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Abstract:  

The article deals with the entrepreneurs providing tourist services especially in tour operators (TO) and travel agencies (TA) 
in the Moravian-Silesian Region. The topic of trends in tourism is an up-to-date topic not only from the scientific but also in 
practical terms. On the basis of the survey, the objectives of the research are to identify selected tourism trends in the offer 
of TO/TA influencing their activities in the tourism market in the Moravian-Silesian Region. One of the main research 
questions was to explore whether professional behavior and corresponding ratio of price/quality belong to significant factors 
influencing purchasing a tour from TO/TA offer. The primary data was acquired from the selected tourism subjects, with the 
focus of the research and was analyzed using SPSS software. According to the survey are significant factors influencing 
purchasing a tour from TO/TA offer service from the perspective of the TO/TA next to the offer knowledge and ability to 
provide as much information as possible, belongs to professional behavior and corresponding ratio of price/quality and 
TO/TA are focused on searching new experiences, sightseeing tourism, senior tourism, active and adventure trips, 
discovering unique places, youth tourism, etc. 

Keywords: Enterprises; Moravian-Silesian Region; survey; the strategy of Tourism Management; tourism trends; tour 
operators; travel agencies. 

JEL Classification: L26; L83; C12; Z32. 

Introduction  

As it is stated by Mai and Smith (2018), a tourist destination is a dynamic complex system involving numerous 
items that are integrated in a non-linear way. The system also comprises a varied range of entrepreneurial 
subjects following their own objectives and administration concerns. According to Mura and Kajzar (2018) 
tourism is one of the fundamental factors strengthening the economy in the Czech Republic. Tourism, as well as 
all other players on the world stage, considers digital technologies as the shortest and most effective way to its 
customers (Artamanova et al. 2019) 

DOI: https://doi.org/10.14505/jemt.v11.2(42).02 
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It has been found out that tourism stimulates local economies, attracts foreign investments, increases 
entrepreneurial activities, raises property value, develops social infrastructure, and attracts a wealthy middle 
class (Zeng-Xian and Tak-Kee 2016). Tourism is a social, culture and economic phenomenon involving mobility 
to countries and places outside their usual surroundings for personal or entrepreneurial purposes. Numerous 
tourists want to escape from their stereotypes, look for making friends, relaxation, and acquiring enriching 
experiences (Walby and Piché 2015). Tourism development in the regions can be considered as a factor of 
regional socio-economic development (Lakner et al. 2018, Kataeva et al. 2019, Stankova et al. 2019, Singgalen 
et al. 2019). 

The focus of the article is important because tourism industry is an entrepreneurial sector providing 
various kinds of services that involve providers of accommodation facilities from hotel chains to small private 
boarding houses, and a sector related to tourist attractions: e.g. national parks, cultural and historical sights, 
theme parks, botanic gardens, sport centres, transport, destination organization sector, including tourism 
facilitators with tour operators, tour operators and travel agencies, seasonal facilitators or agents, conference 
organizers, incentive houses, reservation systems, etc. There can be observed a change in the number and 
structure of domestic and foreign tourists, and at the same time, the demand for quality services is increasing 
(Kubaľa and Vetráková 2018). 

Entrepreneurship is a professional employment within the framework of establishing and management of 
their own business based on the self-employment principle which targets on both providing and development of 
new benefits and values, manufacturing and sales of goods, execution of works and rendering services as well 
as creation and upkeeping of working places along with bearing social responsibility towards both the state and 
the society (Goryushkina et al. 2019, Vlacseková 2019) 

The article is mainly designed for selected tourism entrepreneurs providing tourist services especially in 
tour operators and travel agencies in the Moravian-Silesian Region and too for their customers. Result of this 
research can use TO/TA to create a new offer for the greater satisfaction of tourist and visitors of the Moravian-
Silesian Region. For TO and TA, it can be challenging to find current travel trends and respond to customer 
wishes and needs. It is very important to find who your customer is with your tourism research. Focus on the kind 
of travelers to whom you’re selling. Are they young backpackers, or adventure seekers? Determine your market 
size and location. Is your business selling locally in person or globally over the internet? 

1. Literature Review 

According to Kolková (2018) forecasts in the business economy play a key role. The tourism industry is broad 
and varied, with many tourism businesses promising wandering travelers a little slice of paradise on their trip. 
When developing your tourism-based business, it’s important to conduct market research so you have a 
comprehensive understanding of the industry, your customers, your competition and your growth strategy. 

Tourism presents a very important economic activity both on national and regional levels with a favorable 
impact on economic growth and employability (Pellešová and Kostková 2017, Pellešová 2017, Milek 2018). In 
2016, tourism took the seventh position in the list of efficiency related to Czech economic branches and it 
produced 2.8% gross added value in the country (following processing industry with 26.8%, trade with 10.9%, a 
property segment with 8.4%, construction industry with 5.6%, and the area of public services like health and 
social care, and education with 4.2%). Tourists in the Moravian-Silesian Region spent (on one day and more day 
stays) more than 7 billion CZK in public and private accommodation facilities. In the Czech Republic, the whole 
expenditure related to all tourists is 206 billion crowns. According to Ryglová (2010, 257), the variety of cultural 
and architectonic attractions creates a high potential for cultural, urban and sightseeing tours and also for spa 
stays. The combination of these factors gives our republic preconditions to become an attractive and frequented 
tourist destination.  

Very popular is ratings (Zaytseva, Brel and Kaizer 2019) allow countries and regions to realize their 
position and their role in the development of tourism, to assess their competitive advantages that increase the 
tourist attractiveness of the territory. 

The range of tourism brings a significant multiplication effect within its economic relations (Kesner, 
Novotný and Škodová-Parmová 2008, Pellešová 2015). Tourism belongs to the most dynamic economic sectors 
in the world reflecting, especially in the last decade, new trends (Bezkhlіbna, But and Nykonenko 2018). The 
society is constantly changing, and the trends related to the economic, social and lifestyle changes consequently 
influence tourism, therefore tourism presents an important part of our society, including the Czech Republic and 
the Moravian-Silesian Region (Kajzar 2018).  
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Some trends in tourism are listed in the Strategy of Tourism Management in the Moravian-Silesian 
Region. The Moravian-Silesian Region has decided to update its regional innovation strategy (along with a 
comprehensive development strategy for developing the region) based on strategic documents prepared by the 
EU (Europe 2020) and the Czech Republic for this period 2010-2020. 

According to the document, one of the prerequisites for an increase of quality and efficiency in tourism is 
establishing regional marketing initiatives all over the world (Hruška et al. 2017). Following the mentioned 
document, the list of current trends in tourism involves:  

 The Internet as the most frequent and most important source of information, the word of mouth, and 
personal recommendation (showing a bigger impact than promotion events of destinations); 

 The Internet as the main communication channel – decisions are influenced by online reviews, web 
pages of accommodation facilities, tourist areas and tourist attractions – the presentation form is very important; 

 An increase related to online sales of products and services in tourism and an increasing number of 
direct booking (not using travel agencies); 

 An increasing number of senior and young tourists (between the age of 16-35);    
 The development of new tourism forms, for example, city tourism, event tourism, industrial, 

gastronomic, adventure tourism, Couchsurfing, geocaching, etc. 
What is the purpose and reasons to solve the selected issue? As travel is increasingly an integral part of 

our lives, changes in society, as well as economic or lifestyle changes, have a consequent and constant impact 
on tourism in the form of various trends. It is very important for the tourism sector to accept these trends at the 
earliest possible stage and adapt the offer to them. People's preferences and behavior, and with them the offer of 
tourism services and products, are constantly evolving. Increasing market saturation, growing consumer interest 
in themselves, higher disposable incomes and leisure funds are affecting the success of tourism service 
providers. The competition will become increasingly volatile (Nordin 2005). Dwyer (2009) considers economic, 
political, environmental, technological, demographic and social environments to be the key drivers of trends. 
These factors have a long-term impact on the form of tourism policy, it's planning and development. However, 
they also influence the behavior of visitors, resp. their decisions related to tourism - for example, by what means 
of transport to travel and to what places, what activities to do, how much money to spend, etc 

Authors Panfiluk and Szymańska (2017) emphasize the importance of services as a catalyst for economic 
success. Small and medium-sized enterprises are also the key to recovery from economic crises. They fill gaps 
at the market and can be characterized by high innovation capacity (Mura and Ključnikov 2018). According to 
Havierniková, Lemańska-Majdzik and Mura (2017) innovation is a result of a creative process, of a new idea, 
brain wave, and new knowledge – of the invention. Building a competitive economy is based on the existence of 
competitive regions whose essential element in terms of sustainable development is the effective functioning 
business sector (Mura and Mazák 2018, Semenenko et al. 2019). 

As the tourism sector keeps growing along with the growth in travel motivation and the number of tourist 
arrivals (Bácsné Bába et al. 2018). Recently, tourism has undergone various changes related to different 
subjects running businesses in tourism. The change of using selected forms of tourism in various segments, and 
last but not least, big competition in tourism brings a lot of advantages for consumers (Bello and Martinez 2018). 

The trend, according to Kotler, Wong, Saunders, and Armstrong (2007), presents a characteristic 
direction or sequence related to the event development that shows a long-term tendency. Trends have existed 
for a long time, are visible in several market areas and client activities, and are consistent with other significant 
indicators.  

Tourism presents numerous kinds and forms showing different development tendencies. In the area of 
cultural tourism, there can be observed a trend related to a shift from the tangible to the intangible heritage. More 
attention is paid to local inhabitants including minorities living in the region, and also to the geographical research 
of the cultural heritage directly in the specific location (Kajzar and Schellong 2017, Richards 2018). 

According to Syrovátková (2013), new types of tourism are coming into being constantly. This fact is 
related to an increase in leisure time and the desire to spend it in new ways, and also to unusual experiences as 
a result of technical progress in tourism.  

The theoretic dimension in tourism is also dealt with by numerous authors, e.g. (Buhalis and Costa 2006; 
Gúčik 2010; Conrady and Buck 2011; Schwartzhofová 2008; Ryglová, Burian and Vajčerová 2011; Goeldner and 
Ritchie 2014; Palatková and Zichová 2014; Vystoupil, Šauer and Řepík 2017). In these books authors mentioned 
facts that mean, that it is not easy for entrepreneurs in tourism, for example for tour operators and agencies 
including, to provide customers with complex products meeting their demands. Tour operators and agencies 
need to acquire new clients and keep up the current ones, therefore the offer must involve a wide range of 
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services comprising all the products from trips to holidays in luxury resorts and setting price categories available 
for various customer segments. Typical notions associated with leisure today are experience and nature (Boda 
2018). This leads to the necessity to learn how to react to current challenges and trends existing in tourism and 
to estimate the ones. 

Some trends in tourism are long-term, e.g. demographic trends, using modern communication and 
information technologies (Shevyakova et al. 2019; Ključnikov et al. 2019), but other future trends cannot be 
predicted yet. However, we are able to estimate that further development direction will be related to the following 
four areas: the offer of new tourism products, searching new target groups, the offer of new services, and new 
approaches to tourism marketing (Kotíková 2013). 

Trends in tourism are also paid a lot of attention to international organizations. OECD (2018) lists the 
following trends: an aging population, 23% of tourists exceeded 55 years, the biggest number of people go 
abroad on holiday (71%), the middle class will increase all over the world. In the OECD countries, new 
specialized markets come into being, for example, holidays for individuals, seniors, for the wealthy and the poor. 
Developing niches involve trends like extreme adventures, enjoyment and luxury traveling (e.g. cruise tourism), 
looking for unique experiences, self-realization, and demand for authenticity. Travelers want to experiment more 
and are willing to test new products, food, and attractions. It is important that entrepreneurs in tourism emphasize 
needs and wants of the Millennium generation, having been born in the second half of the 20th century in the 80s 
and 90s or just after the year 2000, and Z Generation (the name related to the group of people born since 90s of 
the 20th century).   

Further trends UNWTO (2013) involve wheelchair traveling that is advantageous not only for the disabled 
or the people with special needs but also for all the travelers. A potential client with specific needs expects the 
availability of the complex offer in all the chains of tourist services in a destination. CzechTourism (2018) focuses 
on the support of promotion related to the most important areas according to the opinions expressed by Czech 
and foreign tourists like e.g. wellness, Czech gastronomy, adventure holiday, congress tourism, and also Czech 
cultural heritage, etc. 

2. Methodology  

Within the project related to the institutional support “Trends in Tourism in the Moravian-Silesian Region 2017-
2019”, the authors have focused among other things too on the prediction and estimation of the tourism trend 
development in the area of TO and TA, providing services in the Moravian-Silesian Region, and also on clients, 
their preferences, and shopping decision making which has been analysed within the found trends. This article is 
aimed at scientists who are interested in trends in tourism, but also at selected tourism enterprises and their 
marketing strategies. 

The paper deals with the research of tourism trends in the area of supply and demand of TO and TA 
services, within the institutional project "Trends in Tourism in the Moravian-Silesian Region", which was 
implemented in 2017 - 2019. The aims of this article are to identify selected tourism trends in the offer of tour 
operators/travel agencies influencing their activities in the tourism market in the Moravian-Silesian Region. 

For the tourism sector, it is very important to accept these trends as early as possible and adapt them to 
the offer. The preferences and behavior of people, the offer of tourism services and products are constantly 
evolving. Tour operator/travel agencies, therefore, take advantage of the prerequisites for development on a 
given territory and create the offer of products adapted especially to the trends in tourism development and so 
the authors have focused their attention on this direction. 

This article deals with the entrepreneurs providing tourist services focuses especially on tour operators 
and travel agencies in the Moravian-Silesian Region. The primary data was acquired from the selected tourism 
enterprises using systematic sampling (also called systematic random sampling) every Nth member of tourism 
enterprises is selected to be included in the study. It has been stated that “with systematic sampling, every Kth 
item is selected to produce a sample of size n from a number of tourism enterprises of N”. Systematic sampling 
requires an approximated frame for a priori but not the full list. 

The survey was conducted using computer and in-house questionnaire in the period between February 
and November of 2018 in the Moravian-Silesian Region. The structure of the questionnaire was broader than the 
structure of the article. The survey involved 29 representatives (10 TO and 19 TA) and (698 participants) from the 
Moravian-Silesian Region. From 29 tourism enterprises, about 75.9 % of them employing up to 50 staff members 
(22) and 24.1% of the 51-250 staff members (7). From 698 participants 54% of women and 46% of men attended 
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in the research and from 698 participants were 61 % with secondary school with graduation, 21 % with only 
secondary school and 18 % bachelor’s degree and above. 

The authors also used secondary data from professional books, journals, conference proceedings, 
including selected internet sources concentrating on the topic of tourism and its trends.  

The objectives of the research are to identify selected tourism trends in the offer of TO/TA influencing their 
in the tourism market in the Moravian-Silesian Region.  

On this basis, two research questions were identified: 
 Do professional behavior and the corresponding ratio of price/quality belongs to significant factors 

influencing purchasing a tour from TO/TA offer? 
 Is medical and industrial tourism among the most important trends in tourism in the Moravian-Silesian 

Region? 
From the methodological perspective, the article is based on statistical analyses of available data. The 

authors of the article tried to find out the possible links between the selected issues. The authors in this paper 
used the frequency response and weighted arithmetic mean, a frequency distribution of data is shown in figures, 
tables. The primary data was analyzed too using SPSS software. 

Statistical hypotheses were formed, reflecting the relationship between the surveyed the difference in 
responses from the customers' and TO/TA perspective on the service quality factors, that may affect the repeated 
purchase of the service.  

The Chi-Square test of independence is used to determine if there is a significant relationship between 
two nominal (categorical) variables. How to calculate the chi-square statistic by hand. First, we have to calculate 
the expected value of the two nominal variables. We can calculate the expected value of the two nominal 
variables by using this formula: 

        (1) 

where:  = expected value 

 = Sum of the i-th column 

 = Sum of the k-th row 
N = total number 

 
After calculating the expected value, we will apply the following formula to calculate the value of the Chi-

Square test of Independence: 

        (2) 

 = Chi-Square test of Independence 

 = Observed value of two nominal variables 

 = Expected value of two nominal variables  
 
Based on the Chi- quadrat test of independence (assessment of the relationship of two quantitative 

variables), the existence of dependence between the quality of service factors and the possibility of repeated 
purchase the service was examined at significance level α = 0.05. It was based on the opinions of respondents 
and representatives of selected tourism enterprises (TO/TA in the MSR). Common factors were chosen for 
individual tourism facilities. The Chi- quadrat test is based on the idea of comparing observed frequencies and 
the so-called expected frequencies. The condition for accepting the hypothesis is that the occurrence of less than 
20 % of the expected frequencies below 5 and none of the expected values should be less than 1. The 
assumption of the hypothesis was based on a comparison of critical values and statistic tests. We reject 
Hypothesis H0 of independence on the materiality level α if the critical criterion is less than the test criterion (3).  

χ2(r-1)*(c-1)(1-α)  ,          (3) 
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Furthermore, it is possible to use a negative value comparison (p-value) with the significance level (α) for 
the rejection or acceptance of the Hypothesis H0. We do not reject the H0 hypothesis if p-value > α (in our case 
the significance level is 0.05). The expected value of observation eij is based on the mathematical relation (4) 
and (5), the value ni. and the value n.j are expressed as the sum of the individual observations. 

 ,          (4) 

         (5) 

3. Results and Discussion  

In 2018 the Moravian-Silesian Region was visited by exactly 3 075 161 people. According to the Czech Statistical 
Office, there were 985 795 tourists staying in collective accommodation establishments and 1,331,900 tourists 
who did not stay overnight in the region. Individual tourist areas also recorded a year-on-year increase in 
attendance. The highest growth compared to 2017, by 26%, belongs to Opava Silesia. The driving force in the 
number of tourists is Beskydy-Wallachia, which in 2018 was visited by 303 488 tourists, ie 31% of all visitors to 
the region. The Ostrava region is followed by the highest number of foreign guests, 48% of all foreigners came to 
the Moravian-Silesian metropolis. Těšín Silesia then holds the first place in the length of the stay: tourists spent 
an average of 3.9 nights. 

Most visitors were traditionally welcomed by Dolní Vítkovice and Landek Park, over 1,600 thousand visits. 
The second-place cast Ostrava Zoo with 537 thousand visitors, followed by Trojhalí Karolina with 173 thousand 
guests. The fourth-place goes to DinoPark Ostrava in Doubrava, where 152,000 people arrived last year. 
Another is the Museum of Beskydy Frýdek-Místek, its two exhibitions castle Hukvaldy and Frýdek castle visited 
102 thousand tourists. Tourists spend an average of CZK 1301 per person per day during a visit to the region, in 
sum spent more than 8 and a half billion crowns in MSR. About 70 % of the amount is spent on the purchase of 
goods and less than one-fifth of the amount of food. 

One of the questions of the questionnaire was supposed to explain whether the company focuses on 
introducing modern trends into its offer. 40 % of tourism enterprises from the research, follow the new trend and 
introduce novelties into the offer. It is necessary for companies to introduce the novelties to face stronger and 
stronger competition, although this will always depend on their financial potential. On the other hand, only 1 % of 
answers were negative and tourism enterprises are not planning any introduction of novelties into its offer 
because of their expensiveness. Description of the new studies/software/artwork and the process of production. 
What has been done, how was it achieved and what was the rationale? This can be, for example, a report on the 
design and execution of a set of experiments, the development of an innovative software system or the making of 
innovative artworks. If so, this chapter will illuminate it by explaining, at the very least, what is important and new 
about it.  

Figure 1. New trend into the TO/TA offer (in %) 

 
Source: Own processing 

Another question focused on the fact of how much TO/TA invests annually in introducing novelties into 
their offer. The acquired answers show that they do, but it depends on their size. Small TO/TA has stated that 
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they invest on average between 15,000 – 100,000 CZK per year for introducing novelties into their offer. 
Medium-sized companies have reported that their investment is related on average to the amount between 
130,000 – 820,000 CZK per year. The answers essentially express general beliefs that the larger the TO/TA, the 
more investment it can afford. 

Figure 2. How much TO/TA invests annually in introducing novelties into their offer (in CZK) 

 
Source: Own processing 

 
The following question was aimed at listing the current offer of the selected TO/TA at present. 

Respondents could use more than one answer. Based on the answers, it is possible to state that TO/TA pay the 
biggest attention to their web pages (76 %), the second position is taken by the extended offer for families with 
children (66 %) and offering new destinations (66%), followed by modern communication with clients (62 %), see 
Figure 3. Zavyalov, Saginova, and Zavyalova (2017) emphasis that modern information technologies were able 
not only to transform methods of data collection, transformation, storage, and processing to obtain new 
knowledge but also to influence economic processes, including the principles of interaction of economic agents. 

Investment in promotion corresponds to the previous answer in which TO/TA invest annually into 
introducing novelties to their offer. Permanent customer bonuses, regular workshops for the staff, etc. seem to be 
less important. 

Figure 3. Introducing novelties into the offer of TO/TA (in %) 

 
Source: Own processing 

 
A supplementary question related to the previous one was supposed to find out which novelties are going 

to be introduced into the offer of tour operators and travel agencies. The survey results show that the selected 
TO/TA intend to modernize their information technologies. The answer corresponds to the previous answer that 
TO/TA pay the biggest attention to their web pages. The Internet is the youngest global information, 
communication and sales media today. It has become an important tool for the marketing communication of 
tourism operators in obtaining and exchanging information, booking and selling capacities and services. TO/TA 
plan to use novelties in the additional services, they are going to prepare a new offer related to the Euro-
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weekends and spa stays. At the same time, they want to improve online advertising of their offer, this respond 
corresponds to the previous answer that TO/TA want to communicate with customers in a modern way. TO/TA 
also remember about their loyal clients, which is reflected in preparing their own loyalty cards very soon.  

The following question was focused on the fact of what is decisive for clients for a repeated purchase of 
the offered travel. Surveyed companies and costumers could choose from 3 factors influencing the client´s 
choice to buy or not to buy service in the specific TO/TA. The authors agreed on the following factors: personnel, 
environment, and offer.  

It is not surprising that TO/TA are aware of the importance related to a personnel factor as stated by most 
companies involved in the survey. They appreciate especially knowledge of the offer and ability to provide as 
much information as possible, professional behavior, and emphatic approach of the staff.  

The success of the tourism industry and ultimately of the destination depend just on the quality of 
employees. Over the years, management experts have been of the view that sound human resource practices 
significantly help in improving organizational productivity and financial performance (Anyakoha 2019). The real 
human resource challenge for the tourism industry is recruiting and retaining employees with the right skills, 
knowledge, and attitudes to their work. Žuľová, Švec and Madleňák (2018) emphasize too mental and physical 
health of employees. In terms of the environment, the most significant are sufficient space, cleanliness, and 
tidiness of company premises. The third factor comprises the corresponding ratio of price/quality, a seasonal 
offer. Figure 4 shows other significant factors in detail. 

Figure 4. Significant factors influencing purchasing a tour from TO/TA offer service from the perspective of the TO/TA (in %) 

 
Source: Own processing 

 
Hypotheses verification 
Subsequently, the relationship between reflecting the surveyed the difference in answers from the 

customers' and TO/TA perspective on the service quality factors, that may affect the repeated purchase of the 
service. 

Subsequently, hypotheses were set: 
 Hypothesis H0: Answers from the customers´ and TO/TA perspective on the quality factors of the 

service do not differ. 
 Alternative hypothesis H1: Answers from the customers´ and TO/TA perspective on the quality factors of 

the service do differ. 
H0 is not rejected. - H0: Answers from the customers´ and TO/TA perspective on the quality factors of the 

service do not differ. Quality factors of the service in the tourism industry are one of the most important factors for 
an achieve sustainable competitive advantage and customers’ confidence in the highly competitive marketplace 
in various regions. 

 
 



Volume XI, Issue 2(42) Spring 2020 
 

244 

Table 1. Summarizes the result of the chi quadrat test values. 

Chi-Square Tests 
 Value df Asymptotic Significance (2-sided) 

Pearson Chi-Square 144,000a 132 0,224 
Likelihood Ratio 69,315 132 1,000 
Linear-by-Linear 
Association 

0,059 1 0,808 

N of Valid Cases 16   

a. 156 cells (100,0%) have expected count less than 5. The minimum expected count is ,06.   
0,224>0,05 

Source: Own processing 

The further question studied which factors affect TO/TA business and their effect on TO/TA development 
in tourism. A scale of 1 to 5 was chosen for the answers (like marks given at school). In this part of the article 
was used a weighted arithmetic mean. On the basis of the survey, among the factors that more affect TO/TA 
business belongs freedom of travel as the most significant one. TO/TA are so important greater assortment and 
quality of tourist services as well as security and safety. On the opposite side less affect TO/TA business: health 
care of the general public and interest in sustainable development. The authors think that just the relationship 
between the host areas (including both social and natural environment), tourists and the tourism industry has 
important implications for every TO/TA.  

Table 2. Selected factors affecting TO/TA business 

Factor 1 2 3 4 5 
Weighted Arithmetic 

Mean 

demographic changes 3 15 3 3 5 
 

2.72 

freedom of travel  20 6 3 - - 
 

1.41 

administrative obstacles at the border  8 14 7 - - 
 

1.97 
greater assortment and quality of tourist 
services 

19 5 3 - - 
 

I.41 

certification  7 11 9 1 1 
 

2.24 

business opportunities in tourism  6 7 8 1 4 
 

2.62 

health care of general public 1 7 7 6 6 
 

3.33 

more free time  11 9 7 - 1 
 

1.96 

more travelling experience  15 11 2 - - 
 

1.54 

lifestyle  15 10 2 - 1 
 

1.64 

ubiquitous information technologies 8 11 5 2 2 
 

2.25 

accessibility of tourist destinations 14 11 3 - - 
 

1.61 

interest in sustainable development  6 8 7 - 7 
 

2.79 

ecology  3 12 8 1 5 
 

2.76 

political development in the world  13 7 5 2 1 
 

1.96 

security and safety  19 7 2 1 - 
 

1.48 
Source: Own processing 
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Just tourism is one of the main drivers of world trade and prosperity. The tourism sector is uniquely 
positioned to foster growth and economic development at all levels and to provide income through job creation. 
The factors influencing the TO/TA business and weighted arithmetic mean can be observed in the table 2 in 
detail. 

One of the other questions the survey was devoted to the specific trends of tourism, which the selected 
TO/TA in the Moravian-Silesian Region focus on when compiling their offer. As can be seen from the overview 
below, TO/TA do not concentrate on just one or two tourism trends, but they pay their attention to a wide range of 
trends that are reflected in their offer. The most important trends were stated by TO/TA as follows, see Figure 5. 
TO/TA are focused on searching new experiences, sightseeing tourism, senior tourism, active and adventure 
trips, discovering unique places. 

Figure 5. Specific trends of tourism, which the selected TO/TA in the Moravian-Silesian Region focus on when compiling 
their offer (in %) 

 
Source: Own processing 

For example respond of TO/TA discovering unique places correspond to the second answer, that TO/TA 
want to offer new destinations, answer short break to Europe correspond to offer of Euro-weekends and medical 
and health tourism correspond to a new offer of the spa, wellness and fitness stays. Last but not least senior 
tourism correspond to the specific offer of TO/TA for seniors.  

TO/TA it is not easy to focus on all these trends in tourism. The Moravian-Silesian Region cares for the 
development of natural, cultural, industrial monuments, technical attractions, and cultural heritage, so tourism 
trends in support of tourism in the Czech Republic should be more focused in this way. The Moravian-Silesian 
Region together with TO/TA should mainly support the forms of tourism such as urban and cultural tourism 
(including gastronomic tourism), rural, spa and medical tourism, industrial and mountain tourism. It is also 
necessary to extend the offer of European break cities. TO/TA in the Moravian-Silesian Region should offer 
quality and pricing services for selected customer segments (e.g. families with children, youth, seniors, singles, 
etc.). 

Conclusion  

The objectives of the research were to identify selected tourism trends in the offer of tour operators/travel 
agencies influencing their activities in the tourism market in the Moravian-Silesian Region. 

On this basis, two research questions were identified: 
First research question: Do professional behavior and the corresponding ratio of price/quality belongs to 

significant factors influencing purchasing a tour from TO/TA offer? 
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According to the survey are significant factors influencing purchasing a tour from TO/TA offer service from 
the perspective of the TO/TA next to the offer knowledge and ability to provide as much information as possible, 
belongs to professional behavior and corresponding ratio of price/quality. The research question was confirmed. 

Second research question: Is medical and industrial tourism among the most important trends in tourism 
in the Moravian-Silesian Region? 

Figure 5 shows specific trends of tourism, which the selected TO/TA in the Moravian-Silesian Region 
focus on when compiling their offer. According to the survey, TO/TA are focused on searching new experiences, 
sightseeing tourism, senior tourism, active and adventure trips, discovering unique places, youth tourism, etc. 
The research question was not confirmed. The Moravian-Silesian Region together with TO/TA should mainly 
support the forms of tourism such as urban and cultural tourism (including gastronomic tourism), rural, spa and 
medical tourism. In addition to supporting selected forms of tourism, it should also reflect on improving the 
accompanying infrastructure of the region. The accompanying infrastructure can include information services, 
access roads, sanitary facilities, sports - recreation services, business services. 

Statistical hypotheses were formed, reflecting the relationship between the surveyed the difference in 
responses from the customers' and TO/TA perspective on the service quality factors, that may affect the 
repeated purchase of the service. According to the chi quadrat test values was found that answers from the 
customers´ and TO/TA perspective on the quality factors of the service do not differ. The success of the tourism 
industry and ultimately of the destination depend just on the quality of employees. The real human resource 
challenge for the tourism industry is recruiting and retaining employees with the right skills, knowledge, and 
attitudes to their work. In terms of the environment, the most significant are sufficient space, cleanliness, and 
tidiness of company premises, with the attractiveness of premises being less important. Availability of the offer on 
the internet corresponding to the answer, in which TO/TA responded that take care of your web pages. 
Companies listed as less important a wide range of supplementary services and opportunity to accommodate 
pets. 

While doing business TO/TA in the Moravian-Silesian Region are being influenced by many factors 
including e.g. freedom for travel, a wide range and quality of services in tourism, security and safety, and last but 
not least more traveling experience of customers and their lifestyle. All these factors should be taken into 
consideration when TO/TA preparing their offer. 

TO/TA have to take advantage of the prerequisites for development on a given territory and create the 
offer of products adapted especially to the trends in tourism development and so the authors have focused their 
attention on this direction. The survey can then be extended to other regions of the Czech Republic, but also to 
neighboring countries. 

Results can be used for selected tourism enterprises to improve their activities in the tourism market not 
only in the Moravian-Silesian Region, further for the Moravian-Silesian Region in formulating a new development 
strategy and too for the customers.  
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