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prague city tourism

Praha ma image levné
vecirkové destinace
a skanzenu.

Turisté v Praze utraceji
méné nez v evropskych
metropolich.

Turisté se koncentruji
v pamatkové rezervaci.

cdestinace praha

Budovat image Prahy
jako prémiové kulturni
destinace.

Zwysit pFijmy Prahy
2 cestovniho ruchu.

Odlehcovat pamatkové
rezervaci.

Spiékovy rebranding
a klientsky servis.

Poplatek z pobytu a fokus
na bonitniho klienta.

Propagace atraktivit mimo
pamatkovou rezervaci.



prague city tourism

udrzitelny cestovni ruch

Za vysSi poplatek
z pobytu ocekava
klient odpovidajici
Spokojeny servis
Klient utraci

—

2

klientsky
servis

Spickowy klientsky servis podporuje &
pozitivni brand destinace

Kvalitni brand vytvari oCekavani
Spickového servisu

\Vynosy z poplatku
financuiji podporu brandu

Kvalitni brand destinace
laka bonitni klientelu



prague city tourism

pripadova studie praha
1 brand



prague city tourism

Ani to nejkrasnejsi misto,
pokud hema dusi, hezanecha
v havstevnikovi hlubsi otisk.



prague city tourism

filozofie znacky praha

Bez skute¢ného kazdodenniho Zivota je kazdé mésto
jen kulisou a skanzenem. Nadale proto budeme Prahu
prezentovat vylucné ve spojeni se svobodnym stylem
zivota Prazand, jejich tvorivosti a lidskymi pribéhy.



prague city tourism

nova pozice znacky praha

bohémska
nekonvencni a plna projevli uméni

ha Urovni
stylova a sofistikovana

mnohovrstevnata
riznorodé vlivy prolinajici se do vyjimecného celku



prague city tourism

nova pozice znacky praha

Praha . .
konzervativni

Berlin

Viden

nizkonakladovy

liberalni

prémiovy



prague city tourism

filozofie kulturni uvdrzitelnosti

Za kazdym zplisobem prezentace znacky Praha vidime
konkrétniho prazského tviirce. At tvori design suvenyru,
ilustrace pro tiskoviny, fotografii ¢i audiovizualni dilo.
Kulturni udrzitelnost pro nas znamena systematicky
zapojovat prazskou femeslnou a uméleckou komunitu
do ¢innosti Prague City Tourism a tim ji ekonomicky

a marketingové podporovat. VZdyt i to je historicka role
verejnych instituci.
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novy vizualni styl

design design

Bohumil Vasak Petr Stépan

Tomas Brousil
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prague
city tourism

PRA|HA
PRA|GUE
PRA|GA
PRA|G

N
{0,

astronomicka v

a barokni knihovna klementinum

V/stupenka —

zjednoduseny danovy doklad.
Platnost 30 dni od data vystaveni.
Vstupné obsahuje snizenou sazbu
DPH 10 %, ostatni sluzby zakladni
sazbu DPH 21 %.

Prague City Tourism a.s.
Zatecka 110/2

CZ2 110 00 Praha 1

DIC C207312890

tisk Colosseum

prague
city tourism

PRA[HA
PRA|(GUE
PRA|GA
PRA|G

staromeéstska radnice

V/stupenka —

zjednoduseny danovy doklad.
Platnost 60 minut od data vystaveni.
Vstupné obsahuje snizenou sazbu
DPH 10 %, ostatni sluzby zakladni
sazbu DPH 21 %.

Prague City Tourism a.s.
Zatecka 110/2

CZ2 110 00 Praha 1

DIC C207312890

tisk Colosseum

prague
city tourism

PRA|IHA
PRA|GUE
PRA|GA
PRA|G

petrinska rozhledna

Vstupenka —

zjednoduseny danovy doklad.
Vstupné obsahuje snizenou sazbu
DPH 10 %, ostatni sluzby zakladni
sazbu DPH 21 %.

Prague City Tourism a.s.
Zatecka 110/2

CZ2 110 00 Praha 1

DIC C207312890

tisk Colosseum

prague
city tourism

PRA[HA
PRA|GUE
PRA|GA
PRA|G

yF V 4

svatomikulassk

Vstupenka —

zjednoduseny danovy doklad.
\/stupné obsahuje snizenou sazbu
DPH 10 %, ostatni sluzby zakladni
sazbu DPH 21 %.

Prague City Tourism a.s.
Zatecka 110/2

CZ2 110 00 Praha 1

DIC C207312890

a 2vonice

tisk Colosseum

prague
city tourism

PRA[HA
PRA|(GUE
PRA|GA
PRA|G

V/stupenka —

zjednoduseny danovy doklad.
Platnost 365 dni od data vystaveni.
Vstupné obsahuje snizenou sazbu
DPH 10 %, ostatni sluzby zakladni
sazbu DPH 21 %.

Prague City Tourism a.s.
Zatecka 110/2

CZ 110 00 Praha 1

DIC C207312890

8 objekty ve 365 dnech

tisk Colosseum

prague
city tourism

PRA|HA
PRA|GUE
PRA|GA
PRA|G

petrinska rozhledna,

y 4

A 4

A 4

\/stupenka —

zjednoduseny danovy doklad.
Platnost 365 dni od data vystaveni.
\/stupné obsahuje snizenou sazbu
DPH 10 %, ostatni sluzby zakladni
sazbu DPH 21 %.

Prague City Tourism a.s.
Zatecka 110/2

CZ2 110 00 Praha 1

DIC C207312890

kova hvezdarna

anli
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tef

bludist

tisk Colosseum
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prague metro iconic design
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prague city tourism

pripadova studie praha
2 klientsky servis

23



prague city tourism

udrzitelny cestovni ruch

Za vysSi poplatek
z pobytu ocekava
klient odpovidajici
Spokojeny servis
Klient utraci

—

2

klientsky
servis

Spickowy klientsky servis podporuje &
pozitivni brand destinace

Kvalitni brand vytvari oCekavani
Spickového servisu

\Vynosy z poplatku
financuiji podporu brandu

Kvalitni brand destinace
laka bonitni klientelu






prague city tourism

typy klienta dle zakaznické zkusenosti

detraktor

heutral

promoter
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city touri

prague

pripadova studie praha
3 poplatek z pobytu




prague city tourism

udrzitelny cestovni ruch

Za vysSi poplatek
z pobytu ocekava
klient odpovidajici
Spokojeny servis
Klient utraci

—

2

klientsky
servis

Spickowy klientsky servis podporuje &
pozitivni brand destinace

Kvalitni brand vytvari oCekavani
Spickového servisu

\Vynosy z poplatku
financuiji podporu brandu

Kvalitni brand destinace
laka bonitni klientelu



prague city tourism

systém alokace poplatku z pobytu

podpora MICE

zastropovano ve vysi

kampané na podporu

. prijezdového cestovniho ruchu
vyse poplatku 50 K¢

programoveé dotace v oblasti
kultury a cestovniho ruchu



prague city tourism

\" & 4/ (o) A" A " 4V 4

rust prijmu meésta diky vyssimu
poplatku z pobytu

celkovy objem vybranych prostiredku z poplatku z pobytu v milionech korun

800
704
600 557
400 345
311 324
280
200
O
2016 2017 2018 2019 2020 2021 2022 2023

odhad

poplatek 21 Ké

poplatek 50 K¢&



prague city tourism

modelace poplatku z pobytu

v pripade jeho zvyseni na 100 korun

1 600 mil.

1 400 mil.

1 200 mil.

1 000 mil.

800 mil.

600 mil.

400 mil.

200 mil.

O mil.

344 785 515

2019

81 973 622

2021

556 530 458

2022

704 367 691

2023
odhad

1408 735 381

2023
odhad

130 mil.

bez podpory AHR

s podporou AHR

s podporou AHR
a zménou zakona
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prumerna vyse poplatku z pobytu

25

20

15

10

5

0

Amsterdam

aaaaaaa

Budapest

promeérna vyse
poplatku z pobytu
v € za hoc
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pripadova studie praha
vysledek
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prague city tourism

dopad marketingovych kampani

Growth in spend of visitors in Prague from individual origins targeted by a campaign and the rest of foreign countries — %, Q3s compared

«Stay in Prague” campaign by S90S . Joint campaign 755 betisd CzechTourism

38%

YoY change coe . 28%
21% : : f :
16% ' s .
2023 vs. 2022 ._ ;o 10% 11% 8% _

-8%

Benchmark for comparison

82% 84%

56%

. 43%
=il

30% : H H :
-8% = - : : : : -

Recovery
2023vs. 2019 =
2% i -22%

ITALY SPAIN  POLAND GERMANY ISRAEL FRANCE AUSTRIA SWITZER—§ SOUTH UNITED UNITED BELGIUM NETHER—S NOT
LAND : KOREA : STATES : KINGDOM LANDS : TARGETED

: : : : : MARKETS

43%
19%

% 13% 9%
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vyrazny rust utrat navstévniku prahy

Monthly non-residential spend vs. average non-residential spend per month in 2019 - Prague vs. Czechia, % index = Prague = Czechia
180 | E E S |
160 Visitors' average spend : : ; l v
per month in 2019 : : ! : /-—\\/\
140 ~ (Pragueresp. Czechia) , ; : '
120 |7 ’ ! \/
[~ i i I ] i
100 = e o o e o e e = # = SN T oo E=—a e —
0 |/ : | : :
60 : ' : :
40 : i | i
20 | E | |
. 2019 . 2020 . 2021 . 2022 . 2023
JAN MAR MAY JUL SEP NOV JAN MAR MAY JUL SEP NOV JAN MAR MAY JUL SEP NOV JAN MAR MAY JUL SEP NOV JAN MAR MAY JUL SEP
Overnights vs. 2019 - i E e E e
Progue? % index, CSO : : (3% ) : . C”O%L,)
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harust spokojenosti navstévniku

Visitors of Prague have been more excited and positive in their reviews of experiences in the

destination comparing to the pre-pandemic year, solely feedback to adventure and sport activities

in the ,,Active Lifestyle” category has marginally deteriorated in 2023

Sentiment per segment — summer seasons (June to September) compared

Overall satisfaction rate

Segment

| Arts & Culture
"||) Food & Cuisine
150 Family Activities
| Nightlife
/\/\ Nature
A% Active Lifestyle

=) Shopping

Positive

feedback share

50.4%

63.7%

41.4%

L4 2%

63.3%

48.2%

L7%

52.2%

%-change
vs. 2019

1

»D D an s

+37%

+/5%

+11%

+98%

-6%

+56%

+25%

418% 4

Positive

feedback share

35.7%

61.2%

35.6%

40.8%

57.3%

51.1%

47.8%

49.5%

2023 2022
468% 4

%-change
vs. 2019

4

1

» = . =

-3%

+50%

+80%

+58%

+19%

2019
38.6%

Positive

feedback share

36.9%

60.8%

23.7%

39.8%

31.9%

51.2%

30.2%

41.7%

In general, Prague visitors have been this
summer season positively ,tuned” in almost
half of their social media posts and reviews
related to the local products & attractions
which is by a quarter more thanin 2019
Satisfaction with activities in nature, family
and shopping opportunities have increased
most noticeably from pre-pandemic years
* These were exactly the categories with

the least contended travelers'

feedbackin 2019
Food & Cuisine sentiment has been rising
only moderately, but underlying activities
were already highly positively perceived in
2019 with more than 6 such praising reviews
out of 10 comments
Similar stagnating development combined
with an above-average positive feedback
share can be observed for sport and
adventure activities
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dari se redistribuce navstevniku

mimo centrum mesta

KarlOv most

Pra2sky hrad

Staroméstské nameésti

Muzeum iluzivhiho umeéni

katedrala sv. Vita

Zoologicka zahrada

Petiin

ostatni

9,4 %
9.4 %
8,9 %
3,8 %
3,5 %
2,9 %
3,4 %

58,7 %

2023

-53 %
-19 %
-32 %
+100 %
-50 %
-3 %
+21 %

+38 %

11,2 %
9,1 %
10 %
0,4 %
4.8 %
3,8 %
1,6 %

59,2 %

2022

-44 %
-12 %
-23 %
+100 %
-33 %
+27 %
-43 %

+39 %

podil top 3
2019 turistickych cilU

2023

20 %

11,6 %

13 %
2022

7 %

3 %
2,8 % .

42,6 %
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