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INTRODUCTION

Management has many definitions and aspects. But most important is to
stress importance of managers in creation of organization, making plans
and process of planning, together with its implementation and continuous
control-monitoring. Management also means realization of work through
other people, so managers are responsible for good delegation of work among
its staff and evaluation of their success.

Management can be analyzed at micro and macro level, economically
speaking. At micro level, or level of individual companies, it is important to
have good managers in order to satisfy goals of effectiveness and efficiency.
Effectiveness means that one is doing good things, and efficiency means that
the process has been managed with the optimal recourses. Both those goals
are mutually connected and only if companies are effective and efficient they
will be profitable in long run.

At macro level, management can by analyzed at level of local, regional or
national (federal) including NGO sectors, academics, scientists, and research
organizations. It is important that one society understands that every
process should reach abovementioned goals of effectiveness and efficiency.
Therefore, we are very interested to understand management in every
economic and noneconomic activity. Let’s focus on management in tourism.



MANAGEMENT IN TOURISM, MACRO AND
MICRO LEVEL

One of my first lessons from US hospitality and tourism companies is that
good management is ROG. R stands for return, O means of, and G is the guest.
So, Return of Guests is the best goal and the best result of good management
in tourism. However, it is not only responsibility of managers in local tourism
and hospitality companies; it is also the task of various organizations at
macro levels.

Table 1: Tourism marketing management at micro and macro level

Level Theoretical aspects Practical aspects

Macro Importance of explanation | Construction of macro
of functioning of integral | marketing model of general
marketing touristic process of marketing in
system as economical tourism which should lead to
output, and factor of the best satisfaction of social
economical and social interests
environment

Micro Micromarketing theory Construction of
explains the method micromarketing model
of management (how using marketing knowledge
and why) of marketing in order to achieve
processes at the level of better results of touristic
touristic companies companies

Adopted from 1. (OgnjenBakic-Marketing in Tourism)

At macro level, or level of each local authority, region of federal (national)
government, it is very important to look at tourism as integral process, which
involves not only touristic organizations. Tourism can bring many benefits
to whole society, but also the whole society should be involved in creation of
positive environment as a factor of success of output in tourism. Therefore,
creation of various models which better explains functioning of touristic
process has been in focus at macro level. Management and marketing in
tourism are two academic disciplines which help better understanding
of tourism, but also help in better and more responsible ways of business
behaviors, which should bring benefits to every aspect of tourist activities.
Social interests mean that not only tourists, as a consumers, and touristic
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companies, as providers of services, should be satisfied. It is important
that all stakeholders, meaning government, banks, NGOs, creditors, local
authorities, academia, etc. find their interest in development of tourism. Only
in that way, tourism will be primary goal of each country which has touristic
potential, like all our countries in the region of South Eastern Europe have.

“How” and “why” are two questions behind methods of efficiency and
effectiveness, which have been already explained. “How” stands for good
practice in achieving the best with optimal resources, and “why” is question to
be answered always to understand if one is on“good track”, or in the industry
where it has competitive advantage. If managers in touristic organizations
know how to be effective and efficient, they will lead their organizations to
profit, as the most important economical goal, and in the same time respect
practice of corporate and social responsible behavior. The company in today’s
world should be partner of each stakeholder, but has to be managed good in
order to create more than it spends. Otherwise, management is doing bad
job, and should be replaced with the better.



MARKETING OF TOURISM DESTINATION

Marketing concept has been based on three basic elements:

« Consumer orientation
« Market driven organization, and
+ Profit.

Consumers’ needs are major reason why producers (suppliers) exist. Once
they become familiar with consumers’ desires and wants (by marketing
research), organization should be created accordingly and in order to make
profit for itself.

Marketing is the science of market understanding. We need to recognize
needs and desires of consumers, successfully satisfy those and at the same
time fulfill goal (profit) of our company (organization).

How to define touristic market? It is matrix of relations among demand
(consumers, customers) and supply (touristic companies, service providers)
which imply exchange goods and services according to monetary equivalents
set up in prices, as one of four major elements of marketing mix (products,
price, promotion, sale channels).

In order to better understand marketing, one should look at the development
phases of touristic market from 1950, when tourism started to develop, till
2000. Back in 1950s, touristic market started to develop as so called mass
market,withoutanymeanofdifferentiation(specificproduct)orsegmentation
(specific consumers ‘types). At the end of 1960s and during 1970s only two
basic segments at touristic market aroused: older and younger consumers,
but during 1980s managers in tourism understood that development needs
multilevel segmentation (richer older consumers, other types of segments).
From 1990s concept of niche marketing arrived and product customization
(creation of specific touristic product for the customer). These processes of
better understanding of consumers’ needs and habits have been continued in
2000s. Special Marketing Information Systems (MIS) have been created, such
as data bases of consumers per postal code, etc.Touristic demand (consumers)
according to the theory of marketing in tourism (1) is determinated by
economical, socio-psychological and environmental factors.
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Economical factors of touristic demand contain the following:

« Disposable income

+ Per capita income

« Personal consumption

+ Living costs

« Transport costs

« Costs of touristic services

+ Foreign exchange rate

« Promotion costs

+ Physical distance (from destination)

Socio-psychological factors that determine touristic demand includes:

« Demographic factors

« Motivation

« Travel preferences

+ Image

« Awareness regarding different travel options
« Attitude towards the destination
+ Free time

+ Paid travels

« Previous experience

« Health

« Cultural preferences

Environmental factorsof the touristic market are defined among the
following:

 Availability of touristic supply

« Economic growth and stability

+ Political and social environment
« Recession

+ Technology development

« Reachability

 Infrastructure development

« Epidemic

«  Wars, terrorism

« Social and cultural attractiveness
« Special factors (Olympic games, large events)
« Barriers and restrictions
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The most specific characteristic of touristic demand is its elasticity, which
can be analyzed from economical and noneconomic factors. Economical
elasticity measures changes in touristic demand when consumer income
has been changed, or other economic factors, such as promotion, foreign
exchange rate, etc. Elasticity from noneconomic factors is sensitivity of
changes in touristic demand when other factors, like crises, political issues,
or terrorism,occur.

Also, very specific for touristic demand is the fact that this demand, which
is different compared to demand for any other product, unlikely reaches
saturation, or full satisfaction, since one can always visit new destination,
use different experience or transport mean. .

Having in mind current global crisis, we are very interested to predict
touristic demand during these times. During recession touristic demand is
even more elastic, but also it has certain effect of delay. So, especially tourists
with lower and middle income (like the most consumers from our region) can
even increase level of touristic demand during recession, or decrease it when
economy has been recovering.

If we understand that consumers are different and have different needs
for touristic products, we should know that touristic demand is therefore
heterogenic and very mobile. Since the touristic demand is heterogeneous
due to different consumer needs, the possibilities of creation different
touristic products are also various. Therefore, we have need to define
consumer segments which are homogeneous inside and create product
which is efficient and capable to satisfy their needs. Touristic demand is
constantly moving, or it is very mobile. It is supply driven, since sufficient
time is needed to create adequate touristic destination, but, due to modern
transportation modes, the demand can easily be moved to another supply
provider (touristic destination).

The process of touristic consumption and production are overlapping, so there
is no way to make stock. Also, touristic demand has high time concentration,
and in the case of our region, the period of consumption (and production) has
been usually realized during June-September.

After defining all important aspects of touristic demand, it is critical to
mention new trends at touristic market:
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Segment of 60+ population will be even more important for all suppliers
and “snow white years” will ask for new products and suptile guest
treatment in every aspect

Nautical tourism has created special need for new products, special
marinas and cooperation of tourism with other industries (trade,
telecommunication, agriculture) which can create special products for
“nautical” consumers

Healthtourism will be more important, having in mind that world
population has generally becoming older,and has more health consciences
Demand for “green destination” with protected areas is becoming very
popular for tourists with environmental concern

Different modes of using accommodation will be more implemented, such
as “time sharing” concept where one pays only for time used instead of
owning an accommodation for the whole year. So called self-catering and
special food patterns (slow food, fast food, etc) will influence creation of
different touristic products.

Incentive travels, which are created to motivate clients and employees,
will be more important in the future.

Business tourism as special form of touristicconsumption will be more
important, especially in destination where cultural specifics demand for
business/pleasure “mixture”

Demand for weekend fun will create new touristic products, such as
thematic parks with mix of shopping, recreation, fitness, health tourism.
Countries with many expatriates, like our region, will face demand for
such thematic parks.



SOCIAL MARKETING CONCEPT IN TOURISM

In XXI century we are all concerned about sustainable development. The
only way to achieve sustainable development in tourism is to respect
interests of macro and micro levels and to motivate all to mutually look at
tourism as integral activity, where almost every organization, regardless if
it is governmental or nongovernmental, can mutually work to create better

output of the touristic destination. .

Table 2: Delegation of responsibilities in sustainable development

Level/Organization

Responsibility

Local community/Region

Defining philosophy of tourism,
determination of social, psychological,
cultural and other parameters
(possibilities)

Managing organizations at
local communities

Coordination and implementation

of sustainable level at specific level.
Definition of necessary hierarchy and
monitoring

Specific touristic companies
and other players

Co-financing budget of sustainable
development. Participation in planning
and implementation of sustainable
development

Local community

Enhancing and patronage in
implementation of sustainable
development

Visitors-tourists

Self-education in values specific for local
community and respect for its concept of
sustainable development

Adopted from 1. (OgnjenBakic-Marketing in Tourism)

Therefore, it is necessary that coordination of sustainable development at

local community or regional level contains the following:

1. Specification of primary goals.

2. Achieving consensus among key decision makers at the community/

regional level

3. Identification specific actions (activity plan)
4, Determination of factors of evaluation
5

Data gathering
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6. Evaluation

In order to have coordination according to the above, practice has developed
few mechanism of enhancing sustainable development, such as: limitation
of number of visitors in protected areas; system of so called Caring Capacity,
which means precise degree of possible and desired construction in tourist
destination; creation of taxes for sustainable development, and other means
of legal infrastructure, that improves desired growth of tourist output
according to concept of sustainable development, which every destination
should design, having respect to the specific environment (political,
economical, social, technological, ecological and legal).



MANAGEMENT OF MARKETING MIX

Marketing mix consists of four major elements: product, price, promotion,
and place (channels of sales). Besides those four elements (4 Ps), in marketing
theory we can find 6 Ps (added people and packaging), or 8 Ps (added planning
and partnership), 9 Ps (added placement), but in essence all those added
elements can be founded in extended formulation of basic four elements.
For example, packaging is part of product portfolio, placement is part of
promotion at point of sales, and partnership is very much connected with
channels of sales (and supply of chain management in general). Therefore,
we shall be focused on brief explanation of four elements of marketing mix
or “famous” 4 Ps (product, price, promotion and place).

Product in Tourism

It is important to stress that marketing theory confirms that services are
also products, since they are created in order to fulfill the needs and wants
of consumers (tourists). In tourism we are concerned about so called “total
product’or integral product, which means that all services and products
which are used for satisfaction of tourists are products, as a part of touristic
marketing offer. All products which are being consumed during visit of
tourists, regardless if they are made in other industry (agriculture, trade, etc)
are to be connected to main service that tourism creates for its guests.

Since touristic product is a set of different services and items consumed
according to specific needs of each visitor, it can be concluded that touristic
product has not been standardized. We can disaggregate one touristic
product to specific need for accommodation, mean of transport, food, fun,
cultural awareness, etc. Therefore, each touristic organization at micro level
needs to create products which concerns physical characteristics (room
design, restaurant size and type, etc.), but also all other nonphysical needs
of visitors, such as image, staff attitude, and all other services important to
the guests. Therefore, we can look a touristic product from two basic angles:

+ Touristic organization’s
« Visitor’s aspect.

Touristic organization in process of creation touristic product has to think
about:

10
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» Psychical elements
« Operational style
« Other services

Psychical elements include location, number of rooms, size and type of
rooms, furniture, parking, restaurant size and type, bars. Operational style
is connected to image of hotel (organization), brand, price, style in services,
fitness facilities, number of staff, colors of uniforms, comfort. Other services
which are part of “extended” touristic products are devoted to service quality,
reservation system, organization of tours, price transparence, VIP treatment,
airport transfer, etc.

On the other hand, visitors (tourists, guests) are concerned with perception
of quality, or their own vision of touristic products. As we already explained,
touristic products are not standardized and every visitor could have different
perception of one touristic product. In the focus of the guest we can find their
need for satisfaction of their wants. To understand this basic element, we
have to disaggregate the visitor’s need for appropriate location, price, size
and type of room, food, bars, expected level of services, fitness possibilities,
and brand. If we are looking even closer, we will understand that visitors
are also looking for “extended elements” such as recreational possibilities,
children activities, price differentiation, discounts, quality, sport, image,
extra services for VIP, etc.

Therefore, touristic organization has to understand different guest’s
preferences in order to create suitable products (touristic “packages”):

+ Basic package (modern room, parking, simple breakfast)
 Richer package (extra services, such as pool, parking security, etc.)
« Business package (different product for the guest company)

+ Holiday package (plenty of recreation)

« Half-day package

«  Wholesale package (for other intermediary in touristic industry).

Integrated touristic product (total product) consists of:

« Attractionsat a touristic destination, which include all natural and
historical aspects of one destination (area, region)

+ Accessibility of a destination, measured by economic distance between
emission (origin country of guests) and receptive country (destination)

+ Facilities at a destination, meaning accommodation, food, recreation, etc.

1
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Therefore, all three aspects are being concerned in process of creation of
total touristic product at certain destination.

Asineveryeconomicactivity, managersintourismshouldbeactivelyinvolved
in process of product modernization, which could be achieved through:

« Extra staff training

e Customer motivation

+ Adding extra services

 Flexible price policy

« Customer data base

+ Direct communication with customers.

Price in Tourism

Price is the only financial term in marketing mix. Policy of prices is set in
order to fulfill two following goals:

 General company goals(profit, return, growth, risk minimization, liquidity)
+ Marketing goals (market share, prestige, leadership, competition,
demand).

Measurement of these goals can be maintained by good market information
regarding competitors and their prices, perception of prices among
customers, data on price elasticity, revenues and costs.

There are several approaches for price formulation. The most basic is method
costs +, which is based on data of production costs with addition of desired
margin. This method is very passive, since it underestimates power of market
demand. Other method is competitive adjustment of prices and is typical for
so called market followers, but if a company wants to become a leader it is
essential to understand customer value (price that is willing to be paid by
customers) and to go backwards by reduction of all costs in order to create a
product. Nevertheless, the bottom price is defined by costs, and top price has
been limited by disposable income of consumers.

Prices can be differentiated (different prices) according to the following:

+ Time (seasonal pricing, time of arrival or departure)

+ Quantity (services for groups or individuals, customer segments)

+ Geographic factor (different region pricings)

« Channel of sales type (different prices for indirect and direct sales)

12
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+ Terms of payment (discounts)
Market (foreign vs. national)
Quality of facilities (different prices according to the quality).

Promotion in tourism

Promotion or communication is a mix of activities which have common goal
to create awareness regarding touristic product and consequently demand
for such product (and/or destination).

General goals of communication mix are:

+ Image building
+ Informational support
« Assistance to all members of channels of sales (travel organizations).

Promotional or communication mix is set of few elements:

+ Advertisement (Media Relations)

» Public Relations (PR)

+ Sales promotion (Activities on point of sales)
+ Personal Selling

« Publicity

+ Merchandising

« Sponsorship

+ Direct Marketing

Advertisement concerns paid promotion activities at media (printed, TV,
radio, outdoor, internet) by usage of different printed materials, CDs, DVDs,
movies, etc. while publicity also concerns relations with media, but without
direct payments for advertisement. Usually, these two media relations are
connected, and in many cases media offers “free”publicity, if linked with
paid ads. PR is a structured way of communication not only with media,
but also with all stakeholders (society, creditors, NGO, banks, employees,
government, etc.) in order to create better image of product (and destination)
by distribution of all positive information. Sales promotion is set of activities
designedto create customer stimulation, which creates their positive
response (special events, presentations, festivals, etc.), while merchandising
concerns point of sales, but it has been guided behavior of specially trained
staff that takes care of good positioning of products. Sponsorships, although
are not always directly connected to sales, should always have idea behind to

13
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promote the sponsor in order to get better positions of its products in minds
of customers. Direct marketing, as a direct connection between supplier and
guest (customer), has been one of the latest trends in customer behavior,
specially influenced by internet and social networking. It is important to
understand that good promotion should have ILUBA logic:

You have to be INTERESTING, in order to be LISTENNED by

customers, who need to UNDERSTAND you, and only than they will
BELIEVE, and be ready to ACT.

Channels of sales

Distribution or channel of sales is a system of transfering the goods and
services from producer to customer at the right place at the right time.
Practice knows indirect and direct channels. Indirect means that certain
number of intermediary (travel organizers) have to be present between
supplier and customer, while direct channel becomes possible when supplier
directly sells services to customers, without need for travel organizers. It
is the fact that, having in mind large physical distance between suppliers
and customers, most of touristic activities are organized through indirect
channels of sales, but at the same time, it has been known that modern
technological environment, such as internet, brings more options for direct
channels.

The advantages that travel organizers bring (and selling agencies) from
supplier’s point of view are:

« No need for direct presence at every local spot

+ DBroad market coverage

« Agents are very skilled and qualified for both, emission and receptive
market

« Agents makes more customized products

« An agent saves time and resources.

Modern data bases, such as ACORN (A Classification of Residential
Neighborhoods), which is a system for households segmentation in 38
groups with detailed lists of characteristic of each segment (age, family type,

14
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income, travel attitude), helps suppliers (touristic organization) to create
direct response marketing. That is a way of direct channel of sales where
two-way communication with customers bring completely new added value
for both, customers and suppliers. Direct response marketing shall create all
other meaning to price policy, promotion tools and product customization.

15



PLAN AND STRATEGY IN TOURISM

At macro level there are three possible levels for planning: local, regional and
national. Touristic organizations at national level need to have as their main
task improvement of image towards touristic destination. But, it is not only
national level concern. At regional and local levels, all creators of touristic
policies need to enhance country image and area image, and create brand
of the touristic destinations. For example, regions in EU like Cote d’Azur
in France, or Costa del Sol in Spain, and Spreewald in Germany, show that
brand of touristic destination can be created at different levels of country
organization, not only at national.

Therefore, at both macro and micro levels there are various information from
touristic market that marketing supplies:

Picture 1: Set of marketing information at macro and micro level

Directions
Marketing plan
Competition Y
Marketing manager |[——> How to reach the goal
Forecasts of futurolo- /
gists
> Tourists profile
Marketing research

Product profile

/N

Resource specifications | —>  Goals specification

16
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Therefore, at every level in touristic market it is critical to be supplied with
all above mentioned information from the market, which helps them in
better understanding of touristic demand, and consequently better design of
touristic products. Also,when we mention products in tourism, it isimportant
to understand that so called “total product” includes interconnection of all
industries in one touristic destination (agriculture, construction, trade, etc.)
in order to totally satisfy consumer (guest).

Touristic destination is more or less rounded geographical area (country,
region, sub region). It should have attractive elements, regardless if
these are cultural, natural, social, and it has to have appropriate modes
of accommodation, recreation and transportation. The full conceptual
marketing management of touristic destination needs to be consisted of the
following elements:

1. Situation analysis
Formulation of mission, goals and directives

Formulation of global strategies

=W N

Definition of strategic and tactical decisions of marketing mix
instruments

Vo

Design of organization

6. Control of activities.

17
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Picture 2: Elements of marketing management of tourist destination

SITUATION ANALYSIS

/\

ENVIRONMENTAL ANALYSIS RESOURCE ANALYSIS

\/

FORMULATION OF MISSION, GOALS
AND DIRECTIONS

!

FORMULATION OF GLOBAL STRATE-
GIES

!

MARKETING MIX

/" "\

Product Promotion Price Channels of sales

v

DESIGN OF ORGANISATION

CONTROL OF ACTIVITIES

All the above elements are integral part of marketing management. At a
very beginning, every marketing plan should include situation analysis,
which consists of environmental analysis (shortly PESTEL) and analysis
of resources (or SWOT). PESTEL means that we are interested to describe
environment, and understand political, economical environment (market,
competition, economic stability, etc.), social, technological, ecological and
legal environment. SWOT analysis show internal strengths and weaknesses
(of organization at micro or macro level), and external opportunities and
treats.

18
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Mission is a way to expose our effectiveness (doing right things) by setting
goals and directions. Vision helps us to realize our desired position in the
future (usually 5-10 yrs).

There are many strategies which help to define efficient ways of getting our
organization to desired position, but three are the most important: strategy
of undifferentiated marketing (mass market), strategy of differentiated
marketing (definition of segment and market targets) and strategy of
concentrated marketing (focus, niche marketing). It has been explained
earlier that today’s world asks for definition of market driven approaches by
creation of market segments and differentiated products.

Marketing mix can include many elements, but four are most important:
product, promotion, price and channels of sales. Organization can be correctly
created only after all the above elements of marketing plan are analyzed,
since organization should be adopted to market needs.

Without control of marketing activities in every phase, marketing plan
cannot be adequately monitored and evaluated.

Marketing managers both at micro level of macro level (LTO-local tourist
organization, RTO-regional tourist organization, NTO-national tourist
organization) cannot make efficient decisions without support of marketing
information system. Having in mind that adequate information system
depends on market conditions at every tourist destination, and without any
desire to suggest adequate information system which can fit all situations,
we can conclude that every good system should include four subsystems:

« Subsystem of internal reports

+ Subsystem of marketing investigation
+ Subsystem of marketing research

+ Analytical marketing subsystem.

19



ORGANIZATION OF MARKETING ACTIVITIES IN
TOURISM

+ Marketing organization should be market or demand driven. That means
that creation of organization occurs after touristic company become
familiar with needs, wants and preferences of tourists (customers).

+ Good marketing organization in tourism needs to respect the following:

« Focus on customer values

+ Focus on direct contact with customers (direct marketing response)

« Support activities

« Minimization of customer dissatisfaction.

In order to fulfill the above requests, marketing has created CRM or Customer
Relationship Management, organization of activities with focus on relations
with customers. The whole system in touristic companies needs to follow
CRM in order to better create touristic product according to information
received from development of preferable relations with customers. Good
CRM should increase the value both to tourists and suppliers of services and
should increase the level of loyalty. Loyalty is a customer satisfaction which
creates increase of purchasing, or increased number of visits to designated
touristic destination. We should never forget that keeping “happy” old
customer is much less expensive than continuous effort to acquire new
customers.

In organization of marketing activities very important place belongs to brand
building. Brand is a promise of delivery of expected value for customers.
When brand is strong, we have loyal customers.

Hotel industry knows the importance of keeping strong brand image in order
to keep the customers. Important is that hotel brand has been created to
adopt touristic products to expected or perceived quality. Therefore, there are
many examples, as shown in the following table, of different brands created
for different customer segments.

20
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Table 2: Hotel brands
Starwood
. . Choice Hotels | Hotels& .
Cendant Corp. | Bass Hotels&Resorts Marriott International International | Resorts World- Hilton
wide
Days Inn Crowne Plaza Courtyard by Marriott Clarion Four Points Conrad Inter-
Howard Hotels&Resorts ExecuStay by Marriott Comfort Luxury Collec- | national
Johnson Holiday Inn Fairfield Inn by Marriott Econo Lodge tion Double Tree
Knights Inn Holiday Inn Express Marriott Conference Centres MainStay St.Regis Hotels,
Ramada Holiday Inn Family Suites Marriott Executive Apartments Suites Sharaton Suites,
Super 8 Resorts Marriott Hotels, Resorts, and Quality W Resorts, and
Travelodge Holiday Inn Garden Court Suites Rodeway Westin Clubs
Villager Lodge | Holiday Inn Select Marriott Vacation Club Interna- Sleep Ebassy Suites
Wingate Holiday Inn SunSpree tional Hampton
Resorts New World Inns&Suites
Inter-Continental Hotels Ramada International Homewood
and Resorts Renaissance Hotels and Resorts Suites

Staybridge Suites by Holiday
Inn

Residence Inn by Marriott
Ritz-Carlton

SpringHill Suites
TownePlace Suites

21



EDUCATION IN MANAGEMENT AND MARKETING
IN TOURISM

The fact is that tourist development in many countries has been growing
more rapidly than educational patterns. Therefore, both formal and
informal education are important in order to gain necessary management
competences which will support development of touristic destinations.
Those competences include:

« Competence for solving problems of guests/tourists with high level of
sensitivity and devotion

« Competence in communication both orally and in written form

« Competence to achieve positive working environment among employees

« Competence to achieveprofessionalism in every situation

- Competence to achieve positive consumer attitude and positive relations
with them

- Competence to lead employees to act in operational success.

It is important to try to solve every problem and need of quests, which
can be solved in touristic destination according to its plan of (sustainable)
development. But, even more important is that all quests are carefully
listened, because we want ROG-return of guests, which we have mentioned
earlier, as the most important goal of management.

Managers in tourism, as service industry, have to know how to communicate
at very sensitive level. There is no way to adopt CRM-customer relationship
management- without sensitive communication skills adapted to specific
needs of tourists. [tisimportant that communication skills include knowledge
of basic specifics of culture of foreign guests, so it is necessary for tourism
managers to be well prepared for all types of culture from emission countries
(countries of origin of quests).

If you want to have “happy” quests/consumers, you need to have “happy”
employees. So, manager has to be competent to create working environment
which will have positive energy which should lead to more successful
operations and relations with quests.

Managers have to enhance and respect professionalism all the time and in
every aspect. That means sensitive separation of any emotions which can
negatively influence positive relations with quests.

22
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There are managers at various levels of organization hierarchy: operational
managers, managers at middle levels, managers at strategic levels, chief
executive officer-CEQO. Optimal education for those managers’ levels can be
defined in the following table.

Table 3: Optimal education per management level

Management level Optimal educational degree

Operational level College

Middle level University degree

Strategic level University level and master degree/MBA
Leader/CEO MBA, Ph.D.

Why do we believe that improvement of management skills through
continuous education is necessary? Because there are various tasks and
complex functions that successful managers have to finalize. Those functions
are:

+ Planning

« Organization

+ Decision making

« Communication

« Motivation of employees
« Control.

Function of planning means that manager defines goals and set up plans for
achievement ofthese goals.Ontheother hand, function oforganization means
definition of all activities, delegation of responsibilities, task management,
delegation of supervisors and decision makers.

Decision making is the key function of managers and it includes definition of
the vision, mission, goals and directives (policy) of the company.

Communication and motivation of employees has been more and more
important in order to lead all members of company to achievement of
company goals. That is the reason behind corporate culture, and many
companies define special guidelines for better adoption of corporate cultural
values.
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Control (monitoring) is the function of continuous evaluation in an
organization (company, NGO, local authority) in order to assure that it has
been effective and efficient all the way. Managers are those who need to
evaluate both results of the organization and employees in order to measure
targeted growth of touristic output.

In practice of education in tourism, there are two models:

+ Formal model
« Dual model.

Formal model implies that managers receive the most educational skills
from the formal education in college/university, and that trainings in the
working environment are minimal. This model has been mainly adopted in
Eastern Europe, and our region had been using it in the past. Knowing that
Eastern Europe (Poland, Check, Slovakia, Romania, Bulgaria) became part of
European Union, the need to adopt standards in education that are implied
with EU has been created changes of this model to Dual model. Dual model
implies necessity of both formal and informal education within working
environment. Very good example comes from Germany where young people
(after age of 16) continue with their education at local college (Berefsshule),
but at the same time in combination with work. All these educational
activities are maintained by mutual interest and consensus among private
and state owned educational organizations, employers and workers’ unions.

All the competences that we have spoken about are to be adopted over
professional life of managers. It is important that formal education can
boost competence in more structured way, but informal education in
working environment is also very important, specially knowing that demand
of consumers in tourism are rapidly changing, so the need of gaining new
skills are constantly arising. It is important that education system should be
designed for creation of integral tourism and should look at tourism as the
system, and at the same time, all management levels (operational, middle,
strategic, CEO) needs constants improvement of competence.
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SPECIAL FIELD: WINE TOURISM

The special form of tourism, and at the same time direct marketing
approach, has been wine tourism. This field has been occupied with an
issue of transformation of people to visitors, who helps in better sales of
wines, and at the same time, better image of wine company and wine region
(touristic destination). Direct sales to visitors at US wineries has been
growing and in many cases total revenues of wine tourism make around
20% of the total revenue of wine companies. It is important that besides
promoting their company’s touristic potentials, every winery should work
together to mutually enhance brand image of touristic destination they
belong. So, all previously mentioned advices regarding plans, strategies,
organization, etc. works also for wine tourism organizations.

First stepinbetter understanding the wine tourismis to better understand
potential visitor-tourists. You need to know her/his needs and wants,
preferences for fun, wine style, etc. Majority of wine tourists are not
interested for heavy presentation of the wine company, they are more
willing to spend their time on relaxing, but amusing wine degustation
with hands-on wine experience and “light” wine story. They want to feel
“wine adventure”, since there are many emotions involved in all story
about wines, lost of history and positive energy. So, it is important to
know that wine tourists, like all other tourists, firstly ask for comfort and
recreation, and secondly for wine consumption. Many wine companies
tend to forget this fact, so they should not treat wine tourists as any other
business visitor, who comes strictly for wine degustation and production
site inspection.

[t is also very important to link wine tourism with general touristic policy,
since guests who come to wine companies are also potential target for
all other touristic products. Therefore, wine tourists are usually people
who prefer active holidays, so they are very good target for all other
recreational packages at touristic destinations.

Trips to wine companies are usually on half-day or daily basis. Therefore,
it is good that wine cellars are within 1 hour drive from a city where
guests’ hotels are located. It is custom in this type of tourism that guests
usually spend no more than a day in visit to wine companies-cellars. In
situations when wine cellars are too far away from cities, good idea might
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be do establish wine tastings rooms closer to cities, since wine tourists
usually like to have wine experience very soon after they leave hotel
(accommodation).

Let’s focus on few aspects of wine tourism:

. Promotional tool

. Profit Center

. Wine experience

. Link with local food
. Direct sales of wine

. Special gifts

It is important to know that wine tourism is a way of enhancing brand
image of wine company and of the whole wine region. Visit to wine cellars
and vineyards brings direct communication with a producer, and that is
essential in the world of direct marketing. As being promotional tool, it is
important to keep a track of all visitors, and especially those famous can
help in PR campaigns. This element is important, but not sufficient. Wine
tourism function has to be profitable and to create sufficient sales in order
to cover costs of degustation premises, specially trained staff and wine
samples, and at the same time to create profit for wine company and boosts
its sales.

Time spent at wine cellar has to be great experience according to quality
perception of visitors. Great atmosphere will be even more pleasant if it is
linked with local food specialties. The region of Balkans has much to offer
in this field. Degustation premises need to have good space for sales of
wines, and nice shelves which creates perfect visual identity of company’s
brands. It should also be the space for promotion of all new wines from each
vintages. Besides regular products, wine tourists like special gift packages
which will remind them on nice wine experience and which will create a
chance that also their friends, after receiving wine gifts, visit the wine
cellar in the future.

Wine tourism should have to be linked to all other, especially upscale
touristic activities. Wine visitors like to spend time at fine restaurants, to
enjoy spa, biking, and golf. Wine tourists are most likely population with
higher income, so it is not only useful for wine cellers, but for the whole
touristic destination, to make the most benefits from their visits. Examples
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of Rioja, Napa Valley, Bordeaux, Cape Town, show how wine tourism can
boost all other sectors of tourism and hospitality. These wine regions
helped the increase of number of tourists to those destinations, which
created revenue growth for all players in tourism, not only wine companies.

Therefore, it is important that touristic organizations on local, regional and
national level recognizes potentials of wine tourism development, help in
their establishment and to promote wine tourism as a new, but important
aspect of integral touristic product.
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BOBE]]

MeHaliMeHTOT UMa MHOrYy JedUHULIMU U acrekTu. Ho, HajBaykHO e ga ce
MCTaKHe Ba)XKHOCTA Ha MeHallepuTe MpHU CO3/IaBamk-eTO Ha opraHM3aliijaTa,
MpaBeHeTo IJIAHOBU U TIPOLIeCOT Ha IJIaHMpake, 3aelHO CO lieJiocHaTa
MMIJIeMeHTallja ¥ KOHTUHYMPaHaTa KOHTPoJia - HabJbyayBame. MeHajiMeH-
TOT, UCTO TaKa, Mojipa3bupa ocTBapyBame Ha paboTa MpeKy Apyru jayre, rna
TaKka MeHallepuTe ce OJrOBOPHU 3a JoOpa Jeserainuja Ha paboTaTa nmomery
BpabOTeHUTEe U MPOILjeHKa Ha HUBHUOT yCIIeX.

MenaiiMmeHTOT MoO)Ke [la OuJe aHaJIM3WMpaH HAa MUKPO M MAKpPO HUBO, Of
eKOHOMCKa TJjiefiHa Touka. Ha MUKpo HUBO, WM HUBO HaA CAMOCTOjHU
KOMIIaHUH, BA)KHO € Jla ce MMa JJoOpu MeHaliepu o e Jja ce 3aJ0BojaT
1eyiuTe Ha e(eKTUBHOCT U e(pUKACHOCT. EeKTUBHOCT 3HA4YM [leKa ce
npousBeAyBaaT fobpu npou3Bogu a e(pUKACHOCT 3HAUM JleKa IMPoIecoT ce
MeHalpa co onTuMaaHu pecypcu. Ho, oBue 1ienu ce B3aeMHO TTOBP3aHU U
caMo aKo KoOMIaHuuTe ce epeKTUBHU U e(pUKacHU Ke ocTBapaT AoOMBKa Ha
MOZ0JITOPOYEH TIJIaH.

Ha Makpo HHBO, MEHAIIMEHTOT MO)Ke [la Ce aHa/JM3Mpa Ha JIOKAJIHO,
perruoHayIHO WIKM HalroHaaHo (pemepanHo) HUBO, 3aegHo co HBO cexTopw,
aKaieMMH, HayYHUIY ¥ OpraHu3al[iK 3a Pa3Boj. Ba)kHO e ceKoe OMIITeCcTBO
na cartu JeKa cexoj rmpoiiec Tpeba fAa ' MOCTUTHE TOpecIioMeHaTUTe LeJIn
3a e(heKTUBHOCTHU U e(pUKACHOCT. 3aT0a, MHOI'Y CMe 3aMHTepecrupaHu Ja ro
pa3bepemMe MeHAIIMEHTOT BO CEKOja eKOHOMCKA U HEeKOHOMCKa aKTMBHOCT.
Ia ce (hokycrupame Ha MEHAIMEHTOT BO TYPU3MOT.



MEHAIIMEHT BO TYPU3MOT, MAKPO 1 MUKPO
HUBO

EnHa ofi mpBUTe JIeKUIMU Ofi aMepPUKAHCKUTEe KOMIIAaHWU 3a Typu3aM U
TOCTOIIPUMCTBO € Jieka moopuot meHanMeHT e BHI. B e 3a Bpakame, H e
3a Ha, a I' e 3a roctuHoT. Taka, BpakameTto Ha ['ocTuTe e HajmobpaTa Hen
Y HajooOpuoT pe3ysaTaT Ha HobOap MeHalMeHT BO Typu3mor. Cemak, He e
e/IMHCTBEHaTa OATOBOPHOCT HA MeHAallepuTe BO JIOKAJIHUOT Typu3aM U
KOMIIAHUUTE 3a TOCTOMPUMCTBO; OBA € UCTO TaKa 3ajjaya Ha pas3jIMuyHu
OpraHM3allMyi Ha MaKpo HUBOA.

Ta6ena 1: TypucTuyky MapKeTUHT MeHaIIMeT Ha MUKPO M MaKpO HUBO

Huso TeopeTcku acnekTu [IpakTUuHU acneKTu

Maxkpo |BakHocTa Ha objacHyBameTo |KoHCTpyKiuja HA MaKkpo
Ha (PYHKIIMOHUPAWETO Ha MapKeTUHIIKY MOZeJl Ha
WHTErpaJHUOT CUCTEM Ha reHepaJIHUTe MPOoLecy BO

TYPUCTUYKNA MAapKeTHHT, KAKO |MapKeTHHT Ha TYPU3MOT KOU
€KOHOMCKM pe3yJTaT 1 hakTop | Tpeba a BojgaT KOH Hajmobpa
3a eKOHOMCKAaTa ¥ CollvjajIHaTa [3a/10BOJIEHOCT Ha COLIMjaTHUTE
cpeaviHa MHTepecu

Mukpo [MukpomapKeTUHILIKaTa Co3paBame Ha

Teopuja ro objacHyBa METOZIOT |MUKPOMAapPKeTUHIITKK MOJeJT CO
Ha MeHalIMeHT( KaKo ¥ 30IITO) |KOPUCTeHe Ha MapKeTHUHIIKO
Ha MAapKeTUHIIKUTE MPOLeCH  |3HaeHe Co 1eJa fia ce

Ha HUBO Ha TYPUCTUYKU MOCTUTHAT MOZ00pH YCJIOBH 3a
KOMITaHUU TYPUCTUYKUTE KOMIIAHUU

[Tpucnocobeno 10 1. (Orven bakuk - MapKeTUHT BO TYPU3MOT)

Ha Makpo HMBO MJIM HUBOTO Ha CeKOoja JIOKaIHa BJIaCT, PeTMOH UJin (pefiepaiHa
(HalMOHa/THA) BjIaZia, MHOTY Ba)KHO € [ja ce Tjefia Ha TypU3MOT Kako Ha
MHTerpajeH Ipolec KOj He BKJIydyBa CaMO TYPUCTUUYKU OpraHU3allMu.
TypusmMoT MoKe fia loBeje MHOTY KOPHUCT 3a 1LIeJI0TO OIIITEeCTBO HO U 1IeJI0TO
OMIITECTBO Tpeba Aa Oujie BKIYYEHO BO CO3/IaBaeTO MO3UTHBHA OKOJMHA
Kako (haKkTop 3a ycIiex Ha pe3yJTaTUTe BO TYPU3MOT. 3aT0a, CO3[]aBAHETO
Ha pasJMYHUA MOZed KoM Mogobpo ro objacHyBaaT (DYHKIMOHUPAH-ETO
Ha TYPUCTUYKUTE IPOLIeCH € BO (POKYCOT Ha MaKpO HUBO. MeHAlIMeHTOT U
MapKeTHUHIOT BO TYPU3MOT Ce [IBe aKaJleMCKM JAMCIUIUIMHA KOW IToMaraaT
nmogobpo ma ce pasbepe TypM3MOT, HO KMCTO TaKa IoOMaraT BO OM3HUC
oJIHeCYBameTOKoeTpebaia JoHece KOPUCT KOH CeKOjaCleKTHA Ty PUCTUIKUTE
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akTUBHOCTU. COLIMjaTHUOT UHTEpeC 3HAUu [leKa He CaMO TYpUCTHUTe, KaKo
MOTPOIITYBAYM, ¥ TYPUCTUUYKUTE KOMITAHUH, KaKo 0b6e30eqyBayn Ha YCIIYTH,
Tpeba a buzjat 3asoBosieHU. Ba)kHO e cuTe akIIMOHEepH, a TOA 3HAYM BJIaZiaTa,
b6ankute, HBo, moBepuTennTe, T0KaJHUTE BJIACTH, aKajleMcKaTa jaBHOCT U
Ip. 1a ro HajiaT CBOjOT MHTEepPeC BO Pa3BOjoT HA Typru3MoT. CaMo Ha TOj HAUMH,
TYPU3MOT Ke Ouzle mprMapHa IieJl Ha CeKoja JipyKaBa Koja uMa TYPUCTUUYKU
MOTeHIKjaJl, KaKo IITO MMaaT CUTe [p)KaBU BO PerMOHOT Ha Jyro-MctouHa
EBpona.

,2JKako“ m ,30mTO“ ce [ABe Ipallama 3aj], MeTOoAuTe Ha e(UKACHOCT U
e(eKTUBHOCT, KOU BeKe ru objacHuBMe. ,Kako“ ctou 3a mobpa mpakca Bo
MMOCTUTHYBAKETO HAjmobpu pe3yyiTaTu CO ONTUMAJHUTE PECYPCH, a ,,30IITO"
e TMpallamkeTo Koe ce o/iroBapa 3a ja ce pa3bepe manau HEKOj e Ha ,gobap
nat“ WM BO MHAyCTpPHjaTa Kora HEKOj MMa HaTIpeBapyBauka MpeHOCT.
AKo MeHallepuTe BO TYPUCTUUYKWTE OpPraHM3alliyd 3HaaT KaKo Ja Oujar
edbukacHu U eeKTUBHM, THe Ke ja JoHecaT HMBHATA OpraHu3alijja o
npoduT, KAKO HajBakKHaTa €KOHOMCKa IieJl M BO MCTO BpeMe Ke Be)kOaaT
MpaKkca Ha KOPIIOPAaTUBHO U COILIMjaTHO OJITOBOPHO OJHEeCYBam-e. KoMmmaHuuTe
BO JIeHENTHUOT CBeT Tpeba fa 6umaT rmapTHEPU CO CeKOj aKIIMOHep, U UCTO
Taka, Tpeba ma bugaT MeHaIMpaHu 100po 3a /1a ce co3jajie IMoBeKe o IITO
ce Tpouy. Bo CripoTMBHO, MEHAIIMEHTOT BPIIH JIola paboTa u Tpeba fa bume
3aMeHeT co Iojobap.



MAPKETHUHI HA TYPUCTUYKU JECTUHAIIUHN

MapI(ETI/IHl" KOHIEIITOT € 3aCHOBAH BP3 TP1 OCHOBHU e€JIeMeHTH:

« [loTpomyBauka opueHTalija
« [lazapHo-BofleHa opraHu3anuja u
+ JlobuBka.

[loTpebuTeHaMOTPOIIyBAaYMTE CETIaBHATATIPUUNHA 30IIITOTPOU3BOAUTETUTE
(cHabgyBauuTe) moctojar. Kora ke ce 3amo3Haar co »keouTe u morpebure Ha
noTpolryBaunTe (MpeKy MCTpa)kyBakbe Ha Ia3apoT), opraHu3anuure Tpeba
7la ce co3aBaaT CIIopei Toa M CO 1ieJT CAaMUTe Jja CTBAapaaT MPouT.

MapkeTHHTOT e HayKaTa Ha pa3bupare Ha ma3apoT. Tpeba a ru mperno3Haeme
noTpebuTe M >KeabuTe Ha MOTPOIIYBAuMTe, YCIEIIHO [a I'M 3aJ0BOJIMMe
Y BO MCTO BpeMe Jia ja MCIOJHUMe IiejiTa (o0uBKa) Ha HallaTa KoMITaHuja
(opranu3zaruja).

Kako ga ro gedgunHupame masapor Ha Typusam? Toa e mMaTpuiia Ha BPCKU
nomery robapyBaukarta (OTpPOIIyBauM, KylyBauu) U MOHyAA (TYPUCTUUKU
KOMITaHUH, 00e36e1yBaun Ha yCJIyTH) KOM MMIUIMIIMpaaT pa3MeHa Ha nobpa
Y YCJIYTH CIIOpe]i MOHeTapHUTE eKBUBAJIeHTH IIOCTABEHH BO LIeHH, KaKOo eJleH
Ofl YeTUPUTE TJIaBHU eJIeMeHTH Ha MaPKeTUHINKUOT MUKC (TPOU3BOIH, L[€HH,
IIPOMOLIMHK, KAHAJIX 3a IIPogaykba).

Co uen nmomobpo ma ce pazbepe MapKeTUHIOT, Tpeba Ja ce rorjiefgHe KOH
pa3BojHUTe (pa3r HA TYPUCTUUYKUOT Ma3ap of] 1959, kora Typu3MoT oYHyBalie
na ce pa3BuBa, ce 10 2000. Bo 1950, TypucTUYKUOT MMa3ap MovyHa fia pa3BUBa
TaKaHapeyeH MacoBeH Ia3ap, 0e3 HuKaBa pa3JIMYHOCT (KOHKPeTeH IIPOMU3BO/)
WM cerMeHTaldja (mocebHu ,BUIOBU‘ Ha moTpoinyBayu). KoH Kkpajor Ha
nieeceTUTe U 3a BpeMe Ha cefyMJleceTUTe, ce TojaBUja caMo Ba OCHOBHU
CEerMeHTH Ha TYPUCTUUKMOT Ta3ap: MOCTapy U MOMJIaJIv MOTPOIITYBAauH, HO 3a
BpeMe Ha OCyM/[IeceTuTe, MeHaljepuTe BO TYpM3MoT pa3bpaaa fgeka pa3BojoT
6apa roBeKkecsojHa cerMmeHTaluja (moboraTu rmocTapu MOTPOLIYBaUM, JPYTU
BU/IOBM Ha cerMeHTH). Bo meBeieceTrTe MPUCTUTHA KOHI[ENITOT HA (DOKYCUPaH
MapKeTUHT U TMpUIaroyBame TMpPOU3BOAM (co3maBame CrenuduuHu
TYPUCTUYKKM TIPOM3BOAM 3a MoTrpouryBador). OBue mpoiecu 3a momobpo
pa3bupame Ha MOTpeOuTe U HAaBUKUTE Ha MOTPOIIYBAaYUTE MPOAOJKYBaaT
u pgenec. Cucremu 3a Crenujasau Mapketunr Mudgopmanuu (CMU) ce
co3/laZieHu, KaKo Ha rmpuMep 6a3u Ha MOTPOIIYBAYX MPEKY MOMTEeHCKU KO/
WTH.
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TypuctuukaTanobapyBauka (moTpoIiyBauu) Criopesi TeoprjaTa Ha MapKeTUHT
Bo Typusmor (1) e ofpeneHa o €KOHOMCKUTE, COLIMO-TICUXOJIOUIKUTE U
eKOJIOITKUTE (paKTOPH.

ExoHOMCKM (haKkTOpM Ha TYpHUCTHUUKATa IT0OAapyBavyKa I’ COJIP)KAT CJIeTHUBE:

Pacnono>xiuBs npuxop

[Ipuxo[ Ha ry1aBa Ha XKUTEJ

JInyHa moTpoiyBavka

sKuBoTHU Tpo1ou

Llenu Ha TpaHCOPT

Tpoonu Ha TYPUCTUYKHU YCIIYTU
CTpaHCKM 1eBU3HU KYypCeBU

Tpowmonu Ha mpoMoLuu

dusnuko pacTojanue ( 0ff O PeUIITETO)

CoLMO-TICUXOJIOMIKK  (hbakTopu KOWM THU OfpeAyBaaT TYPUCTUUKUTE
nmobapyBavyKu:

Hemorpadcku pakTopu
MoTuBaiuja

CKJIHOCTH TIpU MaTyBake
Nmun

CBecHOCT BO OHOC HAa Pa3JIMYHO OTIIMHU TTPU MTaTyBakhe
CraB KOH LieaTa

CrnobopHo Bpeme

[TnaTeHu matyBama
[TpeTxogHu UCKycTBa

3npasje

KynTyposnoiiku npeTnouynTama

Exosionku hakTopy Ha TYPUCTUYKUOT MMa3ap ce qeMHUPAAT CO CIIeJHUBE:

HlocTanmHOCT Ha TYPUCTUYKA MOHYAA
ExoHOMCKU pacT ¥ cTaOUITHOCT
[Tonutuuka u colyjaaHa cpefiuHa
Peuecuja

TexHoso1IKa pa3BUEHOCT
HocTamHoCT

Pa3BueHocT Ha MH(PaACTPYKTypaTa
Enupgemun

Bojnuu, Tepopusam

ColivjasiHa ¥ KyJATypHA MPUBJIEYHOCT
Criertujanuu paktopu (OMMMITMCKY UTPH, TOJIEMU HACTaHM)
bapuepu u pecTpukLin



SAJAKHYBARE HA KAMTAUMTETUTE 3A OBPASOBAHME 1 OBYKA 3A 3ALLTUTA
HATIPUPOLOHNTE PECYPCKM BO OXPWOCKO- MNMPECTTAHCK BACEH

HajcmenmuduyHara ofyiMka Ha TypHCTAUYKaTa rnmobapyBauka e Hej3uHATa
€JIaCTUYHOCT, KOja MOKe ia ce aHaJu3upa Ofi eKOHOMCKM Y HEeKOHOMCKU
(hakTop. EkoHOMCKaTa e1acTUYHOCT TM Mepy TTPOMEHUTE BO TYPUCTUYKATA
rmobapyBayka Kora IOTPOINYBAYKWOT TIPUXOJl Ce€ CMEHWJ WJIN [pPyTUTe
eKOHOMCKU (paKTOPU KAKO IPOMOBHpPAHE, CTPAHCKUTE [IeBU3HU KYypCeBU
uTH. EslactuyHoCTa 07 HE€KOHOMCKU (paKTOPH € OCeTIUBOCT HA MPOMEHU
BO TYpUCTUYKaTa mobapyBadyka Kora JIpyTuTe ce cJiydyBaaT Apyru haKkTopw,
KaKo KpU3H, NMOJIMTUYKY Tpalliaka UM TepOprU3aM.

WcTo Taka, MHOTY ciefu(DMYHO 3a TypUCTUYKaTa mobapyBavyka e (hakToT IITO
oBaa rnmobapyBauka, Koja e pa3jJiMyHa criopejieHa co rmobapyBaykaTa 3a HeKOj
I pyT MPOU3BOJI, HEMOYKe [ja IOCTUTHE 3aCUTEeHOCT WJIM 1[eJI0CHA 3aCUTEHOCT,
3aToa LITO JIyfeTo ceKorall Mo)Ke Jla IToceTaT HOBa /leCTUHAIU]a, la KOPUCTAT
IPYTO UCKYCTBO WIM IPYT HAUWH HA TPAHCITOPT.

Axo ce uma BO mpenBHA TiIobaTHATA €KOHOMCKA KpU3a, HUE CMe MHOTY
3aMHTEpeCUupaHu [a TU TpeABUAVMME TYPUCTUUYKUTE MobapyBauku BO
OBUMe BpeMHHA. 3a BpeMe Ha pelecuja, TYPpUCTHUYKATa IMOOApyBuKka e
yIITe T0eJlaCTUYHA, HO MMa U ofpefieH edeKT Ha 3aJ0I[HETOCT. 3aToa,
0c00€HO TYPHUCTUTE CO HM30K WJIM CpefieH Mpuxoj, (KaKo HajroaeMuoT
6poj rmoTpoIlIyBayM Of HAIIMOT PEerMoH) MOYKaT [la ro 3rojieMaT HMBOTO Ha
TypUCTUUYKA MobapyBayKa 3a BpeMe Ha pellecHja WJIM [la TO HaMaJiaT Kora
eKOHOMUjaTa 3a37jpaByBa.

Axo pasbepeMe [eka IOTPOLIYBAUMTE Ce€ pPa3jIMYHUA UM MMaaT pPa3IndyHU
noTpeby 3a TYPUCTUYKYU MIPOU3BOAU, Tpeba a 3HaeMe ieKa TYpUCTUYKaTa
mobapyBauyka e XxeTeporeHa ¥ MHOTY MoOMmIHa. 3aToa INTO TYpPUCTUYKATA
nmobapyBayka e xeTeporeHa rnopajy pa3jIMyHuTe morpeby Ha moTPOLIyBaunTe,
MO)KHOCTHUTE 3a CO3[laBamhe pa3IMyHy TYPUCTUYKY ITPOU3BOLY Ce UCTO TaKa
MHOrybpojuu. 3aToa, uMame norpeba ga ru geduHupaMme MoTPOIyBAYKUTE
CerMeHTH KOM Ce XOMOTe€HM BHATPe U [ia Co3/iaZieMe IIPOU3BOoJ Koj e epuKaceH
1 criocobeH jja Iy 3aj0B0JIM HUBHUTe oTpedu. TypucTtuukara mobapysauka
e IOCTOjaHO BO JABW)KEH-€ MJIM € MHOTY MOOMJIHA. Ja BOogu ITOHyaTa, 3aToa
IITO € MOTPeOHO JOBOJIHO BpeMe 3a Jja ce CO3JafaT afleKBaTHU TYPUCTUYKU
IoeCTUHALUK, HO, CO MOZePHUTE HaUMHU Ha TPAHCIIOPT, obapyBadyKaTa MOyKe
JIeCHO fia 6uge npedpiieHa KOH Apyr obe3degyBay Ha YCJIYTU (TYPUCTAYKA
IeCTUHALIUN).

[TporjecuTe HA TYpUCTUYKA TOTPOITYBAYKa U TPOU3BO/ICTBO CE MPEKJIONyBaaT
ra He TOCTOM HAyWH Jla ce HampaBu pe3epsBa. McTo Taka, TypucThuKarta
nobapyBayka MMa BUCOKa KOHIIEHTpall1ja Ha oJipeieH MepuoJ U BO CJIy4ajoT
CO HAIIMOT PETrrOoH, IePUOIOT Ha KOH3yMaliKja (M TPOU3BO/ICTBO) € HajuecTo
nomery Jynu-CenrtemMBpu.



MEHALIMEHT BO TYPWU3MOT

OTkako Ke ce meduWHUpaaT CUTE ACMEKTH Ha TypPUCTUUKATA mobapyBauka,
KPUTHUYHO € J]a ce CTIOMHAT HOBUTE TPEH/I0BY HA TYPUCTUYKHUOT Ta3ap:

CermeHTOT of nyfe 60+ Ke bupe yIiITe IOBakKeH 3a CUTE JJOCTABYBAYU U
,TOIVHNTE CHe)KaHA“ Ke 6apaaT HOBU MPOU3BOAY U CYIITUJIEH TOCTUHCKU
TpeTMaH BO CeKOj aCIeKT.

HaytuukuoT Typu3sam HampaBu rmocebHa mobapyBayka 3a HOBU ITPOU3BOJY,
nmoceOHU MPUCTAHUIITA U cCOPAOOTKA HA TYPU3MOT CO APYTU UHAYCTPUU
(TproBuja, TeJIEKOMYHMKAIIMU, arpoKyJTypa) IITO MOXe [a Co37aje
noceOHU MPOU3BOJIU 3a ,HAYTUIKUTE TOTPOITYBAUM.

3apaBuOT TypM3aM Ke Ouje yiITe MOBa)keH aKo ce MMa TpeJBu/j, eKa
CBeTCKaTa IToITyJlalyja TeHepaJiHO CTaHyBa Ce TocTapa M MoBeKke cBecHa
3a 371paBjeTo.

[TobapyBaukaTa 3a ,3eJIeH! AeCTUHALIMU CO 3alITUTEHU PEOHU CTaHyBa
roryJlapHa 3a TYPUCTUTE 3arpru>kKeHu 3a OKOJIMHATAa.

Pa3znmnuau pexumMu 3a KOPUCTEH-6 Ha CMecTyBame Ke Oupat
MMIUIEMEeHTUPaHu, KaKo Ha TNpuMep KOHIEeNTOT ,BPeMEHCKO [lejeme”
Kajie ce myjaka camMo 3a BPEMETO KOPUCTEHO Off IMPeCcTojoT, a He 3a Iiejia
rogvHa. TakaHapeueHOTO ,,CaMOTIOC/IY)KyBamwe“ U MOoCeOHUTe IeMy Ha
ncxpasa (cropa xpaHa, 6p3a XxpaHa, UTH.) Ke Bjvjae Bp3 CO3/laBameTo Ha
pPas3/IMYHU TYPUCTUYKU TTPOU3BOAU.

bonyc maTyBama, KOU Ce CO37a/IeHH 3a [la ' MOTUBUPAAT KJIMEHTUTE U
BpaboTeHUTe Ke OUAT MOBAYKHU BO UHUHA.

busHuC TYypU3MOT KaKo crieljijajHa (popMa Ha TYPUCTHUYKA ITOTPOITyBavKa
Ke cTaHe TOBa)keH, 0COOEHO HA [eCTMHALMM Kafe KYJIYTYPOJIOUIKU
crienipUKY IUKTHUpaaT OM3HKC/3a0BOJICTBO ,,MUKC",

[lobapyBaukata 3a BuUKeHZ 3abaBa Ke co3/iajle HOBU TYPUCTUYKHU
MPOM3BO/IY KAaKO TeMATCKU MApPKOBY CO MUKC OJf IIIOTIMHT, (DUTHEC U 3/IpaB
Typu3aMm. 3eMjuTe CO MHOIY KCeJIeHUIY, Kako HaIlMOT pPeruoH, Ke ce
cooyaT co mobapyBauKa 3a BAKBY TEMATCKU MAPKOBHU.



KOHIEIITOT HA COLOUJAJIEH MAPKETHUHI BO

TYPU3MOT

Bo XXI Bek, cuTe ce MpeoKynmuMpaHU CO OJP>KJMB pa3Boj. EAMHCTBEHUOT
HaUMH Jla ce MOCTUTHE 0BOj OJIP)KJIMB Pa3B0j BO TYPU3MOT € /ia Ce TOUMTyBaaT
MHTEepecuTe Ha MaKpo U MUKPO HMBO U JjJa Ce MOTUBHMPAAT CUTE Jla 3aeJHUYKHU
rjieflaaT Ha TYpU3MOT KaKO MHTerpajiHa aKTHBHOCT, Kajie CKOpO ceKoja
opraHu3aiuja, 6e3 pasjiMKa J1ajau e BjlafiluHa UK HeBJIaJJUHA, MOYKe B3aeMHO
Ia paboTH KOH co3JaBame mojobap pa3ysiTaT 3a TYPUCTUUKUATE TeCTUHALIWN.

Tabena 2: generaija Ha 0OBPCKY MPU OJPI)KJIUB Pa3BOj

HuBo/Opranu3saiuja

OproBopHOCT

JlokanHa 3aegHuiia/
pervoH

Hedbunupame Ha puno3odujata Ha TYPU3MOT,
ofipe/lyBame Ha COIjaTHUTE, [ICUXOJIONIKHUTE,
KyJITYPHUTE U JPYTrU apameTpu (MOXKHOCTH)

Menanpame
opraHu3aluy Ha
JIOKAJIHU 3aeJHULIN

KoopauHaivja u UMIieMeHTaIja Ha O P KJIMBO
HMBO Ha crierugpuyHO HUBO. [lepruHMUIIMja HA
noTpebHaTa Xxrepapxuja ¥ MOHUTOPUHT.

CrnetmpuyHU
TYPUCTUYKYU KOMITAHUU
Y IPYTY UTPavYu

Ko-¢duHaHcupauku OyI11eT 3a 0fip>KJIMB pa3Boj.
Y4ecTBO BO TJIaHWPake€ U UMIJIEMEHTalluja Ha
O p>KJIUB Pa3Boj

JlokasHU 3aeJHULIA

3ajakHyBamwe U MOKPOBUTEJICTBO BO
WMIIJIeMeHTalljaTa Ha OfP>KJIUB Pa3Boj

[loceTuTenu-typuctu

Camo-o6pa3yBame 3a BpeJHOCTHU CIieliu(pUIHU
3a JIoOKaJHaTa 3aeJHU1IA U TTIOYUT KOH HUBHUTE
KOHILIEIITH 3a OIP>KJIMB Pa3Boj

[Tpudareno ox 1. (Oruen bakuk-MapKeTHHT BO TYPU3MOT)

3aToa, Ba)KHO € KOOpAMHAalljaTa Ha Ofp)KJIMBaTa eHeprvja Ha JoKaJiHaTa

3deHUIa NJIN Ha PETMOHAJIHO HUBO, d ' COAPIKU CJIe IHNBE:

N =

Cnenudukaliija Ha OCHOBHUTE LIeJIu.
[TocTurHyBame KOHCEH3yC MoMery KJIyUYHUTe JJOHeCyBauu Ha OJ|JIYKUA Ha

HUBO Ha OIIITHHA,/PEruoH.

Cobupame rmogaTonu
[Tpouienka

o s W

Wpentudukanuja Ha crienMpUuHATe akiiny (TJ1aH 3a aKTUBHOCTH)
OnpenyBame Ha (haKTOpUTE 3a eBajyalluja.



MEHALIMEHT BO TYPWU3MOT

Co 11es1 1a ce *Ma KoopAivHallMja CIIope/i TopeHaBeeHOTO, TpaKcaTa pa3Bujia
HEKOJIKYy MeXaHWU3MHU 3a IoJo0pyBame Ha OJp)KJIMBUOT Pa3Boj, KaKo Ha
MpUMep: OrpaHUYyBaH-e Ha OP0joT Ha ITOCeTUTEJIN BO 3aIITUTEHUTE 00J1acTH;
CHCTeM Ha TakaHapaudeH [ puxkiuB Kamamurert, To 3HaYM Ipeln3eH Opoj Ha
MO>KHHU ¥ MIOCAaKyBaHU I'pafi0M BO TYpUCTUYKATA AeCTHUHALIMja; Co3jaBakhe Ha
IAHOIM 32 OJP)KJIMB pa3Boj U APYTYM HAUMHMU 3a JierajiHa WH(pacTpyKTypa
KOjaro rmogo6pyBa mocakyBaHUOT PacT Ha Opoj Ha TYPUCTH CITOpPe I KOHI[eIITOT
3a OJIP>KJIMB Pa3Boj, KOj Tpeba fa buzae Au3ajHMpaH 3a CeKoja TYPHUCTUYKA
ImecTUHalMja a BO IIOUMT CO crieln(prnuHaTa OKOJMHA (TOJIUTUYKA, EKOHOMCKA,
colMjajIHa, TeXHOJIONIKA, €KOJIONIKA U JIeraaHa).



MEHAIIAPAILE HA MAPKETUHITKN MUKC

MapKeTHMHIIKMOT MUKC Cé COCTOU Off YeTHUPHU [JIaBHU eJIeMEeHTH: ITPOU3BO,
1leHa, MPOMOBUpame 1 MecTo (KaHays Ha mpoga)k6ba). OcBeH oBHMe deTHpHU
enmeMmeHT (4IT*) Bo MapKeTMHIIKara Teopdja MoykeMe pa Hajgeme 6I1
(momapmere nyre u nakyBame), v 811 (qomagete rraHupame v MapTHEPCTBO),
OI1 (rutacupame), HO BCYLIHOCT CUTe THe [IONaJeHM eJeMeHTH MOo)Ke Ja ce
MPOHAjIaT BO MpOIIMpeHuTe (opMyallMd HAa OCHOBHUTe eyneMeHTH. Ha
NpUMep, aKyBameTO € JIeJI Ofl MPOU3BOIHOTO MOPTO(OJINO, TIACUPAHETO
e [IeJl o7 MpoMolijaTa Kako [ejl of mpoja)kbaTa, a Mak MapTHEPCTBOTO
e MHOIY II0OBP3aHO CO KaHa/JIMTe Ha mpoja)kba (M reHepasHO I[eIHOT
MEeHAIMEeHTCKM CHHIIMP Ha [JocTaBa). 3aToa, Ke bumeme (poKycUpaHU Ha
KpaTKOTO oOjacHyBame Ha YeTUPUTE JIeJIMEeHTH Ha MapKeTUHIITKMOT MUKC Ha
,ao3HatuTe” 411 (mpou3Bog, LieHa, IPOMOBUPAE U MECTO).

*Bo aHITIMCKUOT ja3suK, YeTUpUTe 300poBU (a U oCcTaHATUTE) IOYHYBaaT Ha
oyksara I1. (3a6. Ha mipeB.)

IIpoussogot Bo Typusmot

Ba)kHo e [a ce Harjacd JeKa MapKeTHHIIKaTa TeopHuja MOTBPAyBa AeKa
yCJIyTUTE Ce MCTO TaKa IPOoU3BOAU, OUejKu ce co3jaBaaT CoO Liej [a ce
WCIIOJIHAT IoTpebuTte M jKejnbure Ha MmorpoiryBadurte (TypucTtute). Bo
TYPU3MOT, 3arpyyKeHH CMe CO TaKaHapauyeHUOT ,I[eJI0CeH MPOM3BOL" MU
MHTerpajeH MPOU3BOJ, LITO 3HAUM [leKa CUTEe YCIYIM U IMPOU3BOAU KOU
ce KOpPHUCTAT 3a 3a/I0BOJIyBaie Ha TYPUCTUTE Ce MPOU3BOAU, KaKO Hesl Off
TYPUCTUYKATA MapKeTUHIIKA IMOHyaa. CHTe MPOou3BOLY KOU Ce KOH3yMUpaaT
3a BpeMe Ha I0CeTH WM TypH, 6e3 pasjmKa IITO ce MPOU3BeieH! Of [pyra
MHIyCTpHja (arpoKy/ITypa, TProBuja, UTH.) Ce TTOBP3aHU CO [JIaBHATa ycyra
KOja TYPU3MOT ja Kperpa 3a CBOUTE FOCTH.

bunejku TYpUCTUYKUOT MPOU3BOJ, € CKJION Ha Pa3JIMUHU YCJIYTU U TIpeMeTu
KOH3YMUPAHU CIiope]] crieliuUIHUTe TTOTPeOu Ha CEeKOj MOCeTUTEeII, MOXKe
Zla ce 3aKJIy4M JieKa TYPUCTUUKUOT TIPOM3BOJ, He e cTaHAapAu3upaHd. Moske
Ia TO pasjioykKuMe TYPUCTUYKUOT IPOM3BOZA Ha MocebHaTa moTpeba 3a
CMeCcTyBale, HAUMH Ha TPaHCIIOPT, XpaHa, 3ab0aBa, KyJATypOJIOIIKa CBECHOCT,
UTH. 3aToa, Cexoja TypuCTHUYKA OpraHu3alija Ha MUKPO HUBO Tpeba fa
co3ziazie TIPOM3BOAY KOU Ce 3aHMMaBaaT CO (PU3UYKUTE KApaKTepUCTUKU
(mr3aju Ha coOu, ToJIeMUHA U BUJ HA PeCTOpaH, UTH.) HO UCTO TaKa U JAPYru
He(U3UUKK TTOTPeOU HA TTOCEeTUTENTUTe, KaKO UMMUII, OFHOC HAa BpaboTeHUTe
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MEHALIMEHT BO TYPWU3MOT

M [APYrd YCJIYrd Ba)KHM 3a TrocTUTe. 3aToa, MO)Ke Jla ro pasrjieayBamMme
TYPUCTUYKUOT TTPOM3BOJI Off IBA OCHOBHU arJIu:

« Typuctuuku opraHusanuu
« [Ilocerurencku acnexkt

TypuctuukaTa opraHu3ainyja BO TPOLIECOT HA CO3[laBame TYPUCTUYKU
MPOM3BOA MOpa Jla pa3MUCJyBa 3a:

«  (DusuykuTe eJeMeHTU
« OnepaTUBHUOT CTUJI

« Jlpyru yciayru

MdU3NUKKTE eJIeMeHTH BKJIYYyBaaT JIOKaIl[uja, 6poj Ha cobu, TojieMUHa U BUJL
Ha cobu, Me0OeJ1, TapKUHT, roJIeMUHA U BUJ HAa peCTOpaHoT, bap. OnepaTUBHUOT
CTHUJI e TIOBP3aH CO MMUIIOT Ha XOTeJIOT (opraHu3aiiuja), OpeH/I0T, [[eHUTE,
CTUJIOT BOYCIYTUTe, PUTHEC yCTaHOBU, 0pojHa BpaboTeHu, 00ja Ha yHU(OPMU,
komdop. [Ipyrute ycayru ce men of ,A0JaTHUTE  TYPUCTUUKHU TTPOU3BOMIH,
MOCBETEHM Ha KBAJIMTET HA yCJIyTa, CUCTEM Ha pe3epBaliMja, OpraHu3alija
Ha TypH, TpaHCHapeHTHOoCT Ha 1ienu, BUIT TpeTmaH, aepogpoMcku TpaHcdep,
UTH.

Op mpyra cTpaHa, Iak, OCeTUTEIUTe (TYPUCTUTE, TOCTUTE) Ce 3arPHIyKHU CO
nepileniyjaTa Ha KBaJUTeT WM HUBHATa BU3Mja HA TYPUCTUUKUOT IIPOU3BOJ,.
Kako 1mTo Beke ob6jacHUBMe, TYPUCTUYKUOT ITPOU3BOJ HE € CTaHAapAu3upaH
M CEeKOj MOCeTUTesl MO)Ke Ja MMa pas3jiMuyHa Iepleliidja Ha pasjinyeH
TYPUCTUYKHU MTPOM3BOA. Bo hoKycOT Ha TOCTUHOT MO>Ke Jla Ce Hajae HUBHaTa
rorpeba 3a 3a/10BOJIyBake Ha HUBHUTeE >Keyibu. 3a /1a ro pasbepeme 0BOj
OCHOBEH eJIeMeHT, Tpeba ia ' pa3Jio)KuMe MoTpebuTe Ha MOCETUTENIOT 3a
COO/IBeTHA JIOKAallMja, [IeHa, ToJIeMUHa U BUJ Ha coba, XxpaHa, 6ap, oueKyBaHO
HMBO Ha ycCJIyra, MO>KHOCTU 3a (puTHec U OpeHp. AKO MorjiegHeMe YIITe
1ojy1ab0Ko, Ke pazbepeme JIeK MOCETUTUTENIMTE UCTO Taka bapaar ,,IoJaTHU
eJleMeHTH“ KaKo MO>XHOCTH 3a peKpealiuja, JeTCKA aKkTUBHOCTH, pa3JinKa BO
1leHa, MOIyCTU, KBaJIUTeT, CIIOPT, UMUI], AoAaTHU ycayru 3a BUIIL, utH.

3aToa, TYpUCTUYKUTE OpraHu3aiuu Tpeda Ja ru pasdoepar pa3jinuyHu BKYCOBU
Ha TOCTUTE CO LieJI Ja CTBOPAT COOABETHU IMPOU3BOIU (TYPUCTUYKHY ,[TAKETHU").

« OcHoBeH nakeT (MoziepHa coba, MapKUHT, IPOCT I10jaioK)

 Tlo6orat maker (excTpa ycayra, Kako 6a3eH, 3alITUTeH MapKUHT, UTH.)
 Dbusnuc naker (pa3jauyeH Mpou3BO/l 3a TOCTUHCKATA KOMIIAHUja)

« [IpasHuueHn naket ( MHOTY peKpeaiiuja)

« Tlony-mHeBeH maket

 llesoceH makeT (3a Ipyru MOCPeAHULIM BO TYPUCTUUKATA UHIYCTPUja)
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SAJAKHYBARE HA KAMTAUMTETUTE 3A OBPASOBAHME 1 OBYKA 3A 3ALLTUTA
HATIPUPOLOHNTE PECYPCKM BO OXPWOCKO- MNMPECTTAHCK BACEH

MHTerpupaHuTe TypUCTUYKY IIPOU3BO/H (LIeJI0CEH IIPOU3BOI) Ce COCTOjaT Of:

« ATpakiiuu Ha TYpUCTUYKAaTa JeCTUHALWja, KOU BKJIy4yBaaT MPUPOSHU U
MCTOPUCKY aclleKTH Ha eJJHa leCTUHaIUja (DeOH, PeTrrnoH)

« JlocramHOCT Ha [ecTUHAIKMjaTa, HM3MepeHa CIopel EeKOHOMCKOTO
pacTojaHue ToMery emucujaTta (ap)kaBa off Koja IMOT€KHYBaaT rOCTHUTE)
np)kaBaTa-rprMaTel (qecTuHaluja)

+ YcraHoBHUTe BO [leCTHHAIIMjaTa, TIPeJ ce CMeCTyBame, XpaHa, peKkpeaiyja,
UTH.

3aToa, cuTe TPU acIleKTU ce 3eMaaT MpeABU/] TIPU MPOIeCOT Ha Co3aBammhe
TYPUCTUYKHU IIPOU3BO/I 3a O pe/ieHa AeCcTUHAIIHja.

Kaxko 1 Bo cekoja eKOHOMCKA aKTUBHOCT, MeHAIIepuTe BO TYPU3MOT Tpeba ia
OumaT akTMBHO BKJIYYE€HM BO MPOLIECOT HA MOZlepHU3al[ija Ha TTPOU3BOJOT,
IITO MOJKe Ia Ce TIOCTUTHE MPEKY:

« JlogaTeH TpeHUHT HA BpabOTeHUTE

« MoTuBanuja Ha KynyBaunTe

+ Hynewe gopaThHu yciayru

«  dnexkcubuHA IJIaTe)KHA MOJIUCA

« baza nanogarouu 3a KynyBauuTe

+ JlupekTHA KOMYHMKAalIMja CO KYITyBa4yuTe.

Ilenute Bo Typusmor

lleHaTa e eIMHCTBEHUOT TEPMUH BO MApPKeTUHIIKUOT MUKC. [lonucaTa 3a
LIeHU e HaMeHeTa 3a [la TU UCIIOJIHU OBUe JiBe LjeJIu:

« T'eHepajHM LleJiM Ha KOMIIaHUjaTa (HOOMBKA, IOXO, PacT, MUHUMU3PAHEe
PU3MK, TUKBUIHOCT)

« MapkeTUHIIKK 1enu (aKIMM Ha T[a3apoT, TMPeCcTK, JHUIePCTBO,
HaTIpeBapyBame, IobapyBadka).

MepeweTo Ha OBHe LieJIM MO)Ke Ja Ouje ojap)kaHO CO A00pu mHa3apHu
nH(pOpPMAIMM BO OJJHOC HAa KOHKYpPEeHIIMja M HUBHUTE I[eHWU, Mepleniuja
Ha IIeHUuTe IoMely KymnmyBauuTe, MOAATOLIM 3a eJlaCTUUYHOCTA Ha IieHHuTe,
MPUXOAUTE U TPOIIOLIUTE.

[TocTojaT HeKONKY MpucTanu 3a (gopMyaupame Ha 1eHuTe. HajocHOBHMOT
MeTof LieHa+, KOj ce 6a3upa Ha MOIAaTOLM Off TPOIIOIIMTE 32 ITPOU3BOICTBO CO
IofaBame Ha nmocakyBaHaTa mapruHa. OBoj MeToji e MHOTY MacuBeH, 3aToa
IIITO ja MOTI[eHyBa MOKTAa Ha MMa3apHara nmobapysauka. [[pyr MeTos e METOIOT
Ha KOHKYPEeHTCKO MPUJIarofilyBake Ha [leHUTe U € TUTTUYHO 3a TaKaHapeuyeHuTe
cienbeHUITA HA T1a3apoT, HO aKo KOMITaHMjaTa cakKa j/la CTaHe JIufiep, MHOTY
e Ba)KHO /la 'M pa3bepe BpeIHOCTUTE Ha KyIyBayoT (LleHa Koja KyIyBadoT e
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MEHALIMEHT BO TYPWU3MOT

CIIpeMeH [ia ja IJIaTy) ¥ ia 04U HaHa3aj KOH HaMaJlyBame Ha CUTe TPOLIOLU
CO LIeJI 1a ce co3pazie HoB npou3Boj. Cenak, HajHUCKATa IleHa e fepuHUpaHa
O/ TPOLIOLIMTE, a MaK HajBHMCOKaTa CIope]] pPacloIOXKJIUBUOT IPUXOJ HA
MOTPOIITYBAYMTE.

LlenuTe Mmoskat ma ce gudpepeniupaar (pa3anyHy LeHHU) CIIOPes, CJIeIHOTO:

+ Bpeme (ce30HCKY 1[eHM, BpeMe Ha TPUCTUTHYBakhe UK 3aMUHYBaH€)

« Ksanrturter (yciyru 3a Tpyn¥ WIM WHIWBUAYAJIM, IMOTPOIIYBAYKU
CerMeHTH)

+ Teorpadcku pakTop (pa3auuHM LIeHU 32 PETUOHUTE)

 Bup na kanan Ha ipogak6a (pas3IuuHY [eH! 32 UHAUPEKTHU U IMPEeKTHU
npojakom)

+  Hauwnu Ha rutakambe (omycTH)

+ Tlasap (cTpaHCKu HACIIPOTHU HAI[MOHAJIEH)

+ Kasurer Ha ycTaHOBUTE (pa3/IMUHU LIEHU CITOPe]] KBAJUTETOT)

IIpomoBHpam€ BO TYPU3MOT

[TpoMoBUpam-eTO MM KOMYHUKAIMjaTa € MelllaBMHA Ha aKTUBHOCTU 4Wuja
3aeJIHAYKA 1IeJl e Jla COo3JafaT CBeCHOCT 3a TYPUCTUYKHUOT MHPOU3BOJ U
CJIefICTBEHO, MobapyBayKa 3a Toj IMpou3BoJ (M/ WK JecTUHALKja).

FeHepaJIHI/ITe neJin Ha KOMYHUKALIUCKNOT MUKC Ce:

« I'pazmeme umui

+ Hudopmarucka nogpiika

- Tlomomr 3a cuTe 4YJIeHOBM Ha KaHaJIUTe 3a Mpojakba (TypucTUUKU
OpraHu3arn)

MukcoT Ha IIpOMOBHUpalK€ MU KOMYHI/IKaHI/Ija € COCTaBeH 0O HEKOJIKY
eJIeMeHTN:

+ Pexsama ([ToBp3anocT co Meguymure)

+ Opnocu co JaBHoct (O))

+ TIpomorinu (AKTUBHOCTU Ha MeCTa 3a KyIyBame)
« JluuHo npofaBame

« Ilybaunurer

+  Komepuujanusauuja

« CnoH30pcTBO

+ JlvupeKkTeH MapKeTUHT

HpOMOTI/IBHI/I dAKTUBHOCTU IIJIaT€HU KaKO peKJIaMH BO MEIUYMUTE (HeaneHI/I,
TB, paano, HaJBOPEIIHH, I/IHTepHeT)I/I IIpexKy KOPpUCTemheTO Ha pPa3JIMYHU
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SAJAKHYBARE HA KAMTAUMTETUTE 3A OBPASOBAHME 1 OBYKA 3A 3ALLTUTA
HATIPUPOLOHNTE PECYPCKM BO OXPWOCKO- MNMPECTTAHCK BACEH

neuaTenu marepwujanu, L[/I, [IB]l, buaMoBu, UTH. [ozeKa MPpOMOBUPAH-ETO
ce 3aHMMAaBa CO MeJMYMUTe, HO 0e3 IMPeKTHO MjIakame 3a peKaJMUpambe.
YecTo, oBMe [Be MeAMYMCKU pejallii Ce IOBP3aHM, a BO MHOTY Cjydau
MeJUyMHUTe HyZaT ,CJI000JHO“ NMPOMOBHpam-€ [IOKOJIKY € II0BP3aHO CO
iaTeHu pekiaamu. O] e cTpyKTypasieH HAYMH Ha KOMYHUKal[ja He caMo CO
MeJMyMUTe, TYKY M CO aKIjMoHepuTe (omimrecTBoTO, moBepurtenute,HBO,
b6aHkuTe, BpaboTeHMTe, BjajlaTa, UTH.) CO LieJl [a ce co3fjaje momobpa
CIMKa Ha MPOU3BOJOT (M JecTUHALMjaTa) IPeKy AUCTpUOyupame Ha CUTe
MO3UTHUBHU MH(popManuu. [IpoMoBUpameTo 1[eH! e CKJIOI Ha aKTUBHOCTU
OU3ajHUPAHM 3a co3JaJaT CTUMYJIAllMja Kaj MOTPoIIyBauyuTe, Koja ro co3aBa
HUBHHUOT MO3UTHUBEH O[SUB (II0CeOHM HACTaHWU, IIpe3eHTaluu, (hecTUBAIH,
WTH.), JOfleKa KoMepljajin3alyjara ce 3aHMMaBa Co TOYKU Ha Ipogakbara,
HO MMa IoceOHO yCMepeHo OfHeCYBame Ha CIeLjaJIHO TPeHUPaH IepCcoHall
KOj ce TpM>KM 3a A00PO Mo3uLIMOHMpam-e Ha npou3BoauTte. CrioH30pcTBaTa,
MaKo He ce AWPEeKTHO ITOBp3aHM CO Ipoga)kbaTta, Tpeba cekorail ja ja
MO AP)KyBaaT UzejaTa a ro MpoOMOBHpPAaaT CIIOH30POT CO 11eJ1 /1a ce CTeKHAT CO
ogo00py MO3UIMKM Ha HUBHUTE MPOU3BOIY BO YMOBHUTE Ha MOTPOIIYBAYKUTE.
JIMpeKTHUOT MapKeTHHT, KaKo IMPeKTHA KOHeKI[Hja IToMel'y JOCTaByBauoT U
TOCTUHOT (KyIyBayoT), € e[leH 0f HajHOBUTE TPEHIOBU BO OJJHECYBAH-E€TO CO
KyIyBauuTe, 0COOEHO Mo/ BIMjaHe Ha UHTePHETOT U COLIAjaTHUTE MPEIKMU.

BaykHo e ma ce pa3bepe meka 7o6poTo mpomMoBHpame cexoram nma MCCBP
JIoTUKa:

Tpe6a na cu UHTEPECEH, 3a kynyBauute ga te CJIVIIIAAT, xou

tpeba ma Te CADATAT u camo Toram ke Tu BEPYBAAT u ke ce
cripemuu fa PEATUPAAT.

Kanaiu Ha mpogask6a

HucTpubynujaTa uaM KaHajJuTe Ha mpoaa)kba e cucteM Ha Ipedpiiame
Ha [obpaTa ¥ YCJyrWTe O] TPOU3BOAUTEJIOT [0 TOTPOIIYBAYOT Ha
BUCTUHCKOTO MeCTO BO BHCTUHCKOTO Bpeme. Bo mpakcata mnocTojaT
OVPEeKTHU U MHAWPEKTHU KaHaau. MHAMpeKTHO mojipa3bupa JjeKa ofpeseH
6poj mocpeaHUIM (TYPUCTUYKKA OpraHM3al[uu) Tpeba ma IMoCTojaT MmoMmery
[,0CTaByBAyoOT U [IOTPOLIYBAYOT, JOoJieKa JUPEKTHUOT KaHaJl € BO3MOYKeH Kora
IOCTaBYyBA4YOT IMPEKTHO MPOZaBa yCIYTH Ha MOTPOITYyBavoT, 6e3 moTpeba 3a
OpPraHM3aTOpU Ha naTyBama. PakT e feKa, ako ce 3eMe NpeABUf, roJeMoTO
(bu3nuko pacTojaHue rMmoMmery JocTaByBayuTe U MOTPOIITYBAUUTE, TOBEKETO
TYPUCTUYKU aKTUBHOCTU Ce OPraHU3MpaHU MPeKy MHIUPEKTHU KaHalu Ha
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MEHALIMEHT BO TYPWU3MOT

npo,ua>1<6a, HO BO UCTO BpeMe, Ce 3Hae 1eKa MOJepHaTa TeEXHOJIOIIKa CpeadrHa,
KaKO MHTepHeTOT, HOC1 MHOT'Y MO>KHOCTH 3a JUPEKTHU KaHaJIN.

[IpepHOCTHTE KOM OpPraHM3aTOPUTE HA MaTyBama T'M HocaT (M areHIuuTe 3a
npojaykba) of riegHa ToYKa Ha JJOCTaByBayvoT:

+ Hema noTtpeba 3a AUpPEKTHO MPUCYCTBO HA CEKOE MECTO

+ Illupoka MapKeTHHIIKA OmpaTeHOCT

« AreHTuTe ce 00yueHU ¥ KBaTM(PUKYBAHU 3a IBETE, U eMUCHja U TTPUDATIUB
MapKeTUHT

+ AreHTHTe TIpaBart MoBeKe MoceOHU MPOU3BOAHU

* AreHTOT ITEeaU BpeMe U PeCYpPCH.

Mopepuute 6a3u Ha nogarouy, kako AKOPH (Knacudguxkanuja Ha Ctanbenu
CocezcTBa), MITO MpeTCTaByBa CHCTEM 3a CerMeHTallvja Ha JOMaKWHCTBa
BO 38 rpymnu co JleTaJiHY JIMCTU Ha KapaKTepUCTUKUTE HA CEKOj CerMeHTT
(Bo3pacT, Buj Ha phaMuInja, IPUXOZ, IIPUCTAIl KOH IaTyBame), UM Iomara
Ha JoCTaByBauMTe (TYPUCTUUKWTE OpPraHM3al[iy) [ja Co3[afiaT MapKeTHHT
Co maupeKTeH o/3uB. Toa e HAUMH Ha AWPEKTEH KaHaJl Ha Mpojakba Kaze
IBOHACOYHATa KOMYHHUKAaIMja CO KymnyBayuWTe HOCHM KOMIIJIETHO HOBA
moflaTHA BPeJHOCT U 3a KyIyBauyuTe U 3a AoCTaByBauuTe. MapKeTUHTOT CO
OUpPeKTeH OJI3UB Ke co3/iajie HOBM 3HAUeH-e KOH IMOJIMCH 3a 1jeHa, aJlaTKu 3a
IMPOMOBHPaH-€ U MpUjIaroilyBame Ha MPOU3BOJIN.

15



INTAHUPAILE U CTPATETUU BO TYPU3MOT

Ha maxkpo HMBO, MOCTOjaT TpM MOXKHM HUBO 3a IUJIAHUpAme: JIOKAJIHO,
pervMoHajHO M HAllMOHATHO. TypUCTUUYKWTE OpraHu3aluy Ha HAI[MOHAJIHO
HUBO Tpeba 3a IJIaBHA IeJ [la ro MMaaT MojoOpyBameTO a MMUIIOT Ha
TypucTUUKaTa AecTuHanuja. Ho, oBa He e camo mpobseM Ha HaALMOHAIHO
HUBO. Ha pernoHasiHo 1 JToOKaTHO HUB, CUTe KpeaTOpH Ha TYPUCTUYKY TTOHYI U
Tpeba ma ro nojgobpyBaaT MMMIIOT HAa 3eMjaTa U UMULIOT Ha OKOJIMHATA, fia
co3zazat 6peH[] o] TypUCTAYKaTa AecTuHanuja. Ha mpumep, pervonu Bo EY
Kako AsypHuot bper Bo @panuuja, Kocta gen Con o llInanuja unu Cipusang,
Bo ['epMmaHwmja, HU TOKa)KyBaaT JjeKa off elHa TYPUCTUYKA JeCTUHAI[ja MOKe
Zla ce HampaBu OpeH[, Ha pa3JIMYHO HMBO Ha JIp)KaBHA OopraHu3aliyja, a He
CcaMo Ha HaIlMOHAJIHA.

3aToa, ¥ Ha MAaKPO M Ha MUKPO HUBO, TOCTOjaT Pa3IMIHU WH(pOPMALIUU O]
TYPUCTUYKHUOT Ma3ap WITO MAPKETUHTOT I'o I0CTaByBa:

Cnauka 1: Illema Ha MapKeTUHIITKY WH(MOPMAI[UT
Ha MaKpo U MUKPO HUBO

HACOKH

MAPKETUHT IIJIAH

KOHKYPEHLIMJA \ i)
MAPKETUHT KAKO [TA CE CTUTHE

J10 LIEJITA
IIPEJIBAJTYBAA HA / MEHAIIEP
®YTYPOJIO3UTE

MAPKETHHIIKO [IPO®UII - TYPUCT
BT MPO®IJITIPOK3BO]

Y

CIIEHIN®UKALIMN HA CIIEIU®UKALIMA HA
PECYPCUTE LEJNTE
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MEHALIMEHT BO TYPWU3MOT

3aToa, Ha CeKoe HUBO OJ] TYPUCTUUKHOT T1a3ap, KPUTUUHO e Jla CTe CHab/ieH!
co cuTe MH(OpMaIMH 07 Ta3apoT HAaBe/IeHU rope, ITO Ke BU TOMOTHE Mo700po
Ia ja pasbepere TypucTHUYKaTa mobapyBauka M CJIeCTBEHO, IMOJoOpo ma
I'M Au3ajHUpaTe TYPUCTUUYKUTE Mpou3Boau. McTo Taka, Kora Ke clioMHeMme
MpOU3BOAY BO TYPU3MOT, Ba)KHO € 7a ce paszbepe [eK TaKaHApeUYeHUOT
,IIeJIOCEH TIPOM3BOJ‘ BKJIy4YyBa MOBP3aHOCT CO CUTE WHIYCTPUU BO eJHA
TYPUCTUYKM JeCTUHAIMja (arpoKyJITypa, Fpajie>KHUIITBO, TProBUja, UTH.) CO
1[eJ1 TIOTPOIYBAYOT (TOCTUHOT) 1IeJIOCHO [1a Ce 3a7J0BOJIN.

TypucTrnukuTe mecTUHAIM Cce Tope - 0Jy 3a0KPYKeHU reorpadCKy mogpadvja
(mp>xaBu, peruoHu, mox — peruoHu). Tpeba ga mocegyBaaT aTpaKTUBHU
ejieMeHTH, 6e3 pa3yiMKa /iaju ce KyJTYPOJIOIIKY, MTPUPOSHU WU COLIMjaTHA
1 Tpeba [a T MmoceAyBaaT cooABeTHU (DOPMU Ha CMeCTyBame, peKpealuja
1M TpaHCIlopTaliyja, 11eJJOCHUOT KOHIEeNTyaJleH MapKeTUHI MeHalIMeHT Ha
TYPUCTUYKUTE IeCTUHALIMY Tpeba /1a ce COCTOU OfI CIe/THUBE eJIeMeHTH:

AnHanu3a Ha cuTyalujaTa
dopMynupane Ha MUCHjaTa, LeJUTe U HACOKUTE

dopMynrpan.e Ha rI100aJTHU CTPaTeruu

S W

,HECI)I/IHI/IpaH)e Ha CTPATeIKNUTE U TAKTUUYKUTE OOJIYKHN Ha MHCTPYMEHTUTE
3a MAPKeTMHIIKHU MUKC

o

Ilv3ajH Ha opraHu3alujara

KOHTpOJ’Ia Ha aKTUBHOCTUTeE.
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SAJAKHYBARE HA KAMTAUMTETUTE 3A OBPASOBAHME 1 OBYKA 3A 3ALLTUTA
HATIPUPOLOHNTE PECYPCKM BO OXPWOCKO- MNMPECTTAHCK BACEH

Cnuka 2: EnemeHTUTe Ha MapKeTUHT MEHAIMEHTOT Ha TYPUCTUYKA
IleCTUHaLMja

AHAJIM3A HA CUTYALIJATA

/\

AHAJIN3A HA OKOJIMHATA AHAJIM3A HA PECYPCUTE

\/

DOPMYJIMPARE HA MUCHJATA,
LIEJIUTE 1 HACOKUTE

Y

DOOPMYJIPAILE HA
[JIOBAJTHUTE CTPATEI'MN

:

MAPKETMHIIKN MUKC

/w v\

KAHAJIN HA
[IPOJJAYKBA

'

JV3AJH HA OPTAHU3ALIMJATA

}

KOHTPOJIA HA AKTUBHOCTUTE

[IPON3BOJI [TPOMOBUPAILE [IEHA

CuTe eneMeHTU HaBe[eHW TIOrOpe Ce WHTerpajieH Jea o7, MapKeTUHT
MeHalIMeHTOT. Ha caMuoT Io4yeTOK, CeKOj MapKeTHMHINKM IUIaH Tpeba
Ila BKJIyUyBa aHaJiM3a Ha CUTyalMjaTa, Koja Ce COCTOU Of, aHaJu3a Ha
cpepunara (Hakparko IIECTEJI) u anmammusa Ha pecypcure (m CBOT).
[TECTEJI 31auu mexa cMe 3aMHTepecrpaHHu [ia ja onuiieMe oKoJMHaTa 4 Jia ja
pa3bepeme MoJUTHUYKATA, EKOHOMCKATa cpeiHa (ma3apoT, KOHKYpeHIirjarTa,
€KOHOMCKaTa CTaOMIHOCT, UTH.) COI[MjaIHATa, TEXHOJIOIIKATA, €KOJIOIIKaTa
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MEHALIMEHT BO TYPWU3MOT

u neranHata cpeguHata. CBOT aHanu3aTta rv moka)kyBa BHATpeIIHUTeE
NpeiHOCTY U cjabocTu (Ha opraHu3allaujaTa Ha MUKPO UJIM MaKpo HUBO) U
HaZIBOPEIIHUTE MO>KHOCTH U 3aKaHU.

MucujaTta e HauuH Ja ja OTKpueMe HamaTa e(eKTUBHOCT (IpaBeme Ha
paboTuTe Kako IITO Tpeba) MpeKy MmocTaByBame e U HacOKW. Busujara
HY TIOMara Jja ' peajusypaMe HalluTe M0CaKyBaHU MO3ULIMY BO UIHUHATA
(o6uuno 5-10 rogunM).

[TocTojaT MHOTY CTpaTeruy KOM HU IoMaraar jia ru fjecpuHupame epukacHUTE
HaUMHU 3a JOBe/lyBame Ha HalllaTa OpraHu3alyja Ha rocakyBaHa Mo3uljuja,
HO TPU Ce HajBa)KHU: CTpaTerrja Ha Hepa3anyeH MapKeTUHT (MacoBeH Ia3ap),
cTparervja Ha pasjiMuyeH MapKeTUHT (JeUHUIMja HA CETMEHT U Ma3apHu
1[eJiM) W CTpaTerdja Ha KOHIEHTPUpaH MapkeTuHT (dokyc, dokycupad
mapkeTuHr). [lpeTxomHo HuU e objacHETO [eKa JIeHeIIHWOT CBeT caka
nedUHUIMjA HA MAa3apHO-BOJEHU MPUCTAIHY MPEKy COo3/laBakme Ha Ma3apHu
CerMeHTH U [uepeHIIMpaHu TPOU3BOAN.

MapKeTUHI MMKCOT MO)Ke 1a BKJIyYyBa MHOIY eJIeMeHTH, HO YeTUupu
ce HajIJaBHU: MPOUM3BOZ, NMPOMOBHMpake, lleHa UM KaHaJIM Ha Tpojakoa.
Opranusanuja Mo)ke pna Oujie KOpPeKTHO CO3[lafileHa CaMO aKO CuTe
YeTUpPU eJIeMeHTH Ha MApPKeTUHIIKUOT IUIaH Ce aHaJu3upaHu, Oupejku
opraHu3sanjaTta Tpeba fa buse mpucrnocobeHa Ha TOTpebUTe Ha Ma3apor.

be3 KOHTpoJIa HA MApKeTUHIIKUTE aKTUBHOCTU BO ceKoja pa3a, MapKeTHUHT
MJIAHOT HeMOYKe fa buzie agekBaTHO HAObYIyBaH U MpOLIeHeT.

MapkeTuHr MeHaepuTe Ha MUKPO 1 Makpo HUBO (JITO- nokaaHu TypucTUYKA
opranusanuu, PTO-permoHasHu TypucTuuku opraHusanuu, HTO-
HalMOHAJIHU TYPUCTUYKY OPraHU3aLiiy) HEMO)KAT [ia HarpaBaT e(heKTUBHU
ofylyku 0Oe3 MoAApIIKaTa HAa MApPKeTUHINKMOT WH(MOPMAIUCKU CHUCTEM.
be3 ma 3abopaBuMe JleKa afeKBaTHUOT MH(OPMAIIUCKN CUCTEM 3aBUCH O]
Ma3apHUTEe yCJI0B Ha CeKoja TYPUCTUYKA AeCTUHAIMja U 6e3 HeKoja »kenba
Ia cyrepupame ajieKBaTeH MH(MOPMAILIMCKU CUCTEM KOj Ke e MpuJiarojieH 3a
CUTe CUTYalluH, MOXKe Ia 3aKJIyduMe JleKa CeKoj Jobap cuctem Tpeba ma ru
COP>KU CJIeTHUBE TI0/I-CUCTEMMU:

+ [lop-crcTem Ha BHATPEUTHU U3BEIITaU

+ Tlom-cucTem Ha MapKeTUHIITKY UCTPAru

+ [lox-cucTem Ha MapKeTUHIIKY UCTPa)KyBama
+  AHaJIMTUYKU MAPKETUHIIKY MOJI-CUCTEM
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OPTAHU3AIINJA HA MAPKETUHIIIKUTE
AKTUBHOCTHU BO TYPU3MOT

MapkeTuHr opraHu3anuuTe Tpeba ma 6ugaT BOZEHW Of Ma3apoT WU Off
nobapyBaukara. Toa 3HauUu JjeKa co3/laBame€ Ha OpraHu3aliyjaTa ce cyJyyBa
OTKaKO TYPUCTUYKATA KOMITaHUje Ke ce 3armo3Hae co notpebure, xeabure u
npedepeHIuTe HAa TYPUCTUTE (KyITyBadUTe).

Ilobpa MapKeTWHT oOpraHu3aljidja BO TYpU3MOT, Tpeba Aa TM MOUYUTyBa
ciegHUBe?

«  @MoKyc Ha BpeJHOCTUTE Ha KyyBauUTe

« @doKyc Ha AUPEKTeH KOHTAKT CO KyNyBauyuTe (IMpeKTeH MapKeTUHIIKH
OZITOBOP)

* AKTMBHOCTH 3a TIOAApLIKA

«  MwuHUMU3MPaH-€ Ha He3a/I0BOJICTBO Kaj KyITyBauyuTe.

Co e ma rv UCIIOJIHYA TOpeHaBeJleHuTe MobapyBamba, MApKeTUHTOT CO3/1al
MBK unu MenanimenT Ha Bpcka co KynmyBaunTe, opranu3aliyja Ha aKTUBHCTH
(hoxycupaHa Ha BpcKuTe co KymyBauuTe. [leanor cucteM Ha TYPUCTUUIKUTE
KoMMNaHuu Tpeba ma ro ciaegu MBK co men ga co3gaze MOKBaJIMTETEH
TYPUCTUYKU TPOM3BOJ criope]i MH(MOpPMALIMUTe MPUMEHM Ofi PAa3BOjOT HaA
MPeTIOYMTaHu BpcKU co KynmyBauute. JJoopuor MBK Tpeba ja ga 3ronemu
BpeIHOCTa U 3a TYPUCTUTE U 3a 00e30emyBaunTe Ha yCIAYTA U Tpeba ma ro
MOJUTHe HUBOTO Ha JiojaJIHOCT. JIojasiHOCTa e 3aJ0BOJICTBOTO Ha KYIyBayoT
IITO CO3JaBa 3roJIEeMEHOCT Ha KyNyBame WM 3rojieMeH Opoj moceTu Ha
olpeeHN TYPUCTUUKM AecTUHauuu. He cmeeme ma 3abopaBuMe [eka
roedTHUHO e J1a ro ApKeMe CTapuoT KyMmyBad ,,CpekeH“ OTKOJIKY ITOCTOjaHUOT
TPYZA J1a CTEKHEMe HOBU KYITyBayHu.

[Ipn opraHusaiyjaTa Ha MapKeTUHIIKUTE aKTUBHOCTHU, FOJIEMO MECTO MY
npumnara Ha rpajemeTo Ha OpeHjoT. bpeHp 3HaAuM BeTyBame Ha A0CTaBa
Ha OueKyBaHaTa BPeHOCT 3a KymyBauuTe. Kora OpeH/IOT e cujieH, uMaMme
JIOjaJIHU KYITyBa4Mu.

XoTejickata MHAYCTpUja e mo0po 3amo3HaTa CO Ba)KHOCTA Ha OIP)KyBame
Ha cujieH OpeHJ Cco LieJl fa ce 3a[p)KaT KymyBauuTe. Ba>kHO e [1a ce 3Hae
IeKa X0TeJICKUTe OpeHI0BU ce CO3[a/leHy 3a [a IT'v MpUHecaT TYPUCTUIKUTE
MPOU3BOAY KOH OYeKyBaH WJIM BOOUWIMB KBaJIUTET. 3aT0a, MOCTOja MHOTY
MpHMep, KaKo IITO e MMOKa)kaHo BO cjie/iHaTa Tabea, Ha pa3InyHyu OpeHI0BU
C03aJ]a/IeH!’ 3a Pa3JIMYHU KYITyBauYKU CETMEHTH.
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Tabena 2: XoTeyicku OpeHA0BU

MEHALIMEHT BO TYPWU3MOT

. Starwood

Cendant . . Choice Hotels& .

Bass Hotels&Resorts | Marriott International Hotels In- Hilton
Corp. ternational Resorts.

Worldwide

Days Inn Crowne Plaza Courtyard by Marriott Clarion Four Points | Conrad
Howard Hotels&Resorts ExecuStay by Marriott Comfort Luxury International
Johnson Holiday Inn Fairfield Inn by Marriott | Econo Lodge | Collection | Double Tree
Knights Inn | Holiday Inn Express | Marriott Conference MainStay | St.Regis Hotels, Suites,
Ramada Holiday Inn Family | Centres Suites Sharaton | Resorts, and
Super 8 Suites Resorts Marriott Executive Quality \W Clubs
Travelodge |Holiday Inn Garden | Apartments Rodeway Westin Ebassy Suites
Villager Court Marriott Hotels, Resorts, | Sleep Hampton
Lodge Holiday Inn Select and Suites Inns&Suites
Wingate Holiday Inn SunSpree | Marriott Vacation Club Homewood

Resorts International Suites

Inter-Continental New World

Hotels and Resorts | Ramada International

Staybridge Suites by | Renaissance Hotels and

Holiday Inn Resorts

Residence Inn by Marriott
Ritz-Carlton

SpringHill Suites
TownePlace Suites
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EAVKAIIUJA 3A MEHAIIMEHT I MAPKETHUHT
BO TYPU3MOT

daKkT e gexka TyPUCTUYKMOT Pa3BOj BO MHOTY Ip>KaBU pacTe IMOBeKe off
00pa30BHUTE paMKU. 3aT0a, 1 (POPMAITHOTO U He(hOpPMaTHOTO obpa3oBaHue
ce Ba)KHU 3a [la Ce CTeKHAT MOTPeOHU MeHAILIMEeHTCKU CITOCOOHOCTH KoM Ke
ro MOAAp>KaT Pa3BOjoT HA TYPUCTUUKUTE AecTuHauMu. OBUe criocoOHOCTHU
BKJIy4yBaar:

« Croco6HOCT 3a pelaBamwe MTpobIeMu Ha TOCTU/TYPUCTHU CO BUCOKO HUBO
Ha OCeTJIMBOCT U TTOCBETEHOCT

+ CmocobHOCT 3a KOMYHUMKaIIHMja, ¥ BO OpajiHA ¥ BO MUIaHa (popma

« CrnocobHOCT [1a ce TOCTUTHE TO3WTHBHA paboTHa aTmocdgepa momery
BpaboTeHUTe

« CmocobHoCT fja ce mocTurHe mpodecroHaan3am Bo ceKoja cuTyaluja

+ Crocob6HOCT f1a ce MOCTUTHE TTO3UTUBEH MOTPOITYBAYKY CTAB Y TO3UTUBHA
BpPCKa CO MOTPOIIYyBaYNUTe

« CmocobHoCT [ja ce HaBejaT BpaboTeHUTe Aa paboTaT KOH OorepaTUBEH
ycrex.

MHory e Ba)kHO Jja ce mpoba /ia ce pa3pelru cekoj mpobjeM u nmotpeba Ha

TOCTUTE, IIITO MOYKE fia Oujie PerieHo BO TYPUCTUUKUTE JIeCTUHAI[UY CTIOpe]I

maaHoT 3a (ogp)kauB) pa3Boj. Ho, yimiTe moBa)kKHO e fla CuTe 3afiauu Ce

BHUMaATeJIHO UCayanu bunejku cakame BHI - Bpakame Ha rocTtuTe, mMTO TO

CTIOMHaBMe MPeTX0HO KaKo BpBHATA LieJ1 HAa MeHAIMEeHTOT.

Menarniepute Bo TypU3MOT, KaKo YCJIy’KHA [IejHOCT, Tpeba fa 3HAaT KakKo
Ila KOMYHMI[MpaaT Ha €IHO MHOTY oceTIMBO HUBO. He moctou HauuH fa ce
npucgatu MBK - MenanimeHT Ha Bpckute co KynysauuTe, 6e3 BemTuHu 3a
YyBCTBUTEJIHA KOMYHHUKAIIMja MPUCIIOCOOEHM KOH IMoceOHUTe moTpebu Ha
TypucCTUTE. Ba’kKHO € KOMYHUKAI[UCKUTE BeIITUHU Ha BKJTy4yBaaT IT03HABAbe
Ha OCHOBUTE HA KyJITypaTa Ha CTPAHCKHUTE TOCTH, 1a 3aToa e MmotpebHO 3a
TYPUCTUYKUTE MeHallepu Aa OupmaT moOpo TMOATOTBEHU 3a CUTE BUJIOBU
KyJITypa Of 3eMUjUTe Ha eMUCHja (3eMjuTe Ha ITOTEKJI0 Ha TOCTUTE).

AKo cakare ja MMarte ,CpeKHM‘ roCTH/IOTpOINyBayu, Tpeba ma umarte
,CPEeKHU" BpaboTeHU. 3aT0a, MeHalIepoT Tpeba /1a Oujie T0BOJTHO CIIpeMeH /ia
HampaBu paboTHa OKOJIMHA KOja Ke MMa MO3UTUBHA eHepruja, IITo Ke Bogu
KOH IOYCITeIHU OIepaLi U BpPCKU CO TOCTUTE.

Menanepute Tpeba ma ro momoOpaT M MOUYMTYBaaT IMPOQeCcHOHATU3MOT
MOCTOjaHO M BO CeKoj acmeKkT. Toa 3Haum [enukaTHa pa3fesba of cekoja
eMoli1ja KOja MOyKe HeraTUBHO /ja Bjivjae Bp3 MO3UTUBHATA BPCKa CO TOCTUTE.
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MEHALIMEHT BO TYPWU3MOT

[locTojaT MeHallepy Ha pas3jiMUYHUA XMEPApXMCKW HUBOA Ha OpraHu3aijyjaTa:
oriepaTUBHYU MeHaIlepy, MeHA[lepy Ha CpeIHM HUBOA, MEHAIIePU Ha CTPaTeIlKy
HUBOA, W3BpPIIEeH MeHapep-aupekTop. HajmoBosHo obpa3oBaHue 3a OBUE
MeHallepCcKy HUBOA MOYKe Jia ce AeprHupa co cyie[fHaBa Tabea:

Tabena 3: HajmoBosHO obpa3oBaHue 3a MEHAIIMEHTCKO HUBO

MenaimenTcko HUBO | HajmoBosiHO 06pa3oBHO HUBO

OnepaTUBHO HUBO Konen

CpenHO HUBO YHuBep3uTeTCKa JUMIoMa

CTpaTeuiko HUBO YHUBEP3UTETCKO HUBO U MarucTparypa 1o OM3Huc
JIupep/dupexTop MaructpaTtypa, [JokTopat

3omITo BepyBamMe fieKa e IMOTPeOHO HajrpasyBame Ha MeHalIMeHTCKUTe
BEIITUHU TMPEeKy KOHTUHYUPaAHO oOpa3oBaHue? 3aToa IITO MOCTOjaT rojaemM
Opoj 3agaun ¥ KOMIUIEKCHU (PYHKIIMK KOU YCIIeITHUTE MeHallepu Tpeba 1a ru
(bunanu3upaat. Tue pyHKIIUM Ce:

« [lnanupame

« Opranusamumja

« JloHecyBame OfJIyKU

« KomyHukanuja

« MotuBanuja Ha BpaboTeHUTE
« KonTtporna.

dyHKIIMjaTa HA MJIaHUPake 3HAYM JIeKa MeHallepoT I'M JeuHUpa 1eIuTe
1 T MIOCTaByBa IJIAHOBUTE 3a OCTBapyBame Ha Tue 1eau. On npyra cTpaHa,
nak, QyKHIMjaTa Ha OpraHnu3upamme 3Hauu JeQMHUIAja Ha CUTe aKTUBHOCTH,
nesieralyja Ha 0OBPCKU, MeHalIMpake Ha 3a/1a4H, iejieraiyja Ha Hag30 pHULA
Y JOHEeCyBayu Ha OJJIYKH.

IloHecyBame OJJTYKM € KJIydyHaTa (pyHKI[Mja Ha MeHallepuTe U ja BKJIy4YyBa
neduHUIIMjaTa HA BU3HWjaTa, MUCHjaTa, L[eJIUTe U JUPEKTUBUTE (ITOJIUCHUTE)
Ha KOMIIaHUjaTa.

KomyHuKaljaTa 1 MOTHBaljaTa Ha BpabOTeHU € ce IMOBa)KHA JOKOJIKY
cakaTe Jla T'M BOAUTE CUTE YIEHOBM Ha KOMITaHMjaTa KOH OCTBapyBame Ha
1leyiuTe Ha KoMmmaHujata. OBa e IMpUUYMHATA 3a KOpIIOpaTUBHaTa KyJITypa
M MHOTY KOMITAaHMM MMaaT IoCce0HU ymaTcTBa 3a Mojgobpo npudakame Ha
KOPITIOPaTUBHUTE KyJITYPHU BPeIHOCTH.

KonTtposia (MoHUTOpPMHT) e yHKI[MjaTa Ha II0CTOjaHA IIPOI[EHKA BO
opranu3aiiyjara (kommnanuja, HBII, mokaaHa BiacT) co 1e Ja ce ocUrypa
nmeka e edpeKTUBHA U e(pUKacHA Ha CeKoj HAYMH. MeHallepuTe ce THe KOu
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Tpeba Jja T'M MpoLieHaT pe3yJaTaTUTe Ha KOMIIaHWja U BpabOTeHUTe Co 1ieia
7la ce M3MepHu INIAHUPAHUOT PacT Ha TYPUCTUUKOTO ITPOU3BOJCTBO.

Bo nmpakcaTta Ha efiyKaijydja BO TYPU3MOT, ITIOCTOjaT [jBa MOJIeJIU:

«  @dopmajsieH Mojien
« JIBoeH MopeJ.

dopMasTHUOT MOjIeI UMITJIMIIVPA JleKa MeHallepyuTe ro MpuMaaT HajroJIeMUOT
IeJi 0]l CBOeTO 3Haeke Ha KoJiell/ YHUBeP3UTeT, U fieKa TPEeHMHIOT BO paboTHa
cpepuHa e mMuHuMazeH. OBoj mozen e mipen ce mpudarted Bo Mctouna
EBpomna, a ¥ HaIIMOT PervoH ro KOPUCTeJ BO MUHATOTO. AKO ce 3Hae JeKa
Hcrouna Espona ([Toncka, Yemka, CnroBauka, Pomanuja, byrapuja) cranaa
nen on EBporickara YHuja, motrpebara ma ce mpudaTaT cTaHAapAuTe Ha
obOpa3oBaHUe KO ce UMILIMLIMPaHu BO EY co3maze mpomMeHu Bo 0BOj Moge
1 co Toa ce mobu [IBojHnoT mMozes. [IBOjHUOT Mojies1 UMILIMIIMpa IOoTpeba
ox hopmajiHO U HepopMasHO obpa3oBaHUe BO paboTHaATa cpearHa. MHory
nobap mpuMep 3a oBa HU Joara of ['epmaHuja Kajge miagure yyfe (mocie
16roa.) mpomosKyBaaT CO HMBHOTO OOpa3oBaHUWe Ha JIOKAJIHUOT KOJielf
(Bepediuryse), Ho BO McTO Bpeme KoMOMHMpPAAT co HUBHaTa pabora. Cute Tue
00pa30BHU aKTUBHOCTHU Ce OJIp)KyBaaT MPeKy B3aeMeH UHTepeC U KOHCeH3YC
roMery MpUBaTHUTE U JIP)KaBHUTe 00pa30BHU OpraHu3allnuy, BpaboTeHUTe 1
pPabOTHUUKUTE CUHIUKATH.

Cute criocobHOoCTM 3a Kou 30opyBaBMe Tpeba pma ce mnpudaraT BO
npogecMOHATHUOT >KMBOT HAa MeHallepuTe. BakHo e mTo (hopmMasHOTO
obOpa3oBaHue MOXKe [ja ja 3rojieMH CIOCOOHOCTa Ha efleH CTPYKTypajieH
HauMH, HO MHGOpPMaJHOTO obpa3oBaHue BO paboOTHATa CpeiMHa € HCTO
TaKa MHOTY Ba)kKHO, 0COOEHO aKo ce 3Hae [IeKa >keJiouTe Ha MOTPOLTyBaYnTe
BO TYpU3MOT parujHO Ce MeHyBaaT, a 3aroa InorpebaTa Ja CTeKHyBaaT
HOBU BELITUHHU € MOCTOjaHO MPUCYTHA. Ba)kHO e 1mTo 06pa30BHUOT CUCTEM
Tpeba ma Ouje Au3ajHUMpaH 3a CO3/laBame WHTerpajeH TypusaM u Tpeba ia
rjefja Ha TYpPU3MOT KaKO CHCTEM, a BO MCTO BpeMe, CUTe MeHalIMeHTCKHU
HUBOA (OrmepairoHo0, CPeIHO, CTPATEeIIKO, U3BPIIHO) Tpeba MMocTojaHo [a ja
nmogobpyBaaT cBojaTa ClioCOOHOCT.
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IIOCEBHO ITOJIE: BUHCKHU TYPU3AM

[locebeH Bu Ha Typr3aMm, ¥ BO UICTO BpeMe TUPeKTeH MapKeTUHIITKY ITpHUCTal
e BUHCKMOT Typu3am. OBa 1oJjie e TJIaBHO MPEOKYITUPAHO CO TTPoOIeMoT Ha
TpaHcdopMalidja Ha JIYfeTo BO MOCETUTEJIM, IITO IIoMara BO Iojobpara
npozaa)kba Ha BUHATa ¥ BO UCTO BpeMe, To/iobap MMUII Ha BUHCKAaTa KOMITaHUja
Y BUHCKHUOT PErvoH (TypMCTWUYKa [AecTuHanuja). JJupekTHUTe Mpomakbu
Ha TOCETUTENIM BO aMEPUKAHCKUTEe BUHAPUM pacTe W BO MHOTY Cjydyau
LIeJIOCHUOT MPUXO0J, HA BUHCKUOT Typr3aM mpaBaT oKoJiKy 20% of1 11eJI0CHUOT
MpUXO/i Ha BUHCKUTE KOMIAHWU. Ba)KHO e IITO OCBEH MpoMoliyjaTa Ha
TYPUCTUYKUTE TTOTEeHIIMjaJIM Ha HUBHATa KOMIIaHUja, CeKoja BUHapHrja Tpeba
na paboTu 3ae/IHO 3a Jla oOCUTrypa OpeH ] UMUII Ha TYPUCTUYKATA JIecTUHAIAja
Ha Koja mpumnaraat. 3aToa, CUuTe MPeTXO0JHO CIIOMEeHATH COBeTHU BO OJJHOC Ha
TJIAHOBM, CTpPATeruy, OpraHu3al[uy, UTH. Ba)kaT M 3a OpraHU3alluuTe 3a
BUHCKU TypU3aM.

[IpBHOT yekop 3a nomobpo pasbupame Ha BUHCKMOT TypU3aM e Momobpo
pa3bupame Ha MOTeHLHjaJHUTe MOCeTUTeau-TypucTu. Tpeba ga ru 3HaeTe
HEeroBuTe/Hej3UHUTEe TOTpebu U Kejabu, mpeTnouynTaHa 3abaBa, BKyC 3a
BUHO, UTH. [lorojemuoT 6poj o BUHCKUTE TYPUCTU He Cce 3aMHTepecupaHu
3a roJjieMu Ipe3eHTallMi Ha BUHCKaTa KOMIIaHHja, a cakaarT Jia To MOTPOoIIaT
BpEMeTO Ha ONyllTake, Ha 3abaBHa [erycraluja Ha BHHO CO JUPEKTHO
HUCKYCTBO U ,JlecHa“ BHUHCKa mnpukasHa. CakaaT [a ja IOYYBCTByBaaT
,BUHCKaTa aBaHTypa“ Ouzejku mMa MHOTY eMOILIMY BMeIIaHU BO ITpMKa3HaTa
3a BUHaTa, MHOT'Y UCTOpHja U IO3UTHBHA eHepruja. 3aToa, BayKHO e Jja ce 3Hae
IeKa BUHCKUTe TYPUCTH, KaKO W IPYrUTe TYPUCTH, IPBO OGapaaT Komdop u
pekpeaiiyja, a BTOpo KOH3yMaliija Ha BUHO. MHOT'Y BUHCKY KOMITAHUU Y€CTO
ro nmozgzabopaBaaT 0BOj haKT, Ta MUCJIAT eka BUHCKUTEe TYpUCTHU Tpeba fa
ce TpeTUTaaT KaKo W JIPYTU OM3HKC IMOCeTUTENIM KOU JjoaraaT CTPUKTHO 3a
merycTaijdja Ha BUHO U MHCIIeKIIMja Ha TPOU3BOCTBEHUOT IPOLIeC.

MHory e Ba)KHO [Ja ce MOBp3e BUHCKMOT Typu3aM CO TeHepajiHaTa
TYPUCTUYKA T0JIMCA, OUJIejKU TOCTUTE KOU foafaaT J0 BUHCKUTE KOMITAHUU
ce TMOTeHLiMjaJJHU MeTU 3a CUTe [pPyIu TYPUCTUUYKU MPOU3BOAU. 3aToa,
BUHCKUTEe TYPUCTHU ce Jyfe Kou npedeprpaat akTUBHU OGMOPH, T1a ce fobpa
MeTa 3a CUTe Jpyry peKpealuCKy NakeTy 3a TYPUCTUUYKUTE AeCTUHALUN.

[laTyBamaTa 0 BUHCKUTE KOMITAaHUY ce 0OMYHO Ha IToJIy-AHeBHa 6a3a. 3aToa,
mo0po e IITO BUHCKUTE MOAPYMU Ce Ha ITOMaJIKy oj 1 yac of1ajedeHoCT o
IpajioT Kajie XOTeJUTe Ha TOCTUTe ce JjiouupaHu. YecT e 0OMYAjOoT BO OBOj
BU/I HAa TypMU3aM roCTUTe ia He TpolIaT IoBeKe off efieH /ieH 3a fia ' IoceTaTt
BUHCKUTE KOMMOAHUM-TIOAPYMU. Bo cuTyaluu Kajle BUHCKUTE IOAPYMU
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ce MPeMHOTY OfJajedeHu off TpafoBuTe, fobpa uzeja Moxke fga bume ma ce
opra"usupaar coOu 3a BAHCKU JeryCTaluy MOBIUCKY 10 rpafloBUTe, bugejku
BUHCKUTE TYPUCTU YeCTO CaKaaT BUHCKOTO UCKYCTBO /ja IO I0)KUBeaT KPaTKo
IITOM Ke IO HaIlyIITaT XOTeJI0T (CMeCTyBambeTo).

Ila ce hokycrupaMe Ha HEKOJIKY aCTeKTU Ha BUHCKUOT TYpU3aM:

« [IpomMoTuBHU anaTKu

+ Ilpocuren LlenTap

*  BMHCKM UCKYCTBO

+ Bpcka co nokanHaTa XxpaHa

« JlupexTHa mpojia)kb6a Ha BUHO
« CnenujasHu MOKJIOHU

Ba)kHo e f1a ce 3Hae leKa BUHCKMOT Typu3aM e Jobap HAuuH a ce 3ajakHe
MMUIIOT Ha OpeH0T Ha BUHCKATa KOMITaHWja ¥ Ha [eJIMOT BUHCKU PETvOH.
[TocetuTe Ha BUHCKUTE MOAPYMU M BUHAPUUTE [IOBeAyBa [0 UPEKTHA
KOMYHHUKAallMja Co IPOU3BOAUTEJIOT U € MHOTY BayKHO BO CBETOT Ha JUpPEeKTeH
MapKeTUHT. bujiejku e mpoMOTUBHA ajiaTKa, Ba)KHO € [la Cce mpaTaT CUTe
MOCEeTUTEIIA, @ 0COOEHO OHMe TI03HATUTe KOW MOyKaT fja momorHat Bo O]
Kamnawute. OBOj eeMeHT e BakKeH, HO He e foBosieH. DyHKIMjaTa Ha
BUHCKMOT Typu3aM Mopa fa Ouze 3a mpoduT U 3a Ja CTBOPU FOBOJIHO
npojakba co 1ea Aa ce MOKpHWjaT TPOILIOLUTE 3a Jerycrauuja, mocebHo
TPEeHVPAHUOT IepCOHaJl U BUHCKUTE IMPUMEpPOLM, a BO UCTO BpeMme Ja ce
co3zaze mpouUT 3a BUHCKUTE KOMIIaHUU U [ja ce 3rojieMu IpojiakbaTa.

BpemMeTo MoOMUHATO BO BUHCKHTE IMTOAPYMHU Tpeba fja buzie oJIIMUHO UCKYCTBO
criopeji TepiieniiijaTa 3a KBayiuteT Hamocetutenure. OaanuHara aTMocgepa
Ke 6uje ymre mojobpa ako e MOBpP3aHa CO JIOKAJHUTE CITeI[UjaJTMTeTH BO
rcxpaHara. baakaHCKMOT perMoH uMa TOJIKY MHOTY Jla TIOHY/IM Ha 0Ba ToJIe.
MecTaTa3apgerycraiyjatpeba Jaumaat ;obap mpocTop 3anpogakba Ha BUHa
1 yOaBY MOJIMIIA KOU CO3/laBaaT COBPIIEH BU3yeJieH UJeHTUTeT Ha OpeH0T
Ha KoMraHujaTa. Tpeba ma MMa U IOBOJIHO MPOCTOP NMTPOMOBUPAE HA CUTE
HOBM BHMHa 0] cekoja Oepba. OcBeH cTaHAAPJHUTE MPOU3BOJU, BUHCKUTE
TYPUCTU CaKaaT MOCeOHU MOKJIOH-TAaKeTH KOU Ke T MoTceKkaaT Ha ybaBoTo
BMHCKO MCKYCTBO U IIITO Ke CO3/1a/iaT IIIaHCa /1a U HUBHUTE MpUjaTeId, 0OTKAKO
Ke T4 goOujaT MOKJOHUTeE, Ia [A0jAaT U Jla ro MoCeTaT BUHCKUOT IOAPYM BO
WHUHATA.

BuHckuoT Typusam Tpeba fa Oujie MOBp3aH CO CUTE JPYTU, 0COOEHO CO
MOBAYKHUTE TYPUCTUYKM aAKTUBHOCTU. BHHCKHTE TOCeTUTENM caKaar
Ia ro MUHyBaaT BpeMeTO BO ybaBM pecTopaHW, Aa Y)KMBaaT BO OambW,
BeJsiocurieiu3aM U rojidp. BUHCKUTEe TYPpUCTH Ce MOYeCTo Jyfe cOo MOorojemMu
MPUXOZN, TIa HE € CaMO KOPUCHO 3a BUHCKUTE MOAPYMU, TYKY U 3a liejaTa
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MEHALIMEHT BO TYPWU3MOT

TYPUCTHUYKA AeCTUHAIW]ja, i ja ICKOPUCTAT HUBHATAa MoceTa 0 MAaKCUMYM.
[Tpumepu kako Puosrka, Hama Benu, bopmo, Keji TayH, Hu moka)kyBaaT Kako
BUHCKMOT TypH3aM MOKe Ja TU MOoA00pU CUTe OPYTd CeKTOPU Ha TYPU3MOT
1 rocTonpuMcTBOTO. OBMe BUHCKY PErMOHU IToMaraar Jja ce 3rojieMu OpojoT
Ha TYPUCTU Ha THe NeCTUHALWU, IIITO CO3/laBa PacT Ha MPUXOJIUTE 3a CUTe
WUTpavyy BO TYPU3MOT, He CaMO 3a BUHCKUTE KOMIIAHUM.

3aToa, Ba)KHO € TYpPUCTUUKUTE OpTaHU3alUM Ha JIOKAJHO, PeruoHaHO
Y HallMOHAJIHO HUBO fia T'M peajuM3upaaT MOTeHIMjaJuTe Ha pa3BojoT Ha
BUHCKHMOT TYpU3aM, 7ia TOMOTHAT BO HUBHOTO OCHOBAH-€ U Jla TO TPOMOBUPaaT
BUHCKMOT Typr3aM KaKo HOB, HO Ba)KeH aclieKT Ha UHTeTrPaJTHUOT TYPUCTUYKHU
MPOU3BOJ,

27



o U W

28

JIUTEPATYPA

Ognjen Bakic: Marketing in Tourism, 2007

Lamb, Hair, McDaniel: MKTG, 2010

Wagner,Olsen,Thach: Wine Marketing&Sales,2011

Milisavljevic, Todorovic: Marketing Strategy, 1995

Hill, International Business-Competing in the global marketplace, 2005

N.Perovic, Macro environmental Analysis in Marketing Management of a
Touristic Destination, 1999

N.Perovic: Basic Characteristics of Incentive Industry in the USA, 2005









3.E.,,Haiuiypa“-Civipyza

R/

Nikola Perovic

XHIMINE

-M

Milieukontakt Macedonia

Yn.Kapaopmah, 6p.11, 6330 Citipyza

¥ |
THE UNTON OF THE E‘con{s?lgi‘{l Ten/ dmm:: ++389 46 781 043

NAT Y RA

Ry e-mail: ue_natyra@yahoo.com

kor)fg/é/

Prill, 2013

* X

* *
* *
*

*
LT ¢

Finacuar nga Bashkimi Europian






Ky manual u pérgatit nga

Milieukontakt Macedonia

www.mkm.mk
.x\eukon}b%/
W 7,  member of
% kontakt
(CD)_ International
€ Network
5.

Né kuadér té projektit:

“Fuqizimi i Kapaciteteve Trajnuese dhe Edukuese pér Ruajtjen e Burimeve

Natyrore né Basenet e Ohrit-Prespés”
Pérfituesi: U.E.”Natura’-Struga
Numri i Kontratés: 2012/288-302

Adresa: “Karaorman” no.11, 6330 Struga, R.Macedonia

Prill, 2013

Finacuar nga Bashkimi Europian







MENAXHIMI NE TURIZEM

STRUKTURA E MANUALIT
HYRJE 1
MENAXHIMI NE TURIZEM NE MAKRONIVEL DHE MIKRONIVEL 2
MARKETINGU I DESTINACIONIT TE TURIZMIT 4
KONCEPTI I MARKETINGUT SOCIAL NE TURIZEM 8
MENAXHIMI I VARIABLAVE TE MARKETINGUT 10
PLANET DHE STRATEGJITE NE TURIZEM 16
ORGANIZIMI I AKTIVITETEVE TE MARKETINGUT NE TURIZEM 20
EDUKIMI NE MENAXHIM DHE MARKETING NE TURIZEM 22
FUSHE SPECIFIKE: TURIZMI I VERES 25
LITERATURE 28







HYRJE

Ekzistojné shumé pérkufizime dhe aspekte té menaxhimit, por éshté mé
e réndésishme qé té theksohet réndésia e manaxheréve né krijimin e
organizimit, krijimin e planeve dhe procesit té planifikimit, si dhe zbatimi i
tij dhe kontroll-monitorimi i vazhdueshém. Menaxhim do té thoté gjithashtu
kryerja e punés nga persona té tjeré, késhtu qgé menaxherét jané pérgjegjés
pér delegimin e miré té punés te stafi dhe vlerésimin e punés sé tyre.

Menaxhimi nga piképamja ekonomike mund té analizohet né mikronivel
dhe makronivel. Né mikronivel, ose né nivel kompanish té vecanta, éshté
e réndésishme qé té kihen menaxheré té miré pér té realizuar géllimet e
efektivitetit dhe eficencés. Efektiviteti do té thoté qé dikush po i bén gjérat
miré, kurse eficenca do té thoté qé procesi éshté menaxhuar me burimet
optimale. Té dy kéto géllime jané té lidhur me njéri-tjetrin dhe vetém nése
kompanité jané efektive dhe eficente, ato do té jené fitimprurése né terma
afatgjaté.

Né makronivel menaxhimi mund té analizohet né nivel lokal, rajonal ose
kombétar (federal) pérfshi kétu sektorin e 0JQ, akademikét, shkencétarét dhe
organizatat kérkimore. Eshté e réndésishme qé shogéria té kuptojé qé ¢do
proces duhet té arrijé qéllimet e sipérpérmendura té efektivitetit dhe eficencés.
Prandaj, ne jemi shumé té interesuar pér té kuptuar menaxhimin né ¢do aktiv-
itet ekonomik dhe joekonomik. Le té fokusohemi né menaxhimin né turizém.



MENAXHIMI NE TURIZEM NE MAKRONIVEL
DHE MIKRONIVEL

Njé nga leksionet e mia té para nga kompanité e miképritjes dhe turizmit
né Shtetet e Bashkuara éshté gé menaxhimi i miré éshté ROG. R pér return
(rikthim), O pér of (i) dhe G pér guest (mik). Késhtu Rikthimi i Miqve éshté
qéllimi dhe rezultati mé i miré i menaxhimit té miré né turizém. Gjithsesi, nuk
éshté vetém pérgjegjési e menaxheréve té turizmit lokal dhe kompanive té
miképritjes; éshté gjithashtu detyra e njé séré organizatash né nivel makro.

Tabela 1: Menaxhimi i marketingut té turizmit né makronivel dhe

mikronivel

Niveli Aspektet teorike Aspektet praktike

Makro Réndésia e shpjegimit té | Ndértimi i modeleve té
funksionimit té sistemit | makromarketingut té
integral turistik té proceseve té pérgjithshme
marketingut si rezultat té marketingut té turizém qé
ekonomik, dhe faktor duhet té cojé né plotésimin
i mjedisit social dhe mé té miré té interesave
ekonomik sociale

Mikro Teoria e mikromarketingut | Ndértimi i modeleve té
shpjegon metodén e mikromarketingut duke
menaxhimit (si dhe pse) té |pérdorur njohurité e
proceseve té marketingut |marketingut né ményré
né nivel kompanish gé kompanité turistike té
turistike arrijné rezultatet mé té mira

Marré nga 1. (Ognjen Bakic-Marketing in Tourism)

Né makronivel, ose né nivel té ¢do autoriteti lokal, geverisje rajonale ose
kombétare, éshté shumé e réndésishme qé turizmi té shihet si njé proces
integral, i cili pérfshin jo vetém organizatat turistike. Turizmi mund té sjellé
shumé pérfitime pér té gjithé shoqériné, por gjithashtu e gjithé shogéria
duhet té jeté e pérfshiré né krijimin e mjedisit pozitiv si njé faktor suksesi né
rezultatet e turizmit. Prandaj krijimi i modeleve té ndryshém qé shpjegojné
mé miré funksionimin e modeleve turistike ka gené né fokus né nivel makro.
Menaxhimi dhe marketingu né turizém jané dy disiplina akademike té cilat
ndihmojné pér té kuptuar turizmin, por gjithashtu ndihmojné né krijimin e
sjelljeve té biznesit mé té pérgjegjshme dhe mé té mira. Interesat e shogérisé
do té thoté gé nuk duhet té kénagen vetém turistét si konsumatoré, dhe
kompanité turistike si sigurues té shérbimeve. Eshté e réndésishme qé té
gjitha palét e interesuara, pra geveria, bankat, OJQ-t&, kreditorét, autoritetet
lokale, sektori akademik, etj té gjejné interesin e tyre né zhvillimin e turizmit.



MENAXHIMI NE TURIZEM

Vetém né kété ményré turizmi do té jeté objektivi kryesor né ¢do vend qé
ka njé potencial ekonomik, si¢ jané té gjitha vendet e rajonit té Europés
Juglindore.

“Si” dhe “Pse” jané dy pyetje qé géndrojné pas metodave té eficencés dhe
efektivitetit, té shpjeguara tashmé. “Si” do té thoté praktiké e miré né arritjen
e rezultateve mé té mira me burime optimale, dhe “pse” éshté njé pyetje
té cilés i duhet pérgjigjur gjithmoné pér té kuptuar nése jemi né “rrugé té
mbaré”, ose nése kemi avantazh konkurues. Nése menaxherét né organizatat
turistike dijné si té jené efektivé dhe eficenté, ata do ta ¢ojné organizatén
e tyre drejt pérfitimit, si qéllimi ekonomik mé i réndésishém, dhe né té
njéjtén kohé do té respektojné praktikén e korporatés dhe sjelljet shogérore
té pérgjegjshme. Kompanité aktualisht duhet té jené partneré me té gjitha
palét e interesuara, por duhen menaxhuar miré pér té krijuar mé shumé té
ardhura sesa shpenzojné. Pérndryshe menaxhimi po bén njé puné jo té miré,
dhe duhet té zévendésohet me njé mé té miré.



MARKETINGU I DESTINACIONIT TE TURIZMIT

Koncepti i marketingut éshté bazuar né tre elementé bazé:

+ Orientimi nga konsumatori
« Organizata té drejtuara nga tregu, dhe
« Pérfitimi.

Nevojat e konsumatorit jané arsyet kryesore pse prodhuesit (furnizuesit)
ekzistojné. Pasiata njihen me déshirat dhe nevojat e konsumatorit (népérmjet
analizés sé tregut), organizatat duhet té krijohen né funksion dhe né ményré
qé té krijojné pérfitime pér veten.

Marketingu éshté shkenca e té kuptuarit té tregut. Duhet té njohim nevojat
dhe déshirat e konsumatorit, té plotésojmé né ményré té kénaqshme ato
dhe né té njéjtén kohé té plotésojmé qéllimet (pérfitimin) e kompanisé
(organizatés) soné.

Si té pérkufizojmé tregun turistik? Ai éshté njé matricé marrédhéniesh midis
kérkesés (konsumatorit) dhe furnizuesit (kompanive turistike, siguruesve
té shérbimeve) cka nénkupton kémbimin e mallrave dhe shérbimeve
sipas ekuivalentéve monetaré té pérfagésuar nga ¢mimet, si njé nga katér
elementét e marketingut (produktet, cmimet, promovimi, kanalet e shitjes)

Pér té kuptuar mé miré marketingun, dhet té shohim fazat e zhvillimit té
tregut turistik nga viti 1950, kur turizmi filloi té zhvillohej, deri né vitin 2000.
Né vitet 1950, tregu i turizmit filloi té zhvillohej siiashtuquajturi treg i masés,
pa ndonjé mjet dallimi (produkt specifik) ose segmentim (tipa té ndryshém
konsumatorésh). Né fund té viteve 1960 dhe gjaté viteve 1970, u ngritén
vetém 2 segmente bazé si tregje turistike: konsumatorét e moshuar dhe
ata té rinj, por gjaté viteve 1980, menaxherét e turizmi kuptuan gé zhvillimi
kishte nevojé pér njé segmentim né shumeé nivele (konsumatoré mé té vijetér
e mé té pasur dhe lloje té tjera segmentimi). Nga koncepti i viteve 1990 i
marketingut specifik arriti personalizimi i produktit (krijimi i produkteve
turistike specifike pér konsumatorét). Kéto procese té té kuptuarit mé té
miré té nevojave dhe zakoneve té konsumatorit kané vazhduar né vitet 2000.
Jané krijuar Sistemet e Vecanta té Informacionit té Marketingut té tilla si
bazat e té dhénave té konsumatoréve sipas kodit postar, et;.

Kérkesa turistike (konsumatorét) sipas teorisé sé marketingut né turizém (1)
pércaktohet nga faktoré ekonomiké, socio-psikologjiké dhe mjedisoré.
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Né faktorét ekonomiké té kérkesés turistike béjné pjesé:

« Té ardhurat e disponueshme

« Té ardhurat per person

« Konsumi personal

+ Kostot e jetesés

« Kostot e transportit

« Kostot e shérbimeve turistike

« Kursi [ kémbimit

+ Kostot e promocionit

« Distanca fizike (nga destinacioni)

Faktorét socio-psikologjiké qé pércaktojné kérkesén turistike pérfshijné:

« Faktorét demografiké

« Motivimin

« Preferencat e udhétimit

« Imazhin

« Ndérgjegjésimin rreth opsioneve té ndryshém té udhétimit
+ Sjelljet kundrejt destinacionit
« Kohén e liré

« Udhétimet e paguara

« Pérvojén e méparshme

« Shéndetin

« Preferencat kulturore

Ndér Faktorét mjedisoré té tregut turistik béjné pjesé:

« Disponueshmeéria e ofertés turistike
+ Rritja dhe stabiliteti ekonomik

« Mijedisi social dhe politik

* Recesioni

+ Zhvillimi i teknologjisé

« Arritshméria e destinacionit

«  Zhvillimi i infrastrukturés

« Epidemité

 Luftrat, terrorizmi

+ Térheqja kulturore dhe sociale

« Faktorét e vecanté (Lojérat Olimpike, ngjarjet e médha)
+ Pengesat dhe kufizimet



FUQIZIMI'T KAPACITETEVE TRAJNUESE DHE EDUKUESE PER RUAJTJEN E
BURIMEVE NATYRORE NE BASENET E OHRIT-PRESPES

Karakteristika mé specifike e kérkesés turistike éshté elasticiteti i saj, i cili
mund té analizohet sipas faktoréve ekonomiké dhe jo-ekonomiké. Elasticiteti
ekonomik mat ndryshimet né kérkesén turistike kur ndryshojné té ardhurat
e konsumatorit, ose faktoré té tjeré ekonomiké, té tilla si promovimi,
kursi i kémbimit valutor, etj. Elasticiteti nga faktorét joekonomiké éshté
ndjeshméria e ndryshimeve né kérkesén turistike kur shfagen faktoré té
tjeré si krizat, problemet politike, ose terrorizmi.

Shumeé specifike pér kérkesén turistike éshté fakti qé kjo kérkesé, e cila éshté
e ndryshme né krahasim me kérkesén pér ¢do produkt, ka pak mundési qé té
arrijé ngopjen ose kénagjen e ploté, duke gené se turistét mund té vizitojné
destinacione té reja, provojné eksperienca ose mjete transporti té ndryshme.

Duke pasur parasysh krizén globale aktuale, jemi shumé té interesuar qé té
parashikojmé kérkesén turistike aktuale. Gjaté recesionit kérkesa turistike
éshté edhe mé elastike, por ka edhe njéfaré efekti vonese. Késhtu, vecanérisht
turistét me té ardhura té uléta ose té mesme (si¢ éshté pjesa mé e madhe e
konsumatoréve nga rajoni yné) mund edhe té rrisé kérkesén turistike gjaté
recesionit, ose ta ulé até kur ekonomika éshté ripértériré.

Nése kuptojmé qé turistét jané té ndryshém dhe kané nevoja té ndryshme
rreth produteve turistike, ne duhet té dijmé qé kérkesa turistike si rrjedhim
éshté heterogjene dhe shumé e lévizshme. Megénése kérkesa turistike
éshté heterogjene pér shkak té nevojave té ndryshme té konsumatorit, edhe
mundésité e krijimit té produkteve turistike té ndryshme variojné. Prandaj
éshté e nevojshme qé té pércaktojmé segmentet e konsumatoréve qé jané
homogjene dhe té krijojmé produkte eficente dhe té afta qé té kénaqin
nevojat e tyre. Kérkesa turistike éshté né lévizje konstante, ose éshté shumé
e lévizshme. Ajo drejtohet nga oferta, megénése éshté e nevojshme njé kohé
e mjaftueshme pér té krijuar destinacione turistike té pérshtatshme, por pér
shkak té ményrave moderne té tranportit, kérkesa mund té 1évizé me lehtési
tek njé tjetér oferté turistike (destinacion turistik).

Procesi i konsumit dhe prodhimit turistik mbivendosen, késhtu gé nuk
éshté e mundshme qé té krijohet stok. Kérkesa turistike ka gjithashtu njé
pérgéndrim té larté né kohé, dhe né rastin e rajonit toné, periudha e konsumit
(dhe prodhimit) ka gené zakonisht gjaté periudhés gershor-shtator.

Pasi kemi pércaktuar té gjitha aspektet e réndésishme té kérkesés turistike,
éshté e réndésishme qé té pérmendim tendencat e reja té tregut turistik:
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Segmenti i popullatés mbi 60 vjec do té jeté edhe mé shumé i réndésishém
pér té gjithé furnizuesit dhe “vitet e bardha si débora” do té kené nevojé
pér produkte té reja dhe trajtim delikat né ¢do aspekt

Turizmi lundrues ka krijuar nevoja té reja pér produkte té reja, porte
té vecanta dhe bashképunim té turizmit me industri té tjera (tregting,
telekomunikacionet, bujgésing) té cilat mund té krijojné produkte té
vecanta pér konsumatorét “e lundrimit”

Turzimi shéndetésor do té keté njé réndési mé té madhe, po té kemi
parasysh qé popullsia e botés po béhet mé e moshuar, dhe ka njé ndérgjegje
shéndetésore mé té rritur

Kérkesa pér “destinacionet e gjelbra” me zona té mbrotjura po béhet
shumeé i njohur pér turistét me ndérgjegje mjedisore

Do té pérdoren mé shumé metoda té ndryshme té akomodimit, té tilla si
konceptii“ndarjessé kohés” kukonsumatori paguanvetém pér kohén gjaté
té cilés ka pérdorur strukturén né vend qé té zotérojé njé akomondim pér
té gjithé kohén. [ ashtuquajturi veté-restoracion dhe modelet e vecanta té
ushgimit (slow food, fast food, etj) do té influencojné krijimin e produkteve
turistike té reja.

Udhétimet stimuluese, té cilat realizohen pér té motivuar klientét dhe
punonjésit, do té jené mé té réndésishme né té ardhmen.

Turizmi i punés, si njé formé e vecanté e turizmit do té jeté meé i
réndésishém, vecanérisht né destinacionet ku specifikat kulturore
kérkojné njé “pérzierje” té kénaqésisé/punés.

Kérkesa pér défrim né fundjavé do té krijojé produkte turistike té reja,
té tilla si parget turistike me njé pérzierje té blerjeve, zbavitjes, fitnesit,
turizmit shéndetésor. Vendet me shumé emigranté si rajoni yné, do té
pérballen me kérkesa pér kéto parge tematike.



KONCEPTI I MARKETINGUT SOCIAL NE

TURIZEM

Néshekulline XXInejemitégjithétéshqetésuarpérzhvilliminegéndrueshém.
Ményra e vetme pér té pasur zhvillim té géndrueshém né turizém éshté qé
té respektohen interesat né mikro- dhe makronivel dhe té motivohen té
gjithé qé té shohin turizmin si njé ativitet integral, ku pothuajse té gjitha
organizatat, qofshin geveritare ose jogeveritare té punojné sé bashku pér té

krijuar destinacione turistike mé té mira. .

Tabela 2: Delegimi i pérgjegjésive né zhvillimin e géndrueshém

Niveli/Organizata

Pérgjegjésia

Rajoni/komuniteti lokal

Pércaktimi i filozofisé sé turizmit,
pércaktimi i parametrave (mundésive)
socialé, psikologjiké, kulturoré dhe té tjeré

Menaxhimi i organizatave né
komunitetet lokale

Koordinimi dhe zbatimi i nivelit té
géndrueshém né nivel specifik

Pércaktimi i hierarkisé dhe monitorimit té
pérshtatshém

Kompanité turistike dhe
aktoré té tjeré

Bashkéfinancim i buxhetit té zhvillimit té
géndrueshém. Pjesémarrje né planifikimin
dhe zbatimin e zhvillimit té géndrueshém

Komuniteti lokal

Rritja dhe pérkrahja e implementimit té
zhvillimit té géndrueshém

Vizitorét-turistét

Veté-edukimi mbi vlerat specifke té
komuniteteve lokale dhe respektin
pér konceptin e tij té zhvillimit té
géndrueshém

Marré nga 1. (Ognjen Bakic-Marketing in Tourism)

Prandaj éshté e nevojshme qé koordinimi i zhvillimit té géndrueshém né

nivel té komunitetit lokal ose rajonal té pérmbajé sa mé poshté:
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Specifikimin e géllimeve parésore

2. Arritjen e konsensusit midis vendim-marrésve kryesoré né nivel

3.
4.
5

6.

komuniteti/rajonal

Identifikimin e veprimeve specifike (plan aktiviteti)
Pércaktimin e faktoréve té vlerésimit

Mbledhjen e té dhénave

Vlerésimin

Pér té pasur njé koordinim sipas pikave té mésipérme, praktika ka zhvilluar
disa mekanizma pér té stimuluar zhvillimin e géndrueshém si p.sh.: kufizimi
i numrit té vizitoréve né zonat e mbrotjura; sistemi i té ashtuquajturit
Kapaciteti i Kujdesjes, qé nénkupton njé shkallé té pérpikté té ndértimit té
mundshém dhe té déshiruar né destinacionet turistike; vendosja e taksave
pér zhvillimin e géndrueshém, dhe mjete té tjera té infrastrukturés ligjore,
qé pérmirésojné rritjen e déshiruar té turistéve sipas konceptit té zhvillimit
té géndrueshém, ku ¢do destinacion duhet té projektohet duke pasur kujdes
pér mjedisin specifik (politik, ekonomik, social, teknologjik, ekologjik dhe

ligjor).



MENAXHIMI I VARIABLAVE TE MARKETINGUT

Variablat kryesoré té marketingut jané katér: produkti, cmimi, promovimi
dhe vendi (kanalet e shitjes). Pérve¢ kétyre katér elementéve, né teoriné
e marketingut mund té gjejmé edhe dy elementé té tjeré (njerézit dhe
paketimi), ose teté elementé (shtohet planifikimi dhe partneriteti), ose
nénté (shtohet pikat e shitjes), por né thelb té gjithé kéta elementé té shtuar
mund té gjenden né formulimet e zgjeruara té katér elementéve té paré.
Pér shembull, paketimi éshté pjesé e produktit, pikat e shitjes b&jné pjesé
né kanalet e shitjes dhe partneriteti éshté i lidhur ngushté me kanalet e
shitjes (dhe furnizimin e menaxhimit té kanalit né pérgjithési). Prandaj do té
pérgéndrohemi né njé shpjegim té shkurtér té katér elementéve té pérzierjes
sé marketingut (produkti, cmimi, promovimi dhe vendi).

Produkti né Turizém

Eshté e réndésishme té theksohet gé teoria e marketingut konfirmon
qé shérbimet jané gjithashtu produkte, megénése ato krijohen pér té
pérmbushur nevojat dhe déshirat e konsumatoréve (turistéve). Né turizém
ne jemi té interesuar pér té ashtuquajturin “produkt total” ose produkt i
ploté, qé do té thoté qé té gjitha shérbimet dhe produktet té cilat pérdoren
pér kénagjen e turistéve jané produkte, qé béjné pjesé né ofertén turistike.
Té gjitha produktet qé konsumohen gjaté vizités sé turistéve, pavarésisht
nése jané prodhuar né industri té tjera (bujgési, tregti, etj) duhet té lidhen me
shérbimin kryesor qé turizmi krijon pér vizitorét.

Megénése produkti turistik éshté njé grup shérbimesh dhe artikujsh té
ndryshém té konsumuar sipas nevojave specifike té ¢do turisti, dalim né
pérfundimin qé produktituristiknuk éshtéistandardizuar. Ne mund tandajmé
njé produkt turistik sipas nevojave specifike pér akomodim, mjete transporti,
ushgim, zbavitje, ndérgjegjésim kulturor, etj. Prandaj ¢cdo organizaté turistike
né mikronivel duhet té krijojé produkte sipas karakteristikave fizike té
caktuara (projekti i dhomés, pérmasa dhe lloji i restorantit), por edhe sipas
nevojave jofizike té vizitoréve, té tilla si pamja, sjellja e stafit, dhe shérbime
té tjera té réndésishme pér vizitorét. Prandaj, ne mund té shohim njé produkt
turistik kryesisht nga dy kéndvéshtrime:
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« Nga piképamja e Organizatave turistike
+ Nga piképamja e turistit

Organizatat turistike gjaté procesit té krijimit té produktit turistik duhet té
mendojné pér:

« Elementét fiziké
« Stilin e veprimit
« Shérbime té tjera

Né elementét fiziké béjné pjesé vendndodhja, numri i dhomave, pérmasat dhe
lloji i dhomave, mobiljet, parkimi, pérmasat dhe lloji i restorantit, baret. Stili
i veprimit éshté i lidhur me imazhin e hotelit (organizatés), markén, cmimet,
stilin e shérbimeve, strukturat e fitnesit, numrin e punonjésve, ngjyrat e
uniformave, komfortin. Shérbime té tjera té cilat jané pjesé e produktit turistik
té zgjeruar jané té lidhura me cilésiné e shérbimit, sistemin e prenotacionit,
organizimin e tureve, transparencén e ¢cmimeve, trajtimin e personave VIP,
transportin pér dhe nga aeroporti, et;j.

Nga ana tjetér, vizitorét (turistét, miqté)jané té interesuar pér cilésing, sipas
vizionit té tyre té produkteve turistike. Si¢ shpjeguam mé sipér, produktet
turistike nuk jané té standardizuara dhe ¢do vizitor mund té keté perceptim
té ndryshém té njé produkti turistik. Né fokusin e vizitoréve mund té gjejmé
nevojén e tyre pér plotésim té asaj cka ata duan. Pér té kuptuar kété element
bazé, duhet té shpérbéjmeé nevojén e vizitoréve pér vendndodhje té caktuar,
¢cmime té mira, pérmasa dhe lloje té dhomés, ushqim, bare, nivel té pritshém
shérbimesh, mundésish fitnesi dhe marke. Nése shohim edhe nga mé afér, do
té kuptojmé qé vizitorét kérkojné gjithashtu “elementé té zgjeruar” si ps.h.
mundési pér zbavitje, aktivitete pér fémijét, diferencim té ¢mimeve, ulje
c¢cmimesh, aktivitete sportive, pamje, shérbime shtesé pér personat VIP, et;j.

Prandaj organizata turistike duhet té kuptojé preferencat e ndryshme té
miqve pér té krijuar produkte té pérshtatshme (“paketa” turistike):

« Paketé bazé (dhomé moderne, méngjes i thjeshté)

« Paketé mé e pasur (shérbime shtesé, si pishina, siguria e parkimit, etj)
+ Paketé biznesi (produkt té ndryshém pér kompaniné mike)

+ Paketé pushimesh (shumé aktivitete zbavitése)

+ Paketa pér gjysmé-dite

+ Paketa me shumicé (pér ndérmjetésuesit né industriné turistike).

1
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Produkti turistik i integruar (produkti total) pérbéhet nga:

« Atraksionet e njé destinacioni turistik, qé pérfshijné té gjitha aspektet
natyrore dhe historike té njé destinacioni (zone, rajoni)

+ Aksesi né njé destinacion, i matur nga distanca ekonomike midisa vendit
prurés (vendi i origjinés sé miqve) dhe vendit prités (destinacioni)

« Lehtésirat né njé destinacion té tilla si akomodimi, ushqimi, aktivitetet
zbavitése, et;.

Prandaj té tre kéto aspekte jané té réndésishme pér krijimin e njé produkti
turistik total né njé destinacion té caktuar.

Si né c¢do aktivitet ekonomik, menaxherét né turizém duhet té jené té
pérfshiré aktivisht né procesin e modernizimit té produktit, cka duhet té
arrihet népérmjet:

« Trajnimit shtesé té stafit

« Motivimit té konsumatoréve

+ Shtimit té shérbimeve shtesé

« Politikés sé cmimeve té modifikueshme

« DBazés sé té dhénave té konsumatoréve

«  Komunikimit té drejtpérdrejté me konsumatorét.

Cmimi né Turizém

Cmimi éshté termi i vetém financiar ndér variablat e marketingut. Politika e
c¢cmimeve ndértohet né ményré té tillé qé té realizojé dy qéllime:

« Qéllimet e pérgjithshme té kompanisé (pérfitimin, rikthimin, rritjen,
minimizimin e risqeve, likuiditetin)

« Qéllimet e marketingut (pérhapjen né treg, prestigjin, lidershipin,
kunkurencés, kérkesén).

Matjet e kétyre géllimeve mund té béhen népérmjet informacionit té miré
té tregut rreth konkurrentéve dhe cmimeve té tyre, pérceptimit té cmimeve
nga konsumatorét, té dhénat rreth elasticitetit té ¢mimit, té ardhurat dhe
kostot.

Ka disa qasje pér formulimin e ¢mimeve. Elementi bazé éshté kosto e
metodés +, e cila bazohet né té dhénat e kostos sé prodhimit plus marxhinén
e déshiruar. Kjo metodé éshté shumé pasive, sepse nénvleréson fuginé e

12



MENAXHIMI NE TURIZEM

kérkesés sé tregut. Njé metodé tjetér éshté rregullimi konkurrues i cmimeve
dhe éshté tipik pér té ashtuquajturit ndjekésit e tregut, por nése kompania ka
si objektiv té béhet lider éshté thelbésore qé té kuptojé vlerén e konsumatorit
(cmimin qé konsumatorét duan té paguajné) dhe té kthehet pas népérmjet
reduktimit té té gjitha kostove té nevojshme pér té krijuar njé produkt.
Gjithsesi, cmimi dysheme pércaktohet nga kostoja, ndérsa ai tavan kufizohet
nga té adhurat e disponueshme té konsumatoréve.

Cmimet mund té diferencohen (¢mime té ndryshme) sipas:

+ Kohés (¢mimit sezonal, kohés sé mbérritjes ose nisjes)

+ Sasisé (shérbimeve pér grupet ose individét, segmentet e konsumatoréve)

« Faktorit gjeografik (cmime té ndryshme né rajone té ndryshme)

+ Llojit té kanalit té shitjes (¢cmime té ndryshme pér shitjet direkte dhe
indirekte)

« Ményrés sé pagesés (ulje cmimesh)

+ Tregut (i huaj kundrejt kombétar)

+ Cilésisé sé strukturave (cmime té ndryshme sipas cilésisé).

Promocioni né turizém

Promocioni ose komunikimi éshté njé grup aktivitetesh té cilét kané si géllim
té krijojné ndérgjegjésim rreth njé produkti turistik dhe si pasojé kérkesé pér
kété produkt (dhe/ose destinacion).

Qéllimet e pérgjithshme té komunikimit jané:

« Ndértimi i imazhit

« Mbéshtetja informuese

+ Asistenca pér té gjithé pjesétarét e kanaleve té shitjeve (organizimeve té
udhétimeve).

Promocioni ose komunikimi pérbéhet nga disa elementé:

+ Reklama (Marrédhéniet me median)

« Marrédhéniet publike (PR)

+ Promovimi i shitjeve (Aktivitetet né pikat e shitjes)
 Shitja

« Publiciteti

« Tregtimi

« Sponsorizimi

« Shitja e drejtpérdrejté

13
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Reklama konsiston né aktivitetet promovuese té paguara né media (né
median e shkruar, televizion, radio, né terren, internet) népérmjet pérdorimit
té materialeve té ndryshme té shkruara, CD-ve, DVD-ve, filmimeve, etj,
ndérsa publiciteti ka té béjé gjithashtu me marrédhéniet me median, por pa
njé pagesé té drejtpérdrejté pér reklamén. Zakonisht kéto dy marrédhénie
me median jané té ndérlidhura, dhe né shumé raste mediat ofrojné reklamé
“pa pagesé”, nése kjo shogérohet me reklamime té paguara. Marrédhéniet
publike jané njé ményré e strukturuar komunikimi jo vetém me median,
por edhe me palét e interesuara (shoqériné, kreditorét, OJQ-té, bankat,
punonjésit, geveriné, etj) né ményré qé té krijohet njé imazh mé i miré i
produktit (dhe destinacioneve) népérmjet shpérndarjes sé informacioneve
pozitive. Promovimi i shitjeve éshté njé grup aktivitetesh i projektuar pér té
krijuar stimulimin e konsumatorit, i cili nxit njé pérgjigje pozitive prej tyre
(ngjarje té vecanta, prezantime, festivale, etj.), ndérsa tregtimi merret me
pikat e shitjes, por éshtéidrejtuar drejt sjelljes sé stafit té trajnuar specifikisht
pér té nxitur sponsorét qé té arrihen pozicione mé té mira té produktit né
mendjen e konsumatoréve. Tregtimi i drejtpérdrejté, si njé lidhje direkte
midis furnizuesit dhe turistit (konsumatorit), éshté njé nga tendencat mé té
fundit né sjelljen e konsumatoréve, i influencuar vecanérisht nga interneti
dhe rrjetet sociale. Eshté e réndésishme qé té kuptohet qé promovimi i miré
duhet té keté logjikén ILUBA:

Duhet té jeni INTERESANTE, né ményré qé té DEGJOHENI nga

konsumatorét‘,_ té cilét duhe t’iu KUPTOJNE, dhe Vetém._atéheré ata
do té BESOJNE, dhe do té jené té gatshém té VEPROJNE.

Kanalet e shitjes

Shpérndarja ose kanalet e shitjes jané njé sistem transferimi i mallrave dhe
shérbimeve nga prodhuesit te konsumatori né vendin e duhur dhe kohén
e duhur. Praktika njeh kanale té drejtpérdrejté dhe jo té drejtpérdrejté.
Jo i drejtpérdrejté do té thoté qé duhet té jené té pranishém njé numeér i
caktuar ndérmjetésuesish (organizuesish udhétimesh) midis furnizuesit
dhe konsumatorit, ndérsa kanalet e drejtpérdrejté béhen té mundur kur
furnizuesi i shet direkt produktet te konsumatori, pa nevojén e organizuesve
té udhétimeve. Eshté fakt qé, megénése ekzistojné distanca té médha midis
furnizuesve dhe konsumatoréve, pjesa mé e madhe e aktiviteteve turistike
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MENAXHIMI NE TURIZEM

jané té organizuar népérmjet kanaleve jo té drejtpérdrejta té shitjes, por né
té njéjtén kohé, dihet se mjedisi teknologjik modern, si p.sh. interneti, krijon
mé shumeé opsione pér kanalet e drejtpérdrejta.

Avantazhet qé sjellin organizuesit e udhétimeve sjellin (dhe agjensité e
shitjeve) nga piképamja e furnizuesit jané:

« Nuk éshté e nevojshme prania e drejtpérdrejté né ¢do piké lokale

«  Mbulimi i gjeré i tregut

« Agjentét jané shumé té afté dhe té kualifikuar pér tregun dérgues dhe até
prités

« Agjentét krijojné produkte mé té personalizuara

« Agjentét kursejné kohé dhe burime

Bazat moderne té té dhénave té tilla si ACORN (Njé Klasifikim i Lagjeve
Rezidenciale), i cili éshté njé sistem pér segmentimin e familjeve né 38
grupe me lista té detajuara té karakteristikave té ¢do segmenti (mosha, tipi
i familjes, té ardhurat, sjelljet udhétuese), i ndihmon furnizuesit (organizatat
turistike) qé té krijojné njé marketing me pérgjigje té drejtpérdrejté. Kjo
éshté njé ményré e kanaleve té drejtpérdrejta té shitjes ku komunikimi
dy-rrugésh me konsumatorét sjell vlera té shtuara krejt té reja pér té dy,
konsumatorét dhe furnizuesit. Marketingu me pérgjigje té drejtpérdrejté do
té krijojé kuptim tjetér pér politikén e ¢mimeve, mjeteve promovuese dhe
personalizimin e produktit.
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PLANET DHE STRATEGJITE NE TURIZEM

Né nivel makro ekzistojné tre nivele té mundshme planifikimi: lokal, rajonal
dhe kombétar. Organizatat turistike né nivel kombétar duhet té kené si
detyrén e tyre kryesore pérmirésimin e imazhit té destinacioneve turistike.
Por, nuk éshté njé shqetésim vetém né nivel kombétar. Né nivel rajonal dhe
lokal, té gjithé hartuesit e politikave turistike duhet té pérmirésojné imazhin
e vendit dhe té zonés dhe té krijojné emrin e miré té destinacioneve turistike.
Pér shembull, rajone né BE té tilla si Cote dAzur né France, ose Costa del
Sol in Spain, dhe Spreewald né Germany, tregojné qé emri i destinacioneve
turistike mund té krijohet né nivele té ndryshme té organizimit té vendit,
dhe jo vetém né nivel kombétar.

Prandaj si né nivel makro ashtu edhe mikro ka informacione té ndryshme
nga tregjet turistike qé ofrojné shérbime:

Figura 1: Grup informacioni marketingu né makro dhe mikronivel

Direktivat

Plani i marketingut
Konkurrenca \ L/
Menaxheri i ——»| Sitéarrihet géllimi
Parashikimet pér té /' marketingut
ardhmen

Profili i turistéve

Kérkimet e marketingut

Profili i produktit

/N

Specifikimet e burimeve|—— Specifikimi i géllimeve
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MENAXHIMI NE TURIZEM

Prandaj éshté e réndésishme qé tregu turistik né ¢do nivel té jeté i furnizuar
me informacionet e mésipérme nga tregu, té cilat ndihmojné né té kuptuarit
mé té miré té kérkesés turistike, dhe si pasojé cojné né njé projektim mé té
miré té produkteve turistike. Kur pérmendim produktet turistike né turizém
éshté e réndésishme té kuptohet qé i ashtuquajturi “produkt total” pérfshin
ndérlidhjen e té gjitha industrive (bujgésisé, ndértimit, tregtisé, etj) né njé
destinacion turistik né ményré qé té kénaqé totalisht konsumatorin (mikun).

Destinacioni turistik éshté pak a shumé zona gjeografike (vendi, rajoni, nén-
rajoni). Ai duhet té keté elementé térheqés, qofshin kéto kulturoré, natyrorég,
socialé dhe duhet té keté struktura té pérshtatshme akomodimi, aktivitetesh
clodhése dhe transporti. Menaxhimi konceptual i ploté i marketingut i
destinacionit turistik duhet té pérbéhet nga elementét e méposhtém:

1. Analiza e situatés
Formulimi i misioneve, géllimeve dhe direktivave

Formulimi i strategjive globale

=W N

Pércaktimi i vendimeve taktike dhe strategjike té instrumentave té
marketingut

5. Struktura e organizimit

6. Kontrollii aktiviteteve.
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BURIMEVE NATYRORE NE BASENET E OHRIT-PRESPES

Figura 2: Elementét e menaxhimit té destinacionit turistik

ANALIZA E SITUATES
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VARIABLAT EMARKETINGUT

/" "\

Produkti

Promocioni Cmimi

Kanalet e shitjes

Té gjithé elementét e mésipérm jané pjesé integrale e menaxhimit té
marketingut. Né fillim, ¢cdo plan marketingu duhet té pérfshijé analizén e
situatés, e cila pérbéhet nga analiza mjedisore (shkurtimisht PESTEL) dhe
analiza e burimeve (ose SWOT). PESTEL do té thoté qé jemi té interesuar té
pérshkruajmé mjedisin dhe té kuptojmé mjedisin politik, ekonomik (tregun,
konkurrencén, stabilitetin ekonomik, etj), social, teknologjik, ekologjik dhe
ligjor. Analiza SWOT tregon fuqité dhe dobésité e brendshme (té organizatés
né nivel makro dhe mikro), dhe mundésiré e kércénimet e jashtme.

Misioni éshté ményra pér té ekspozuar efektivitetin toné (bérja e gjérave
té duhura) népérmjet pércaktimit té qéllimeve dhe drejtimeve. Vizioni
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MENAXHIMI NE TURIZEM

na ndihmon qé té realizojmé pozicionin toné té déshiruar né té ardhmen
(zakonisht pér 5-10 vjet).

Ekzistojné shumé strategji q¢ na ndihmojné té pércaktojmé ményrat e
ndryshme té vendosjes sé organizatés soné né pozicionin e déshiruar, por tre
jané mé té réndésishmet: strategjia e marketingut té padiferencuar (tregut
masiv), strategjia e marketingut té diferencuar (pércaktimit té segmenteve
dhe objektivave té tregut) dhe strategjia e tregut té pérgéndruar (fokusi,
marketingu specifik). Mé lart éshté shpjeguar qé bota e ditéve tona kérkon
pasjen e qasjeve té drejtuara nga tregu népérmjet krijimit té segmenteve té
tregut dhe produkteve té diferencuara.

Variablat e marketingut mund té jené shumé, por katér jané mé té
réndésishmit: produkti, promocioni, cmimi dhe kanalet e shitjes. Organizata
mund té krijohet né ményrén e duhur vetém pasi jané analizuar té gjithé
elementét e mésipérm té planit té marketingut , meqénése organizata duhet
t’'i pérshtatet nevojave té tregut.

Pa kontrollin e aktiviteteve té marketingut né ¢do fazé, plani i marketingut
nuk mund té monitorohet dhe vlerésohet si¢ duhet.

Menaxherét e marketingut né makro- dhe mikronivel (Organizatat Lokale
té Turistéve — OLT, Organizatat Rajonale té Turistéve — RTO, Organizatat
Kombétare té Turistéve - OKT) nuk mund té marrin vendime eficente pa
mbéshtetjen e sistemit té informacionit té marketingut. Duke pasur parasysh
qé sistemet e pérshtatshme té informacionit varen nga kushtet e tregut né
¢do destinacion turistik, dhe pa ndonjé déshiré pér té sugjeruar sistemin e
informacionit qé mund té jeté i pérshtatshém pér té gjitha situatat, mund té
dalin né pérfundimin qé ¢do sistem i miré duhet té pérfshijé katér nénsisteme:

« Nénsistemin e raporteve té brendshme

+ Nénsistemin e hetimit té marketingut

+ Nénsistemin e kérkimeve té marketingut
+ Nénsistemin analitik té marketingut.
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ORGANIZIMI I AKTIVITETEVE TE
MARKETINGUT NE TURIZEM

Organizatat e marketingut duhet té udhéhigen nga tregu ose kérkesa. Kjo do
té thoté qé krijimi i organizatés béhet pasi kompania turistike béhet e njohur
me nevojat, déshirat dhe preferencat e turistéve (konsumatoréve).

Organizimi i miré i marketingut né turizém duhet té respektojé kérkesat e
méposhtme:

« Té pérgéndrohet né vlerat e konsumatorit

- Té pérgéndrohet né kontaktin e drejtpérdrejté me konsumatorét
(marketingu me pérgjigje té drejtpérdrejté)

« Aktivitetet mbéshtetése

« Minimizimi i pakénaqésisé sé konsumatoréve.

Pér té pérmbushur kérkesat e mésipérme, marketingu ka krijuar Menaxhimin
e Marrédhénieve me Publikun (MMP), organizimin e aktiviteteve qé
pérgéndrohenné marrédhéniet me konsumatorét.Igjithé sistemiikompanive
turistike duhet té ndjeké MMP né ményré qé té Krijojé njé produkt turistik
sipas informacionit té marré nga zhvillimi i marrédhénieve té preferueshme
me konsumatorét. MMP e mira duhet té rrisin si vlerén e turistéve ashtu
edhe té furnizuesve té shérbimeve dhe nivelin e besnikérisé. Besnikéria éshté
njé kénagési e konsumatorit qé sjell rritje té blerjeve, ose rritjen e numrit té
vizitave né njé destinacion turistik. Nuk duhet té harrojmé kurré qé mbajtja
e konsumatoréve té vjetér “té lumtur” éshté shumé mé pak e shtrenjté se
pérpjekjet e vazhdueshme pér té fituar konsumatoré té rinj.

Né organizimin e aktiviteteve té marketingut njé vend shumé té réndésishém
zé krijimi i markés. Marka éshté njé premtim pér pasjen e vlerave té pritshme
pér konsumatorét. Kur emri éshté i miré, kemi konsumatoré besniké.

Industria e hotelerisé e njeh réndésiné e mbajtjes sé njé imazhi té forté té
markés pér té mbajtura konsumatorét. Eshté e réndésishme qé marka e
hotelit té krijohet té ofrojé produkte turistike té njé cilésie té pritshme ose
té perceptuar. Prandaj, ekzistojné shumé shembuj si¢ tregohet né tabelén e
méposhtme té markave té ndryshme té krijuara pér segmentet e ndryshme
té konsumatoréve.

20



Tabela 2: Markat e hoteleve

MENAXHIMI NE TURIZEM

Starwood
. . Choice Hotels | Hotels& .
Cendant Corp. | Bass Hotels&Resorts Marriott International International | Resorts World- Hilton
wide
Days Inn Crowne Plaza Courtyard by Marriott Clarion Four Points Conrad Inter-
Howard Hotels&Resorts ExecuStay by Marriott Comfort Luxury Collec- | national
Johnson Holiday Inn Fairfield Inn by Marriott Econo Lodge | tion Double Tree
Knights Inn Holiday Inn Express Marriott Conference Centres MainStay St.Regis Hotels, Suites,
Ramada Holiday Inn Family Suites Marriott Executive Apartments Suites Sharaton Resorts, and
Super 8 Resorts Marriott Hotels, Resorts, and Quality W Clubs
Travelodge Holiday Inn Garden Court Suites Rodeway Westin Ebassy Suites
Villager Lodge | Holiday Inn Select Marriott Vacation Club Interna- | Sleep Hampton
Wingate Holiday Inn SunSpree tional Inns&Suites
Resorts New World Homewood
Inter-Continental Hotels Ramada International Suites

and Resorts
Staybridge Suites by Holiday
Inn

Renaissance Hotels and Resorts
Residence Inn by Marriott
Ritz-Carlton

SpringHill Suites

TownePlace Suites
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EDUKIMI NE MENAXHIM DHE MARKETING NE
TURIZEM

Eshté fakt qé zhvillimi turistik né shumé vende éshté rritur mé shpejt sesa
edukimi. Prandaj jané té réndésishém si edukimi zyrtar si ai jozyrtar pér
té fituar kompetencat e nevojshme té menaxhimit qé do té mbéshtesin
zhvillimin e destinacioneve turistike. Kéto kompetenca pérfshijné:

« Kompetenca pér zgjidhjen e problemeve té miqve/turistéve me nivel té
larté ndjeshmérie dhe devocioni

« Kompetenca né komunikimin gojor dhe té shkruar

« Kompentenca pér té krijuar njé mjedis pozitiv pune pér punonjésve

« Kompetenca pér té arritur profesionalizmin né ¢do situaté

- Kompetenca pér té arritur njé sjellje pozitive té konsumatoréve dhe
marrédhénie pozitive me ta

- Kompetenca pér té drejtuar punonjésit qé té veprojné me sukses.

Eshté e réndésishme qé té pérpigemi té zgjidhim ¢do problem dhe nevojé,
qé mund té zgjidhet né destinacionin turistik sipas planit té tij té zhvillimit
(té géndrueshém). Por edhe mé e réndésishme éshté qé té gjitha kérkesat
qé dégjohen me kujdes, sepse ne duam rikthimin e turistéve - ROG, qé
pérmendém mé sipér, si qéllimi mé i réndésishém i menaxhimit.

Menaxherét e turizmit, si njé industri shérbimesh, duhet té dijné sesi té
komunikojné me njé nivel shumé té ndjeshém. Nuk éshté e mundur té
realizhet Menaxhimi i Marrédhénieve me Konsumatorin - pa aftési té
ndjeshme komunikimi té pérshtatura me nevojat specifike té turistéve.
Eshté e réndésishme qé aftésité e komunikimit té pérfshijné njohurité mbi
specifikat bazé té kulturés sé miqve té huaj, késhtu qé éshté e nevojshme pér
menaxherét e turizmit qé té jené té pérgatitur pér té gjitha llojet e kultuarave
nga vendet dérguese (vendet e origjinés sé miqve).

Nése doni miq/konsumatoré “té lumtur”, ju duhet té keni punonjés “té
lumtur”. Késhtu qé menaxherét duhet kené aftésiné té krijojné njé mjedis
pune qé té keté njé energji pozitive e cila con né veprime dhe marrédhénie
mé té mira me miqté.

Menaxherét duhet té rrisin dhe respektojné profesionalizmin gjaté gjithé
kohés dhe né ¢do aspekt. Kjo do té thoté njé ndarje e ndjeshme e emocioneve
qé mund té ndikojné negativisht mbi marrédhéniet pozitive me miqté.
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MENAXHIMI NE TURIZEM

Menaxherét jané té pranishém né nivele té ndryshme té hierarkisé
organizative: menaxherét operacionalé, menaxherét e nivelit té mesém,
menaxherét né nivel strategjik, drejtuesi ekzekutiv - CEO.

Tabela 3: Arsimimi optimal pér nivel menaxhimi

Niveli i menaxhimit | Arsimimi optimal

Nivel operacional Gjimnaz

Nivel i mesém Diplomé Universitare

Nivel strategjik Nivel Universitar dhe Master/MBA
Drejtues/CEO MBA, Ph.D.

Pse mendojmé se pérmirésimi i aftésive té menaxhimit népérmjet edukimit
té vazhdueshém éshté i nevojshém? Sepse ekzistojné detyra dhe funksione
komplekse qé menaxherét e suksesshém duhet té kryejné. Kéto funksione
jané:

« Planifikimi

« Organizimi

« Vendimmarrija

«  Komunikimi

+ Motivimi i punonjésve
+ Kontrolli

Funksioni i planifikimit do té thoté qé menaxheri pércakton géllimet dhe
ndérton planet pér arritjet e kétyre géllimeve. Nga ana tjetér, funksioni i or-
ganizimit do té thoté pércaktim i té gjitha aktiviteteve, delegimi i pérgjegjé-
sive, menaxhimi i detyrave, delegimi i supervizoréve dhe vendimmarrésve.

Vendimmarrjaéshténjé funksionkyci menaxheréve dhe pérfshin pércaktimin
e vizionit, misionit, géllimeve dhe direktivave (politikave) té kompanisé.

Komunikimi me punonjésit dhe motivimi i tyre éshté béré gjithmoné e mé
shumé i réndésishém pér té drejtuar té gjithé anétarét e kompanisé dhe pér
té arritur géllimet e kompanisé. Kéto varen nga kultura e korporatés, dhe
shumé kompani krijojné udhérréfyes té vecanté pér pérvetésimin meé té miré
té vlerave kulturore té korporatés.
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Kontrolli (monitorimi) éshté funksioni i vlerésimit té vazhdueshém né njé
organizaté (kompani, OJQ, autoritet lokal) pér té siguruar qé kjo ka gené
efektive dhe eficente né vazhdimési. Menaxherét jané ata qé duhet té
vlerésojné rezultatet e organizatés dhe té punonjésve né ményré qé té masin
rritjen e synuar té rezultateve turistike.

Né praktikén e edukimit té turizmit, ka dy modele:

« Modeli zyrtar
» Modeli i dyfishté

Modeli zyrtar nénpukton qé menaxherét i fitojné pjesén mé té madhe té
aftésive té tyre nga arsimi zyrtar né kolegje/universitet, dhe trajnimet né
mjedisin e punés jané minimale. Ky model éshté pérdorur kryesisht né vednet
e Europés Lindore, dhe vendi yné e ka pérdorur até né té shkuarén. Duke pasur
parasysh qé Europa Lindore éshté béré pjesé e Bashkimit Europian (Polonia,
Cekia, Sllovakia, Rumania, Bullgaria), nevoja pér té aplikuar standarde né
arsim qé jané né pérputhje me ato té vendeve té BE-sé ka sjellé ndryshimin
e kétij modeli né modelin e dyfishté. Modeli i dyfishté nénkupton nevojén
pér edukim zyrtar dhe jo-zyrtar né mjedisin e punés. Shembuj shumé té miré
vijné nga Gjermania ku té rinjté (pas moshés 16 vjec) vazhdojné arsimin e
tyre né gjimnaz (Berefsshule), por duke e kombinuar me punén. Té gjitha kéto
aktivitete edukuese mbahen nga interesi i pérbashkét dhe konsensusi midis
privatéve dhe organizatave edukuese shtetérore, punonjésve dhe bashkimeve
té punonjésve.

Té gjitha kompetencat pér té cilat kemi folur duhen pérvetésuar né jetén
profesionale té menaxheréve. Eshté e réndésishme qé arsimi zyrtar té japé
kompetencat né njé ményré mé té strukturuar, por edhe edukimi jo-zyrtar
éshté shumeé i réndésishém, vecanérisht po té kihet parasysh qé kérkesat e
konsumatoréve né turizém po ndryshojné me shpejtési, késhtu qé nevojat pér
té fituar aftési té reja po rriten me shpejtési. Eshté e réndésishme qé sistemi
i arsimit té ndértohet pér krijimin e turizmit integral dhe duhet ta shikojé
turizmin si njé sistem, dhe né té njéjtén kohé, té gjitha nivelet e menaxhimit
(operacional, mesatar, strategjik, CEO) kané nevojé pér pérmirésim konstant
té kompetencés.
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FUSHE SPECIFIKE: TURIZMI I VERES

Njé formé e vecanté turizmi, dhe né té njéjtén kohé njé qasje e drejtpérdrejté
e menaxhimit ka gené turizmi i verés. Kjo fushé ka gené e impenjuar me
céshtjen e transformimit té personave né vizitoré, té cilét ndihmojné né
shitjen mé té frytshme té verés dhe né té njéjtén kohé, krijimin e njé imazhi
mé té miré té kompanive dhe rajonit té verés (destinacionit turistik). Shitjet
e drejtpérdrejta vizitoréve né punishtet e prodhimit té verés né SHBA jané
rritur dhe né shumé raste té ardhurat totale té turizmit té verés pérbéjné rreth
20% té té ardhurave té kompanive té prodhimit té verés. Eshté e réndésishme
qé pérve¢ promovimit té potencialeve turistike té kompanisé, fabrikat e
prodhimit té verés té punojné sé bashku pér té rritur imazhin e destinacionit
turistik té cilit i pérkasin. Késhtu té gjitha késhillat e sipérpérmendura rreth
planeve, strategjive, organizatave, etj funksionojné edhe pér organizatat e
turizmit té verés.

Hapi i paré pér té kuptuar mé miré turizmin e verés éshté té kuptojmé mé
miré potencialin vizitor-turist. Duhet té njihni nevojat dhe déshirat e tyre,
preferencat e défrimit, llojin e verés, etj. Pjesa mé e madhe e turistéve té
verés nuk jané té interesuar pér njé prezantim té detajuar té kompanisé sé
verés, por duan ta kalojné kohén e tyre duke u ¢lodhur, duke u défryer gjaté
shijimit té verés me verén né doré dhe tregime “té lehta” mbi verén. Ata duan
té ndjejné “aventurén e verés”, duke gené se jané té shumta emocionet e
pérfshira né té gjitha tregimet rreth verés dhe ka shumé tregime e energji
pozitive. Késhtu éshté e réndésishme té dihet se turistét e verés, ashtu si
turistét e tjeré, né fillim kérkojné komfortin dhe aktivitetet clodhése dhe sé
dyti konsumin e verés. Shumé kompani té prodhimit té verés kané prirjen
ta harrojné kété fakt, késhtu qé ata nuk duhet t’i trajtojné turistét e verés si
vizitorét e tjeré té biznesit té tyre, té cilét vijné vetém pér té shijuar verén
dhe shohin vendin e prodhimit.

Eshté gjithashtushumé eréndésishme qé turizmiiverés télidhet me politikat
turistike té pérgjithshme, meqé miqté qé vijné tek kompanité e verés jané
gjithashtu njé objektiv i mundshém pér té gjitha produktet e tjera turistike.
Prandaj, turistét e verés jané zakonisht persona qé preferojné pushime aktive,
késhtu gé jané njé objektiv shumé i miré pér té gjitha paketat e tjera té kohés
sé liré né destinacionet turistike.

Udhétimet pér né kompanité e verés zgjasin zakonisht gjysmé dite ose njé
dité. Prandaj do té ishte e preferueshme qé qilarét e verés té ishin maksimumi
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njé oré larg nga qyteti ku jané té vendosur miqté. Eshté béré zakon né kété
lloj turizmi qé miqté té mos kalojné mé shumé se njé dité pér té vizituar
qgilarét e verés. Kur kéto té fundit ndodhen shumé larg nga qytetet, mund té
ishte njé ide e miré qé té krijoheshin mjedise té shijimit té verés né aférsi té
qytetit, meqé turistét e verés zakonisht preferojné qé té shijojné verén shpejt
pasi léné hotelin (akomodimin).

Le té pérgéndrohemi né disa aspekte té turizmit té verés:

« Mjetet promocionale

+ Qendrat e Pérfitimit

« Pérvoja e verés

« Lidhjet me ushgimet lokale

« Shitja e drejtpérdrejté e verés
« Dhuratat e vecanta

Eshté e réndésishme qé té dihet se turizmi i verés éshté njé ményré pér té
rritur imazhin e kompanisé sé verés dhe té té gjithé rajonit té verés. Vizitat
né qilarét e verés dhe né vreshta ofrojné njé komunikim té drejtpérdrejté me
prodhuesin dhe kjo éshté thelbésore né botén e marketingut té drejtpérdre;jté.
Duke gené njé mjet promocional, éshté e réndésishme qé té mbahet njé
regjistér i té gjithé vizitoréve, dhe vecanérisht atyre té famshém sepse mund
té ndihmojné né fushatat e Marrédhénieve me Publikun. Ky element éshté
i réndésishém por i pamjaftueshém. Funksioni i turizmit té verés duhet té
sjellé pérfitime dhe té krijojé mjaftueshém shitje pér té mbuluar kostot e
shijimit, vecanérisht kostot pér stafin e trajnuar dhe verat e provés dhe né té
njéjtén kohé té krijojé pérfitime pér kompaniné e verés dhe té rrisé shitjet.

Koha e kaluar né gilarét e verés duhet té jeté njé pérvojé shumé e miré sipas
pérceptimit té cilésisé nga vizitorét. Atmosfera e shkélgyer do té ishte edhe
mé e kénagshme nése do té ishte e lidhur me specialitetet e ushgimeve
lokale. Rajoni i Ballkanit ka shumé pér té ofruar né kété fushé. Paraqitja e
verés duhet té béhet né njé hapésiré té madhe pér shitjen e verave dhe rafte
té kéndshme qé krijojné njé identitet viziv perfekt me markén e kompaniseé.
Duhet té keté gjithashtu hapésiré pér promovimin e verérave té reja nga ¢do
vreshté. Pérvec produkteve té rregullta, turistét e verés pélgejné edhe paketa
té vecanta té cilat do t’iu kujtojné atyre pérvojén e kéndshme té verés dhe do
té krijojé njé mundési qé edhe miqté e tyre, pasi té marrin verén dhuraté, té
vizitojné qilarét e verés né té ardhmen.

Turizmi i verés duhet té lidhet me té gjithé aktivitetet e tjera, vecanérisht
ato té nivelit té larté. Vizitorét e verés pélgejné té kalojné kohén e tyre né
restorante té mira, té shfrytézojne ujérat termale, udhétimet me bicikleté
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dhe golfin. Turistét e verés jané zakonisht pjesa e popullatés me té ardhura
meé té larta, késhtu qé nuk éshté e vlefshme pér kompanité e verés, por pér
té gjithé destinacionin turistik, qé té arrijné pérfitime maksimale nga vizita
e tyre. Shembujt e Rioja, Napa Valley, Bordeaux, Cape Town, tregojné sesi
turizmi i verés mund t’i japé shtysé té gjithé sektoréve té tjeré té turizmit
dhe mikpritjes. Kéto rajone té verés ndihmuan rritjen e numrit té turistéve
né kéto destinacione, duke krijuar rritje té té ardhurave pér té gjithé aktorét
e turizmit, dhe jo vetém pér kompanité e verés.

Si rrjedhim, éshté e réndésishme qé organizatat turistike né nivel lokal,
rajonal dhe kombétar té njohin potencialet e zhvillimit té turizmit té vereés,
té ndihmojné né krijimin dhe té nxisin promovimin e turizmit té verés si njé
aspekt i ri, por i réndésishém i produktit turistik integral.
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