MICHAEL RISTESKI
KLIMENT NAUMOV

Faculty of Tourism and Hospitality – Ohrid, R Macedonia
ORGANIZING OF THE TOURIST PROPAGANDA IN A ROLE OF TOURIST DESTINATION’S DEVELOPMENT AT TIMES OF ECONOMIC CHALLENGES

At times of global economic difficulties and challenges the importance of tourism – as an economic phenomenon that contributes in facilitating this situation, is pointed out more and more. It should be underlined that during this period the significance of new destinations’ appearance for tourist activities becomes crucial. For a complete adaptation towards these changing trends the importance of adequate tourist propaganda organizing is specified in order to attract tourists, as well as to create proper informing of the domestic population in the destination with the aim to achieve and maintain sustainable development.     
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INTRODUCTION
Tourism, seen as a complex social and economic phenomenon, emerges to an unseen level of progress and advancement worldwide. It is known that tourism represents a complicated occurrence that has a great impact on the international economy – of course in a positive sense. It represents a so called “tourism industry” because of the large number of implications that arise from it and is at the same time one of the largest economy activities in the world.
However, the occurrences related to the current economic crisis, as well as the always changing tourist trends, lead to a change of the tourists’ travel habits. Travel is slowly shifting to new less expensive destinations, regarding the decrease of travel consumption availabilities, as well as to destinations that are more exotic and which include anthropogenic and cultural tourism values that form a total integrity with the natural values. In this sense, there can be also mentioned the destinations that do not have a great history of a larger visit, or in other words, the destinations which are relatively unknown to the tourism demand and are characterized with a lower level of economic development. Also with the present world economic recession, leads us to the conclusion that Macedonia as a tourist destination, with extraordinary features, can be seen as a potential interesting destination for visiting.

But it should be also mentioned that this is not possible without proper informing of the tourism demand, which can be realized with adequate use of tourism propaganda means and instruments. 
MEANING ANG FUNCTION OF THE TOURISM PROPAGANDA


It is widely known that economic propaganda, including tourism propaganda, succumbs to three phases of its management but the central meaning has the organizing phase which follows the phase of planning and covers establishing of the concrete actions, their timeframe, appointing of the resources and tasks to the given people or with other words departmentalization along with their execution. Their correctness and efficiency is perceived and adequately corrected, if there are some deviations and aberrations, with the intendance for preventing them of happening in the future. 


Tourism propaganda organizing covers from one side all the elements related to organizational principles and the functioning of diverse organizational forms of the economic subject. There also can be included specialized agencies that deal with giving propaganda services. Organizational problems of the economic propaganda can be elaborated in these aspects:

· as an organizational unity of the factors guided and coordinated to achieve long-term propaganda activities, but also economical – propaganda campaigns

· as an organizational structure for functioning in order to realize permanent and occasional tasks

· as an organizational – operative unit

· as an organizational synthesis for mobilization and application of all economic – propaganda creations and assets of the economic propaganda

· as an organizational structure which all the factors for economic – propaganda activity are adjusted with

· as an organizational – operative technique that has a goal to provide assets for performing the economic propaganda and controlling of its effects

In the enterprises of the economic subjects, organizing of the economic propaganda covers the segments which the planned goals are accomplished with, seen from the aspect of this instrument of the marketing process. With other words, the organizing of the economic propaganda can not have other, different dimensions out of the general organizational structure of the economic subject, neither out of the marketing organizing. The way the marketing function is going to be organized, will relatively affect the economic propaganda organizing, or tourism propaganda.  
In the overall organizational structure of the economic subject and its marketing, there should be solved issues about the structure and the functioning of the economic propaganda especially for:
· issues about the style that emerges from the basic principles of the economic – propaganda action

· function of the centralized and decentralized points of the economic propaganda

· level of establishing and executing of the economic – propaganda decisions   
· organizational meaning of the economic propaganda and its departments in the system and structure of the economic subject
· involvement of the economic – propaganda aspects in the decisions making that seemingly only have an economic (market) aspect -  for producing, services and so on

· integrity of the economic propaganda in the production plans of the economic subjects etc.

Solving of the above mentioned problems and other related issues like about the economic propaganda personnel, has to be monitored in the way of the overall efficient working, in which the role of the economic propaganda should not be over or underestimated.    
LINKS BETWEEN TOURISM PROPAGANDA ORGANIZING AND TOURISM DESTINATION

Tourism propaganda organizing arises and is conditioned from the specific character of the complex tourism phenomenon as an economic activity. This activity can be divided into commercial (as included in the tourism – hospitality’s business policy) and general (as included in the tourism policy of the governmental and non – governmental organizations, with the aim to promote several attractions of one or more tourism destinations). Tourism enterprises can either do propaganda activities by themselves or entrust this activity to specialized agencies and organizations instead, because of more reasons: insufficient available financial means, the size of the enterprise, its goals, sort of the products etc. Also the organization of the propaganda service, like an independent department in the enterprise or as a part of another department, is determined from the same mentioned factors. Agencies instead, which are paid for performing propaganda activities, can be distinguished between themselves depending on the services they provide (complete and partial) and differentiated into agencies that provide: complete, limited and specialized services. Tourism – hospitality enterprises, various tourism organizations (governmental and nongovernmental) and similar institutions and associations, choose the appropriate activities for performing the propaganda function, depending on their needs and possibilities. For executing these services, the specialized propaganda agencies receive proper compensation such as provision or commission.

The dynamic tourism development conditions new ways for differentiation of the scientific approach to the tourism issues. In this meaning, as a relation between the sending and receiving territory integrities, emerges the destination approach. As a practical category, the tourism destination exists from the early years of tourism’s evolution. Even it can be considered that the first organizational forms are related to arranging and enhancing of the destinations. But tourism development brings new contents, which make it necessary the destination to be further monitored and studied
The word destination means target or final goal. From this terminological use of the word it can be concluded that tourism destination is the target towards tourists strive or their stopping place while traveling. Tourism destination includes all the accommodation buildings and territory integrities that the tourists visit. According to this the destination is a territory category in which natural and anthropogenic elements form a complex unity. Defining and differentiating is required because tourism development can not be imagined without these formulations. Planning of tourism development is based on knowledge about the destination’s characteristics. It is not possible tourism to evolve without the influence of the environment, culture, social structure and economy, but it is possible to fasten and control this process of tourism development through concrete planning and organizing and especially with the extensive destination plan, minimizing the negative influences and stimulating the positive instead.

Like destination categories there occur various territory integrities, starting from local over to administrative integrities (communities, rural regions etc.), areas, regions, countries, international regions integrities and ending with continental and world regions. The tourism destination market, natural and administrative borders very often match and mix so tourism destinations become tourism market factors. In this meaning tourism can be considered for observation in given regions or areas.

As destination elements there can be mentioned:
· natural attractive – motivational totality

· anthropogenic attractive – motivational totality

· infrastructure

· transport and communications

· hunting potentials

· tourism status

· superstructure, etc.

These tourism destination elements, as well as the fact that the tourist experiences them as a total product, conclude the need of its overall defining. Therefore, destination development can be defined as an optimal combined and market adjustment of tourism offer elements which will allow the destination to achieve long – term positive results in the tourism competition environment. 

In order to secure the level of saturation of the tourism destination, which depends on many factors and with the aim for sustainable tourism development (protecting of its basis and not creating irreversible damages), it is necessary to accept the following principles of usage:
· usage of the tourism destination elements without exploiting
· protecting and promoting of the destination elements
· caring about rational resource usage

· respecting the home population and its culture

· strategic planning

· preventing the traditional economy to collapse

· involvement of the home population

· counseling and informing of the home population

In order to create an optimum performance of the informing and counseling it is inevitable to use the mass communication means. From this aspect it is important to mention that a significant role in this has the general tourist propaganda and organizing various gatherings for the population that lives in the tourism destination. 
Tourism destination development should be observed in the context of the overall development on a given territory. In this meaning the level of development will depend on the territory that the tourism destination occupies. Development perspectives depend on development characteristics of the territory that the destination belongs to. Also a great significance has the destination’s environment. There can be mentioned positive and negative circumstances with their own characteristics. Development perspectives depend also on the external and internal influences.

External influences can be positive. As long as they provide a valorization of the tourism destination values and their acceptance, the development perspectives will have a positive meaning. The level of economic development, social security, high cultural level and politics stability of the environment are a basic assumption for the tourism destination prosperity. If there exist negative environmental factors, the situation will be opposite.

Internal influences should help the valorized tourism values to find their proper place in the tourism offer. In order to secure a positive perspective for development, it is needed the planned principles for tourism destination utilization to be respected. This means that tourism destination development should be sustainable. These development perspectives, under these conditions, are based on the fact that the pressure that comes from tourists is very high. The number of tourists is constantly growing and creates a level of saturation, which leads to the necessity to considerate about this phenomenon. Also the fact of constant growing of the tourist numbers who seek new territorial integrities should be considered. Accordingly, the not enough valued tourism destinations will find its place in the tourism activity, if with an adequate organizational placement adapt to the tourist needs.
GLOBAL TRAVEL TRENDS DURING THE ECONOMIC CRISIS
2008 began very well for global travel and tourism. After four years of exceptionally rapid growth, there was an air of optimism about the prospects for the industry in every one of the world's regions. And this optimism was borne out by the figures for international arrivals, air traffic flows and hotel operations in the first months of the year, which were generally good and often excellent. But the mood did not last. Nevertheless, it took some time before the extent of the likely reversal in the industry's prospects was appreciated. In the middle of 2008 concerns were being voiced about the effect of surging commodity prices on inflation and on the spending power of consumers – and particularly about the effect of the extraordinarily high oil prices on airfares. There was also a general air of uncertainty in the worlds financial and securities markets, if not yet a conviction that the problems – still largely confined to the USA – were going to thoroughly undermine the world's economic boom. Tourism, which has consistently outpaced overall economic growth in recent years, was not an obvious casualty.
The US subprime-mortgage/collateralised-debt problem had surfaced in the third quarter of 2007. And international stock markets had taken their first heavy reversals in January 2008. Bear Stearns collapsed in March 2008 and Freddie Mac and Fannie Mae in the following July. But it was not until September last year, with the collapse of AIG, Lehman Brothers, Merrill Lynch and so many other banks, that financial markets effectively seized up. By then the figures emerging for tourism's performance in recent months were proving worse, in most destinations around the world, than many had anticipated. Over the next month or two, the question in nearly every destination became not whether tourism would suffer a downturn, but how deep the downturn would be – a question that is still unresolved.

Nevertheless, except in a few individual sub-regions, the figures for tourism in 2008 as a whole showed increases over 2007, with the increases in the first few months of the year outweighing any declines in the last few months. Overall, according to the World Travel Monitor, international overnight trips (of a minimum one night abroad) by travellers aged 15 years and older increased by 2% worldwide to 693 million – growth, in percentage terms, much in line with preliminary estimates from the World Tourism Organization (UNWTO) of international arrivals worldwide. However, while the overall growth trend is almost identical, the total cannot be strictly compared with UNWTO's estimated 934 million arrivals in 2008 – since this figure includes same-day trips and arrivals by children under the age of 15, as well as cumulative arrivals in several countries visited on one trip. But the growth of 2% should be seen against average growth of 7% in 2003-2007 and 4% in 1995-2008. According to its own specific measure – which includes total spending related to a trip, both during and before the trip – the World Travel Monitor suggests that expenditure last year rose by 6% to €800 billion, equivalent to €120 per night and €1,219 per outbound trip.

With a 4% increase in outbound trip volume – twice as high as the world average – Africa was the leader in 2008 in terms of relative growth in outbound travel demand. But the continent still lags far behind other source regions in terms of volume of outbound trips, accounting for just 14 million, or 2% of the world total. At the other end of the scale, Europe generated a 60% share – or some 418 million outbound trips. Asia Pacific (including the Middle East and Central Asia) ranked second with 22%, or 155 million, ahead of the Americas (108 million, or 15.5 million). The total additional number of outbound trips was 13 million overall, of which more than 69% came from Europe.
Table 1 Growth in outbound tourism by source region, 2008
	Origin
	Total (mn trips)
	Growth (%)
	Increase (mn trips)

	Europe
	418
	2
	9

	Asia Pacific
	153
	2
	3

	Americas
	108
	1
	1

	Africa
	14
	4
	0

	
	
	
	

	Total
	693
	2
	13


Source: World Travel Monitor
If the total volume of trips made in 2008 is grossed up to include same-day trips, as well as taking account of multiple destinations covered in one and the same trip, the number increases to well over 900 million – in line with data on international arrivals from UNWTO. According to the World Travel Monitor, these trips generated some 6 billion overnights abroad. Total expenditure on outbound travel was €800 billion, up 6% over 2007, and resulting in an average spend per trip and per night of €1,220 and €120 respectively (rounded figures). These figures show that trips were on average slightly shorter in length in 2008, but the cost per trips and per night increased – in many cases due to currency fluctuations.

Holidays (including short breaks) generate a 70% share of European outbound trip volume and have been the main drivers of growth in recent years. Remarkably, given the slackening in overall demand in 2008, the growth in the number of holiday trips, at 5%, was just as fast as it had been in 2007. This confirms anecdotal evidence from the European travel trade that the economic troubles have taken some time to bite into holiday demand.
Table 2 Purpose of travel by Europeans, 2008
	
	Trips (mn)
	% market share
	% annual 2007
	Change 2008

	Holiday
	293
	70
	5
	5

	VFR & other leisure
	62
	15
	0
	-4

	Business
	63
	15
	9
	1

	Total trips
	418
	100
	5
	2


Source: World Travel Monitor
In spite of the much-publicised increase in social and employment mobility in the enlarged European Union, visits to friends and relations (VFR travel) did not increase in 2007-08. Indeed, the European Travel Monitor shows that they fell back by 4%, after stagnating in 2007. The trend was not surprising as VFR travel usually suffers a drop in demand when disposable incomes are squeezed.
From the above mentioned it can be concluded that although the economic recession had and still has a significant impact on tourism demands and travel trends, it can be concluded that tourists although involved in shorter trips they show a larger expenditure rate. Preferred are the new, still unknown destinations. To make these destinations known to the tourist mass it is needed to use promotion means, such as activities and instruments of the tourism propaganda. 
 Development perspectives should be seen through activating new, modern contents in the offer of the tourism destination. Therefore it is needed to create conditions for optimal development. There should be considered these issues:
· permanent analysis and research the tourists’ aspirations in the given destination

· creating a management strategy of the tourism destination

· planning the directions for tourism development

· financial planning and directing of the material assets towards tourism development

· in this sense, mostly important is the organizing of the tourism promotion activities, from which greatest value has tourism propaganda  
With the general tourism propaganda the overall integral product of the tourism destination is presented. In addition, the governmental agencies appear as significant bearers of the general tourism propaganda because of the numerous advantages that tourism creates in the overall economic development, respectively affirming the own country like a destination on the international tourism market. The governmental agencies, as bearers, play a very significant role in organizing and coordinating the overall tourism activities in the country and with this also the concrete destination.

CONCLUSION

Tourism propaganda is the most practical way for communicating between the bearers of tourism services with the actual and potential tourists. That involves several activities and means for presenting the tourism offer and tourism destination on the market. The quantity and quality of the destination’s tourism values are presented to the tourism demand. It can not be concluded that it presents the most effective way of promotion because of the impossibility to measure the utility of its effects, but at the same time it presents an inevitable element of the marketing mix. It also can not be said that the propaganda can be used only by itself, just as any promotion activity can not be used without combining it with some other. But the fact remains that without its use, the various natural and anthropogenic values would stay unknown to the tourists for entering the tourism travel in order satisfying their tourism needs.
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