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Our paper focuses on the economic benefit of tourism by evaluating the compliance
between the destination identity and the identity of residents on the example of a selected
tourist area. One can see that the identity of the destination is reflected in the product offer
and can be found in media messages. The identity of residents was ascertained by a survey.
Our research is divided into three main parts. The first part of the research included an
analysis of the destination offer within the website and Facebook page. The second part of
the research is focused on the analysis of the tourism destination in the media. These two
methods are used to analyse the identity of the destination. A group interview was chosen
to analyse the identity of residents. The third research was carried out using the focus
group method. Our methodical procedure is tested on a case study of a selected destination
Toulava (a Czech tourist area located on the border of South and Central Bohemia), however
it is designed to be universally usable within tourism destinations. Qur results confirmed
that the model-defined path for memory destination selection by destination management
and its use in the business offer to create product cores works. The high degree of product
authenticity has been confirmed. The applied research methodology enabled to obtain
relevant outputs. It is not common in general practice that the identity of the destination is
examined together with the identity of its residents. The three methods used in this article
are less demanding in terms of capacity and cost than the quota sample research. Research
can thus be carried out in destinations repeatedly and follow time series.
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Hawa cmamba onucblsaem 3KOHOMUYECKYI0 B8bl200y Mypu3ma nymem OUeHKU
coomgemcmsus Mexo0y UOeHMUYHOCMbI0 Mecma HA3HAYeHUA U UOeHMUYHOCMbHO
Jumenell Ha npumepe BbIOPAHHOU Mypucmuyeckoli obnacmu. A38ecmHo, 4mo udeH-
MUYHOCMb NYHKMA HA3HAYEeHUA OMPAXeHA 8 NPeOdNoKeHUU Npoo0yKma, a makxxe —
8 cpedcmsax maccosol uHGopmayuu. HoeHmuuHocmb )umenel 6b1a onpedeneHa
nocpedcmsom onpoca. Hawe uccnedosarHue cocmoum u3 mpex OCHOBHbIX Hacmetl.
ITlepsas yacmp sxNIOYAEM AHANU3 NPeOJIOKEHUS Mecma Ha3Ha4YeHUA Ha seb-caltimax
u 8 cemu Facebook. Bmopas uacmb uccnedo8aHus noCBAWEHA AHAIU3Y mypucmuye-
ckux HanpasneHutl 8 CMHU. /]sa 0603HaueHHbIX Memooa UCnoib3ylomca 018 AHANU3A
udeHMuYHOCMuU NyHKMa HasHa4deHuA. [na aHanusa udeHmuuyHocmu )xumesnel 6uin
8bI6paH Memo0 2pynnoso2o uHmepsbvio. Ipembs uacmsb uccnedosaHus 6uina npose-
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deHa ¢ ucnonb3o08aHueM memooa goxyc-epynn. Hawa uccnedosamenbckas npoyeoy-
pa onpobosaxa Ha npumepe Tynasvl (opuyuanbHas mypucmudeckas 30Ha, pacnoo-
)eHHaa Ha epaHuye FxHot u IJenmpanvHoll bozemuu); 0OHaKo 0aHHas npoyedypa
nooxodum 0nA aHanu3sa nbbix Mypucmudeckux mecm. Pesynbmamsl uccne008aHus
noomsepounu sgppexmusHocmsb cnocoba 8bI60pa Mecma Ha3HaA4eHUs, OCHOBAHHO20 HA
UCNonb308aHUU MOOenU ynpasieHus onpedesieHuemM mypucmu4ecko2o0 HanpasaeHus,
a Maxxe e20 UCNONb30BAHUE B BUIHEC-NPEOIOXEHUAX ON1A CO30AHUA OCHOBHO20 MYypPUC-
muuyecko2o npodykma. Takxe 6bL1a no0mBepx0eHa BbICOKAA cmeneHb NOONAUHHOCMU
npodykma. Tpu memoda, ucnonb308aHHble 8 OAHHOM UCCIE008AHUL, MeHee mpebosa-
meJibHbl C MOYKU 3PEHUS 0XBAMA U 3ampam, uem 8 Ciydae KBOMHoU 8bl60pku. TaKkum
06pazom, no0o6Hble UCCIe00B8AHUA MO2YM NPOBOOUMbCA NO PA3HBIM MYPUCUYECKUM
HANPagneHUAM MHO20KPAMHO U C UCNONb30BAHUEM BPeMEeHHbIX PAC0B.

Kniouesbie cnosa: sKOHOMUKA Mypu3Ma; Mypucmu4ecKutl MeHeoOXMeHm, ycmoti-
yusoe passumue; KyJabmypHas udeHmuyHoCmb

Bnazodaprocmp: JJanHas paboma no020mossieHa 8 pamMKax uccnedosamesnbcKo-
20 npoexma Ne 74-03 «ITocydapcmseHHoe ynpassieHue, Npagosble dUCLUNIUHBL U NPO-
MblULeHHaA cobcmsenHocmby (2020), peanu308aHH020 MempononbHbM yHUBep-
cumemonm 8 IIpaze, 8 pamkax epaHma, npedocmasneHHo2o0 MHCmMumyyuoHaIbHbIM
¢oHOOM 00N120CPOUHO20 CMpamMe2u4ecKo20 pa3sumus UccnedosamenbCKux opeaHu-
3ayutl.

Introduction

There is no doubt about the economic benefits of tourism (Van der Schyff et al., 2019;
Peeters et al., 2019). It builds on the development strategies of organizations and regions.
The sought-after destination shows high income, employment and quality services for
tourists and residents. High attendance also brings significant changes in the form of the
destination. Tourism infrastructure is expanding, transport is strengthened, and several
products are being created (Abrhdm, Wang, 2017; or Shevyakova et al., 2019). Tourism pref-
erences in the destination can lead to the residents leaving the site completely, coming
to work there, and the normal life of the destination disappears (Oh et al., 2007; Chiabai
et al., 2014). It was the changes in the local culture that led to the increased interest of
sociologists and anthropologists in sustainability of the tourist destination identity (Xue
et al., 2017). The success of the destination in relation to tourists is relatively logically
assessed by the number of arrivals, the length of stay, the amount of expenditures per
person, etc. Sustainable development of the destination from a social point of view is only
possible if the identity of the destination (promoted in marketing communication) and
the identity of residents is reached (Zhang, Xiao, 2014; Maitah et al., 2016; Radovic et al.,
2017; Eslami et al., 2018; or Pavolova et al., 2019). There is a consensus in the theoretical
resources available and in the research that the identity of the destination and residents
is necessary. However, destination management theories are confined to claims of need
for compliance, without describing how to define and examine it (Cernevidiate, Strazdas,
2018). The aim of this article is to evaluate the compliance between destination identity
and identity of residents on the example of a selected tourist area. The methodological
procedure of the solution is since the identity of the destination is reflected in the prod-
uct offer. It can be found in media messages. The identity of residents was ascertained by
a survey. Based on the results of testing, a generally applicable methodical procedure for
the evaluation of relations in the destination will be proposed. They focus on two main
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items - identity of destination and identity of residents. The compliance of the offer with
the declared destination strategy and especially the identity with the residents’ identity
is examined. The methodical procedure is tested on a case study of a selected destination
Toulava. However, it is designed to be universally usable within tourism destinations. The
research is divided into three main parts. The first part of the research included an anal-
ysis of the destination offer within the website and Facebook page. The second part of the
research focused on the analysis of the Toulava destination in the media. These two methods
are used to analyse the identity of the destination. A group interview was chosen to analyse
the identity of residents. The third research was carried out using the Focus group method.
The group interviews were focused on obtaining information about the identity of residents
(residents of the two largest settlements of the selected destination of Toulava — Tabor and
Sedl¢any). The sample of respondents was selected with regard to the specific focus of the
research. The sample was not random. As the first recruiting criterion, the selection of mem-
bers of the focus group was meeting at least 7 years spent in the destination. The second
criterion was that they must not have a job or any other interest in tourism. Focus groups
within the Toulava destination included a sample of 11 persons involved in Sedl¢any and
12 persons in Tabor. The focus group method was used for several reasons.

Our method provides reliable quality data. Moreover, it is also a cost-effective method.
It can also be recommended for repeated research in tourism destinations. Destinations
usually do not have sufficient financial resources to carry out an extensive quantitative
survey.

This paper is structured as follows: Section 2 presents the economic and cultural iden-
tity contexts. Section 3 offers a comprehensive literature review. Section 4 offers the
methodological framework. Section 5 focuses on the identity interaction with destination
management. Finally, Section 6 provides conclusions and implications.

Economic and cultural identity contexts

The concept of identity has been known since the Antiquity period and has been solved
for a long time in more professional discourses (Rysova, Dobryk, 2013). Individual identity
includes values that an individual believes in and which gives him a meaning in life (Jan-
dourek, 2001). Sociology defines collective identity in addition to individual identity. This
is based on the following categories: territory, language, ethnicity and important pillars
(places, personalities, buildings). Based on these, a number of types of collective identities
can be defined. The most important types of identities for defining the problem under
investigation in this article are listed below.

The topic of collective identity can be found in sociology. It perceives identity as a
deep sense of identity, based on experiencing its own community. It also encompasses the
values that an individual believes in and bases on the meaning of his or her life. The term
nation has existed since the ancient Middle Ages and has continually moved into modern
languages. The meaning of the term varies according to time and place of use. In England,
the concept of nation was intricately linked to the concept of state. While in Germany
the concept of nation was more related to common customs, language, and origin. But
the meaning of the terms has changed over the years (Hippo, 2004). Nations are defined
mainly by culture, political existence, and psychological dimension. The belonging to a
given nation is given objectively and subjectively. Objective features include culture,
language, political ties, and ties to territory. Subjectively, a nation is differentiated
through its own affiliation to the nation and desires to be identified with that nation.
The mutual recognition that persons belong to a common nation is important (Gellner,
1993). Culturally, nations are mostly made up of a common language, history, traditions,
and religion. Political existence is most often given by collective identification with
a clearly defined political space. The psychological existence is based on the subjec-
tive awareness of individuals about their nationality. A strong national consciousness is
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called patriotism (Linhart et al., 1996). The concept of national identity includes two ba-
sic concepts — nation and identity. Identity can be defined as a deep sense of self-identity
based on experiencing one’s own community. National identity can be understood as a col-
lective social identity, which is projected as a positive relationship of an individual to one’s
own nation and country (Jandourek, 2001). Czech national identity is connected mainly
with language, culture and traditions, the element of religiosity is weak. Czechs feel more
belonging to people of a similar job, family, people of the same sex and age than those of
their nation. In the Czech Republic there is a relatively strong identification with the state
and its territorial units, such as a municipality, city or region. Culture in the present means
confirming a specific identity (national, ethnic, regional). From the logic of cultural na-
tionalism, culture and history are the most valuable assets of society. Cultural diversity is
one of the most distinctive features of human society (Hordkovd, 2007). The coexistence
of different cultures is one of the main themes of contemporary anthropology. Contem-
porary global civilization is undergoing extensive cultural, ethnic, social, economic, and
religious transformations. The period of domination of civilization based exclusively on
Western values ends. At the same time, a new civilization, in the true sense of the world,
is born. A civilization that can be called post-industrial, post-ideological, post-modern,
multicultural, and multi-racial (Budil, 2013). Huntington (2001) predicted that the main
feature of the emerging world would be its division into eight major civilization circles
(Western, Confucian, Japanese, Islamic, Hindu, Slavic-Orthodox, Latin American, and Afri-
can). There will be a competitive struggle between these areas, which will be interrupted
by the conclusion of special-purpose alliances. He questioned the traditional strategies of
Western civilization in the post-colonial era. The promotion of the universalism of human
couples acts as a manifestation of arrogance. Tolerant multiculturalism, in turn, weakens
Western society in a conflict with the Islamic world (Huntington, 2001). Anthropology
must tackle major challenges that address the issues of different ethnicities, subcultures
or populations, international migration, multiculturalism, poverty, underdevelopment, the
portability of democratic traditions and other topics. The solution to these disproportions
is an expression of the maturity of today’s civilization (Budil, 2013).

Regional identity is defined as the relationship between man and place. It is usually
a place where a person has long-lived or lived. Regional identity is a “theoretical cate-
gory” which as such is not usually given much importance for everyday life (Paasi, 1986:
131). According to Paasi, regional identity is composed of two basic elements. The first is
the regional identity of the population, which consists of identifying residents with the
community and the region. The second cornerstone is the identity of the region. Paasi
(1986) divides it into objective (scientific) and subjective (image of the region). Objective
contains objectively verifiable data (mostly statistical data). Subjective identity (image of
the region) is formed by perception of the region from the viewpoint of the population and
perception of the region from the outside viewpoint (Paasi, 1986; or Naglova et al., 2017).

In order to understand identity in the context of tourism, it is necessary to first define
the destination of tourism and the destination management system. Sauer (2015) defines
a travel destination as a geographically determined travel destination. A destination is
represented by a bundle of different services concentrated in a location or area. Tourism
destination is an area that has unique characteristics in terms of tourism development
conditions. It can be defined at continental, national, regional or local level. The destina-
tion is therefore a designated geographical area in terms of the broadest to the local place.

The term destination management is an advanced form of management that guaran-
tees the competitiveness and quality of service in a unique environment. It is a set of ap-
proaches, opinions, recommendations, and methods that managers use to manage specific
activities to achieve a set of goals for a particular destination (Vasylchak, Halachenko,
2016; Koilo et al., 2020). In this respect, tourism actors need to be linked to joint leader-
ship, coordination of activities and mutual communication. Tourism actors in the destina-
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tion include managing, business, public sector and non-profit organizations. Due to the
emphasis on the communication part of the management process, networking is a suitable
tool for destination management. One of the main goals of destination management is
the effort to influence the quantity, composition, temporal and spatial distribution of de-
mand in the destination, provided the profit and satisfaction of all parties involved. Now-
adays it is clear that the spontaneous development of tourism can bring negative impacts
on the economic, social and ecological area of the destination. Examples are oversized
resorts in the Mediterranean, in mountainous areas or even in city centres, which have
been transformed into fairground attractions without everyday life, demonstrating all the
negative effects of poorly managed or unmanaged destinations: ecological congestion,
McDonaldization of cultural traditions, or breakdown of social ties or religious beliefs (see
Richards, 2007; Strielkowski, Cabelkova, 2015; or Lisin et al., 2018).

Identity is not a static phenomenon. It develops over time and can be influenced as
indicated above (Paasi, 1986). This research is also based on defining the identity of the
tourist destination, which also includes the requirement for compliance with the identity
of residents in space and time.

The identity of a tourist destination can be defined as a kind of collective identity
where a group of residents living in a particular tourist destination identifies not only its
tradition and cultural-historical specifics, but also the basic philosophy, objectives, means
and procedure of local destination management (Zelenka, Paskova, 2012). The concept
of destination identity is reflected in the main product of the destination. This product
is defined from the point of view of destination management as a multifunctional offer
characterized by the main theme. The main topic is to be communicated so that it can be
perceived by visitors and residents throughout their stay in the destination (Palatkova,
2011). According to another definition, destinations are competing entities that fulfil a
number of functions (marketing, offering, representation of different interest groups and
planning function) whose common goal is to sell (Jakubikova, 2009).

In the tourist destination, it is advisable to examine and assess the identity of res-
idents and their compliance with the identity of the destination. Destination identity
is communicated by destination management for business purposes. The establishment
and functioning of a region / destination usually has historically given reasons and is a
complex process depending equally on the agreement of initiators, residents and official
institutions. Regions can support the activity of the population while being created and
influenced by the activities.

Destination identity can be a key identifier to support destination marketing. Identity
can be part of the marketing mix of both the product and the people element. In any case,
it should be part of the primary analysis and subsequent destination strategies and plans.
Palatkova (2011) mentions local cultural identity and its preservation and development
as a precondition for well-managed sustainability of the destination and its socio-cultural
pillar. However, it also mentions the problematic nature of the objective assessment of
this category. It develops a comprehensive view of destination management, where re-
spect for local identity is always a key part of the destination’s mission. Destination iden-
tity intersects all three layers of the destination product. It is possible to identify with
a specific attraction, a sub-product and a comprehensive product of a destination. Peter
Burns looks at the destination’s identity as an element that meets the above business
requirements. At the same time, however, it is very often at risk, especially in connection
with oversized tourism. The loss of cultural identity leads to a deterioration in the busi-
ness performance of the destination. Loss of authenticity is most often mentioned (Burns,
1999; Burns, Noveli, 2006).

Sustainable development ensures consistency between the identity of destinations
and the identity of residents. The Tourism Glossary also refers to residents as the host
community, for example the locals of the tourist destination who officially or acciden-
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tally share their land, cultural, sports and other facilities, roads, public spaces, culture,
social contacts, etc. with their visitors, culture, behaviour, habits, lifestyles and lifestyles
can be strongly influenced by visitors and by the development of tourism infrastructure.
They should be involved in all decisions in the planning and implementation of tourism
activities and included in the planned development of the tourism destination as an active
element, influenced and influenced by tourism (Zelenka, Paskova, 2012: 108). Participation
of residents and consideration of their needs in the development of local tourism are the
basic principles of sustainability of tourism in the destination. And that the preference for
meeting the needs of tourists over the saturation of resident needs usually results in one or
more of the following negative phenomena: host community aversion to visitors, falling into
a tourist trap, the emergence of a tourist ghetto or a reduction in socio-diversity. This greatly
limits memory space. Memory is a phenomenon that is crucial in destinations and ceases to
exist without residents and, in the form of so-called memory locations, enters the products
of the destination (Zelenka, Paskovd, 2012: 253). Tourism products representing the attrac-
tiveness of the destination can be considered as pillars of memory that are repeated and
emphasized both by the system of socialization and by the interest of tourists.

Literature review

There have been relatively few researches on this topic. Relatively extensive anthro-
pological research by Czech authors (Hordkov3d, Fialova, 2014) has repeatedly followed a
specific type of international tourism. Together with a team of researchers, the authors
conducted a long-term (six-year) focused anthropological research in the villages of Lip-
no and Vltavou, Stupna (Vidochov), Cist4 (Cerny ddl) and Starkov. The municipalities are
connected by the realized concept of so-called Dutch villages. Within the municipalities,
Dutch investors have built tourist centres, which are regularly visited by visitors mainly
from the Netherlands, but also from other countries. The aim of the research was to explain
the processes of post-socialist transformation (transformation of rural space into a space
of so-called modern rurality) and development strategies about the role of tourism. The
research also examined how contemporary forms of international tourism have an impact
on local social organization and social relations. Despite the interesting results, the re-
search of the so-called Dutch villages is not generally applicable. In any case, however, he
described the influence of tourism on the emergence of dual society (Hordkovd, Fialova,
2014). This research shows that tourism, despite the region’s economic prosperity, can
upset the balance of the socio-cultural pillar of sustainability. Research and its results
demonstrate the need to strike a balance between each of the three pillars of sustainabil-
ity in tourism. At the same time, the research confirms the need to address local identity
not only as a capital enabling commercialization, but also as a soft characteristic of the
input indicator of a development project.

Research into the perception of residents’ identity in tourist destinations is also not
common in the world. One of the few international studies is the research by Huimin
and Ryan, who conducted a comparative study of business perception and perception of
residents in a developing destination of the Three Lakes Region in north central Beijing.
Surveys were conducted in 2006 and 2008 (40 business managers and 400/352 residents).
Entrepreneurs rated tourism positively, residents were ambiguous. The authors showed a
positive development of the relationship of residents to tourism over time. This research
demonstrates the need to re-examine identity (Huimin, Ryan, 2011).

The issue of destination identity and residency identity research was directly inves-
tigated by the attitudes of destination managers in the Czech Republic. Research topics
included identity, representation and animation in the tourist destination. The research
showed a discrepancy between the generally declared need for compliance and the real
state. All destination company managers confirmed the match between destination iden-
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tity and residency identity. However, from the other data provided, actual compliance was
not confirmed (Herget et al., 2015).

Interesting is also the imbalance of research into the sustainability of tourism, where
most of the outputs focus on the ecological and economic pillar of sustainability, while the
socio-cultural pillar is usually only briefly described with the remark that its assessment
is complicated and subjective. Socio-cultural aspects are often reduced to the theory of
corporate culture (in which the destination is perceived as a company) and confined to the
need to avoid conflicts. Of course, this is also important for the destination, the negative
social phenomena resulting from a long-term disagreement between the destination iden-
tity and the identity of residents is the host community’s aversion, the effect of a tourist
trap, dual society and a positive ghetto (Cajka, Abrham, 2019).

In the theoretical resources available and the research carried out, it is agreed that con-
sistency of destination and residency identity is essential for the sustainability of tourism
(Svobodova, 2016). However, destination management theories are confined to claims of
need for compliance, without describing how to define and examine it. The authors of
this article try to propose a methodical procedure for evaluation of relations in the desti-
nation. They focus on two main items - destination and residents. The compliance of the
offer with the declared destination strategy and especially the identity with the residents’
identity is examined. The methodical procedure is tested on a case study of a selected
destination. However, it is designed to be universally usable within tourism destinations.

Methodological framework

The study of the interaction between identity and destination management was con-
ducted on a case study of the Toulava destination. Destination company Toulava, 0.p.s. is
an official tourist area on the border of South and Central Bohemia. From the perspective
of destination management, the destination of Toulava is internally divided into seven
micro-regions: Sedl¢ansko, Krajina Srdce, Taborsko, Central Povltavi, Luznice, Sobéslavsko
and Pod Horou. The center of the destination Toulava is the historical town Tabor. For
the purposes of this research, the distribution according to tourist maps was used: Sur-
roundings of Luznice (Taborsko, Sobé&slavsko), Hory Toulavy (Czech Siberia — Jistebnice,
Mladovozicko), Between Vltava and Smutna (Milevsko, Bechyn¢), From Vitava to Cesky
Meran (Sedl¢ansko, Pr¢icko). Destination company Toulava, 0.p.s. was founded in 2013.
Destination company was initiated by municipalities and entrepreneurs. In 2016 it was
certified as a tourist destination of the South Bohemian Region. Toulava covers an area of
over 2200 km? and includes 155 municipalities with 144,000 inhabitants.

The research methodology is based on several methods covered by sequential triangu-
lation. In the sequential triangulation method, the results of one research are used for the
next research. However, the conclusions are formulated from all the researches. Following
the objectives of the article and analysis of theoretical resources, the following research
methods were chosen:

1. Destination offer analysis.

2. Analysis of media content.

3. Method of group interview with residents.

Destination offer analysis was chosen because the entire destination management is
fundamentally shifted to the level of marketing, for which the creation of the offer is cru-
cial. In theoretical sources, the media are described as the most powerful communication
tool for both product offerings and local collective memories. These two methods evaluate
destination identity.

The research would therefore be divided into three parts. The first part of the research
included an analysis of the destination offer. For getting a complete overview of the com-
munication activity focused on the destination offer, there were two main tools used for
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the presentation of the offer. The official websites of the destination, website Toulava.cz
and Facebook page were analysed as the main channels for the presentation of the offer
and products. The website was chosen based on the finding that all communication tools
are created directly for or located on the site. The only exception is the personal com-
munication of the representatives of destination management at fairs or local events in
which the destination participates. To evaluate the offer of the destination Toulava, the
information from the website toulava.cz was used, namely: categories (destination, trip,
and activity), area (Tabor, Sobéslav; Mlada Vozice, Jistebnice; Bechyn¢, Milevsko; Sedl¢a-
ny), types of activities (recreational, historical, traditionally cultural, artistic, agricultural,
gastronomic, industrial, ecclesiastical, and environmental).

The following periods were chosen for the analysis of the Toulava.cz facebook page:
1/5/2018 — 31/5/2018 (spring, low season, out of holidays, pleasant spring weather);
1/7/2018 — 31/7/2018 (summer season, school holidays, peak period); 1/10/2018 —
31/10/2018 (autumn, post-holiday off season); 1/1/2019 — 31/1/2019 (winter season,
good conditions for skiers, outside spring school holidays).

The second part of the research included an analysis of the Toulava destination in
the media. Anopress IT full text database with two selection parameters was chosen as a
source of information about the presentation of the Toulava destination in the media. The
media was researched for 2018. The inclusion of a closed one-year cycle made it possible to
monitor seasonal effects. The following categories were evaluated in the media analysis:

¢ media type (TV, radio, press, magazine, regional TV / radio, regional press / web);

Headline or headline placement (yes / no),

journalistic unit (short article, medium article, interview, report),

roaming as a topic (main / minor / marginal); event as topic (main / minor / not

event),

topic from TOP catalog (yes / no),

the mentioned area of Toulava according to maps (1 Taborsko, Sobé&slavsko, 2 Mile-

vsko, Bechynsko, 3 Sedl¢ansko, Préicko, 4 Czech Siberia (Jistebnice, Mladovozicko),
¢ thematic focus on attractiveness (1-Recreational, 2-Historical, 3-Traditional Cul-

tural, 4-Artistic, 5-Agricultural, 6-Gastronomic, 7-Industrial, 8-Church, 9-Environ-

mental),

¢ tonality (positive / neutral / negative),

e part of the campaign (yes / no).

Definition of the system of attractions was crucial for the investigation of the destination
identity. For the purposes of media analysis, website, and Facebook page. The research pursues
the following categories of attractions: ethnic, traditionally cultural, historical, environmental,
recreational, commercial, agricultural, cultural, gastronomic, industrial, ecclesiastical, industri-
al and church (Gouldner, Richie, 2014). Each core of the product in the destination can be
assigned a specific type of attraction, or several different attractions at the same time.

The third part of the research serves to obtain information about the local group iden-
tity of the inhabitants of the two largest settlements of the destination. Focus group
method will be used.

The Focus group method was used for several reasons. This method provides quality
data. Moreover, it is a cost-effective method. It can also be recommended for repeated
research in tourism destinations. Destinations usually do not have sufficient financial re-
sources to carry out an extensive quantitative survey. The Focus group method, also called
the group interview method, is widely used to assess the impact of marketing communica-
tion. It is generally defined as a structured discussion with a small group of people, man-
aged by a facilitator or a team of moderators. The aim was to identify a group interaction
that could not be achieved through individual questioning.

The group interviews were focused on obtaining information about the identity of
residents (residents of the two largest settlements of the selected destination of Toulav).
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The sample of respondents was selected regarding the specific focus of the research. The
sample was not random. As the first recruiting criterion, the selection of members of the
focus group was meeting at least 7 years spent in the destination. The second criterion was
that they must not have a job or any other interest in tourism. Given the recommended
effectiveness of group interviews, the aim was to obtain a sample of 7-12 participants. Fo-
cus groups within the Tourlava destination included a sample of 11 persons (5 women and
6 men) involved in Sedl¢any, 12 persons (7 women and 5 men) in Tabor. The age range in
Sedl¢any was 31 to 71 years, the shortest time a respondent lives in a locality is 26 years.
Six people have lived in Sedlc¢any all their lives. There were 5 university students, 5 high
school students and one person with apprenticeship. In Tabor, the age range was 19 to 78,
and only two respondents were not resident in the Tabor region all their life, but at least
32 years. The group consisted of 4 undergraduates, 6 high school students and 2 people
with an apprenticeship certificate.

In group interviews, group interaction is a great advantage. Therefore, the researcher
allowed interaction. Participants were asked about their comments on what another re-
spondent said. The interviews were organized by two facilitators. Facilitators acted impar-
tially towards the respondents, maintaining conversation within the topic.

The questions for the group interview were structured into three basic themes: iden-
tity (territory, people, pride and emotion), tourism in the region and destination manage-
ment intentions. The structure of questions for group interviews was follows:

1. Identity:

e Where do you feel at home?
e Where do you still feel “like” at home?
e What places, emotions, situations will give you a feeling of well-being, what do
you turn to when you want to relax or make yourself happy?
What is typical for people in the region?
Are their speech, tradition different?
What personality will you think of in relation to your region / city?
Where do you take a visit in and out of the city?
What are you proud of?
What do you think is typical of your region?
In your experience, what do visitors associate with your region?
Who introduced you to places you love, which you are proud of?
Do you like it here?
What is your heart matter?
2. Tourism in the region:
¢ Do tourists go to your region/city? How do you perceive them?
e What do you consider to be the best souvenir from your city/region? What do
you give to visitors?

3. Destination management objectives:

e How do you perceive the Toulava destination company? What do you know
about her, her intentions?

e Do you think there should be more tourists?

o How would you make people stay longer and come back?

All three methods of research are qualitative. The research data obtained is coded us-
ing the attraction sign system used to ensure comparability of results. The coding sys-
tem is based on the division of attractions into 12 categories: ethnic, traditional cultural,
historical, environmental, recreational, commercial, agricultural, cultural, gastronomical,
industrial and ecclesiastical (Goeldner, Richie, 2014). In terms of analysing the destina-
tion offers on the website, media analysis and focus group research, expressions are always
detected, which are then translated into one or more types from a set of 12 attraction
categories. The methodological approach is recommended in general for carrying out re-
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search into identity interaction and destination management. Research data results can
be compared to each other, track trends, and thus eliminate the potential risk of nega-
tive impacts resulting from growing identity mismatches. Results and mutual iteration of
method results is evaluated in the next and final part of the study.

Identity interaction with destination management
Destination offer analysis

From the point of view of individual areas and their share in web content, it is clear
that the offer benefits and focuses on the Tabor region (41% of the total offer), to a lesser
extent on the Sedl¢any and Bechyné-Milevsko regions (both approximately 25%). Bid is
only 10%. The reason for the superiority of the Tabor region is obvious — the concentration
of historical and artistic attractions, cultural opportunities and pleasant nature is histor-
ically given.

In terms of representation of individual types of attractions in the offer (connotation
of the product offer), it turns out that besides recreational attractiveness, the main drivers
are historical and artistic (represented by the present architecture). For some other types
of attractions, the data reveal certain local variations, such as the largest proportion of
agricultural attractiveness in the Sedl¢any region (given by the number of farms and agro
tourism), the interesting highest proportion of church-type attractions in Bechyné. An-
other important attraction is nature; in the framework of research, environmental attrac-
tiveness is used only in the context of an important natural habitat, habitat or reserve. But
in the offer of the Toulava website, all items of the trip type having some natural interest
were mentioned there.

The structure of the menu, if one can call it a Facebook discussion (FB), is entirely
subordinate to the design and functioning of Facebook. The offered destinations, trips are
given without details, in the vast majority of posts is inserted a link to the official website
of Toulava. As in the case of the site, the surveyed (defined) area structure was the same.
Generally, one can say that the offer in both examined environments (websites and social
networks) seems to be the same on the first impression and is not in conflict with the main
motto of the destination (home). In greater detail, there are slight differences between
the website and the FB page. Perhaps the most fundamental differences are in the lower
focus of FB inputs on goals and events with artistic appeal. There is also a markedly higher
proportion of FB contributions focusing on natural beauty (environmental attractiveness,
primarily on their emotional level).

The predominant attraction within the website and FB pages is the recreational attrac-
tion, which is precisely the fact that we can relax here as well as at home. There is nothing
built on adrenaline and high physical demands in any part of the offer. In all the results,
the historical attractiveness, associated with small and larger, less or more well-preserved
historical buildings, was highly placed. These represent historical roots, which also each
has the right home. Environmental attractiveness is less represented in the results, mainly
because of the coding condition (only exceptional sites are recorded for environmental
attractiveness), but it is often present. Artistic attractiveness is also significant. All in all,
at the level of connotations, the offer of the Toulava destination corresponds entirely to
the spirit of the motto, which describes the destination as a heart and home landscape.

Analysis of media content

In the extended period 133 media outputs related to the destination Toulava were found.
Based on the research results, it can be stated that the intensity of Toulava's media presenta-
tion has been steadily decreasing since 2016. A significant decrease was recorded in 2018.
This year the media presentation was also low on a regional scale. The media presentation of
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Toulava in the region is one of the basic prerequisites, respectively. Effective opportunities to
create a positive perception of Toulava's activities and strategy by local residents.

Regarding the structure of media outputs, positive is the finding that 67% of the out-
put is in regional press/web/radio. At regional level, awareness of Toulava, its existence,
content, strategy, etc., can better reach one of the important components of the life mech-
anism of a living tourist destination - residents. From the point of view of the location of
Toulava in the headlines of the media outputs, there is a decrease. Since the end of 2017,
Toulava has appeared in headlines only once every 15 months. In the period 2015-2017,
Toulava was presented in the headlines in the order of one third of the outputs. In the
investigated media outputs, Toulava appeared in more than 80% as secondary or even mar-
ginal information. The topic of the output was general (tourism, travel). Of the monitored
forms of media output, the form of the report clearly dominates. Other types of media out-
put are relatively balanced, but significantly less. However, report-type outputs are often
brief, only a few-line messages. Most often they are trailers for a certain event or novelty.
These outputs are of limited value for the uninformed recipient. There will be no major
interaction based on the short report. On the other hand, for longer articles or interviews,
it is expected that if the reader addresses the topic as such, he or she learns relevant infor-
mation and is more likely to take a position on the topic. Most of the interviews analysed
were not direct interviews with a representative of the Toulava destination company. The
interviews were mostly conducted with the creators or operators of the sub-product or
with tourism experts who are not directly involved in the activities of the destination
company. In cases where a specific attraction was mentioned in the media output, tradi-
tionally cultural (44%) and recreational (22%) were often presented.

From the point of view of tourism development, it is advisable to watch the media
picture of events. In the media outputs, references to events (events organized in the
destination) occur practically only until mid-2017, and only sporadically at the end of
2018. The Toulava.cz website lists at least 31 festival-type items that clearly meet the
parameters for the event. Toulava is not the organizer in these cases, it states the events
as part of the “offer”. In the media news, the main topic is not Toulava, but the event and
its course, details, or invitation.

Overall, the outputs sound slightly positive (half of the outputs are positive, half neu-
tral). During the monitored 4 years, there were only 2 negative outputs. One reports on the
absence of Toulava at the fair, the other claims tourist maps prepared by Toulava. Given the
focus of the outputs, such a tonality can be expected. The trend of positive media presenta-
tion is increasing during the period under review. From the point of view of the tourism des-
tination, it can be considered important that the poor experience of visitors with the quality
of the offer or the negative experience of residents with the impact of increased tourism was
not recorded. Another potential source of negative media image may be insufficient or uni-
laterally oriented communication of the destination society, where the importance of resi-
dents’ feelings is not sufficiently clearly and credibly declared and if the benefits of tourism
for the destination as a whole are not repeatedly and repeatedly communicated.

Focus group interviews

The following attitudes of respondents were identified from the group interviews con-
ducted. The first group of questions was directed to the territory associated with the word
home, which occurs in the business strategy of the destination. Most of the interviewees
identified as their home places that are also commonly visited by tourists. This shows a
possible link between the breadth of their perception of the word home and attitude to-
wards tourists.

Questions about the feeling of home and well-being were focused on places associated
with the positive emotions of the interviewees. Clearly the most important is for nature
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interviewed. Tdbor people mention the local history, which is of supra-regional impor-
tance and as such is part of the school curriculum. On the other hand, in Sedl¢any, whose
history is not ascribed to such significance, the interviewees relate more to culture and
art. Thence, in Sedl¢any, they talk about historical monuments in connection with artistic
impression. While in Tébor they perceive monuments with their entire cultural-historical
context created by events and memories. Questions focused on the diversity of people,
speech and traditions in the region showed that the interviewees perceived the differ-
ences little, except for minor language specificities. Two persons called Tabor festival as a
local tradition, which confirms the gradual transformation of the newly introduced event
into a place of memory.

The question of creating places of memory was the question: What personalities do
you associate with the region? Here, the school responded as a key bearer of information.
The interviewees agreed on historical figures whose knowledge was strengthened by the
school. Only a few of them named personalities that were not mentioned by the school or
contemporary ones.

The answers to the questions of the fourth circuit (Do you like it here; What is your
heart affair?) Focused on a positive relationship with the region. The responses showed
that the inhabitants of the Tabor region included a higher proportion of old-age residents
to immigrants. Old people are characterized by strong local patriotism and a conciliatory
attitude towards the negatives. The responses also show that the practical layout of the
city and the pleasant impression of the public space, which was highly praised by the Ta-
bor people, also have a significant impact. Respondents in Sedl¢any did not share this. In
both regions, the interviewees described the surrounding nature as a heart issue.

The fifth set of questions was focused on the relation of the interviewees to tourism.
Both groups meet with tourists in their region and have no problem with them. Respond-
ents do not mind the amount or behaviour of tourists. But everyone is worried about the
uncontrolled increase in tourism and sees negative examples outside the region (Cesky
Krumlov).

The sixth and final set of questions focused on knowledge of the destination organiza-
tion Toulava and its intentions. It turned out that the interviewees knew the concept of
Toulava, but they knew nothing more about it. He cannot describe the reasons of existence
or the territory of Toulava. The only interviewee, who had more information, evaluated the
offer of the destination company Toulava positively.

From the results of the Focus group interviews it can be concluded that most of the
interviewed (17) perceive as part of their tourist destination part of their tourist desti-
nation, which is also part of the offer for tourists (the city they live in, or even its close
surroundings). 3 respondents feel at home elsewhere but still in Toulava. And only 3 re-
spondents perceive as their home a place that is not part of the destination offer (only
their apartment).

After transferring the findings to the system of 12 attractions according to the selected
methodological procedure, it can be stated that the use of semiotic analysis of the offer
showed a high preference of recreational, environmental, historical and agricultural attrac-
tions on the target website and on Facebook. The same results were obtained from popula-
tion research within the focus groups. The respondents also preferred environmental, his-
torical, recreational and artistic attractiveness. Within the framework of media analysis, the
most numerous were the recreational, gastronomical, and cultural-cultural attractions.

Conclusions and implications

The research showed a high level of match between the identity of residents and the
identity of the destination. The findings confirmed the agreement between the results of
the semiotic website analysis and the conclusions of the group interviews of residents.
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Findings from website and FB analysis confirmed compliance with the destination strate-
gy, which defines Toulava as the landscape of heart and the landscape of home. The same
findings arise from group interviews with residents. Thus, the desired match of destination
identity and residency identity can be confirmed. Slight differences are apparent only in
the case of content analysis of the media, from which it is possible to deduce stronger pref-
erences of traditions. The reason is the selection of contents according to the so-called
“media values”. Given the exceedingly small amount of media content associated with
Toulava, this difference is considered insignificant.

The high degree of product authenticity has been confirmed. The research has confirmed
a low level of information (resulting in a poor awareness of residents that there is an or-
ganization making offerings from their memory locations). The use of semiotic analysis of
the offer showed the overwhelming attraction of recreational, environmental, historical,
and agricultural on both the destination website and Facebook. Only the order of attraction
preference differs. The results of semiotic analysis agree with the results of the research of
residents who also prefer environmental, historical, recreational, and artistic attractiveness.

It is possible to observe from the realized group interviews that in both examined
regions nature, history and undemanding recreational sports activity are positively per-
ceived. All activities are preferred in individual form or in small groups. Transferred into
the system of tourist attractions, the interviewees accentuated environmental, historical,
and recreational attractions. It can be assumed that the potential development of supply
in this respect will be perceived positively by residents and some related burden will be ac-
cepted. On the other hand, products that will significantly affect the current appearance
of the region will most likely not be positively accepted (adrenaline sports, large cultural
events, large sports facilities, mass events, mass attractions).

Media analysis, on the other hand, showed a different order of the most popular attrac-
tions. It shows the low ability of Toulava to reach the media in order to assert itself in the
content, i.e. to use so-called media and news values. The media then logically write only
about current events that take place in a short time, and these are more associated with
recreational, gastronomic, and traditionally cultural attractiveness. Peaceful relaxation in
nature combined with views of the countryside lacks basic intelligence values. The overall
media image of Toulava is relatively weak. However, it is necessary to consider the short peri-
od of existence of the Toulava destination and the fact that the assessment of individual cat-
egories is subjective. It should be done repeatedly by more people with averaging of results.

In the surveyed destination Toulava, the identity of the destination with the identity of
the residents was found to be remarkably similar. This is a positive finding from the point
of view of the current situation, in the context of sustainable development it is desirable to
monitor the development and respond in time to any negative tendencies. The only area in
which residents disagreed with the identity of the destination was the territory.

The applied research methodology enabled to obtain relevant outputs. It is not known
from practice that the identity of the destination with the identity of residents is ex-
amined. Previously (always theoretically considered) investigations were not carried out
due to personnel and financial demands. The three methods used in this article are less
demanding in terms of capacity and cost than the quota sample research. Research can
thus be carried out in destinations and repeatedly and follow time series. The Focus group
method has enabled research saturation with data and yields comparable results in both
categories in the same categories. The methodological approach can be recommended in
general for carrying out research into identity interaction and destination management.
Research data results can be compared to each other, track trends, and thus eliminate
the potential risk of negative impacts resulting from growing identity mismatches. The
model has proven to be functional in the destination. Practical use of the proposed three
methods with appropriately set granularity (group interview method) does not generate
any extreme personnel or financial costs for destinations. A possible direction of further
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research therefore appears in the field of application. It would be advisable to apply the
model to other destinations as well and to repeat it over time. The application would con-
tribute through testing to further improve the proposed methodology.
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