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Introduction 

 

Children have always been a part of tourism and most probably always will be. 

Tourists traveling with children are usually family members, even though the concept of the 

family is in question regarding the plurality of family forms. Family tourism represents a 

significant portion of leisure travel and according to Schänzel and Yeoman (2014, p. 343-

344) ”is one of the largest and the most constant markets for the tourism industry”. 

Nevertheless, the tourists traveling with children does not have to be seen as ideal because 

of misbehaved children, higher quality and equipment requirements, prize sensitivity etc. 

During the past years, the popularity of adult-only or adult-friendly offer has sharply risen. 

What was previously a niche market has emerged and nowadays influences policies of 

hotels, restaurants and tour operators all around the world. Tourists traveling with children 

are banned from more and more tourism establishments despite the expected growth of 

family tourism. All in all, are the tourists traveling with children seen as a good market 

opportunity or as a challenging market segment?  

According to Yaniv and Dallen (2014, p. 94), children´s travel represents a critical 

gap in tourism literature. The purpose of this paper is to explore and evaluate the perception 

of service providers on tourists traveling with children and help fill the research gap. This 

research question was established in order to understand demand and supply-side perspective 

regarding these new trends on the tourism market and propose implications for tourism 

organizations at different levels of management. 

Theoretical background 

 

Tourists traveling with children are mostly family members, although family defined 

in narrow terms – the parents (man and woman) and their offspring, is outdated. Nowadays, 

the growing divorce rate, increasing number of single parents, same-sex marriages and other 

factors challenge the traditional definition (Blythe, 2014, p. 108). Hence, we have decided 

to refer rather to tourists traveling with children than to family travelers even though the 

majority of tourist traveling with children can be classified as family tourism as well. Family 

holiday involves leisure travel away from home for more than one day with a family group, 

there has to be at least one adult and one child (Carr, 2011, p. 12). The number of family 
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trips is increasing as working parents with more expendable income and less time use the 

vacation as a time to reunite and reconnect with their children and family (Nickerson, 

Jurowski, 2001, p. 19). Furthermore, low fertility cause lower number of children born to 

the families what strengthens their role within the family, thus others members try to provide 

them with fun and novel experiences including travel experiences (Schänzel and Yeoman, 

2014, p. 353).  

Regarding family travel, the main three aspects are usually mentioned as the 

motivation for travel: togetherness (to spend time together as a family), family bonds 

(constructing and reinforcing and assuring the maintenance of family bonds) and social 

interaction (the quest for change, variety, and novelty compared to daily routine). The family 

members are motivated by diverse factors; fathers seek excitement and leisure with children, 

mothers prefer less energetic activities and children want to have fun and socialize with other 

children (Lucena et al., 2015, p. 5-6). 

Globally, the family tourism belongs to the most important sectors of the tourism 

industry (Schänzel, Yeonman, 2015, p. 141) and families traveling with children “represent 

a significant proportion of most domestic tourism markets” (Morrison, 2013, p.444). 

European travel commission (ETC, 2015) perceives families as the largest segment of the 

leisure travel market. They are seeking more than price; they expect “recognition, 

customization, great service, and special treatment”. Furthermore, safety and seeing new 

things is seen as critical. The tourism establishments have to adjust products and services to 

fulfill their needs and assure their satisfaction in order to be chosen by this market segment.  

Decision-making process of tourists traveling with children 

Most models of decision making distinguish five steps in the decision process: problem 

identification, information search, evaluation of alternatives, choice and post-choice 

processes (Ballantyne et al., 2018 In: Moutinho, Vargas-Sánchez, 2018, p. 81). The family 

holiday decision-making, also FHDM, is differentiated by two special characteristics. The 

first one represents a higher level of purchase risk, which can be financial or emotional. The 

financial risk represents the risk that the product will not be worth its cost and the family 

disposable income would be wasted. The emotional risk is connected to the risk of the 

disappointment of family members. The second distinction refers to collectively made 

decisions because the finale holiday decision is made by a group, not an individual (Rojas-

de-Gracia et al., 2018, p. 601-602). Niemczyk (2015, p. 273) summarize the models of 
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family decision-making into four groups: autonomic model (each member of a family decide 

independently), patriarchal model (decision is made by a husband), matriarchal model 

(decision is made by a wife) and partner/friendly model (decision is made either by some or 

all members of family). Jenkins (1978, In: Bronner and de Hoog, 2008, p. 969) present only 

three models; husband-dominant, wife-dominant, and a joint decision between husband and 

wife. Interesting is, that one of these mention children.  

There is a large debate about children´s influence in the decision-making in tourism. 

According to Nickerson and Jurowski (2000, p. 20), there is sufficient evidence to suggests 

that children´s impact on purchase decisions connected to tourism is becoming increasingly 

strong. Moreover, Schänzel and Yeoman (2014, p.354) suggest children should be treated 

“as key actors in the family decision-making unit”. It seems that adult tourists are willingly 

giving children power and voice in the decision making process. Although the number of 

children is declining, their importance as a consumer is not. Fewer children born to families 

strengthen their role. To make them happy and fulfill their wishes is “an important aspect of 

(grand) parenting” (Schänzel, Yeoman, 2014, p. 357). 

Traveling with children is different, mostly could be described as more complicated or 

demanding. The leisure activities provide less of an escape from everyday life when children, 

especially younger, are involved. During the holidays a whole family spends time together. 

Children and parents (or other person accompanying the child) have different expectation, 

needs, and interests which leads to tension and conflicts (Backer, Schänzel, 2013, p. 159). 

According to Gram (2005, p. 26), for children are the most important activities but for 

parents, on the contrary, the moments when they could relax.  Furthermore, she talks about 

the schism in family holidays, where “on the one hand a strong wish to be together in the 

holidays exists, on the other difficulties in realizing this togetherness once the family is 

away, as parents and children do not tend to have the same perception of “the right mix” of 

rest and activities“. The society exerts pressure on parents to have a perfect holiday 

experience; hence the image of holidays with children tends to be idealized. The idealization 

of “happy holiday” may have a negative impact on parents, who could feel stressed and 

guilty if the family leisure time is not as ideal as they expected or wanted it to be (Shaw, 

2001 In: Backer, Schänzel, 2013, p. 159-160). Beneath the ideal image of a united, stable, 

loving family there are multiple tensions like holidays not matching the expectations, 

conflicting interests, tired parents not willing to spend all the time with their children, etc. 
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(Obrador, 2012, p. 416). To reduce the pressure and avoid conflicts, the child-friendly or 

family-friendly services have to be provided.  

 

Characteristics of tourism products and services designed for travelers with children 

The concept of child-friendliness in tourism is usually seen from another perspective 

as here presented. Nowadays, child-friendly tourism is presented as the mean of protection 

of children against their exploitation in tourism. In this sense, children are victims; the most 

common are child labor, child trafficking or sexual exploitation (UNWTO, 2019). However, 

this understanding of the child-friendliness is not what we are trying to explore. Our focus 

lies on the children traveling with tourist, not the children living or working in the tourism 

destinations, although offered local services can be consumed by both groups.  

The attempts of the public sector to make the environment and destinations family- or 

child-friendly are not united, thus the conditions or criteria may vary.  According to the study 

about European tourism labeling (Weston et al., 2018), there are two tourism quality labels 

regarding families and children in the European Union; Family Destination given by 

Schweizer Tourismus-Verband (Swiss Tourism Federation) and the Famille Plus in France. 

Except for official quality labels, more networks offer their own quality labels oriented on 

children, for example, Kinderhotels Europe, Familotel, Leading Family Hotels & Resorts 

etc. The criteria for the labels are usually very strict in order to achieve requested quality. 

On the other hand, the adaptation of non-labeled accommodations for travelers with children 

is in some cases questionable. Backer and Schänzel (2013, p. 162) point out that “currently, 

the accommodation providers who promote their establishment as family-friendly in practice 

offer little more than cramped family rooms”. The unsuitable conditions for travelers with 

children can create even more stress and ruin their experience. Mostly, simple things decide 

whether the stay create more stress, for example, no blinds in windows, missing cooking 

utensils, not enough seats at the dining table, steep stairs, etc. All of it represents relatively 

small expenses compared to the costs of families not returning or negative word of mouth 

and internet reviews (Backer, Schänzel, 2013, p.169-170).  

The other tourism service providers like restaurant, travel agents, transportation and 

attractions do not have an official international quality label regarding tourists traveling with 

children. Their child/family-friendliness is an outcome of their own marketing strategies and 

criteria.  
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Current trends influencing tourism supply and demand 

Nowadays, the demographic change is one of the most important social factors. In 

Europe, the population is predicted to decrease because of low fertility, which is below the 

level required for replacement of the population (in most cases, has been below the 

replacement level for several decades). In 2017 the older persons aged 60 or over accounted 

for over one-eighth of the population (13 %), but the proportion of the aging population will 

change regarding low fertility and significant gains in life expectancy (UN, 2017). Regarding 

the statistics, the literature suggests studying the needs of older people and focusing on 

providing services for this market segment (Shinley et al, 2018, p. 3). 

However, one-quarter of the world’s inhabitants (26 %) represent children under 15 

years of age and populations in many regions are still comparatively young (UN, 2017). 

Schänzel and Yeonman (2015) admit that the aging population and low fertility will have an 

impact, but on the contrary, they argue that “family travel is predicted to grow at a faster rate 

than all other forms of leisure” (2015, p. 141). Family travel potential lies in its ability to 

reunite families in contemporary society, which is recognized by both, parents and 

grandparents (Hudson, 2008, p.430). Regarding changes in family structures, families have 

become more vertical than horizontal, meaning more grandparents play an active role in a 

family and replace the duties like babysitting of older siblings. As a consequence, multi-

generational travel has spread, which require understanding the needs of all family members 

(Schänzel, Yeonman, 2015, p. 142). The ability of service providers to develop and align 

activities of interest to all members of the travel party is very important (OECD, 2018, p. 

67), although might be more cost demanding. 

In terms of cultural factors, some recent studies suggest, that there is a shift in values. 

Tourists tend to deflect from materialistic values and hedonism and focus on non-

materialistic values represented by non-standardized services and individualized products 

(Shirley et al., 2018, p. 4-5). The individualized offer should assure relaxation and engage 

for all, adults and children as well. The children should be given a safe and suitable 

environment to experience fun because the fulfillment of diverse needs leads to creating 

happy memories (Schänzel, Yeoman, 2015, p. 145). 

The adult-only offer is gaining popularity for more reasons. One of the factors is the 

increasing number of childless couples and already mentioned low fertility. Moreover, the 

average age of women at childbirth increases in recent decades in most OECD countries. 
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Nowadays, the average age stands at 30 or above (OECD, 2018, p. 1-2), leaving young 

couples with relatively high disposable income and enough free time open to such new 

concepts.  

The question arises, whether the evolution and growing popularity of new concepts and 

trends influence the perception of the service providers on the tourists traveling with 

children. Such a development may question whether the market segment will be growing in 

the future as predicted by some authors. The current demographic changes like aging 

population, low fertility, and the higher average age of women at childbirth suggest, that 

choosing tourists traveling with children as core customers might not be the best option. 

Despite family travelers represent the largest category, it “is also the customer segment that 

spends the least amount of money on travel per person per year” (Amadeus, 2012, p. 21). 

Furthermore, they tend to be price sensitive and have specific requirements (high quality, 

equipment, special services, etc.). All in all, are the tourists traveling with children still seen 

as a strong and growing market segment? Or are they perceived as quite demanding, 

economically weak and no more attractive customers? The purpose of this study is to find 

answers to those questions. 

Methodology 

 

The main goal of the paper is to explore and evaluate the perception of service providers 

on tourists traveling with children and consequently propose implications for tourism 

organizations at different levels. The main goal has been divided into three partial goals. 

First, analyze and describe specific features of tourists traveling with children from demand 

and supply side perspective. Second, explore how tourism establishments perceive travelers 

with children and third propose managerial implications for tourism organizations at the 

local, regional and national level.  

The study will be provided from the perspective of tourism supply: tourism 

authorities, tourism organizations, and tourism establishments. Both, secondary and primary 

data are used to help examine the research problem. At first, based on the secondary data, 

the actual situation on the tourism market, the management system of tourism within the 

country and its strategy, the system of assuring quality in tourism and travel behavior of its 

citizens are analyzed. Further, the primary data were collected; questionnaires were selected 
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for conducting this study. Three types of destination have been chosen and the biggest one 

questioned; Bratislava (city), Jasná (mountain resort) and Piešťany (spa destination). Within 

the chosen destinations, as many as possible representatives of tourism supply were 

questioned. Three types of questionnaires were distributed; one for accommodation, 

catering, sport and recreation facilities (return 14,3 %); the second one for travel agencies 

and tour operators (return 16,3 %); and the third for regional and local DMOs (return 40,9 

%). Most of the questions repeated or were very similar, but some had to be adjusted to fit 

the respondents.  

Results 

The statistical data suggest that tourism in Slovakia is growing, e.g. in 2017, the total 

number of visitors has risen by 7 % and the number of overnight by 5.6 %. Although the 

general tourism statistics provide some data, regarding tourist traveling with children, their 

meaningfulness is questionable because the number of children visitors is included in the 

total number. Hence, the collected tourism statistical data does not provide information 

children tourists; hence it is very problematic, nearly impossible to objectively evaluate the 

size and potential of the market segment represented by tourist traveling with children. Based 

on the findings it can be assumed, that the studied segment is not sufficiently relevant to the 

tourism policy or strategy.  

Nevertheless, the vast majority of respondents thinks that the tourists traveling with 

children would preserve or strengthen their position on the tourism market. The growth of 

the number of tourists traveling with children and their expenditures on tourism is expected. 

The results for questions regarding interest toward the market segment and the amount of 

the provided services have been split approximately into halves between rising slightly and 

remain the same. The answers predicting decline were only a few exceptions. Moreover, the 

majority thinks that the actual demographic development does not have influence the number 

of establishments oriented on children.  

If we take a look at the demand, researches about consumer behavior or preferences 

of Slovak tourists with children are very rare. One study was conducted by Holúbeková and 

Kožáková (2015, p. 16-21) about families with children and their requirements on 

accommodation establishments. The results suggest that families with children favor mostly 

hotels, then pensions and private accommodation. The preference is given to 3 stars followed 
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by 4-star establishments. The respondents usually combine two to three stays in Slovakia 

with one abroad, and in 79%, their choice of accommodation establishment is impacted by 

the family-/child-friendly standards. Their requirements could be divided into materialistic 

like an outdoor playground, high baby chair, baby bed, family tables, spacious family room 

etc. and non-materialistic like peaceful, clean and safe environment, friendly and individual 

approach, organized activities for children and family, and discounted offer for families.  

How the tourists traveling with children are perceived by tourism supply is 

influenced by tourism policies created by authorities. Tourism belongs to the ministry of 

transport and construction of the Slovak Republic, which is responsible for state tourism 

strategy. The current tourism strategy in Slovakia is based on document Tourism 

Development Strategy by 2020. Unfortunately, tourists traveling with children are not 

recognized as a significant market segment which needs to be mentioned in the national 

tourism strategy. If we take a look at the DMOs, one third has implemented this market 

segment into their strategy, others only partially (16 %) and from those who did not (more 

than 38 %), approximately the half is going to do so in the future. Regarding the results, the 

market segment should be implemented into the national tourism strategy as well as 

strengthen within DMO strategies.  

Similarly, the Slovak service quality system in tourism does not engage with tourist 

traveling with children, hence does not offer the possibility of certification as a child- or 

family-friendly establishment. Nowadays, in spite of the passive approach of the 

government, the qualitative evaluation of tourism establishments suitable for children and 

families exists. The role has been taken by the non-governmental and non-profit organization 

Union of Maternal Centres by the campaign founded in 2003 called "Bring your 

child"(materskecentra.sk). The establishments can reach from 1 to 5 stars depending on the 

criteria met (see Annex X and Y). According to the website, approximately 200 

establishments have been awarded. The results show, that less than 10 % of respondents 

have heard about it. From those establishments, who have labeled themselves as a child- or 

family-friendly, 39% would be interested to become certificated, but none of them have 

heard about it before. It is evident, that people are not aware of the existence of the 

certification, therefore, the new national label should be created or the existing one supported 

(with the consent of a non-profit organization). The questioned tour operators and DMOs 

expressed, that family- or child-friendly certification has a relatively strong impact on the 

decision and purchase of products. Moreover, the majority would support the idea of a 
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national certification for tourism establishment oriented on children. Nearly half of the 

accommodation, catering, sport and recreation facilities think it is important as well, 

although more than 38 % was not sure.  

Further, we asked about the first association connected to tourists traveling with 

children to find out whether it is positive or negative. In the accommodation, catering, sport 

and recreation facilities was the most mentioned word or phrase a family (18) followed by 

noise (16), super or fine (11), children corner (8), they are welcomed (7), screaming (6), fun 

(6), mess (5) and only 26 % of them have been negative. Regarding the tour operators and 

travel agencies, the most mentioned was family with children (7), family vacation (4) and 

fun and animation program (4). The managers of DMOs has mentioned family (5) as well, 

then target group (3), games and activities (3) etc. Most of the associations were positively 

oriented, thus the segment perception is not negatively influenced by some prejudices or 

stereotypes.  

 More than 83 % respondents would label themselves as a child-friendly 

establishment, only 9,6 % would not. Further, they were asked to shortly explain why they 

do or do not see themselves as child-friendly. Most of those “non-child-friendly” 

establishments were either business hotels or catering establishment oriented on alcohol. The 

child-friendly accommodation establishments have mostly mentioned playgrounds (outdoor 

and indoor), suitable equipment (e.g. children corner, baby bed, and chair), and some 

claimed that they have good experience with tourists traveling with children and try to adapt 

to them. The children menu, enough space for playing and having their own children and 

positive relationship toward them has played a big role regarding the child-friendliness of 

catering establishments. 

For the majority of the respondents, the tourist traveling with children are their target 

group, although they do not belong to the preferred customers of the tour operators and travel 

agencies. Furthermore, they do not represent the majority of customers, do not bring higher 

profit compared to the other customers and tend to have a higher expectation for services 

and products. However, the market segment is worth to pay attention to and for 

accommodation, catering, sport, and recreation facilities is an easily accessible market 

segment. From the DMOs point of view, the market segment is: important on the tourism 

market, belongs to preferred customers, bring higher profit compared to other customers, 
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have higher expectation for services and products, is strong and worth to pay attention to, is 

easily accessible and require an individual approach in terms of product development.  

One question was oriented on possible complications connected to tourists traveling 

with children. The mixed results came regarding the price sensitivity of the segment, only 

DMOs has agreed that it is price sensitive. Further, the fact that they have higher equipment 

requirements than other customers and the satisfaction of their need require additional costs 

have been confirmed. On the other hand, tourists traveling with children are not seen as 

problematic costumers and neither are they replaced by other market segments.  

Regarding the actual market trends, we have asked the respondents what they think 

about the adult only offer. More than 56 % of accommodation, catering, sport, and recreation 

establishments, approximately 66 % of DMOs and more than 86 % of tour operators and 

travel agencies think, that the adult only offer should be legalized in Slovakia. It is evident 

that the new trend is emerging here as well and the demand for such services is increasing. 

The legalization does not have to be seen as a threat towards tourists traveling with children, 

on the other hand, it could help to specialize the tourism establishment and consequently 

offer a higher quality of services for each market segment. But in order to do so, public 

awareness must be raised and the right marketing approach has to be chosen  

Conclusion 

 

According to results, the tourists traveling with children can be both, an opportunity 

as well as a challenge. Despite the lack of statistical data and negative demographical 

development, the growth in numbers and expenditures of this market segment is predicted. 

The vast majority of respondents label themselves as child-friendly establishments and has 

positive associations towards the segment. Although the segment does not represent the 

majority of customers, does not bring higher profit compared to the other customers and 

tends to have a higher expectation for services and products, it is still a segment worth to 

pay attention to. It is confirmed by the fact, that it is not seen as problematic and neither is 

replaced by other market segments. Challenging is the adaptation to the needs of tourists 

with children, what requires a higher quality of services/ products and higher equipment 

requirements connected to additional costs.  
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The new trend represented by the adult only offer is supported by all questioned 

groups of respondents. Taking into consideration the previous results, there is no need to see 

it a threat towards tourists traveling with children. On the contrary, it could be used as an 

accelerator to create a more specialized and individualized offer of tourism products/services 

which are requested by the demand. 

According to the DMOs, the segment requires an individual approach in terms of 

product development; hence it should be mentioned in tourism strategies, regional and 

national as well. Furthermore, the quest for national quality brand regarding children and 

families in tourism has been recognized and supported by DMOs, tour operators, and travel 

agencies conviction about the importance of such labels to the customers. Therefore, the new 

national label should be created or the existing one supported or adapted (with the consent 

of a non-profit organization). 

 

 

 

 

 

 

 

 

 

 

References 

 

[1] BACKER, E., SCHÄNZEL, H. 2013. Family holidays - Vacation or Obli-cation?. In 

Tourism Recreation Research, vol. 38, 2013, no. 2. ISSN 0250-8281, p. 159-173. 



13 
 

[2] BLYTHE, J. 2014. Principles and practice of marketing. London: SAGE Publication, 

2014. 772 p. ISBN 978-1-4462-7400-2. 

[3] BRONNER, F., & DE HOOG, R. 2008. Agreement and disagreement in family vacation 

decision-making. In: Tourism Management, vol. 29, 2008, no. 5. ISSN 0261-5177, p. 

967–979. 

[4] ETC, 2015. ETC SNAPSHOTS - TRAVEL SEGMENTS: FAMILY TRAVELLER [cit. 

2019-01-20]. Available online: http://www.etc-corporate.org/reports/etc-snapshots-

travel-segments-family 

[5] Familotel. [cit. 2019-01-22] Available online: https://www.familotel.com/en/ 

[6] HOLÚBEKOVÁ, K., KOŽÁKOVÁ, M. 2015. Požiadavky rodín s deťmi na ubytovacie 

zariadenia. In Ekonomická revue cestovného ruchu, vol. 48, 2015, no. 1. ISSN: 0139-

8660, p. 15-22 

[7] Kinderhotels Europe. [cit. 2018-12-20] Available online: 

https://www.kinderhotels.com/en/smiley-hotel-qualities.html 

[8] Leading Family Hotels & Resorts. [cit. 2018-12-28] Available online: 

https://www.leadingfamilyhotels.com/en/Quality-Philosophy 

[9] LUCENA, R., JARVIS, N., WEEDEN, C. 2015. A review of gay and lesbian parented 

families’ travel motivations and destination choices: gaps in research and future 

directions. In Annals of Leisure Research, vol. 18, 2015, no. 2.  ISSN 2159-6816, p. 272-

289. 

[10] MDVSR, 2018. UBYTOVACIA ŠTATISTIKA CR NA SLOVENSKU. Návštevníci 

2017. [cit. 2018-12-28] Available online: https://www.mindop.sk/ministerstvo-

1/cestovny-ruch-7/statistika/ubytovacia-statistika/rok-2017 

[11] MORRISON, M. A. 2013. Marketing and managing tourism destinations. Oxon: 

Routledge, 2013.  633 p. ISBN 978-0-415-67249-8. 

[12] MOUTINHO, L.,VARGAS-SANCHEZ, A. 2018. Strategic Management in Tourism. 

Third edition. Boston: CABI, 2018. 362 p. ISBN 9781786390240. 

[13] NICKERSON, N. P., JUROWSKI, C. 2001. The influence of children on vacation travel 

patterns. In Journal of Marketing, vol. 7, 2001, no. 1. ISSN 1547-7185, p. 19-30. 

[14] NIEMCZYK, A. 2015. Family Decisions on the Tourist Market. In Economics and 

Sociology, vol. 8, 2015, no. 3. ISSN 2071-789X, p. 272-283. 

[15] OBRADOR, P. 2012. The place of the family in tourism research: domesticity and thick 

sociality by the pool. In Annals of Tourism Research, vol. 39, 2012, no. 1. ISSN 0160-

7383, p. 401-420.  



14 
 

[16] OECD, 2018. OECD Tourism Trends and Policies 2018. Paris: OECD Publishing, 2018. 

375 p. ISBN 978-92-64-28739-6 

[17] ROJAS-de-GRACIA, M., et al. 2018. Couple dynamics in family holidays decision-

making process. In International Journal of Contemporary Hospitality Management, 

vol. 30, 2018, no. 1. ISSN  0959-6119, p.601-617. 

[18] SCHÄNZEL, A., H., YEOMAN, I. 2014. The Future of Family Tourism. In Tourism 

Recreation Research, vol. 39, 2014, no. 3. ISSN 2320-0308, p.343–360. 

[19] SCHÄNZEL, A., H., YEOMAN, I. 2015. Trends in family tourism. In Journal of 

Tourism Futures, vol. 1, 2015, no. 2. ISSN 2055-5911, p. 141-147. 

[20] UN, 2017. World Population Prospects: The 2017 Revision, Key Findings and Advance 

Tables. United Nations: Department of Economic and Social Affairs, Population 

Division, New York. 

[21] Únia Materských Centier, 2018. Vstúpte s dieťaťom. [cit. 2019-01-20]. Available online: 

http://materskecentra.sk/vstupte_s_dietatom/page-2.html 

[22] WESTON, R. et al. 2018.  Research for TRAN Committee – European Tourism 

Labelling, European Parliament, Policy Department for Structural and Cohesion 

Policies, Brussels. Available online : 

https://research4committees.blog/2018/03/07/european-tourism-labelling/ 

[23] YANIV, P., DALLEN, J.T. 2014. Where are the children in tourism research? Annals of 

Tourism Research. Volume 47, p. 93-95. [online] Available at: https:// 

www.sciencedirect.com/science/article/abs/pii/S0160738314000292 [Accessed 20 May 

2018]  

 

  



15 
 

Annex 

Questionnaire  

Annex  Degree of friendliness by Union of Maternal Centres for accommodation 
establishments 

Conditions for accommodation 
establishments 

1 star 2 stars 3 stars 4 stars 5 stars 

pro-family atmosphere * * * * * 
barrier-free * * * * * 
helpful and caring staff * * * * * 
non-smoking environment * * * * * 
baby chair * * * * * 
baby bed  * * * * 
family discounts  * * * * 
children corner  * * * * 
children menu  * * * * 
nursing corner  * * * * 
outdoor playground   * * * 
storage space for the baby carriages   * * * 
changing counter   * * * 
children´s cutlery, glasses, drinks   * * * 
possibility of lending babyphone, 
potty or toilet reduction, bathtubs 

  * * * 

diet food   * * * 
rental of bicycles, skis, board games   * * * 
nursing service    * * 
pool for children    * * 
indoor playground    * * 
sauna for children     * 
organizing program for the whole 
family  

    * 

* must require 
Source: Adapted by materskecentra.sk 

 

Table 2 Degree of friendliness by Union of Maternal Centres for catering establishments 

Conditions for catering 
establishments 

1 star 2 stars 3 stars 4 stars 5 stars 

pro-family atmosphere * * * * * 
barrier-free * * * * * 
helpful and caring staff * * * * * 
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non-smoking environment * * * * * 
baby chair * * * * * 
children menu * * * * * 
children´s cutlery, glasses, drinks  * * * * 
children corner   * * * 
storage space for the baby carriages    * * * 
diet food    * * 
changing counter    * * 
nursing corner    * * 
outdoor playground     * 

* must require 
Source: Adapted by materskecentra.sk 


