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2 ﬂ? conomic point of view, We can’t determine tourism as an integral and separage
rom the e =

. ' ts like: hotel i
integrity. It's a diverse compositum, which spreads over'dlﬁerentfelérn‘i?ﬂs amusementlndusuy’
restaurant industry, tourist agencies, transportation, services and. actl lljen;me e , fllttrac‘
tions, gift shops and large number of other enterprises. Tourism 15 MUC fhdustry,

9 ghat | industries.
Tourism is more like a “sector” that impacts a wide range Of_m*d”g -+ made them quite diff
Tourism products are specific and have some characteristics which ma quite different

from industrial products. Tourist product 1 original creation with high complexity which emerge(

from the complexity of the tourism industry and usually can’tbe p[:edicteq gnd contr.o llle;d. The fi“nal
shape of the product almost always 1 made by the consumers. Butin all of these approac |hes we find
one very suptile element of human existence which spreads over v{holc human history 'l Ike culture,

The growing relationship between culture and tourism is stimulated because of the number
of reasons. One of the main reasons is the development of ourism which creates jobs and income,
In the most of the cases the element of culture improve the tourist product quality which is seen as
an integration of total products features which characterize their ability to satisfy specilic consumer’s
needs. In this intercommunication between tourism and culture new technologies have been
played great role through growing accessibility of information on culture.

In this paper we will also use the example of the Ohrid tourist products and the iterpolation
of culture element as an opportunity for competitiveness and quality improvement.
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Introduction
One of the most remarkable characteristics of the modern world today is the phero aenon
called tourism, Starting with the “pretiurist epoch™ or “epoch of analogue tourist phenom o tll
epoch of modern tourism™ 1t evaluated in a part of our everyday living, in o phenomoron of
contemporary hie and the future reality, '
| .Il-lc. development of tourtsim 18 closely connected with the transport, communication and
mdustry mventions, This development results in high complex tourism product which spreads
y oy oy T - . J_ti " . Lat v Aty g - i i | B |
mf:: tll“_CIClllﬁ clements, The complex structure of the tourist industry and tourist product today
can’t be timagined without element of culture, '
Tourism and culture are connected throug I Synerg| |
s and culture are connect ough their synergies gy sntial, T
naits of this nattibieti are 1 doaig ynergie: and their growth potential, The
“netits of this partnership are mutual, Through developing of tangible and intangible cultural
dssels tounsm centers, regions and countries can cr Ve ac s 1o
s | > advantages and local dis-
The first part of this paper is WEIVi the
Ll St part 8 paper 18 the overvie ratie R ~
i gmj-"-lw b 1| I, 1  he overview ol the theoretical approaches towards tourist
product and s complex structure as well as the complexity of the tourist industry

The $ econd part'. of the paper examines the relationsh;
Jnities for creating more valuable tourist produets

pqﬂtourism product and quality improvement.

t lnln the third and last part of the paper are presented ICT technologies as

o he development of tourism, especially of cultural tourism. “

p between tourism and culture, the
through interpolation the culture con-

important condi-

1. The complexity of the tourism industry and the tourist products

Contemporary tourisi today is a polyvalent phenomenon and the concept with numerous
. jmplicated 1n dlffer-ent spheres.

Hunziker and Krapf (ljn 1942,fdeﬁned tf)urism as “the sum of the phenomena and relationships
<ing from the travel and stay o non—rem‘dents, _msofar as they do not lead to permanent resi-

d are not connected with any earning activity,'

The United Nations World Tourism Organization (UNWTO), the major intergovernmental
body concerned with tounsmt,rhas llv:-:d éh; way n eStg-bl'{shin g a set of definitions for general use. The
(nte matioﬂﬂl Conference on travel and Tourism Statistics convened by UNWTO in Otawa, Canada,
01991, reviewed, updated, and exPanded on the work of earlier international groups. The Otawa
Conference adopted a set of resolutions and recommendations relating to tourism concepts, defini-
d classifications. The UNWTO has taken the concept of tourism beyond a stereotypical
. 1age of “holyday mlakil:lg”z. The accc?pted d:cﬁ nition 1s: :l"our'ism comprises the activities n.f'p;:rwns
aveling o and staying In places outside their usual environment for no more than one consecutive

oqr for 1€15UTCs business, and othe‘r purposes. This definition excludes trips within the area of usual
esidence. trips between the cl'o‘mlclle and the' workplas:e, and other community trips of a routine
character. The U NWTO deﬁm?loﬂs also explz%m the various types of visitors, travelers, tourists etc
But qnfortunately 1n contei(t 01 these very basic de*ﬁmtlons, still exists confusion, because different
countries use different df:‘,]'ll‘lltllOllS l"or: data gathering and statistical purposes.

firom the economic point of view, we can't determine tourism as an integral and separate
integrity. 10s @ diverse gmnpos:ltum, which Spfeuds over different elements like: hotel industry, res-
urant industry, tourist ugcnc.;:lcs, lr:.msPorl:utl_ml, services and facilities, amusements, attractions,
pift shops and large number of other enterprises. Tourism is much more than an industry. Tourism is
more lke o seector’” that impacts a wide range of industries. It is a collection of industries.”
Because of the extent of tourism activities across the globe as well as the number of people

who travel, this phenomenon s described as one of the world’s largest industries. UNWTO's
Tourism 2020 Vision projects that international arrivals expected to reach nearly 1, 6 billion by the

effect

yeur 2020." i
Tourist products are specific and have some characteristics which made them quite difter-
ant from indus o products, Tourist product is original creation with high complexity which emerged

I‘mm llll.‘. COIN
l'innl Hl'lupl: 9]

v of the tourism industry and usually can’t be predicted and controlled. The
coduet almost always is made by the consumers.

o Grrundrisy der tl”Hr*lHr‘fH:‘HH f'ﬁ!‘r‘mih*nt‘r‘r'kr*hr‘.ﬁ'fr.*-h!'r_. !'nf}it:m;rh{w Jif*l' "r'l"lﬂ;,sq;\f.i fii;‘ﬁ’h-.
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E“‘-‘hnl Tourism, Elsevier Ine., Burlington USA, 2005, p. M
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The attitudos sbout tourist product definition in the literature are different, Ty,

LaiTRN m*

_ Definitions which define the tounst product from the consumer’s point of Vi
Cw,

omposite of different clements: attractions, accommodation, environment. The compmg,,
weristic of these definitions is the role of consumers during the tourist product assempbyjy,
Theories concretized on the analysis of the tourist product’s elements, Ugyy

A

[ =]

theories equal tounist product with some single tourist products like — hotel’s prodycy ly these

= Some atitudes start from the basic tourist offer factors. Because tourist offer ig
ORIV bm w— oﬂm; attractive, receptive and communicative, it’s necess co_
at feast one represent of these elements to create tourist product. Ay 10 hay,
wc-h‘l:im m dcz:if:ims where tourist Muct s viewed like partial and integra]. Fo
. mmp'mﬁ integral and are constituted from several elements which are also jne ger:.

The general conclusion is that tourist product is a co

with ~ ,. . ‘ mplex integrity whose ¢ : |
partial tounist products by the tourist offer single holders who use the tourist fazeauon Slarted

ape Of the ﬁl]a]

ationship which can
strengthe
and countries. o attras;

competitiveness of destinat; .
- in tourist tons, regions

- product gives j —
global market through di erentiating re;'czln:]pizntiti = (fior creatng distinctiveness in

. — tities and Gt

g different regions, 'nages, as well as using of . -

"~
LS

NSisteg

. P‘”jnnm“ W HTIPLOn atylcm emphasizing personal development rather than mater
_ Adesire for direct forms of experience ( “Tife secing” ruther tham sight mm o—
Growing importance of intangible culture and role of image and an i
_ [ncreased mobility creating easier access o other cultures
~ Supply
_ Development of cultural tourism to stimulate jobs and mcome
_ Cultural tourism was seen as growth market and “quality” tourism
_ An increasing supply of culture as a result of regional development
_ The growing accessibility of information on culture and tourism through new lecanologie:
_ The emergence of new nations and regions cager (o establish a distmct identity (e 4. ﬂm
impact of newly-independent states in Central and Eastern Europe).

_ A desire to project the external image of regions and nations

_ Cultural funding problems related to increasing cultural supply.

e

Culture can be viewed as an applicable tourism. There are examples of hotels which create
the whole hotel product on the base of culture.? For example: the hotel “Mohonk | ountun
House”, in New York State offered hotel products which included universities professors lectures,
learning of foreign languages, music programs — theoretical classes and practical classes with
music professors and professionals. Then — Shakespeare World - leaming roles and performing
some of the Shakespeare’s dramas with professors of literature and professional actors <tC. In this
case guests — tourists take active part in culture events. They are actors, MUSICIANS, DAIETS. ..

On the contrary, the cultural events like: festivals. concerts, visits of cultural and mstoncal
monuments, museums, galleries, give opportunities for the tourists to be a listeners and observers.
Of course this doesn’t limit the promotional significance of the cultural element for the tounsts,
except the more active role of the visitors in the first case.

11 this kinds of activities and contents in tourist products Imncrease the pleasure and conve-
nier  uring the stay in some tourist destination. In this way the tourist product get out of the

tri+  -lation bed-food —rest. Only in this way tourist destination can Creaic symbols of reco ety
¢ attractiveness for their products and services

- a result of this ongoing process in tourism — culture relationship, culture is 2imost always
.- 1ed in tourism development strategies. In Macedonian National Strategy for tounsm des '
i 11 2009-2013, the element of culture is seen as priority factor for tounst product development.
T :curist product of Macedonia is a rich combination of cultural and natural hentage. In center
of tiis offer is the unique Ohrid Lake and Ohrid city which are under UNESCO protection. The
Ohrid Lake is one of the oldest lakes in the world and the city of Ohrid onginally was 2 neolith
settlement and represents the longest permanent settled place dated since 7000 years . ™

The element of culture in Macedonian global tourist product is represented through rich
culture heritage, scene sciences, Museums and gallenes, etc. Macedonia has huge number of
religious monuments. Some of the monasteries offer accommedation for the tounsts. Then numer-
ous archeological localities spread all over the country. The scene sCiences are represented wuh
theatres and festivals. The Ohrid Summer Festival is one of the largest and most important music
and drama festivals in Macedonia. The first concert took place in 1961 n the church St. Sophia,

? Ognjen Bakic, Slobodan Unkovic, Marketing (UnZm, Ehmmh ﬁxiﬂm, ngmd 19’9';& p. 179
19 National strategy for tourism development 2009-2013, retrieved from: www.economy.gov.



val has international flavor because of the Partic;
d ensembles from the best known Europeg, ang I:;‘thn (nternet sal

with its exceptional acoustics.” The festi es of package holidays in the world is 2 real hit. The Internet & credited for the

o - Jleading musicians an R “lact minute’” ; . . | |
e mmb’lﬁl;:;mm:ngances usually take place in historic buildings or monumenyg | g - rgence of the Eheralft?:g:mlﬁ?fmm o ouristoffe. The formula is guite simple - when
MUSIC cemm | ‘ | o4 member of The European Festival ASSOCiation ) n thy, ¢ . get closer to dep date, the agency (or the hotel or airline company ) pay 1o sefl arrange-
way festival with sohd reputation o viat pooduct quality. CCop, yo ° aftera rather lower price than regular — because that way you will cover at least part of its costs.
significant asset for Ohrid and Macedonian ¢ meD More and more PﬁOple are looking for travel information onfine. so if you want to atfract

_ . of foreign tourists on their web site, it makes sense to advertised pages to be visit by tourists.

3. The ICT technologies and cultural tourism | attention 4 g Shtdvenis

The imp ! .ogl ‘ hnologv and internet based cultural tourism is of | If you know where they -y trom, your vnsn@s, yortan be advertising on local parties in foreign

The impact of information technology | Paramg, Yo . « For example, visits of the Macedonian tourism portal www i " e
importance and priceless treasure. Most travel offers are placed online. a4 sountries: o Macedonia, Usually s ravel poskdl : explonngmacedonia. . e ﬂ;

Potential tourists from anywhere can see what awaits them in the desired country thyy, 90% p.eoplflggu 1 the global ;emch — whiéh Oﬁenor scarct:o gi;r;es in aa.,:;glc cmmg;; -
appropriate pictures, video materials, and even a virtual walk through that destination, Simy] tgh f adverusedl " segar chenginslkiGooss con; vikariadant moze s g El &m ﬁ;;
neously through various websites and blogs they can read about previous experiences of tour: & for exampic, _ g 1E y potenm]' visitors. Evervone .

. ristg, Google and other search engines worldwidecan even change their language, because some browsers

and leave their impressions on the visited destination.

By using the websites of hotels and tour operators, travelers are becoming more i“fm‘lned
gnd experienced decision-makers. The possibility of direct access to information, service availaby
ity 2477, allows you to compare prices of tourist packages,the ability to compare the advantg :
and disadvantages of the facilities, etc. o

Tl?e quality, availability and effectiveness of traditional promotion tools such as brochur
can be significantly improved through the use of ICT tools and services. -
e alang heldpis'ﬁnns ?n the tou_rism industr:,r to be sure that all their processes such as reseryag.
. conditions will be avaﬂal')le for their customers. The application of ICT in the tourism

have a multitude of language versions.
[CT have a numerous eftects for small and medium tourist businesses and the development

of all types of tourism in a country, especially information about the cultural heritage which has
encouraged the development of cultural tourism.

Conclusion
During its evolution tourism evolved from only bed and food services to global industry

with high entertainment flavor, which differs from season to season. Tourist destination in order to
succeed in tourist market must adjust according changeable tourists desire and demand. In this
context the element of culture in complex tourist product has invaluable significance in winning

tourist’s loyalty.

Tourist agencies i : _ * _ S
oo gencies in the world lf:mg discern the advantage of Internet marketing presentation The approaches toward tourist product definition are different, but the main conclusion is

, search by different criteria, and finally booking

| 5, makes this medium eas;
ot ent TRge: | casier and faster t . AS
mm can tfxplmt this potential to attract tourists? 58

have browser off
- Ser offers several imy
. | ; ¢ i d’ ‘n’l ’r‘ar)t Cf _.i‘ "

1o pay through the Internet,

.* - Cost, duration Of tras
/ ' 4. 744 it , rav - y {(v " 4
velmg and the z;.blm,y Lo sort the results g ol o dep:

Sure, Ideally and o ability

the high complexity and diverse which means specific methods for quality improvement for market
competitiveness.

The forms of culture which can be built within this complex structure are different. They vary from
hotels animation as a part of hotel product to tourist destination offer and wider as a country or region
cultural offer. In this process the cooperation between the tourism and cultural sectors 1s very impor-
tant, but also cooperation between different levels of government and private sector 1s necessary.

One of the most important ways in which public authorities can assist in the development of

culture and tourism products 18 through marketing activities. Regional products often need na-
tior o and international market exposure.

Uhe tourist product of The Republic of Macedonia is an example for great opportunity for
cocration between tourism and culture, Macedonia possesses huge cultural heritage and other
fep of culture which can be used in tourism purpose. This is recognized in Macedonian National
Straey for Tourism Development.

1C'T technologies and internet can really help each country to promote own cultural heritage
through various virtual tools and so to contribute for the development of cultural tourism.
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