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Segment: Category buyers
Participants: 493

Target group: Category buyers
Tested between: 05 Jan - 05 Jan 2026
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Category buyers
Those of CZ population who do

multi-day trips around the Czech
Republic at least once a year.

49"

of CZ population

e +1pt

since 6 months ago

Ceska Kz

Awareness Buyers

People aware of the brand when
prompted.

29*

of category buyers

I _1pt

since 6 months ago

People who have visited the area
with an overnight stay at least once
in the last 5years.

12

of category buyers

I _3pt

since 6 months ago

Likeability

People with positive emation to the

of category buyers

I _2pt

since 6 months ago
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Awareness

People aware of the brand when prompted.

( 01/2026 )
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Buyers

People who have visited the area with an overnight stay at least once in the

last 5 years.

( 01/2026 )
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Likeability
People with positive emotion to the brand.
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Key metrics (metrics vs. brands)

% of people ineach key metric for your brand and your competitors.

( 01/2026 )

METRIC AWARENESS
Ceské Kanada 29% -1pt
Turisticka oblast Treborisko 38% -5pt
Turisticka oblast Toulava 14% -5pt

BUYERS

12%

26%

8%

-3pt

-3pt

-2pt

22%

33%

11%

LIKEABILITY

-2pt

-5pt

-5pt
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% ) Ceska Kanada Segments vs. Key metrics

Key metrics for each segment that was measured.

( 01/2026 )

SEGMENTS AWARENESS BUYERS LIKEABILITY

Category buyers 29% -1pt 12% -3pt 22% -2pt

CZ population 21% -2pt 7% -1pt 16% -1pt
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Awareness (segments vs. brands)

% of people who are aware of the brand when prompted.

( 01/2026 )
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SEGMENTS D&
CESKA KAN ADA
Category buyers 29% -1pt

CZ population 21% -2pt

TWRISTICKA OBLAST TREBONSKO

38% -5pt

29% -3pt

TWRISTICKA OBLAS T TOULAVA

14% -5pt

10% -2pt
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Buyers (segments vs. brands)

People who bought the brand inthe last year.

( 01/2026 )

CEEA L
SEGMENTS D& m—a
GES KA KAN ADA TWRISTICKA OBLAST TREBONSKO TWRISTICKA OBLAST TOULAVA N
o
Category buyers 12% -3pt 26% -3pt 8% -2pt .

CZ population 7% -1pt 17% +0pt 5% +0pt
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Likeability (segments vs. brands)

% of people who feel positive emotions towards the brand.

( 01/2026 )

cms

SEGMENTS D&
CESKA KAN ADA
Category buyers 22% -2pt

CZ population 16% -1pt

TWRISTICKA OBLAST TREBONSKO

33% -5pt

24% -4pt

TWRISTICKA OBLAS T TOULAVA

11% -5pt

9% -2pt
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Ceska Kz
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Likeability Emotions Types

Percentage of category buyers who feel the specified emction towards the brand.
People with positive emation to the

brand (Q ©))

22"

of category buyers

"W ‘v w
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Don't
Love Smile Neutral Know The
Brand

™

I _2pt

since 6 months ago
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Emotion Types

Percentage of people who feel the specified emotion towards the brand.

( 01/2026 )

BRAND Quove (©smie (@ neutrar @ Boring @) ANGER ukeasiuTy @

CESKA 5% 17 % 7%0 %

i oA - = 22% -2pt
Ceska Kanada

Lf‘ﬁ) 9% 24 % 5%

e a4 % -
Turisticka oblast 33% -5pt
TFebonsko

§5) 3%8%3%

Touldiva e
® » 11% -5pt

Turisticka oblast
Toulava
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=% | Ceska Kanada Metrics

Evolution of key metrics during the time.

Category buy...
Awareness

Brand buyers

Likeability
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Awareness

People aware of the brand when prompted.

Ceska Kanada
T uristicka obl...

T uristicka obl...
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Buyers

People who have visited the area with an overnight stay at least once in the
last 5 years.

Ceska Kanada
Turisticka obl...

Turisticka obl...
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Likeability

People with positive emotion to the brand.

Ceska Kanada
T uristicka obl...

T uristicka obl...
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= ) Ceska Kanada Key Insight

Actionable learnings to take away

C 01/2026 )

ﬁ Katerina Hambergerova Sociologist

Pozice Ceské Kanady je stabilni

Mezilidmi, ktefi podnikaji vicedenni cesty po CR alespon jednou roéné
(Category Buyers), zaznamenava mirné poklesy v povédomi (29 %, -1 p. b.),
navstévnosti (12 %, -3 p. b.) i pozitivni emoci (22 %, -2 p. b.). Tyto zmény se
pohybuji v ramcistatistické chyby a nelze je interpretovat jako realné oslabeni
znacky.

Také Trebonsko v aktualni viné zaznamenava nesignifikantni poklesy, stale je
vSak z mérené konkurence nejvétsi. Naopak u Toulavy jsou poklesy jiz
smeérodatné alze je interpretovat jako skutecné oslabovani znacky. V
kombinacinizké znalosti (14 %), navstévnosti (8 %) a obliby (11 %) se zde
sezdnnost projevuje vyraznéji— bez kontinualni komunikace znacka mimo
sezonu rychle mizi z rozhodovaciho pole Category Buyers.

Jak dal?

Pro Ceskou Kanadu je kli¢ové neomezovat komunikacijen na hlavni sezénu,
ale systematicky pracovat na budovani mentalni dostupnostiv prlbéhu
celého roku. Zaroven je dulezité se v komunikacijasné odlisit od silnéjsich
regiond tak, aby silidé Ceskou Kanadu dokazalisnadno vybavit ve chvili, kdy
zacnou planovat vicedenni dovolenou, a méli k ni jasnou predstavu, ¢im se lisi
a proc jizvolit.



