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ABSTRACT

If we see marketing as an approach towards consumer needs, and tourism as a sociological category whose changing trends have become a subject of research, in order to satisfy the mentioned consumer needs based on the application of the social concept of marketing, we turn to those increasingly frequent visitors who expect from travel and stay abroad not only a pure vacation but also the satisfaction of their creative and cultural curiosity. Such satisfaction may be achieved only by means of an adequate marketing strategy to place tourism value on the cultural heritage monuments as part of the overall tourism offer. In this way, we have become part of new trends in tourism – the realisation of the humanistic aspect of tourism. The process of the development and creation of a marketing strategy is divided into several stages. The first stage relates to an analysis of external factors, including an analysis of the environment, the competition, the market, and consumers. In the next stage, a SWOT analysis indicates the strengths, weaknesses, opportunities and threats in a market and is conducted to help bridge any strategic gap between the current and desired market position. This is followed by defining the mission, by setting the goals and applying suitable strategies to achieve them. In this case, special attention is paid precisely to the marketing strategy to ensure the tourism valorisation of the cultural heritage presented through a combination of marketing elements: the market positioning of the entire destination, the tourism product, in this case cultural goods, the target tourism markets, and promotion. The protection and improvement of cultural and historical, primarily construction, values in a market democracy are some of the primary tasks on which Croatia should build its identity. 
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INTRODUCTION

Today, Croatia is emerging from a period where it has been lagging behind the developed world in all economic and social fields, including in the cultural domain. Many of its cultural aspects and influences still do not match the real modern needs of its inhabitants. Daily, we have been witnessing dramatic efforts to reform the whole social and economic system, applying the criteria of highly developed democracies in an effort to emulate their achievements, where the marketing accomplishments of the developed world have to be particularly taken into account. Abandoning any autarchic orientation and undergoing a transition into a market economy requires the thorough restructuring of the whole macro-economic environment, including tourism. By using an appropriate marketing strategy, it is possible to increase competitiveness, accelerate economic growth, advance economic development, sharpen export penetration, increase living standards, improve the wellbeing of our citizens, and effectively participate in international economic relations and processes. The basic precondition for successful cultural tourism is to produce a meaningful and relevant strategy to valorise the cultural heritage. An acceptable marketing strategy aimed at such a goal could bring about the revival and long-term development and competitive advantages of a whole region. A pertinent strategy should be established and implemented to achieve the defined level of efficiency, to reach the set objectives, and to proactively direct future development.

Cultural heritage

The General Assembly of the World Tourism Organization (WTO) brought a declaration on 28 June 1985 which included principles on the preservation and promotion of the natural, cultural and historic heritage and the criteria on how to implement this in the fields of tourism. The Declaration states (Štifanić, 2000): “The cultural heritage of a people encompasses the works of their artists, architects, composers, writers and philosophers, the works of unknown authors that have become an integral part of the people's heritage, together with all the values which give life meaning. The works are of material and non material origin and they express the creativity of a people. These are: language, customs, beliefs, sites and historic monuments, literature, works of art, archives, libraries (Mexican Declaration, Article 23). A new component appearing in the above definition is the non-material historic heritage which includes folklore, handicrafts, technical occupations and other traditional occupations, performances, customs, folk festivals, events, rites, church ceremonies, various sport events, etc. The Convention of 1972 whose topic was the natural and cultural world heritage spoke only of the material and physical heritage. The World Tourism Organization recommended that its member states adopt the Convention and its principles, for example those from the Document on Cultural Tourism, adopted at the International Seminar on Tourism and Modern Humanism, held in Brussels in 1976, on the suggestion of the International Council on Monuments and Sites. Based on the insights of this Convention and on the suggestions of various international conferences, many countries have achieved a real breakthrough in preserving their natural and cultural heritage and in using it for tourism purpose. Relevant  examples include: bringing laws and necessary regulations, conducting archaeological excavations and protective works, creating a heritage catalogue (of buildings and other types), adopting policies for protecting this heritage, establishing preservation laboratories, training necessary professionals, educating the general public on cultural and artistic values, etc.

In the 20th century, the concept of heritage gained in strength. It divided heritage into material and non-material aspects, and then subdivided the material into mobile and immobile heritage, thus covering all fields of human interest in recognising and preserving past values in the present. Enriched by the cultural environment of historic towns and settlements, by the cultural landscape which expresses human activities over many centuries, the concept of cultural heritage reached the level where it was necessary to view it as a whole so that its individual parts could be better understood. 

The basic characteristic of heritage is that it is grounded in territory. National cultural heritage is linked to the territory of an actual state, and, keeping in mind some earlier historic parameters, it is difficult to change the national sign of a certain cultural set of heritage. Multiple historic layers and the changes of borders of a national territory should be seen today as richness in the mutual permeation of individual national cultures and influences. Non-material culture is connected with people, while material culture is connected with territory. We have to take into account that cultural heritage on the territory of a state or a region can be enriched with the remains and traces of earlier cultures and earlier peoples who inhabited the territory over time and who contributed to the cultural environment as we know it now.

Tourism, the promotional and scientific use of cultural heritage, is the ultimate in the marketing approach to cultural heritage (Richards, 2006). This is a system with a clear, well-defined and organised concept of attracting people who should decide on the destination of their travel and stay, and whose interest in the place was captured by the values of the cultural heritage. This level of exploitation begins by inciting interest through all forms of promotion, particularly by stimulating usually the most efficient one: creating a satisfied visitor and stirring their value interpretations, visitors who will communicate their experience in the environment in which they live and work. The promotion of cultural heritage can be carried out in diverse forms: publications, exhibitions, visual media and virtual information networks. The use in tourism of cultural heritage should start with promoting it at home and abroad. In Croatia, a clear, recognisable, and uniform information system on cultural heritage is displayed on roads, in historic towns, at traffic terminals, etc. The scientific exploitation of the cultural heritage should be based on appropriate research and the use of its results, and should stimulate suitable visual and other possible interpretations of individual projects of the cultural heritage. The results of scientific research should be publicly displayed and presented in a way that is understandable to all visitors. Scientific research could group certain topics of a locality or a town and present them as a tourism attraction worth seeing.

To be able to talk about cultural tourism, culture and tourism should be viewed in parallel. Culture, as the highest expression of man's creation, includes a set of all material and spiritual values, generated by man's material and spiritual intervention in nature, society and thought (Mohorovičić, 1997). Culture, in a narrow sense, includes all forms of human expressions through which a person presents his or her experience, ideas, attitudes. Thus, culture consists of structures, sites, people, and activities which have the potential to enrich personality, to broaden horizons, to increase the general level of culture, and to develop communication. Tourism encompasses structures, sites, people and activities. It is a set of phenomena that arise as a consequence of people staying in places outside their permanent residence. These relations and phenomena are the result of man's activities related to observing, experiencing and communicating in natural, social and cultural environments (Tomljenović, 2001).

From culture and tourism to cultural tourism

In order to explain the concept of cultural tourism we need to connect the two terms: culture and tourism. They have many elements in common. If, for this purpose, we consider only manmade values in tourism, and if we leave aside for the moment natural values, the common areas of culture and tourism are the spaces and phenomena that people have been shaping, which reflect human creativity and interest. What is essentially different is the place of action. People can participate in culture everywhere, in all spaces, while tourism has its defined areas, outside the visitor’s place of residence. With the presence of natural beauty and richness, with high-quality communication connections, with an adequate supply of accommodation and food, cultural heritage becomes a product which attracts users. What tourists take home is an echo in their experience, or its sophisticated expression shown in books, souvenirs or the virtual world of heritage on CDs and DVDs. Marketing in culture is philosophy, the knowledge and art of pointing to the values attractive to individuals or groups. The function of marketing is to make potential tourists perceive these values and use them, at the same time bringing material benefits and helping develop cultural activities in specific environments. In a sense, this is the art of identifying values and using them in contemporary life. Through the modern promotion of the values of cultural heritage, interest in a certain environment is created, as is the wish to learn more about a certain culture and interest to visit the location. All this can bring market results, primarily in the field of tourism, an economic branch which uses the cultural heritage of a country as a stimulus to characterise and emphasise a place as a tourism destination (Maroević, 1986).

Profit can surely not be the only constant and the only value in tourism and in tourism policy. There is also man's need and vision to satisfy bio-anthropological, social, and cultural needs, and, in this field, needs for recreation and relaxation (Jadrešić, 1987). Thus, a different way of satisfying consumer needs is being created, with the objective of relieving them of their daily problems and enabling them to spontaneously experience a new environment, providing them with a direct contact with their hosts and immersion in a new atmosphere. Thus enriched with new experiences, a tourist returns to his or her daily routine, without being “suffocated” by it. He or she changes, enriched by new knowledge and the experience gained during the trip. It is this very fact that gives cultural heritage the chance to humanise the tourism offer. Today, tourism which is full of content and activities is replacing consumer tourism. Literature offers the term “cultural tourism” and users of this type of tourism, its “clients”, are people aspiring to enjoy authentic experience in authentic settings. This should not be taken as just another fad, but indicates an achieved level of material, cultural and social development. Attributed to this phenomenon, elitism is the wrong word with a negative connotation. It is not to be forgotten that with time the cultural elite becomes the cultural mass. To a large extent, tourism lies on the creative endeavours of contemporary culture, but also on the culture of past times preserved until the present. As long as the cultural heritage can offer tourism certain content, tourism is essential for cultural heritage, among other things, as a tool for its preservation. Tourist activities in and around certain cultural heritage structures and whole complexes of  them will be enhanced by the well-organised and high-quality maintenance of the cultural heritage sites, by marking and labelling them, by adding appropriate facilities, building infrastructure and making them more accessible on the macro and micro level.

Cultural Tourism Development Strategy 
Although the development of cultural tourism in Croatia has not been systematic, culture has always been a constituent part of the tourism offer. The Croatian National Tourist Board has used the brochure “Croatian Cultural Heritage” at tourist fairs to promote Croatian culture, and thus, indirectly, Croatian cultural identity. In this manner, they have encouraged tour operators to include cultural sights, galleries and museums in their packages, and Dubrovnik has mainly been promoted as a cultural heritage city (Hughes and Allen, 2006). A more serious systematic approach to the development of cultural tourism commenced with the Cultural Tourism Development Strategy (Jelinčić, 2001) as part of the Cultural Policy Strategy (Dragojević in: Jelinčić, 2001) prepared for the purposes of the Government project “Croatia in the 21st Century”. In this manner, cultural experts became aware of the potential of cultural tourism, and a conference on cultural tourism was organised in Dubrovnik. This conference drew together distinguished world scientists and many representatives of Croatian cultural institutions (Jelinčić, 2001).
These activities received scientific confirmation in Tourism, a magazine which, even in 2002, with Howard Hughes as its guest editor, dedicated one of its issues to cultural tourism (volume 50, number 3). In this issue, Richards gave an overview of the development of cultural tourism and concluded that its future lay in creative tourism with visitors/users as active participants. Hall emphasised the importance of capital cities for cultural tourism, while Maitland and Paskova wrote about the strategic development of tourism in historic cities. Shouten presented the mode of interpretation of archaeological sites, and Diekmann focused on the views of those in charge of tourism heritage. In 2002, the former Ministry of Tourism of the Republic of Croatia set about the preparation of another cultural tourism development strategy and entrusted it to a team from the Institute for Tourism. Bearing in mind the traditional lack of trust and understanding between the cultural and tourism sectors, it was decided that the strategy would be built on a consultation process between these two divisions. More than 400 individuals participated in drawing up the Strategy. They were representatives of the tourism and cultural sectors, local government, professional associations and cultural and artistic organisations throughout the country. This consultation process had a twofold task. On one hand, it had to establish the barriers that exist among all participants in the development of cultural tourism and ways in which they can be overcome, and, at the same time, to raise awareness of what cultural tourism is and what its benefits are for all participants in cultural, tourism, economic and social development. On the other hand, the aim of this consultation process was to promote the Strategy itself and to encourage those responsible for cultural and tourism development at the local and regional levels to define their own developmental initiatives. Finally, the desire was to base the strategy on high-quality offer and demand indicators, and, for that purpose, an ambitious survey was conducted which covered domestic demand (Marušić and Tomljenović, 2003), the offer of cultural attractions and events (Marušić, Tomljenović and Boranić, 2003), and the views of key promoters of the development of cultural and tourism products (Boranić and Tomljenović, 2003). 
The objective of a marketing strategy is to effectively satisfy consumers and adjust to different situations on domestic and international markets in order to be able to achieve and maintain competitive advantage. General marketing strategies are divided into the following stages: analysis of external factors influencing the business operations of a company – markets, consumers, competition, definition of business operations and internal factors of the company’s activities, analysis of strengths and weaknesses, opportunities and threats (SWOT analysis), definition of the mission, goals and strategies, selection of the optimal marketing strategy, planning, and the introduction and control of the planned marketing strategies. This at the same time represents the framework for the marketing strategy. The monitoring and analysis of external factors provide relevant basic data on the macroeconomic environment: the technological, physical, demographic, economic, political/legal, and social/cultural environment. Answers to the following questions are provided: Who are the existing and potential competitors? What strategic groups can be identified? What is their sales level on the market and their market share? What are their strengths and weaknesses? Data on the size and envisaged growth of a certain market are also important, as is the structure of expenditure, trends, current and future key success factors and data on consumers, the main consumer segments, and questions related to consumer motivations and unmet needs. An environment analysis is one of the stages in the external factors analysis. The macro-environment consists of five main forces: demographic, economic, technological, political and cultural. Although they do not change frequently, demographic trends are a very important market factor. Market experts are, therefore, very interested in the population, geographic distribution and density, movement trends, age division, birth and mortality rates, marriage rates, and racial, ethnic and religious structures (Pol, 2006). Socio-demographic factors are also determined by age, profession and family status. The way in which leisure activities are organised in tourism depends on the stage in the life cycle of an individual and the family. Physical ability decreases with age, as does the need for socialisation and personal fulfilment which also changes with the status of the individual at work or in the community. Available income and time depend on work and family status. By identifying the age of the consumer, tourism service providers will be able to define special needs, motivations and price elasticity for the age groups which represent the target market (Senečić, 1997). People in the under-25 and over-65 age groups have most free time at their disposal. These, however, are periods during which discretionary income is at the lowest level. Individuals with the highest discretionary income belong to the group of employed singles or people over 45 years of age.
Employment, as well as employee rights arising from work, such as paid leave, short working hours, extended vacations, significantly affects the development of modern tourism and increases tourism consumption. In the majority of developed countries, but also in less developed ones, there is a significant participation of women in the total number of employees. This leads to the more important role played by the female population in tourism consumption, that is, in relation to tourism needs, and the employed woman is consequently regarded as a specific consumer segment. The economic environment consists of factors influencing purchasing power to the same extent as people do. Purchasing power depends on current income, prices, savings and loans. For this reason, it is important to be familiar with the main changes in income trends and the consumer spending structure. In this respect, discretionary income plays a very important role (Senečić, 1997). This means that the amount of income of an individual and of a family, which remains after all needs, both primary and secondary, have been met, is constantly increasing. In that sense, expenditure for leisure activities also rises more quickly than expenditure for other categories of products and services. This influences consumer behaviour in such a way that more high-quality products and services are being bought, which means that status symbols are being purchased and the meaning of the category “value for money” increases in importance. It is precisely this category – value for money – which is the basis of the modern concept of price competitiveness. Modern consumers of products and services are no longer very price sensitive, but they assess the products and services offered according to how satisfied they are with them and on the status provided by them.
In the modern world, technological development is reflected in the tourism economy. Technological innovations have found various applications in the tourism offer as well. The development of IT has revolutionarised the booking systems of hotels and airline companies. The new media have significantly contributed to promotional activities, shopping styles, the selection of products, and tourism services. The transport infrastructure and the ability to access sites and facilities where services are offered are largely influenced by technological factors because they determine how favourable the location is and how accessible the prices of the services are. Government measures and legislation are also important because they can cause significant changes. Political and legal factors can exert a significant effect on all activities, including tourism. The tax system, interest rate policy, planning systems, health and social policies, economic policy and state supervision are all important factors in defining a marketing strategy. Society influences people’s fundamental convictions, values and criteria. People almost unconsciously adopt a worldview which determines their attitude towards themselves, towards others, towards nature and towards the world. The cultural environment shows long-term trends towards self-fulfilment and immediate satisfaction (Kotler, 2001). The goals of an analysis of the tourism market (Aaker, 1998) are the following: determining market appeal, and understanding market dynamics. A market analysis comprises the current and potential market size, predicted growth, market profitability, developmental trends and directions, and key success factors.
After an analysis of the environment, of the competition and of the market, an assessment of future market trends is very useful in strategic thinking and in the development of a marketing strategy. In this context, some basic long-term trends are of key importance. They are reflected in the total volume and structure of tourism demand. Current tendencies are individualism, awareness of and care for health, environmental awareness, and consumerism (Senečić, 1997). Consumer analysis is one of the external factors. Individualism is a worldview created by right-wing political parties which place emphasis on the individual, as opposed to the community and collectivism. In that sense, people turn to themselves and try to achieve their life’s ambitions on the basis of their own efforts, without significantly relying on the community to which they belong. Awareness of and care for health have become the most important preoccupations of the modern developed world and have a strong influence on tourism demand as well. Healthy and organic food, recreational activities, weight-losing programmes, and recovery programmes have become significant elements in tourism consumption. Environmental awareness, as an expression of the understanding that humanity is endangered by pollution of the soil, air and water as a result of reckless behaviour which has consequences on the environment, has become a global phenomenon. As a result, there are mass movements and political parties whose activities centre on the imperative of preservation of the environment. The implications of this movement for tourism are clearly seen in preferences for destinations with a clean and preserved environment and in the development of ecotourism. In this sense, consumers are influenced by four main factors (Krippendort, 1986): cultural factors, which have the largest and most comprehensive influence on consumer behaviour, whereby we mean culture itself as the basic determinant of the wishes and behaviour of an individual, subculture, and social class; social factors, such as reference groups, the family, and the social role and social status; personal factors, primarily age and the stage in the life cycle, profession, economic circumstances, way of life, the personality of the consumer and his or her self-image; and psychological factors, of which the most important are motivation, perception, learning, and convictions and beliefs. A consumer analysis focuses on the tourist who develops from a tourist governed by and manipulated by others, through the informed and experienced tourist, to the emancipated and mature tourist who knows how to be a reasonable consumer not only at home, but also when travelling; the new tourist who clearly expresses his or her needs and behaves accordingly (Kotler, 2001). The motives for travelling as a tourist include the desire to realise a large number of various human needs and wants: the need to learn, to discover and get to know other places, people and cultures, to socialise, the need for adventure, for aesthetic experience, for change, for freedom and relaxation, and the wish to travel in search of self. 
A demand analysis on the domestic market is important for two reasons. The domestic market is the one with which cultural institutions have the most experience and which they understand the most. The more ambitious activation of this market is easier for cultural institutions because they understand it better and because, with modest means for promotion at their disposal, it is easier for them to reach the domestic market than foreign markets. Foreign markets require additional adjustments, interpretations, presentations and promotional materials. The domestic market, in particular the regional market, is the source of year-long demand. It is particularly important for continental Croatia which, faced with economic stagnation like many other parts of Europe and the world, searches for a way to revitalise its economy by activating tourism demand and basing its offer on a combination of nature and cultural attractions. Finally, when local inhabitants are familiarised with the cultural and overall tourism offer, they become cultural and tourism ambassadors of their hometowns, and, through word-of-mouth, they can encourage their relatives and friends to visit. Because of this, Bywater (1993) included the local population into his typology of cultural tourists. The importance of domestic demand was at that time recognised by relevant governmental bodies and the Institute for Tourism which has been conducting TOMAS surveys – the local population - since 2002 (Institute for Tourism, 2002). This survey includes questions on cultural activities in the place of residence and during travel (Marušić and Tomljenović, 2003, Tomljenović and Marušić, 2005). The survey also remedied the lack of quality statistical indicators on activities related to the visits of the local population to cultural institutions. The National Bureau of Statistics tracks the number of visitors to selected tourist attractions, including cultural sights, on the basis of the number of sold tickets or the assessment of the managers of these attractions. However, in addition to the fact that the number of attractions included in the statistics is limited, these indicators do not say anything about the structure of the visitors. The results of the survey on the cultural activities of the local population show that Croatian citizens represent an important segment of demand for cultural tourism products. Indicators resulting from the above-mentioned survey show that the domestic market represents an important segment and that it contains a significant latent demand which may be activated by adequate promotion, in particular in areas with low levels of tourism activity. 
Tourists from our main markets have shown an increasing interest in cultural tourism products during their stay. According to the market research of TOMAS - Summer 2004 conducted by the Institute for Tourism (2005), which tracks the motivation, activities, satisfaction and spending of visitors during the summer months on the Adriatic coast, that is, of the segment primarily interested in the “sun and sea” type of holiday, the number of people who go sight-seeing, visiting museums and exhibitions, and who participate in concerts, theatre shows and local events increased significantly in the period between 1997 and 2004. Only 6 percent of tourists gave sight-seeing as the main reason for their visit to Croatia. The majority stated they had actually seen important sights, museums, galleries or participated in cultural events. However, the worrying thing is that tourists are relatively dissatisfied with the cultural offer. Out of 26 elements of the tourism offer, the following are among the five worst elements: signs for cultural sights, the diversity of cultural events and the richness of the entertainment offer. However, the results of the TOMAS survey – Zagreb 2005 (Institute for Tourism, 2006) may also be indicative. This survey shows that almost one third of guests staying in private accommodation, about one fifth of those staying in hostels, and seventeen percent of hotel guests come with the desire to see some cultural sights.
Consumers of cultural products can be divided into three basic groups: real consumers of cultural products; relative-potential consumers of cultural products who refrain from spending on cultural products for some subjective or objective reasons; absolute non-consumers of cultural products who, for some physical or psychological reasons, can under no circumstances become consumers of cultural products. In addition to the first group, we find the second group most interesting. In this case, the reasons for refraining from spending must first be identified. The causes may include a lack of information on cultural products, objections to using cultural products for some kind of petty or snobbish prejudice, the lack of financial means, the lack of interest in shopping, dissatisfaction with existing cultural products, the inadequate offer of cultural products in quantitative and qualitative terms, and the inadequate distribution of these products. This category of consumers, or rather non-consumers, must be turned into a category of real consumers of cultural products, in particular from the point of view of society as a whole since one of the goals of our society is multifaceted education for each person, including his or her cultural and artistic development. Potential consumers may be turned into real consumers of cultural products through marketing activities in one of the following manners: through promotional activities, primarily publicity, economic promotion and improvement of sales by differentiating the prices of cultural products for individual categories of consumers, suitable production and sales programmes for cultural products, a certain subject of offer, that is, through a concrete cultural products policy, and through the better organisation of the sale and distribution of cultural products. 
The main purpose of a SWOT analysis is to gather data on strengths and weaknesses and to compare them with the opportunities and threats faced by a company or an individual in their environment. A SWOT analysis, just as a situation analysis, helps overcome what is termed as the strategic gap, that is, the difference between the position in which a company or an individual currently is and the position in which they wish to be (Renko, Delić, Škrtić, 1999). It can be carried out relatively quickly with quite few resources. Concerning its usefulness within the framework of the overall marketing strategy, it is based on the fact that the basics of every successful strategy are the following: using strengths and opportunities (what we benefit from) and minimising weaknesses and threats (which represent danger). In addition, strengths, weaknesses and threats must be placed in the dimension of time, so that the strengths and weaknesses represent the present time, based on the past, and the opportunities and threats represent the future, based on the present and the past. 

The purpose of existence and action is expressed through a mission statement. This is a general statement about the strategy to be used. A simply expressed mission statement shows what we will be dealing with and what our goals are, thus giving us a sense of security and a positive image in general. The mission statement represents the means that make it possible to generalise the strategic options, but, on the other hand, the selected strategy influences the content of the mission. Precisely because of this, the mission must be changed whenever the business changes or whenever a new strategy is introduced. When defining a mission it is also important to include a product and the areas of application of technologies, as well as consumers, and the means and skills available. Just like any other component of the strategy, the mission of an organisation should be adjusted to internal characteristics and resources, that is, to the strengths and weaknesses of a company, and to external factors. In defining the mission, the following factors are taken into account (Renko et al., 1999): internal characteristics and company resources, that is, its strengths and weaknesses, external characteristics, that is, the opportunities and threats, historical determinants, dominant values and ethnical and social principles. The mission statement should have a motivating content. The mission should not be about “making profit”. The mission statement should emphasise the main policy to be respected and the vision and orientation for the following ten to twenty years. Mission statements are not revised every few years as a response to new economic developments. On the other hand, the existing mission statement must be reworked when it loses its credibility or no longer defines the optimal development (Nash, 1998). 
The main goal of marketing activities is to satisfy consumer needs, in this case tourists, while at the same time providing benefit to marketing agencies and participants in the tourism offer. It is very important that realistic goals are defined which may be realised if responsible authorities invest effort. In order for the set goals to be realised, there must be certain conditions, that is, measures following the development of tourism, such as, for example, fiscal policy measures (export bonuses), financial policy measures (credit requirements, favourable interest rates) and general state policy, in particular towards other countries since the possibility to enter a country depends to a large extent on such a policy. Such joint actions of the state and participants in the tourism offer are referred to as the coincidence of marketing goals. Starting from the conviction that overall development is based on stronger tourism development, and taking into account the existing market position of a tourism destination, certain key objectives of the strategic marketing concept arise. If properly defined, the strategy is the basis of success, and this is one of the reasons that dealing with the strategy may be both profitable and intellectually valuable. If we want a successful strategy, it must be market-oriented, that is, it must be based on market principles. 
Target tourism markets 
A tourism market may be defined as a set of relations between offer and demand within the scope of goods and services which serve to satisfy tourist needs, in a certain area, or as a set of relations between offer and demand arising as a result of tourist movements (Senečić, 1997). This is a specific market because the exchange of goods and services takes place in special circumstances and in a different way from other markets. The offer is very heterogeneous considering the number and types of products and services offered to tourists and given the number of providers. A tourist requires a complex service, i.e. several different interrelated services, from a provider. Tourist demand is unevenly distributed and is of variable intensity. It may be defined as the amount of tourism goods, services and products that tourists are inclined to buy at a certain price, or at a certain exchange rate in the case of foreign demand (Marković, 1972). The type and focus of tourist demand are influenced by the financial capacities of buyers, but also by extra-economic factors. This implies the influence of the environment and everything else that affects the direction of wishes and the creation of the buyer’s needs irrespective of his or her will or purchasing power. Given the heterogeneity of tourism demand, certain characteristics exist (Marković, 1972): the physical diversity of demand in relation to sex, age, and the social, cultural and national composition of demand, structure depending on the specific means of transportation, structure depending on the requirements for certain kinds, types and categories of accommodation facilities, the organisation of trips, the economic structure of tourism demand defined by purchasing power and consumer wishes, and the spatial and temporal distribution of this demand.
Combining various types of promotional activities and applying them on the tourism market often leads to better sales results than using only one type. In order to achieve the set market communication goals, tourism promotion must be deft. It should include, in the first place, the preparation and application of a brand, the preparation of additional promotional materials and the undertaking of new promotional activities. Branding comprises the design of a logo, the creation of a slogan and the selection of signature colours for the purpose of establishing a recognisable visual identity. The preparation of promotional materials includes (Richards, 2006): brochures of tourism products, among which the most important are those with cultural and historical sites and sacral objects; maps with itineraries offering round or thematic trips; a tourist magazine - a simple and short publication used for informational and educational purposes; the systematic publication of quality guides in many languages containing a description of the material, cultural, monumental, and spiritual heritage; folk music and poetry; incentives towards the publication of translations of Croatian literature, cultural heritage magazines in foreign languages; a souvenir programme, including non-commercial souvenirs to be used as gifts: stickers, pencils, badges, and commercial souvenirs, intended for sale, such as T-shirts, postcards, decorative objects – replicas of local, in this case, cultural and historical attractions, and so on; and the organisation of historical events on sites of historical importance: court balls, fencing, and the like. 
Promotional activities need to include the presentation of cultural tourism at carefully selected international fairs, advertising in the media, and the promotion of cultural heritage. In this information age, computer games should also be used to promote Croatian history. A database should be created and modern IT equipment should be introduced in culture to enable the quick and efficient provision of information on the heritage and cultural events, thus creating the basic precondition for quality communication between culture and other users of tourism and the economy. Promotional activities should also include the organisation of special promotional events, informative and study trips for journalists and tourism mediators, communication with the media, and again with tourist mediators, companies and institutions, and the creation of a register of international cultural connections. Information boards with basic information presented in an interesting manner about the importance of individual localities or objects are a very effective way of increasing the attractiveness of a location with relatively limited financial outlay. A well-placed and well-designed information board turns a specific tourism destination into a “living” space and an interesting experience - that is, into an attraction. Boards should be designed in such a manner as to reveal the identity of the place they depict, with more pictures and less text which must be written in a simple and interesting manner. They should also be visually attractive. 
Cultural heritage – a tourism product

One of the primary elements of the marketing mix is the development of products. The initial assumption is that a product must be to the greatest possible degree adjusted to the needs and preferences of consumers. Products of culture satisfy socially positive needs, that is, certain aesthetic, ideological, moral, ethical and similar socially defined criteria. The question is which cultural product should be chosen? It is not easy to decide among the existing products, the existing old-fashioned products, the existing modified products or completely new cultural products. In order to reach a decision, a scientific market survey should be conducted. The survey should define which cultural products are in demand on the market, what products are offered by the competition, and on this basis a product can be created to satisfy aesthetic and artistic criteria. From the point of view of the offer of cultural products, it is almost never about only one cultural product, but about more products which together make a complex “production and sales programme”. From the point of view of the cultural and historical heritage, a cultural product may be divided into the following groups: stationary tourism (stay and recreation), religious tourism (pilgrimages) and sightseeing tourism (round trips, thematic trips).
Within the framework of stationary tourism, products should be based on the possibility to spend one’s vacation, or at least part of it, in nature and in a moderate climate, or to have weekend arrangements. The target group of guests are tourists belonging to the third age, school excursions, and special interest groups. In this case, the season could last all year round, although it is reasonable to expect a greater intensity of guests in the period between May and October. This product, which consists of a stay which includes entertainment, should be based on natural attractions and the cultural and historical heritage of Hrvatsko Zagorje and could include tours from one and the same starting point for the entire stay of several days. This product may be combined with a sports and recreational offer and the active animation of guests, such as, tennis, gymnastics, swimming, walks and hiking and, particularly, attractive hobby programmes such as classes in ceramics, basket making, gingerbread hearts, etc. These hobby programmes require the opening of small workshops near tourist locations in which visitors can participate in the making of objects from wood, glass, clay or wrought iron, etc. By being offered the possibility of immediate participation in the creation of a product, the modern “urban” tourist can feel closer to the destination, traditional crafts seem “simpler”, our ”nomad” feels useful, and his or her vacation and expenditure seem meaningful. Of course, this would have a financial impact as well. In the first place, cultural goods would have to be restored and designated for a suitable purpose. What seems reasonable, possible and useful from today’s perspective is to open an entire cultural heritage site, or part of one, to visitors at a specific pre-determined time when it could be visited by tourist groups led by experts or by individuals in order not to disturb the usual activities of the facility. The other possibility is to designate and place information boards and basic written information near cultural heritage sites which cannot be visited and which have been relatively devastated. 
Protection of the value of sites and improvement of the environment

The restoration process of cultural heritage structures is a professional issue whose resolution, from the conservation point of view, is not unfamiliar in the methodological and technological sense. When adopting a decision to carry out conservation intervention, the use of a renovated structure was once determined on the basis of a conservation approach as the only criterion for adopting decisions. Although it is justified to consider this criterion as the dominant one because the purpose of the mentioned activities is to protect the value of a certain structure or building, certain dilemmas may still arise. Renovation interventions on cultural heritage monuments are very complex, both in the technological and financial sense. Consequently, there is the problem of sufficient funds for the realisation of the restoration project, often followed by problems concerning the maintenance of the renovated structure. 

We may say consequently that there are no problems in the renovation process that may not be technically resolved to a satisfactory degree. However, there is the issue of cost and of available funds to cover all the expenses, which may be considerable in the case of more complex interventions. The second issue is that of the renovated structure which faces similar problems. It happens in many cases that the most suitable use for a monumental structure, which would wholly preserve its historical and cultural dignity, might not be able to provide sufficiently for its own maintenance. In this case, there is also the problem of meeting the outstanding and significant expenses to maintain such a cultural monument. This should be taken into consideration from as early as the preparatory stage of the restoration, and the resolution of this problem should be foreseen in the general procedure for the resolution of problems related to the restoration. This introduces a new economic and financial dimension into the entire project. Answers to certain questions should first be provided, including the assessment of the degree to which it is possible and reasonable to expect the successful restoration of cultural monuments on the basis of a conservation project. The project defines the scope of the intervention and of individual activities in relation to the expenses and the possibility to ensure the necessary funds. Another issue is the choice of the best use for individual structures when there are alternative solutions which, from the conservation point of view, satisfy the necessary criteria. 
This way of thinking is more appropriate for the social and economic system of Croatia which requires the state to decrease its influence as far as possible in all segments of social and economic life. At the same time, it has to create preconditions for all these segments, including those in the cultural sector, to become capable of functioning and existing independently. This certainly does not mean that every cultural structure must become an economic facility, but it may mean that more attention should be paid to allocating uses to them so that, provided they satisfy all the conservation criteria, they will be able to satisfy the economic and financial criteria and reduce to the minimum the need for additional financing from the state, county or the city. This issue may be resolved in the restoration process in two ways: in the first case, by preparing, and in the second case by not preparing, a feasibility study (Meler, Turkalj, Lovrinčević, 2000). The first case, which includes the preparation of a Feasibility Study, refers to the adoption of an approach which prefers an empirical basis for adopting certain assessments and decisions in the restoration process, without conducting more precise analyses.  The second case means the adoption of an approach which attempts to establish, on a precise basis, that is, by defining certain parameters, the justification for a certain procedure or the possibility of carrying out a certain intervention. 
CONCLUSION

While marketing has become inevitably present in all spheres of developed economies, including culture, in this country, that is, a market-oriented society, the application of marketing still represents the future we aspire to and which this paper focuses on. At the centre of the social concept of marketing are not only the needs of a certain segment of consumers, but the needs of the entire society. This means that we should take into account the need to preserve the features of a tourist destination in the sociological, cultural and ecological sense. Since the future development of tourism is impossible without such a line of thinking, this is the only basis for its survival and future development. The creation of a concept of tourism development at lower spatial levels requires in-depth research and the establishment of the possibilities of tourism qualities, characteristics and values, and of the absorption capacity of all those resources (both natural and social) that will satisfy the needs of tourists.

The fact is that precisely the qualities and characteristics of resources satisfy the needs of tourists and in that sense a certain resource will attract and attach to only those segments of tourism demand that will be able to satisfy its needs on the basis of its qualities and characteristics. This opens the way for defining, on the basis of such qualities, the types and forms of tourism which may be developed at a certain destination. It is undoubted that there are close links between cultural heritage and tourism and that one significantly influences the other through its existence and change. Cultural heritage has value in bearing witness to human skills and art, in representing the masterworks of a certain period, and as an immediate frame of life adjusted to periods in history and conditioned by the social position of its users. It changes in the course of time, and it may be more appropriate to preserve those elements that are more important and more stable in a society. The different uses of historical buildings and their transformation, the richness and variety of styles and decoration in different historical epochs indicate how difficult it is to protect and preserve them, in particular for the purposes that are not suitable for modern times. Such buildings form a constituent part of a cultural landscape outside inhabited areas and contribute to its personality and distinctiveness. For that reason, cultural heritage monuments must be completely free of political and other influences which are harmful for the preservation of such heritage. Cultural monuments are the most frequent victims of different interests, in particular those stimulated by capital and the pursuit of profit. The protection and preservation of cultural and natural goods should never depend on changes in the political system, change of the dominant political party, change of governments and responsible officials, some of whom like this sector, some who like it a little less and others who completely dislike it. Scientific research in this area could contribute significantly to the more successful and higher quality protection and preservation of cultural goods. These scientifically defined possibilities in an economic sense make it possible to classify culture among profitable activities, both independently and as part of the tourism economy. 
Cultural heritage’s offer intensifies the positive influence of tourism on this heritage, and vice versa, and reduces the negative impact of tourism on people living in a certain area or on those coming to this area. A modern environment in which tourism and economic factors are active is characterised by a high degree of instability and by dynamic change which affect external business conditions, which cannot be controlled by micro-organisational units, and which must be identified and adapted to in order to survive. A marketing strategy for the tourism valorisation of cultural heritage structures seems to be a fitting approach in this context. It allows planning on the basis of past events and takes into account the assessment and forecast of conditions of a future environment. The entire marketing approach should be oriented towards those values of the cultural heritage that will emphasise the idiosyncrasy and distinctiveness of a certain tourism destination. A marketing approach to cultural heritage therefore requires a qualified process based on market requirements on one hand, and on values to be offered to the world as unique values on the other. And, finally, the management of cultural heritage should serve promotion. However, moderation is the key. It is not necessary to concentrate many attractions in one place, since they will cancel each other and cause negative results. One should understand that the co-existence of cultural heritage with contemporary life is determined by a system of sustainable development. This is so because cultural heritage is sensitive to inappropriate interventions and processes at least to the same extent as the natural heritage is. Any imbalance will have a negative effect on experience and on the impressions created which expand exponentially and result in increasing interest for those elements that are truly valuable. 
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