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Globalna mobilnost, pristup informaciiama i
diaitalno okruzie miieniaju percepciju

zivlienia i slobodnoqg vremena.
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(R)Evolucija u podrucju putovania i
komunikaciia iskustveno i Spoznajno mijel
turisti¢ke korisnike.

"Experience” : dozivljaj ili iskustvo?

Putovanja mogu biti uzbudljiva i inspirativna
vazno je iskustvo koje pruzaju.




SUPERSEGMENTACIJA: MIKRO NISE

Interaktivni. hibridni. kombinirani proizvodi
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Hiperpotrosacko drustvo rezultiralo je supersegmentacijom

korisnickih nisa te potreba u turizmu i putovanjima. Raste broj

putovanja motiviranih djelomice ili u cijelosti razlicitim vidovim:

ulture, posebice se tu isticu putovanja u gradove, a zatim otvara
cijela nova lepeza mikro nisa u kulturnom turizmu.

s Lipovetsky, Paradoksalna sreca
Hiperpotrosac vise ne Zudi samo za materijalnim blagostanjem, nego se po-
javljuje kao eksponencijalan trazitelj psihi¢kog komfora, unutarnjeg sklada i
subjektivnog razvoja, o ¢emu svjedodi cvjetanje tehnika proizaslih iz »Razvo-

ja osobnosti«, kao i uspjeh orijentalnih mudrosti, novih duhovnosti, vodica
sre¢e i mudrosti. Materijalizam prvog potrodackog drustva izasao je iz mode:




OVI MODELI PONASANJ

Turisticka trzista biljeze
nromijene u modelima ponasania od
Hedonizma i spektakularizma,

hiperkonzumacije, do

iskustvene interaktivnosti,
yrema samosvjesti kroz kreativnost i transmodernu odgovornost
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Novi senzibilitet:- H>H humanizaciia
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NOVE VRIJEDNOSTI

osliedice dostupnosti novih sofisticiranih usluaa na scenu dovod

ove kateqorije korisnika koji u putovanjima traze nove vrijednost




R ZAM NOVIH VRIJEDNOSTI

Topics 2017 —— [
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sonalization of services
erience design & managemen

d & Beverage/gastronomy concepts

ity Management

o U 5 W

tomer segmentation
ne connectivity 7.
jal Media Marketing g
yvation management

ruiting & HR development Py 9.

oriodelmercadopremium.ie.edu/wp-

s/sites/59/2013/11/Premium-Travel-Barometer-2017-Final.pd

Personalizacija usluga
Dizajn i upravljanje
Iskustavima

Novi koncept gastronomije
Malo je prelijepo
Upravljanje kvalitetom

Supersegmentacija
korisnickih nisa

Online povezanost

Marketing preko drustvemh ;;‘-: e
mreza

Inovativni menadzment

. Ljuski resursi—

multidisciplinarnost




OVE KATEGORIJE KORISNIKA: NOVE VRIJEDNOSTI

10 SPIRITUS HOMO MEDICUS

Sa je vaznija od statusa - Medikalizacija drustva

hovnost je novi vid luksuza - Smrt hedonizmu - steti zdravlju!
nsformacija kroz putovanje - Omni-fobija

ze se senzualne tihe destinacije - Upravljanje duhovnim i tjelesnim kapitalom
skacija — znanstveni turizam

10 AESTETICUS MJESANA PONASANJA

xdovi, posebno mali i nepoznati - Multi-generacijska putovanja

lefiniranje kulture - Otkrivanje Europe po prvi puta (prekomoska
an poznatih putova i mjesta - Bleisure i shopping

ustvo je iznad atrakcija - Kultura & wellness

tenticnost i dizajn - Kultura & aktivni turizam

-kreacija putovanja (PRO-CONSUMER) - Novi luksuzni segmenti — milenijci

ETNE DESTINACIJE FOODING

line i off-line -personalizacija - Kultura u tanjuru: lokalno, autohtono

o/ visitor centri trazeni - Kulinarske radionice

prije putovanja, AR u destinaciji - Fuzijsko kulinarstvo BIO TURIZAM

valno 360°

leo - alat brendiranja Izvor: G.Lipovetsky, =4 Obrada: Klz
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KORISNICI

eca istrazivanja upucuju na
bilne, obavijestene, dinamicne, zahtjevne

isnike koji prije svega traze jednostavnost u pristupu destinaciji,
litetnu, azurnu i poticajnu informaciju.
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ROJKAMA gl |

DPA 234 mil motiviranih kulturom™*
129 mil motiviranih kulturom

globalni putnici — bez dobne poc
U potrazi za vrijednostima i
dubokim kulturoloskim iskustvom

A 38 mil. motiviranih kulturom godisnje

A 20 mil. posjeta arheoloskim lokalitetima godisnje

A 11mil. posjeta arheoloskim lokalitetima godisnje

[SKA 5 mil. poosjeta bastinskim institucijama godisje

,20 000 posjeta=2mil. €  DUBROVACKE ZIDINE 1,2 MIL=20mil.€

tp://www.etc-corporate.org/?page=report&report id=103




ISNICKE NISE:

ETC SNAPS
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24% 20% &

..of the population

L UNWTO (2010, Demwographic Change and Towurism. Image: & dmibaker

In the coming decade seniors will
‘wounger' outlook than previous
generations.

Greater numbers of older tourists
hawve minor disabilities and reguire
sccessible facilities.

Older consumers are less likely to
adapt to new technologies.

Loyalty progremmes that increase
longevity of the relationship.

The sheer size of the segment and the
purchasing power is important. The se
help change the traditional seasonality
holidays as they have greater freedom
outside of peak seasons and school ho



-RSENIORI: KREATIVNOST + KULTURA
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bsoba u Europi je 60+
vati i uzivati u Zivotu
Europe ostvare 6-7 putovanja gog
Njemacke, Austrije, Svicarske, i
t s najvisim prihodima
i znatizeljni -zele uciti
Jlturu + soft adventure
sobni pristup
i snove iz mladosti



ISNICKE NISE: *“BEST AGERS”

Agon (@u) 133-36%

The percentage of the
population aged over 50 today

25~

The age gro
likely to pla
break in the
12 months, 3
to Abta’s re:

Izvor: T

DIZAJN ISKUSTAVA

* KONSTRUKTIVNITURIZAM - INTERAKTIVNOST

¢ STRUKTURIRANO UPRAVLJANJE RASPOLOZENJIMA
 SMISLENE, MEMORABILNE, TRANSFORMATIVNE AKTIVNOSTI




DI: ISTRAZIVANJE KULTURA + AKTIVNOSTI
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T s YWouth trevellers collect experiences:
. ; seeck to explore and engage with cul
to mix their travel ambitions with st
work, volunteering or adventure.
They seek to immerse in local cormim
YWoung travellers are early adopters
technology - 80% use the Internet i
sesrch for travel information.

yvears old

How can you nurture &

How many youths™?

59 22O

relationship with them

. . - - Offers for small budgets and discouwn
million million ik Wiy an gt il e T
2 - ket.
_..in the EU _..in the BRICs s

Across the globe, the youth trawvel mark:
. growing faster than most other travel se
HY THEY'RE IMPORTANT [REiic=oerae
tourist hubs and attract others to these
destinations. They are less impressed b

negative events including economic prol
political unrest or epidemics.

I'WTO C2008), Youth Travel Matters, Image: © YanlLew



IANJA MLADIH
1ja sa svrhom

10st | participativnost
d stereotipa
istrazivaci i vjesnici su novih putnika

ji Iokalne hrane — FOODING KREATIVNOST
e et e TN = - ISTRAZIVANJE
lFenman;ei&s%ng tra - for planning'@ + AKTIVNOST

vw(/vflp |Jhla e s/zoiﬁijf?‘mmlllennla_
jici.ce do 3¢ 2020. p eHstavIJatl preko 50% swh_g_u
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vey by home insurance company Schofields Insurance asked over 1,000 UK
1ged between 18 and 33 - AKA millennials - what was most important when
1g a holiday destination, and *how Instagrammable the holiday would be’ has
lentified as the number one motivator.

ourse, Instagram never shows the whole story, and even if someone posts a

of their cocktails by the sea, they could then be going back to a cockroach-

d hostel dorm.

hareability is a valuable currency, and the smartest hotels and resorts have

1 this.

lennials, getting good Instagram snaps is more important than the

unity to soak up local culture and even the cost and availability of alcohol. Could
reotype of Brits abroad be changing from drunks to Instagrammers?

-[/lwww.schofieldinsurance.co.uk/interests/millennials-opt-sunshine-breaks-rather-save/

-[/lwww.independent.co.uk/travel/instagrammability-holiday-factor-millenials-holiday-destination-
sing-travel-social-media-photos-a7648706.html







ETCSNAPSHOTS

..of all European tourism

ﬁg@—iesg
Eﬁu@ﬁ;ﬁ;@ﬁ
travellers??

234 129
million million

_..in the EU .in the US

HY THEY'RE IMPORTANT

T

Cultural travellers are motivated by vari
benefits of cultural travel - the experien
knowledge or connection to a higher
meaning. Cultural travellers also enjoy
exploration and are likely to proactively
wvaluable and deep cultural experiences.
They are alzo willing to travel for specif
events. Cultural travellers tend fo be his
educsated, use online tools for research
spend more.

How can you nurture a

relationship with them?

Understand that cultural trawvellers are
heterogenous; motivated by various
impulses and enjoy different levels of
cultural immersion.

Cultural travellers are age-less global citizen:
wiho are part of the growing segment of
trevellers. These travellers are educated and
also spend more per trip than the average
leisure fraveller.

- Dntario Townzsm (Z009). Mok ercher and du Cros (20023, Ewropean Commazsion, DG Grow (20015 Mandela Research (20133 Miller, TTRA. Internafionsl

& Sergn Korshun

www.etc-cor . ?page=report&report id=10
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, . r Lokal .
N\ \‘ Sl odredivanja
Ugodno mirno ~ . todiniti

mjesto

hrane do
umjetnosti

Setnje

~

Osjecaj slobode, iskustva otkrivanja i autenticnosti nove i razlicite
kulture u svim njezinim sastavnicama, fascinacija i inspiracija

: \ Istrazivanje

povijesti, kulture, arh
itekture

Siroka kultura od

-

g

Ran
explu
history,
archit

Learning

Local

Comfortable )\ insight Not bein
told whs
relaxed pace s

Broad
culture: food &
café culture

Walking
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CULTURALLY CURIOUS - FR

InterestiHobbies

Docusrmentanas

Auts, Culture & Thaatne
L st @tiiara

Musaunms S Sallenes
Current Affairs

LN I B

Iimplications

Cedric Buisson

57, Married no kids

Sales Manager

Cadires cormses fnorm Lyon. He ard hes wille, Celares, s Qoarsg o mormarites i’ B

HMHFmﬁntdm o upcoimaEng tnps. He sees himsetf a3 a free-spinted
adwventurer, despide putisng & kot of efort ko planning ewvery siep of his reps

WWEh a et work schedule, e hioes 1o urssiand by walcherng Gocusmentarses prnd
partcudlarty oes Bernand Natan films Ceadnc Slss hoes the theatne and is @& resgulmr
affendes al Lyon's Halle Toony Gamssr Theatre. He s also a fan of the Neght Musseuer

He folices Le Monde, Le Figaro, Le Poent and Le NMowsed Observaleur on Twitber to
b Clade On cusrrenil affasrs. A foodee, e refers 1o the Guste Maschweisn and the La Fowrnc
focd revveesw SA0 wihen Choosing places Lo eal

Barriers to visiting Digital Interast Digital Travel
Touch Points Touch Points
- = wwwww wiarmechedin. fr
:athnr and price, - : ;mtm en Islanda Sy ; Er
e ufture Spaces =  Woyages-sncl com
werather s ahwvays bad! = nustdesmusees cubture fr = A WY SR WS
Also prics is @ = L& Morsde = Expadia fr
contributing factor. He is Lo Mol CHbesins ateyr = W hoomeir.com

looking for walue

WA S S P
=  La Fourchetie o

The typea of content that resonates most with Cednc is long form articles from reliabbs sources, i.e. respected travel bloggers and
travel secthons of media publications. Tharelore, relationshsp builldimg onlineg with key influencers S ontical 1o helping Cednc to decsde
wihech destinations 1o wisil (consideration stage). Pasd media on OTAs and review sites will also be key in creatmg initial wissbalety
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CULTURALLY CURIOUS - GER

InterestiHobbies

Hissbowry

Technology / Ergineering
Hiberadikcorg § Tredkkcemng
loonic Scameny

MNews / Curment affars

Implications

Alexander Gorny
45 liiarrin-:l

Enginear, BN

Al i S ergErseaesr St BAY S premuary proscdiucteoan plaent e Wilbesrtsbheofien, Mornkich, heaacdlimg
ekl DEERng DT

His: kogecal ard Curncaus mnmd rarnsiates ambo s hobday ressarch habets He amgagess am
et oS Merseanch pre-trp, talkeng with freends 1o get speecific ecommeendadsons. and
resegnchuang Offecial lounst sstes b really desoorssr e MUES-Sos Of san Sred, DEarrieeg ey
chetasl of his g in Scdhvarce: [In Scddson o naademg thee Scesday Trawne] mewSEmpeer Sopesehe
he accesses nformatssn via his Pad, mostly searchang n the evenangs and al weskoends.

Recent trips of mobe with his wille Doris hanee inciuded 8 bend wesek Coastal tnp off Croatis,
mhmﬂmmmﬂ&ﬁmt Splt and the PlEbrce Lakes Nabonal Park, a

Danish @adveniune o the Soeness beauty of North Jutiand and the hisioncal epsoenirnes
sasrrouEndesg Fronborg Casthe and Roskobde Catfserdral. He absranys  tranegis withh hues (IPad 2
iPhone by his side, and Fromemers £ Lonely Planet Guidebooics.

Barriers to wvisiting Digital Interest Digital Trawvel
Towch Points Touch Points
; mwtﬂarmmm ....Hg.m,-.., = Drer Spreged : I:B&ﬁn-&ﬁmm \
= B - — r
has 1o nﬁ":‘ﬂ' =  Re-publica =  Trawvel Made Simpla
= Show Traved Berlin
= Dastance from Geanrmaany = W che = Frommmers
Sthesrm =

ROPO

Lorsely Plar-est
=  WViallpaper comm

Content shoubkl saask 1o educats ioa. informatnes amicles that ginee Alexandsr & clear senss of what a destanation has (o ofer. Content
shoukd be distnibuted (o @ mix of OTAS, third party nderest sSes and traved sesctons of media publcaticns . Emneranes and regiommal
brochures play a key rola n halpong Adecandsr plan and @ngoy his np,. S0 having - brochures and ilnerarses easily accaesssbdae as
PDF s is important. Likewise, all content needs (o be mobida friendly, and packaged up within apps which e can wuss whils on holiday.



ki mileniici — nova aeneraciia putnika

(als oad
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irning from a new generation
ndependent Chinese travellers . ¥

NJA MLADIH KINEZA
s lokalnom kulturom — pop kultura, film...

> mijenjanja sebe kroz druge -refleksije e .
enost i iznenadenja autenti¢nim Travelling is a process of self=di

4

ani susreti s lokalnim umjetnicima - usporedba
)j pripadnosti - ¢aj

e: https://www.marketingtochina.com/marketing-to-chinese-tourists-travellers/




D PUTOVANJA

IUMIZACIJA - INTEGRIRANI PRISTUP DESTINACIJE

olo?

eCaj

autenticnosti, avanture, uranjanja u
ciju, istrazivanja, ispunjenja

olo putnica bira Europu kao destinaciju

odi u solo putovanjima: g mil putovanja
1je U Europu

ena osjeca se samopouzdanije kada
Jsame

putuju u prosjeku svakih 10
ci, muskarci 12

dluka o kruzing putovanjima donose zene
dluka o putovanjima preko TA donose

|ZVOR: WTM 2017.

& Europe is the chosen destination for 509

femalesolo travellers

& Americans are number one in solo travell
an average of 3 trips per year and an aver:
million travelling overseaseach yea

> 65% of the women feel more confident w
travel alone and prefervacationing without p
¢ Female vacation every 10 months versus
travel every 12 months

¢ 70 % decisions are made by women when
cruises, group travel or through an age
percentage shoots to 92 % when we includ
travel purchases.
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=8~ Bl Arhitekti: 500 000 u Europi
-8 = A Arheolozi: 30 000 zaposlenih u Eul
L St Ostala zanimanja vezana uz kultt

Studenti....
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: NSK *http://www.discovering-archaeologists.eu/DISCO_Transnational_Repc



DESTINACIJA | DMO

tinske studije: korisnici ocekuju putovanje koje ce imati znacenje
isa0, pruziti mogucnost za kreativnost i transformaciju.

O — Destination management &marketing organization — npr.
isticke zajednice u RH, promotori turistickih atrakcija te inicijatol
omotori proizvoda )
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stvenost
enja
oznatljivost
aciju

jjativnost

ASTINA KAO KULTURNI | DRUSTVENI PROCE
o
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'AMETNA SPECIJALIZACIJ/
UZ DMC/DMK

tinske studije: korisnici ocekuju jedinstvenu ponuduy, inspirativno
ustvo, putovanje koje Ce pruziti mogucnost za participaciju |
noostvarenje.

gers 55+ trazit ce DMC

— Destination management companies — DMK - turisticke agenci
acijalizirane za ukupnu specificnu destinacijsku ponudu kreiraju
zene turisticke proizvode i promoviraju svoju ponudu paketa)



-
/AIJN T. PROIZVODA:

| TURA | KREATIVNOST

RAZINE IDENTITETA:
« UMJETNICKOG

* POVIJESNOG

« SUVREMENOG...

“RAKTIVNI, HOLISTICKI PRISTUP
AKTIVNOSTI, AUTOHTONI SMJESTAJ I GASTRONOMUU |
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KOMUNIKACIJA VRIJEDNOSTI

Ini sadrzaji mogu zadovoljiti nove potrebe i otvoriti put prema
2poznatljivosti i odrzivosti identiteta destinacija, osvijestiti
tenticnost, istaknuti distinktivnosti prostora i kultura, biti puna
drska novim i zahtjevnim putnicima.

igitalni mediji mogu imati znacajan utjecaj u prezentaciji, interpr
romociji kreativnih i dinamicnih hrvatskih destinacija koristeci pri
[turnu bastinu i tradiciju.

ativni digitalni kulturno-turisticki sadrzaji mogu prosiriti raspon
interesa novih nisa korisnika.

. Matoke tours Virtual brochure: https://www.matoketours.nl/virtualgorilla/#
/lyoutu.be/EN8pNcoG DI?list=PLOAvqsvsSFLe8JrwWXN2jiihhjb-Z1hND&t=3
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ited Reality Cinema

https://www.youtube.com/watch?v=R6c1STmvNJc
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GITALNA PREZENTACIJA BASTIN
PLURALISTICKE ANRISBINION)

imboli¢ke vrijednosti PRmEes:
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AZISTA - KORACIU PRILAGODBI

KONTEKST
VRIJEDNOSTI KONKURENTNOST

MULTI-DISCIPLINARNOST
‘NE DESTINACIJE UMREZAVANJE SADRZAJA

DIFERENCIJACIJA
ODABIR FOKUSA

)RZAJNI
ORKESTRIRANJE
) VIDLJIVOST
)IZVODNI MEMORABILNOST
: ODGOVORNOST
)
ISNICKI PRILAGODENA USLUGA

KT SE MIJENJA
KORISNIK SE MIJENJA

JEDINSTVENOST
MAPIRANJE

PREGLED PROJEKATA
EVALUACIJA RESURSA
PRIORITETI,

RAZINE PREPOZNATLIJIVOST

DIZAJN DESTINACIJE
TURISTICKA INFRASTRUKTURA
ODRZIVOST
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"HANDS ON THE MEMORY™
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VI KORISNICI=NOVISENTIBILITE

e * SMISLENA PUTOVANJA

ey . . *TRANSFORMACIJA

» DOZIVLJAJI VISOKE VRIJEDNOSTI

SEoaeees, o« REAK IR ERSSE A

L ULIEREISS o UPRAVLIJANJE MEMORABILIAMA
B « TRENUTCI IZNENADENJA

L « KREATORI POVEZIVANJA

wvwWwWe before me™?

An aspirarion towards altraisn and a smaller ego, or “wwe before mme™, prews:

lzvor: https://observatoriodelmercadopremium.ie.edu/wp-content/uploads/sites/59/2013/11/High-Value-City-Travel-Report-2c
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MALO JE LIJEPO ODGOVORNOST DIZAIN ISKUSTVA
PERSONALIZACIJA HUMANIZACIJA TRANSFORMACIIA



ODGOVORNOST

Q ZIVOTA ZAJEDNICE
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DESTINACIJA
BASTINA

Simbolicke vrijednosti
Genius loci
_ ldentitetske razine
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Vlasta.klaric.unpah@gmail.com

vklaric@librtas.hr




Aillennial Generation is individuals born from 1080 — >

* 87% look to Social Media for travel inspiration for their next adventure.

* 4,6% book travel through a smartphone or tablet, meaning a strong mobile
presence is also important. In fact, 86% of millennials are disappointed by bad
mobile experiences.

* 85% check multiple sites before booking to get the best deal possible.

* 60% will upgrade their experience by purchasing extras like in-flight wi-fi.
Offering extras that appeal to this generation can generate more revenue.

* 97% will post their experiences on social media.

* 68% will remain loyal to a program that offers them the most rewards
(cash/freebies, upgrades, discounts.)

* 4,9% take last minute vacations, meaning that offering last minute deals could
be helpful in gaining business from millennial travelers.



