AIICTPAKT

MHory 3eMjH Ha CBETOT CBOjaTa €KOHOMCKA Er3uCTEHLH|a ja TeMelaT Ha CEKTOpoT
rypusam. Kako pe3yarar Ha Toa, TYpH3MOT Ce€ CMETa Kako eleH O] Hajaubdepanvu3upaHuTe
CEKTOpH, @ MMajKu ro npeaBua GakToT Aeka MeryHapOOHUOT TypH3aM mpeTcTaByBa 6% on
BKYMHATa cBeTcka Tproeuja U 30% o BKyrnHara TProBuja coO YCIYrM BO CBETOT, TOratl
TYPU3MOT CO3/1aBa HEMOCPEAEH NMPUIOHEC BO Pa3BOjOT M0 MPaHKK BO BKYNHATa EKOHOMH)A HA
¢JHa 3eM)a.

KBanuTeToT BO TYpPHM3MOT MOKE Ha MPUIAOHECE BO EKOHOMCKHUOT pa3Boj TMpPeKY
nogoOpyBabe Ha KOHKYPEHTHOCTA Ha Je/I0BHATa cdepa, UCMOIHYBAHKE HA OMIITECTBEHUTE
moTpeOu W 3adyByBarbe Ha JKMBOTHATa cpeadHara. [lopaad oBa moTpedeH e riodaneH
MpUCTar Koj ke ce GoKycHpa Ha 3aJ0BOJYBAKETO HA MOTPeOUTE HA TYPUCTUTE, a 3aCHOBaH
Ha OAPXK/MB pa3BOj KOj MOXKE Ja ce Hapedye HHTerpupaH KBaJIWTaTHBEH MapKETUHI
meHauMmeHT (IQMM).

KpajOpexuute, ypOaHUTE U pypaTHUTE TYPUCTUYKH JeCTHHALIMK HACHTHPUKYBATE U
nedwHWpane MapKeTHHT W MEHAUMEHT CTpaTerdu co MOBaKHUTE napTHepu. MerfyToa, oBHe
BHIOBM Ha TypH3aM JIEHEC CE€ COOYEHHM CO 3rojieMeHa KOHKYpeHUWja M morpedara ol
MOrONEMEHU HWHBECTULMHM, MOAEPHH3aALM]a HAa HHPpACTPYKTYpaTa W 3a4yByBare Ha
npupoaHoTo GoratcTBo. HaBeneHuTe HecTUHALMW MOcCeayBaaT €jeMeHTH Ha MelfyceOHO
pa3UKyBame: KOMOMHALM]a HAa AaKTUBHOCTH (OAMOp, CMOPT, KYIATYPHO UM HCTOPHUCKO
Hac/eJCTBO, TPAAWLIMOHAIHA KYJHA U CJIMYHO) CO MPUPOAHOTO OOratcTBO (MOpHUA. €3€epa,
peKU, MIaHUHU, PYPATHU U YPOAHU CPEIUHM).

[TomoOpyBame Ha KBAJIUTETOT HAa TYPUCTHYKUTE NECTHHALMM € CYIITHHCKA MoTpeda
Ha TYPUCTHUTE, a Toa OM NMPUAOHECIO KOH 3roJIeMyBame Ha KOHKYPEHLM]jaTa BO TYPHCTUYKATA
HHAYCTPHja U OCUTypyBare AeKa TYPU3MOT Ce pa3BuBa Ha OanaHCHUpaH U OApPK/IMB HAauWH.
KBantureToT MocToM caMo Kora TYPUCTHUKHOT TMPOM3BOA WM ycCiayra W 3aJ0BOJyBa
motpebuTe W oOueKkyBamata Ha Typuctute. Cropea oBa, WHAMBHUIYAITHUTE €lIEMEHTH
KpeupaaT MapKETHHT U MEHAUMEHT CcTpaTeruja Koja ce 0asupa Ha CTaHAApPAMTE 3a KBAJIUTET U
pazOMpameTo 3a MOTPOLIYBAYOT.

TpaauuMoHATHUOT MAPKETUHT MEHAMEHT MOBEKE MPHUCTANyBa KOH HHIAMBUIYAITHUTE
TYPUCTHYKHK TMpeTtnpujatvja. MerfyToa, 3a ojpeleHa TYpUCTHYKa [AECTHHALMja TMMOCTOM
notpeda o4 morofjieMm Opoj aKTepud BKIYUEHH BO CUCTEMATCKM TMPUCTAM U TOA: TYPUCTU U
FOCTH, TYPUCTHYKH CEKTOP (MHTEPEH WU €KCTEPEH CEeKTOp) U JokKanHOTO HaceneHue. [lTopaau
OBa, TYPU3MOT MMa roTpeda O MoBp3yBamke BO “KBAJUTATUBEH CHHUMUP™ COCTABEH O[
MOBEKE alKW KaKo WTO c€ TYpOorneparopuTe, TYPUCTUYKWUTE areHUHH, TPAHCTIOPTHUTE W
MPEeBO3HUTE MPETIPUjaTH]A, XOTETUTE, JABATEIUTE HA APYTU YCAYTH U CITAYHO.

3a ogpeaeHa TypucTHukaTta gecTuHauuja, QMM ce cmera kako cucTeMarcka
motpeda 3a HUHTEPEH M EeKCTepeH KBaJIMTET Ha EKOHOMCKH pas3Boj (MCKYCTBOTO LITO
Mpou3ieryBa O roceTaTa Ha oOJpejeHa JECTUHALM|a, MOMEHTOT Ha MHHULMPAHETO Ha
naTyBameTO, MOMEHTOT Ha 3aMMHYBAHETO O] Taa AECTHHALM]A U Pa3BO) U OJPHKIIUB TYpH3aM
CO pauMoHaNHa yrnoTpeda HAa PpecypcHTe Kako LITO ce: TepuTopHjaTta, €Heprujara,
BOJAOCHADAYBAMETO, KYATYPHOTO HACIEACTBO, HAYHH HA JKUBEEHE U APYTO).

BuumanueTo TpebGa aa ce HaCOYM Ha HAYMHOT KAaKoO Ja € UCKOPUCTAT KpajOpekKHHUTE,
ypOaAHUTE U pypaTHUE TYPUCTUYKM AECTUHALMM, a TOa MPETXOAHO OH C€ MOCTUTHAIO TPEKY
aHajM3a Ha WHTErPUPAHUOT KBAJUTATUBEH MApPKETHHI MEHAUMEHT M CO Toa TYPU3MOT Ja
HAMETHE CBOja KJIUMa U CBECT MPH KpeUpame Ha MAPKETUHT U MEHAMEHT MOJTUTHKH.

Kiayuau 300poBu:  mypuzam, mypucm, cCekmop, Yciay2u, €eKOHOMCKU pd360)],
MapKemuHe, MEHAUMEHM, Mypucmuira oecmunayuja, cmpamezuja.




ABSTRACT

Many countries in the world found their economic existence on the tourism sector. As
a result of it, the tourism is considered as one of the most liberalized sectors, but having in
mind that the international tourism represents only 6% of the total world trade and 30% of the
total trade with services in the world, and then the tourism contributes directly to the branches
of the whole economy of a country.

The quality of tourism can help in the economic development through improvement
of the competition in the business area, fulfilling the social needs of the people and protecting
the environment. There i1s necessity of global approach that will focus on the satisfaction of
the tourist needs based upon sustainable development called integrated quality marketing
management (IQMM).

Coastal, urban and rural tourist destinations have identified and defined the marketing
and management strategies with their partners. Today these types of tourism are confronted
with increased competition and the need of larger investments, modernization of the
infrastructure and protection of the environment. The tourism destinations mentioned above
possess distinguished elements such as: combination of activities (recreation, sport, cultural
and historical heritage, traditional cuisine etc.) and natural wealth (seas, lakes, rivers,
mountains, rural and urban areas).

The improvement of the quality of the tourist destinations represents an essential
tourist need and would contribute to the increased competition in the tourism industry and
would also assure that the tourism in total will develop on a balanced and sustainable way.
We speak of quality when the tourist product and service satisfies the needs and expectations
of the tourists. Thus, the individual elements can create a marketing or management strategy
based on the standards of quality and comprehension of the consumer.

The traditional marketing management approaches more to the individual tourist
enterprises. Meanwhile, a concrete tourist destinations acquires a greater number of actors
engaged in a systematic entry of tourist and guests, tourism sector (internal and external
sectors), and the local population. That is why tourism must connect in a “quality chain”
consisted of several links like tour operators, tourist agencies, transport companies, hotels and
other service providers.

A tourist destination considers the IQMM as a systematic requirement for an internal
and external economic development (the experience of visiting a tourist destination, the
moment of initiating the travel, the moment of leaving the destination and development and
sustainable tourism together with rational usage of resources such as: territory, energy
sources, water resources, cultural heritage, way of living etc.).

The attention must be focused on the manner how the coastal, urban and rural tourist
destinations are exploited, but previously an analysis must be made to the integrated quality
marketing management, therefore the tourism implies its climate and awareness when
creating marketing and management policies.

Key words: fourism, tourist, sector, services, economic development, marketing,
management, fourist destination, strategy.
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