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Ancrpakr

Bp3HOT pa3Boj Ha TYPUCTHYKHOT Iazap M MAaCOBHHOT 00EM Ha Y4ECHHIMTE BO
HEro MpeTCTaByBaaT JBE OCHOBHH obejeikja Ha COBPEMEHHOT TYpH3aM KOH C¢
NEPMAHEHTHO CIIEICHH 07l MPOMEHH BO CTPYKTYypara Ha TYpHCTHTE, reorpad)ckara
1 BpeMeHCKaTa pacrpejenta Ha TYPHCTHUKHTE TeKOBH. Bakeure reHpenium ja
HaMeTHyBaar  [poMeHara Ha Oapamara, BKyCOBMTC W O9YeKyBamhara Ha
COBPEMEHMOT TYpPHCT INTO ja 3acuIlyBa W Taka BHCOKAaTa KOHKYPEHTHOCT Ha
[106aTHAOT TYPHTHYKH naszap. JIeHEUHHOT TYpUCT nocTojano 6apa HEmTo HOBO,
HEIO3HATO M I0aTPaKTUBHO W 3aTOA MOJKE 14 CE KaXKe JAEKA HE 1I0CTOH 3eMja RO
CBETOT KOja He € BKJIYYeHa BO IIOOaJHUTE TYPUCTUYKU TEKOBH CO3/1aBajKu H
HyJejkM, BO TIOroJieMa WM IOMaja Mepa, AMPEKTHO Wi HHANPCKTHO,
TYPUCTHYKHM MPOU3BOJ HA JOMAIIHA ¥ CTPAHCKH TYPHCTH. BO BaKBH OKOJIHOCTH,
TYPHCTHUKHTE.JIECTHHAMH ,.ce Oopar,, 3a CBOjaTa KOHKYPEHTHOCT Tpasejku
WICHTHTET Ha cBojaTa IMOHYZa mpeky pasmuunute (Gopmu Ha npomoumja. Co
CBOMTE TIPUPO/IHK ¥ aHTponoreHn Bpeanoctu [lpuspen ce mﬁaojyna KAKO Ba)KHO

TYpUCTHYKO MecTo BO KocoBo.

Bo oBoj Tpyn ce oOpaboryBa mnpobmemarukara Ha TPENo3HATIHBOCT HA
TypHCTHYKaTa MOHYAa Ha IIpu3peH, KONKy ce HerOBHTE TYPHCTHUYKH BPCAHOCTH
[I03HATH Kaj TYPUTHTE M KOJKY ce MOTTHK 3a moceTa Ha Ilpuspen. IloceGno
BHHMaHME C€ [TOCBETYBA Ha aKTHBHOCTUTE U CPEJICTBATA KOU €€ NMPUMECHYBAAT BO
npoMorija Ha [IpU3pPEeHCKHOT PErHoH a CO KOM Ce Biujae Bp3 u3rpajada Ha HEroB
TYPUCTHYKH MJEHTHTET U IO3WTHBEH MMHU 3a COAPXKHHATA HAa YCIYrdTe KOH ce

HYJAT.

Knyunu 36oposn :Mnenturer, HMHILL npomonuja, Ilpuspen, TypHCTHYKH

BPEJHOCTH, TYPUCTHYKH YCIIYTH




BAVJAHUETO HA NPOMOLWIATA BO MPALEHE HA
MOEHTUTET HA TYPUCTUYKMOT NPOU3BO/L HA TPU3PEH
W

Abstract

The rapid development of the tourist market and the massive volume of
participants in it represent two basic features of modern tourism that are
permanently followed by changes in the structure of tourists, the geographical
and temporal distribution of tourist flows. Such tendencies impose a change in
the requirements, tastes and expectations of the modern tourist, which reinforces
the high competitiveness of the global tourism market.Today's tourist is
constantly looking for something new, unknown and more attractive, and
therefore it can be said that there is no country in the world that is not involved
in global tourism flows, creating and offering, t0 a greater or smaller extent,
directly or indirectly, a tourist product to domestic and foreign tourists. In such
circumstances, tourist destinations "fight" for their competitiveness by building
the identity of their offer through various forms of promotion. With its natural
and anthropogenic values, Prizren stands out as an important tourist destination
in Kosovo.

This paper deals with the problem of recognition of Prizren's tourist offer,
how well-known its tourist values are among tourists and how much they are an
incentive to visit Prizren. Special attention is paid to the activities and means
used in the promotion of the Prizren region, which influence the construction of

its tourist identity and a positive image for the content of the services offered.
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