usual mean of decotfiagsame message. The message
should be spread via most effective communicatlmanoels and consequently received
and decoded by a receiver. As the result a feedloagkis created — the receiver reacts
to the message. The whole process of messagedrassiffected by communication
noise. [14]

Communication noise is what is added to the mesdageg its transfer and reception;

anything, what have not been transmitted but mdkesding more complicated.

Types of noises:

a) semantic— caused by unfamiliarity with symbols — leaddistortion in the whole
communication process,
b) psychological

e selective exposure — receiver faced to such a conuation that is in
favour with his/her personal attitudes,

« selective perception — receiver perceives only newexpected opposed
communication,

* selective retention — receiver tends to recollety smformation that are
in favour with and strengthen his/her attitudes disglaces information
that are opposed to his/her attitudes,

c) technical— to the process of communication is technicaliigesd unwanted and

unmeant information. [18]
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3.5 Communication mix

Presently there exist five attitudes in marketingmmunication and promotion

(presenting product and services to public):

* Advertising

* Public Relations
» Sales Promotion
* Personal Selling

» Direct Marketing

Recently has grown the meaning of communication spansoring. Besides these
classical approaches are often used some altegnatays, such as e-commerce,

guerrilla, digital, viral marketing, event markeagirknown asiew media

3.5.1 Advertising

According to International Chamber of Commerce dseatising characterised as “a
commercial communication of a particular sponsorhowuses a variety of

communication platforms such as press, radio/telewi broadcasting, billboards,

satellites, the Internet, etc. in order to addtesa specific audience — i.e. customers.”
[15]

Advertising represents therefore products in irging way via appealing on human

senses, with a use of following instruments (moiteir combination):

e press advertising

e TV commercial

e radio commercial

* outdoor advertising

¢ cinema commercial

20



Among the main benefits of advertising belongshat first place broadness of target
groups of receivers. Dark side of this fact is aafssuch effective advertising. Not for
all businesses and marketing purposes is thersfagtable every type of advertising.
Another advantage of advertising is possibility repetition — the message can be
repeated more times again via different media. Messent of advertising
effectiveness is a complicated process, becauss afnadvertising have mostly log

term characteristic. Choice of most appropriatesdising strategy is necessary.

3.5.2 Public Relations

Public relations (PR) are the practice of manadgihegflow of information between an
organization and its publics. Public relations (RR) an umbrella term — it provides a

cover for many areas and functions. In the mosomant we count:

e community relations
e customer relations

e consumer affairs

* employee relations

e industry relations

* international relations
* investor relations

* issues management
* relations with media
* member relations

* press agency

e promotions

* publicity

* public affairs

* shareholder relations
*  speechwriting

* visitor relations [12]
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The function of PR is in literature seen as givihg public the permission to believe
your message and consider it as valuable and toustyv However there exist many
misunderstandings and inaccuracies among publicvitheomes to definition of PR
(very often mistake is that PR is the samew@dicity and its only function is generating
attention in the mass-media). Even more marketimd) BR experts still can’t agree
whether PR is an art or science. A lot of them m&sthat is an intersection of both.

3.5.3 Personal Selling

Cant and Herdeen (2005) define personal sellinga ggocess of person-to-person
communication, where one side is represented [afes person and the other one by a
prospective customer. The role of salesperson lsam about the needs of customer
and to satisfy them in such extension as possiiole qustomer that means to buy
service or product). To succeed, salesperson usesigding techniques. Personal
selling is seen as the most effective marketingroamnication tool, it helps to build on
long term partnerships and mutual beneficial reteti [3] The importance of personal

selling is vital for area of tourism, services fage time activities and hospitality.

3.54 Sales Promotion

Sales promotion is determined by limited time daditlapplication, their main aim is to
strengthen customers’ attention, stimulate demangdravide higher availability of a

product to consumers. They can be addressed teretid customers or distribution
channel members. The most used are point-of-saplays, coupons, loss-leaders,

reward programs, price deals, etc.

3.5.5 Direct Marketing

Direct marketing uses all the impersonal meansoafimunication, such mail, e-mail,
phone in order to communicate a message or infeamadcquire responses and direct
reactions from particular customers. Kotler dessillirect marketing as addressed to a
specific person(s), customer oriented, up-to-datkiateractive.
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3.5.6 Sponsorship

Horner and collective (1996) describe sponsorshipfi@ancial or material support
dedicated to specific event, activity or to an oigation or a product. The receiver is
usually obligated to display publically name ordeark of the donor. Sponsorship is

very popular in arts, sports and culture. [9]

Every year many of most successful companies orglibteal market compete for the
possibility to sponsor number of sport events -eeslly the year 2010 has been “rich”
in this sense: Winter Olympic Games in Vancouvet BiFA World Championship in

S.A.R. could stand for the biggest (in financiainis) of all events taking place this

year.

Sponsorship means an opportunity to emphasize imaggopularity of the trademark,
for the receiver on the other hand indispensablp. fidwus sponsorship has become a

big global business in deed.

3.5.7 New Media

New Media marketing has recently made a progretis the offspring and fast spread
of new technologies like the Internet. It allowgsgaching a prospective customer via
interactive way. Marketing professionals agree thaaning of new media will
intensify in future and will have a huge impacttbe whole concept of communication
mix. New media offer new information opportunitiethey work within dynamic
environment. The Internet brought along new toelcommerce, blogs, RSS, Web
video presentations, podcasts, etc. World witnedsmoin of Internet advertising —
omnipresent banners (line advertising).

According to research published by Trend Marketimggazine in January 2006, there

exist following possibilities of Internet Marketing

* web assessment studies
* Online presentations, Web design

* Micro-site (flash presentations)
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e consumers competitions and games
* e-mail marketing

* online campaigns

* browser advertising

e data mining

« viral marketing, blogs, etc.

That New Media represent a strong marketing toolfiom increasing popularity of
social nets applications — above all Facebook, imgrlon a principle of sharing
personal data among users connected online, tkasirgg and developing social nets.
Facebook users publish plenty of valuable infororat+ preferences, habits, attitudes.
They enable interactions between customer andrseMdvertising on Facebook

becomes quickly sound area and still remains a @aikhe for many companies [6].

In his publication Dr. Frey (2005) published resuwf a research on the area of direct
marketing conducted in cooperation with FederatdnEuropean Direct Marketing

Forrester Research Company addressed to 124 Europa&eting agencies. Research
showed that 47% of marketing budgets of exploredpanies is spent on hew media
like websites, e-mails and mobile marketing. Thternmet offers a place for banners and
interactive adverts. Frey further states that traaal media will continue on loosing

their power, however for instance television idl stie best way how to establish and

develop brand image.

Another survey by Direct Marketing Association metUSA supports the meaning of
new media — the survey shows that e-mail commupimsithave better return on
investment than direct mail or telemarketing whiish possible thanks to higher

effectiveness and accuracy of such channel.

3.6 Viral marketing

Viral marketing is type of marketing skill for madg customers to spread information
about a product/service among them, thus is relgtilow cost way of marketing.
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Professionals distinguish between two types oflwvmarketing — “pas-along” and
“friend-tell-a-friend” marketing. Both exist in psise and active forms. Passive form
does not tend to influence customers’ behaviour prsil depends on customers’
references and contrary active form affect custsimeehaviour by viral messages in
order to increase sales or brand consciousnesal. i¥ithat the message should have
outstanding a buzzing content, so the customersasiit spontaneously with their own
means. Again the Internet is highly shaping mediumould like to present two well-
known examples of intermediates — Facebook and Yobhe. As it was already
mentioned above in this text, Facebook is globalasmetwork (similar to Twitter or
My Space) having more than 400 million users a#irathe world in 2009 and beind'5
most frequently visited web page on the Interneicedbook developers describe the
mission of their social service as: “Giving peopthe power to share and make the
world more open and connected. “ And the pragtiseconfirms this statement. Speed
in information sharing was never faster. Users baettely publish personal data,
including dates of their births, marital statusmes of children, employment relations,
education history and even more. But they are késm to present what they like (or

dislike) willing to spread their opinion literaltylobally. [8]

This is what makes of Facebook an excellent toplvital marketing. The nature of
Facebook is to transfer information to as many feeap one user has on his/her “friend
list”, thus all receivers of the information becopeats of a communication channel and
can (and they do) spread the information forwarth&r Facebook friends. Facebook
offers creation of fan pages, posting of eventds gogether people of particular
interests into groups, etc. Described principl€atebook functions creates a cheap and
highly effective background for viral marketing deed. An example can be found in
present Czech situation (this thesis is being wbidet before, during and shortly after
national parliament elections): how easy is to ter@afan page of a politician who is in
the nomination for elections containing fresh nemteresting moments and highlights
of his/her campaign? We are witnessing daily ineeea members (fans) of such pages.
The main advantage is unique: it does not even hal@ok like an intended political
campaign. The impression from described fan pagethat they were created by
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someone who stands outside political environmemtekample by an ordinary voter —

such promotion is effective and cheap.

Another globally used Internet medium is You Tubea-video-sharing web site,
presently operated by Google, Inc. as its subgidiatlowing its users to upload, share
and view user-generated video content, includingienelips, TV clips, and music
videos, as well as amateur content such as videggislg and short original videos.
Most of the content on YouTube has been uploadedhthyiduals, although media
corporations including CBS, the BBC, UMG and otbeaganizations offer some of their
material via the site, as part of the YouTube paship program.” [20]

The main feature of You Tube is an opportunitydayone to post a video that can be
watched by millions of its users worldwide. For mameople You Tube become a
symbol of freedom of speech and democracy. Its mgasnd power illustrates many

using limitations and abolishment from the sidenoh-democratic governments like

China, or problems that occurs in plans to creatddrkish local version of You Tube

(Turkish authorities asked for videos being a sttbfe Turkish law as according to

them You Tube publishes materials offensive to Muos). [4]

Similarly to Facebook You Tube spreads informatiast and effectively. Many
organisations took therefore an advantage. Thaok¥du Tube for instance TV
commercial do not only have to be broadcasted ffiegpadd time on TV but for free can
be uploaded by users while fulfilling the principt# viral marketing (purpose
publishing of profit making organisations are sebjgo You Tube partnership
Programme). Many commercials thus are being watajledally instead of their

appearance on local/national televisions with taodsnew viewers daily.

3.7 Marketing Communication of Services

The most obvious difference between products andces lies in intangible character
of services. More than in marketing of products bgia play their important role. Other

two features can be found — services are non —clagide, i.e. personal selling is
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considered to be crucial. Secondly services amsigat and therefore organisations
undertaking services need to stabilise demandirfstance in hospitality sector hotels
offer special bonuses to their guests in form ahbars of discounts, extra services or

loyalty programs during the low season.

Practice has proved that viral marketing (in forrh references and customer
satisfaction) is an important tool in marketing sefrvices, maybe more than in other
businesses and success or failure of an orgamsatia depend on it. We can find
evidence in our everyday lives. Gourmet dinner farecy restaurant, with professional
and neat staff and pleasant environment will almoasbmatically have an extra effect —
satisfied guests will recommend the restaurantéir tfriends, colleagues or relatives
(mouth-to-mouth marketing or tell-a-friend markegbirwith no invention from the side

of the restaurant’'s management which eventually marcheap and effective way of
marketing communication. Here must be emphasizednmaning of high quality.

3.8 Creating an Effective Campaign

As was already mentioned above, marketing commtiaicavould be ideally seen as a
complex activity of an organization [11]. To creae effective campaign therefore
demands more or less scientific approach. Orgaarmatoften (mainly in Western
Europe and US) search for a help and advices ohuamntation agencies that are able
to design tailored campaigns for their clients. yway organizations which decide to
use services of communication agencies should be tabclosely cooperate with
professional marketers. Horner and Swarbrooke ftidiowing information to be

approachable to communication agencies:

What is the target of a campaign?

How big is the budget?

What exactly is expected from the communicationmix

Who has to be addressed? Who is the target customer

What is the most important message a target custsinoelld learn from the campaign?

Any other relevant information. [9]
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Without ability to answer these questions the cagmean happen not to meet desired

objectives.

Kotler claims that to come up with effective comnoation organisations have to
follow several steps:

1) Precisely determine receivers of communication
- l.e. establishment of target markets, segmentd emstomers with their
characteristics

2) Settle aims of communication
- i.e. decision on required reaction to the comroation, where purchase is the
final act

3) Create a message
- l.e. to create an effective message which withat attention, maintain interest,
induce desire and provoke action = AIDA model

4) Choose the means of communication

- i.e. the choice of media for communication

5) Work out budget
- different organisation create budgets by differaethods
- promotion should be seen as investment (stitbigd by many organisations)
- budget can be deduced as a percentage rate odlgmmofit, campaign costs of
competitors, historical campaign budgets, costs d@imaorganization is able to

dedicate or cost that are deduced from the tacjete campaign.

6) Decide on appropriate communication mix
- organisation have to divide budget on promotiot@ils (see independent

chapter following)
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7) Measure the results of marketing communication
- i.e. conduct a marketing research — was the camuation successful?
- there are many ways how to evaluate the campdaininstance growth in

profits, customers’ feedback or ratings with infatron spread scale

8) Manage and coordinate the process of marketing aonuation
- communication needs to be complex, for instanem de reached by

implementing integrated marketing communicatiomfeavork

3.9 Marketing Research

The purpose of marketing research is to apprediaeactual performance of the

organization, opportunities and helps to improveativeness of marketing.

Marketing research should give us information abaativities and plans of

competitors, macroeconomic environment and its ohyos, customers’ feedback. A
survey can be of two forms — quantitative (colleatiof facts and numbers) and
qualitative (seeks for reasons, impressions, atitddds). Complications can occur due
to relatively poor numbers of empirical evidences ¢ustomers behaviour patterns;
they can differ among regions, groups of customiglarketing management tends to

use own subjective views and experience. [11]
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4 PROBLEM AND PRESENT SITUATION ANALYSIS

4.1 Institutions

Analysis of present situation of winery and winartem in the Czech Republic should
start with list of official covering institutionsnd short descriptions of their main

functions. Among most influential we count:

1. Svaz vinai Ceské republiky (Union of wine producers of the GzBepublic)
2. Vinarsky fondCeské Republiky (Wine Fund of Czech Republic)

3. Narodni vinaské centrum (National Wine Centrum)

From the legal point of view other institutions amties have are partially engaged in
formal winery activities — Central Institute for |grvising and Testing in Agriculture,
Czech Agriculture and Food Inspection Authority niiry of Agriculture of the Czech
Republic, etc. However these institutions are rasfbe for legal frames for wine
growing, quality control and agricultural tradehmt than for activities such as tourism.
For purposes of this master's thesis | would like describe functions and main

activities in field of wine tourism of above listéour institutions.

1. Union of Wine Producers of the Czech Republic

Established in Velké Bilovice in 1993 the Union’sssion is to defend interests of
Czech wine producers both in the Czech Republic abad. The Union also
collaborates on legislative process of “winery laafid related regulations of the
European Union. Members of the Union are physiaalities and corporations

undertaking in winery and small wine-growers.

2. Wine Fund of the Czech Republic

Wine Fund was established as a corporation situstelrno. The fund has many
functions among which belong above all marketingpsut activities, trade, legal
protection of brands and certifications of origin$fers information about winery and
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wine growing business, supports winery developnagrt encourages wine tourism of
the region.

3. National Wine Centrum

Institution with headquarters situated in Chateaaltive promotes the idea of
development of winery in the South Moravia regisrita main mission. The Centrum is
financed by European Union and Czech Ministry ofriégjture. Activities are as

following:

* Organizing of the competition Salon Vin (Wine Salpo

* running of permanent wine exposition with wine-tagin Chateau
Valtice,

* holding numbers of seminars and workshops for pudid
professionals,

« editing an expert literature,

* administrating of the national winery web site

www.wineofczechrepublic.¢z

e cooperation with Wine Fund of the Czech Republifietd of promotion

and support to Moravian and Bohemian Wines. [21]

Beside government ran institutions and legal bodiesre exist a group of non-profit
and non-governmental organizations. Their benefiigld of winery and above all to
wine tourism cannot be overseen. PARTNERSTVI fotiodais one of these
institutions. Consequent part introduces firstlgem® development in wine tourism in
South Moravia and then Open Cellar Festival asithim event supporting wine tourism

of the foundation.

4.2 Recent development in wine tourism

For the era of past ten years is typical expansiamumbers of events related to wine
tourism. The beginning of this time interval is abkh incomparable with present
situation. Rising character is most evident in tasi years, when the number of events
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almost doubled. This was mainly allowed by hugepsupof National Wine Centrum
and Wine Fund who invest most of its financial eses into marketing activities by
dislocating these sources among registered evertbeiregion. Inspiration for the idea
had been found in Austria, country typically coreecwith wine and festivals with
long tradition (the difference between Austria @zlech Republic is emphasized by
existence of free trade market in Austria au corgri@ decades of communist regime in

the Czechoslovakia that ruined any attempts faucall growth not only in viticulture).

Another element which positively affects wine teuomi is higher loyalty and
engagement of wine-growers. Many of them realired hot only sole wine growing is
enough in present business competition. They hauwenmore effort to marketing
activities as well — mainly larger producers, cogtions are able to actively participate
in wine region promotion. Smaller wine-growers dearning the right way via

cooperation with institutions such Wine Fund andidveal Wine Centrum.

As an example of events in wine tourism | list #ndkat take place in summer 2010.
The list includes wine expositions, competitionge cellars in particular wine
villages, wine harvest celebrations, and many sthbr total it sums more than 90
events held in region of South Moravia. The sedstifferences have been diminished
in past few years - more than 400 events relatedre has taken place during the year
2010 in South Moravia. [17]

How can a consumer distinguish between such amoointsvents? How can the
organizing institutions and collaborates effectyvebmpete among themselves? The
same question arose for PARTNERSTVI foundatiorhilast year when they decided
to bring up own concept of Open Cellars FestivalLEQR
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4.3 0pen Cellars Festival

4.3.1 Vision

As a key vision, Open Cellars Festival (OCF) fervisitors would like to “be a parade
and familiarization with specific wine region, itest wine-growers, their wines and
local genius loci.” This is seen to be achieveddsting wine in its natural and original
environment — in wine cellars. OCF should repregbet high peak of the season,
should be well known for its top quality with accpamying program, gently

completing festival’'s nature. The original ideaasoffer a unique experience for wine

experts and businessmen as well.

According to its management, OCF has direct ben&gditwine-growers:
* marketing opportunity
* taking part in prestige event (branding)

+« chance to attract new clients

In case of meeting all above mentioned advanta@€3: is almost certain to be

economically profitable event for both wine-growarsl the hosting region too.

For PARTNERSTVI foundation, OCF means a way of entethe wine business and
wine tourism market and corresponds with the fotindaphilosophy of balanced

cultural heritage protection.

4.3.2 Strategy

OCF would like to fulfill following strategic goals

1. high visitors satisfaction related to top qualigperience
2. wine-growers satisfaction with marketing and finahbenefits of the event
3. prestige and financial profit for the event organiz
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To reach mentioned goals, OCF has chosen the gytratedifferentiation — festival
should be the top event in the area of wine tourism

OCF should be based on three key pillars:

TOP

PRODUCT' 15p mMAGE

TOP
MARKETING

Among numbers of similar events annually takingcelan South Moravia region, OCF
can only be well distinguished when te@ductis seen athe besthat a customer can
buy. That means the wines, concept, events backdraught to be of the highest
quality as well as the accompanying program ne@dsmipress visitors with its
originality. Also the information about festivalisi idea, concept, and practical

instructions for both the visitors and wine-growkase to be of the highest quality too.

Top imageis related to promotional part of the event. Idesrto address sophisticated
(and also high demanding) clients, image of the pesduct of the “area” needs to be
supported by corresponding promotion. The aim ipresent OCF in such a way that
customer will see it as a top event of the sea8srthe whole concept of the festival
counts with a limited (or optimized) number of wss the media for the

communication should be selected carefully.

Top marketingaimed on addressing “top clients” — an endeavouwréate a model of
target marketing has to be realized. This requalesve all precisely stated category of
“an ideal client”, i.e. target customer. Then a rewnmunication campaign should to
be designed, as the present is not enough effeétivihis place | would like to refer to
Kotler's frame and Horner and Swarbrooke’s listgofestions defining an effective
communication campaign (Chapter 3.8). Again OCFanagement has to revise

answers for following questions:
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0 Who is the target customer?

> Sophisticated, loyal and credible “wine lovers” wéa@ keen to explore wine in
its places of origin = wine cellars and thus wiito travel for a weekend to such places
(South Moravia).

> Wine experts and businessmen who see the festvaluaique chance to extend
their knowledge of the market and opportunity tprapch wine-growers, establish new

business partnerships, etc.

0 What is the aim of the communication?

> The aim is to address target customers, who bedoyaé clients of the festival,
to optimize and stabilize their number for each Q@pproximately 2000 visitors per

one festival).

0 What is the main message that is communicated?

> “There is a unique event offering top Moravian vana places of their birth
with rich cultural and gastronomic experience thatue wine lover can not miss!”
> “There is an event offering a unique chance toetasp Moravian wines in

places of their origin and meet people who madmthe

Once the basic requirements are fulfilled consegstps will follow — the budget has
to be approved, communication media and the comgation mix chosen, the
communication implemented and managed and finalgluate. The proposal part of
this master’s thesis will attempt to design anafie solution for all above mentioned

steps.
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4.3.3 SWOT analysis

SWOT ANALYSIS — OPEN CELLARS FESTIVAL

Strengths

+ Foundation’s experience in wine tourism (Greenwdjaravian Wine Tralils)
+ Wine Fund support

+ Good quality services

+ Solvent, sophisticated and enthusiastic clients

+ V.l.P.s’ patronage

Weaknesses

- Insufficient information flow towards wine-grovser

- Too specific and demanding requirements for witlages

- Low attractiveness for experts and wine businessm

- Ambiguous target marketing

- Low effectiveness of current communication mix

Opportunities

S Increasing demand for quality wine and growing nantf “wine lovers”
S “Genius loci” of hosting locations (folklore, trididn)

S Attracting wine experts and businessmen by “addxtga value”

N Long-term cooperation with wine-growers via markgtsupport

S Consolidation of services

Threats

&  Growing number of similar events in the region

& Outflow of wine-growers and clients due to wrongra@ccurate communication
& Contracts infringement by wine-growers

& Client insufficient loyalty

& Financial risks

36



According to SWOT analysiOpen Cellar Festival can build on several stronigtpc
The first is relatively long experience in organgiother events concerning winery. |
years PARTNERSTRVI foundation contributes to thgioe of South Moravia witl
projects as Greenways and Moravian Wine Paths. dheyocused on “wine on bik
tourism”. Greenways developed a network of cycling pathesscthe whole Czec
Republic. Inthe region of South Moravia Greenways are formed200 km long
Moravian Wine Paths eruising the landscape of wine yamisd cooperating with 2€

wine villages.

Support from the side of Czech Wine Fund can notumaerestimated. Above all
means to OCF remarkable financial source. C 1 shows development of the Funt
support for all the OCFs that already took pl The graph compares Func
contribution to otal costs (second part of financing is own incorfiem the even—
generalized mainly by tickets sa

Graph 1 Czech Wine Fund Support for Open Cellars Festivi

1400 000 -

1200 000 -

1000 000 -

800 000 - .
B Wine Fund's Support

600 000 - M Total Costs

400000 -

200 000 -

0 1 1 1 I
spring 09 summer 09 autumn 09 spring 10

Source: Nadace PARTNERSTVI

Another support is of non financial natl— it is a patronage of V.I.P.s. and specic

media among whom are for instance professor Vilémuk (Czech be-known and
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successful viticulture expert). Patronage of suetsgnality gives to OCF glance of real
top event of the season and therefore contribotpsamotion of OCF.

Among weaknesses of OCF can be count insufficiefdrination offered to wine-
growers and hosting villages. Often they do notemstind the importance and benefits
of OCF for them. Further weak point is OCF's ambigs target marketing. This
problem was present for first three festivals. Tienagement could not agree on exact
image of “ideal client” and the definition of suclent. However during the last festival
in spring 2010 executing managers realized a surveyder to identify present clients.
The results show that 2/3 of visitors are over 8aryg old, coming from farther parts of
the Czech Republic, which eventually correspondth whe festival's vision. OCF
marketing and communication should be now revisettailored to attract such clients,
which should diminish another weak point — not agioueffective promotional
campaign.

Using “genus loci” of hosting places can be a soojmgortunity for the OCF. Attracting
clients who come to the South Moravia region carffidsditate by offering “something
more”. Hosting places have always long traditiariklbre characteristic, thus can be
nice places to visit not only for purposes of witaeirism. Developing long term
partnerships with wine-growers means increase linhiéty. For wine-growers long
term cooperation represents a good marketing ch&®C€&’s management should find
the way how to present the festival to wine-bussnesn and expert as a prospective
opportunity for establishing suppliers’ relationshi And finally by consolidation of
services OCF can contribute to region’s economyamd feed back to OCF itself (for

example relating OCF to hospitality sector of tegion).

A thereat is above all growing number of similaeets. The list of those which have
taken place in 2010 sums over 400 in South Moraggon. [17] Insufficient and
ineffective promotion can cause in loss of loyakmis. During last festivals, the
management had to face to several problems comceroooperation with wine-
growers. They deliberately infringed the contradhich OCF subscribe with all
participants. This had negative effect on the whimlage of the event and therefore is

dangerous for event’s existence.
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434 Promotion and communication mix

Spring 2009
Location: Modré Hory (Btetice, Kobyli, Velké Pavlovice, Vrbice)
Date: 21.-22.3.2009 (Saturday+Sunday)

Wine cellars participating: 45
Accompanying program: concerts, movie broadcasthegatre, gourmet tasting

Promotional materials:

A) Promotional materials distributed before thergve

. information leaflets basic information about the event
80,000 pieces, business card proportion

distributed during touristic fairs in Brno and Puag
VINEX?, in wine specialist shops in Brno and Prague,

local wine exhibitions, etc.

A4 leaflets basic information
300 pieces displayed in vehicles owned by City joubl

transport Brno

. A3 posters with detailed program information
10 pieces in Brno, 100 pieces in the region of Bout

Moravia

B) Promotional materials serving as sources ofrmédion during the event

. festival guide books complete information about the event, wine grayére
region
2,000 pieces distributed in the hosting place dutire

event

. visitor’s packet included a bag, a tasting glass, a guide bogigs2cards,
partners’ promotional material and an entry stoa¢elet)

. POS equipment included apron for wine growers, presentationrdeand
stands
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C) Communication mix

. website www.otevrenesklepy.cz official web site of the event
provides information for participants and visitgabout

the region, event, program, transport, accommondatio
FAQ, news; about organizers and president of the
Festival)

. adverts local press advertising (small size) in parBoMoravia
and Prague
gourmet magazine (issued as a section of a national

newspaper)

. partner websites  form of banners — outstand hostings on Seznar@zech
Radio Brno
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Summer 2009

Location: Podluzi (Kostice, Mikgice, Moravska Nova Ves, &#4anky, Tvrdonice,
Novy Poddorov)

Date: 20.-21.6.2009 (Saturday+Sunday)

Wine cellars participating: 44

Accompanying program: concerts, gourmet eveningmé&m&Wine

Promotional materials:

A) Promotional materials distributed before thergve

. information leaflets basic information about the event
80,000 pieces, business card proportion

distributed in wine specialist shops in Brno amddgae,
local wine exhibitions (Mikulov, Litor&ice), local wine

tastings, etc.

A4 leaflets basic information
300 pieces in wine specialist shops

. A3 posters with detailed program information
10 pieces in Brno, 100 pieces in the region of Bout

Moravia
B) Promotional materials serving as sources ofrmédion during the event

. festival guide books complete information about the event, wine grayére
region
800 pieces distributed in the hosting place dutimegevent

. visitor's packet included a bag, a tasting glass, a guide bogigs2cards,
partners’ promotional material and an entry stoa¢elet)

. POS equipment included apron for wine growers, presentationrdeand
stands

C) Communication mix

. website www.otevrenesklepy.cz official web site of the event
provides information for participants and visitors

direct link to on-line ticket saleMwvw.ticketstream.cr

. adverts local press advertising (small size) in parBoMoravia
and Prague

. partner websites ~ form of banners — outstand hostings on Seznarfiesky
Radio Brno
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Autumn 2009

Location: Mikulovsko (Mikulov, Bavory, Perna)

Date: 17.-18.10.2009 (Saturday+Sunday)

Wine cellars participating: 16

Accompanying program: concerts, gourmet eveningmé&mWine

Promotional materials:

A) Promotional materials distributed before thergve

. information leaflets basic information about the event
80,000 pieces, business card proportion

distributed in wine specialist shops in Brno amddgae,
local wine exhibitions, local wine tastings, by tpapating

wine growers,etc.

. A4 leaflets basic information
300 pieces in wine specialist shops and ticketitigr
network

. A3 posters with detailed program information

10 pieces in Brno, 100 pieces in the region of Bout

Moravia

B) Promotional materials serving as sources ofrmédion during the event

. festival guide books complete information about the event, wine grayére
region
950 pieces distributed in the hosting place dutimegevent

. visitor’s packet included a bag, a tasting glass, a guide bopksécard,
partners’ promotional material and an entry stoga¢elet)

. POS equipment included apron for wine growers, presentationrdeand
stands

C) Communication mix

. website www.otevrenesklepy.cz official web site of the event
provides information for participants and visitors

direct link to on-line ticket sale (www.ticketstraacz)

. adverts local press advertising (small size) in parBoMoravia
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and Prague

partner websites  form of banners — outstand hostings on Seznam.cz,
Czech Radio Brno

Wine Fund CampaigkOS as a part of advertised events in a supporting
campaign for Moravian Winery

web presentatian  www.wineofczechrepublic.cz
official website of National Wine Centre

press conference in Czech Tourism Centre (Prague); cooperatioh vatvn
of Mikulov and National Wine Centre
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Spring 2010

Location: Znojemsko (Dobsice, Hnanice, Novy SaldSgtov)

Date: 17.-18.4.2010 (Saturday+Sunday)

Wine cellars participating: 30

Accompanying program: concerts, gourmet eveningmé&&Wine, sight seeing
Promotional materials:

A) Promotional materials distributed before therdgve

. information leaflets basic information about the event
15,000 pieces, business card proportion

distributed during touristic fairs in Brno and Head
Kralové, in wine specialist shops in Brno and Peagu
local wine exhibitions, local wine tastings, by p@pating
wine growers,etc.

. A4 leaflets basic information
100 pieces displayed in vehicles owned by City jgubl

transport Znojmo

. A3 posters with detailed program information
350 pieces in ticket distributor network, spectaine

shops,etc.

B) Promotional materials serving as sources ofrmédion during the event

. festival guide books complete information about the event, wine grayére
region
1200 pieces distributed in the hosting place dutieg

event

. visitor’s packet included a bag, a tasting glass, a guide bopksécard,
partners’ promotional material and an entry stoga¢elet)

. POS equipment included apron for wine growers, presentationrdeand
stands
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C) Communication mix

. website www.otevrenesklepy.cz official web site of the event
provides information for participants and visitors

direct link to on-line ticket sale (www.ticketstraacz)

. advertising Radio broadcasting (regional and national)
Press advertising (local, national — lifestyle nages and
newspapers)

. PR releases in two waves (specialist magazines and websites)

. gift vouchers 250 pieces for strategic partners

. press conference in Prague

4.3.4.1 Comments on Promotion and Communication of theteven

Analysing particular campaigns would show significdevelopment mainly during the
last OCF. The promotion of first two festivals prisg and summer 2009 suffered from
insufficient financial sources invested into themgaign. Communication via the
partner media was determined as barter tradessattkhanks to personal relationships
of festival's management. Press and radio advegtiappeared in most cases in local
media in South Moravia. Medial support was alséooél nature, with the exception of
the most popular Czech Internet searcher Seznamhezfinal attendance of the first
Open Cellars Festival was about 300 visitors ar@lidGummer (optimized number for
the first festival was estimated on 1,000 payirgjters). Those low numbers could not

secure return of investments and therefore theféssival ended up in a loss.
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Table 2

Open Cellars Festival in Figures

Spring 09 Summer 09 Autumn 09 Spring 10

Incomes 270 829 396 552 836325 694 846
Wine Fund Support 714 285 420 168 336 134 250000
Press advertisement 18424 118 995 127 898 64 665
Video Spots 49 413 0 0 0
Radio advertisement 8236 5 000 5999 2000
The Internet 50 659 0 216 713 0
Website 52380 30220 16 208 16 668
PR 0 0 0 11832
Outdoor ads 17 600 0 0 0
Total Campaign Costs 196 712 154 215 366 818 95 165
Total Costs 1335878 721 692 895162 787 378
Profit/Loss -350 764 95 028 277 297 157 468

Source: Nadace PARTNERSTVI

Promotion of the Open Cellar Festival held in autu@@09 slightly differed, thanks to
two factors: a new form of support of the Wine Fuaral National Wine Centre with
the eting

www.wineofczechrepublic.¢zand intensifying PR activities (press releases jaress

opportunity to join long term national wide campaign

conference in Prague). The attendance rose to/@epaying visitors.

Spring festival in 2010 outstands at most. Inteaha@nges in festival’s management and
promotion were seen. Typical is slight professiaadion of the communication. The
campaign was divided into two halves — the firstktplace in autumn 2009 and had to
communicate special Christmas offer — half prickdts to the spring OCF. The second
wave proceeded in March/April 2010 communicating eipcoming date of the festival.
Both waves had both local and national charactee. Open Cellar Festival appeared as
a topic during a morning show broadcasted on CZeslhvision. National character
increased when the festival had been mentioneddi rational media (and 42x in
local). The following table presents results of lmedonitoring.
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Table 3 Media monitoring of the Open Cellars Festial in spring 2010

Number of
Medium outputs %

TV 3 4,55
The Internet 8 12,12
National newspapers 1 1,52
Local Newspapers 24 36,36
Radio broadcasting 5 7,58
Weekly magazines 14 21,21
Monthly magazines 11 16,67
> 66 100,00

Source: NEWTON IT 2010

The visitors’ rate reached 1000 paying clients. gkdag to visitors’ questionnaire
collected after the festival 64% clients came fidohemia, 10% from abroad and 26%
from Moravia. 40% of responding clients had learrsmbut the festival from the
Internet, 7% from the television and 53% receiveda@ammendation from their friends
and relatives. This uncovers that Open Cellar Falstias been recognized in public
thanks to world-of-mouth marketing, respectively itnintentional form. Such facts
confirm the importance and need of appropriate camaation with loyal customers as
a mean to establish “an ideal portfolio of clientsfrresponding with the festival's

vision.

4.4 Problems in present form of marketing communication

To sum up difficulties and insufficiencies of thenemunication can be divided up to 3
categories:

1) Problems concerning target customers

As a main and most obvious problem after an armlybithe campaign and interviews
with festival’'s management arose a poor definitaina target customer. This was
significant in the beginning — during first thressfivals. This statement is supported by

chaotic and inefficient communication. However afipring festival 2010, the picture
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of an ideal client seems to gather more concrettufes — so called wine lovers from
farther parts of Czech Republic and from Slovakee(again chapt8t4.3 Strategy

a) Localisation of the campaign

All four campaigns took place mainly in the Regioh South Moravia - leaflets
distribution in wine villages, display of leaflets Brno public transport vehicles or
lately in Znojmo can not address clients from Bolzear Slovakia. They were. Also to
place promotional materials to the network of ticiistributor hardly finds a respond.
A person (prosper customer) is usually determiodolty the ticket, so he or she knows

already about the event and there is literally mgtho be communicated to him/her.

b) Improper choice of some media

This problem is again related to wrong localisatidise of local media is not as
effective as national; however local media can lemeficial in Prague or other
Bohemian towns. For example in spring 2009 the meament spent 9,000 CZK on
advertisement in local cultural magazine in Hékdv Brod that is aimed on young
people in the region of Vygma. Here is important to remind lack of investedaurces
into the campaign as a whole. Last festival haswshgtep forward to lifestyle

magazines which is a good direction to follow.

C) Missed opportunities

There are several chances that have high potenti@hn relatively cheap mean of
communication and had not been taken. Here canobsetdarge wine events, such
international competitions and exhibitions helddmech Republic (VINEX, Wine &

Distillates, etc.). Present attempts can be mutbnebed; there is a lack of elements of

event marketing, promotion in such places.

Another opportunity lays in closer cooperation wéhecialist wine shops — some of

them have rich e-mail databases of customers, so m@&sent an enormous
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communication channel. The collection of contastsat well organised neither. Clients
are not motivated for example to take newslettéhe structure of them is not
elaborated and planned in time. From electronicnokE is still ignored Facebook.
However there was created a fan page called “Womers of Moravian Wines” — this

seems to have a poor connection with the festiVakre is not a clear message

communicated.

2) The Internet problem

Official website has gone trough a developmentesite creation in January 2009. The
first version was totally unsatisfactory — obsojetet according to standards of friendly
web design, confusing, of boring structure with toach text. Following upgrade of the
website brought simplification, but still were mabdern and user friendly enough.

Last change came during past months. The website re@onstructed properly and
more less corresponds with modern conception of akesingn.

To my opinion, the final version of the web siteosld have come earlier, because
foregoing variants might have discourage potertigdtomers who had problems to
even find important information about prices, dadesletails about the festival. This
must have been even worse, as in the beginningfii@al website was the only

communication channel.

3) Other problems

This edging category includes for instance wrongicept of some promotional
materials — mainly small informational leaflets ttheere confusing as they informed
about all the Open Cellar Festivals in plan andemeot dedicated to each Festival
separately.

Also there has not been created own media datdbasiee Festival. The management
uses a common database for the entire PARTNERS®Mdation, which contents

49



media that are on one hand of inappropriate natanceon the other hand miss media

suitable to concept of the Festival.

To find a solution to above problems is an aim ofsequent part of this thesis —

Proposal of new communication mix that will corresg to Festivals target clients.
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5 PROPOSALS

The proposal part of this master thesis attemptsdimnensions — a revision of target
group of customers which will be definitely iderdd and sole proposal of
communication mix for next Open Cellars Festivay Mcommendations are based on
results of own surveys gained during author’'s mghip in years 2006-2010 in wine
specialist shop in Brno. Further secondary dateevedétained from research taken by
PARTNERSTVI foundation (visitors’ questionnaire), AMRA corp., Cesky rozhlas,
Sommelier magazine and Facebook (references appierbrding to relevant

standards).

5.1 Target customers

Not only according to Kotler [10] knowing the custer is a vital factor in designing

effective communication mix. Pro customer appropleites a client into the centre of
all courses of events. Therefore the proposalggain and for the last time defines the
ideal customer or target client for the Open CslRestival. He/she is the receiver of in
the process of the communication, thus the messagenunicated and the channels
used have to be tailored to this customer, wittpeet to expected results of the

communication.

In the analytical part of the thesis such ideal t@wer is characterized as a
sophisticated, loyal and credible “wine lover”. Howver this represents a description
offered by the OCF management. The managementtdegscthe customer according
to feedback to a questionnaire obtained during @GF in spring 2010. Only two

dimensions were examined in the questionnaire:atlpe and place of residence of

visitors. Results are shown in two following graphs
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Graph 2 Customers- Gender and Age

m Men over over 30 years
® Women over 30 years
» Men under 30 years

® Woman under 30 years

Source: Nadace PARTNERST

Graph3 Custamers— Place of Residence

m Abroad
m South Moravia
m Other Parts of Moravia

® Bohemia

Source: Nadace PARTNERSTVI

From the graphs we can celarly see, that 64% dbvsswere over 30 years old, 64%
them came from Bohemia. Womslighlty (56%) exceeded meHowever to identify




target customer, and more importantly to confirnetkler the communication campaign

addresses them should be propriate to add moreisgrguestions.

For that reason new reasearch wasimplemented. ith@fathe research was to more
precisely define a ,wine lover®, i.e. a prospectisitor of Open Cellars Festival. The
research took place in spring 2010 in one of tlstrpopular wine specialst shop that
aims on interconnecting wine with art and orgammay events of the nature simmilar
to OCF. Therefore can be assumed that the typiestiomer of the shop might bear
almost the same characteristics. This questionnzare be found in Appendix 8.
Consisting of 8 questions it gives more acuratéupgcof typical customer of the wine

shop and thus also a “wine lover” can be easiljifidd.

A typical customer:

. a man or a woman
. age 31 — 63 years

. higher education (academic)

. works as a administrative worker or self-

employed, entrepreneuring

. family monthly net income more than
21,000 CzK

. usually buys wine once per 2 weeks or
once a week

. buys wine in a wine specialis shop

. has own experience with wine tourism

Together with the answers collected at OCF in gp#010, a wine lover (target OCF
customer) fulfils one more criteria — place of desice. Almost 2/3 visitors came from

Bohemia.

The image of an ideal customer of Open Cellar Festl is now complete.
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5.2 Communication mix proposal

Suggested communication mix would be composed lwfategories as following:

. electronic media

. customer databases - newsletters
. medial partnerships

. printed media

. Facebook

. sales promotion

Eventually the proposal would contain brief costsergiew. Some parts of
communication mix used for terminated festivals idooe preserved; some would be
replaced with more appropriate tools — always ispeet to a determined target
customer. The budget dedicated to Open Cellar vedsth autumn 2010 was set at
200,000 CZK, divided into 80,000 CZK for promotibransumption, i.e. promotional
materials like informational leaflets, etc. Anoth&20,000 are intended for the

marketing campaign itself.

5.2.1 Electronic Media

Advertising via electronic media can be a cheamgsion to printed media, which is
documented by the example of Czech most frequerdglg national newspap&tF

Dnes.Printed version has around 1,000,000 regular reatel offers news service both
from the Czech Republic and abroad. The paperilg sued with several sections

such as Finance, Travelling, Sport, etc.

Prices of commercial advertising differ accordirg the position the adverts are
displayed within the newspaper and the type of alleertisement. For instance an

advert occupying 1/8 of the printed page costs@pprately 65,000 CZK per day.

' http://data.idnes.cz/soubory/mafra_all/A100524 TZENIK_MFD_LN_2010.PDF
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Electronic version of MF DnesDnes.czreaches 3,400,000 visitors per month and the

opportunities for advertising are significantly wrdthan in a printed newspaper. This

mainly counts for formats of the e-adverts. Witle thider choice, the price can be

optimised and especially for the purposes and @daitity of OCF is more suitable.

5.2.1.1 iDnes.cz — Travelling section

? The readers:

4 331,000 visitors weekly

v 92% Czech users

v 58% men x 42% women

v 51% in age under 39 years

4 26% academicaly educated, 45% secondary schdolseftool leaving exam

4 37% monthly net income more than 30,000 CZK

v 55% self-emloyed, entrepreneuring, administratieekers or top manageres
and experts

? Attitude towards electronical advertising

4 more than % addressed visitors pays attentioretirehic advertisements

4 28% of addressed visitors clics on banners in ad&Farn more about the offer

v 71% admits they took concrete steps based on teeaation with an electonic
advertisment

4 51% visited advertised website

4 24% bought directly the product or service vialtiternet

v 25% bought the product/service later [13]

Suggestion:

Commercial area “Super” 300x60 dpi (max 20kB) for Zzonsequentional weeks.
Cost per week: 25,500 CZK.
Visualisation in Appendix 9.
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5.2.1.2 Dama.cz — electonical lifestyle magazine

One of the pillars of each Open Cellars Festivalaispecial programme called
“Women&Wine”. As the name prompts the programmeasdicated to a feminine side
of winery. It usually offers insight into conneatidoetween women and wine via art
expositions, women wine growers, etc. The idea thao addrres female visitors of the

festival.

Dama.cz is lifestyle e-magazine with almost 17,000 visier mlay.The website is
aimed on active women and is one of the most popuédsites of such type in the
Czech Republic.

Suggestion:
PR article displayed at homepage and in a section.
Price: 30,000 CZK per week

5.2.1.3 Anticipated benefits — Electronic Media

According to case study by Daniel Mlynh&ales and marketing director\&feb Design
Factory online advertising (banners) is still very effgetiway of promotion: almost
60% of Internet users consider online advertismdpé a good source of information
moreover 80% of them click on banners. In the thiiced cases, the access day rates of

the promoted websites grew rapidly thanks to banfieking). [16]

PR releases inform the public (prospective custejnef news related to the event.
Online releases dama.czwould have similar effect as the bannersCates.cz i.e.
increase of visits of events official websievw.otevrenesklepy.cPR online also
allows to directly monitor the effect of the cangaiand can serve as mean for

collecting customers feedback. [17]

! Source: NetMonitor online: http://online.netmomita/
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52.2 Newsletters

A newsletter is a form of communication — a regyldistributed publication aimed on
one key topic and selected audience [2]. For tmpgees of Open Cellars Festival

| suggest setting up cooperation with wine spestiadhops in larger towns — Brno,
Prague, Pardubice and Rize

The chosen chops have to fulfil several criteritheir customers should correspond
with the target customers of the festival (see tdrap.1), the shops should posses own

customer databases with e-mail addresses.

Such wine shops are for instance:  Wines Home [eragu
U zlaté koruny Prague
Vinn4 Galerie Brno
Vinograf Prague
Kamelot Pardubice
Le Bouchon Plze

Suggestion:

The idea is to use the potential of databases ofetwine shops in terms of barter
exchange. Chosen shops would publish two issues akwsletter bringing
information about Open Cellars Festival. The first would have a form of
informational leaflet (can be identical to used modl of printed leaflets) —
describing the event, with precise dates, locationplaces of ticket sales, etc.

The second newsletter would be part of shops’ regai issues and can have a form

of a banner.

Costs depending on mutual arrangement between OCF neamag and the particular

wine shop. Barter trade would offer free-entrancleets (e.g. 5 per partner shop).
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5.2.2.1 Anticipated benefits - newsletters:

An example of already applied newsletter is issbgdVinna Galerie Brno. Their
customer database contains about 2,000 e-mail ssklreThe newsletter is being sent
weekly usually informing of events taking place time wine shop (regular wine-
tastings) or events held by partner organisatidhat means 2,000 wine lovers (target
customers) are addressed by one newsletter. Respohsustomers are positive and in

the long term perspective document for the grovimbgrest in such events.

5.2.3 Medial partnerships

In the past, Open Cellars Festival succeeded mbksiing partnership with various
media, for instanc€esky rozhlas Brno, Brno Business, Travel Profi,réez.cz, etc.

Named partners are mainly focused on the regidooath Moravia, the cooperation has
had characteristic similar to barter trading. Roe purposes of the upcoming festival

new partners should be found, especially thoseabipgrin Bohemia.

Suggestion:

. Cesky Rozhlas Praha

This national radio broadcaster is one of thematitio stations of esky rozhlas. It
brings home and foreign press service, informaéibaut cultural events, hobbies and

free time activities. Listeners group comprisesvitele family.

. Cesky Rozhlas Vitava

Another offset ofCesky rozhlas that can be tuned in the entire CRagublic aimed on
classical music and jazz with daily cultural seevi¥ltava also issues quarterly printed
cultural magazine with a large events overview.dégteners are people over 45

years and of higher education.
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. Radio Blanik

Radio Blanik operates on the Czech air since 19®wadays it is a regional

broadcaster having almost 1,000,000 listeners makvwand thus is the most listened
regional radio in the Czech Republic. For OCF aresent a valuable medial partner
especially in Prague, middle Bohemia, east and \Be$temia, around large towns

(Plzen, Pardubice, and Karlovy Vary).

. Metropolis

Metropolis is a free distributed cultural serviceagazine issued every two weeks in
Brno, mainly informing about events taking placeBimo and south Moravia. This year
the magazine became one of medial partners fomgettive event taking place in

September in Velké Pavlovice — annual wine hargektbrations. Addressed audience

comprise of people under age of 35 years.

5.2.3.1 Anticipated benefits — medial partnerships:

Besides listed prospective partners the existimgnpeship should be maintain. Medial
cooperation usually means a relatively cheap wayromotion with mutual advantage.
Suggested media more correspond with target latafithe campaign.

5.2.4 Printed Media

Traditional printed media have their readers anenew the age of the Internet and
digitalisation still plays a remarkable role in k@ting communication. Two categories
can be distinguished: newspaper and magazine.eltathily of magazines are counted
lifestyle magazines, expert periodic, cultural nmges, hobby magazines, etc.
Magazines dedicated to winery have in the CzechuBlapits tradition, among the best

known belong Vino&Styl, Vino Revue, Sommelier, Datar.
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Suggestion

Y, page advertisement in Sommelier magazine + PR eglse

As a representative of printed media | ch@senmelietagazine. The special feature
of this magazine is that it is dedicated to wineels from the one side of the journal
and to expert public on the second side (the magaa de facto divided into two
converse halves). The expert part is calRedvue for hotel and restauranThe
magazine in cooperation with Czech sommelier aatioai informs about wine
competitions, exhibitions and other events. Thedeea recruit from professional
sommeliers, F&B managers of hotels and restauraosgnessmen, wine producers and

wine lovers.

Price: 10,000 CZK per issde

5.2.4.1 Anticipated benefits — printed media

Referring to the magazines nature it can shapergpeetive communication channel
with expert public. OCF target customers would daleiressed — one magazine is
usually read by 7 readers. Also the brand nanmbeofestival can be strengthen as the
magazine has a long tradition of 20 years at thecBzmarket and is positively

welcomed by experts.

'The magazine also offers a possibility to publigtRarelease. The price of the advertisement is then
50% of the standard price plus a charge for thedPaise set individually.
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5.25 Facebook

This modern phenomenon was already introduced én Ghapter 3.6New Media.
Management of Open Cellars Festival has establishgbup (again see the Chapter
3.6) called “Lovers of Moravian Wines”. Informatia this web page has been updated
11" May and lately on 1®July. The group has 1,440 members and charactetissf

as a party of proud lovers of Moravian wines anteieined to inform about news in

wine region of Morava.
Suggestion:

Weather rebuild existing group or create a new émgortant steps that should be

taken:
4 Rename the group to “Open Cellars Festival”.
4 Update the page more often.

v Create a concept of news publishing — set frequematyire and relevance to the
festival.

4 Publish information about Moravian winery generally

(\

Publish photos from the past festivals; publiskewsl (posted on YouTube).
v As a feedback statistically analyse group membdrew many of them can be

characterised as wine lovers?

5.2.5.1 Anticipated benefits — Facebook

Facebook is one of the fastest growing tools foalvmarketing (tell-a-friend). By

establishing a group designed exclusively for O@eflars Festival and related topics
group members will be always informed about any atpsl of the page. New
information will be displayed on their personal lsand can be immediately read by

the members and shared with their contacts. Alfree.
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52.6 Sales Promotion

Every year in the whole Czech Republic, many eveotsected to wine tourism and
free time activities are held. Among the most @rtding and interesting for marketing
communications are fairs and exhibitions. For ins¢gain Brno, which counts for the
“Town of fairs” every spring takes place “Go andgia tour”, fairs of tourism. In the
last year the fair was attended by almost 34,08@@ors and 453 journalists. Region tour
offers information about touristic possibilities jparticular regions of the Czech
Republic. Many exhibitors appreciate the increasmerest of public who no more rely
on information from media but want to meet peomhibd and enjoy the atmosphere of
the fair accompanied by special programs. Furthies tan be found also in Prague and

Hradec Kralové.

Another group of events are wine exhibitions anthgetitions shield by Wine Fund
and National Wine Centre. Such events are very lpoaimd have a long tradition, here
have to be mentionedrand Prix VinexBrno), Valtické vinné trhyWine fairs Valtice),
Vino&Destilaty (Prague — Wine & Distillates) and/inaské Litondrice (Wine
Litométice). Most of named events take place since 1991hane attracted thousands

of wine enthusiasts and expert public.

Suggestion:

Sales promotion at chosen events — Grand Prix VinexRegion Tour, Wine &
Distillates and Wine Litomérice.

The concept:

The first step is to hire 2 part time workers —aalyg man and a young woman. They
will be dressed in traditional South Moravian Costéuand will hand out informational
leaflets (A5 format) about upcoming Open Cellarstival. They will be able to

respond to basic potential questions from the mcge customers.

Costs: Part time workers can be found via managements owrative (family
members, friends, subordinates, etc.) or via pels@gencies (average price per

package of 20 part time jobs adverts varies bet\8egd0- 4,500 CZK per year).
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Average net wage for part time workers in serviteaflets distribution) varies between
70 to 90 CZK per hour. 15% have to be added to rcoxame taxation. The most
favourable legal form is an agreement on work perémce; the employer is not

obliged to levy any social benefits nor health nasice.

5.2.6.1 Anticipated benefits — sales promotion

The chosen events welcome very similar target custe as Open Cellars Festival.
Proposed form of sales promotion is cost saving iwagomparison to direct rental and
exhibiting the fair facilities. Visitors’ attentionf chosen events might be attracted by
traditional costumes; the visage itself would bard for the character of Open Cellars
Festival and would be relevant to its main visi®ent for traditional costumes in

usually around 1,600 per two pairs per weekend.

5.3 Media plan

Table 4 Media plan for Open Cellars Festival Autumn2010

Media/Time frame | 1.-7.10. ‘ 8.-15.10. |16.-18.10.‘ 19.-23.10. | 24.-31.10 | 1.-7.10. 8.-13.10
iDnes Travelling
Dama.cz

Newsletters
Sommelier

Facebook

This media plan corresponds to the proposals « tihesis; however there are not
included outputs in other — partner (barter) medig,the partnerships for autumn

festival have not been all established until today.

With respect to narrow budget for marketing, thediaeolan was designed to most
appropriate time frame. Banner advertisement atélliag.idnes.cz would appear twice
during the campaign. For the first time almost oranth ahead and second time a week
ahead with reminding function (message communigatiihere is the festival you

have already heard about coming very soon, do med iti”) The same nature would
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have second wave of newsletters sent by wine shwpsn the first would stand for
“fresh news” communication concept. Sommelier magais issued six times per year.
| suggest publishing PR release and advertisemenssue 5/2010. Deadline for
reservations is 26.9.2010. One week would last eggnpat Dama.cz as well. The only
proposed communication that should last for thereeritme of the campaign is on
Facebook, moreover once the group is establisketifé” is eternal.

5.4 Cost s of the campaign

Table 5 Costs of the campaign

The Internet

iDnes.cz 51000
Dama.cz 30000
Newsletters 0
Facebook 0
Partial Costs 81000
Printed Media
Sommelier Magazine 10000
Partial Costs 10000
Sales Promotion
Wages 9600
Taxes 1440
Promotional Materials 4400
Costumes Rent 6400
Partial Costs 21840
Total Campaign Costs 112840

Budget determined for marketing as a whole is 8&08,000 CZK, of which at most
120,000 can be used for the campaign. Proposed woomation mix costs reached

112,840 CZK. However some more comments need tmbe;

1. The cost of advertising in Sommelier magazine isnted in the table for %4 of
the page. Recommended would be to link the advéht RR release on one

page. Cost is then set individually and usuallyfiered a half price discount.
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Costs for newsletter campaign is 0, but it havbd@ointed out that the real cost
is the price of free-entrance tickets for the partwine shops (4 tickets per shop
of 4 shops in total).
Also the cost of Facebook campaign is 0, doesntide wage of webmaster or
page administrator.
Sales promotion - costs of wages were count agageerage per hour in relevant
areas and in the region (80 CZK). They were mugtgptwice (2 workers) and 6x
(six hours per day of promotion) and 8x (4 weekewents):

80 x2x6x8=9,600CzK

Tax rate for contract of services is 15%
Promotional materials:
A5 leaflets — 115g/cthcoated paper, CMYK 4/0, 2,000 pieces cost 4,408 CZ
(BRKO,s.r.0., Tianka 17, 627 00 Brno).
The leaflets would be covered from the budget datermined for promotional
material (80,000 CZK)
Traditional costumes rent: 1,600 CZK per two costsrmper weekend multiplied
by 4 (4 events).

1,600 x 4 = 6,400

(Michaela Moudra www.kroje.kvalitne.cy
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6 CONCLUSION

The meaning of marketing communication lays in @ffe contact with target

customers. Communication mix is then a compilatbmll used communication tools
during the campaign. The aim of this diploma thegs to design such communication
mix that will benefit for increase of people visgi an event in wine tourism —

specifically Open Cellars Festival.

While analysing present situation several problemese uncovered — of which two
were most outstanding: inexplicitly chosen targetug of customers (ideal visitor) and
inappropriateness of some already used communictias. In the proposal part of the
thesis was attempted to define an ideal customeedban questionnaire survey
outcomes obtained in spring 2010.

Then with the respect to set target group a newnoonication campaign was designed.
It included The Internet as the most influentialdmen of those days, printed media,
and sales promotion. Budget of 120,000 CZK playedla of limiting factor. Final
proposal reached nearly 113,000 CZK. Another pitti® marketing sub-budget would
be dedicated to other expenditures, mainly reladadaintaining official website of the
festival www.otevrenesklepy.cZ'he website is thanks to the nature of proposed
campaign is expected to be more often visited mggeEct customers and it is highly
recommended to be fully functional, include all tiedevant information and be user

friendly.

In the end | would like to point out that customdegdback should be a driving force
for any other future updates and innovations. ihishe best concern of Open Cellars
Festival's management to truly and regularly caligsitors’ comments and to learn

feelings the festival evokes in them.
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