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Abstract

FORET MIROSLAV, KONEČNÝ ONDŘEJ, KLUSÁČEK PETR. 2014. Viticulture – Challenge 
for Tourism Development (Znojmo Case Study Area).  Acta Universitatis Agriculturae et Silviculturae 
Mendelianae Brunensis, 62(2): 339–346.

The article, which deals with the issue whether the viticulture can be the challenge for tourism 
development, is based on research conducted in Znojmo case study area (the Czech Republic). It 
starts with general introduction of wine tourism concept based on the selected results of the previous 
scientifi c researches. The second part of the article brings description of the methods and brief 
characterisation of case study area. The third part pays attention to the analyses of the selected 
statistical data showing importance of viticulture for the case study area. The main fourth part is 
focused on selected activities which are connected with projects developing wine tourism (especially 
vineyards and vine festivals), where cooperation of diff erent actors is necessary and continues by 
analysing of the potential of more intensive development of wine tourism on example of the important 
actor in case study area – wine producer Znovín Znojmo. The conducted research shows strong local 
embededness and association of company with the tourism industry. The article concludes with 
general recommendations, which emphasize the importance of eff ective partnership of the diff erent 
actors by successful development of wine tourism. 
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INTRODUCTION
Wine is in the majority of the world production 

regions related to development of the wine 
tourism activities. Wine tourism is usually defi ned 
from the perspective of the traveller’s motivation 
and experiences as „visitation to vineyards, wineries, 
wine festivals and wine shows for which grape wine 
tasting and/or experiencing the attributes of a grape 
wine region are the prime motivating factors for 
visitors“ (Hall et al., 2011). According to Canoves et al. 
(2004) vineyards, viticulture and wine as traditional 
agricultural product increasingly complete products 
off ered in the frame of rural tourism and represent 
form of specialization and diversifi cation of tourism 
in the area. In the USA, almost 20% of farms 
operating in tourism in the state Missouri off er 
to their visitors the activities related to viticulture 
(Tew and Barbieri, 2012). Many authors are 
convinced that wine tourism can play an important 
role not only in development of the rural tourism 
but in the whole regional development as well 

(e.g. Jaff e and Pasternak, 2004) and that it is very 
important for revival of countryside and protection 
of the traditional rural landscapes (Scherrer et al., 
2009). 

Wine tourism is o� en closely related 
to the culinary tourism or local gastronomy – 
some authors (e.g. Stewart et al., 2008) emphasize 
the potential of both wine and culinary tourism for 
attracting of new visitors to the wine regions, other 
authors (e.g. Hashimoto and Telfer, 2006) analyse 
the role of wine festivals and other events related 
to local gastronomy, wine and other traditional 
products. Wine trails are other form of wine 
tourism and are perceived as new and extremely fast 
developing phenomenon. The studies and articles 
pay attention to the development of wine trails 
and to their importance for local and regional 
development and success of the tourism 
activities in the diff erent regions – for example 
the Niagara gateway wine trail (Stewart et al., 2008), 
the Bairrada wine trail in Portugal (Correia et al., 
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2004) or the selected wine trails in the Republic 
of South Africa (Bruwer, 2003). Alonso and O’Neill 
(2009) based on their researches conducted 
in three wine production areas mention that 
„despite recent negative developments in Spain’s 
wine and tourism industries, the progressive 
growth in wine trail development and many 
winery operators’ willingness to jump onto 
the wine tourism bandwagon provide a promising 
outlook for the wine and tourism industries 
in years to come“ (p. 416). In this context, the very 
interesting information contains study conducted 
by Getz and Brown (2006), who analysed the key 
factors infl uencing success of region making 
profi ts from wine tourism activities – while local 
actors (entrepreneurs, representatives of public 
administration) identifi ed the wine trails and wine 
festivals as one of the most important factors 
of success, the visitors attached only average 
importance to them (research between local actors 
and visitors was conducted in diff erent regions). 

The Czech Republic belongs to the EU-member 
states, where the consumption of the wine per 
capita has been increasing for the last 20 years 
(Pyšný et al.). This is a typical trend for the countries, 
which do not have long-term tradition of wine 
consumption as for example France or Italy, 
where on the contrary the wine consumption 
has been declining (Chládková et al.). Increase 
of popularity of wine consumption is refl ected 
in the tourism development – more and more 
regions, municipalities and entrepreneurs 
in the Czech Republic are off ering for tourist 
the many alternatives of the activities which are 
connected with viticulture. Our article wants 
to contribute to this discussion and its main 
objective is analyse the role, which viticulture play 
in tourism development in Znojmo case study 
area (the Czech Republic), from the diff erent 
perspectives and discuss the results in context 
of other researches.

MATERIAL AND METHODS
This contribution is based on the several current 

research activities conducted within the scope 
of the project Partnership for local development 
(Vaňová and Foret, 2008; Foret, 2012) and it follows 
on in the previous period implemented surveys 
(Foret, 2009; Foret and Klusáček, 2011). From 
methodological perspective, the article is based 
on statistical analyses of available data, analysis 
of important local actors activities and on results 
from representative research organized in town 
Znojmo. Research sample represents 578 
respondents of the town Znojmo inhabitants 
in age category 18+ when demographic structure 
of sample corresponds to characteristics of town 
Znojmo (research was conducted in March 
2011 by the students of The Private College 
of Economic Studies in Znojmo). The town Znojmo 
could be perceived from visitors’ point of view 

as the important entrance gate for whole Znojmo 
case study area and that is main reason why 
the survey was implemented in this most important 
town of the whole study area. 

Delimitation of Znojmo case study area is not 
easy task because there is diff erence between 
Znojmo wine production region and Znojmo 
district (Fig. 1). Therefore our analyses of available 
statistical data pay attention both to district level 
and wine production level as well. Our quantitative 
researches were intentionally conducted in core 
of the region (Znojmo town and the surroundings 
municipalities), where we presuppose that 
the respondents (both visitors and local inhabitants) 
are no doubts that they are located in Znojmo case 
study area and they can talk about problems related 
to tourism development there.

The core of Znojmo case study area Znojmo 
town belonged (together with Brno and Olomouc) 
in medieval times to the three most important 
cities in Moravia and therefore the historical 
town can off er very interesting historical sights. 
Znojmo town lost this position on account of less 
intensive industrialisation and complicated history 
in 20th century (loss of German population a� er 
1945 and existence of Iron curtain in the period 
from 1948–1989). The return of market economy 
a� er 1989 caused many problems because part 
of traditional industries related to agricultural 
production as for example cucumbers collapsed, 
almost no new large industrial investors came 
(except for example textile company Pegas 
Nonwovens). Therefore Znojmo district belongs 
to the district with signifi cantly share of unemployed 
persons per population (9.0% at 31st July 2013) 
in comparison to the average for the Czech Republic 
(7.5% at 31st July 2013). The unemployment is 
infl uences by seasonal changes because of very 
important role of agriculture, building and tourist 
services in economy of the case study area. 
Development of tourism activities is very important 
for the case study area and the tourism potential 
is very high because of occurrence of historical 
monuments, vineyards and National park Podyjí 
(Vystoupil et al., 2006). Accommodation capacity is 
concentrated mainly in town Znojmo, near Vranov 
dam and in selected rural municipalities localized 
in diverse cultural landscape. Unlike the protected 
areas, factor of a varied landscape is generally 
considered to be an important stimulus for higher 
concentration of accommodation capacities 
(Navrátil et al., 2012).

RESULTS AND DISCUSSION

Importance of Wine Production in District 
Znojmo

In 2011, wine was growing on more than 16 
thousands hectares in the Czech Republic. 
In 2002, when Czech Republic was preparing for 
the membership in EU, it was only 10.8 thousands 
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hectares – the highest increases were in the period 
2003–2007 (annually about 10%). From regional 
perspective of the Czech Republic, the wine 
production is traditionally concentrated 
in the South-Moravian Region, where were 93% 
of vineyards (according area in hectares) and 94 % 
of wine production (CSO, 2012). The results 
of Agrocensus 2010 show (CSO, 2011) that wine 
production is concentrated in district Břeclav 
(49% of vineyards in the Czech Republic), district 
Hodonín (19%) and district Znojmo (18%). There 
was increase of area of vineyard in Znojmo district 
in the period 2005–2009 in comparison to Břeclav 
and Hodonín districts and Znojmo. 

Other data making possible the regional 
diff erentiation of wine production in the Czech 
Republic are included in the fi rst „Wine census“, 
which was conducted in autumn 2009 among 
Czech and Moravian wine producers. This survey 
collected date not for district level but for level 
of wine production areas that were defi ned 
based on legislative code number 324/2004 
Coll. (presently replaced by legislative code 
number 254/2010 Coll.), which contains list 
of wine production municipalities and vineyards. 
Znojmo wine production region, which is one 
of the six delimited regions, is created by 71 wine 
production municipalities from Znojmo region, 

17 municipalities from district Brno-venkov 
and 1 municipality from district Třebíč (Fig. 1). 

In the Czech Republic, according to Survey 
in vineyards there was 96 % vineyards and 98 % 
companies related to wine production in four 
South-Moravian wine production regions 
(Mikulovský, Slovácký, Velkopavlovický and 
Znojemský). Znojmo wine production region had 
the smallest share of vineyards (19 % from total 
numbers for al Czech Republic, in total numbers 
3.3 thousand hectares of vineyards) but there were 
operating the only 6 % companies (650 companies) 
related to wine production in the whole country. 
In comparison, in the largest wine production 
region Velkopavlovicko – there were operating 
4.4 thousands companies on the vineyards of 4.7 
thousands hectares. Therefore in Znojmo wine 
production region there is in average 4.82 hectares 
of vineyards for one company, and local wine 
production companies are bigger than in other 
Moravian regions. 

These numbers are infl uenced by Znovín Znojmo, 
which is with 330 hectares of vineyards the most 
important wine production company in case 
study area (Znovín, 2013). According to Kučerová 
and Žufan (2008) Znovín Znojmo belonged to four 
the most important wine production companies 
operating in the Czech Republic (three others are 

1: Delimitation of Znojmo wine production region and Znojmo district
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not located in the case study area). There are other 
important wine production companies in Znojmo 
case study area: Agrodružstvo Nový Šaldorf 
(Modrý sklep), companies Ampelos and Waldberg 
in Vrbovec, company Lahofer Dobšice and Wine 
cellers Lechovice and Maršovice (WFCR, 2013). 
Wine production belongs to the reasons why 
Znojmo district higher share of economically active 
persons working in agriculture in comparison 
to average level in the Czech Republic (for example 
Konečný, 2011). Although it is the employment 
in the primary sector of the economy, wine 
growers and wine producers are increasingly using 
opportunities to participate in various activities 
in the tourism to reduce the risk of one side oriented 
business and increase sources of income.

Wine Trails and Events as Main Activities 
Connecting Wine Tourism Development 

and Wine Production by Eff ort of Cooperation 
of the Diff erent Actors 

Tourism in the Znojmo case study area shows 
long-term positive dynamic – the number of tourist 
arrivals (140,000 arrivals recorded in 2011) 
grew faster than in the South Moravian Region 
and the Czech Republic since 2000. Positive trends 
can also be documented by the increasing share 
of tourist arrivals in studied area (13% in 2011) 
on total arrivals in the South Moravian Region 
and more favourable value of overnight stays. 
In contrast to the number of arrivals, this indicator 
is decreasing, although the number of overnight 
stays stabilized at 2.2. in the district of Znojmo 
since 2008. According Foret and Klusáček (2011) 
the visitors arrived to Znojmo area especially from 
South Moravian Region or from the regions in close 
surroundings (Vysočina Region, Zlín Region) 
or from capital Prague.

Visitors are attracted to the studied area not only 
by many cultural monuments and attractiveness 
of the National Park Podyjí (Vystoupil et al., 2006) 
but also by increasingly expanding industry of wine 
tourism. The wine trails, wine tours and various 
festivals and events (mostly vintage) represent 
a key attraction combining traditional agricultural 
production and tourism – ie another area attraction 
for potential visitors (Jaff e and Pasternak, 2004). 

The studied area is crossed by two wine trails 
that are developed under the project The Moravian 
Wine Trails. This is a long-term project 
of development of viticulture and rural tourism 
in South Moravia, which has been implemented by 
the Foundation Partnerství in close collaboration 
with 280 wine-growing municipalities and with 
support of the other partners from private sector 
(e.g. one of the most important Czech banks Česká 
spořitelna, a. s.; publisher of the maps Geodis, s. r. o.). 
It refl ects increasing popularity of cycling as free 
time and tourism activity in the Czech Republic 
in two last decades (Ryglová, Burian and Vajčnerová, 
2011). Within a few years of its existence many 
activities have been already realised – e.g. 1,090 km 
of cycling-trails were marked up, 11 tourist maps 
were published, 20 resting places for tourist were 
build up and Internet home pages of many subjects 
enterprising in this region were established (Foret 
and Klusáček, 2011). 

It is necessary to emphasize that Znojmo case 
study area is important part of the whole project, 
because the main tourist route (the so-called 
backbone or “fl ag” trail) connects the towns 
of Znojmo and Uherské Hradiště (Zlín Region). Its 
total length is 280 km and it is symbolically called 
the Moravian Wine Trail. Moreover, there is Znojmo 
Wine Trail in the total length of 163 km. In addition 
to this project 30 km long educational wine trail 
“through Znojmo region’s vineyards” was outlined 
(WFCR, 2013).

2: Development of number of tourist arrivals and overnight stay in the Czech Republic, the South Moravian Region 
and Znojmo district in 2000–2011 (value of 2000 is 100 per cent)
Source: CSO 2013 
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Festivals and cultural events are seen as integral 
part of the visitors’ perception of the region tourist 
attractiveness (Navrátil, Pícha and Hřebcová, 
2010) and they enable to use the potential of wine 
tourism. More than 50 diff erent “wine events” 
can be found in the region throughout the year 
on the offi  cial website of the Czech and Moravian 
wines (NWC, 2013). For these reasons, only 
the most important events held in the region (high 
interest among tourists according WFCR, 2013) are 
named – Znojmo tasting in the Louka monastery, 
Jarovín Rosé in Znojmo, Wine Festival of protected 
designation of origin (PDO) in Znojmo, Znojmo 
gallery of Veltliner or St. Martin in the Blue cellar 
(other events are shown on the example of wine 
producer Znovín Znojmo).

The key event is represented by Znojmo Historic 
Vintage which is held annually in mid-September. 
The basic product of wine tasting is accompanied by 
parades, cra�  fair, knightly tournaments, fi reworks 
and other events. The importance and signifi cance 
of this event can be documented by the number 
of visitors – almost 77,000 visitors attended vintage 
in two days in 2012 (Krutil, 2012). Such fi nding 
can be considered as opposed to the results Getz 
and Brown (2006). 

Based on described fi ndings and Foret’s (2012) 
proposition, initiative and activities of the town 
government cannot be considered as only one 
important element of the successful development 
of the wine trails, festivals and events, but also 
the involvement of a wide spectrum of actors have 
to be accounted. In addition to activities of powerful 
local actors (e.g. major wineries operating 
in the region) cooperation of several diff erent 
groups of actors is necessary to develop a wine 
tourism. For example, in the case of wine trails 
the project includes the entire southern Moravia 
– local activities gain regional or cross-border 
implications.

Znovín Znojmo, a. s. – Example of Large Wine 
Producer Company Successfully Developing 

Wine Tourism Activities
The diff erent wine producers implement 

diff erent approaches in connection to wine tourism. 
Chládková (2007) analysed the south Moravian 
wine producer Patria Kobylí and identifi ed that 
developing of wine tourism belongs to the goals 
but was perceived as weakness of company. 

On the contrary, Znovín Znojmo is successful 
not only in wine production but in wine tourism 
development as well. Znovín Znojmo has large 
portfolio of activities focused on development 
of wine tourism activities. In the scope of tourist 
program of company, the visitors are invited to visit 
Louka monastery, where seat of visitors centre 
is located – the visitors can receive information 
about programme, taste a few local wines or leave 
their bicycles, visiting vineyards Šobes in National 
park Podyjí. The company in close of this famous 
vineyard created the fi rst of the taste-stops, 
the second is localised in proximity of wine trail 
on the territory of Havraníky municipality.

Based on many years of experience in organizing 
the traditional November tours of the wine cellars 
and May Znojmo vineyards tours, company 
created a themed wine tours, whose aim is to show 
the attractiveness of the Znojmo wine region 
to small groups of visitors and especially show 
the wines that the company produces. Company’s 
success in the tourism industry can be demonstrated 
by the growing interest in the off ered activities 
– Znojmo vineyards tours attracted more than 5 
thousand visitors and 6,500 tourists visited the tours 
of the wine cellars in 2011 (Krutiš, 2012).

Znovín Znojmo demonstrates the orientation 
of the current tourism trends by creation of twelve 
marked trails for nordic walking named Znovín 
Walking. In addition to these activities, the company 
organized or co-organized several events connected 
with wine (already mentioned Znojmo Historic 
Vintage, New wine fest, amateur bike racing Wine 
50 – AUTHOR Znovín Cup, Open day of selected 
cellars, Day of Znovín Walking …) (Znovín Znojmo, 
2013).

Strong local embededness of Znovín Znojmo 
can be substantiated by conducted survey in which 
15% of the respondents indicated that the fi rm 
is the most important in terms of further region 
development. Only the textile company Pegas 
Nonwonens employing a signifi cant number 
of people in the region received more preferences. 
From the perceived benefi ts of Znovín Znojmo, 
local residents strongly associate company with 
the tourism industry when more than a one third 
of respondents identifi ed its crucial contribution 
in “making better image” of town Znojmo (positive 
image communicated to potential visitors 
and tourists). However, Znovín Znojmo is not only 
seen by benefi t to the creation of a positive image 

I: Positives and negatives of the company Znovín Znojmo perceived by Znojmo residents 

Positives Negatives

Better image of Znojmo 34.6 No negatives 52.6

Tourism development 21.8 Impaired accessibility 12.8

Producing of quality wine 20.5 Higher the alcohol consumption 7.7

Job opportunities 10.3 Worsening quality of wines 6.4

Viticulture development 10.3 Few jobs 6.4

Other 2.6 Other 14.1
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of the town, but also through direct activities 
and the development of tourism. Production 
and economic factors such as production of quality 
wines and job opportunities in the local labour 
market were identifi ed by respondents as lower 
important. The close connection of the region 
and winery was confi rmed by tenth of respondents 
(development of viticulture as a key contribution 
of the company).

Without confl ict and favourable activity 
of the company in the region can be evidenced by 
the fact that majority of the respondents did not see 
any negatives. Those who at least some mention, 
identifi ed poor transport links, the higher possibility 
to alcohol consumption, deteriorating quality wines 
and a limited number of parking places (excluding 
the fi rst-mentioned fi nding, none of the following 
were uttered by more than 8% of respondents).

CONCLUSIONS
As Hall, Johnson and Mitchell (2011) state, 

wine is o� en identifi ed by its geographical origin 
(e.g. Burgundy, Champagne) and tourism is also 
promoted by the attraction of regional destinations 
– therefore, relationship between wine and tourism 
is extremely signifi cant at a regional level through 
the contribution that regionality provides for 
product branding, place promotion and, through 
these mechanisms, economic development. 
On the example of the Znojmo case study area, 
it is evident that wine and tourism occupy an 
important position in the region and so the question 
is how viticulture is used for successful tourism 
and regional development.

Based on the partial data it can be draw 
the conclusions that in last two decades developing 
wine tourism industry signifi cantly contributes 
to the development of tourism in the area as a whole, 
because the dynamic of tourism in the region 
reported more positive trends than those 
documented in South Moravia and Czech Republic 
over the last ten years. Furthermore, the relatively 
large (and growing) portfolio of activities and events 
related to a winery shows the refl ection of local 

government, grape growers and producers 
and other actors that wine tourism can appropriate 
use the unique regional identity associated with 
wine and history. It is obvious on the analyzed 
example of important wine producer Znovín 
Znojmo, which has been successfully implemented 
a number of activities within the wine tourism, 
when the locals residents associate it more with 
activities in the tourism industry (making positive 
image of town and region and successful tourism 
development) than with production and economic 
characteristics.

Therefore, from marketing perspective, Znojmo 
case study area should be presented as combination 
of unique historical sites with beautiful protected 
landscape in National park surrounded by vineyards 
with opportunity to taste excellent wine – it should 
off er a tourist quality (Foret, 2012). But based 
on the research of Navrátil et al. (2012), actors should 
make carefully the choice of important elements 
to be the core part of the promotion of their 
destinations, because the preference for one aspect 
of the image in the promotion to the potential client 
could result in the loss of the other potential visitors. 

The representatives of public administration 
in Znojmo and other subjects operating in tourism 
development should focused on improvement 
of publicity and advertising both in the other region 
of the Czech Republic and in the neighbouring 
regions in Austria and they should emphasize 
the issue of wine tourism. The implementation 
of the partnerships supporting projects 
and activities based on trans-boundary cooperation 
seems to be very useful as well (Ryglová, 2008; 
Palatková, 2011).

The partial analyses of the project Moravian Wine 
Trails and other events showed that the successful 
and balanced spatial development at local level 
in the conditions of the Czech Republic depends 
on close and eff ective partnership, cooperation 
and communication of many groups of the diff erent 
stakeholders from private, public and non-profi t 
sector. In spite of some problems or weak points 
connected with this project, it could be perceived 
as quite successful. 

SUMMARY
In the Czech Republic, increase of popularity of wine consumption is refl ected in the wine tourism 
development – more and more regions, municipalities and entrepreneurs are creating for tourists 
the many new alternatives of the activities which are connected with viticulture. The article wants 
to contribute to discussions related to this issue and its main objective is analyse the role, which 
viticulture play in tourism development in selected Znojmo case study area (18% of vineyards 
in the Czech Republic). The return of market economy a� er 1989 caused many problems 
in Znojmo studied region because part of traditional industries related to agricultural production 
collapsed and almost no new large industrial investors came. Therefore Znojmo district belongs 
in Czech conditions to the district with signifi cantly share of unemployed persons per population 
and development of tourism activities and viticulture is seen as one of the opportunities of case study 
area to achieve new and sustainable territorial development.
Delimitation of Znojmo case study area was not easy task because there are diff erences between 
Znojmo wine production region and Znojmo district. Therefore our statistical analyses pay attention 
both to district level and wine production level as well. From methodological perspective, the article is 
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based on analyses of available statistical data, analysis of important local actors’ activities and on results 
from representative survey conducted in town Znojmo in 2011.
Based on knowledge identifi ed during conducted research activities, it can be draw that in last two 
decades developing wine tourism industry signifi cantly has contributed to the development of tourism 
in the studied area as a whole. Large (and growing) portfolio of activities and events related to a winery 
show the refl ection of local public administration, grape growers and producers and other actors that 
wine tourism can appropriate use the unique tourism potential of case study area associated with 
wine and history. Two fi ndings can demonstrate the importance of wine tourism in the case study area: 
(1) dynamic of tourism in the region reported more positive trends than those documented in South 
Moravia and Czech Republic over the last ten years and (2) important wine producer Znovín Znojmo, 
which has been successfully develop a number of activities within the wine tourism, when the locals 
residents associate it more with activities in the tourism industry (making positive image of town 
and region and successful tourism development) than with production and economic characteristics.

Acknowledgement

Supported by the Ministry of Education, Youth and Sports of the Czech Republic (project 
No. MSM6215648904).

REFERENCES
ALONSO, A. and O’NEILL, M. A., 2009: Wine 

tourism in Spain: The case of three wine regions. 
Tourism, 57, 4: 405–420. ISSN 1332-7461.

BRUWER, J., 2003: South African wine routes: 
some perspectives on the wine tourism industry’s 
structural dimensions and wine tourism product. 
Tourism Management, 24, 4: 423–435. ISSN 0261-
5177.

CANOVES, G., VILLARINO, M., PRIESTLEY, G. K. 
and BLANCO, A., 2004: Rural tourism in Spain: an 
analysis of recent evolution. Geoforum, 35, 6: 755–
769. ISSN 0016-7185.

CHLÁDKOVÁ, H., 2007: The competitive strength 
factors of the company. Agricultural Economics – 
Czech, 53, 7: 312–317. ISSN 1805-9295.

CORREIA, L., ASCENGAO, M. J. P. and CHARTERS, 
S., 2004: Wine Routes in Portugal: A Case Study 
of the Bairrada Wine Route. Journal of Wine Research, 
15, 1: 15–25. ISSN 0957-1264.

CSO, 2005: Agrocensus 2005 – Farm Structure Survey 
and Survey on Agricultural Production. Prague: CSO. 
[Accessed May 2013]. Available at www.czso.
cz/csu/2008edicniplan.nsf/publ/2129-08-_v_
roce_2007_podle_uzemniho_cleneni.

CSO, 2006: Public database. Prague: CSO. [Accessed 
August 2013]. Available at http://vdb.czso.cz/
vdbvo/tabdetail.jsp?druh_1_18=51&potvrd=-
Zobrazit+tabulku&go_zobraz=1&cislotab=CRU-
9010CU&childsel0=1&vo=null&voa=tabulka&st
r=tabdetail.jsp.

CSO, 2009: Wine census 2009. Prague: CSO. 
[accessed May 2013]. Available at www.czso.cz/
csu/2011edicniplan.nsf/p/2135-11.

CSO, 2010: Agrocensus 2010 – Farm Structure Survey 
and Survey on Agricultural Production. Prague: CSO. 
[Accessed May 2013]. Available at www.czso.cz/
csu/2011edicniplan.nsf/p/2129-11.

CSO, 2012: Final Harvest Figures 2012. Prague: CSO. 
[Accessed May 2013]. Available at www.czso.cz/
csu/2012edicniplan.nsf/p/2102-12.

FORET, M., 2009: Marketingový výzkum pro 
městský úřad. In: Sborník příspěvků z mezinárodní 
vědecké konference Region v rozvoji společnosti. Brno: 
Mendelova zemědělská a lesnická univerzita 
v Brně , 73–78. ISBN 978-80-7375-330-6.

FORET, M., 2012: Marketing pro začátečníky. Brno: 
Edika, 184 p. ISBN 978-80-266-0006-0.

FORET, M. and KLUSÁČEK, P., 2011: The importance 
of the partnership and cooperation in the regional 
development exampled on Znojmo region. Acta 
Universitatis Agriculturae et Silviculturae Mendelianae 
Brunensis, 59, 4: 79–85. ISSN 1211-8516.

GETZ, D. and BROWN, G., 2006: Critical success 
factors for wine tourism regions: a demand 
analysis. Tourism Management, 27, 1: 146–158. ISSN 
0261-5177.

HALL, C. M., EONGO, A. M., MITCHELL, 
R. and JOHNSON, C., 2011: Wine Tourism 
and Regional Development. In: HALL, C. M., 
SHARPIES, E., CAMBOURNE, B. and MACIONIS, 
N. (eds). Wine Tourism Around the World: Development, 
Management and Markets. Oxon: Routledge, pp. 196–
225. ISBN 978-07-50654-66-1. 

HALL, C. M., JOHNSON, C. and MITCHELL, 
R., 2011: Wine Tourism in New Zealand. In: 
HALL, C. M., SHARPIES, E., CAMBOURNE, B. 
and MACIONIS, N. (eds). Wine Tourism Around 
the World: Development, Management and Markets. 
Oxon: Routledge, pp. 150–174. ISBN 978-07-
50654-66-1.

HASHIMOTO, A. and TELFER, D. J., 2006: Selling 
canadian culinary tourism: branding the global 
and the regional product. Tourism Geographies, 8, 1: 
31–55. ISSN 1470-1340.

JAFFE, E. and PASTERNAK, H., 2004: Developing 
wine trails as a tourist attraction in Israel. 
International Journal of Tourism Research, 6, 4: 237–
249. ISSN 1522-1970.

KONEČNÝ, O., 2011: The results of the “Survey 
of employment“ in the south moravian region 
in 2009. Acta Universitatis Agriculturae et Silviculturae 



346 Miroslav Foret, Ondřej Konečný, Petr Klusáček

Mendelianae Brunensis, 59, 4: 129–135. ISSN 1211-
8516.

KRUTIŠ, D., 2005–2014: Thousands of tourists 
in Znojmo region? They were attracted by 
monuments and wine too in the last year. 
Znojemský deník. [Accessed August 2013]. Available 
at www.znojemsky.denik.cz/zpravy_region/tisice-
turistu-na-znojemsku-loni-je-lakalo-vino-i-
pamatky-20130124.html.

KUČEROVÁ, R. and ŽUFAN, P., 2008: Market 
position of selected competitors of the Czech wine 
market. Agricultural Economics – Czech, 54, 7: 343–
346. ISSN 1805-9295.

MPSV, 2002–2012: Integrated portal of employment. 
Prague: MoLSA CR. [Accessed May 2013]. 
Available at www.portal.mpsv.cz/sz/stat/.

Národní vinařské centrum, o. p. s., 2005–2013: 
National Wine Centrum. [Accessed June 2013]. 
Available at www.wineofczechrepublic.cz.

NAVRÁTIL, J., PÍCHA, K. and HŘEBCOVÁ, J., 
2010: The importance of historical monuments 
for domestic tourists: the case of South-western 
Bohemia Czech Republic. Moravian Geographical 
Reports, 18, 1: 45–61. ISSN 1210–8812.

NAVRÁTIL, J., PÍCHA, K., NAVRÁTILOVÁ, J., 
ŠVEC, R. and DOLEŽALOVÁ, H., 2012: Image 
as the elements of attractiveness of the destinations 
of the nature-oriented tourism. Acta Universitatis 
Agriculturae et Silviculturae Mendelianae Brunensis, 60, 
4: 281–288. ISSN 1211-8516.

NAVRÁTIL, J., ŠVEC, R., PÍCHA, K. 
and DOLEŽALOVÁ, H., 2012: The location 
of tourist accommodation facilities: a case study 
of the Šumava mts. and South Bohemia tourist 
regions Czech Republic. Moravian Geographical 
Reports, 20, 3: 50–63. ISSN 1210–8812.

PALATKOVÁ, M., 2011: Marketingový management 
destinací. Praha: Grada, 205 p. ISBN 978-80-247-
3749-2.

PYŠNÝ, T., POŠVÁŘ, Z. and GURSKÁ, S., 2007: 
Analysis of selected demand factors of wine market 
of the Czech Republic. Agricultural Economics – 
Czech, 53, 3: 304–311. ISSN 1805-9295.

RYGLOVÁ, K., 2008: Destination management. 
Agricultural Economics – Czech, 54, 9: 440–448. ISSN 
1805-9295.

RYGLOVÁ, K., BURIAN, M. and VAJČNEROVÁ, 
I., 2011: Cestovní ruch – podnikatelské principy 
a příležitosti v praxi. Praha: Grada, 213 p. ISBN 978-
80-247-4039-3.

SCHERRER, P., ALONSO, A. and SHERIDAN, L., 
2009: Expanding the destination image: wine 
tourism in the Canary Islands. International Journal 
of Tourism Research, 11: 451–463. ISSN 1522-1970.

STEWART, J. W., BRAMBLE, L. and ZIRALDO, D., 
2008: Key challenges in wine and culinary tourism 
with practical recommendations. International 
Journal of Contemporary Hospitality Management, 20, 
3: 303–312. ISSN 0959-6119.

TEW, C. and BARBIERI, C., 2012: The perceived 
benefi ts of agritourism: The provider’s perspective. 
Tourism Management, 33, 1: 215–224. ISSN 0261-
5177.

VAŇOVÁ, A. and FORET, M., 2008: Partnerství pro 
místní rozvoj. In: Nové trendy – nové nápady. Znojmo: 
Soukromá vysoká škola ekonomická Znojmo, 
pp. 410–419. ISBN 978-80-87314-04-3.

VYSTOUPIL, J. et al., 2006: Atlas cestovního ruchu 
v České republice. Praha: MMR. ISBN 80-239-7256-
1.

Vinařský fond České republiky, 2012: Wine region –
Map – Znojmo wine region. [Accessed June 2013]. 
Available at www.wineofczechrepublic.cz/ovine/
files/Internet%20verze_Mapa_Krajem%20vina_
znojemska_2012.pdf.

Znovín Znojmo, a. s., 2011–2014: Akce a turistika. 
[Accessed August 2013]. Available at www.znovin.
cz/akce-a-turistika.

Contact information

Miroslav Foret: foret@mendelu.cz
Ondřej Konečný: ondrej.konecny@mendelu.cz 
Petr Klusáček: klusacek@node.mendelu.cz



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


