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REVITAS – Revitalisation of the Istrian hinterland and tourism in the Istrian hinterland
GUIDELINES FOR THE DEVELOPMENT OF CULTURAL TURISM IN ISTRIAN RURAL AREA
Guidelines for the development of cultural tourism in Istrian rural area, with strong links with the coastal side represent a synthesis of lectures with specific instructions on how to develop the cultural tourism in this area.

The guidelines are intended to publish on a project web site and for the presentation on the events that are anticipated by the project.
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SUSTANABLE TOURISM
«As well as we focus our attention on the wonders and the reality of the universe around us, we will have less desire for destruction (of the environment, o.a.) 
Rachel Carson, 1954.
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1. Introduction
The enclosed text is the result of the lectures that came as a part of the project Revitas and which lasted four days. The aim of the lectures is to educate the employees of the info-canters from the Slovenian and Croatian Istria about the challenges of the implementation of the concept of sustainable tourism in economic practice. The topics were related to the characteristics of the modern tourism, the interdependence between the tourism and the environment, the concept of the sustainable tourism and the possibility to implement the concept in the economic practice.
Modern tourism is a social phenomenon which achieves significant economic effects, by including and connecting on direct and indirect way a number of economic activities. Today, tourists are more educated and informed about the destination which they choose, they are also environmentally more conscious and are aware of the “value for money”, etc.
In addition to economic, tourism has a significant physical impact on the environment. Even though tourism, as a set of economic activities, is not one of the biggest polluters, it uses large spatial areas, consumes natural resources (especially water and energy) and represents a source of pressures on the environment (especially in the preparation and food serving, wastage creation, maintaining hygiene, etc.). On the other hand, the area, especially protected nature and biodiversity are a significant element of tourist destinations’ attractiveness.
Therefore, one of the most important preconditions for long-term development of tourism is a responsible attitude towards the environment. Holders of the tourist attractions have a significant role in it. The impact of their activities and of the tourists as consumers on the environment will depend on their ecological awareness and ecological literacy.

In addition to these mentioned economic and environmental impacts, tourism has a significant social and cultural impact, which brings numerous positive and negative changes in the tourist destination. Tourism development can significantly affect the quality of life of local communities’ residents.

Sustainable tourism represents the concept which seeks to balance economic, ecological and socio-cultural impacts of tourism in accordance with the needs of present and future stakeholders. That is why, the tourist destinations that implement the concept of the sustainable tourism, contribute to increasing the attractiveness of their offer’s content and also in the long run contribute to strengthen the competitiveness.

The possible ways of implementing the concept of sustainable tourism in the areas where the tourist information centres are settled are developed on the basis of the handbook “Sustainable tourism in ten steps”.
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2. Anthropogenic impact on the environment
Since the beginnings the man has influenced on the environment and has adapted it to his needs
. During the long centuries while the human civilization was developing, these processes didn’t significantly endanger the environment. However, since the end of the 18th century, by applying the achievements of the industrial revolution and especially during the 20th century when the advancement of the science and technology and the growth of the consumer society were seen, the pressures on the environment becomes significantly greater than the possibility of its renewal. 
Intense “pressure” on the environment in modern society has caused a series of environmental problems
. Changes are happening on a global (increased concentrations of greenhouse gases with the potential possibility of global warming, the stratospheric ozone depletion, global climate change, etc.), regional “acid rain”, pollution of groundwater, a large oil spills, environmental migrations, desertification, deforestation, loss of biodiversity etc.) and local (water, air, soil, improper disposal of waste, etc. level. Man is thus jeopardized not only the survival of natural systems, but also their own likelihoods. 
In the second half of the 20th century, human civilization has influenced on the changes in the global environment more than ever before in the history. These influences have resulted in 
numerous benefits for a part of the world's population (like a greater availability of food, drinking water, better health standard, etc.). However, according to the World Health Organization (WHO), for nearly a billion people that are residing in the least developed countries, living conditions significantly have deteriorated, and at the global level the inequality between people has increased
. According to the same source, it is estimated that more than 65 percent of global ecosystem services was destroyed until 2009
. Man's activities have caused major consequences in all parts of the ecosphere (atmosphere, hydrosphere, cryosphere, lithosphere, pedosphere and biosphere).

In addition to the loss of biodiversity, the cultural diversity was substantially reduced during the 20th century. Scientists estimate that in Brazil one Indian tribe has been disappearing each year since the 1900 until today. This can lead to the fact that in the future will disappear more than half of 6,000 existing languages.
 Respectively, “violent taking away the culture from the individual or a nation means his cancelling as a subject of the culture, that kills him as well as his capabilities and abilities to survive, and he can’t survive because of the other (on someone else’s help).” 
 
Numerous environmental, and social and economic problems, which are only indicated above, are caused by anthropogenic causes: development of a number of economic sectors, particularly agriculture, industry, transport, tourism, consumption of fossil fuels, increasing the amount and type of waste, operations of multinational corporations, population growth and urbanization, etc. An important factor that contributed to this is the insufficient level of the environmental awareness and the responsibility towards the environment. Prerequisite for gradual resolution of these ecological problems is to take enduring efforts in raising environmental awareness of individuals and of the entire society.
Unsustainable patterns of production and consumption are causing major environmental, social and economic problems. Since these problems have a long term and, in some cases, irreversible consequences, it is necessary to increase the level of awareness, motivation, environmental awareness and environmental literacy
 of all relevant stakeholders in order to redirect the society towards sustainable production and sustainable consumption. 
3. Characteristics of the modern tourism 
In the scientific and professional literature there are many different definitions of the concept of tourism. Since it is a complex socio-economic phenomenon, the authors emphasize those aspects of tourism that are related to the scientific field of their interest. However, the literature often referred to the definition of tourism, that it is accepted by the International Association of Scientific Experts in Tourism (AIEST) which says:
"Tourism is the sum of relationships and phenomena arising from travel and stay of non residents in so far as they do not lead to permanent residence and are not related to any of the economic activities."



Significant trends in the modern tourist market are:
· The number, type and the importance of the various activities of tourist is increasing (higher importance is given to culture, art and sports) 
· Demand becomes more demanding, more sophisticated, more rational and selective 

· The share of new segments in the tourism demand is increasing, primarily of the older people and of the employed women

· tourist offer is diversified, internationalized and significantly improves its quality and 
· due to the pronounced environmental awareness of tourists, special attention has been paid to environmental protection in tourism destination. 

It should be noted that a satisfied tourist is a conditio sine qua non of the tourism economy.
Tourism is today one of the most important economic, social, cultural and ecological phenomena in the global economy. According to the World Tourism Organization (UN WTO), 846 million of international tourist arrivals are achieved in 2006. The number of tourists on a global level is constantly increasing, despite the fears of terrorism, health risks and natural disasters. In the period between the 1950 and 2006 the average annual growth rate of international tourist departure was 6.5 percent. Mentioned institution in its publication Tourism 2020 Vision, estimates that international tourist arrivals in 2020 will reach the number of 1.6 billion.

In 2010, the world tourism has recovered faster than expected from the shocks that have afflicted it in 2008 and 2009 as a result of the global financial crisis and economic recession. 
At the global level, that year was achieved the 940 million arrivals, i.e. increase of the 6.6 percent in comparison with the previous year.

Given that tourism connects the various economic activities, in an indirect and direct way, it is one of the most important economic activities in the world economy. International tourism revenues generated in 2006 are in the amount of U.S. $ 733 billion (584 billion EUR), or U.S. $2 billion a day. It is 35% of total world exports of services. 
 In 2010 international tourism revenues were realized in the amount of U.S. $ 919 billion (693 billion EUR), or nearly U.S. $ 3 billion a day. It is almost 30% of total world exports of services.


Export of tourism participates in the total world exports of commercial services with 30% and in total exports of goods and services with 6%. Globally speaking, tourism as an export category is in the fourth place after the production of oil, chemicals’ production and car manufacturing.
 According to the same source, tourism contributes to global gross domestic product with 5% and 6-7% of the total number of employees is employed in the tourism, directly or indirectly. The share of tourism in GDP of the developed countries with more diversified economy is about 2%, while the share is over 10% in the countries where the tourism is very significant.
Europe is still the most attractive tourist region in the world. It achieved 54% of total international tourist arrivals and accounts for 51% of total revenue from tourism. Mediterranean countries, despite the increasing competition on a global level, generate nearly one fifth (19.5%) of total tourism arrivals in 2006. In 2010 Europe has achieved 50.7% of total tourist arrivals and 44.2% of revenues, whereas 18.1% of tourists visited Mediterranean countries.

With regard to motives of tourist arrivals, almost 51% of tourists in 2010 were travelling for vacation, recreation and holidays, 15% were business trips, 27% for different reasons: visiting family and friends, religious tourism, health tourism, cultural tourism, etc. With regard to transport, air transport dominates (51%), followed by road (41%), water (sea and river - 2%) and rail (2%).
In addition to economic, tourism development brings many changes and challenges for tourism destinations. In particular, the latter refers to the physical impact on the environment. Besides the process of industrialization and urbanization, tourism is one of the most important sources of environmental pressures. Pressure depends on the estimated carrying capacity, the type of the selective tourism, environmental awareness and literacy of the tourism holders, the number of tourists that are staying in the destination at the same time, their ecological literacy, etc. The effect is manifested in air, ground and water pollution, use of natural resources, waste generation, traffic congestion, spatial deviation, etc.
Tourism affects the environment changes mostly at the local level. However, the effect is manifested at regional, national and even on global level. For example, due to dislocation of the tourism demand, tourism has a significant influence on climate change at the global level. 
On the other hand, tourism depends on the quality of the environment, preserved biodiversity and natural landscapes. Therefore a major challenge for decision-makers is to manage the development of tourism taking into account these mentioned dichotomies.


In addition to aforementioned, tourism brings many social and cultural changes in tourist destinations. On the one hand, it enables social interaction and intercultural communication between the tourists and locals (local community) and on the other hand it can increase the levels of crime, the devastation of cultural heritage, to deepen the development gap between different social groups within the local community, etc.

Today the tourists are better educated, more sophisticated, more rational and selective. Most of the tourists are informed about the destination that they choose, they are environmentally aware and conscious of "value for money." Some of the most significant trends of modern tourist demand arise from the fact that tourists decide to go on a shorter trips several times during the year and are interested for the authenticity of offer, indigenous products and for the protection and preservation of the environment.
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In 2009 and 2010 the Republic of Croatia participated with 2% of total tourist arrivals in Europe and in the total European revenues from tourism. (TH, p. 6) The following table shows the number of arrivals and nights in Croatia from 1987 to 2010. It can be concluded that the number of tourist arrivals from 1987, that was considered the most successful tourism year in the pre-transition period, was reached in 2010, but the nights in the same year, was 17% less than in 1987. However, the quality of tourism, quality tourism experiences and quality of life of local people should be much more important than quantitative features.
Table 1

Arrivals and nights in Croatia from 1987 to 2010 (selected years)

	Year
	Arrivals
u 000
	The share of domestic tourists
in %
	The share of foreign tourists 
in %
	Nights in  000
	The share of domestic tourists
in %
	The share of foreign tourists 
in %

	1987
	10.487
	16,5
	83,5
	68.160
	12,3
	87,7

	1990
	8.497
	17,0
	83,0
	52.523
	12,8
	87,2

	1991
	2.297
	35,2
	64,8
	10.471
	16,7
	83,3

	1994
	3.655
	30,8
	69,2
	20.377
	21,8
	78,2

	1996
	4.186
	30,4
	69,6
	4.941
	22,6
	77,4

	1998
	5.852
	23,1
	76,9
	31.852
	16,7
	83,3

	2000
	7.137
	18,3
	81,7
	39.183
	13,1
	86,9

	2001
	7.860
	16,7
	83,3
	43.450
	11,6
	88,4

	2002
	8.320
	16,5
	83,5
	44.692
	11,1
	88,9

	2003
	8.878
	16,5
	83,5
	46.635
	11,4
	88,6

	2005
	9.995
	15,1
	84,9
	51.420
	10,6
	89,4

	2007
	11.162
	16,6
	83,4
	56.005
	11,5
	88,5

	2008
	11.261
	16,5
	83,5
	57.103
	11,3
	88,7

	2009
	10.935
	15,1
	84,9
	56.005
	10,3
	89,7

	2010
	10.604
	14,1
	85,9
	56.415
	10,5
	89,5


Source: Croatian Ministry of Tourism, www.mint.hr

It is possible to measure the competitiveness of tourist destinations by various indicators. According to the World Economic Forum (World Economic Forum), destination competitiveness can be measured through the Tourism Competitiveness Index. It is the index that measures the performance of individual countries in the travel and tourism sector, and is divided into three categories which include:
· the regulatory framework, 

· the business environment and the infrastructure and 

· the wealth of human, cultural and national resources.
Environmental sustainability, competitive pricing, security policy, health and hygiene, air networking, the tourism infrastructure, national resources, cultural resources, and more are monitored within these categories. In 2008 the measuring was conducted in 130 countries, then were included six countries more than in the previous year. The dataset includes data from publicly available sources and survey data from the annual executive opinion survey. In that Report, Croatia was ranked in 34th place out of 130 countries, up four places since the previous report, and was still more desirable destination than attractive international tourist destination Tunisia and the United Arab Emirates. With this realized position Croatia was more competitive than new EU members from Central and Eastern Europe.

In that year, the most competitive tourist country in the world was the Swiss, for the second year, while the second and third place retained Austria and Germany. Among the top five countries are also Australia and Spain which succeed to push from those positions the Island and the United States.

In 2008 Croatia's best scores are realized in the category of quality human resources and wealth of cultural and national assets, where is ranked 32nd, while in the business environment category and infrastructure is in 38th place. The novelty is that in the category of regulatory framework significantly improved its position and has achieved 39th place, while in 2007 was ranked 58th.


In 2009 according to the Travel & Tourism Competitiveness Report of the World Economic Forum (WEF) Croatia is ranked in 34th position out of 133 countries.
Croatian position is relatively high in comparison with the overall position of the world competitiveness rankings in which that year are included three new countries. Thus, Croatia is still in the company of Italy and Malta, and ahead of countries of the Central and Eastern Europe such as the Poland, Hungary, Slovakia, Romania and Bulgaria. If Croatian direct competitors are observed it can be seen that significant improvements have recorded Cyprus (21.), and Montenegro for the seven places (52.). Slovenia is ranked after the Croatia – in the 35th place.
If we look at Croatian neighbours, the worst position has Bosnia and Herzegovina that has dropped for two places from the 105th to 107th place. Serbia is ranked 88th which is a decline for 10 places in comparison with the measuring in the previous year. 


Price competitiveness, regulatory framework, air infrastructure, education and the availability of qualified personnel have low scores in Croatia. On the other hand, positive scores can be seen in tourism infrastructure (6th position) and affinity to travel and tourism (9th position). Favorable assessment of our tourism infrastructure is a consequence of the large number of hotel rooms according to number of inhabitants, the presence of a rent-a-car companies and the development of ATM. Excellent grade in affinity to travel and tourism in this case is a result of evaluation of the tourism intensity (the share of income and expenditure of tourism in GDP). 
 
Table 2 shows the tourist trade by counties and/or tourist regions according to the criteria of share in arrivals. Observed by regions, most of the tourists, almost one quarter, comes in County of Istria, follows the County of Primorje-Gorski kotar, County of Split-Dalmatia, County of Zadar and County of Dubrovnik-Neretva.
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Table 2

Tourist activity by counties - share in total arrivals
	County
	2005.
	2008.
	2010.

	County of Primorje-Gorski kotar
	20,8
	19,7
	20,3

	County of Lika-Senj
	3,0
	3,2
	3,8

	Coast
	23,8
	22,9
	24,1

	County of Zadar
	9,3
	9,8
	9,2

	County of Šibenik-Knin
	7,5
	7,3
	6,0

	County of Split-Dalmatia
	15,6
	15,5
	15,5

	County of Dubrovnik-Neretva
	9,1
	8,8
	9,3

	Dalmatia
	41,0
	41,4
	40,0

	County of Istria
	25,1
	24,2
	24,9

	City of Zagreb
	5,5
	6,3
	6,0

	Other counties
	4,6
	5,2
	5,0

	Total
	100,0
	100,0
	100,0


Source: Croatian Ministry of Tourism, www.mint.hr

County of Istria is considered the most developed region in Croatia, according to the level of tourism development. Over the past two decades, nearly 30% of all tourist departures are recorded in the County of Istria. County has about 230,000 beds in hotels, resort hotels, camps and private accommodation, which is about 30% of the total accommodation capacities in Croatia. In the county are developed numerous types of the selective tourism, eg camping tourism, nautical tourism, cultural tourism, sports and recreation, eco-tourism, cycling tourism, hunting and fishing tourism, etc.
4. The effects of tourism on the environment
Modern tourism is a social phenomenon which, including and connection on direct or indirect way a number of economic activities, has created significant economic effects. Tourists are today better educated, informed about the destination in which they travel, environmentally conscious, aware of "value for money" so the tourist destinations that use the concept of sustainable development will be more attractive.
In addition to economic, tourism has a significant physical impact on the environment. Even though tourism is not one of the biggest polluters, it uses large spatial areas, consumes natural resources (especially water and energy) and represents a source of pressures on the environment (especially in the preparation and food serving and waste creation). On the other hand, the area, especially protected nature and biodiversity are a significant element of tourist destinations’ attractiveness. One of the preconditions of the long term development of tourism is responsible approach to the environment. The holders of the tourist supply have important role in that. The impact on the environment will depend on their and the tourists’ consciousness and knowledge.
In addition to the above mentioned, the tourism has a significant social and cultural impact, that brings the number of positive and negative changes in the tourist destination. Tourism development can significantly affect the quality of life of residents of local communities.

According to the statistical average, the coastal region of Croatia accounts for 96 percent of all overnight stays, so it could be concluded that the consequences of the pressure of tourism on the environment in the continental part is very small, which is not true, because in the mainland, among other things, are taken a number of daily visits to a sensitive environmental areas that are not accompanied by a statistically nights. For example, a large number of hikers visit the sensitive river coasts and waterfalls; Kupa, Korana, Dobra, Mrežnica, Zrmanja, Cetina, Krka and others or there reside the owners of the vacation homes with their families, relatives and friends. Here is talked about the different forms of the selective tourism that are on the rise.


According to the previously mentioned source, the tourism satellite account - an approximate estimate of the share of the economic activities in Croatia in 2000 show that only the 30 percent of the total tourist consumption in Croatia refers to the hospitality, followed by agriculture and food industry with 20 percent, transport and communications with 15 percent, trade with 10 percent, production of petroleum products with 5 percent and the others with 20 percent. This means that to the direct pressure of tourism on the environment through the hospitality industry needs to be added the pressure of tourism on the environment across other mentioned sectors, in proportion to the number and structure of tourists during the reporting period.
The water supply in coastal areas is associated with larger systems, which means with the larger sources of higher quality. Looking at the area of ​​the Adriatic coast it should be pointed out that all coastal areas of the village water supply network were built with supporting facilities. However, it happens that during the tourist season, due to high seasonal water consumption, certain areas have a high degree of reduction in the supply of drinking water.
The pressure of tourism on the environment in Croatia is reduced, especially due to the increasing demand for different types of selective tourism: eco-tourism, rural tourism, cultural tourism, health tourism, adventure tourism, etc. that is based on the tourist experience, enhanced quality of service and on an intact environment.
The comparison of the results of the TOMAS research which is made by the Institute for Tourism Zagreb in 2009 with the results of the same survey in 1994 shows that the number of tourist arrivals by road continues to increase (from 82,7 percent to 92,6 percent) and arrivals by plane fall (from 12,4 percent to 5,5 percent), as well as arrivals by train (from 1,7 percent to 0,4 percent) and by boat (from 3,1 percent to 1,5 percent) 
. More pronounced trend in tourist arrivals by road imply to potentially growing negative impact of tourism on the environment, and because of the previously described pressure that road transport have on the environment.
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5. Sustainable tourism

The essence of the sustainable tourism is the coordination of local interests and the specifics of the regional and national interests, objectification of the resources’ attractive power and of the planned tourist attraction from the position of market and profile of the tourism product, while taking into account the given constraints in the sphere of environment, socio-cultural and economic and political specificities.

Prerequisite for the sustainable tourism concept implementation is to define the carrying capacity of tourist destinations. It is a "maximum number of tourists who will not have a negative affect on the physical environment as well as on the local population and its interests." Carrying capacity of the destination refers to the: the physical, psychological, biological and sociological capacity, whereby it is important to take account that these capacities are changing over time.


According to the World Tourism Organization (UNWTO), sustainable tourism is tourism that meets the needs of the present tourists and of the local population while conserving resources for the future development. This development means managing with the resources in a manner to meet basic economic, social and aesthetic needs while preserving the cultural integrity, essential ecological processes and biodiversity.

Sustainable tourism should:

· find the optimal way to use natural resources in order to maintain essential ecological processes and protect nature and biodiversity  
· respect the socio-cultural authenticity of the local community, while respecting their cultural heritage and traditional values ​​and contribute to intercultural understanding
· contribute to long-term economic development, bringing economic benefits to all stakeholders

Application of the concept of sustainable tourism is not limited only to some selective forms of tourism such as eco-tourism
 and rural tourism, but also can be applied to all forms of tourism. Applying the concept of sustainable tourism should be tailored to the specific characteristics of each destination. The concept of sustainable tourism can be applied to tourist destinations in different stages of their economic development.

A necessary precondition of the implementation of the concept of sustainable tourism in the economic practice is a participative process, ie refers to the involvement of all stakeholders (interested parties - tour operators and travel agencies, accommodation facilities), the institutions responsible for conservation of heritage, local community and tourists) in order to achieve consensus on key issues of tourism development. It should be noted that the implementation of the concept of sustainable tourism is a continuous process that must constantly adapt to changes of various internal and external development determinants.

Principles of Tourism that are based on natural and cultural-historical heritage are the following:
· Recognizing the importance of heritage

· Care for heritage localities 
· The development of partnership for multiple benefits 

· Heritage issues implementation in business planning 
· Investments in people and locations

· Advertising and promoting of the responsibility in the tourist products design

· Providing a high quality experience to visitors

· Respect the rights and obligations of local, indigenous population. 

Therefore, those destinations that are taking the necessary actions in order to design and implement the concept of sustainable tourism in the economic practice increase the attractiveness and competitiveness in the long run.
6. “Sustainable tourism in ten steps”
Implementation of the concept of the sustainable development is a long process that is based on participatory decision-making. Possible ways of implementation depends on many factors: the level of development of the economy, the level of development of tourism, development goals that need to be achieved, the strengths and weaknesses from the internal environment and opportunities and threats from the external environment, etc. "Sustainable tourism in Ten Steps" is one of the possible ways of implementation of the concept of sustainable tourism in economic practice. The approach is applicable at national, regional and local economy whose aim is to promote sustainable tourism. Since it is based on the evaluation of cultural, historical and natural heritage this approach is in line with the objectives of the project Revitas.
According to this approach, the principles of tourism that are based on natural, cultural and historical heritage are the following:

· Recognizing the importance of heritage

· Care for heritage localities 

· The development of partnership for multiple benefits 

· Implementation of the heritage issues in business planning 

· Investments in people and locations

· Advertising and promoting of the responsibility in the tourist products design

· Providing a high quality experiences to visitors

· Respect the rights and obligations of local, indigenous population
The approach includes the following “ten steps”:
1. What do we want to achieve? 

2. Who, who could or should be involved?
3. What do we know?
4. What makes a region, destination or a product special?
5. What are the main issues? 
6. Analysis

7. The principles and aims of the activities
8. What are your ideas and options?

9. Implementation

10. Guidelines.


The first step "What do we want to achieve" refers to defining the aim that we want to achieve from the quantitative and qualitative aspects and defining the time frame. Before defining the aim it is important to make a review which should include the description of the following elements:
· Social conditions (population, age/sex/education)
· Economic environment (number of companies, size, structure by sectors)
· Permanent political climate 

· Natural and cultural environment 

Some of the key issues of this step are:
· Is the area (region, local community, locality) suitable for tourism development?
· What is the key natural and cultural capital for tourism?
· How many visitors does the area have? 
· What is growth potential in the number of visitors?
The second step "Who, who could or should be involved?" means to find the answers to the following questions:
· Who are the possible stakeholders?

· Why are they interested in participating?
· What are the themes that are interesting for them? 

· How to consult them? 

Potential stakeholders are as follows:
· Tour operators and entrepreneurs 

· Tourist organizations 

· Institutions for environmental management and nature parks 

· Institutions for managing of cultural, historical and traditional heritage
· Local, regional (county) and other governments
· Indigenous people

· Local communities 

· Visitors

Possible consultation techniques: public meetings; interviews; public presentations; exhibitions and informative posters; advisory bodies; media research; written suggestions; telephone surveys and researches; conferences or workshops; civil meetings to gather public opinion, etc.


Developing of partnerships is a prerequisite for building a participatory (participation) decision-making process. Key steps to develop partnerships are:
· Identify key partners to achieve higher goals 

· Identifying individuals who are involved or should be included 

· Relationship Building
· Developing a mutual understanding on important issues 

· Common set of goals and sub goals and 

· Presentation of our own commitment to partnership and for implementation of agreed actions.
A particular challenge of this process is to build mutual trust and achieve compromises, based on the agreed mutual concessions.

The third step, "What do we know?
The aim is to identify and examine existing sources of information and documents that are relevant to the project. Possible sources of information are:
· Ministry of tourism, the Croatian National Tourist Board and/or local tourist board
· Ministry of Culture 

· Development strategy/plans of local self-government
· The reports of business entities 

· Relevant news articles 


The fourth step, "What makes the region, destination or product special?"
It is necessary to recognize the values/particularities of the tourist attractions and attractiveness, to explore how these particularities /values ​​are can be presented to the tourists and to analyze whether there is a potential for their further used on the same, similar or totally different way.

The fifth step, "What are the main issues?”
The aim of this step is to identify and understand the main areas and issues that had the influence and that influence on the region, destination and the product. It is useful to consider:
· The experience of visitors/users 

· The attitudes of the local communities 

· The ways of managing and impacting on nature and heritage 

· Infrastructure issues 
· Questions of markets and marketing 

· The availability of the tourism product 

· Training and the development of human resources (potential)

· Strategic and Resource Context 

· Legislation and Permits 

A very important part of this phase is the conflict management. It is necessary to identify conflict situations, try to solve them or accept them as a constraint to the successful implementation of the project. The key to conflict management and its resolution includes the following:

· Ensure that in the process are included all parties

· Maintain an open and good communication

· Adaptability
· Develop a consensus most of the participants.

Sixth step, “Analysis"

Based on the collected data and issues identifications, it is necessary to analyse the priority areas.
Possible analytical methods are the following:
· Market Analysis
· Analysis of the heritage protection 

· Analysis of the situation 
· SWOT analysis
· Analysis of priority
· Cost-benefit analysis.

Seventh step, "Principles and objectives of activities"
This step will help in shaping a clear written statement about the principles and/or objectives based on which to direct future activities. Also, it is necessary to get the support of all key partners in the implementation of these principles and/or objectives.

The principle is the way in which to direct future activities. The principles can be expressed in the form of guidelines, protocols or declarations. Objectives are short statements of desired accomplishments. They must be clear, measurable, achievable and time limited. Goal/goals should be the result of shareholders’ participation in decisions. For example, the goal can be to strengthen the capacity of local community support and participation in tourism through education and training of concerned citizens by using the agreed technology through the next two years.

Step eight: What are the possible development ideas and options?
The process of determining the development ideas and options:
· Developing ideas
· Presentation of ideas or options to all stakeholders in order to test it
· Analysis of key issues, in the absence of significant elements and collection of additional information
· Developing the most appropriate options in the form of project proposals, feasibility studies or strategic plan
· Seeking for approval for the selected best option

Ninth step "Implementation"
The selected options or ideas from the previous step should be shaped in form of the applicable activities, ie. to form an action plan or working plan. It is necessary to define the activities, the subject of implementation, implementation deadlines, the resources (financial and material), and ways of monitoring (surveillance) of the implementation of selected activities.

Tenth step – Guidelines
It is necessary to prepare a short vision in the form of guidelines that will display:

· Key value of the heritage of the region, destination or product

· Key themes and areas for the development.


It is also important to publish the results of the agreements and arrangements between stakeholders and to publish the results achieved through electronic and printed media.


Based on the presented model, project participants - staff at tourist information centres, were responsible for the implementation of this approach on the example of existing or potential projects for development of sustainable tourism. The proposals for the implementation shape the staff of the Tourist Information centre in Svetvinčenat ("Diffuse hotel project in the municipality Svetvinčenat"), Buzet ("House of Truffles"/"Buzet-city truffles)"), Poreč ("Valuation of the Intangible Culture in Poreč through sustainable tourism"), Piran (“Promotion of cultural events through sustainable tourism"), Koper ("Sustainable Urban Tourism"), Izola ("Promoting cultural heritage of Isola through sustainable tourism"). Two employees of the Historical Museum of Istria (Valorisation of the historical heritage in Istria through education of school children) participated in the training as well as an employee of the Istria Tourist Board and employee of travel agency ("Connecting the maritime and rural areas of Istria through wellness tourism").
7. Guidelines for the development of Istrian sustainable tourism based on the cultural and natural heritage 

General cross-border objectives of the project REVITAS are to stop the deterioration of the Istrian interior while preserving the cultural heritage and promoting the developing and integrated products; forming the cross-border tourist destination and promotion of the sustainable development of tourism in Istrian rural area on the basis of cultural and natural richness of the area. They will realize the specific goals that include: development of revitalization model of the Istrian hinterland, the development of integrated tourism products and services with the aim to form a unified cross-border tourist destination Istria, improvement and rehabilitation of infrastructure for tourism, restoration of cultural heritage and encouraging the cross-border cultural exchanges and events.

In the realization of these general and specific objectives the development of the sustainable tourism that is based on cultural and natural heritage has a very significant role. Guidelines for the development of sustainable tourism on those bases could be the following:
· Responsible attitude towards the natural resources, biodiversity and the Adriatic Sea conservation will contribute to the long-term preservation of their attractiveness. This is particularly important because the natural beauties are one of the most important motives to select Istria as a tourist destination.
· Spatial planning must proceed accordance with the estimated carrying capacity of the environment while respecting the tolerance of eco systems, superstructure and infrastructure, tourists and locals.
· It is necessary adequate evaluation of cultural and historical heritage, both tangible and intangible heritage, through the conversion feature of tourism where the goods that are not on the market gain market value.
· Since the tourism is a very important economic sector of Istria, the implementation of the concept of sustainable tourism has contributed to the further development of tourism and overall economy in numerous ways.
· Development of sustainable tourism at the regional and local levels could contribute to the development of crafts in the production of indigenous souvenirs, which would significantly enhance its tourist supply by its authenticity. 
· Promotion of organic farming would contribute to the growing demand among tourists and locals.
· The implementation of the concept will contribute to the development of rural areas of Istria through the development of different types of tourism in rural areas (eco-tourism, cultural tourism, rural tourism, etc.) because the concept of sustainable tourism implies respect for originality.
The implementation of the concept of sustainable tourism is a long-term and complex process. One of the key prerequisites for the successful implementation of the concept is to apply the principles of the participative decision-making process, ie active participation of all relevant stakeholders (state, local and regional self-governments), companies, entrepreneurs, tourist associations, educational institutions, institutes and institutions who have responsibility for protecting natural and cultural heritage, local residents, media, tourists).

The implementation of the concept of sustainable tourism that is based on cultural and natural heritage in rural areas of Istria would contribute to greater market recognition of that space on the tourism market. Tourist supply that would be based on authentic, high quality and original products and services would contribute to the further valorisation and recognition of tourism supply of Croatian and Slovenian Istria as tourist destinations that are economically, culturally and ecologically sustainable.

8. Concluding Remarks

Unsustainable patterns of production and the production and consumption have caused a number of environmental, social and economic problems at local, regional, national and global level. The implementation of the concept of sustainable development, which is based on building long-term competitive economy, while maintaining the stability of the ecosystems, building a stable and fair society and which respects the cultural differences, is a possible way to solve these problems.

Tourism is, in addition to industrialization and urbanization, considered as one of the biggest causes of environmental pollution. The implementation of the concept of sustainable tourism would contribute to the current and future tourism development, which would allow to meet the needs of current and future stakeholders in tourism.
The implementation of the concept of sustainable tourism in rural areas of the Croatian and Slovenian Istria, that is based on the cultural and natural heritage has contributes to a greater recognition of that space (area) on the tourism market, enriching the tourism offer of that area and total tourist supply of the related regions, the preservation of the respective market and natural heritage and biodiversity, as well as cultural heritage. This would contribute to greater well being of local people, the quality of tourism experience and would increase the attractiveness of existing offers to potential tourists.
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Tourism Destination Marketing and Development 

Introduction. Tourism is multidimensional phenomenon, with a continuous and highly dynamic development. The forecasts of all relevant institutes, organisations and experts point out that tourism as a phenomenon will hold that mentioned characteristics in the future too, despite the crises in its surroundings which occasionally occur, like natural disasters, terrorism, epidemics etc. 

The modern theory looks at tourism as a system, and one of its most important elements is tourist destination. Trends that appear in tourism demand, a high competitive fight between the tourist destinations, technological innovations, environmental pressures and other significant determinants in a tourism environment, impose the need for further thinking and to find a more efficient way in managing tourism destination development. According to of many authors, a tourist destination can overcome strategic gaps that are inherent in traditional methods of managing their own development by adopting a new marketing approach. In accordance with that, hereinafter is the theme “Marketing and development of tourism destination” explained in the following 5 basic chapters: 1. Marketing and its application in tourism; 2. Tourist destination – the concept and development; 3. Tourism destination marketing; 4. Tourism destination marketing management  – the process; 5. Marketing in the function of sustainable development of tourist destination 
Marketing and its application in tourism. In theory and practice marketing is seen in different ways – as a science, business conception and management process. The main goals of marketing are: to maximise total consumption, maximise consumer satisfaction, maximise consumer choice and life quality. Marketing as a management process is “the sum of skills to analyse, plan, achieve and control the marketing activities, that is incurred in order to create and maintain beneficial exchanges with the customers on target markets and with its final goal – to achieve the organisation’s goals”  (Kotler, Armstrong, 2006).
Marketing can be classified according to the target market, products and holders of the marketing activities. When it is talked about tourism marketing it is actually meant on marketing classification according to the target market – the tourism market, that is according to the tourists as consumers. One of the definitions of tourism marketing  is: “Tourism marketing is a systematic and coordinated action, accomplishment of requirements and goals of the tourism policy, which is the best way to meet the needs of the specific consumer groups (and individual tourists) while achieving positive economic results for the tourism supply holders, that is for the marketing holders (Senečić, Vukonić, 1993). Distinguished characteristics of the components and processes that take place on a tourist market, cause the need for separate researches of the tourism marketing implementation. Tourism market is mostly services market, so in comparison with the market of physical products its specific characteristics are as follows: 1. inverse movement of supply and demand; 2. consumption of services require the presence of consumers and suppliers; 3. services are fist sold and then produced and used; 4. services are volatile – dependent on who, when and where provided; 5. by purchasing services, skill, ability and the knowledge of the person who provides it is also bought; 6. providing services is time definite – the inability of storage. Specific characteristics of tourism marketing result from the following features: 1. pluralism of the decision-making centres (with different functions) in the marketing activity (groups of different marketing holders); 2. complex composition of the tourist product; 3. permanent presence of uncontrolled variables, where some of them have internal character (production and promotion), and external character more frequent; 4. variability of measures that can be applied by specific markets in order to have the influence on choice of destination and which is not derived from these mentioned determinants; 5. indispensable flexibility and modularity of marketing programs in the phase of the application; 6. characteristics of the tourism demand, supply,  purchase and consumption. 

Continuously monitoring the situation and trends in the tourism environment is the prerequisite for successful tourism marketing management. The environment is a set of forces and variables that have the affect on the ability of companies to successfully supply customers with products and services. The levels of the marketing (in tourism) environment are: 1. level – Internal environment; 2. level- Target market; 3. level – Stakeholders of the companies; 4. level – a wider (macro) environment. In the last decade f the 20th century the trends that signify a new age of tourism began to emerge on the international tourism market. The key forces that have influenced its appearance are (Poon, 1993; Lumdson, 1997): the new consumers, new technologies, limits to growth, a new global practice. In other words, today’s tourism is more flexible, segmented, created according to the customers’ requirements and diagonally integrated in comparison that in the 1970s, which was a massive, rigid, standardized and packaged. Tourism marketing experts must adapt that changes as soon as possible and as well as possible, in order to successfully operate. In so doing the next guidelines should be used: 1. better understanding of market segments; 2. access to markets supported by modern ICT technology; 3. emphasis on the human factor in the service process; 4. finding sustainable sources of competitiveness; 6. application of marketing concept in the tourism destination management; 7. reformulation of the marketing mix.

Tourist destination – concept and development. It s believed that the concept of a destination has been introduced in tourism terminology in the 1970s, through traffic (especially through air traffic), when it became the characteristic of the tourist locality, zone, region, country, group of countries or a continent. Today, the concept of tourist destination has a more complex meaning, due to the changes that have occurred in the tourist market. Different understanding of the tourism destination’s contents can be found in the literature and the reasons for this are primarily different aspects of its observations (geographical, economic, sociological, marketing and managerial aspect) and its different perception by some stakeholders of the tourist destination (existing and potential tourist demand, domestic population, public sector of a particular area, local entrepreneurs etc.). Based on the analysis of the numerous definitions of the tourist destinations in domestic and foreign literature it is considered appropriate to define it as a tourism organised and market recognized spatial unit, which offers a complete satisfaction of the tourism demand with its set of tourism products. Consequently, in characterisation of the spatial unit as a tourist destination it is not decisive its size or geopolitical boundaries, but the ability to attract tourists and to satisfy the overall complex tourist needs.
The tourist destination is one of the elements of the tourism system which encourages the functioning of the entire system, by attracting tourists and motivating their arrival and also connects all its parts. Most tourist destinations are amalgam of the following components (six As) (Cooper, Fletcher, Gilbert et al., 1998; Buhalis, 2000): 1. Attractions – includes natural and social attractions, important for providing the initial tourists’ motivation to come at the destination, 2. Amenities – include accommodation and catering facilities, retailing, entertainment and other services. 3. Accessibility – refers to the development and maintenance of the efficient transport connections with the markets (international transport terminals and local transport). 4. Available packages – includes pre-arranged packages by intermediaries and principals). 5. Activities – refers to all activities that are available in the destination and what consumers will do during their visit. 6. Ancillary services – include marketing, developing and coordinating activities that are carried out by certain organisation in order to manage tourism destination for the consumers and industry needs. 
Looking at the tourist destination like a system is considered necessary for interdisciplinary approach (social, economic etc.) in managing, and that is tourism destination marketing. Model of the tourism destination shown in Figure 1. characterises the content of the soft variables (the interaction of tourists, staff and residents), openness (including the impact of external environment on the processes within the destination) and a systematic approach (taking into account the inputs, process and output). From the presented model can be seen that the destination system consists of certain elements and that processes within the destination transform inputs (eg. expectations of tourists, managerial and technical skills of employees, investment resources) into outputs, or into results of the different stakeholders and various effects. Each tourist destination has a unique mix of characteristics that are determined with its geographical position, history and culture, so the development of the specific model for each tourist destination can shed light on the meaning of each of its elements within the system. The combination of the components of the tourist destination results with one or more tourism products. 

Picture 1. General model of the tourism destination
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Source: Križman Pavlović, D. (2008). Marketing turističke destinacije. Pula/Zagreb: Sveučilište Jurja Dobrile u Puli, Mikrorad d.o.o.

The way of managing tourism destination, in addition to number of determinants, depends also on type of tourist destination where it belongs. According to the classical conception, which is based on the principle of homogeneity of essential components, tourist destinations are divided into: coastal, mountain, lake, islands etc. (Hitrec, 1995; Vlahović, 1998). Laws (1995) introduces the following types of destinations: 1. Capital cities; 2. Developed traditional centres, b) Touring centres; 3. Purpose- built resorts. For statistical purposes, the World Tourism Organisation (WTO) has developed the following typology of tourist destinations: 1. Remote destinations (ie., the farthest place in comparison with the domicile); 2. The main destination (ie., the place where the visitors spend most of their time during the trip).; 3. Motivating destination (ie. the place which the visitor considers as the primary goal of the visit). The analysis of the mentioned typologies of the tourist destinations and most of other typologies known from the literature imply that they are all based on the descriptive method, namely that they lack certain indicators which could be used for forecasting purposes. In order to remove the mentioned lack Opperman (2994) defined a typology of tourist destination through the application of Trip Index (TI). 
From Table 1. can be seen that M. Opperman differs 5 types of tourist destinations in accordance with the number of tourists in three categories of Trip Index. In calculating, Trip Index can have the value from 0 to 100, where the value 100 means that the tourist visited only one tourist destination during his trip. Tourist destinations with an average number of Trip Index 10 or less may be considered as “stopover” or between destinations, while those with a value greater than 50 represent main destinations. In this typologies the lack is that the concept of place and tourist destination are the same.

Table 1. Classification of the tourist destinations according to the Trip Index 

	
	Trip index categorisation (TI)1

	Type of destination
	1-20
	21-50
	51-100

	Main destination
	0%
	< 40%
	> 60%

	International traffic centre with the function of main destination 
	0 < x > 20 %
	20 – 40%
	> 50%

	Traffic centre
	< 60%
	> 40%
	> 0%

	Regional traffic centre / Important tourist attraction 
	40-80% 
	10-40%
	possible

	«Stopover» / between destination
	> 80%
	< 20%
	0%


1 TI = (Dn / Tn) x 100, where TI is Trip Index, Dn the number of overnights in the destination and Tn total number of overnights spent on the trip 
Source: Oppermann, M. (1994). The Malaysian Tourist System. Malaysian Journal of Tropical Geography. Vol. 25, No. 1., str. 15. 
The evolution of tourist destination is closely related with the development of tourism. Faced with the challenge of development and changes in the tourism market, tourist destination is also changing and evolving. From the 1960s onwards there have been developed numerous models that describe the development of tourist destination which can be classified into the following basic groups: diffusionist and sectoral models of tourist destination development. Assumptions on which is based the diffusionist paradigm of the tourism destination development are the following: the development is inevitable, take place in phases and is spreading from the centre to the periphery. The authors of the more important models of the tourism destination development that are based on this paradigm are: W. Cristaller (1963), S. Plog (1974.), S. Plog (1974), J. Miossec (1976.), R. Butler (1980, 1993), D. Weaver (1988) i E. Laws (1995). Butler’s model (1980) of the evolution of the tourist destination is one of the most cited and most applied theories in researches in the field of tourism (Opperman, Chon, 1997). It is based on the concept of life cycle, ie, it assumes that the tourist destination passes through six “life” phases during its evolution – exploration, involvement, development, consolidation, stagnation, declining/rejuvenation (Figure 2.).  The most common critics of that model relate to its simplicity and deterministic approach.

Picture 2. Life cycle of the tourism destination according to Butler 










 Time

Source: According to Butler, R. W. (1980). The Concept of a Tourism Area Cycle of Evolution. Implications for the Management of Resources. Canadian Geographer, Vol. 24., pp. 5-12. i Cooper, C. (1997). The environmental consequenes of declining destinations. Progress in Tourism and Hospitality Management, Vol. 2., No. 3., pp. 337-343., cited in: Cooper, C., Fletcher, J., Gilbert, D. et al. (1998). Tourism - principles and practice. Harlow, Essex: Longman. pp. 114-116.

According to the sectoral paradigm, two different, interrelated sectors coexist in the tourist destination that meets the needs of different types of tourists and with its development evolves also the tourist destination. Among tourist researchers only Opperman explicitly shows the development of tourism at the national level (developing countries), applying the spatio-temporal model of tourist destination development. To distinguish between the two sectors (formal and informal) he uses 15 characteristics (Table 2.).

Table 2. Characteristics of the formal and informal sector of the tourist destination 

	Characteristics
	Formal sector
	Informal sector

	Capital
	abundant
	restricted

	Technology
	capital-intensive
	labour-intensive

	Organisation
	bureaucracy
	primitive

	Ownership
	enterprises
	individual, family

	Prices
	usually fixed
	negotiated

	Inventory
	in huge amount and/or high quality 
	in small amount and/or low quality 

	Fixed costs
	considerable
	inconsiderable

	Promotion
	indispensable
	almost non-existent

	Credit
	institutional
	uninstitutional

	Traffic
	huge
	small

	Profit margin
	small per unit and cost of investing
	high per unit and cost of investing

	Education
	skilled
	unskilled

	Regular payment
	prevail
	irregular

	State aid
	extensive
	none or almost none

	Dependence on foreign countries
	high, external orientation
	small or not at all


Source: Oppermann, M. (1993). Tourism Space in Developing Countries. Annals of Tourism Research. Vol. 20. pp. 544., preuzeto iz Oppermann, M. i Chon, K.-S. (1997). Tourism in Developing Countries. London: International Thomson Business Press. pp. 44.
Picture 3. shows schematic M. Oppermann’s model of the tourist destination development. Four difference areas can be seen in the framework of the tourist destination – non-tourist, informal, formal and the area in which formal and informal sector are overlapping. Placed in the space-time development context, this model shows the evolution of the tourist destination.
Tourist destination and marketing. Tourism destination marketing is determined by the following characteristics: 1. It is market with the implementation of managing activities in the name of a group of autonomous suppliers, 2. Group products and services that are offered by destination’s suppliers are space limited and specific. Therefore it follows that the major challenge of tourism destination marketing is acting in the “multisupplied situation in which individual entrepreneur have the power to make a decision” (Dolnicar, Mazanec, 1998), or acting in the conditions where different stakeholders of the tourist destination (visitors, locals, the hotel company, tour operators, the public sector), often with conflict interests, participate in the development and creating of destination’s tourist products (Buhalis, 2000). Therefore, the purpose of the tourism destination marketing is to act as an instrument for optimizing the effects of tourism and to achieve the strategic goals that are aimed at satisfying the needs and desires of all stakeholders of the specific tourist destination (Figure 4). In practice can be seen the following potential limitations of the concept of tourism destination marketing: 1. Portfolio diversification of tourist destination; 2. The complexity of tourism supply and 3. Lack of institutional conditions that would regulate the need of the specific subject of the tourism supply to act independently on the market.

Picture 3. Life cycle of the tourist destination according to Oppermann 
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Picture 4. Strategic goals of tourism destination marketing 

	· Assure long term development for locals. 

· Maximize the satisfaction of the visitors. 

· Maximize the multiplicative effects and the profitability of the local entrepreneurs. 

· Optimizing the effects of the tourism by ensuring the sustainable balance between the economic benefits and socio-cultural and environmental costs. 


Source: Buhalis, D. (2000). Marketing the competitive destination of the future. Tourism Management, vol. 21, pp. 100.

In tourism destination marketing it is necessary to know and understand the following concepts: 1. tourist destination attractiveness; 2. destination image; 3. choice of tourist destinations in the context of the tourists’ behaviour as consumers; 4. brand management of tourism destination.

Tourism destination marketing management - the process. For most of the tourist destinations as supply units on the tourist market dominates the fragmented and myopia management approach, which actually refers to the presence of insufficient and inadequate cooperation between public and business sector, as well as to the absence of a strategic, systematic and management based on information (cf. Heath, 1999). Tourist destinations can face the challenges that are imposed in the modern wider environment and to overcome the strategic gaps that are presented in traditional way of managing with the application of marketing concepts. Heath (1999) established the trends and the determinants of success of tourist destination management by researching plans and strategies of the 50 most successful tourist destinations in the world. Based on that can be concluded that the paradigm of tourism destinations marketing management are as follows: 1. the concept of the tourism destination as a system; 2. orientation towards the needs of tourists and other key stakeholders of the tourist destination; 3. foundation of the organisation of tourism destination marketing management based on the process approach. In accordance with that Križman Pavlović (2008) designed the model that shows the process of tourism destination marketing management, which is shown on Picture 5. 

Picture 5. The process of tourism destination marketing management according to Križman Pavlović










Source: Križman Pavlović, D. (2008). Marketing turističke destinacije. Pula/Zagreb: Sveučilište Jurja Dobrile u Puli, Mikrorad d.o.o.

Marketing in the function of sustainable development of tourism destination. In the beginning of the tourism development it was promoted as a phenomenon without negative impact on the environment, opposed to industry, mining, deforestation and intensive agro industry. However, in the 1970’s, with the publication of the first studies in which the mass tourism was critically analysed, that positivistic attitude towards tourism came into a question. The vision of tourism as environmental pollutants, the exploiters of local inhabitants and sector that is aimed at profit generating in the short term has became potent during the 1980s, due to the strengthening of the environmental movements and awareness of “green”. In the 1990s tourist were significantly dissatisfied with the quality of the (mass) tourism product, the public was sensitized on environmental and cultural elements, tourism destinations awareness of the uniqueness and vulnerability of natural and human resources that they have was strengthening, and the attitudes of the subjects of the tourist supply were changed regarding the development. The above mentioned changes brought into the spotlight the need that the development of tourist destination must be directed from exploitative towards sustainable. Both the governments and international organisations have stimulated the debate about this kind of development. Namely, in the 1992 UN Conference on Environment and Development (“Earth Summit”) was held in Rio, with the intention to encourage the state governments to provide development that will minimize environmental damages. The conference resulted with the document entitled “Agenda 21” which was signed by governments of the 182 states and which listed plan of actions that must be directed to sustainable development. In accordance with the “Agenda 21”, WRRC (World Travel and Tourism Council), WTO (World Tourism Organisation), World Council and Earth Council published the Agenda 21 for Tourism – “Towards Environmentally Sustainable Development”, in which was emphasised the need of awareness of the role of tourism in the process of development and that offers the priority action plan for implementation of the basis for sustainable tourism development tourism organisations. Because of that the organisation of the larger number of international forums was conducted with the aim to implement the principles of sustainability in tourism. The aim of the application of the sustainability concept in tourism is to “meet the needs and improve the quality of life of local residents, to develop the high quality tourism product and satisfy the needs and demands of tourists and to preserve the resources that future generations can use it” (Smolčić-Jurdana, 1998). Moreover, sustainable development is for tourism a matter of its own survival. Nevertheless, in the environment are present the forces that encourage, but which oppose the adoption of the sustainability principles in tourism development. 

Operationalising the concept of sustainability in the tourist destination can be achieved by identifying the carrying capacity and by implementation of the long-term perspective in planning its development (strategic planning). Today and in the future will be successful the tourist destinations that base the planning, organising, implementing and controlling their own marketing activities on the concept of sustainability and direct them to all or at least primary groups of stakeholders. In other words, tourism destination marketing should be a function of its sustainable development.

In any tourist destination there are numerous stakeholders whose interests are complementary or contradictory regarding the development of tourism at all, and especially the one sustainable. Some of the major groups of stakeholders in the tourist destination are: 1. Local residents – it is considered as the most important group of stakeholders due to the fact that they live and work 
in tourist destination and offer the local resources to visitors; 2. Tourists – they are looking for a satisfying experience, that can be achieved through high quality service, well-managed and organised tourist destination; 3. Travel suppliers – are the mostly responsible for the existing tourism development and require an adequate return on invested funds; 4. Public sector – sees tourism as a means to increase income, stimulate regional development and employment, it is often holder of the management and coordination function; 5. Other – may include different groups of pressure, chamber of commerce and other important subjects in local, regional and national community. Stakeholders such as local residents, tourism suppliers and public sector can be considered as internal public of the tourist destination. Therefore, when encouraging them to adopt and apply the principles of sustainable development the concept of internal marketing can be applied. In the case when it is necessary to discourage the arrival of members of the certain market segments in the tourist destination, because of the need for sustainable development, it is possible to apply the so-called demarketing concept.
Potential antagonism of the local population towards tourism development in the destination can be prevented by implementing the following marketing activities: 1. inclusion of the population in decision-making process and in planning of the tourism development; 2. providing incentives for local owners of the tourist facilities; 3. maintaining the economic benefits of tourism in the tourist destination; 4. training the residents to work in tourism at all levels; 5. education of residents about tourism concepts, activities and benefits; 6. maintaining the authenticity of folklore and traditional crafts; 7. encouraging the inhabitants to adopt the local architecture style and construction from local materials. It is necessary that the tourist destination carry out certain marketing activities in order to encourage the tourists on the “sustainable” behaviour during their staying in it. Some of them are: 1. informing visitors about local customs; 2. informing tourists about the local environment and ecology; 3. encouraging the arrival of those types of tourists who will respect the local tradition. In order to encourage the adoption of principles of sustainable development in tourism providers the following tourism destination marketing activities can be extracted: 1. Education of the subjects of the tourism supply about the existence of a bilateral relationship between the tourism and the environment and encouraging them to explore the state of the environment, defining development targets in accordance with the concept of sustainability, to adopt the mechanisms by which these goals will be achieved and control the performance of business activities in accordance with the mentioned goals; 2. Demanding to limit the number of flights and to determine the program of “charter” arrivals; 3. The introduction of the obligated hotel reservations before the arrival at the destination; 4. Stimulate the tourists to stay in an assigned places (for example by animation). Tourist destination can boost public services to create the conditions for sustainable development of tourism through the following marketing activities: 1. Encouraging the introduction of visas for foreign tourists, if necessary; 2. Raising the awareness about the need to control the deviant behaviour of tourists; 3. Pleading for the taxation of services that are provided to tourists; 4. Encouraging the installation of interpretation boards near the attractions. Sustainable development of the destination can be achieved only by synergetic actions of all stakeholders of the tourist destination.

Conclusion. Based on the analysis of many theoretical discussions and researches in the field of tourism marketing and the tourist destination development, it can be seen that only some of the determinants from this area are elaborated, mainly individually, ie there is no comprehensive and systematic approach to observe and analyse the relationship between marketing and development of tourist destination. This, as well as the fact that the tourism is one of the backbones for the development of the Croatian economy, had a decisive influence on the decision to write and structure this text in this way. This text is assigned for participants of the international cooperation project Revitas, as well as for all other interested parties, such as undergraduate and graduate students in the field of tourism, businessmen, tourism policy makers and to the general public. 
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Daniela Angelina Jelinčić, Assistant Professor

„Cultural Tourism and Identity“

Summary of the lectures 

In the framework of Revitas, were held 24 lectures (4 days 6 hours) on “Cultural Tourism and Identity”. Lectures were held on 21 -22 March 2011 and 28-29 March 2011 for the directors of the info centres. Themes that were covered in the lectures are as follows: Identity and tourism; cultural heritage; cultural industries; cultural tourism; urban and regional development; general economic development; creative cities; branding. Lectures are held ex-cathedra, with the active participation of target audience, and in the end they discussed together the possibility of using cultural resources to make maps for areas in which the directors of the info centres are charged.

In the introduction the notion of the identity was explained which is not static and that can be observed through individual and collective manifestations. While the individual identity for their constituent factors has the origin, gender, age, anatomical specificity, spirituality and psychological characteristics, social identity is most often determined by ethnic/religious, political characteristics as well as to the identity of the  occupations, the identity of the stigmatized groups. Identities can be multiple and variable, which further complicates the positioning of the individual tourist market. Since the contact of different cultures is inevitable in tourism and different relationship between individuals and groups are achieved through that contact, there was talk about the terms such as cultural pluralism (the view of the equal value of all cultures), multiculturalism (the idea or ideal of harmonious coexistence of different ethnic and cultural groups within the same pluralist society), intercultural (the exchange between cultural groups within the society) and cultural diversity (multiple ways in which the cultures of the specific groups and societies express themselves, and which are transferred within and between groups and societies). 
Furthermore, there was discussion about the relationship of identity, culture and economics that are seemingly the opposite concepts. Basically, as well as the identity is stronger the economy is also stronger because it contributes to the feeling of stability, security and hope, self-esteem, pride and sense of value, while a weaker sense of identity has negative effect on the economy which results with the lower trust and less dynamic economy. Despite of the superficial contrasts, culture and the economy are exceptionally connected. The scientific discipline of cultural economics is today developed, which denotes the economic system of production, distribution and consumption of cultural products and services through the market, but also non-market mechanisms and is one of the most dynamic new sectors of the world trade. International trade in creative goods and services grew from 2000.-2005. at a rate of 8.7% per year. The importance of cultural economics is also evident in urban and regional development, in preservation of the cultural diversity and economic development in general and cultural heritage, cultural industries and cultural tourism are detected as the strongest sectors of 
the cultural economy. Separate classes were devoted to each of these sectors, which were targeted not only to the heritage like a look on the history of the specific locality than on the 
modern aspects of heritage that can be seen through cultural/creative industries (architecture, design, film, music, theatre, visual arts, fashion, publishing, crafts, advertising, dance). According to the UNECSO, cultural industries are defined as those industries that combine the creation, production and commercialization of content that is intangible in nature, and belongs to the field of culture. The concept that is very often used as the synonym for cultural industries is the so-called creative industries.  However, these industries are based on knowledge and skills, the capacity to convert knowledge into new knowledge and ideas that affect innovation and concrete application (e.g. through new technologies). In practice, the concept of cultural/creative industries is the best developed in Britain so their Department for Culture, Media and Sports differs 13 activities: advertising, architecture, art and antiques, crafts, design, fashion, film and video, music, performing art, publishing, software, TV and radio, video and computer games. Those can generally be divided into so-called upstream activities that refer to the traditional cultural activities (e.g. performance or visual activities) and downstream activities that are closer to the market (e.g. advertising, publishing or media). 

Data from the Creative Economy Report show that design had the highest share of cultural/creative industries in export (which accounts for 65,03%) in 2005., followed by publications and printed media (13,21%), crafts (6,93%) and visual arts (6,6%). The share of music export was 4,45%, new media 3,59% and film only 0,2% (Graph 1).
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If we look at developed countries, the situation is almost completely different. According to data from 2005., these countries were the first in music export (89,94% of the world market) and in film (89,2%), followed by publishing (with the 82,6%) and then visual art (70,66%). The new media (53,77%) and design  (51,61%) accounted for more than a half of world exports from the developed countries while crafts were the weakest export cultural industry in developed countries (39,7%) (Graph 2). 
Graph 2.



Crafts, as the weakest cultural export industries of developed countries are in the first place by their export to developing countries (59.72%). In developing countries design (46.94%) and new media (45.77%) account for less than half of world exports, in visual art the share is less than a third of world exports (28.87%). Publishing and printed media (14.82%), music (9.46%) and film (8.25%) contribute to global exports of developing countries in much smaller percentage than is the situation in developed countries. Indeed, the situation in developed countries is inversely proportional to this in developing countries which can be seen from the Graph 3.Listen
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Globally, one third of the employed people work in the creative sector, in science, engineering, research, development and other technology industries, in art, music, culture, aesthetics and design (Florida 2005). 

Cultural industries are specific in comparison with the other industries because the “cultural content” can be interpreted as a particular good or service, and it is not primarily expressed as a material value than as symbolic value (so cd is material product but also has the music expression which is an expression of the symbolic value of the music of a specific area). In this way, besides the fact that such a product is competitive like a material good, it is also an expression of the cultural diversity and has specific cultural characteristics of some locality.

Therefore it is often used in the creation and promotion of the image of the city /region /state so cultural industries are often used in branding and tourism promotion. Some cities were developed based on the image of the certain actors and singers, who were living there or who were born in it. In the same way many have been promoted through movies that were filmed there or were simply attractive because of famous recording or film production company so there the concentration of artists is larger, making them more attractive. That is an excellent basis for the development of the cultural tourism.

There is no unique, specific definition of cultural tourism because the experts who deal with it are not taking into account what is based on their own products and resources which they work with. Some called it cultural tourism, some heritage tourism, or heritage cultural tourism. All of them share the same responsibility: to explore the tourists with the things that the city, region or country makes different and interesting, regardless of whether it is art, culture, history, or all together.

In research circles the term is often used but it is not always entirely clear on what it refers to. Interests for cultural tourism is very huge, but the terms and the areas of that it covers are very mixed. The term often refers to tourism in which the tourist visits targets are museums, exhibitions, concerts, that is this kind of tourism is related to material, that is “built” heritage – form the great religious monuments to the secular architecture. But the monuments locality is less important in many traditional societies around the world. That is especially seen in the hunter-gatherer societies, where the oral tradition has the highest strength. Members of such societies consider its heritage equally worth as for example resident of Paris look at the value of the Louvre of Eiffel Tower, or it is not considered as a heritage. Thus the heritage of a traditional society are characteristic stories, songs and dances that transmit from generation to generation, not the churches built of a brick or stone (Seale 1996:484).
The concept of cultural tourism is generally applied to trips that include visits to the cultural resources no matter of the initial motivation. It is limited in that it anticipates the important element in tourism, which is “fun” (Hughes 1996:707), and it excludes the spiritual dimensions of culture. Culture is not only referred to visits to museum or a concert, so to its institutionalised form, but it can also be intangible in nature. UNESCO in its heritage studies differs so called “tangible” and “intangible heritage”. The tangible heritage is referred to material, and intangible to spiritual types of cultures. The terms “historical tourism” or “heritage tourism” are rarely used for this co-called material activity, that is for a tour to historical monuments and localities, visit to museums, art galleries etc. But, in the literature he term “heritage tourism” often 
includes natural phenomena and the performing arts. The term “art tourism” can be found in the literature, which covers performing arts and also the museums and art galleries.

One of the definitions of the cultural tourism that can be seen in the literature is the following: “Cultural tourism indicated the movement of persons to cultural attractions away from their normal place of residence, with the intention to gather new information and experiences to satisfy their cultural needs” (Richards 1999:17). From this definition it can be seen that the motive of human movement is cultural attraction. However, the definition is incomplete in that it omits that kind of tourism in which the cultural motivation can be secondary. Namely, a tourist can visit a particular destination and participate in the cultural life of the locality when the culture in not the main motivation for travel. In that way he still fulfils the function of the cultural tourist, although the cultural purpose was secondary. 

Basically, without distinction the terms are usually applied to travels in which the culture is the main activity and primary motivation or the secondary activity and accidental motivation. Therefore, in accordance with the cultural travel motivation, the cultural tourism typology could be developed based on the motivation degree: 

Primary;

Casual;

Accidental.

If the tourists visit a specific destination exclusively with the intention to participate in its cultural life, it is talked about the primary motivation. These cases usually involve going to the (world) exhibitions, music festivals, concerts, theatre etc. 

It is talked about casual motivation when the tourist goes to the specific destination with the other primary motive, and cultural life has only the secondary meaning. Such a tourist intends to attend cultural events, but that is not his primary motive. In this case, he resides in a specific destination for vacation, business, visit to sport events etc., and visits an exhibition, enjoys a national culinary specialties or meets the language of the receptive community. 

Accidental motivation refers to the situation in which the tourist generally does not intend to introduce the culture of the destination, but during his stay he is in contact with the local people and meets their way of life and their culture (perhaps not wanting). 

Recent Richard’s definition insists on motivation as the primary criterion in determining whether the tourist travel is “cultural”. According to that, the actors of cultural tourism are the people who travel because of cultural motives – motives that the tourists define as a “cultural” (Richards 1998:3). As it was already mentioned, that definition also does not consider causal and accidental motivation as the types of cultural tourism, but it sees it only as tourism niche markets, or the supplements to the basic types of tourism. However, it is believed that the role of niche market is extremely important in the overall planning of tourism programs so that causal or accidental motivation should not be ignored. 

According to one American definition, cultural tourism is a mosaic of places, traditions, art forms, celebrations and experiences that portray the American nation and its people, reflecting the diversity and character of the United States. In his speech at a conference about travel and tourism in the White House, Garrison Keillor said: “We do not need to thing about cultural tourism because another kind of tourism does not exist in reality. This is the essence of tourism… People do not come to America because of our airports, people do not come to America because of our hotels or the possibilities for recreation… They come because of our 
culture: high culture, low culture, middle culture, left, right, real or imagine – they come to see America.” (Cultural Tourism Defined 1008, according to Keillor: 1).

This definition shows that the concept of cultural tourism is getting away from the close cultural elite association and becomes a global phenomenon. As the market of cultural tourism is growing, its focus is rapidly shifting from the interest for monuments and places at a much broader phenomenon, covering all aspects of the “high” and “popular culture”. The consumption of cultural tourism is no longer limited to “serious”, intentional visits to prestigious cultural sites, than it has already become part of the destination’s “atmosphere”, which the tourists and locals create together.

According to the Yvette Reisinger, cultural tourism is a genre of special interest tourism which is based on the search for participation in new and deep cultural experiences, whether aesthetic, intellectual, emotional or psychological (Reisinger 1984:24). She also, like Richards, considers that cultural tourism is the type of tourism in which the culture is a fundamental driver of travel. However, its definition is not limited to material forms of culture, she emphasised the experience that is the experience of culture.
Similarly, with the specific limitations, ICOMOS defined cultural tourism like the form of tourism whose purpose, among other things, is the discovery of monuments and sites. Cultural tourism has a positive effect because it contributes to their maintenance and preservation. That kind of tourism justifies the efforts that this maintaining and preserving demand from the human society because of the socio-cultural and economic benefit to the population (ICOMOS Cultural Tourism Charter 1976).
Some forms of culture such as museums, galleries, festivals, architecture, historical ruins, art exhibitions and heritage sites, routinely attract tourists. All these forms of culture are the expressions or contain an expression of one or more art, popular or folk art, or expressions of one or more of local life styles – traditional, historic or modern. Consequently, cultural tourism includes the physical dimension of visiting cultural institutions and the dimension of cultural contact with the local population.  

Finally, we can agree that the cultural tourism should be defined in a broad sense as visits of persons outside of their permanent residence which in whole or partially motivated with their interest in history, art, heritage and lifestyles of the site, region, and country, therefore also for the material dimension – museums, galleries, concerts, theatres, monuments and historic sites as well as non-material dimension – the customs, traditions, crafts, arts. 

It is observed the profile of cultural tourist which is characterised by individuality, higher education, the higher payment ability, the higher earnings in the home country, the higher consumption in the receptive country and the propensity for “do-it yourself” programmes.

In the same way, it is additionally described also the sub-specialisation of cultural tourism on creative and hobby tourism. Analogous to the noticeable increase of the need for the creative use of leisure time it is seen the growth of creative industries. On the market are developed more specialized stores that offer more or less commercial supplies to develop their creative abilities and in publishing is seen the expansion of a hobby literature. The combination of tourism and the creative potential is the possible winning combination, so in this sector can be also seen movements to the more segmented supply – so called creative tourism.
Raymond defines creative tourism as a form of tourism that has been developed from cultural tourism and includes learning of a particular skill during vacation which belongs to the culture of the receptive country or community. Creative tourists develop their creative potential, they are approaching to the local population by active participation in workshops and educational experiences that depict the culture of the destination (Raymond 2008). It is therefore talked 
about the narrowed market niche within the cultural tourism that is fully consistent with the post-modern concept of tourism as it promotes experiential activities.

Today many travel agencies offer such creative programs, including the courses in drawing /painting, making objects of ceramic, cooking, etc. But Raymond’s definition of creative tourism insist on teaching of particular skill, that belong to the culture of the receptive community, as in the before mentioned agency’s packages is not the case very often. However, each tourist stay out of their permanent residence which includes its own production of specific objects or learning new skills, represent the creative expression of the tourists, so it can be considered as a creative tourism.

Another closely specialized form of cultural tourism is hobby tourism. According to the Wikipedia, hobby is recreational activity, typically done during one’s leisure time. It is done because of the interest and enjoyment, not for financial reasons. For example, that can be collection, production, repairing, sport and lifelong learning. Hobby can develop important skills, knowledge and experience, and the main purpose of having any hobby is personal fulfilment. People do their hobby in their free time, which can coincide with the vacation time. It is more usual to do the hobby in a free time which is the opposition to the working time and which is not coinciding with the vacation time. Hobby is an activity that is practiced over a longer period and as such it provides certain stability in a social group to a hobbyist. That is the topic that is often discussed and which seeks like-minded. This search for a hobbyist or for the same hobbies can
be the cause of travel, travel motivation.     
So, creative tourism, within the travel and staying in the receptive destination, includes creative learning about the local culture where making the objects and learning skills that are connected with the local culture are not necessarily so called push factors. That kind of tourist can go take a trip just because it is attracted with this creative aspect, but more often is the case that creative tourism fulfils the role of market niche: the main motivation for travelling is to introduce the specific destination, and creative programmes are an additional offer. Here, the creative aspect can have expressed pull effect, but it is not the only one. If the parallel with the Stebbinson’s divisions is done, it can be seen that creative tourism suits with the cultural amateurism. 

Hobby tourism has high push character because hobbyists are travelling to meet a like-minded people or the hobby which they deal with, and a choice of a destination is often secondary. In specific cases it can have important role, but mostly it is secondary. Primary motivation is hobby.  

Creative and hobby tourism are specialized forms of cultural tourism, or the latest forms of segmented tourism. Even though they are actually very narrow market niche, they have great potential for tourism development, especially in those destinations that have not been involved in tourism activities, because they provide the experience, news and education about local identities at the “first hand”.
Within the lecture Identity and tourism special attention was given to the contact between the “tourist” and “local resident”. The appearance of stereotypes in such a relationship from the 
both sides are observed and it is also emphasized the need to offer authentic local products that suit the tastes and cultural profile of today’s tourists. The authenticity is here defined as the one 
that retains the ability to determine the suitability of its adjustment, since in today’s globalised world it is almost impossible to expect that the culture is static and that it can remain unchanged. It is also pointed out on positive (eg. restoration of tangible and intangible heritage, economic benefit, create new jobs, infrastructure improvement, preventing depopulation, etc.) and negative effects (the commercialization of culture, promotion of the fake authenticity, 
causing social conflicts, conflicts of values, misunderstandings, stereotypes, disapproval because of the tourist activities, socio-economic dependence, higher prevalence of crime, prostitution, gambling, property damages, which tourism can bring to local community.

The lectures were also about the connection of urban and regional development with the culture and it was talked about the contribution of culture to urban life and economic development of the city and the examples of the cultural attractions than can boost urban development were also given (eg. the Leanin Tower in Pisa, Taj Mahal). He insisted on the development of the city through the concept which the researchers call livability (the characteristics of the urban environment that make the city attractive for life), which is measured by tangible – public infrastructure (public places, transportation, health and education services, waste collection etc.) and intangible feature – “sense of place”, special identity of the place, social networks, etc. Also, the vibrancy of the city is measured by the active participation of citizens in management and their involvement in cultural and recreational activities. It was particularly discussed about the concept of Richard Florida’s creative class, that is about creative clusters (concentrations of the interconnected cultural institutions/companies). Going back to Richard Florida, it was explained the concept of the creative cities and were given the examples of the urban cultural regeneration in the case of entire cities (Gateshead / Newcastle), cultural districts (East-End, London) and some cultural facilities (Tate Modern Gallery, Knitting Factory, Baltic Centre for Contemporary Arts). In regional context it was shown the project of the cultural revitalisation of Labin through the project Labin Art Republic.

Particular lecture was devoted to branding. The brand is defined as a distinctive mark or name of a product, which often includes quality, and it was also separately spoken about the brand’s constituent elements (brand identity, brand value, recognition and awareness of the brand). Brand identity is visual and verbal manifestation of corporate, manufacturing, service brand of the specific area or brand of the individual. Brand value is a measure of investments that the organization has invested in it and its recognition refers to the accumulated mass of positive feelings about the brand in the minds of individuals. Awareness of the brand relates to the methods that are useful in forming information about its existence.

Furthermore, there was a discussion about the identity and image of the city that can be branding, about the city as a product. Basically, the city can be categorized as a place where it is pleasant to live, or as an attractive place and in addition to this cities can be ranked like cities without the attracts, the city with one attract and the city with more attracts. Different types of attracts were indicated (natural beauties, famous people, shopping centres or shopping street blocks, cultural infrastructure, cultural and sport events, sport facilities, recreation and entertainment, architectural structures) and their creation through the construction (eg. Guggenheim Bilbao, Arena Centre Zagreb), redevelopment of buildings of industrial heritage and 
through the creation of the so called “third places” (places that people most appreciate, love, recognize and visit such as cafes, shopping malls, exhibition areas, trade fairs, events). 

The process of brand creation, the use of branded messages, specialized models of branding (emotional and iconic) as well as product positioning was also described. Positive association with the brand name of the city depends on the emotional attraction of the city, and cities can 
be divided into so-called celebrities, losers, problem areas and potential stars. Celebrities have great emotional attraction (eg New York, London, Rome, Paris) and the losers are its opposites. These kinds of cities have no emotional appeal and do not provide a special status to the visitors. The problematic places are the cities /states that have very low emotional attraction, but are at the same time celebrities (eg. Columbia – has a negative image in the media, but is 
well known country; Egypt, Israel in terms of tourism). Most of the cities who are trying to develop the tourism are in the category of potential stars: they have high emotional appeal, but do not have celebrity status. These cities are not positively or negatively observed, and have a low degree of recognition among potential visitors.

In the end, according to the defined elements, future employees of the info centres develop and present the proposals for cultural identification of the places in which the info centres will be settled. Based on that the public discussion was given and the starting point for the creation of the cultural maps of those places was jointly determined. Although each of these places has many cultural resources, we tried to focus only on a few key resources which can create the identity and uniqueness of the places. Thus, it is proposed that Svetvinčenat focuses on the medieval heritage and modern dance, the Piran on salt and Tartini, Buzet on truffles, Buzet earrings and Samanj, Izola on fisheries, Poreč on the intangible heritage of the song Mula di Parenzo and Koper on contemporary aspects of cultural identification.

Nuša Hauser
«INTANGIBLE CULTURE“

WORKSHOP CONTENT SUMMARY


In accordance with the concept summary of the cross-border cooperation project REVITAS –Revitalisation of the Istrian hinterland and tourism in the Istrian hinterland, a four-day workshop, module “intangible culture” and a public lecture were realised for workers of the info-centres in the Istrian County at the Juraj Dobrila University of Pula, which were carried by ethnomusicologist Nuša Hauser in February and May. 

The main goal of these programs was to worn on the basic assumptions of the intangible culture and its element that are reflecting in the living space and time, as well as to stimulate new thinking about these cultures, cultural identities and their manifestations. 

The workshop was divided into two blocks and through interactive dialogue it has resulted with new understanding of the intangible culture of Istria.

In the first block the lecturer emphasises the concepts of culture, intangible culture and its elements, while the second block of the workshop was dedicated to the cultivation of the intangible culture and, in that context, set out some examples of good and bad practice (both positive and negative trends) that can be seen in the Istrian peninsula. This text provides a summary of the elaborated concepts of the “Intangible culture” module.
The term “cultural heritage” has changed its context over the past decade, mostly by initiatives and guidelines set by the UNESCO, with the aim to emphasise the fact that cultural heritage does not imply only the monuments, objects and buildings. It covers tradition and live events (phenomena) that we inherited from our ancestors and which will be transmitted to future generations. 


According to the UNESCO’S Convention on Safeguarding of the Intangible Cultural Heritage that was adopted in March 2003., and whose subscriber is also Croatia, intangible culture is defined by terms such as: oral expressions and tradition, oral literature (including the language), performing arts (music, dance, theatre…), social practices, rituals, festive events, knowledge (and related practices) concerning the nature and the universe, and traditional craftsmanship, knowledge and skills. The aforementioned concepts can be seen (in space and time) in musical instruments, objects and cultural environments which are recognized as a part of the cultural heritage and cultural identity of the specific group, community or, in specific cases of the individuals.  

The values of the certain cultural manifestation in the specific space warn of the need to nurture, safeguard and transmit the values to future generation. That importance is reflected in the living values of such a culture, possible economic potential but also in the fact that it stimulates the specific emotions – belonging to a specific area, tradition and a way of life. Regardless of the form in which they are presented, they are all part of the heritage and impose the need for active reflections and for further safeguarding.

Intangible culture has a significant role in the preservation of cultural diversity and it also helps to substantially develop the intercultural dialogue as a link to achieve better understanding, awareness and respect of their own and each other’s values of lifestyles in order to detect and understand the cultural differences. The importance of intangible culture relies not only on the manifestation of certain cultural phenomena, but on developing awareness and promoting the knowledge and skills that are of particular importance for certain (minor) community and for the majority of the community. Social and economic values of implementing such a practices and transfer of such knowledge are relevant not only for the community, the holders of certain goods and keepers of knowledge, but also for their wider context and setting. 

 
ORAL TRADITIONS AND EXPRESSIONS

Oral traditions and expressions refer to a huge area of voice types, including: sayings, riddles, fairy tales (stories), rhymes, legends, myths, songs and poems, chants, prayers, language and etc. Oral traditions and expressions are transmitting by knowledge, cultural and social values and collective memory. They play a crucial role in keeping the culture alive. Different cultural communities share common verbal expressions, while the others may be limited to certain social groups, to men or women, and even to certain generation groups (old/young people/children). In many societies, that kind of appearance is reserved only for highly specialized professions or communities that foster the practice of the professional performers as “a particularly respected guardians” of the collective memory. 

Based on the Convention 2003 the oral traditions include also the language as a tool for the transfer of intangible culture. Different languages and speeches are the media to convey stories, poems, songs and a concrete scheduler of their content and form. “Death” of the specific language or speech leads to unquestionable lost of the certain oral tradition and expression, and the best way to safeguard it is the encouragement of such practices in public (community), more than the incentive to create a dictionary or spelling. It is also important to create the preconditions for knowledge transfer, opportunities for interactive intergenerational and inter-institutional dialogues. Rapid urbanisation, migration prevalence, industrialisation and changes in the environment have the influence on the other forms of intangible culture and on the oral tradition.

Oral tradition often forms an important part in festive events and in cultural festivals and such events need new incentive, to be encouraged to provide traditional creativity and to find new meanings of the terms. In the spirit of the Convention, safeguarding that kind of events means to focus on their process, where communities are free to explore their cultural heritage, rather than its products.

PERFORMING ARTS 


Performing arts are ranging from vocal and instrumental music, dance, folk theatre to pantomime, songs etc. They can include a myriad of cultural expressions that reflect human creativity, which can play a significant role in the various intangible cultural heritage manifestations. The music is here presented as the most universal domain of the performing arts and is a part of every community, usually as an integral part of the performing arts, but also in other domains of intangible culture, including rituals, customs, festivals and the oral tradition. It can be seen in different contexts: religious and secular, classical and traditional, close to work or entertainment. It can transmit the history of the community and class differences, as well as of economic opportunities. Occasions in which the music can be performed are also various – on weddings, funerals, rituals and initiations, festivities, all kinds of entertainment and social opportunities. 

Music, dance and theatre often carry a key role in cultural promotion that is intended to attract tourists and to stimulate their motivation and often are part of the program, itinerary and activities of tour operators. Despite the fact that this can be one way of attracting more visitors and to introduce the culture of the certain areas, such actions may result with the platform to create new ways to present the performing arts which are designed for the tourist market. While the tourism can contribute to the revival of the traditional performing arts and “market value” of the intangible culture, it can also have the perverse effect, such as reducing and theatralising of the specific manifestations in order to improve the attractiveness and exclusivity of the place and which is in accordance with the principles of the tourism market. In these cases traditional phenomena are often used for fun and under that conditions lose a primary expression of successors.

SOCIAL PRACTICES, RITUALS AND FESTIVE EVENTS

Social practices, rituals and festive events may, as the expression of a particular community’s life, contribute to determine the change of the seasons, the events from the agricultural calendar or the one that determines the life of the individual or the community. They are closely related to the point of view of the particular community, its perception of its own history and memory. They range from small gatherings to larger, more social celebration or commemoration. Each of these domains can be looked at individually, but also as a whole. Social practices, customs and festivities often take place in specific spatial and time frameworks and remind the community on their worldview and history. In some cases, access to such practices can be limited to a specific group in the community, such as initiation rituals, while some of the customs are an integral part of public life and opened to all members of the society, such as carnivals or New Year’s Eve, the first day of spring and the end of some workings.

Social practices, rituals and festive events appear in different shapes/forms: rituals, births, weddings, funerals, traditional legal systems, traditional games and sports, culinary traditions, seasonal celebrations, practices that are specialized for men or women, hunting, fishing and various other gatherings and also include a number of different expressions and 
physical elements: specific gestures and words, recitations, songs and dances, clothing, processions, animal sacrifices…

Social practices, rituals and festive events are strongly influenced by dynamic changes of the communities, such as migration, individualisation, general formal education, the growing influence of the religion the other consequences of the globalisation. Migration, especially those of young people, reveal the removal  of such intangible cultural phenomena from their original habitat, but also can allow construction of a different context and content, for example after their return to the family and the community in the given circumstances, as a reaffirmation of the identity and the link to the tradition of the community. 

Many communities realize that tourists started to participate in their celebrations increasingly and while there can be positive aspects of interpersonal communication, interaction and for the education, the same events often suffer as much as the traditional performing arts. The practice of social practices, rituals and festive events can be subject to the general socio-economic circumstances. Preparations, making costumes and masks, the supply for the performers are often very expensive so difficult economic conditions can affect the lives of certain appearances.    

Enabling the continuity of such phenomena often requires the mobility of a large number of individuals and the social, political, legal institutions and mechanisms of the society. In such cases, it is expected the guarantee which will enable the involvement of the community in all practices that are related to such activities, with due respect of their rights.


KNOWLEDGE AND PRACTICES THAT CONTEXTUALIZE THE NATURE AND THE UNIVERSE


Knowledge and practices that contextualize the nature and the universe include the knowledge, skills, practices and events that develop the communities in the interactions with nature. This way of thinking about the universe is expressed through language, oral tradition, a sense of place, memory, spirituality or worldview. It also strongly influences the values and beliefs and is a part of numerous social practices and cultural traditions. This domain includes a number of areas, such as: traditional ecological wisdom, ancestral knowledge, knowledge about the local flora and fauna, traditional pharmacy, rituals, beliefs, rituals of initiation, cosmology, shamanism, social organisations, festivals, language and visual arts. Traditional knowledge and practices lie at the hearth of culture and community identity, but their dangerous “threats” are globalisation and rapid urbanisation. For example, environmental changes, such as deforestation, can have the significant influence on the disappearance of certain practices.

TRADITIONAL CRAFTSMANSHIP 

Traditional craftsmanship is the most tangible manifestation of the intangible culture, but, in spite of this, its immateriality focuses on its skills and knowledge and not on the product, again according to the Convention of 2003. So instead of focusing on the products of craftsmanship, safeguarding must include the concentration and the support to the craftsmen to continue with the systematic affirmation of their handicrafts and to transfer their skills and knowledge to others, especially to members of the community from which they originate.

There are many expressions of traditional crafts: tools; clothes and jewellery; costumes and decorations for the festivals and customs; transportation and security installations; decorative art and ritual (festive) items; musical instruments and household items, toys for fun and education. Many of the mentioned items are useful only in one part of the year, such as those used for concrete, specific ceremonies, while the other find their permanent place away form the opportunities to meet the future craftsmen, new generations of craftsmen. Crafts skill are numerous as well as the products and the products that they brought range from the most delicate ones, such as making the paper, to the most robust one, such as making the carpets.

Like the other manifestations of intangible culture, traditional crafts face with the “threats” of the globalisation changes. Mass production, whether it is the production of the multinational corporations or has local character, often makes possible to use the everyday tools at a lower costs than it is the cost of the hand made. Many craftsmen are fighting with that kind of opportunities. Climate changes and those in the environment, like the deforestation or the conversion of natural terrain, also have the influence on the traditional craft because in that way some of the craftsmen do not have the possibility to access a key tool for their work. Because of that young people often easily decide to work in local factories and in industry.

However, it should be bearded in mind that many of the crafts keep the secrets of their creation and that need to be transmitted to stay alive. It should be known that these secrets are also reserved for individuals who belong to the community. If they are not interested to take over that knowledge the only way to preserve it is to transfer to those who are ready to receive it, event to strangers which is often considered to be the “rape of tradition”.

 As with the other manifestations of the intangible culture, the aim of safeguarding the traditional crafts is to encourage that the knowledge and skills which they keep continue their lives in their communities, to transfer to another generations enabling that the craftsmen live as well as their creativity. Furthermore, there are the applicable measures such as protection of intellectual property, patents and copyright registration, which can also help the community to achieve more profit by their craft or even the motivation to work.

 INTANGIBLE CULTURE IS:


Traditional, contemporary and alive: it does not refer to the inherited traditions of the past, but also to the modern urban and rural practice.
 
Inclusive: We can share the intangible cultural expressions to those found in a nearby village, in the town, on the other part of the world, or those that have become part of the migrants’ culture. All of this is intangible culture: it was transferring and transfers from generation to generation, has been developed as a response to an environment in which they live and contributes to a sense of belonging, identity and continuity, finds a connection with the past, through the present to future. Intangible culture does not answer to specific questions of the culture, it contributes to social cohesion by supporting the sense of identity and responsibility that helps the individual to feel the belongings to one or more different communities and to the

society in general.
 

Representative: Intangible culture is not only a cultural asset in a comparative sense, because of its exclusivity and exceptional value. It has its source, motivation, foundation finds in communities and entirely depends on those who live in it, which have some traditional knowledge, skills and practices that can transmit to the rest of their community, from generation to generation or to members of other communities.

Woven into the community: intangible culture can be considered as such only when a specific community groups or individuals which live, safeguard and transfer it look on it in that way. Without their recognition no one else doesn’t have the right and can’t decide in their name which is their inheritance. 

SAFEGURADING OF THE INTANGIBLE CULTURE
Why safeguard?
Intangible culture is a living tradition, which implies that it is constantly exposed to transformations, modifications, (re) construction, the influence of various factors. That also means that the safeguarding of the intangible culture is distinctly and exclusively focused on the people (members of local communities) rather than on isolated appearances, types, genres and it still has holistic character, aimed at monitoring the overall cultural context. 

Many of the intangible culture manifestations are subject to various risks, such as globalisation changes and homogenisation of culture change. If the intangible culture is not safeguarded, the permanent disappearance or freezing (like the practice that belongs to the past) can happen. Safeguarding such a heritage and the incentive to its transfer strengthens it, makes it alive and allows the processes of change. 

Unlike for the tangible heritage, for these procedures of safeguarding we need to apply different tools, approaches and methods. The phenomena of intangible culture to which we 
access in such a procedures should primarily be culturally relevant and systematically, consistently practices in a particular community.

According to the diversity of practices that can be found in every part of the worlds, such activities must be accessed with the participation of the community, groups, individuals who safeguard the phenomena of the intangible culture.

Indirect values of the intangible culture result with opening the space for the prevention of conflict and economic damage and the erosion or interruption of the transmission of the intangible cultural heritage might deprive the community of its social markers, lead to marginalization and misunderstanding, and cause identity fallback and conflict.
How to safeguard?

Safeguarding must rely solely on the transferring of knowledge, skills and meaning. In other words, the emphasis is necessary to focus on the processes involved in transmitting or communicating of the intangible culture rather than on the production of its concrete manifestations, such as dance performances, songs, music instruments or crafts.
Safeguarding of the intangible culture must ensure that it remains active, living part of life of the present generations, but also to encourage (awareness of the value) it for the transmission to the next generation and to find a way of continuing (re)creation and the transfer of knowledge and practice. The initiatives to safeguard intangible culture include: the identification and documentation, research, storage, promotion and transfer of knowledge and practice – through formal and informal education, as well as through revitalisation of its various aspects. 

In accordance with the UNECSO Convention, communities, groups and individuals must be active participants in identifying and defining own intangible culture, like as well as in its promotion, because they are the only one that create, maintain and transmit it. Intangible culture is basically safeguarded by creativity and by the establishment of interaction with community successors. Loss of the intangible culture can be prevented only by providing that are reproduced the importance, conditions and skills which are important for its existence.

      
THE EXAMPLES OF GOOD AND BAD PRACTICE IN SAFEGUARING INTANGIBLE CULTURE IN ISTRIA

The listing of the two-part signing of the narrow intervals of Istria and the Croatian coast in the UNESCO Representative List of Intangible Cultural Heritage of Humanity in October 2009 imposes the need to develop a systematic contribution to the processes of analysing, defining, evaluation, presentation and affirmation of these traditional forms. In order to have a quality approach to these models and also to implement them, it is necessary to insist on redefining off the numerous, so far, adopted concepts that – by incorrect, erroneous and improper methods of interpretation – became the synonymous for the particular cultural phenomenon. That is also the case with the productions and the (re)construction of traditional expressions.

One of the inevitable example of “bad practice” is the usage of the term Istrian scale - the term that is often used as a synonym for all forms of traditional music culture of Croatian speaking countries, despite the fact that they cannot be equalised with its characteristics. We remained that the so-called Istrian scale was crated by composer Ivan Matetić Ronjgov in order to transfer the note of traditional Istrian music elements into an art, original music and thus to contribute to a sort of template that, in the post-war time, was welcomed to encourage “a national” creation. The non-tempered music system, on which the two-part signing of the narrow intervals is based, was tempered and in that way was also found a mode to “materialize” the intangible culture.
Another example of “bad practice”, whose appearance dates back to the same historical moment, is the imposition of the new relationship (and role) of traditional musicians with the stage. That moment led to a confrontation with the need to communicate with outsiders, and to obey on new, conditioned concepts of an organized, systematized and stylized performance. It has a strong influence on the heritage and on the continuity of traditions of knowledge, but also it contributed to further developing of the distorted truths.
As a result of natural disappearance of certain music and dance phenomenon, festivals of folk music and dances have become the only meeting point for those who sought to nurture these phenomena. Despite the good will and enthusiasm of its holders, the aforementioned insisting on the wrong definition has encouraged the oblivion. For example, due to the default programming of the public appearances, lyrics were considered too long for the estimated entirely performance and were abbreviated to match the anticipated minutes of the show.

The main reason for that was the ignoring the fact that the intangible culture is a living tradition, which includes constant exposure to transformations, modifications, dynamics and impacts of various factors. In this way it is extremely important, which was neglected for decades, to establish, maintain and develop contacts with the community of the so called successors of the traditional cultures in Istria. They need to be active determinant in the creation and implementation of the impact on determining, protection and the presentation of the intangible cultural manifestations that are considered as a part of their own cultural space.

The Centre for intangible cultural heritage (CEIC) of Istria is set aside as an example of good practice. It was founded in June this year at the Ethnographic Museum of Istria as results of the adoption of the Istrian cultural strategy and the UNECSO’s listing the two-part signing of the narrow intervals of Istria and the Croatian coast on the Representative List of Intangible Cultural Heritage of Humanity in 2009. The development of the CEIC’s activities provides an opportunity to institutional support, recognition, evaluation and popularization of cultural diversity that abounds in Istria. It equally contributes to the continuity of tradition, recognition, evaluating them clearly, effectively and accurately, but stimulates the creativity of the same area. Besides of that it also finds the appropriate approach to the members of the local community, active guardians of knowledge of the intangible culture and gives them an opportunity to define on their own way and to equal participation in all processes which deal with the phenomena that are part of their tradition. Objectives of CENK are the systematic and professional work on the establishment of new treatment modalities and promotion of intangible expressions of culture in Istria, with due respect and with absolute emphasis on its cultural identity that dynamically interact in the Istria peninsula. Centre for the intangible 
culture of Istria with its headquarters in Pićan gathers the following activities: research; archiving and documentation; counselling; educational and organisational-production function. 

We add also the fact that the Croatian signing of the above-mentioned UNESCO’S Convention on Safeguarding of the Intangible Cultural Heritage has encouraged the Croatian Ministry of Culture to list the other phenomena of Istrian intangible culture in the Register of Cultural Goods of Croatia. It is about: violin and bajs practice; bitianda of Rovinj; speech of Žminj and Istro-Romanian (Vlach and Zejan) language and art, that is the ability to build the batana (of Rovinj).
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� The concept of the environment, according to the Environmental Protection Act of the Republic of Croatian, represents the natural environment of organisms and their communities including man, which enables their existence and their further development: air, water, soil, crust of the earth, material resources and cultural heritage as part of environments which was created by man; all in its variety and totality of interaction. (NN 110/07) 


The environment can be divided into natural and social (socio-economic). The natural environment refers to soil, water and air as a habitat for plants, animals and microorganisms that together form the natural environment of man. in: Cifrić, I. (1989): Social Ecology, Globus, Zagreb, str. 42.


Social environment represents material goods created by human labor, products and structure of social interaction of members of and within a community, ie processes and actors. in Pažanin, A. (2000): Impact of migration processes on the environment, science and social change, the Croatian Sociological Association and the Institute of Sociology, University of Zagreb, p. 315


� Ecological problems can be defined as "any change in the physical environment that occurred due to human activities which violate this condition, and has effects that the society holds unacceptable according to accepted environmental standards." In: Črnjar, M. i Črnjar, K. (2009): Mendžment održivog razvoja, Fakultet za turistički i hotelski menadžment Opatija i Glosa, Rijeka,  , p. 25


� From more than 6 billion people on Earth, more than 800 million lack of food (calorie), while several billion people have a lack of certain vitamins (vitamin A, zinc and iodine). Of these, 90 percent of them are located in undeveloped countries. The most vulnerable areas are of South Asia and Sub-Saharan Africa. Consequently, malnutrition causes 10 percent of all global diseases. More than a billion people, mostly in rural areas, are living on less than $ 1 a day depending on agriculture, fishing and hunting. In contrast, in developed countries the food has too much calories, high fat diet (so-called "global epidemic of obesity") is the cause of cardiovascular disease, metabolic system and brain diseases, which are the most common causes of death in these countries.


� WHO (2009): Ecosystems and Human Well-being, Health Synthesis, World Health Organisation – WHO,  str. 15, � HYPERLINK "http://www.who.org" ��www.who.org�, p. 15


� Glavač, V. (2001): Uvod u globalnu ekologiju, Hrvatska sveučilišna naklada, Zagreb, p. 56, p. 142


� Kulić, S. (2004): Neoliberalizam kao socijaldarvinizam – Rat za dominaciju ili bolji svijet, Prometej, Zagreb, p. 20


� Environment literacy, as defined by CE Roth and J.F. Disinger (1992, 164), is defined as the ability to review and estimate the relative conditions of the environment and taking the appropriate actions and measures for its preservation, restoration and enhancement. in: Lay, V. (1998): Sustainable Development and Education, Ph.D., Philosophy, University of Zagreb, p. 64 


� Vukonić, B. (1994): Turizam ususret budućnosti, Mikrorad, Zagreb


� UNWTO (2007): Tourism Highlights, Edition 2007, UNWTO, pp.4-6


� UNWTO (2007): Tourism Highlights, Edition 2007, UNWTO, pp.4-6


� UNWTO (2011): Tourism Highlights, Edition 2011, UNWTO, pp.2-3


� Institut za turizam (2009): Stavovi i potrošnja turista u Hrvatskoj – TOMAS ljeto 2004, p. 41


    � Črnjar, M. i Črnjar, K. (2009): Mendžment održivog razvoja, Fakultet za turistički i hotelski menadžment Opatija i Glosa, Rijeka, p. 43


� Carić, H. (2006): Održivi turizam u deset koraka: planiranje održivog turizma zasnovanog na baštini i prirodnom naslijeđu: priručnik za razvijanje i upravljanje turističkim regijama, destinacijama i proizvodima, Institut za turizam Zagreb


� UNEP and UNWTO(2005): Making Tourism More Sustainable:  Guide for Policy Makers, UNEP and UNWTO, p. 11


� Ecotourism is a selective, sustainable form of tourism that attracts tourists who are interested in exploring the natural and cultural heritage, while at the same time they are interested in a responsible attitude towards the environment. 


�


� Carić, H. (2006): Održivi turizam u deset koraka: planiranje održivog turizma zasnovanog na baštini i prirodnom naslijeđu: priručnik za razvijanje i upravljanje turističkim regijama, destinacijama i proizvodima, Institut za turizam Zagreb
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