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ABSTRACT 
This thesis deals with formulation of a marketing strategy’s proposal for a travel 

agency. Due to specific recommendations of the forms of promotion the marketing 

strategy is expected to become more successful, brings higher profits for the owner and 

gain new customers. Suggestions regarding the marketing strategy are based on a 

questionnaire survey, the subsequent evaluation of the results and findings the most 

suitable proposals to allow more efficient marketing communication that may lead to an 

increase in the number of clients.  

 

 

ABSTRAKT 

Tahle práce se zabývá sestavením návrhu marketingové strategie pro cestovní kancelář. 

Konkrétními doporučeními forem propagace se má stát marketingová strategie 

úspěšnější, má přinést majiteli firmy vyšší zisky a také získání nových zákazníků. 

Návrhy týkající se marketingové strategie vychází z dotazníkového šetření, následného 

vyhodnocení výsledků a nalezení nejvhodnějších návrhů umožňující zefektivnění 

marketingové komunikace a které mohou vést ke zvýšení počtu klientů společnosti. 
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INTRODUCTION 

 
 

Travelling and tourism are activities creating one of the biggest economical 

sectors. Tourism generates very high number of jobs and it is an important stimulation 

of investment activities. A prove of a constant development of tourism industry is 

permanently increasing number of tourists who have crossed borders of their country. It 

can be said that almost everyone, especially in developed countries, travels. According 

to this huge potential of tourism industry there is a very high competition at the market.  

The goal of my thesis is a proposal of a new marketing strategy that would help 

the selected company to gain bigger market share and to become more competitive.  

The marketing strategy I have created is for a small Czech tour operator 

operating in this industry for 2 years. The company offers to its client sailing holidays 

and additional services, in winter it runs a ski school under a licence. I have focused on 

current marketing strategy and also on needs of potential customers. To obtain these 

data I have created a questionnaire with questions divided into general and specific 

areas. After evaluation of the data and current marketing strategy I have prepared 

suggestions which should help the company to attract new customers and thus increase 

its profit. 
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THEORETICAL BASES OF THE ASSIGNMENT 

 

1.1. TOURISM 

 

Nature, and therefore the definitions of tourism are not exactly determined; 

various authors in the field of theoretical research expressed in its definitional ways in 

their own understanding of the theories about the nature and function of tourism.  

Currently there are two possible approaches to studying the subject of tourism - 

phenomenal and functional. For the first one it is characterized 

by concepts derived from subjective causes (interests and sense) people. The second one 

is that in the Czech Republic still using concept of tourism is based strictly on the 

development of material conditions and the objective needs of man. 

 Differences in approach between these two different types of sciences, but also 

the ongoing development of tourism mean that the discussion about the exact definition 

of tourism is not yet completed by the adoption of a single and generally accepted 

formulation. Definitions of the World Tourism Organization or United Nations, which 

are the basis for the current statistics of international tourism, include "activities of 

persons travelling and staying in places outside their usual environment for a period not 

exceeding one year to fill his free time, for business or for other purposes." 

 Based on the summary of opinions of some authors and some basic 

features, respectively three main motives for participation in the tourism it can be 

defined as a temporary change of residence, thus travel and habitation outside the place 

of permanent residence, usually in the free time, for the purpose of recreation, 

development of knowledge and connection between people. 

 Tourism is not a single discipline, but multi-science economic activity. This 

makes it possible to justify why it is difficult to categorize, define, but finally managed 

as well. Tourism should always be understood as a relationship between supply and 

demand, creating a product should satisfy the needs of tourists. 

 From the above definition of the content of tourism can also derive the features 

the features that perform in a society: 

 - economical, 

 - recreation, health 
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 - cultural, exploring, 

 - information, 

 - educational.1 

 

The basic condition for emergence, but also for tourism development is 

especially development of productive forces, which makes both growth rate, as well 

as directions of growth and stagnation of tourism. Another necessary essential condition 

for tourism development is peaceful conditions of life, without their compliance the 

tourism development would not be possible. Besides these two basic conditions there 

are many other conditions, respectively factors that affect tourism development. These 

conditions can be divided into the following groups:  

- economical - the overall level of the economy of the country, achieved grade in 

material aspects of life, leisure pool, the amount 

of disposable income of the population and the overall level 

of market prices of goods and services; 

 - ekological – favourable natural environment and general conditions of life; 

 - demographic – everything related to population, its status and composition; 

- working - security of tourism with sufficient amount of staff with 

appropriate qualifications, especially in institutions and 

facilities that directly serve the participants of tourism, in all 

other tourist services and in all areas of tourism and in 

government and administrative institutions which 

may influence their decision-making conditions  for tourism 

development; 

- material – technical - mainly accommodation and catering, transport, sport and 

recreation facilities, but also a sufficient network of sales 

and services of all kinds, including facilities at 

border crossings, money exchange, as well as medical 

and security services; 

 - administrative- exit and entry formalities.2  

 
                                                 
1 PETRŮ, Z. Základy ekonomiky cestovního ruchu. 1999. s. 28. 
2 ORIEŠKA, J. Služby v cestovním ruchu.  2010. s. 9. 
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1.1.1. Forms of tourism 

 

Forms of tourism are based on the focus on meeting the specific needs of 

specific participant, therefore from a demand-oriented definition of tourism. Needs of 

its participants have a specified nature and differ from other needs of several 

specific characteristics. The various forms of tourism usually place special 

requirements on delivery and security services. The basic forms of tourism are: 

 - recreation, 

 - cultural - exploring, 

 - sport, 

 - spa treatment. 

Then there are specific forms, including: 

 - tourism of 3rd generation, 

 - Youth tourism 

 - congress tourism,  

 - hunting, 

 - motoring, etc.  

 

Selection into the forms of tourism is not really a conceptual classification, but 

it is only business, employment or promotional labelling, and thus is constantly 

evolving in relation to new specific needs. Make the distinction, always stresses 

the particular element, whether it's age, mode of transportation, motive participation etc. 

 

 

1.1.2. Types of tourism 

 

Tourism is monitored are divided according to various criteria. The most 

common is based on the following criteria: 

a) the location, of where the place of implementation means the country, is 

divided on domestic tourism (participant does not the borders of his own 

country) and international (including arrivals and departures at the border of 

the state); 
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b) The relation to the national economy is divided into active (incoming) 

and passive (outgoing).  

 

A summary of all international tourism, therefore from more countries, is called the 

concept of international tourism. Transit Tourism is one that is associated with the 

passage of a state territory, which includes the residence and is usually limited to a 

certain number of hours. From the perspective of the national economy and 

balance the state has the same character as inbound tourism. 

 

a) The manner and form of participation of cost of freedom Tourism (participants 

have to pay only the participation of their income and participants is free 

to make decisions) and bound tourism (the remuneration is paid by the 

participant or supplemented from social funds).  

b) The methods and organization of security of services in the unorganized 

tourism (everything the participants needs to travel arranges by himself) and 

organized (stay and the journey it is ensured by the organization).  

c) From the short length of the stay (stay max 3 days out of permanent 

residence, maximum 2 nights) and long (stay between 3 days and 6 months). 3 

 

 

1.2. TOUR OPERATORS 

 

The essences of the commercial activities of tour operators are providing 

procurement services, and some of their own services. Their work focuses on a 

section provided, respectively procured services. Most tour operators are individuals, 

and are represented in many cases only by one person. In a far greater extent 

than previously by tour operators differentiation manifests itself in terms of scope of 

activities, a range of provided services. Enabling the provision of tour operator also 

received a number of entities whose main activity is not in the field of tourism and the 

tour operator has been established as a secondary activity. 

                                                 
3 PETRŮ, Z. Základy ekonomiky cestovního ruchu. 1999. s. 29 – 30. 
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Tour operator services mean the provision of tourism services, such as:  

- the organization of recreational, tourist, and other thematic visits and tours, 

- Provision of accommodation for participants in tourism, 

- Provision of catering services for participants of tourism, 

- Provision and mediation of tourist traffic,  

- Guiding and providing other related services for participants of tourism. 

 

The extent and nature of services a tour operator provides or brokers depend on the 

type and form of tourism, which the tour operator deals with.  

 

In domestic tourism tour operators provide and mediate for groups and individuals:  

- accommodation in various types of accommodation, 

- catering, 

- spa, 

- catalogue, thematic, and school tours, 

- tickets for cultural and sporting events, 

- transport valuables, including reservations, 

- guiding services, 

- transport, 

- retail sale of souvenirs, 

- insurance for journeys and stays, 

- other related services. 

 

In the passive international tourism tour operators provide and 

mediate individuals and groups in particular:  

- catalogue (standard) and forfeit tours and stays, 

- sale of foreign transportation valuables, 

- sale of foreign currencies, 

- accommodation and other services abroad, 

- guiding services,  

- transport, 
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- specific services for motorists, 

- insurance for journeys and stays, 

- other related services. 

 

The active foreign tourism, the travel agency focused primarily on securing 

and mediation:  

- catalogue and forfait tours and stays, 

- tours routes and guaranteed ways, 

- various kinds of tourist services for groups and individuals.4 

 

 

1.3. MARKETING IN TOURISM 

 

In the literature there are many different definitions of marketing. 

Philip Kotler defines marketing as "a social and managerial process by which 

individuals and groups obtain what they need and want through creating, tenders and 

exchange of valuable products with others." Levitt says that 

"honestly and solidly conceived marketing is trying to create 

a valuable, satisfactory goods and services that customers will buy.” Other 

scientists argue that marketing can only work if it is firmly embedded in 

the culture throughout the organization. Peter Drucker says that "marketing 

is much broader issue than sales, but it is not any specialized activity. It is 

present across the enterprise. It is the whole business seen from the perspective of the 

final result that is from a customer perspective. Interest in marketing and responsible for 

it must therefore permeate all areas of business. Chartered Institute of Marketing 

English defines marketing as profitable identifying, anticipating and satisfying customer 

requirements. Lendrevic Lindon and consider marketing as a set of methods and means 

that the organization has to make a favourable impression impressed on the public 

                                                 
4 PETRŮ, Z. Základy ekonomiky cestovního ruchu. 1999. s. 69 - 70. 
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and achieve its goals.5 

Marketing is usually characterized as a management process that organizes and 

manages all business activities involved in the assessment of customer needs and 

converting customer purchasing power into effective demand for a specific product or 

service and move that product or service to the final customer or user for 

profit or another objective, which the firm or organization established (for 

example, increasing the position in the market). This definition includes three 

important elements:  

- management position within the company, organization, 

- creating an environment in which to carry out all business (business) activities, 

- emphasis on customer needs as the basis for all business activities, in which  

lies the whole philosophy of marketing. Marketing is basically the 

search above what the customer wants, and then made a product that will 

satisfy those needs (marketing-oriented approach) as opposed to making the 

product and the subsequent search of whom should be sold (product-

oriented approach). 

 

Marketing is usually based on: 

- meeting the needs and wishes of customers, 

- continuity of the marketing process, 

- the implementation of individual steps in marketing, 

- key role of marketing research, 

- mutual dependence internal organization of tourism, 

- all-round efforts of the organization. 

 

Marketing theory and practice currently distinguishes the following principles: 

- marketing approach, 

- customer orientation, 

- meeting the needs and hidden wishes of customers, 

- market segmentation, 

- value and exchange process, 
                                                 
5 HORNER, S. and SWARBROOKE, J. Cestovní ruch, ubytování a stravování, využití volného času. 
2003. s. 29 – 30. 
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- product life cycle, 

- marketing mix. 

 

 

1.3.1. Specifics of marketing in tourism 

 

Marketing in tourism has some typical characteristics that are shared with 

other organizations in the area of services, but also has some specific characteristics. 

The general characteristics include: 

- intangible nature of services, 

- local and time bound services, 

- transience services, 

- distribution channels, 

- compliance costs, 

- tying of services to their providers. 

 

The specific characteristics, which vary depending on the type of organization include:  

            - narrow definition of marketing,    

            - lack of appreciation of marketing skills, 

            - different organizational structure,  

            - lack of data on the performance of competitors,   

            - the impact of government regulation and deregulation,  

            - limitations and opportunities for non-profit company. 

 

The difference in the marketing of tourism arises primarily from the peculiarities of 

tourism services, namely:  

            - shorter lifetime of services, 

            - a stronger influence of mind and emotion to purchase tourism services, 

            - an increasing importance of external sites providing tourist services, 

            - more emphasis on quality and image, 

            - more complex and varied distribution channels, 

            - greater reliance on supply companies, 
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            - the possibility of facilitating copying services, 

            - more emphasis on promotion in the off-season.  

 

 

The above factors and peculiarities must be respected when making marketing system, 

applicable to all tourism organization. This marketing system has the following 

structure issues to be resolved:  

1) Where are we now?  

2) Where do we want to be?  

3) How do we get there?  

4) How do we ensure that we get there? 

 

The answers to these questions are generally content and implementation of  a 

marketing plan. Conduct of business tourism is influenced by these traits and 

characteristics based on the tourism market, both in the country and in the target 

country.6  

 

 

1.4. MARKETING STRATEGY 

 

Marketing strategy of a good quality, just like any other business strategy, it is 

possible to design and implement on the basis of rigorous planning. Marketing planning 

is a long-term strategic relationship and interaction between business objectives, its 

resources and opportunities on the one side, and environmental conditions in which the 

company produces and sells on the other one.  It tries to find ways to achieve its 

strategic marketing objectives declared within the marketing company policy.7 

 

For marketing strategic planning there is no standard procedure. It must always 

be based on the specific needs of businesses and environmental influences. For each 

company two environments which influence that can be mentioned; it is both the world 

                                                 
6 PETRŮ, Z. Základy ekonomiky cestovního ruchu. 1999. s. 94. 
7 HORÁKOVÁ, H. Strategický marketing. 1997. s. 11. 
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inside the firm (micro environment) and the world outside the company 

(macro environment). 

 

  If the company wants to be successful against macro   environment, its micro 

environment must be continually adjusted and changed .Thus the company actively 

influence their environment (for example, intimidates the competition, attract 

customers, acting on public opinion). If the firm estimates how far it can go in meeting 

the needs and wishes; it necessarily has to develop a marketing plan.  

 

Various authors recommend various ways of creating the marketing plan. Many 

things depend on the company and the industry the firm operates in. The marketing plan 

can be divided into: 

- situation analysis, 

- analysis of threats and opportunities, 

- goals and main tasks, 

- marketing strategy, 

- implementing plan,  

- budgets, 

- control.8 

 

 

1.5. MARKETING MIX ADAPTED TO THE ENVIRONMENT OF 

TOURISM 

 

Marketing mix is one of the essential principles. It includes mainly controllable 

factors whose aim is to satisfy needs of specific groups of customers. Marketing mix 

consists of factors which together with specification of target markets create a 

marketing strategy of a company. Basic elements of the marketing mix are four and they 

are usually described as “4P”: 

 - product,  

 - promotion,  

                                                 
8 KOTLER, P.; ARMSTRONG, G. Marketing. 2004. s. 109 
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 - price, 

 - place.9 

 

 

1.5.1. Product 

 

Product is undoubtedly a core of the whole tourism marketing. It provides the 

customers a pleasure they are looking for; and its creation and delivery is the main 

activity of all organisations involved in tourism.  

Even a one of the many existing definitions of the product is not universally 

accepted. For example Kotler defines the product as "anything that can be offered to the 

market to explore, purchase and use or consumption, and what can satisfy any need or 

requirement. They can be tangible objects, services, people, places, organizations and 

ideas. "  

Kotler subsequently expanded its initial product definition to include service 

elements. New concept has been called the three levels of a product. This emphasized 

the fact that it is necessary to think about the product in three levels during planning it. 

This three-level model tries to explain the reality that a costumer does not buy only a 

product but a utility values such as trademark, elements of a service and after – sale 

service.  The core a product (basic product) is what the client really buys. It consists of 

the main utility value or values identified by a customer as a personal need which would 

be satisfied with a product.  Marketing employees have the basic product into real 

product. The real product includes characteristic features, brand, quality, style (shaping) 

and packaging. Finally there is a widespread product containing all the additional 

services and utility values the customer obtains. Extended product is a total package that 

should solve all the problems the client has and even those the customer do not know he 

has them. 

Customers, who buy tourism products, buy benefits, not product. Bateson states 

that a service can be defined only through a benefit it brings to a customer. He says that 

"for any company the benefit of the customer means a package of functional, efficient 

                                                 
9 PETRŮ, Z. Základy ekonomiky cestovního ruchu. 1999. s. 93. 
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and psychological attributes. It is important not to mix the concept of consumer benefits 

with the product itself. "  

The task of the worker in tourism marketing is to try to understand what the 

customer expects from the product. This is a complex issue, because different groups of 

customers that buy the same products may be looking for a different effect. 

Success in the development of tourism depends on the ability to customize the 

product to values sought-after customers.  

 

 One of the fundamental objectives of the marketing strategy of the organization 

has to be a favourable impression of customer caused by its products. This facilitates the 

appropriate placement of the product.  

Kotler defines product placement as "the way customers define the 

product according to its important features - the place the product occupies in their 

thinking in relation to competing products." It is logical that if the product is considered 

to be exactly the same as the product of a competitor, the customer will have no reason 

to buy or use it. Product placement means that the organization must identify how the 

product offers greater value to chosen market segments. It can be done by reduction of 

the price or increase the value associated with the product. 

Effective placement therefore means that the organization differentiates its products and 

services in the eyes of the target customer. Innovation and product development should 

therefore be the most important activities of each organization in tourism 

industry. Ideas for new products can arise from sources both inside and outside the 

organization.10 

 

 

1.5.2.  Sales support 

 

Effective communication with target customers can be done by a variety of 

methods, which are in summary called marketing communications. The role of 

advertising is to convince potential customers of the benefits of purchasing or 

                                                 
10 HORNER, S. a SWARBROOKE, J. Cestovní ruch, ubytování a stravování, využití 
volného času. 2003. s.153 – 158. 
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using a product and service of certain organization.  

Marketing communication with potential customers is usually a number of 

stages that should lead customers to adopt the product. They are:  

- awareness - potential customer receives an awareness about a new product or 

service, it is often done through mass media; 

- interest - next step is to arouse customer interest for the offered product – in 

this stage this is frequently uses the connection of the product with the name of 

well-known brand or company, here are also used methods of mass 

communication; 

- evaluation - a potential customer then evaluates the offered product, while 

based on reports about products and discussions with other people about its 

possible benefits; 

- test - potential customers must be encouraged and guided to test the product; 

here is often used for sales promotion or personal sale; 

- adoption - a potential customer is finally convinced that the product 

issuitable for him. 

 

Organizations use different methods of marketing communication to achieve 

their goals. If they want to create an effective promotional campaign they have to 

choose the right combination of these methods.  

Organizations can use two types of promotional strategies as a part of 

their marketing mix.  Kotler calls them a strategy of pressure and 

tension strategy. Strategy of pressure, also called the offer strategy, the 

organization uses for promotion focused on the intermediary in the distribution 

chain, who should also promote the products for final consumers. For tour operator that 

means a promotion in the direction of travel agencies, which already sell directly to end 

customers. Strategy of tension, also called the demand strategy, is based on the 

idea that if an organization addresses the end customers, they will demand products 

from intermediaries. For example, tour operators advertise directly to consumers   

through television, magazines and newspapers, hoping that customers will require tours 

from travel agencies. 
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When planning a marketing campaign it is necessary to take into account the 

immateriality of services. Because of this intangibility it is difficult to determine what to 

show in advertising. Service providers to emphasize the nature of the services 

offered use often symbols. For organizations offering services it is also 

very important to present themselves well among the other competitors. The range of 

services is also necessary to emphasize their special character. 

 

 

1.5.3. Price 

 

Pricing is undoubtedly the basis for successful marketing of any products or 

services. Prices, which the organization requires for its products or services have to 

be balanced so that customers are willing to pay and the organization reached a 

profit. Even for organizations that do not seek to make a profit, the pricing of 

products and services is a key creating the demand.  

The price is a crucial element of marketing mix, because generating 

profit organization is in direct relationship to total revenues and achieved profitability.  

The organization should have clear objectives in relation to pricing. These goals 

may be different. It might be a specific requirement for a return on     investment. It 

may be an effort to reach a certain sales volume or share. It may be a need for fast and 

uninterrupted cash flow, which can be reached only by a temporary increase in sales.  

Pricing should not be bypassed without calculating how much the 

organization adds to the cost price of mark-ups, and so settling the selling price.  

Pricing decisions and other marketing mix elements are always interacting. 

These elements are the promotion, distribution and design (embodiment) of the product.  

When fixing the price it has to be taken into account the intermediary parts of a 

distribution channel. Intermediary from the organization expects certain things in 

relation to price.  

Prices of products and services have to also reflect the customer's perception of 

the target market. It is important that the customer can see the connection between 

price and quality of a product.  

An organization that sells its products and services in competitive markets, 
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attempts to get customers of its competitors. It may happen in two ways. Price 

competition is the first method that can be used. This means offering a product 

or service at a lower price than competitors. The second method, non-

price competition means that organizations try to increase their market 

share and revenues, without changing prices, and convince the target customers that 

their offer is better and more profitable than competitors offer. The choice of the 

method depends on the state of the market. In the highly competitive environment 

organizations prefer a method of price competition. In an oligopolistic market with 

few competitors, price competition is not too much to gain, and therefore 

more organizations resort to non-price competition.  

Also laws and regulations may provide changes in pricing in some 

organizations, particularly those that are substantially subsidized by state funds. Legal 

restrictions generally apply to all law prohibited practices in pricing. These measures 

may vary by country. Most are all banned practices that would limit competition 

and monopolize the market. 

 

For pricing organizations of tourism use different methods, which are 

divided into three main groups: 

- pricing according to cost - selling price of the product or service is based on 

the production (cost) prices, and the margin is added (margin trading, profit 

margin); 

- pricing according to demand - prices increase when demand increases and 

decrease in the event of a fall regardless on the cost price of the product; 

- pricing according to competitors - the organization sets the prices of products 

or services in relation to prices of competitors, giving it the opportunity to 

increase sales or market share. 

 

Tourism organizations carry out a pricing policy for the strategic and 

tactical level. It is challenging because the nature of business requires setting up 

prices in advance in order to prepare and issue guidelines and catalogues. About 

the prices it is being decided early during planning marketing strategy. Their amount is 

governed by long-term company strategy, product placement and value of money in 
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the place of market. The fact that an organization cannot store its services means that if 

the planned offer for any reason exceeds demand, the organization must try to sell the 

extra capacities. This situation often leads to the use of tactical pricing strategies, for 

example, discriminatory prices or discounts. 

 

 

1.5.4. Placement 

 

The placement is undoubtedly a crucial aspect of marketing, because customers 

can like a product, and may be willing to pay for it, but to buy it the product has to 

be available.  

Distribution of the tourism product has two forms, as is the case with other 

products:  

- directly from the producer to the customer, 

- indirectly from the producer to the consumer through one or more   

intermediaries included in the distribution channel. 

 

The organization can use one of the two options or a combination thereof. The 

choice depends on the cost of mediation, the expected success rates, and the degree 

of control and the required level of service. They also affect the characteristics of the 

market. The organization selling tourism products have a special distribution 

system, which is probably partly related to the intangibility of services and 

their inability to storage. In some cases, organizations use marketing channels similar 

to channels used by producers of traditional goods. These types of 

distribution channels include a network owned, managed or franchised by the 

organizations. In other cases, organizations rely on the specific 

distribution methods, including broker firms, central reservation systems, affiliation and 

specialized organizations such as a tour operator.  The organization also has to 

decide whether to own, manage or franchise a broker in the 

distribution channel. Technical advances in multimedia systems offer many options for 

creating direct marketing channels. This situation may eventually lead to extinction of 
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marketing intermediaries like travel agencies.11 

 

The success of a marketing of any company is dependent on the controllable 

factors, therefore both the marketing mix, and uncontrollable factors that create 

business marketing environment.  

 

 

Elements of marketing mix can be changed by managers in different ways, but 

this does not apply to environmental factors, which in tourism consists mainly on: 

 - competition, 

- legislation and legal standards 

- general economic environment, 

- technology, 

- social and cultural environment,  

- organizational goals and resources.12 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
11 HORNER, S. a SWARBROOKE, J. Cestovní ruch, ubytování a stravování, využití volného času. 2003. 
s.153 – 158. 
12 PETRŮ, Z. Základy ekonomiky cestovního ruchu. 1999. s. 95. 
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2. INTRODUCTION OF SAILTIME, LTD  

 

Tour operator Sailtime, Ltd. was established on 1st of May, 2009. Managing 

Director is Martin Dostalík, other people involved in running the office are employed 

externally. The company provides its clients boat renting, sailing school, a holiday on a 

yacht with a captain, for companies then team-building events and corporate sailing.  

In winter the company operates a ski school in the Černý Důl in Krkonoše 

under the license of HappyHill Sochor School. Ski school offers group and 

private lessons, children's ski school, snowboard, cross country skiing lessons, telemark 

skiing, alpine skiing, carving, freestyle, freeride, skiracing, and courses for instructors 

and teachers of skiing and snowboarding.  

In the summer of 2010 the company introduced the sale of outdoor tours in 

Europe, but due to absolute lack of interest it has dropped from these trips this year. 

However, it does not exclude the possibility of selling this type of holiday in the future 

again. 

 

 

2.1. AREAS OF BUSINESS 

 

The first area of business is the preparation and passing a captain licence 

Costal Yachtmaster "C" at the Ministry of Transport of the Czech Republic. The 

course is focused on acquiring or deepening of knowledge that are essential 

to passing exams and obtaining the prescribed practice.  

The course is based on teaching practice of the British sailing schools and is 

under the supervision of licensees Royal Yachting Association -

Yachtmaster Ocean, which is one of the most important in the world. Leaders of 

courses provided by Sailtime Ltd. have knowledge of sailing to the 

Mediterranean region and the La Manche channel and professional transportation 

of ships in the oceans.  

The preparation is focused on the ability to correct cruise planning, ship piloting, 

and terrestrial navigation by day and night, the ability to command, manoeuvre under 

sail and motor, managing sailing in bad weather and dealing with crisis.  
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The course is aimed not only to prepare clients for a successfully 

passed exam, but also to educate boaters who are not afraid of sailing in any area. 

To holders of a captain's license the tour operator offers to find 

and rent a boat with the world's largest search engine and then also Yachtbooker.  

As another business activity the firm provides to customers who do not have the 

captain's licence, one week on a yacht sailing around the Croatian, 

Italian and Greek coasts. 

 Croatia is ideal for sailing due to the large number of islands spread around 

the coastline and a dense network of services related to yachting, which are very good. 

The best sailing area on the Italian coast is around the Aeolian Islands, which lie 

north of Messina Strait, which separates Sicily from the mainland. 

Other attractive areas, also easily accessible from the Czech Republic, are 

the Tuscan islands.  

Greece is known for its beautiful islands. The Cyclades are the best for 

sailing, although they are considered the most beautiful but also very little to build 

the airports and the cruise by ferry to them takes several hours, so they do not have a lot 

of visitors.  

Program of the holiday on yacht is always adapted to client 

requirements. Cruises are designed for absolute beginners. At the beginning of the 

journey is always the crew informed of the basic rules of sailing and also about the 

ship controls.  

Interested clients can also join an intensive English course. Every day 

clients receive four hours of English with a guarantee of quality of a 

prestigious school, whose teacher is always available to the crew. Course level is A2 to 

B2, and is based on entrance test. Selection of conversation topics and activities can 

be largely adapted to the needs and interests of individual participants. 

Besides the above mentioned services the company offers team building 

and corporate sailing for corporate customers. For these clients, it is possible to ensure 

the yacht conference facilities and prepare a special program with a visit of the most 

interesting places. 
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2.2. PROMOTION FORMS 

 

In 2010, the company participated in the Fair Trade Go, but this yielded no 

significant benefit. There was a contact with approximately ten travel agencies, 

but failed to sell any holiday. Then the owner contacted nearly 200 travel 

agencies but unfortunately with the same effect. The company also tried to send to 

companies the offer of teambuilding activities, but this was not found with the 

appropriate response. It also published its advertisements on the 

websites www.google.cz, www.sklik.cz and social network Facebook, but even 

this procedure was not successful. After this failure, the company began to cooperate 

with www.dovolena.cz web portal, which is operated by Student Agency. 

Sailtime, Ltd. is the only company offering the holiday on a yacht on 

this portal; moreover the holidays are sold by experienced yachtsman, so he can provide 

to interested parties accurate and detailed information. Student 

Agency also published an article about Sailtime Ltd. in the magazine Yellow, which is 

being read each month by approximately 300,000 passengers.  

  

 

2.3. PLANS FOR THE FUTURE 

 

The company is currently developing its own social network with international 

operations, which allow its members to share their experience of sailing and 

to recommend interesting targets for their trip.  

Company U Like It makes for the company an application for the iPhone, which, 

in cooperation with www.maps.google.com allows users to record information from 

their travels, and of course for obtaining information.  

Since April 2011 Sailtime, Ltd. has a new website www.sailtime.cz. 
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3. PROBLEM ANALYSIS 

 

 The biggest problem the company has been dealing with recently is the fact that 

its tours via travel agencies are not being sold at all. One reason may be 

that travel agencies are afraid to offer a new type of holiday and prefer to sell the most 

common types of tours. The next reason might be the fact that travel agencies are not 

able to provide more information about the holiday to interested persons because they 

are not used to sell these types of holidays. Therefore, they are unable to consult or they 

submit false information and thus the client decides for another type of holiday. Another 

possibility may be that sailing is in the public eye still considered as a luxury, more 

expensive type of spending leisure time, so people are not bothered to be interested 

in this kind of holiday. 

As for the owners of captain licence, they prefer renting the yacht by 

themselves, especially if they are interested in sailing around Croatia, 

because especially in the Croatian coast are yachts rented by a large number of people, 

therefore to get a boat has become quite easy and also price of renting is under intense 

competition and thus are  low. Those interested in renting is thus not worthwhile to 

rent a boat through intermediaries. Preparation and passing captain tests are 

divided into two categories. A large number of yachtsmen provide preparation for 

testing for CZK 5000, but these tests are composed by the Croatian Ministry of 

Transport, not recognized by the Czech Ministry of Transport and are valid 

only in Croatian territorial waters. Clients are mostly not aware of this fact and 

choose this service as a cost-effective. Regular tests, also provided by Sailtime Ltd. are 

subject to the requirements of the Czech Ministry of Transport and are valid in the 

whole Mediterranean region. The price for this type of course is from CZK 15,000 to 

20,000 and in the Czech Republic these exams are provides approximately by 50 self - 

employed. 

As already mentioned, last year the tour operator provided also outdoor tours in 

Europe, especially the type of cycling. Sales, however, was zero, which could be 

caused by the fact that this type of holiday in the Czech Republic are focused by a large 

number of travel agencies with more  familiar name, therefore clients prefer just these 

companies.  
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4. ANALYSIS OF THE MARKET AND COMPETITION 

 

Established in 2009, Sailtime, s.r.o. has been providing travel solutions for the 

discerning travels who want more from their holiday than just a decent tan. Not through 

the aggressive marketing  

tactics, but by providing an attractive alternative to mass-market package holidays the 

company tries to gain a big loyalty pool among the holiday travellers.  

Sailtime, s.r.o. serves its customers with a variety of yachting holidays in 

Croatia, Greece and Italy. 

The company provides hand-picked properties to meet the individual needs of its 

customers. The core services provided by the company are scuba diving, language 

courses, sightseeing, helpful staff, peace of mind and safety during the whole travel. 

Between the peripheral services belong unparalleled service, late availability and 

pleasant experiences. 

 

 

4.1. MACRO ENVIRONMENT 

 

4.1.1. Political Factors 

 

The political arena has a huge 

influence upon the regulation of businesses, 

and the spending power of consumers and 

other businesses. It includes government 

regulations and legal issues under 

which businesses should operate.  

Among the political-legal factors 

belong for example political stability, the 

country's membership in various political and 

economic groupings, tax policy, social policy 

and laws. Political-legal environment creates 1: PEST analysis 

Source: www.marketingteacher.com 

Figure I: PEST Analysis 
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the framework for all business and enterprise activities.13 

Legislation creates the conditions for the development or recession of tourism. 

Regarding the influence of political influence the peace and favourable climate are 

inevitable conditions for the development of tourism. On the contrary, terrorism and 

political unrest together with demonstration and violent clashes are limiting factors for 

the development of tourism as can be seen currently in Greece or earlier this year during 

the coups in Egypt and Tunisia.14 In the Czech Republic the political environment is 

quite stable.  

 
Figure II: Aggregate and Individual Governance Indicators for the Czech Republic in 2008 

Adapted from: KAUFMANN, D., KRAAY, A. and MASTRUZZI, M. 

 
Accession to the European Union on the 1st of May, 2004 further facilitated the 

development of tourism. Joining the Shengen area in 2007 the internal border controls 

were abolished. The abolition of checks at international airport was in March 2008. 15 

                                                 
13 JAKUBÍKOVÁ, D. Strategický marketing. 2008. str. 83 
14 JAKUBÍKOVÁ, D. Marketing v cestovním ruchu. 2009. str. 121. 
15 JAKUBÍKOVÁ, D. Marketing v cestovním ruchu. 2009. str. 123. 
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The tax system of the Czech Republic is in its main characters similar to the 

systems of most of the developed countries, especially in Europe. Tax revenue is 

derived roughly equally from indirect and direct taxes. 

Direct taxes include personal income, which has a unified rate of 15%. Incomes 

of employees and self-employed are burdened with tax revenues. Each taxpayer can 

deduct a number of tax credits. Dividends and interest income are taxed at 15% 

withholding tax. Furthermore, the direct taxes include corporation tax, which is from 1st 

of January 2010 set at 19%. Investment funds and companies are subject to lower tax 

rate of 5%. In the case of large new investments the company can earn up to ten-year 

tax holiday. Next direct taxes are property tax, road tax, inheritance and gift tax and real 

estate transfer tax. The law also established a number of administrative and local taxes. 

Indirect taxes are value added tax, which is subject to the vast majority of 

taxable benefits in the Czech Republic and imported goods as well. The basic rate is 

20% and 10% is reduced; next indirect taxes are excise tax, which applies to mineral oil, 

alcohol, beer, wine and tobacco products, customs duties, which are regulated by the 

EU Customs Code, environmental taxes, waste charges, etc.16 

Currently the government discusses a new proposal for tax reform. This would 

allow for the unification of VAT rates to 20% and reducing social security contributions 

paid by employers by 1.8%. If the proposal is approved, in the long term the real 

average household income would be reduced by 1%. Pensioners would be not affected 

by this change in the VAT because it would be fully compensated by the mandatory 

indexation of pensions. Real incomes of households of employees and entrepreneurs 

would fall by about 1.5%, by 2.1% of households of unemployed. Short-term impacts 

would be more negative - the average household real incomes would fall by 2.3%. In 

the long term the valorisation of pensions and lower premiums would have a positive 

effect. Approval of the reform would reduce the public budget deficit by 30 billion 

CZK.17 

 

According to the current Minister of Labour and Social Affairs, the system of 

social policy has been extensively abused. Thanks to illegally drawed benefits, 

                                                 
16 BUSINESSINFO.CZ. Daňový systém České republiky.   
17 DUŠEK, L. a JANSKÝ, P. Jak by daňové změny dopadly na domácnosti a veřejné rozpočty. 2011. s.1. 
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employment without permission and undeclared income billions of CZK are 

disappearing from the state budget. Therefore saving should start and state social 

network should focus only on the needy people. The first step in the savings meant a 

restructuring of labour offices, after which operates a single institution - the Labour 

Office of the Czech Republic, which will bring substantial savings in maintenance 

expenditure, in the first year it should be approximately 180 million. 

Because of judgement handed down last year by the Constitutional Court, which 

pointed to a too high level of solidarity in the basic pension insurance, it is necessary to 

adopt a new regulation on determining the calculation base for the assessment of 

pensions. The Minister of Labour and Social Affairs has prepared a proposal of the law 

that addresses the implications of this finding so that it increases the merit of people 

with higher incomes. This will remove discrimination against people with higher 

salaries, who pay the most of the money. 

In addition to the necessary adjustments in the first continuous pillar of the 

pension system it is needed to create a second, so-called capitalization or fund 

pillar based on voluntary participation by the client.  The content of this major pension 

reform includes the possibility of a voluntary funded pension savings scheme (opt-out) 

as the outlet of three percent from the basis for premium to private accounts provided by 

pension companies with condition of additional custom payment equal to two percent 

of basis for premium. 

Within the limits of government spending also expenses on salaries and other 

payments for employees working in the state administration were reduced by 10%. 

Savings thanks to modification of the legislation amounts to 12 billion. These 

measures slowed down the rate of the state debt in the future. 18 

  

The business environment is shaped by many factors. In addition to 

macroeconomic stability, infrastructure, institutional quality and skilled workforce also 

quality control is very important for the business environment. Applicable regulatory 

measures and regulatory burdens that fall on companies determine the costs of 

companies and their ability to respond to market signals. Therefore regulation of the 

                                                 
18 MINISTERSTVO PRÁCE A SOCIÁLNÍCH VĚCÍ. Co se podařilo za 365 dní? 
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business environment significantly affects the competitiveness of domestic companies 

and thus competitiveness of the economy at all.19 

The following chart lists the overall „Ease of Doing Business” rank of the Czech 

Republic out of 183 economies. 

 
Figure III: Czech Republic - Compared to global good practice economy as well as selected economies. 

Adapted from: Doing Business 2011 p. 2 

 

Having a closer look at individual areas it is obvious that the relatively best 

results are achieved in areas that are most distant from the 

domestic political, administrative and judicial influence (according to the Global 

Competitiveness Index, which evaluated 139 countries, to the Czech Republic belongs 

25th place in terms of employment, 43rd place in terms of conditions for obtaining 

loans and 53rd place in the conditions of foreign trade). 

 

 

 

                                                 
19 MINISTERSTVO PRŮMYSLU A OBCHODU. Analýza konkurenceschopnosti České republiky. 
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Table I: Indicators of Obstacles When Entering the Business in the Czech Republic 

Source: Enterprise Surveys 

selected indicators of obstacles when engaging in business 
Czech 

Republic 
Region 

All 

countries 

Senior Management Time Spent in Dealing with Requirements of Government Regulation (%) 10,37 10,54 9,58 

Average number of visits or required meetings with tax officials. 1,46 1,62 2,16 

% of Firms Identifying Tax Rates as Major Constraint 41,06 40,08 34,12 

% of Firms Identifying Tax Administration as Major Constraint 22,40 21,08 23,14 

Days to Obtain Operating License 19,93 26,05 30,44 

Days to Obtain Construction-related Permit 58,93 79,30 64,13 

Days to Obtain Import License 32,74 15,99 19,70 

% of Firms Identifying Business Licensing and Permits as Major Constraint 13,67 15,81 15,65 

% of Firms Expected to Pay Informal Payment to Public Officials (to Get Things Done) 12,78 23,52 27,92 

% of Firms Expected to Give Gifts to Get an Operating License 0,21 12,88 16,03 

% of Firms Expected to Give Gifts In Meetings With Tax Officials 0,23 12,90 16,63 

% of Firms Expected to Give Gifts to Secure a Government Contract 19,18 18,22 25,44 

% of Firms Identifying Corruption as a Major Constraint 25,12 33,53 36,37 

% of Firms Identifying Labor Regulations as a Major Constraint 12,24 9,76 12,03 

On the contrary the worst evaluated areas are those where the regulation has 

significantly national character (payment of taxes - 121st place, closing a business -

116th place, starting a business – 113th place, enforcement of contracts - 82nd place). 20 

The following table summarizes the key indicators for each topic of business in 

the Czech Republic and benchmark against regional and high-income economy (OECD) 

averages. 

Table II: Czech Republic's ranking in Doing Business 2011 

Adapted from: Doing Business 2011 p. 2 

 

 

                                                 
20 MINISTERSTVO PRŮMYSLU A OBCHODU. Analýza konkurenceschopnosti České republiky. 
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All the worst rated areas have been recently linked with the existence of non-

conforming regulations (therefore excessively burdensome and formally complicated) 

together with the inefficiency or even unprofessionalism of the relevant department of 

state power (for example courts, tax offices, bankruptcy administrators, etc.). 

Unfavourable international rating of the Czech Republic in these three areas is of long-

term stability. Hope for the future are changes from 2008 when the reform of justice and 

state finance was launched and insolvency law was adopted. 8 

 

Legislation related to tourism 

After the end of the communist regime in 1989 people in the Czech Republic showed 

considerable   interest in travelling and mostly of outbound tourism. This resulted in the 

emergence of several thousands of new tour operators and travel agencies. The 

competition was so high in the late nineties that many major tour operators went 

bankrupt. Pressure from the injured clients was so strong that it was necessary to 

create new and more stringent conditions for entrepreneurship in tourism. The 

result is the Act No. 159/1999 Coll. and modification of Act No. 455/1991 Coll. and 

Act No. 40/1964 Coll. The newly formulated legislation strengthened consumer’s 

protection and created conditions similar to conditions in the countries of the 

European Union. For the travel agencies this legislation formed advantageous business 

environment, because it could also deal with activities involving the sale of a 

combination of tourism services compiled on the basis of individual customer 

needs. However, from 1st of August 2006 by amendment of Act No. 

159/1999 Coll. travel agencies cannot do this business anymore. 

Tourism sector is in quality and scope still not perceived as an adequate sector of 

the country's economy. Therefore the Ministry for Regional Development has 

created the concept of national policy of tourism in the Czech Republic for the period 

2007 - 2013. Its aim is to create a strategic material, which will be an effective tool 

for tourism development in the programming period of the EU for the years 2007 - 2013 

and will adequately reflect the importance of tourism to the national economy of the 

Czech Republic. The basic framework for formulating the initial concept were 

important strategic documents relating to tourism in the Czech Republic, as well as 

strategic documents and recommendations of the EU, including in relation to the use of 
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EU structural funds and other international organizations with activities mainly in 

tourism. The concept is also consistent with the concepts of tourism of developed 

European countries.21 

 

4.1.2. Economic factors 

 

Although the total debt of the Czech Republic (35.4% of GDP in 2009) 

is still significantly lower than for example in Greece (115.1%) and Italy (115.8%) drop 

of public finances and growth of state debt during the recent past is alarming. According 

to Eurostat the Czech Republic is the only country in the EU whose public 

debt increased by 100% in the past decade. 

 

Figure IV: Czech GDP Development at Constant Prices  

Source: ČSÚ 

 

                                                 
21 MINISTERSTVO PRO MISTNÍ ROZVOJ ČESKÉ REPUBLIKY. Koncepce státní politiky cestovního ruchu 

v České republice na období 2007 – 2013. 2007. p.3 
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Gross domestic product adjusted for price, seasonal and calendar effects in the 

1st quarter of 2011 has increased year on year by an updated estimate by 2.8%, 

respectively by 0.9% compared with the previous quarter. Source of the 

economic growth on the demand side was mainly external trade and recovery of 

investment activity. Conversely, the decline was caused by decrease in final 

consumption expenditure of households and general government. The increase of gross 

value product was driven by the manufacturing industry as well as in previous quarters.  

On the other hand, household debt at 27% of GDP in the Czech Republic is still 

relatively low. Over the last year households increased their debt by CZK 92 

billion (up 10.3%). Household savings, which reached CZK 2.5 trillion in 2008, 

significantly exceeded their total debt (CZK 1 trillion). The structure of debt is positive 

as well, mortgages and home loans with their 60% are slightly 

higher than other consumer loans.  

According to the World Competitiveness Index the Czech Republic is ranked 

48th of the 139 countries evaluated in the area of 

macroeconomic stability. While inflation is among the best rated indicators in this 

category, due to already mentioned long-term inability to assemble a balanced 

budget and a rapidly increasing total indebtedness of the country the Czech Republic 

belongs to the less successful economies. 

Czech economy is characterized by low and relatively stable inflation, low 

interest rates and a fully convertible currency. 22 

                                                 
22 MINISTERSTVO PRŮMYSLU A OBCHODU. Analýza konkurenceschopnosti České republiky. 
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Figure V: Inflation between 1995 and 2010 in the Czech Republic (in %) 

Adapted from: ČSÚ 

 

 

Figure VI: Short and Long-Term Interest Rates between 2001 and 2012 in the Czech Republic 

Adapted from: ČSÚ 

 

Among the twelve countries that the Czechs visit during their longer trips the 

most often, remains traditionally the cheapest one Bulgaria. For CZK 1000 it is possible 

to buy a basket of goods and services, which the Czech tourists would buy at home for 
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CZK 1474. More money could the Czech households’ safe this year in Turkey, where 

CZK 1000 have value of CZK 1270 CZK in comparison with CZK 1166 last 

year. Between the low-cost countries Egypt belongs undoubtedly as well, however the 

comparison is not possible to be made statistically.  

 Countries with price level comparable with the Czech Republic can 

include Slovakia, Hungary and Croatia. While by the first two of them the Czechs got 

used to a similar price range, in Croatia the balance of the purchasing power of the 

Czech crown with local market news. This year there Czechs should be able to buy a 

16 per thousand crowns a larger package of goods and services than at home. 

All the other popular destinations for Czechs remain substantially more 

expensive. In France – which is the most expensive of them – the Czechs get for 

CZK 1000 goods and services worth of just CZK 660. Other European 

Mediterranean countries - Spain, Italy and Greece - are just a little bit cheaper when the 

value of CZK 1000 ranges from CZK 760 to CZK 770. Although 

the mutual differences among these three countries are small, it is 

interesting that last year Italy jumped over Greece and Spain at price attraction. This 

was caused by differently high inflation. The growth of inflation mainly in Greece was 

caused by tax changes. By this step the government tries to save collapsing public 

finances. 

The Czechs in last year overall travelled less, but they did not restrict the number 

of trips to the southern coastal countries. Market shares in trips of residents were losing 

Croatia, Slovakia and Greece; interest grew in Egypt, Turkey, Italy and Spain.  

Staying abroad for the Czechs got discounted year on year by 3% in comparison 

with staying in the Czech Republic. The price reduction has been to all the thirteen most 

visited countries, thanks to the strengthening CZK. The biggest increase in the 

purchasing power of the CZK was recorded v Egypt and Turkey.  
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Figure VII: Effective Exchange Rates of CZK (Indices 2005 = 100, average of daily rates) 

Adapted from: OECD  

 

 

Figure VIII: Nominal Exchange Rates of CZK (vis-à-vis the US dollar)  

Adapted from: OECD 

 

In terms of conditions for the functioning of the corporate sector, however, is the 

fact that the Czech banking sector has a somewhat lower level of competition that 

features a 4.6% average difference between the amount of average interest and the 

average deposit, which ranks the Czech Republic 54th place in the Global 

Competitiveness Index. Other risks are still considerable uncertainty in 
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financial markets caused by the economic crisis leading to low liquidity and 

weak activity in financial markets.  

There are concerns of the ability of the critically indebted states in the Euro zone 

to finance the national debt and from the transfer of similar scenarios to other 

countries with deteriorating fiscal developments (including the Czech Republic). There 

can be expected a sharp increase in the required yield of government bonds with a 

strong negative impact on the balance sheets of financial institutions. In the medium and 

long term, the growing issue of government bonds used to finance high 

government debt can create a continuous upward pressure on growth of interest rates of 

loans with all the negative consequences of such developments for the economy.23  

 

As for the purchasing power of the population, the average gross monthly 

wage in the economy grows slightly every year, but in the last few years is the 

growth slower than in the previous periods. 

 
Figure IX: Average Gross Monthly Wage in the Czech Republic 

Adapted from: ČSÚ 

 

Employment in national accounts in the 1st quarter of 2011has increased 

by 0.7% in comparison with last year's final quarter, but practically remained 

unchanged. Overall development was influenced mainly by the 
                                                 
23 MINISTERSTVO PRŮMYSLU A OBCHODU. Analýza konkurenceschopnosti České republiky. 
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manufacturing industry, which employs more than a quarter of all 

employed persons. Employment in this industry has increased by 1.1%.24 

 

Figure X: Structural Unemployment Rate in the Czech Republic (in %)  

Adapted from: ČSÚ 

 

Czech Republic - Economic forecast summary 

Despite ongoing fiscal tightening real GDP growth is expected to reach 2.4% this year, 

driven primarily by strong foreign demand. Growth will broaden and rise further to 

3.5% in 2012, as consumption picks up. Headline inflation will spike temporarily due to 

scheduled indirect tax increases in 2012, but core inflation will remain low given the 

remaining output gap. 

The authorities should continue with fiscal tightening to achieve medium-term targets 

and use the upswing of the economy as an opportunity to secure the long-term 

sustainability of pension and healthcare systems. Monetary policy should normalise 

gradually as the recovery takes stronger hold.25 

 

                                                 
24 ČSÚ. Meziroční růst HDP v 1. čtvrtletí: 2,8 %. 
25 OECD. Czech Republic – Economic Forecast Summary 
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Table III: Czech Republic: Demand, Output and Prices.  

Source: OECD 

 

 

 

4.1.3. Socio - cultural factors 

 

In the following 20 years the total population growth is expected to raise from 

6.9billion to 8.3 billion. This growth, however, applies only to certain areas. In the 

others the population will decline. In Europe it is expected the decline by 1%, while in 

Asia and the Americas the growth by 18 or 17%. In Asia China and India will remain 

the main growth countries, which should reach in 20 years each on nearly 20% of the 

total population of the planet. The Asian population will be 

also significantly younger than for example in Europe. While Europe's population over 

50 will grow dramatically, in Asia most of the population will be younger than years. 

 Population growth will of course have a significant impact on tourism. Even if 

the respiratory rate per 100 inhabitants remained the same, the number of trips would 

increase by 20%. Yet it is also expected to grow wealth and thus the number of 

passengers could increase from the current11.5 persons from 100 to 20 from 100. 
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Figure XI: Age of the Population in the Czech Republic, 2010  

Source: ČSÚ 

 
Birth rate and life expectancy are two key factors in global demographics. 

Generally, there is increasing life expectancy, along  with  what  problems the current 

level of medical care the problems is able to resolve and increasing the level of 

services and infrastructure, while there is a convergence of life expectancy of men 

and women. This trend of prolonging the life is being expected in the future, as in 

many countries these are is still very wide.  

age 

women men 
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Table IV: Population in the Czech Republic (absolute and relative figures, year-to-year changes)  

Adapted from: ČSÚ 

2 010 2011p)
difference

2011p) - 2010

Marriages 3 694 3 239 -455

Divorces 8 062 6 729 -1 333

Live births 28 834 26 656 -2 178

Deaths 27 698 27 384 -314

Immigrants 8 818 5 025 -3 793

Emigrants 6 691 1 256 -5 435

Natural increase 1 136 -728 -1 864

Net migration 2 127 3 769 1 642

Total increase 3 263 3 041 -222

Population as of 31 March 10 510 076 10 535 811 25 735

Absolute numbers (1st quarter)

Indicator

 

 

 

 On the contrary, the birth rate shows a downward trend practically in all 

monitored areas. The United Nations estimates that the long-term will steady in 

1.85 children per woman, of course with regional differences. This value is affected by 

many factors; the most important are reduction of infant mortality, an increasing 

proportion of working women and declining importance of having a male child. These 

two factors will cause ageing population - older 

people are living increasingly longer lives, while the birth rate decreases. However, it is 

necessary to mention that is not only about prolongation the life, but also about 

prolongation of its active part. People are much healthier and active than they 

were before - what was reserved for 40-50 year old can now receive 60-year-old. 

 

The tourism is influenced also by migration, specifically by two things. Firstly it 

is migration of workforce to tourist destination. Secondly, it is tourism based 

on migration - whether they are migrants travel back to their families and friends, or, 

conversely, families and friends to the new residence of the migrant. Most of those 

who migrate for work purposes are those interested in low-cost travelling. In 

addition, there is also significant group of those who work for example in 

major financial centres of Europe, or they send their children into these destinations to 
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study. These people actually require very luxurious accommodation and other 

services at a high level.  

Overall, the number of migrants estimated to be approximately 3%, a figure that 

was reached in 2005, but it is essentially identical to the data of 1990 and showed 

no greater fluctuations. Therefore, if this rate is unchanged, the increase in this 

group would be only a consequence of an increase in population by 42 

million in 2030. Given that the UNWTO statistics clearly show that visiting friends or 

relatives, health or religion in 2008 was the reason for 27% of international arrivals, this 

group should not be surely underestimated. At present, there is also a family reunion 

during the holiday - instead of visiting one of the families at the second or vice 

versa, the two parts meet at the place which is a holiday for all.  

Lifestyle of generations has always differed from each other, but at present these 

differences are very significant. One of the first trends influencing the demand and 

supply are growing revenues. Not only that travelling itself can afford more people and 

it can be expected more spending money on individual trips of those who travelled in 

the past, but it also happens that with rising income people change their priorities and 

do not want to sacrifice all their time to work on expense of leisure time. It means that 

there is a shift of time from work to leisure.  

 

Along with the increasing rate of urbanization there is also an increase of 

travelling. There are several reasons - the people living in cities have a greater need to 

go and relax in nature, but according to traditionally higher incomes in the towns than in 

the rural areas they have more money for that. At the same time urban residents 

are more willing to accept another culture, which also has a positive impact on 

their travel outside the residence. Its share on this trend has also an 

increasing proportion of university graduates. 

 

One of the other changes in contemporary society is the transition from 

vertical family where were many family members from one 

generation (more siblings, stronger relationships with cousins) to the horizontal family, 

which is a coherent family across the generations; for example 

grandparents travelling with grandchildren or three  generations together. This 
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is obviously a manifestation of the already mentioned ageing of population in 

combination with fewer children in the family. 

 

Group, which did not exist in the past and now is its representation is 

relatively strong are so called Singles holidays - young people who have 

moved into their parents and still live alone and do not start to have a family. Therefore 

they have money for travelling, though initially they try to spend as little as possible. If 

they are the ones who travel for knowledge, they may later return with their 

families. This assumption does not concern those who travel for example with aim to 

get drunk during weekend in a cheaper destination. If such person thinks about this 

country as about cheap alcoholic paradise, hardly the same person will choose this 

country as a destination vacation with the family. 

 

 

Figure XII: Average Age of a Czech Mother when Having the First Child  

Adapted from: ČSÚ 
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Figure XIII: Age at Entry into Marriage  

Adapted from: ČSÚ 

 

 

 
Figure XIV: Number of Marriages in the Czech Republic  

Adapted from: ČSÚ 

 

Changes are being occurred also in the field of human values. Given that at 

present one has to still learn some new things - especially in the field of technology, his 

brain is inclined to learn and try new things and ideas. This is related to a desire for 

adventure, which has practically disappear from a common life, thus 

is sought artificially. A very significant element has recently been a 

sustainable development as well. This aspect - whether in the form of an interest in 
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thoughtful tourism, issues of environmental or human rights, has resulted 

in new requirements for service providers and turn away from mass tourism, or more 

precisely to its individualization. 

 

Impacts on Tourism 

The above mentioned changes affect the range of services at the tourism market. 

It is necessary to focus on the specific impacts of these changes. The question is how 

much it is possible to be focused on older and younger generations at the same time. 

Not that everyone travels for a different purpose - the younger you want to relax, while 

older already have plenty of time and want to explore and expand their 

horizons, but also require different services – for the younger travellers rather than 

functionality design is more important and vice versa. Ageing of passengers, of 

course, puts demands on accommodation and transport. Also in the destination the 

medical care should be available. However the older generation is not so bound with 

holidays and thus can extend the season.  

Even changes in family structures should be absorbed by providers –by 

suitable accommodation for three generations, or vice versa for 

individuals. Providing care for young children, in case that travels only a parent and 

child, should also not be missed. 

  

Due to the large growth of Asian population and thus increase its European 

market share should providers should be prepared on this group adapt their services 

to the fact that this group has a different culture and religion. Global growth rate 

of urbanization will also likely cause concerns for nature and countryside. Especially 

in combination with the growing interest in sustainable development and a friendly 

approach to the planet. 

 

Growth of new source markets as well as ageing passengers will result in 

growing interest in traditional forms of tourism. The main source of information on the 

established and new markets will be the Internet - for all ages. 
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An important element with the potential for the future is migration and 

tourism associated with it. In Europe there has been a large increase in 

internal migration as a result of the Schengen area. This group of passengers can be 

very significant in the low-cost air transportation, because most of these passengers do 

not use the accommodations. However it cannot be forget the above described rich 

minority, which uses the most luxurious services.26 

 

 

4.1.4. Technological factors 

 

The rapid development of technologies is affecting the businesses in the Czech 

Republic and all over the world. Changes in the technology have changed the way  

businesses operate. Faster changing development in technology creates a need to react  

quickly for different businesses in order they want to maintain the competitive 

environment by providing the same innovative services, which their competitors are 

offering.  

Distribution of products by the use of technologies e.g. marketing  

information systems, customer relationship management are also common practices 

with different businesses for effective services to their customers. 

Technological environment and its changes are for businesses source of 

technological progress that enables them to achieve better business results, 

increase competitiveness and humanize the work.27 

Technological environment is very closely tied to the ability to create 

innovative technology and putting them into practical use. Along with the ability of 

innovation, it is the ability to adapt them to production process, which will underpin the 

success in competition in the 21st century.  

According to the close linkage between an 

industries (particularly manufacturing) and technology, respectively technological 

intensity, it is very important how extend access do the companies in the country have 

                                                 
26 UNITED NATIONS WORLD TOURISM ORGANISATION. Demographic Change and Tourism.  
27 SYNEK, M., KISLINGEROVÁ, E. a kol. Podniková ekonomika. 2010. s. 20. 
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to advanced products and inventions and how much they are able to use them. It can be 

stated that the contribution of individual sectors to the trade 

balance is relatively increasing in time along with increasing technological intensity 

sectors. For example in 2006 in the Czech Republic the largest contribution had a group 

of sectors with medium-high technological intensity and, mainly for the 

automotive industry.  This situation is due to the dominant position of 

the automotive industry in the Czech Republic but in other industrial sectors is Czech 

position mostly significantly weaker, including lower technological intensity. 

Indirectly, it is possible to associate the measure of technological intensity with 

the share of expenditure on research and development towards value 

added production. Due to the slight lag in the own research and development the 

Czech Republic is then obliged to acquire advanced technology in another way, which 

is also associated with an increased financial burden. 

As regards the public administration, the specific way for increasing the 

efficiency of public administration is support in the use of information technologies in 

public administration processes and building a system of public administration (e-

government). The international comparison of the Czech Republic is clear that e-

government services are used by citizens in the Czech Republic in a 

lesser extent. However the development of e-government directly affects the 

competitiveness of the Czech Republic. The relatively weak position of the Czech 

Republic is affected by low availability of the Internet in households, but also the 

level of IS / ICT in public administration itself. 28 

 

 

Implications for tourism 

The tourism is influenced by changing administrative machinery, telecommunication 

equipments and information technology. Also, vehicles are faster, safer and more 

comfortable; moreover there is still a newer technology for food preparation and 

processing, preparation and semi-finished products as well as new technologies in 

construction and heating. 

                                                 
28 MINISTERSTVO PRŮMYSLU A OBCHODU. Analýza konkurenceschopnosti České republiky. 
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Information technology systems, central reservation and use of the Internet as 

a distribution channel accelerate the information exchange and decisions of visitors and 

business. Buying over the Internet changes the role of national tourist 

organizations and strengthens the role of e-marketing. Furthermore, there is 

a growing need for reliable online reservations from experienced travelers. As regards 

transport, the deploy of high-speed trains, supersonic ships and low-cost transporters 

influences of classical ways of travel, road transport is becoming overloaded, especially 

during the summer holidays, which may change the better availability 

of direct rail and air links, which stimulate the demand for extended weekends, citi 

breaks abroad, as well as decreasing the importance of bus services. 29 

 

 

4.2. MICROENVIRONMENT 

 

Microenvironment consists of forces close to the company that affect its ability 

to serve customers and together create a system that provide the value of the company.30 

Suppliers are companies and individuals who provide resources, which the 

firm and its competitors need to, produce goods and services. The success of the 

company depends to a large extent on the choice of "good" suppliers. 31 

Among suppliers of Sailtime, Ltd. belong particularly yacht owners, which is many of 

them, especially in Croatia, so the company can partially determine the conditions 

of leases, and then  ship  captains,  who for Sailtime, Ltd. works externally. 

Distribution interfaces help businesses overcome the contradictions in time, 

quantity and location that arise between the product or service producer and consumer. 

Kotler talks about marketing intermediary agents. Marketing intermediary agents are 

companies that help the company to promote, sell and distribute its goods to end 

buyers.32 In case of Sailtime, Ltd. the marketing intermediary agents are U Like It, 

which develops applications for the iPhone and the website www.dovolena.cz. The 

company is currently looking for a suitable advertising agency, which would create new 

                                                 
29 JAKUBÍKOVÁ, D. Marketing v cestovním ruchu. 2009. str. 127. 
30 KOTLER, P, WONG, V., SAUNDERS, J. AND ARMSTRONG, G. Moderní Marketing. 2007. s. 130. 
31 JAKUBÍKOVÁ, D. Marketing v cestovním ruchu. 2009. str. 129. 
32 JAKUBÍKOVÁ, D. Marketing v cestovním ruchu. 2009. str. 127. 
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promotional materials. It also cannot be not forgotten the travel agency through 

which the company tries to offer their tours, but unfortunately so far unsuccessfully.  

Customers are the alpha and omega of successful business. They represent one 

of the most important factors in the microenvironment. They can be individuals or 

corporate. In relation to the company they are divided into buyers, users, 

potential buyers, and potential users of the product categories. Marketing view of 

customers tries to capture what circumstances influence their link with the products, the 

way they make their decisions and all positions which this relationship includes 33 

 

Most clients use the services of travel agencies annually. Those who use the 

services more often are clients in middle age who are well educated and have 

higher incomes. 

 

Figure XV: Frequency of Using Services from Travel Agencies and Tour Operators.  

Source: Ministry of Regional Development 

 

When selecting a tour operator for clients from the primary factors the most 

important is personal experience from the previous trips, followed by the opportunity to 

visit an office or a contact point and references of friends. With some distance then the 

fact that the tour operator provides a catalogue and has its own website. Generally 

speaking, the importance of 'tangible' attributes menu (catalogue, branches) increases 

with increasing age of clients, while for younger respondents is more 

substantial presence of the website. Factor "lowest prices on the market" 

seems less important than the above mentioned. Among the factors that 

                                                 
33 KOUDELKA, J. A VÁVRA, O. Marketing: Principy a nástroje. 2007. s. 52. 
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determine satisfaction with the services of tour operators are crucial the fulfilment of the 

expectations, fulfilment of the contract, fulfilment of the accommodation quality, 

insurance against bankruptcy and placing true and complete prices. Less important 

parameters are then subject such as food quality, handling complaints and 

helpful behaviour of delegates.  

When deciding which tour operator to choose, for clients it is essential the 

opportunity of visiting the website or office, they also require a catalogue and goodwill 

of the company. References from friends and personal experiences are very important as 

well.34  

 
Figure XVI: Importance of Selected Factors and the Satisfaction with Them.  

Source: Ministry of Regional Development 

 

Czech tourist’ expenditures on outgoing tourism have reached in the first quarter 

of CZK 17.5 billion, which was 7.2 percent over the same period of 2010. Despite the 

faster growth in expenditure the balance of payments in tourism in the 

first quarter ended with a positive balance of CZK 11.1 billion.35  

 

                                                 
34 MINISTERSTVO PRO MÍSTNÍ ROZVOJ. Průzkum potřeb zákazníků pro sektor CESTOVNÍCH 
KANCELÁŘÍ A AGENTUR. 
35 CZECHTOURISM. Příjmy z cestovního ruchu vzrostly v prvním čtvrtletí o 1,3 miliardy. 
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A very important factor conditioning the marketing possibilities of the company 

is the competition. For companies it is important to identify the 

competitors, gather about them as much information, to analyze this information and try 

to gain a competitive advantage, which results in better customer 

satisfaction than the competition does. Under the pressure of competition 

companies improve their products, reduce costs and select such a marketing mix 

that will better appeal the customers.  

 

In 2010 the Ministry for Regional Development issued totally 84 positive 

opinions and 1 negative opinion on the granting of the concession for the operation 

of tour operator, so that by 31st of December 2010 there were totally 1925 positive 

opinions. From this number 302 tour operators discontinued their business, at 510 tour 

operators was cancelled a trade license and about a 30 companies went bankrupt. The 

above data suggest that the 25th of January 2011there are totally 1064 active travel 

offices, which are also insured against bankruptcy.36   

 

Aggressive marketing by low cost airlines and internet booking agencies present 

a big challenge for the holiday market. Travel agents compete in variety of ways i.e. 

price, quality and the package itself. Companies offer special discounted packages and 

also compete on branding. As there are hundreds of travel agents in the Czech market so 

it is difficult to specify the competitors in the market.  

 

 

4.3. SWOT ANALYSIS 

 

4.3.1. Strengths 

 
• Effectively segmented and targeted 

adventure travellers market within the 

larger travel market, 

                                                 
36 CZECHTOURISM. Počet cestovních kanceláří  
a agentur v ČR. 

 

Figure XVII: SWOT Analysis  

Source: Podnikatel.cz 
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• repetition of customers, loyalty pool, 

• services of a high quality,  

• well – secured and efficient service, 

• good financial situation,  

• plenty of qualified and experiences staff 

• modern technology, 

• flexibility of the company, 

• adequate distribution network, 

• valuable experience in the field, 

 

 

4.3.2. Weaknesses 

 
• The market for travellers is very competitive, 

• lack of marketing expertise, 

• undifferentiated products or services, 

• low sales figures, 

• the company is a newcomer to the established market, 

• lack of business skills, 

• too narrow range of services. 

 

 

4.3.3. Opportunities 

 
• Expansion of the service package according to the latest trends and customer 

needs, 

• adding particular activities for the tourists, providing experiences, 

• providing more choice, individuality and variety, 

• providing the real value for the money of the tourists, 

• favourable market conditions, 

• wrong strategy of the competitors,  

• favourable legislation changes, 

• a market vacated by an ineffective competitor, 
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• establishing contacts with new partners, 

• ability to expand into new markets, 

• opportunity to raise awareness of the company in relation to 

customers and investors,  

• ability to gain certain advantages over competitors. 

 

 

4.3.4 Threats 

 

• Consumer price sensitivity, 

• a new competitor in the home market, 

• price wars with competitors, 

• a competitor ‘s new, innovative product or service, 

• weak competitive position of the company, 

• increased risk of sales, 

• adverse changes in legislation,  

• influx of new and strong competitors that threaten stability at the market, 

• unstable political situation in the area where the company delivers its tourists, 

• various disasters, 

• leaving of important staff to competition, 

• loss of goodwill and good brand recognition among customers. 
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5. MARKETING MIX 

 

 Through analysis of the marketing mix it is possible to obtain an overview 

of marketing strategy of a company. The management of Sailitime, Ltd. has not so far 

dealt with marketing systematically. The current marketing activities up to now were 

implemented haphazardly and more intuitively. The emphasis is on solidity, willingness 

and helpfulness in providing services. 

 

5.1. PRODUCT 

 

The tour operator Sailtime, Ltd. at the moment does not offer very wide range of 

services. In the past, it offered to its clients outdoor holidays in Europe, which were 

focused mainly on cycling, but these holidays were dropped due to lack of interest. 

However the company does not exclude that it will try to include this type of holiday in 

its offer again in the future. Therefore, at this moment the tour 

operator provides its clients only services related to yachting. These are boat 

renting, school of sailing, a holiday on a yacht with a captain, team-building events and 

corporate sailing. Apart from that, in winter the tour operator runs 

under HappySochor‘licence a ski school in Černý Důl in Krkonoše mountains. 

Mr. Dostalík decided to be focused on a narrower segment of customers, 

because the Czech market has too many tour operators and travel 

agencies, and also because sailing is a big hobby of the owner of Sailtime Ltd.  

These active and exploring holidays in Europe put the main goal to 

bring customers the beauties and most interesting places of a country or 

region, then further familiarization with controlling a yacht and forfeiture under the 

spell of stay at sea. Therefore the client can be looking forward  to a holiday where he 

can find relax, swimming, diving, learning controlling a yacht, sightseeing 

and interesting or important places, or learning the language and knowledge of the 

country from the perspective of the sea.  

If clients decide for a holiday on a yacht, they arrange the transportation into the 

selected country by themselves and they meet the captain then in the port during taking 

over the ship. In the case of interest the tour operator is able to provide the 
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transportation for clients. As for food, clients cater to themselves on the 

yacht’s kitchen and prepare food for the captain as well but however it is possible to 

buy for a surcharge a half-board.  

Another service provided by Sailtime, Ltd.  is a course designed to obtain 

captain license Costal Yachtmaster "C" at the Ministry of Transport of the 

Czech Republic. The aim of the course is not only to prepare candidates for 

successful passing of exams of the Ministry of Transport of the Czech Republic 

and obtain the prescribed practice, but also to educate the candidates to become a 

yachtsman who will be able to handle any situation at sea and not be afraid to 

leave Croatian territorial waters.  

For companies Sailtime, Ltd. offers teambuilding, which helps to come to know 

and pull together a team of employees and further then corporate 

sailing, which allows clients to prepare for their business partners 

memorable business meeting at sea. If necessary it is possible to ensure the conference 

rooms at the yacht and to prepare a special program allowing visits of the most 

interesting places. 

 

 

5.2. PROMOTION 

 

Sailtime, Ltd. focuses primarily on the promotion in the Internet. 

 

 

5.2.1. Advertisement 

 

According to the fact that this company is small, a massive advertising campaign 

is not possible at the moment due to high costs.  

The company has a website, where it presents its offers, discounts, and also 

allows its visitors to post discussion topics and search for a yacht throughout Europe 

using the browser. It is also presented on the website www.dovolena.cz. 

For potential customers the company has prepared a catalogue with its offer. 
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In addition, there was an article about the company and yachting generally in 

Žlutý magazine published by Student Agency, which all passengers of Student 

Agency’s buses could have read during their journey. 

 

Sales Support 

The most commonly used tool supporting sales is discounts. The 

company therefore offers very popular „last moment" holidays. In May of this year the 

tour operator used the now very popular discount portal, which offered a holiday on a 

yacht at a price 36% lower than normal. 4 customers bought this discount voucher. 

 

Direct marketing 

Travel agency allows visitors to its web site to register their e-mail address. To this 

address are sent offers of holidays and information about special offers. 

 

 

5.2.2. Cooperation 

 

As it has been already mentioned, at the moment Sailtime Ltd. cooperates 

primarily with Student Agency, which offers holiday of this tour operator on its portal 

www.dovolena.cz. Further tours are offered through a large number of travel agencies 

but unfortunately without success. 

 

 

5.2.3. People 

 
Mr. Dostalík is fully aware of the fact that the human factor is indispensable for 

services. He regularly monitors trends in tourism and he tries to adapt his offered 

services to them. He also keeps continuing in increasing his expertise 

and emphasis on personal and friendly approach to his customers. 
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6. ANALYSIS OF CURRENT CZECH TOURISTS 
 

6.1. CHARACTERISTICS OF OBSERVED OBJECT IN THE BROADER 

SENSE 

 

Currently, tourism in the Czech Republic emerged from the global 

financial crisis. Customers of tour operators are much more careful when selecting 

tours and much more cost-oriented. Getting customers is therefore much harder for tour 

operators, the more so because in this sector, competition is really high. As mentioned 

earlier, service from tour operators use a university-educated middle-aged people with 

higher incomes. 

 

 

6.2. DEFINING THE BASIC SET OF RESPONDENTS 

 

My questionnaire was completed by a total of 203 respondents. It was 

published on the Internet where it was filled out by visitors of the website, then I have 

published the link on servers focused on travelling and I also asked my friends to fill out 

the questionnaire. I tried to reach the widest possible range of people so I have secured a 

wide variance of responses. 

 The questionnaire was completed by 116 men and 87 women. The most 

frequently it was filled by respondents who has finished a university (88). Almost the 

same number of respondents has finished vocational secondary education (73). In a 

large distance then followed graduates of secondary schools (26), apprentice school 

(9) and elementary school (7).  
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Figure XVIII: ratio of respondents according to their education  

Source: author’s work 

 

The following table shows the sort of respondents into different age groups: 

Table V: sort of respondents into age groups  

Source: author’s work 

age 
number of 

respondents 
in % 

0 - 20 5 2.46% 

21 - 30 79 38.92% 

31 - 40 75 36.95% 

41 - 50 29 14.29% 

51 - 60 11 5.42% 

over 60 4 1.97% 
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The following two figures show the sort of respondents according 

to employment and average net monthly income.  

 
Figure XIX: sort of respondents according to kind of job  

Source: author’s work 

 
Figure XX: sort of respondents according to average net monthly income 

Source: author’s work 
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A question what kind of holiday respondents prefer was answered in the case 

of sightseeing and package holidays almost identically. The first type of 

holiday prefers 64 respondents, the second one prefer 61 tourists. Other types 

were designated activity holidays (22 respondents), mountain 

holidays (18), spa holidays (13) and sailing (5).The remaining 20 respondents prefer 

another type of holiday. 

 

 

6.3. TOOLS AND METHODS TO OBTAIN THE INFORMATION 

  

For my research I have used the questionnaire method by which I can examine 

the preferences and desires of tourists and the results of the survey will allow me 

to design a marketing strategy that will help Sailtime Ltd. acquire new customers 

and more significant market position. I have placed the questionnaire on 

the website www.vyplnto.cz because it was the easiest way for respondents to fill it 

out. It was filled out by casual visitors of the mentioned sites, and then friends to 

whom I have sent the link to a questionnaire via e-mail as well as visitors of the 

websites focused on travel, where I have also published a link to the questionnaire. 

 Respondents were answering totally 35 questions where some of them were 

sorting. Questions were divided into 2 sections: 

1. general questions – these question could have been answered only by one 

answer, they were related to education, employment, age, gender etc. 

2. characteristic questions – by this set of questions I wanted to find out 

what type of holiday respondents prefer, whether they have ever been on 

sailing holiday, whether this type of holiday would be interesting for 

respondents, etc. 
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6.4. ANALYSIS OF OBTAINED DATA 

  

Among the first questions I have asked was the question whether respondent 

has ever spent their holiday on a yacht. 14 responses was that yes, another 9 was 

that not yet, but will spend the holiday in this way this year. The rest of the respondents 

said no, but 63 of them think about that. 

Those respondents who have already been to sailing holiday 

were asked why they have chosen this type of holiday. 7 respondents said that they 

were invited to the yacht, 4 followed the recommendations of friends and 3 just wanted 

to try something new. Interestingly, none of these respondents have bought the service 

from a tour operator. Most respondents expected from this holiday an active 

holiday (14 responses), teaching basic rules of controlling yachts (10), sailing between 

interesting places (9), diving possibility (8), but also a bit of discomfort (7). Several 

respondents have represented this holiday as sightseeing, adventurous, unconventional, 

and one imagined it as peaceful. This expectation was fulfilled by 90% of respondents.  

Respondents who indicated that they have not been to the sailing holiday yet but 

they go this year will use the services of tour operators. As an additional service they 

can complete diving course (6 responses), 3can dive with the possibility of renting the 

necessary equipment and 9 may visit interesting places. Those who will not be able to 

use a particular service would be interested in diving with possibility of renting 

the equipment (6) and sightseeing (9 responses). Most of them expect from this holiday 

sailing between interesting places (9 respondents), the possibility of diving and actively 

spend time (both 6 replies). 4 respondents consider this holiday as exploring. From 

the ship's captain 9 respondents expect knowledge of the areas that will be sailing in, 

8 then his friendly attitude and one respondent from the captain expects the 

historical knowledge of the area in which they will sail.  

As mentioned earlier, 180 respondents have not been on sailing holiday 

yet. The following figure shows reasons why it is so.  
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Figure XXI: reasons why respondents have not been on mailing holiday yet  

Source: author’s work 

 

In the following figure are reasons why 63 respondents interested in sailing 

holiday, have not decided for it yet. 

 
Figure XXII: reasons why 63 respondents interested in sailing holiday, have not go for it yet  

Source: author’s work 

Most of them think about the holiday on yacht as a sailing between the 

interesting places (34), 20 of them then as an actively spent time, 19 as an exploring 

tour. 17 of them as an opportunity to learn the basics of handling yachts, 16 expect 

from it possibility of diving. Negligible number of respondents thinks that this holiday 

is relaxing, a bit uncomfortable, holiday enabling parties, recognition of a 

sea and understanding the atmosphere of the country in all forms. Services from tour 

operators would by 36% of respondents, 64% would prefer a self - organized trip.  
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The following figure expresses willingness to how much the respondents using 

the services of tour operators would be willing to pay extra for additional services such 

as language or diving courses, etc.  

 
Figure XXIII: willingness to pay extra money for additional services  

Source: author’s work 

 

The figures below indicate how much the respondents are willing to pay for one 

week of holiday for one person without food and transportation, as well as what they 

think is a price of one week of sailing holiday for one person (excluding transportation 

and food) and what price do they find adequate for one week of sailing holiday 

cruises for one person, again without transportation and meals.  

 
Figure XXIV: willingness to pay for a week of holiday for one person without transportation and food (in CZK) 

Source: author’s work 
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Figure XXV: expected price for a week of sailing holiday for one person (without food and transportation; in CZK) 

Source: author’s work 

 

 
Figure XXVI: adequate price for a week of sailing holiday for one person (without food and transportation; in CZK) 

Source: author’s work 

 

Sailtime, Ltd. also allows its clients a preparatory training and passing 

the captain's exam. From respondents, who have already been on sailing holiday, none 

of them have passed the captain exams but 4 of them would be interested in it. When 

choosing the course, price would be important for 3 respondents, also an area in 

which they could use the captain's license (4), and recommendations from friends (2) 

and the quality of teaching. This would be essential for all 4 candidates. For the 

entire Mediterranean area would like to have a captain's license 3 respondents, 1 would 

suffice only for the Croatian territorial waters. 
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6.5. THE MOST SIGNIFICANT FACTS DETECTED 

 

By analyzing data from the survey I have found the following facts: 

• the most popular types of holidays are exploring and package holiday, especially 

among people aged 21 to 40 years, 

• people with university degree prefer mainly exploring holiday, 

• people, who have finished vocational school prefer exploring holiday as well but 

they also like sport holiday 

• exploring holiday prefer respondents whose average net monthly income is 

between CZK 15001 and 25000 and then higher than CZK 50001, 

• according to job the exploring holiday is preferred by respondents who work in 

banking, insurance industry, administration, accounting, HR and by those who 

are currently not employed, 

• package holiday is favourite between entrepreneurs, self-employed, employees 

in Civil Services and traders, 

• when sorting the respondents by gender package holiday is preferred mainly by 

women, 

• men like more exploring and sport holidays, 

• totally 180 respondents have not been on sailing holiday yet and they will 

choose different kind of holiday this year as well; mainly because they are not 

interested in yachting, this opportunity have not even occurred to them or they 

think it would be too expensive, 

• 63 of those 180 mentioned above think about the possibility of choosing this 

kind of holiday in the future, 

• the reasons why these respondents have not been on sailing holiday yet are that 

the expected price is too high, 19 respondents would have to go alone on sailing 

holiday but they do not want that, 

• under this kind of holiday interested people imagine sailing between interesting 

places, actively spent time, learning basics of handling a yacht and possibility of 

diving,  

• 36% of them would buy their holiday from a tour operator, for additional 

services the most often they would be willing to pay CZK 1000 – 2000,  
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• respondents who have already been on holiday on yacht in 100% did not use 

services from a tour operator 

• all respondents who will go on sailing holiday this year has bought their holiday 

from a tour operators 

• as an additional services they will have diving and visits of interesting places, 

• generally respondents are willing to pay for a week of holiday for one person 

without food and transportation the most often CZK 12000, 

• in terms of price per a week of yachting for one person without transportation 

and food, most respondents think the price is CZK 9000 -10000 and then 17000 

and more, on the contrary the price they find relevant is CZK 9000 – 10000,  

• from the 9 respondents who have already experiences yachting, 4 of them would 

be interested in passing the course of yachting, while the selection of the course 

would be substantially based on teaching quality, then on its price and an area in 

which they could be sailing. 

 

 

6.6. ASSESSED PROS AND CONS 

 

Pros: 

• exploring holiday is very popular, 

• 63 respondents are interested in sailing holiday, 

• in the past people preferred to arrange a sailing holiday by themselves but there 

is a changing trend, 

• respondents are willing to pay for additional services, 

• the price that respondents are willing to pay the most for a week of holiday is 

equal to the price of a week of sailing holiday from Sailtime, Ltd. 

Cons 

• people think that sailing holiday is more expensive than the real price is, 

• respondents mainly think that the adequate price for such a holiday is lower than 

it really is,  
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• only 4 from 9 respondents who have already experienced sailing are interested in 

passing the captain course 

 

 

7. PROPOSALS AND CONTRIBUTION OF SUGGESTED 

SOLUTIONS 

 

From the above analysis of the marketing mix, analysis of strengths and 

weaknesses, opportunities and threats and made research, it is obvious that the tour 

operator Sailtime Ltd. should pay more attention to its marketing activities. Which the 

company would be focused to, I present the following suggestions of the marketing 

strategy. 

 

 

7.1. TARGETS’ DETERMINATION  

 

Tour operator Sailtime, Ltd. was established to make profit; therefore I can 

consider its main target to be long-term profit maximization. To fulfil this goal, it is 

necessary to choose a combination of objectives which will contribute to this.  

The mission of Sailtime, Ltd. is that the customer finds during the holiday the 

most pleasant experience, relaxation, good feelings about the holiday, 

and even knowledge of the country visited. 

The aim of this marketing strategy is increasing number of customers of this tour 

operator.  

The target of Sailtime, Ltd. for this marketing strategy is to increase the intensity of 

distribution and communication. This goal implies a partial plan which is increase in the 

knowledge of the company among potential customers.  
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7.2. MARKETING MIX 

 

7.2.1. Product 

 

Currently the tour operator does not have a wide range of services. However due 

to high competition in the tourism industry I would recommend the company to keep 

the current range of services, just to extend the offer of sailing holidays to more 

European countries, and to be focused on improving the quality of services. In the 

future, when the company gains bigger market share and its name is better known 

among customers, the owner can consider the possibility of returning to offer of outdoor 

holidays. If he still wants to sell this kind of holidays, he should find out the potential of 

this type of holiday, whether there is an interest from potential clients and whether it 

would be sufficiently profitable. If the answers to these questions are positive, then the 

company should focus on a thorough preparation before starting the marketing 

campaign and before starting to offer these services.  Improving existing services I can 

see especially in careful selection of suitable business partners, improved 

communication with clients and expansion in additional services.  

 

 

7.2.2.  Price 

 

The owner tries to set the price in a way that respects needs of customers but of 

the company as well. Of course it has to be competitive as well. However, the price is 

affected by many factors and only some of them can be changed or influenced. On the 

other hand, a certain advantage can be a size of the company. According to the fact that 

Sailtime, Ltd. is very small, the operating costs are relatively low, hence the price of 

offered services can be more advantageous. 

Considering the fact that the company has returning customers, the price is obviously 

appropriate. However the research showed that for most of potential customers the 

adequate price for this type of holiday is lower. Therefore, I would recommend the 

owner to try to change the price with aim to get more customers. On the other hand, 
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almost the same number of respondents stated the current price as adequate, so it is clear 

that to attract these potential customers it is necessary to improve the propagation.  

 

 

7.2.3. People 

 

It has not happened yet that the clients would complain about the behaviour and 

approach of both Mr. Dostalík and external employees. On the contrary, they have 

always expressed a great satisfaction. Helpfulness, courtesy and friendliness should 

continue to remain one of the main positive features of a tour operator Sailtime Ltd.  

 

 

7.2.4. Partnership 

 

The company currently works with many travel agencies, but 

unfortunately without success. The reason for this is that travel agencies are visited 

mostly by clients who have an interest in classical package holiday at sea or the mini-

break tours. Clients who are looking for something less usual then look 

for more holidays on the Internet. In addition, the sellers in travel agencies do not know 

how to sell this kind of holiday, nor they can provide more 

accurate information. Therefore I recommended Mr. Dostalík to focus on a few 

travel agencies that offer more than just the traditional package holidays and begin 

to intensively cooperate with them.  

In case of the offered language course the company now cooperates with 

only one language school. However, this offer may be attractive to clients and 

moreover this type of language course is quite unique on the Czech market, so I can see 

it as very perspective. Mr. Dostalík should ask language schools for cooperation that 

can include this course in their offers. From the beginning I would recommend appeals 

especially in Prague and Brno large language schools with a large number of students in 

order to ensure full occupancy of ships. Those selected companies should mention 

cooperation with Sailtime, Ltd. on their website and therefore create some backward 

links. Instead of the Internet promotion language schools should give their students 
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leaflets and catalogues at the beginning of a course and before the beginning of the 

sailing season as well. To motivate the language school to offer sailing holidays. Mr. 

Dostalík should agree on a commission for every tour sold. Another advantage for a 

language school may be the teacher stay free or at very attractive price. The inclusion 

of such a language course at the school board will get an advantage for the language 

school, because of expanding its services to other product and thus increasing their 

competitiveness. As an additional benefit of this offer for students of foreign languages 

is the fact that according to the questionnaire people would be interested in this type 

of holiday, but they have no one to go with. This problem would not exist 

anymore because the course participants know each other for a long time. 

 

 

7.2.5. Promotion 

 

It is better to understand this element of marketing mix as not only the 

promotion but as a communication at all. This communication includes a variety 

of communication methods, which are referred to as a communication mix; 

communication tools and also various techniques used in communicating with 

customers. Marketing communication methods on the Internet are advertisement, sales 

support, public relations and direct marketing. Communication tools are websites, e-

shops, e-mail, blog, forum, social networks etc. Marketing communication is a process 

thus it has to be managed, monitored, evaluated and improved.37 

To achieve the stated goal and intent of the proposed strategy this element of the 

marketing mix is being considered to be the most important. 

Most of the potential customers do not know about the Sailtime, Ltd., moreover at the 

tourism industry’s market is a very high competition. Therefore the company should 

seek to get into subconscious of its potential clients as much as possible, of course 

within their financial possibilities. 

 

 

  

                                                 
37  JANOUCH, V. 333 tipů pro internetový marketing. 2011. s. 20. 
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7.3. ADVERTISEMENT 

 

7.3.1. websites 

 

The website of Sailtime, Ltd. (www.sailtime.cz) is very well designed. It says 

what services the company can provide and it also shows special offers. However, the 

information about the special offer should be updated frequently, because for example 

now it shows out-of-date sale. The visitors potentially have the possibility of discussion 

via forum but the link is not working. There is also no information about the company at 

all. The visitor also cannot see any contact details. The only communication tool the 

website offers is an empty form the client can fill in when ordering the holiday. The 

next problem of the website is that some parts of the website are empty.  

Sailtime, Ltd. should definitely add some information about the company on the 

website. Company’s description is one of the essential requirements of quality public 

relations. The company profile should refer to history, the present and shortly indicate 

expected development of the company. References are also very good sign of success of 

company’s services. Customers are not focused only to price but the reliability is more 

and more often important part of decision. It is absolutely necessary to add some 

information about the owner and his contact details.  

A content of a website should be updated frequently. If the website gives old or wrong 

information, the probability that the visitor will return is very low. The content should 

be refreshed anytime when necessary and the changes have to be in harmony with other 

promotion tools. When the company decided to have news on the main page, they 

should be updated at least once a month.  

When ordering the holiday, the client should have detailed information about the 

holiday and access to Terms and Conditions.  

Sailtime, Ltd. should also add FAQs section on its website. This tool has also meaning 

for other goals of marketing communication. With the frequently asked questions it is 

possible to affect clients by pushing them a certain opinion or to direct them to purchase 

just the services of the company.  

I would also recommend the company to write its own blog with experiences from the 

sea on the website. Blogs are very popular now, they can attract website visitor’s 
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attention and if they are written in engaging way, they can surely arouse interest in 

the holiday on a yacht. However, writing a blog is not easy. This blog should be focused 

on common customers, not companies. It should be also possible to discuss about the 

blog because it helps to engage the clients, find out their opinions and thus adapt the 

product. When writing a blog, I would recommend the company not to mention the 

competitors and even the visitors would discuss about a competitor in the forum, the 

writer should not react to that. Next thing is to avoid exaggerated expectations, therefore 

do not mention new services provided until it is clear that it will be possible to buy 

them. It also has to be mentioned that the blog should be written only when there is a 

new, interesting topic to attract people. One of the aims of a blog is to get backward 

links. If it is written attractively and has interesting topics, people will mention it in 

different blogs, forums and websites. However Sailtime, Ltd. should make it easier for 

its visitors to obtain news and new blogs. The tool for that is RSS channel. This delivers 

any new information to users.  

The company definitely cannot forget about its competitors. To check the changes is 

possible by visiting the competitor’s websites time to time. However to save some time 

Mr. Dostalík should use a tool which searches for changes on selected websites. It is 

called Versionista and monitors and alerts to changes. It is worth of checking changes 

on competitors’ websites because even a small difference can change the sequence in 

searching.   

Next thing I would recommend the owner is creating a website focused on yachting 

itself. Of course it would provide some backward links which would influence the 

position of Sailtime, Ltd. in searching. There are already some websites about yachting 

thus Mr. Dostalík can get some inspiration. This website should describe the holiday on 

yacht in details, why he is interested in sailing, description of interesting places the 

potential customers can visit, his plans and so on. The main target of the website is to 

bring yachting closer to people and to arouse the interest in it.  
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7.3.2.magazines, Internet 

 

In the past the company has paid for banners on the Internet. It used to be very 

effective type of advertisement but it is not anymore. During the time is appeared 

everywhere thus the people started to ignore it. Too much of advertisement, especially 

in banner’s form, has caused banner blindness – people actually do not see this banners. 

This is the reason why the advertisement of Sailtime, Ltd. was not successful.  

The company is registered in catalogue www.Firmy.cz, which is the only general 

register worth of paying for being a member. To pay for membership in any other 

general register is not necessary and I do not recommend the company to be a member 

of these catalogues. During the season I recommend the company to pay for 

priority listing. For a position in catalogue searching is usually a charge unlike in 

most full-text searching but the company can get a benefit from that because the 

competition in the tourism industry is really high. To consider whether to pay 

for preferred listings, Mr. Dostalík needs to find out the number of visitors and of 

course terms and conditions of the catalogue. Currently Sailtime, Ltd. is a member of 

some unimportant registers.  They are not very useful because they are on very low 

positions in full text searching. However, there are also some specialized registers that 

might bring more customers. There registers are for example: 

   www.cestovni-kancelare-ck.cz 

   www.katalog.orbion.cz 

   www.cestovnikancelar.cz 

 Mr. Dostalík should also consider a membership in The Association of Czech 

Travel Agents or The Association of Czech Tour Operators and Travel Agencies. The 

membership in at least one of these organizations would enhance the credibility of the 

company.  

 According to the fact that the research showed a quite high number of potential 

customers among students, the owner of Sailtime, Ltd. should consider an advertisement 

in student magazines and websites. The selected magazines and websites can be for 

example: 

   Studenta 

   Karavana 
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   Stip 

   www.UKáčko.cz 

   www.ilist.cz 

   www.helena.upol.info 

   Prostor 

   www.studak.cz 

 On the other hand, I do not recommend an advertisement in specialized journals. 

One of the reason are high costs of such a promotion, another thing is that it is expected 

from readers of this kind of magazines they have yachting as a hobby for a quite long 

time and thus they probably have the captain license. It would be very hard to find 

customers among these people. 

 

 

7.3.3. catalogue and promotional leaflets 

 
The company already has a catalogue and promotional leaflets. However the 

catalogue still includes previously offered outdoor holidays, thus it has to be updates. 

The promotional leaflet only mentions an opportunity of a sailing holiday but do not 

says many details. Hence I recommend an update of it and adding more details.  

Before the start of a sailing season these promotional materials should be then 

distributed directly to customers – to their letterboxes, then to bulletin boards of public 

libraries and universities. High intensity of distribution of promotional materials is very 

important because it helps to get into mind of potential customers and they will spread 

the information about the company to other people. 

 

 

7.3.4. social networks 

 

Given that internet advertising is less effective than it was before, it is necessary 

to find new ways to reach customers. A new form of Internet marketing is marketing 

on social networks. At the moment, this type of marketing is the fastest growing form 

of marketing on the Internet. This form of communication gives the customer a totally 

different dimension. Customers today help to create products, comment on actions of 
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companies and especially communicate the variety of information among 

them. In Facebook was in the Czech Republic 3 million users, on Youtube last year 

was played 700 billion videos.  

Currently the company do not have a single profile on a social network what I find as a 

really big disadvantage. Mr. Dostalík should definitely immediately create an account 

on Facebook. Companies do not have a profile but a site which offers the user to create 

long-term relationship with customers. At the beginning the company should spread the 

information by existing friends of the owner. Next social network the company should 

have the profile on is Youtube. It allows the user to upload videos from sails so it is and 

easy tool for attracting customers. I would recommend interconnecting the Facebook 

profile with the one on Youtube.  The last very good tool for promotion is Twitter, 

which allows the user to write micro blogs. To have Twitter profile I would recommend 

because it is a good tool for discussion, the information is short and do not disturb, it is 

the easiest social network from all I have already mentioned. From the marketing point 

of view the company should look for tweets mentioning the company and its products 

and react to them with own tweets and to resend them as well. Another advantage 

the profile on social networking brings is the fact that it is for free while it is possible to 

bring the company significant benefits.  

  

 

7.3.5. sales support 

 

In the past the company tried to sell its holiday on very popular discount portal 

but this step was not very successful. I would recommend the company to offer a certain 

discount to returning customers so it can persuade them to buy a holiday from this 

company again. Currently the company offers time to time the “last moment” holiday 

which is good but information about these offers is very low. The company should 

definitely mention in on the social network’s profile.  I would recommend the company 

to keep offering such discount but to inform about those not only new potential clients 

but mainly those who have already bought a holiday from the company. Another thing 

that can help the owner to persuade both the existing clients and new clients to buy a 
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holiday from the company an offer of additional service for free if they buy the holiday 

until a certain date or a discount for those buy the holiday in advance – “first time”. 

 

7.3.6. direct marketing 

 

Sending emails is a very effective form of internet marketing. I recommend the 

owner to send the direct email directly to potential or existing customers when it is 

necessary to inform them about the services. It can also be a message intended 

to remind the company to existing customers in order to not forget about the company, 

together with providing information about something that customers may be interested 

in. The owner should try to get email anytime. It is necessary to ask for an email address 

during any opportunity and in any level of contact with existing and potential 

customers. When the list of email address has been created, then Mr. Dostalík should 

send to these contacts a request for email addresses of friends with aim to send 

information about special sales and discounts. It is necessary to not use the list too 

often; otherwise the receivers might be stopping being interested in the news. 

Apart from direct email the owner should also create a newsletter to strengthen long-

term relationships with customers. This kind of email should be sent regularly and 

content not only information about prices and sales but general information as well. 

When starting the campaign, it might be easier for the owner to advertise in someone 

else’s bulletin. Receivers, who have a warm relationship with this newsletter, will then 

automatically transfer their positive relationship to the newly advertised company.  

The main advantages of email marketing are low costs, pro-activity, success and 

possibility to arrange the email almost for every customer differently.  

 

 

7.3.7.fare trades and exhibitions 

 

In the past the company has participated in several fairs, but the owner 

feels that it did not bring anything and therefore does not want to pay unnecessarily high 

fees for participating in trade fairs or exhibitions. However at these events it is possible 
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to get a lot of interesting contacts to potential partners, so I recommend Mr. Dostalík 

these events to participate.  

 

7.3.8. feedback  

 

The customers should definitely have the opportunity to express their opinion 

about offered services. Therefore I strongly recommend the owner to create a 

questionnaire for existing customers and send it to those clients who have just returned 

from the holiday. This questionnaire should include questions focused on the holiday 

generally, satisfaction with offered services, opinion about captain’s knowledge and etc. 

It should also give the customers a possibility of expressing their needs for a potential 

following holiday. The company then should carefully analyze the data and try to adapt 

the services to meet customer needs. 
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8. CONCLUSIONS 

 

Field of marketing in tourism is very large and thus offer wide range 

opportunities. Marketing strategy of a tour operator helps the company to survive in the 

very competitive market, to reach long-term financial success and to strengthen its 

position at the market.  

The goal of my thesis was an analysis of current marketing strategy of Sailitime, 

Ltd. and to suggest some improvements which would help the company to gain more 

customers. The strategy should have taken into consideration certain specifics of 

marketing in tourism, the market and customers. 

In the theoretical part I have described specialized knowledge connected to 

tourism, the position of the tour operator at the market and marketing in tourism 

industry. Apart from that I have characterized individual elements of marketing mix.  

According to findings from my research in the analytical part of the thesis I have 

made an analysis of external and internal audit. The most important external and 

internal factors are mentioned in the SWOT analysis. 

By the analysis of each tool of marketing mix of the company I have pointed out 

its shortage. To remove them I have suggested the marketing strategy for the future. The 

main problem of Sailtime, Ltd. I have found out is a lack of promotion and low rate of 

distribution, which is in my opinion the main reason of low number of customers and 

thus the profit of the company. 

Considering the obtained data I have designed new marketing strategy focused 

mainly to increasing knowledge about the company among potential customers and thus 

to get more clients and have better profit. To reach these goals it is necessary to increase 

the intensity of a distribution and promotion. Because of current financial reasons the 

company cannot afford a massive campaign using all the elements of communication 

mix. The required steps are mentioned in the marketing mix‘suggestions.  
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