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koncepce 2020—2023

Praha ma image levné
vecirkoveé destinace
a skanzenu.

Turisté v Praze utraceji
meéneé nez v evropskych
metropolich.

Turisté se koncentruiji
v pamatkové rezervaci.

Budovat image Prahy
jako prémiové kulturni
destinace.

2wysit prijmy Prahy
2 cestovniho ruchu.

Odlehcovat pamatkove
rezervaci.

Systematicka komunikace
a rebranding.

Poplatek z pobytu a fokus
na bonitniho klienta.

Propagace atraktivit mimo
pamatkovou rezervaci.



koncepce

prijezdoveho
cestovniho ruchu

hl. m. prahy

Navrh projekt Implementacniho
planu na obdobi 2023—2025

pocet spinénych projekty




prague city tourism

obsazenost a ceny hotelu rostou
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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
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prague city tourism

vyrazny rust utrat navstévniku prahy

Monthly non-residential spend vs. average non-residential spend per month in 2019 - Prague vs. Czechia, % index = Prague = Czechia
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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

L2003 2022 JEPIGT

In general, Prague visitors have been this
summer season positively ,,tuned” in almost

prague city tourism

Oeroll oty o rite 46.8% ' 41 8% ' 38 6% half of their social media posts and rgviews
related to the local products & attractions
Segment Positive %-change Positive %-change Positive which is by a quarter more thanin 2019
feedback share vs. 2019 feedback share vs. 2019 feedback share A : : SR .
Satisfaction with activities in nature, family
. Arts & Culture 50.4% ' 35.7% .r 3% 36.9% and shopping opportunities have increased
most noticeably from pre-pandemic years
. Food & Cuisine 63.7% 61.2% 60.8% These were exactly the categories with
the least contended travelers'
1540 Family Activities 41.4% t 35.6% " 23.7% feedbackin 2019
Food & Cuisine sentiment has been rising
' - Nightlife 44.2% t 40.8% 39.8% only moderately, but underlying activities
were already highly positively perceived in
//\ Nature 63.3% t 57.3% ' 31.9% 2019 with more than 6 such praising reviews
o ) out of 10 comments
/7 Active Lifestyle 48.2% ‘ 6% 51.1% >1.2% Similar stagnating development combined
— s 2 2 < with an above-average positive feedback
' Shopping 47% ' 47.8% ' 30.2% share can be observed for sport and
. Wellness s22% 1 ws% A 41.7% adventure activities



prague city tourism

dari se redistribuce navstevniku

mimo centrum mesta

KarlOv most

Prazsky hrad

Staromeéstské nameésti

Muzeum iluzivniho uméni

katedrala sv. Vita

2oologicka zahrada

Petfin

ostatni

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

58,7 %

2023

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

+38 %

11,2 %
2.1 %
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 % 2019

42,6 %



prague city tourism
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rust prijmu meésta diky vyssimu
poplatku z pobytu

celkovy objem vybranych prostredku z poplatku z pobytu v milionech korun

800
704
600 557
400 345
311 324
280
200
0
2016 2017 2018 2019 2020 2021 2022 2023

odhad

poplatek 21 K¢&

poplatek 50 K¢



prague city tourism

strategie 2024—2027

ziskova

strategicky
rozvijena

udrzitelna

vize

Cestovni ruch jako jeden
2 piliru udraitelného
rozvoje mesta s
respektem ke kulturnimu

dédictvi a kvalité 2ivota
mistni komunity.




prague city tourism

1. praha ziskova

1.1 cestovni ruch s vysokou pridanou hodnotou
1.2 tvorba a komunikace nabidky pro kultivovanou a bonitni klientelu

1.3 podnikani v cestovnim ruchu



prague city tourism

2. praha odolna

2.1 strategickym rizenim k ocdolné destinaci
2.2 rozhodovani zalo2zené na datech

2.3 posilovani pozice prahy jako bezpecného mesta

|



prague city tourism

3. praha strategicky rozvijena

3.1 budovani a rozvoj infrastruktury v cestovnim ruchu
3.2 zklidnéni a deturistifikace centra, doprava v praze

3.3 kultivace verejného prostoru

13



prague city tourism

4. praha udrzitelna

4.1 vztah rezidentu a podnikatelU k praze
4.2 partnerstvim k prosperité a udrzitelnosti

4.3 spolupraci a inovacemi ke spickovym sluzbam

14



prague city tourism

performance prague city tourism

vynos 2 verejné vynhosy
odvedeny pacht prospésnych cinnosti 2 komercénich ¢innosti

24 25 150

milionu korun milionu korun milionu korun




prague city tourism

ra Ue objevujte akce ubytovani o-shop informace pro partnery hledat prihlasit (&5 &esky A get
P Q ® % 3

city card
o

.

the best tours'
of prague !

official prague guides know all
prague’s history and its secrets

MANY =00 LA

franz kafka

the legend of the jewish” = Sl
the life story of the legendary prague writer ghetto protector




prague city tourism

aplikace

What’s your thing?

Choose your 5 favorite topics to explore in
Prague and unlock a unique avatar profile
image that represents your personalized

journey through the city!

Jd

Music




prague visitor pass
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prague city tourism

prague visitor pass — shrnuti

celkové prodeje

25 241

denni promér 69 karet

prodejni kanaly

iy

uplatnéni vstupU
183 1235

promér F,25 na kartu

\

aplikace
17,8 %

akceptacni mista

+22 38 %

+ 5 jazykowch mutaci

meésicni prodeje

01/2023
02/2023
03/2023
04/2023
05/2023
06/2023
07/2023
08/2023
09/2023
10/2023
11/2023

12/2023

0 1000 2 000 3 000 4 000

B 911

vyuziti e-passu

13% oprotir. 2022

Q1
denni prOmér

35,6

Q2
denni prOmér

67,5

Q3
denni promér

92,35

Q4
denni promér

81,3

prodeje on-line
00 %

16 % oproti r. 2022

trzby

49,4 mil. Kc

Cisty zisk

1,62 mil. KC

obdobi
1 13112 2023
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tic karlova

regular city tours
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prague city tourism

klementinum
vyvoj tydenni navstéevnosti

4 000

3 000

2 000

1 000

(62

2024

2023



prague

prague metro iconic desig

prague city tourism
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prague city tourism

dekujeme za pozornost



