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Area: 56,538 km2

Population: 4.3 mil Distance to Vienna: 274km
Coastline: 1,778km Distance to Budapest: 302km
Islands: 1,185 Currency: kuna (HRK)

Capital: Zagreb
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International Tourism receipts 2011
N VY |

CROATIA
i EUROPE

20th by
population

14th by touri:
arrivals




CROATIAN TOURISM
GROWTH

receipts

vernights \

2004 2005 2006 2007 2008 2009 2010 2011
® Tourist Arrivals (in min) Overnights (in min)

AP Overnights 2012: 62,7 mil
Recipts | — 1X 2012: 6,27 bn €




Destinations? Memorizing? ICH
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overlapping,
Interfering,
layering of
identities real created
geographic social
local
regional
national
Result in - HETEROTOPIA international
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Tourism — Economy of identities
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Well known resources: UNESCO
Competitiveness?
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Executive Summary

Table 2: The Travel & Tourism Competitiveness Index: EumpeSTATISTICAL BAC KG ROU N D

SUBIND EXES

T&T business environment TE&T human, cultural,

OVERALL INDEX T&T regulatory framework and infrastructurs and natural resounces
Cou ntE.IE -:-:-n-:-ﬂ Flaﬁi:-naal rank  Owersll rark Scon Rank Scone Rank Seare Ranik Soons
Switzerland 1 1 b8 1 6.01 1 549 2 hhd4
Austria 2 2 LA 4 5.91 G 522 7 h24
Garmany 3 3 LYY 13 h.56 3 44 9 h22
Cyprus 15 21 4.92 25 h.35 13 b.05 a7 4.3
Bealgium 16 22 4.2 21 h.45 a2 4.56 20 473
Lixembourg 17 23 492 20 5.47 16 4497 42 4.3
Graaca 18 24 4.9 18 5.49 27 4 66 27 454
Czach Republic 19 26 4.6 16 5.50 36 441 24 467
Estonia 20 27 4.83 17 5.50 21 4.8 a7 419
Italy 21 28 474 46 4496 26 468 22 4
Malta 22 29 437 11 h.h8 <] 458 h 415

L;rnatia 23 24 454 43 6,02 a7 4,32 43 4 gj

ovenia L] 5 15 e 513 73 LR34 B ]

Hungary 25 28 445 26 535 42 4.06 59 295
Slovak Republic 26 46 434 34 5.20 h4 378 55 4.05
Latvia 27 48 4.3 32 22 43 4.04 a6 264
Lithuania 28 49 4.3 30 52T 45 2.98 a9 265
Bulgaria 29 50 4.3 56 474 43 2.96 45 4.20
Maontenagro 1| 52 4.29 50 4,86 GE a.57 35 4.43
Turkey AN 56 4.20 63 4,60 1] 373 44 4.23
Poland 2 hE 418 [ 444 it 353 29 4,55
Russian Federation n 54 414 74 435 61 a7n 34 4.3
Romania 34 GE 4.04 61 468 G4 3.61 7 283
Georgia 25 73 2.69 332 .20 99 2.84 92 264
Ukraing 5 il 2.84 62 466 72 237 103 2580
Macedonia, FYR ) Bl 381 6o 4,45 75 3.29 a7 A67
Sarbia = BB an T8 4.35 a0 .20 g6 A57
Albania = 80 3.63 T 438 104 2.76 G A8
Armenia 40 91 365 he 4,70 105 2.75 102 51
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Development?

Authenticty (ICH role)
Distinctiveness (ICH role)
Sustainability (ICH role)
Quality

Vistors interests

“Do not go where the path
may lead, go instead where
there Is no path and leave a
trail.”

- Ralph Waldo Emerson
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COMMUNICATING VALUES - CONSUMERSPHERE
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COMMUNICATING VALUES
Challenges

= UNKNOWN (INATNGIBLE)
CULTURAL HERITAGE

= Touristically less developed
virgin areas

= Demography & depopulation

BUT

LIFESTYLE OF FORGOTTEN
TIMES

HUMAN MEASURE







“You can have brilliant ideas, but if you can't get
them across, your ideas won't get you anywhere.”
L. lacocca |

Picasso: Bull, 1943.

3/15/2013 20









FACILITATING AND FORMING PARTNERSHIPS
guam. e AFFILIATION OF CULTURAL TOURISM




Involving all stakeholders

FACILITATING AND FORMING PARTNR

/

\

RESOURCES:

Tangible and intangible

/'

~

CULTURAL HERITAGE

%

National: %urism ind. )
Ministries, [ touroperators .
NTOs. | /W ducation,
Local gov, T T consultancies...
g ~Jrosailaliy
Ethnic groups, guides
other... DMOs e
\ J / Private owners

"

-

Heritage institutions
Museums, galleries
Protected sites,
conservation
neritage association:
Other..




FACILITATING AND FORMING PARTNERSHIPS
CCEACT

CHALLENGES - INTANGIBLE HERITAGE

Regulatory Multidisciplinarity Sustaining
framework Research Identities

Gvrnm. Incentives Human resources

MINT Consumers development
(trainings)
Partnerships Visibility Tourism product

CTBUSINESS CLUB  CT BUSINESS CLUB CT BUSINESS CLUB



CCE ACT: REGULATORY FRAMEWORK RESEARCH

Sustainable cultural tourism

UNWTO UNWTO UNVV‘TO
FRAMEWORK Sustainable GLOBAL CODE OF
FOR QUALITY IN Tourism ETHICS FOR
TOURIS|M Charter TOURISM
|
EU QUALITY ICOM/UNESCO
1998-2001 niaor@ IGQMDS . Charter of Principles
. ; for Museums and Cultural
I on Cultural Tourism Tourism. 1999
IQM FOR . IQM FOR ~ |QM FOR ’
COASTAL URBAN RURAL |
TOURISM  TOURISM  TOURISM An Ethics Charter for Cultural Tourism
April 2000
UNESCO UNESCO
Istanbul eritage at Risk
Declaration from Tourism UNESCO Declaration on Cultural
September 2002 Diversities 2001



Ministry of Tourism

REPUBLIS OF CROATA

r&?ﬂm..

- Tourism and
Intangible Cultural heritage.

NITIATOR OF CT STRATEGY

1.Festive Events

Ministry of Tourism has been awarding grants
for such type of events for over 8 years
Project aims:

To assist local communities maintain traditional
festivities and create new events that would
add to the diversity and overall tourist offer in
Croatia

To create interest for new tourist destinations

To promote continental and year-around tourism

Example: in 2012 some thirty festive events

received grants form the Ministry of
Tourism, including old traditions, recreating
history, gastro and enological events

2. Thematic routes



ACT. HUMAN RESOURCE

. DEVELOPMENT FOR ICH TOURISM
AND

].st CT strategy bottom up approach-
CE Initiated workshops 2002/2003
B/ ¥ |CH introduced as a resource

I é TAIEX seminars for sustainability
. UNDP seminars for event organizers
L4 ICE seminars for new products ICH

« RESOURCES EVALUATION
*DESTINATIONS
 PRODUCTS & CONSUMERS



CCE ACT: RESEARCH - CONSUMERS
Supersegmentation

VB, Holland a

jower generatj

0
% CULTURAL CREATIVE
29




CCEACT: CONSUMERS - New behavior models

nsumer& Prod

New markets BRIC, MIST, TIMBI..
OPAL

LOHAS, Cultural Creatives
HOMO SPIRITUS

HOMO AESTETICUS
HOMO MEDICUS
—emigration

Ecolectualism

Philantruism

Nano -Tourism
Humanization

Source: Lipovetsky, Travel Trends Report 2010/2011, Alvin Toffler 40 for 407~




CCE ACT: RESEARCH - CONSUMERS

HUMAN MISSION

“Emo-tainment’”’

Personalized approach: experiences, emotions , VALUES




FACILITATING AND FORMING PARTNERSHIPS
CCEACT

CULTURAL TOURISM BUSINESS CLUB
Knowledge transfer , partnerships, visibility
35 untill today
1. LONJSKO POLJE - sustainability, product
2. ANDAUTONIA SCITARJEVO -
partnerships, product, creativity
3. CRAFTATTRACT - MUSEUM OF
HRVATSKO ZAGORJE - sustainability
and creativity




1.LONJSKO PQLJE SUSTAINING DYNAMIC MEANING!

LONJISKO PQEJE
Dances . S&
Songs ¥
Costume prdﬁ’uct Ot

Weaving L &
Traditional &
Fishing techrik
Educationalg

Creative tou}r
“r




ICH, traditions

Structural content
|ICH
exhibitions,
events

Sustainability

Dancing, playing

ACT: 1. LONJSKO POLJE

ICH:Eno-gastronomy Acconmmodation .
Culinary delight aﬁiﬂg?n?‘g?rﬂlac’;ir:)n

Travel agents

Accessibility
And Parking

Thematic
Fishing, riding, bicycling... walkways



ACT 1. LONJSKO POLJE: Sustaining intangible meanings —
ICH bonus: Creating Emotional attachment




ACT — Sustaining powerful identities
STRUCTURAL CONTENT — PRODUCT DEVELOPMENT

use of |dent|ty levels NICHE DEVELPMENT

ST 5\ y  Intangible heritage Developing Niche Markets:
»f..,h
e \ Eno-Gastronomy Eno_ & gastro_tourlsm
oo LR _ Culinary tourism
SR ELI heritage
@ = Human treasures ant tourism
/ ~ A Handicraft-—_~
5 L~ ‘%‘ i Seroh
N e \A Traditional crafts
.:’.4 .',' “\‘\—\ q,° — \ 4. /‘
SAPRNS Fgﬂgf (ethno worksho WA ) _
e A : Tradit Nalking tourism
N ) i 9 : r 111 .o - :
P ACIHONS Literary tourism
& . Mythsandlegends. __geligious tourism
s SO e <id  Events
192\:» 7 ;Q 1 Personalities .. Memorial tourism
WA ‘

et g) o U 36




1. LONJSKO POLJE: PRODUCT DEVELOPMENT

CREATING Theme Oriented Niche Support for ICH

-

Culinary tourism ||| N Educational

Event tourism tourism
Creative tourism Contemplative
Heritage tourism tourism
Eco tourism Literary
Walklng tourism
tourism Biking

tourism...



ACT 2. MUSEMS OF HRVATSKO ZAGORJE

B '
.

|ICH Resources ; L. | : {;‘ HOSPITALITY
management o | THH%EII%ALAS\L
SHETET . 47 RESTAURANT
management | qn CARES
Partnership ’."% '
coordination B |
Visitor i I
manaoement | Distribution
J — channells —
Marketing irtntrj%\g%ry




ACT 2. MHZ & ICH
SUSTAINING POWERFUL IDENTITIES

LIVING HUMAN TREASURES:
Pottery: Tomislav Lendrec, Pustodol
113, Donja Stubica




ACT 3. ANDAUTONIA SCITARJEVO

ICH Sustaining creative dynamism
Andautonra=-Polisensual project e




ACT 3. Mood management in archaeology tourism

ANDAUTONIA DAYS
PRODUC VLP.

Combinir
Experience levels

e iatl® ]

PROVOKING REACTION INICDID ATIANI



UTURE ACT: CRO UNESCO Intangible Cultural Heritage (1z



http://www.unesco.org/culture/ich/img/photo/thumb/03328-BIG.jpg
http://www.unesco.org/culture/ich/img/photo/thumb/03228-BIG.jpg

FUTURE ACT: SUSTAINABILITY OF ICH
ROMAN EMPERORS ROUTE, DANUBE WINE ROUTE
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ACT: CHANGING CONTEXT OF TOURISM VALUES K
It

CONSUMERS Demand Niche Activity Creativity ICH
OPAL (baby Contemnlation Rest & Walking, Learning
boomers/ Grey  Medical recreation, shopping,... SONgs —
panthers Health wellness ...  Medical singing. ..
Silver/golden  Spjritual Art, Culture treatments
generation needs. . rellglon
FAMILIES  Edu/emo- History Baleoning,  Painting,

tainment ... Creative...  bicycling...  photo safary..
BUSINESS " Inspiration ... Eno- Tasting Culinary
Creativity  gasfionomy... Riding... workshops,
olivepicking
GEN X (oftenChallenges  £co-cultural & cleaning Pottery
DINK) Energyzing... volontery.. swamps, workshops...
rebuilding...
GEN'Y Stimulation Minaness rarticipation Language
LOHAS Wisdom .... Comtemlation EXPress learning. ....

Millenials oneself



Tourism offer ,g‘ |
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rythmé&colour
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taste, sound, scent
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management

experience
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Vlasta Klari¢, M. 5c.
Advisor
Tourism Department
[3 285000 456-1605
+3B5 (01 482-8400
vklaric@hgk.hr

&% Croatian Chamber of Economy
w Rooseveltov trg 2, HR-10000 Zagreb

" www.hgluhr | hgkahgk.hr



