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Abstract

Because of the large number of communication tools available in the online
environment, besides creating an attractive product, hotel management needs to
accurately target each segment through meaningful content and find a relevant
communication journey of informational nature. For this reason, the aim of the
contribution is to propose customer segmentation based on psychographic and
demographic aspects as a determinant of customer targeting in the online
environment. Due to the impossibility of its determination and subsequent
application across the entire market, we determined the segmentation in the selected
industry based on a survey of customers (hotel guests) in the Slovak Republic. By
means of scientific research methods such as excerpting, description, comparative
analysis, deduction and induction, determination of absolute and relative number,
level of mean values, confirmation of the existence of dependency between variables,
we extracted the obtained data from marketing research into the required
information necessary to fulfill the aim of the contribution.
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Introduction

Because of the current global crisis of tourism, many entities seek to analyse the reasons
and impacts of the crisis in the tourism and follow-up services. Regardless of the different
attributes for bringing the phenomenon of travel to the forefront to as many clients as
possible, hotel marketing cannot neglect the appropriateness of distributing information
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(marketing communication). As the primary role of marketing communication is to
influence the consumer towards purchasing a product or service, this marketing mix tool
is under considerable pressure to achieve demonstrable business results in forms such as
influencing the sale of products and services, increasing brand awareness, or getting
customer information.

In order to reduce this pressure, hotels are looking for new solutions. It can be stated from
the above that marketing communication is a tool of the marketing mix, which is
characterized by constantly emerging new trends. With the development of the media, the
structure of users and target clients has changed significantly. The enormous boom of the
online environment gives multiple opportunities to communicate with target groups.
Because of the large number of communication tools available in the online environment,
besides creating an attractive product, hotel management needs to accurately target each
segment through meaningful content and find a relevant communication journey of
informational nature. For this reason, the aim of the contribution is to propose customer
segmentation based on psychographic and demographic aspects as a determinant of
customer targeting in the online environment. Due to the impossibility of its
determination and subsequent application across the entire market, we determined the
segmentation in the selected industry based on a survey of customers (hotel guests) in
the Slovak Republic.

Literature review

The marketing communication program can be built on the foundations provided by the
communication model, respectively communication process (Clow and Back, 2008). This
means that marketing communication involves identifying the target audience and
shaping a coordinated communication program to produce the desired response from
that audience, as the communication world has become a complicated complex and the
changes have made it necessary to add new elements to the basic communication mix.

New forms of marketing communication are associated with the development of
technology, online communication, the Internet and social media in the early 21st century.
This means that the new form of marketing communication will be tools and techniques
in an online environment that have not been involved in creating and building a strong
and mutual relationship between the business and its customers. Pizano (2012) ranks
among the new forms of marketing communication: behavioural targeted banner
advertising, in-text advertising, social network marketing, online video advertising,
location-based marketing, PPC marketing, influencer marketing, online booking systems,
email marketing and enterprise web page.

The rise in promotional costs, especially in media, forces businesses to take a very
responsible approach to identifying their customers (Krylov, 2019, Chijioke, 2018). This
implies that many businesses use the value spectrum model that according to Kramarova
(2009) puts the system into marketing communications by determining the most
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effectiveness content and media combination. The whole model consists of the following
steps:

e Creating a value spectrum - through which the company quantifies the value of its
customers and then determines their importance.

e Extending the value spectrum with a dimension of loyalty - the success of a
business is not only guaranteed by the individual value of the customer, but also
by the long-term relationship between the business and the customer.

e Setting up a communication campaign for each segments based on the
harmonization of communication tools.

At the same time, this model achieves a more efficient budget allocation according to the
customer's lasting value (customer profitability determines the distribution of the
communication budget between and among customer groups), gains more relevant
customer information in each segment. The information mainly concerns the needs of
customers, which can then be met in a targeted way, and a meaningful integration of
communication tools according to specified tasks in individual segments will achieve a
synergistic effect of marketing communication. (Kramarova, 2009). It follows that the
effectiveness of marketing communication in the company is determined by the definition
of target groups of customers. Socio-demographic variables (age, education, income,
occupation and family status) are important factors in which an enterprise can detect its
priority target segments. Psychographic segmentation is a response to demographic
limitations in the area of behaviour prediction. The construct of the pychographic profile
of the segment is based on person's characteristics according to AIO model. The AIO
model monitors Activities, Interest and Opinions and combines both external and internal
characteristics to map lifestyles. (Queiroz, 2019; Valetteflorence, 1990).

Determination of target groups helps the hotel better plan adequate online
communication, i.e. for the hotel it is necessary to create heterogeneous communication
messages for heterogeneous groups and to use adequate online communication channels
or methods for each identified segment. In the case of the content of the communication
report, Marakova (2016) distinguishes the following strategic aspects of its delivery to to
customers), emotionally (the content of the report raises positive or negative emotions
motivating the purchase of a hotel product) and morally (the content of the report focuses
on the recipients' ability to understand what is right). When selecting and creating a
communication message, it is necessary to consider not only its content, but also its
structure, style and format (Marakova, 2016). The hotel determines the structure by
telling the communication message to the identified groups. The best communication
messages include those that encourage the identified group to draw its own conclusions
about it (Marakova, 2016). The hotel can apply formal or informal, simple, complex or
professional style. The hotel determines the format of the communication message
depending on the type of communication method (Kotler et al., 2007).

According to Marakova (2016), online communication channels through which the hotel
can communicate its message are divided to primary and secondary ones. Primary online
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communication channels are made up of websites, including the hotel website, which
constitute the primary source of information about hotel products respectively services.
Secondary online communication channels consist of social networks, online advertising,
online reservation systems, geolocation services etc. When choosing an online
communication channel, the hotel should take into account the following decisive factors:
to which online communication channels the target audience pay increased attention, and
which online communication channels will highlight the hotel itself. Guacik (2011)
differentiates online communication channels into two groups. The first group consists of
interactive online communication channels that provide information created and also
verified by the hotel (online videos, hotel website). Their character is primary. These
online communication channels are subject to the highest level of control, but with the
possibility of a higher risk of distrust of customers. The group of interactive online
communication channels is also made up of secondary ones, i.e. channels providing
information created and verified by the company with the possibility of open discussion
of the company with customers (social networks, interactive websites). The second group
consists of personal online communication channels, which may also be primary or
secondary in nature, based on the provision of information generated and verified by
other people. Primary personal communication channels consist mainly of own
experience or providing information directly from hotel staff. Secondary personal
communication channels include communication activities related to e-WOM marketing,
e-mailing and blogs.

Methods and Data

The aim of the paper was to propose Customer segmentation based on psychographic and
demographic aspects as a determinant of customer targeting in the online environment.
Due to the impossibility of its determination and subsequent application across the entire
market, we determined the segmentation in the selected industry based on a survey of
customers (hotel guests) in the Slovak Republic. With regard to the objective of the paper,
the information needs of research were formulated, namely the finding of the level of use
(preference) of new forms of online marketing communication by customers in the Slovak
Republic and the impact of these forms on their decision in the hotel selection. At the
beginning of the research, we looked at its merits within the hotel industry and therefore
we set out the research question: Does hotel online marketing communication affect the
customer's decision?

To answer this research question, we asked the respondents in a marketing survey
focused on customers (hotel guests), whether their communication with the hotel over
the Internet suits them, whether they consider the hotel providing its information over
the Internet to be better, and to what extent the respondents agree the fact that the
internet communication of the hotel influenced them in its choice. The obtained data were
statistically tested using hypotheses:
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e Hypothesis A: 80% of customers in the Slovak Republic are satisfied with
communication with the hotel via the Internet.

e Hypothesis B: 80% of customers in the Slovak Republic think that marketing
communication with the hotel via the Internet is more efficient than traditional
communication tools.

e Hypothesis C:80% of customers in the Slovak Republic agree that the new forms
of online marketing communication used by hotels have an impact on their
decision to choose this hotel.

e Hypothesis D: 80% of customers in the Slovak Republic consider a hotel that
provides its information through the new forms of online marketing
communication used to be of higher quality.

For customer-oriented hypotheses, we used statistical one tailed test with alpha level
0.05.

We assume that the research question will be evaluated positively, as online marketing
communications in the hotel industry play an increasingly important role in shaping
customer attitudes and evaluating online communication activities (Brettel a Spiller-
Atting, 2013). The area of online marketing communications is becoming important for
hotels due to a significant change in the characteristics of the hotel industry clientele. The
post-crisis period brings to the scene a traveler who is aware of his values as well as the
value of services offered to him through hotels (Jakovic, Galetic, 2014). While previously
hoteliers have been more focused on the physical product itself, they are now more
focused on guaranteeing the stability and clear image of their brand, transparent prices,
and attracting clients, particularly with regard to re-interest through various forms of
online marketing communications that different hotel from the rest of the competition
(Jarvinen et al.,, 2012). The effectiveness of marketing communication in the company is
determined by the definition of target groups of customers.

Demographic criteria are most obvious to marketing and are quite easy to obtain
compared to other ones. If these characteristics of customer change over time, it can be
assumed that their consumer behaviour will also change (Kliestikova et al., 2019). In this
respect, age, gender, as well as variables that are more socio-economic in nature like as
education, economic status and income are generally monitored. Psychographic
segmentation criteria divide consumers into different clusters based on different
lifestyles (Kotler and Armstrong, 2004). Lifestyle as one of the characteristics of market
behaviour can be tracked and analysed from many different viewpoints, often in
combination with other segmentation factors. For purpose of the research we used
lifestyle generational market segmentation (Michman et al, 2003). Understanding
generation values and motivations has become essential because each generations is
driven by unique ideas about the lifestyle to which it aspires (Smith and Clurman, 1997).
Each generation represents a different set of unique expectations, experiences,
generational history, lifestyles, values, and demographics that influence their buying
behaviours. There are many studies, which identify and analyse differences in consumer
behaviour according to the customer generations (McCrindle and Wolfiger, 2010, Schewe
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and Meredith, 2004, Bourcier-Bequaert and Barnier, 2010, Rentz and Reynolds, 1991,
Reeves and Oh, 2008, Noble and Schewe, 2003, Sima, 2016, DeAlmeida et al, 2016,
Chakraborty, 2017, Diaz-Samiento et al., 2017, Nadanyiova, 2018). For the purposes of
this contribution, respondents are segmented into five classifications by their
generational cohort: (The Baby Boomers; Silent Generation; Generation X; Generation Y
and Generation Z.

For this reason, we investigated whether there were customer segments (based on
demographic or psychographic factors) in the hotel industry preferring new forms of
online marketing communications (banner advertising, online communities, hotel
website, online booking systems, email marketing, SEO marketing, SEM marketing,
podcasting, Wiki, Facebook, Twitter, Instagram, LinkedIn, YouTube, Blogs, Foursquare -
geolocation, crowdsourcing, augmented reality, PPC marketing, affiliate marketing,
advergaming, copywriting, e-WOM marketing). Respondents were asked to choose the
internet communication tool with the hotel they consider most advantageous.

To confirm the existence of such segments, we have established hypotheses:

e Hypothesis E: There is no statistical dependence between gender and some form
of online marketing communications.

e Hypothesis F: There is no statistical dependence between education and some
form of online marketing communication.

e Hypothesis G: There is no statistical dependence between economic status and
some form of online marketing communication.

e Hypothesis H: There is no statistical dependence between income and some form
of online marketing communication.

e Hypothesis I: There is no statistical dependence between the generation and some
form of online marketing communication.

The variables examined are of nominal and ordinal character, therefore Kendall tau C and
Kruskall wallis test were chosen as suitable measures of associations (Rimarcik, 2008).

As 730 respondents participated in the marketing survey, the minimum sample size
requirement (384 respondents, at 95% confidence level and 5% confidence interval) was
met and respondents' answers to individual questions asked during the survey period
based on determined reliability coefficients with acceptable error estimates can be
considered as relevant. For the purposes of the research we chose the questionnaire
method via e-mail communication. The questionnaire consisted of three sections, where
the first section concerned finding out whether respondents had visited a hotel in the
Slovak Republic in the last 12 months. In this way, we only received answers from
customers who visited the hotel. The second section of the questionnaire concerned
finding out the importance of the Internet for the respondent, the frequency of its use, its
benefits and the level of use of internet communication and its tools in communication
with the hotel. The last section of the questionnaire focused on the general profile of the
respondent, i.e. gender, type of generation, highest level of education, economic status and
net income.
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By means of scientific research methods such as excerpting, description, comparative
analysis, deduction and induction, determination of absolute and relative number, level
of mean values, confirmation of the existence of dependency between variables, we
extracted the obtained data from marketing research into the required information
necessary to fulfill our goal.

Results

Figure 1 shows the testing of all customer-oriented statistical hypotheses using statistical
one tailed test statistical one tailed test.

Figure 1: Testing of customer-oriented statistical hypotheses

Test Critical
. Level of . . Result of
Hypothesis s statistics value of Decision rule .
significance testing
(T-value) Z-score

Ho: 80% of customers in the Slovak Republic are satisfied with communication with the hotel via the
Internet.

Hji: More than 80% of customers in the Slovak Republic are satisfied with communication with the hotel
via the Internet.

Hypothesis A 0.05 8,68037 1,64485 8,68037>1,64485 Horejection
Ho: 80% of customers in the Slovak Republic think that marketing communication with the hotel via the
Internet is more efficient than traditional communication tools.

Hi: More than 80% of customers in the Slovak Republic think that marketing communication with the hotel
via the Internet is more efficient than traditional communication tools.

Hypothesis B 0.05 6,87196 1,64485 6,87196>1,64485 Horejection
Ho: 80% of customers in the Slovak Republic agree that the new forms of online marketing communication
used by hotels have an impact on their decision to choose this hotel.

Hi: More than 80% of customers in the Slovak Republic agree that the new forms of online marketing
communication used by hotels have an impact on their decision to choose this hotel.

Hypothesis C 0.05 8,07757 1,64485 8,07757>1,64485 Horejection
Ho: 80% of customers in the Slovak Republic consider a hotel that provides its information through the new
forms of online marketing communication used to be of higher quality.

Hi: More than 80% of customers in the Slovak Republic consider a hotel that provides its information
through the new forms of online marketing communication used to be of higher quality.

Hypothesis D 0.05 4,58131 1,64485 4,58131>1,64485 Horejection
Ho: 80% of customers in the Slovak Republic consider a hotel that provides its information through the new
forms of online marketing communication used to be of higher quality.

Hi: More than 80% of customers in the Slovak Republic consider a hotel that provides its information
through the new forms of online marketing communication used to be of higher quality.

Source: Authors.

Since the table shows that we have rejected the null hypothesis in all cases, when
answering the research question, we can state that the selected new forms of online
marketing communication used by the hotel have an impact on the customer's choice of
the hotel. To determine the existence of segments preferring certain new forms of
marketing communication, all established statistical hypotheses were tested, the results
are shown in Figure 2.
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Figure 2: Testing of hypotheses in consideration of the existence of relationships

Hypothesis . Le-v ?l ] Test statistics Decision rule Result of testing
significance (p-value)

Ho: There is no statistical dependence between gender and some form of online marketing communications.
Hi: There is statistical dependence between gender and some form of online marketing communications.

Hypothesis E 0.05 0.1798 0.05<0.1798 Ho acceptation
Ho: There is no statistical dependence between education and some form of online marketing
communication.

Hi: There is statistical dependence between education and some form of online marketing communication.

Hypothesis F 0.05 0.2669 0.05<0.2669 Ho acceptation
Ho: There is no statistical dependence between economic status and some form of online marketing
communication.

Hi: There is statistical dependence between economic status and some form of online marketing
communication.

Hypothesis G 0.05 0.0731 0.05<0.0731 Ho acceptation
Ho: There is no statistical dependence between income and some form of online marketing communication.
Hi: There is statistical dependence between income and some form of online marketing communication.

Hypothesis H 0.05 0.3426 0.05<0.3426 Ho acceptation
Ho: There is no statistical dependence between the generation and some form of online marketing
communication.

Hi: There is statistical dependence between the generation and some form of online marketing
communication.
Hypothesis I 0.05 0.0000 0.05>0.0000 Horejection

Source: Authors.

Since the table shows that we have accepted the null hypothesis in all cases, instead of the
hypothesis I. So we can assume that there is a statistically dependence between surveyed
variables (generation and forms of online marketing communications). These variables
are of ordinal and nominal character, so the appropriate test was Kruskall wallis test of
independence. The value measure of associations was 0.377, which indicates moderate
dependence. So we can clearly claim that segmentation of hotel guests in the Slovak
republic according the generation cohort is justified, so it is necessary to propose
customer segmentation just only on psychographic aspects as a determinant of customer
targeting in the online environment.

Discussion

From the above-mentioned analysis of customers (hotel guests) carried out from
marketing research focused on them, content of communication message according to
Marakova (2016), types of online communication channels according to Gucik (2011) and
secondary research of characteristic of generation cohorts (McCrindle and Wolfiger,
2010, Schewe and Meredith, 2004, Bourcier-Bequaert and Barnier, 2010, Rentz and
Reynolds, 1991, Reeves and Oh, 2008, Noble and Schewe, 2003, Sima, 2016, DeAlmeida et
al, 2016, Chakraborty, 2017, Diaz-Samiento et al., 2017) we categorized customers (hotel
guests) into five groups, see Figure 3.
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Figure 3: The categories of hotel guest according the influence of new form of online

marketing communication

Tvpe of generation

Degree of information
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communication message
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Source: Authors.
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Based on the categorization, the hotel should select the appropriate content of the

communication message, online communication channels and tools for each customer
segment, and it is also necessary for the hotel to identify which customer segments want
just only to be informed and which want to participate in the communication as well.
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Online gourmets
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Source: Authors

The online gourmet segment is made up of customers of the generation Y and mainly the
generation Z, who are very technically and communication proficient and us modern
technologies on a daily basis (Sladek and Grabinger, Ng and McGinnis, 2015). This group
of customers is characterized by an exceptionally high degree of information urgency, as
well as a degree of engagement in communicating with the hotel in an online environment
through new communication tools. This is the type of customers actively seeking
information about hotel services. As for the issue, online gourmets have an affective but
also rational relationship to it, so the hotel should use a combination of emotional and
rational approach to informing them. Since they are customers with their opinions and a
high level of interest in information about hotel services, we recommend using two-way
communication, which allows for dialogue between the hotel and its customers. For this
reason, we also recommend the use of interactive secondary online communication
channels with the possibility of open discussion. Media and information are an integral
part of their lives and are therefore they are always online. Most of the day they spend on
social networks, preferably on Facebook and Instagram, where they by comments,
hashtags, likes and shares reflect about the activities of hotels, the quality of their services,
the way of communication or the brand of the hotel itself (Cowan, 2014, Fromm and Read,
2018, Pate and Adams, 2013). They also consider online advertising on these social
networks more attractive. Since the segment is not concerned about the misuse of its
personal data, it is not hampered by behaviourally targeted online banner advertising,
which even if it is in line with its interests, even clicks on it. Various websites offering
different reviews or geolocation services or online reservation systems can also be an
important source of information. Thanks to their skills and education, the online gourmet
segment is highly motivated to progress in both professional and private life. Their
enthusiasm for life expands with their outlook on travel with recognition (Seemiller and
Grace, 2019, Twenge et al. 2010). That is why they are looking for luxury hotels of the ****
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and ***** class, congress, wellness, mountain and boutique hotel categories, where they
enjoy their holidays with full sip and share all experiences with others through social
media. From the point of view of traveling, they are mainly interested in working and
educational activities, entertainment, relaxation, getting to know new places, adventure
and tourism (Sima, 2016). They are an interesting segment for the hotel as they are
perspective people up to the age of 30, single, educated, employed and interested in rising
in the social ladder.

Supporters of info age
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The second group of customers (hotel guests) is made up of Y-generation customers who
are also technically and communicatively proficient, but did not completely succumb to
the online environment (Mangold and Smith, 2012). Generation Y associates the best
experiences of life with some purchased experience, such as an exotic journey, a concert
visit, and so on. Part of these experiences is the social dimension. People are not alone,
feel connected to others, or make new friends (Ng and McGinnis, 2015, Fromm, and
Garton, 2013, Sima 2016)). Like customers in the first group, these customers are
characterized by a high degree of information urgency and a degree of engagement in
communicating with the hotel in an online environment through new communication
tools. This segment of customers is also actively searching for information about hotel
services through selected new forms of online marketing communication with the
likelihood of a positive response to the emotional and rational approach of the hotel. Also
in this segment we recommend to use two-way communication with the possibility of
expressing the customer's specific opinion on the services provided by the hotel.
Therefore, we also recommend the use of interactive secondary online communication
channels with the possibility of open discussion, i. e. social networks (Facebook,
Instagram, YouTube), PPC advertising, behaviourally targeted online banner advertising,

11



Littera Scripta, 2019, Volume 12, Issue 2

geolocation services, websites including online reservation systems, email, content
marketing and blogs. Although the analysed segment of customers capitalizes their skills
through computing and the Internet is their source of information, they do not spend most
of the day on the Internet. For them, social media means a way of communicating with
their friends, family and acquaintances, including communicating with hotels and brands.
This segment is unique in nature, as it differentiates itself from others through its
creativity, ideas, authority rejection, travel and shopping. Despite this, customers in this
segment are not impulsive as they get to know people, places and things to get exactly
what they are looking for. From the point of view of travel, they prefer tourism and
adventure activities, work and education activities, entertainment, relax, festivals or
accommodation activities (Klapilova Krbova, 2016, Pinzaru et al., 2013, Pate and Adams,
2013, Mangold, 2012). Therefore, they like to stay in cheaper classes of hotels (***), but
do not despise even luxury hotels (****, ****) Within the hotel category they are
interested in holiday, mountain, wellness and congress hotels. From the point of view of
using new forms of online marketing communication, they are also a very interesting
segment for the hotel, as they are perspective people aged 25 to 39 years, single, but also
family based, educated, employed and interested in rising in the social ladder.

12
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Conscious online users
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The third segment of customers consists of so-called the conscious online users of
Generation X. Representatives of the Generation have the huge advantage of being one of
the first to meet computers and current technology, so for this age category it is easy to
adapt to the new technology industry (Dabija et al., 2018). Generation X has many
ambitions and can adapt quickly. The typical characteristics of the representatives of this
generation include independence and self-sufficiency (Hensler, 2013). The degree of
urgency for information about hotel products and services is moderate compared to
previous segments. While the segment's involvement in the hotel communication process
through new forms of online marketing communications is bidirectional, it is based on a
voluntary basis, implying that customers pay more attention to convenience (DeAlmeida
et al,, 2016). The lack of initiative seeking information about hotel products and services,
coupled with low customer effort and convenience, causes this segment to take into
account only essential information based on figures and facts in its hotel selection
decisions. For this reason, we recommend that hotels have to use a rational approach
when creating the content of a communication message within this segment. Conscious
online users prefer to receive information through both online interactive and personal
channels, i. j. we recommend the hotel website, blogs, copywriting (content marketing) as
they tend to believe in customer feedback about hotel services, discussions and reviews.
Social networks need to be used to a lesser extent, since the communication of these
customers is more clunky and consists only of communication with family, friends and
acquaintances (Dabija et al,, 2018). These customers also prefer to obtain information
from hotel staff or their own experience. The conscious online users segment is stabilized
in its life with a more or less fixed status. The shopping and travel an important part of
their lifestyle. They like traveling for culture, exploring new places, hiking, entertainment,
relaxing, educational and working activities (Sima, 2016, McRindle and Wolfinger, 2010,
Twenge et al, 2010). Accommodation is more simple, rather hotels of *** and **** class
and categories like as mountain recreational, wellness, spa and congress hotel.
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Online incredulous customers
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The penultimate customer segment consists of customers of the Baby Boomers
generation. Baby Boomers pay their children education, clothing, pocket money, they buy
them apartments, caravans, new cars. After the birth of grandchildren, they save money
for another gifts and dedicate their next life to the care of grandchildren. Many, however,
live fully, pursue their hobbies, travel, educate (Patterson and Pegg, 2009, Pavlic et al,,
2018). They are less proficient in technical, communication technologies and Internet use,
but still have an interest and desire to continue their education at least to the extent that
they are able to use these technologies very easily. Rather, they are mistrustful of new
forms of online marketing communications, taking into account the opinions of their
closest friends and acquaintances (Tiago et al., 2016, Chakraborty, 2017). This segment's
interest in information gained through new online forms of marketing communication
used by the hotel is superficial, consisting of a low degree of urgency for this information.
Therefore, the desired level of engagement is only one-way communication for even
greater convenience than in the previous segment. The need for communication in its new
online forms is limited. Therefore, we recommend that the hotel have to focus primarily
on personal communication channels primarily consisting of providing information
directly at the place of delivery of the hotel product, respectively services. The
communication should be so imaginative that it can reach the customer segment. In
addition, we also recommend the use of secondary personal communication channels
providing information mainly via email or blogs as part of content marketing. This implies
that when providing information, the hotel should apply a combination of rational,
emotional and moral style when creating the content of the communication message. This
segment likes to travel for culture, relaxation, exploring new places, undemanding
tourism and natural beauties (Diaz-Samiento et al., 2017, Sima, 2016, Noble and Schewe,
2003). They prefer hotels of *** to ***** class and from categories mainly spa, recreational
and wellness hotels.
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Seniors in the online world
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The last group of customers is made up of representatives of the silent generation. These
people focused on the career they preferred to activism. They grew up at a time when it
was not safe to express their views and attitudes (Joesalu, 2016). In terms of the use of
communication technologies in the online environment, they use them mainly to stay in
touch with their family and loved ones (Randal et al., 2015). It is very difficult to accept
new things, especially things and forms of communication in the online environment
(Henger and Henger, 2012). Therefore, the degree of urgency of information and the
degree of involvement, especially in the field of new forms of online marketing
communications, are almost no ones. The only way the hotel should communicate with
this customer segment is through primary personal communication channels presenting
numbers, facts and moral-emotional attitude. An adequate means of communication
could be to present information directly at the point of sale of a hotel product or service
and, to a minimum, communicate by email or blogging. The seniors in the online world
are a segment that is more or less retired and has more free time. Such people like to know
new places and things, they like to relax and go for culture (Henger and Henger, 2012,
Sima, 2016). When staying, they prefer spa and holiday hotels of *** to **** class.

Conclusion

The current market offers a very wide range of products that are linked to even more
content. Therefore, it is necessary from the position of the company to provide clear and
purposeful information to its customers through appropriately selected and
interconnected communication tools. From the customer's point of view, there is still a
strong emphasis on their own experience, which they can spread and share very quickly
and easily in today's electronic and mobile communications. It is therefore necessary to
focus on new forms of online communication. However, the success of communication
depends not only on broadcasting information, but also on the definition of target groups
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of customers. The determination of customers helps the hotel better plan adequate online
communication, i.e. the hotel needs to create heterogeneous communication messages for
heterogeneous groups and use adequate online communication channels or methods for
each identified group. Therefore, the aim of this contribution was to propose the customer
segmentation based on psychographic and demographic aspects as a determinant of
customer targeting in the online environment. Time and geographical constraints can be
considered as the main limits of work. This restriction was especially reflected in the
selection of respondents, when only Slovak hotel customers were elected. This limitation
can be removed if the research is considered to be relevant for the solution and the results
achieved are subject to subsequent verification in an international environment. If these
barriers were removed, more accurate results could be achieved. Another limit is that the
found segments change over time. As consumers evolve and change as a result of time and
life events, segments are also changing (their characteristics and size). It is therefore
necessary to continuously check whether the segments maintain their profile and
whether the marketing orientation still reaches the target group.
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