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SAZETAK: Potro$adi u turizmu izloZeni su specifi¢nim rizicima vezanim uz putovanje i boravak.
Da bi zadtita potroSaca u turizmu bila djelotvorna potrebno je cjelovito, planski utvrditi njene ciljeve
te mjere i aktivnosti potrebne za njihovo ispunjenje. To nije moguée provesti bez dobrog poznavanja

stavke da specifi¢nost rizika kojima su turisti izloZeni proizlazi iz specifi¢nosti turizma kao fenomena,
u ovom radu se analiziraju specifi¢ne karakteristike suvremenog turizma, turisti¢kog trZista i ¢imbe-
nika koji ga odreduju te se ukazuje na specifi¢ne rizike koji proizlaze iz tih specifinosti.
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SUMMARY: Consumers in tourism are exposed to specific risks related to travelling and their
stay. For consumer protection in tourism to be effective, its goals need to be defined in a comprehen-
sive and planned manner, as well as measures and activities needed for their achievement. This can-
not be achieved without good knowledge ot all specific risks as well as measures to prevent the oc-
currence of those risks or alleviate the consequences of their occurrence in spite of taken measures.
This takes a comprehensive view of specific risks in tourism, especially of their interaction, as spe-
cific characteristics of tourism require specific measures of protection of the consumer of tourism ser-
vices. Starting from the assumption that the specific nature of the risks that the tourists are exposed to
comes from the specific nature of tourism as a phenomenon, this paper analyzes the specific charac-
teristics of modern tourism, tourism market and the factors that determine it. In addition, a note is
made of the specific risks that are a result of the specific nature of tourism.
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1. UVOD

PotroSaci u turizmu izloZeni su specific-
nim rizicima vezanim uz putovanje i bora-
vak. Primjerice, zbog veli¢ine turistickog
trziSta i pod pritiskom nemoguénosti uskla-
diStenja turistitkog proizvoda, marketingki
struénjaci neprestano iznalaze nove nacine
utjecaja na pona$anje brojnih ciljnih segme-
nata turistiCkog trZi§ta. Ove metode mogu
biti dru$tveno neprihvatljive (npr. zavara-
vajuée oglasavanje, agresivne prodajne
metode 1 sl.), a davatelji usluga pritom
mogu zlorabili nemoguénost provjere i isku-
S§avanja usluge prije kupnje i poziciju jaCe
ugovorne strane radi nametanja nepovoljnih
uvjeta ugovora (npr. isklju¢enje ili ograni-
Cenje odgovornosti kod adhezijskih ugo-
vora). Nadalje, u turisticku ponudu uklju-
¢eni su brojni davatelji usluga iz razli€itih
djelatnosti s kojima turist ¢esto nije u di-
rektnom ugovornom odnosu, ve¢ njihove
usluge koristi temeljem ugovora s posredni-
kom, u pravilu turoperatorom ili turistitkom
agencijom. Osim toga, turistiCka putovanja
su vrlo ¢esto medunarodnog karaktera, Sto
znadi da turist ne poznaje zemlju, pravo ni
obiéaje zemlje davatelja usluga u kojoj priv-
remeno boravi. Ovo su samo neki od raz-
loga zbog kojih je potro$a¢ u turizmu &esto
Takoder, ograni¢enja u ponasanju na turis-
tickom trZiStu mogu doprinijeti ostvarivanju
slobodne konkurencije, odnosno ogranica-
vanja zlouporaba monopolisti¢kog poloZzaja,
gime se potie snizenje cijena i povecanje
kvalitete usluga. Stoga drZave razliCitim
mjerama, npr. zabranom nepo$tenog pona-
Sanja na trZi$tu, utvrdivanjem posebnih ob-
veza i odgovornosti davatelja usluga u turi-
zmu, uskladivanjem nacionalnih prava
zaStite potroSada i sl. nastoji sprije€iti nastup
tih rizika ili barem ublaZiti posljedice nji-
hova nastupa.

S druge strane, potro§aci su sve informi-

1. INTRODUCTION

Consumers in tourism are exposcd (0 spe-
cific risks related to travelling and their stay.
Due to the size of the tourism market, and
pressured by the impossibility of storing
tourist products, marketing experts constantly
find new ways to influence the behaviour of
numerous target segments of the tourism
market. These methods can be socially unac-
ceptable (e.g. misleading advertising, aggres-
sive sales methods and the like). At the same
time, service providers can abuse the fact that
it is impossible to test and try out a service
before it is bought, as well as their position as
the stronger side in the contract, in order to
impose unfavourable terms of contracts (e.g.
waiving or limiting responsibility in adhesion
contracts). Furthermore, the tourism offer
usually entails numerous service providers
from various lines of work that a tourist is not
in a direct contractual relation with, but uses
their services on the basis of a contract with a
mediator, usually a tour-operator, or a tourist
agency. In addition, tourist travels are very
often international in nature, which means
that the tourist does not know the country,
laws or customs of the provider’s country in
which he/she is temporarily staying. These
are just some of the reasons why the con-
sumer in tourism is much more risk sensitive
than other consumers. Also, imposing con-
straints on the behaviour in the tourism mar-
ket can contribute to the achievement of free
competition, and also limit the abuse of mo-
nopolies, which leads to a reduction in prices
and an increase in service quality. Thercfore
governments impose different measures, e.g.
prohibition of irregular market bchaviour,
definition of special obligations and responsi-
bilitics for service providers in tourism, ad-
justment of national consumer protection
rights, and other similar measures, to prevent
those risks from occurring or at least to alle-
viate the consequences of their occurrence.
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asortimana ponudene robe i usluga. Osjecaj
sigurnosti i zaSticenosti osobe i imovine pri
koriStenju usluge nezaobilazan je faktor za-
dovoljstva potroSata. Cim je rizik veéi, tim
je jati utjecaj osjecaja sigurnosti i zastice-
nosti na odluku o koriStenju odredene us-
luge. Naime, po logici stvari, kod istovrsnih
ili sli¢nih usluga rast ée potraZnja za onim
usiugama pri €ijem se koriStenju potrosaé
osje€a sigurnijim i zastiéenijim. Visa razina
zaStite potroSaCa znaci i veée zadovoljstvo
klijenta §to rezultira lojalno$céu klijenata i
pozitivnim imageom, a time i poveanjem
konkurentnosti 1 smanjenjem troSkova pri-
dobivanja novih i zadrZavanja postojecih
klijenata. Prvobitno poveéanje troSkova po-
slovanja uzrokovano uvodenjem mjera zas-
tite potroSa€a, dugoro€no dovodi do smanji-
vanja troSkova nudenja usluga. Stoga ce
davatelji usluga u turizmu i sami poduzimati
razliCite aktivnosti kojima e poveati ra-
zinu zaStite svojih klijenata, sve u cilju po-
vecanja konkurentnosti svojih usluga.

Naravno da i sami potrosaci, individu-
alno ili putem udruga potro3aca, poduzi-
maju aktivnosti radi zaStite svojih prava i
interesa. To znadi da svi subjekti na u turi-
zmu poduzimaju odredene mjere zaStite ko-
risnika usluga u turizmu, tj. da su nositelji
zaStite potro§aca u turizmu.

Da bi zastita potroSada u turizmu bila
djelotvorna potrebno je prvenstveno cjelo-
vito, planski utvrditi njene ciljeve te mjere i
aktivnosti potrebne za njihovo ispunjenje.
Pri tom je nuzno pronaéi optimalna rjeSenja
kojima ¢e se koristi, ali i teret zaStite rav-
nomjerno rasporediti na sve nositelje zastite
u svrhu postizanja zajedni¢kog cilja koji je
svima u interesu. Preduvjeti za to su: surad-
nja izmedu razli€itih nositelja zastite, kom-
plementarnost mjera zaStite i koordinirano
djelovanje svih nositelja zastite.

Sve to nije moguce provesti bez dobrog
poznavanja moguéih specifi€nih rizika i
mjera kojima se moZe sprijeciti nastup tih
rizika, odnosno ublaZiti posljedice nastupa
rizika koji je nastupio unato¢ poduzetim

On the other side, consumers are in-
creasingly informed and particular in
choosing from an ever wider assortment of
goods and services. The sense of security
and protection of a person and property
while using a service is an essential factor in
consumer satisfaction. The greater the risk,
the stronger the impact of that sense will be
on the decision to use a certain service.
Logic implies that, given the same or similar
services, those services that make the con-
sumer feel safe and protected will be in
higher demand. A higher level of consumer
protection means more client satisfaction,
resulting in client loyalty and a positive im-
age, thus leading to an increase in competi-
tiveness and a reduction in costs arising
from gaining new and keeping existing cli-
ents. This initial increase in costs, caused by
the implementation of consumer protection
measures, leads to a reduction in service
costs in the long run. This is why the service
providers in tourism will undertake various
activities to increase the level of protection
of their clients, with the aim of increasing
the competitiveness of their services.

Naturally, consumers themselves, indi-
vidually or via consumer associations, un-
dertake activities to protect their rights and
interests. This means that all entities in-
volved in tourism take certain measures to
protect the consumers in tourism, meaning
they are all exponents of consumer protec-
tion in tourism.

For consumer protection in tourism to be
effective, its goals need to be defined in a
comprehensive and planned manner, as well
as measures and activities needed for their
achievement. While doing that, it is necessary
to find optimal solutions which will evenly
distribute the benefits, as well as the burdens,
among all exponents of protection with the
aim of achieving a common goal which is in
the interest of all parties concerned. The pre-
requisites to that are: cooperation between
various exponents of protection, comple-
mentarity of protection measures and coordi-
nated action of all exponents of protection.



96

Acta turistica, Vol 20 (2008), No 1, pp 1-144

mjerama. Pojedine vrste rizika (i mjera za$-
tite), poput teroristitkih napada, prirodnih
katastrofa i sl. bile su predmet istraZivanja
brojnih autora. Postoje i istraZivanja koja se
odnose na zaStitu korisnika pojedinih vrsta
usluga u turizmu (npr. paket aranZmana).
No, ta istraZivanja se odnose na pojedine
segmente zastite potro§aca u turizmu, dakle
samo na dio ukupnih rizika kojima turist
moZe biti izloZen u vezi sa svojim turisti¢-
kim putovanjem. Stoga ona ne omogucuju
cjelovito sagledavanje specifi¢nih rizika u
turizmu, posebno njihovog interaktivnog
djelovanja, pa time niti uspostavu sustava
komplementarnih mjera zastite kao jednog
od preduvjeta djelotvorne zaStite potroZata
u turizmu.

Polazedi od pretpostavke da specifignost
rizika kojima su turisti izloZeni proizlazi iz
specifi€nosti turizma kao fenomena, u ovom
radu se analiziraju specifi¢ne karakteristike
suvremenog turizma, turistitkog trZifta i
¢imbenika koji ga odreduju, te su posebno

izdvojene i analizirane specifi¢ne znaCajke
turistitke ponude i potraZnje relevantne za
zaStitu potro§ata u turizmu i njene ekonom-
ske ucinke. Uz to se ukazuje 1 na specifiéne
rizike koji proizlaze iz iz tih specifi¢nosti
turizma.

2. KARAKTERISTIKE
SUVREMENOG
TURIZMA

Putovanje je oduvijek imanentno &ov-
jeku, pogevsi od prvih migracija ¢ovjedan-
stva preko ,,Grand Tour" putovanja pa sve
do suvremenih putovanja motiviranih razli-
gitim pobudama. Ipak, turizam je relativno
nova pojava za ¢iji je nastanak bilo nuZno
da veéi broj ljudi raspolaZe slobodnim vre-
menom i financijskim sredstvima koje su
spremni uloZiti u putovanje radi odmora,
zabave, rekreacije i sl. Drugi bitan &imbenik
koji je potaknuo nastanak turizma bio je ra-
zvoj prijevoznih sredstava koji je omoguéio
veéi broj putovanja. Sve vele blagostanje

All this cannot be achieved without good
knowledge of all specific risks as well as
measures to prevent the occurrence of those
risks or alleviate the consequences of their
occurrence in spite of taken measures. Cer-
tain kinds of risk (and protection measures),
such as terrorist attacks, natural disasters
etc., have been the subject of research -of
many authors. There is also research fo-
cused on the protection of consumers of
specific types of services in tourism (e.g.
package arrangements). However, that re-

_search is related to specific segments of

consumer protection in tourism, hence only
a part of the total risk a tourist may be
exposed to in relation to his journey. There-
fore, they do not provide a comprehensive
view of specific risks in tourism, especially
of their interaction, and thus cannot help in
establishing a system of complementary
protection measures, one of the prerequisites
of efficient consumer protection in tourism.

Starting from the assumption that the

- specific nature of the risks that the tourists

are exposed to comes from the specific na-
ture of tourism as a phenomenon, this paper
analyzes the specific characteristics of mod-
ern tourism, tourism market and the factors
that determine it. Specific features of tour-
ism supply and demand are identified and
analyzed that are relevant to the protection
of consumers in tourism and its economic
effects. In addition, a note is made of the
specific risks that are a result of the specific
nature of tourism.

2. CHARACTERISTICS OF
CONTEMPORARY TOURISM

Travelling has always been inherent to
man, starting with the first migrations of
mankind, through “Grand Tour” voyages, to
contemporary travelling motivated by various
motives. However, tourism is a relatively re-
cent phenomenon, for whose evolution it was
necessary for a larger number of people to
have free time and financial means they
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velikog broja stanovnika razvijenih zemalja
i razvoj zratnog prijevoza, koji je omogucio
vremenski relativno kratka putovanja u sve
udaljenije krajeve te internacionalizaciju
putovanja, za posljedicu su imali da su od
sredine 20 st. turisti¢ka putovanja poprimila
masovne razmjere. No, masovni turizam,
isprva nekritiki prihvaéen i hvaljen zbog
pozitivnih gospodarskih uginaka (prihoda
od turizma), ubrzo je pokazao i svoje
negativne aspekte — ekonomske (npr.
troSkovi izgradnje objekata ponude i
turistitcke infrastrukture), ekoloske (ponaj-
prije saturacija prostora), socioloske (nega-
tivni utjecaj turisti¢ke kulture na domicilno
stanovnidtvo) itd. Kao reakcija na negativne
u¢inke masovnog turizma od kraja 70-ih
godina potinje razvoj odrzivog turizma ko-
Jjim se resursi ne narufavaju bespovratno te
razvoj specifi¢nih oblika turizma kojima se
udovoljava zahtjevima potraZnje za indivi-
dualizacijom putovanja i zadovoljenju spe-
cifi¢nih turisti€kih potreba.

Danas je turizam postao potrebom suv-
remenog &ovjeka. Tako Munoz' medu
Njemcima koji predstavljaju jedno od najja-
¢ih emitivnih trZi§ta izdvaja , regular
travellers* — osobe koje odlaze na turisti¢ko
putovanje &ak i kada im se pogorSa eko-
nomska situacija, jer im je putovanje postalo
obrazac potrofatkog pona$anja, pa radije
mijénjaju strukturu nego broj tih putovanja.
S druge strane suvremeni turist sve je zah-
tjevniji kako u pogledu kvalitete turisti¢kih
usluga tako i u pogledu raznovrsnosti turis-
titke ponude. Turistika potraZnja kontinui-
rano raste pa se poveavaju i pro§iruju i ka-
paciteti turistitke ponude. Stoga danas
gotovo i nema podrugja proizvodnje i pru-
Zanja usluga koji na neki nain ne partici-
pira u turistickoj ponudi. Poveéanje prava
radnika, narolito povecanje broja dana go-
didnjeg odmora i skraéivanje radnog tjedna,
omogucili su ostvarivanje veéeg broja puto-

vanja tijekom radne godine. Stresan nagin

would be ready to invest in a journey for re-
laxation, fun, recreation and the like. Another
important factor that spurred the creation of
tourism was the evolution of transportation
means that allowed for a greater number of
travels. The increasing wealth of a great
number of people in developed countries, and
the development of air travel, which provided
relatively short journeys to increasingly dis-
tant places and internationalization of travel-
ling, resulted in mass tourist travels by the
middle of 20" century. However, mass tour-
ism, at first accepted without criticism and
praised for its positive economic effects (in-
come from tourism), quickly showed its
negative aspects as well — economic (e.g.
costs arising from the construction of faciki-
ties and infrastructure of tourism), ecological
(space saturation), sociological (the negative
influence of tourist culture on the domestic
population) etc. As a reaction to the negative
effects of mass tourism, the development of
sustainable tourism began in late 1970s, one
that would not irreversibly damage resources,
as well as the development of specific forms
of tourism that cater to the need for the indi-
vidualization of travelling, and fulfilment of
specific tourist needs.

Today, tourism has become a need for the
modern man. Munoz' has identified, among
the Germans who present one of the strongest
tourism generating markets, “regular travel-
lers” — persons who travel even when their
economic situation has worsened. The reason
behind this is that travel has become a pattern
of consumer behaviour, so they would rather
change the structure then the number of their
travels. On the other hand, the modern tourist
1s increasingly selective as to the quality of
tourist services, as well as to the diversity of
the tourist supply. Tourist demand has con-
tinually grown, leading to the increase and
widening of the capacities of tourist supply.
That is why today there is almost no area of

' Munoz, T.G.: German demand for tourism in Spain, Tourism Management 28, 2007, str. 13.
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Zivota, urbanizacija i oneti$¢enje okolisa te
povecana svijest i briga o zdravlju nagnali
su ljude na &e$ce prekide u svakodnevnom
naéinu Zivota koje koriste u cilju psihofizi¢-
kog oporavka. Ove su &injenice uvjetovale
toliko snaZan razvoj specifinih oblika turi-
zma da su oni poteli poprimati obiljeZja
masovnosti. Takoder su dovele do toga da
se putuje viSe puta godidnje, ali na krace
vrijeme. Pojava ,, low-cost* zra€nih prijevo-
znika omogucéila je jo§ vece omasovljenje
turisti€kih putovanja pa su broj turisti¢kih
putovanja i prihodi od turizma poprimili ne-
sluene  razmjere. Prema  podacima
UNWTO? u razdoblju od 1995. do 2007.g.
broj medunarodnih turisti¢kih dolazaka po-
vecao se s 541 na gotovo 900 milijuna.

Navedeno ukazuje na najznacajnije ka-
rakteristike suvremenog turizma — njegovu
masovnost, diversificiranost ponude 1 potra-
7nje te kontinuirani rast potraznje. Ove ka-
rakteristike ukazuju ne samo na brojnost
odnosa u turizmu veé i na njihovu raznovrs-
nost. Radi lakSeg i kvalitetnijeg ostvarenja
svojih interesa stvaraju se koncentracije na
strani turisticke potraZnje §to nuZno dovodi i
do koncentracija na strani turisti¢ke ponude.
Provode se horizontalne i vertikalne integ-
racije, a ,,na svjetskom turistickim trZiStu
dominiraju velike grupacije ... $to sve viSe
utjeCe na globalizaciju turisti¢kog trZista, ali
pomalo i turisti¢kog proizvoda.“3

Da bi ostvario putovanje, turist ulazi u
razli¢ite odnose s davateljima usluga i to u
pravilu prije po&etka samog putovanja. Gore
istaknute karakteristike turizma — masov-
nost, dinami¢nost, diversificiranost ponude,
dominantan poloZaj vode¢ih grupacija na
turistickom trZistu, medunarodni karakter
velikog dijela putovanja, turista kao nepro-
fesionalca stavljaju u neravnopravan poloZaj
u odnosu na profesionalne davatelje usluge.
Zbog tih karakteristika, da se i ne spominje
opasnost sudjelovanja u pojedinim aktivno-

2 UNWTO World Tourism Barometar, Vol.6, No!, 2008.

production or services that does not in some
way participate in the tourist supply. Greater
workers rights, especially increase in the
number of days of annual leave and the short-
ening of the working week, have made it pos-
sible to achieve a greater number of travels
during the work year. The stressful manner of
life, urbanization and environmental pollu-
tion, as well as increased awareness and con-
cern for health, have led people to take breaks
from everyday life more frequently, trying to
recover both physically and psychologically.
This has led to an increase in special interest
tourism that has begun to take on attributes of
mass phenomena., They have also led to
people travelling more frequently during the
year, on shorter trips. The emergence of
“low-cost” airlines has made it possible to
make tourist travels even more massive, and
the number of tourist travels and the income
from tourism has taken unprecedented dimen-
sions. According to the UNWTO? data for the
period from 1995 to 2007, the number of in-
ternational tourist arrivals increased from 541
to almost 900 million.

These facts show the most important
features of modern tourism — its mass nature,
diversification of supply and demand, and the
continuous growth in demand. These features
show that relations in tourism are numerous
and diverse. To achieve their interests more
easily and with higher quality, concentrations
are created on the side of tourism demand,
which necessarily leads to concentrations on
the side of tourism supply. There are vertical
and horizontal integrating processes, and “the
world market is dominated by large groups ...
which has an increasing effect on the global-
ization of the tourism market, as well as on
the tourist product to a small degree.”

To realise a journey, the tourist enters
various relationships with service providers,
generally before the beginning of the journey.
The above-mentioned characteristics of tour-

3 Caviek, N.: Turoperatori i svjetski turizam, Golden marketing, Zagreb, 1998., str. 122 - 123.
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stima kojima se bavi tijekom putovanja, on
Je izloZeniji rizicima povrede osobe i imo-
vine nego vecina drugih potro3a¢a. Primje-
rice, ve€ pri izboru usluga koje ée koristiti
tijekom putovanja potencijalni turist obasut
je ogromnim brojem ponuda i ovisan o to¢-
nosti informacija koje su mu pruZene u pro-
cesu donoSenja odluke o njihovom koriste-
nju. Agresivno i zavaravajuée oglaSavanje
kojim ga se navelo na koriStenje odredenc
usluge stoga moZe biti izravan uzrok Stete
koju pretrpi u svezi s putovanjem. Stoga
specifi¢ne karakteristike turizma iziskuju i
specifitne mjere zastite korisnika turisti¢kih
usluga.

3. KARAKTERISTIKE _
TURISTICKOG TRZISTA KAO
DIJELA TRZISTA USLUGA

Plasman svakog proizvoda i usluge u
velikoj mjeri ovisi o karakteristikama trZi-
Sta, ponajprijc o karakteristikama predmeta
razmjene na tom trZiStu. Razvoj usluZnog
sektora i znadenje koje usluge imaju u trZis-
nom gospodarstvu potaknuli su marketinske
stru€njake na novi pristup u osmi§ljavanju i
planiranju marketinga usluga, jer dotadasnja
orijentacija na (opipljive) proizvode nije za-
dovoljavala potrebe usluZnog sektora. Za to
je prvo trebalo utvrditi razlike izmedu proi-
zvoda (robe) i usluga, odnosno karakteris-
tike usluga o kojima marketiniki struénjaci
moraju voditi raduna. Kao opée karakteris-
tike usluga danas se iStiél]}:4 neopipljivost,
nedjeljivost ,proizvodnje” od koritenja
zbog, zbog njihove istovremenosti, neuskla-
diStivost, heterogenost, nepostojanost.

Uz ove opée karakteristike, razlidite
vrste usluga imaju i svoje specifi¢ne karak-
teristike o kojima je potrebno voditi raduna.
Specifiéne karakteristike ,turisti¢kih proiz-
voda® najbolje se vide iz sljedeceg prikaza

ism — mass and dynamic nature, diversified
supply, the dominant position of leading
groups in the tourism market, the interna-
tional nature of the greater part of journeys,
put the tourist, as a non-professional, in an
unequal position in relation to professional
service providers. Due to these characteris-
tics, not to mention the danger of participat-
ing in certain activities during the journey, he
is more exposed to risk of personal injury and
damage to property than most other consum-
ers. For instance, when selecting services to
be used during the journey, the potential
tourist is flooded by an enormous number of
offers and depends on the accuracy of infor-
mation provided to him in the decision-mak-
ing process. Aggressive and misleading
advertising that led him to use a certain ser-
vice can therefore be the direct cause of the
damage he suffers in relation to the journey.
That is why specific characteristics of tourism
require specific measures of protection of the
consumers of services in tourism.

3. CHARACTERISTICS OF A
TOURISM MARKET AS PART
OF THE SERVICE MARKET

The sale of every product and service de-
pends largely on the characteristics of the
market, and above all on the characteristics of
the object of trade in that market. The devel-
opment of the service sector and the impor-
tance services have in a market economy
have encouraged marketing experts to adopt a
new approach in devising and planning the
marketing of services, due to the fact that the
orientation on (tangible) products was not
meeting the needs of the service sector. To
achieve that, the first thing to do was to es-
tablish the differences between products
(goods) and services, or the sale of every
product of services that marketing experts
should have in mind. Today the general char-
acteristics of services are considered to be:*

* Detaljnije vidjeti kod: Kotler. F., Upravljanje marketingom, Informator, Zagreb, 1999, str. 572 - 577, Ozreti¢
Dosen, D., Osnove marketinga usluga, Mikrorad, Zagreb, 2002, str. 25 -32.
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osnovnih razlika izmedu paket aranZmana i intangibility, the inseparability of “produc-

robe Siroke potrosnje:

tion” from use due to their simultaneous na-
ture, the fact they are impossible to store,
their heterogeneous nature, and their ephem-
eral nature.

Having these general characteristics in
mind, different kinds of services have their
own specific characteristics that need to be
taken into account. Specific characteristics
of “tourist products” are best seen in the
following figure displaying the basic differ-
ences between package arrangements and
consumer goods:

Tablica 1: Osnovne razlike izmedu paket-aranimana i robe Siroke potrosnje

" Paket aranZman

Roba §iroke potro¥nje

- nemogucénost izlaganja kao rob-
nog uzorka

- nemoguénost provjere, pregleda

- nemogu¢énost iskuSavanja

- mogucénost koriStenja samo uz
prisutnost korisnika

- nemoguénost uskladiStenja

- nemoguénost zamjene manjka-
vog aranZmana

- placanje u pravilu unaprijed

- kupovina vezana uz subjektivnu
predodzbu o proizvodu

- utrenutku koristenja proizvoda
potro$atev kontakt sa svim pru-
Zateljima usluge kao sadrZaja
tog integriranog proizvoda

- moguénost izlaganja

- moguénost provjere, pregleda
- mogu¢énost iskuSavanja
- neovisnost koristenja o istovre-

menoj prisutnosti korisnika

- mogucnost uskladiStenja -
- moguénost zamjene neispravna

proizvoda

- ne pla¢a se u pravilu unaprijed
- kupovina vezana uz vidljive ka-

rakteristike proizvoda

- potrosa¢ uvijek proizvod koristi

u cjelini i doZivljava ga isklju-
¢ivo kao proizvod jednog odre-
denog proizvodada

Ivor: Cavlek, N. Turoperatori i svjetski turizam, Golden marketing, Zagreb, 1998., str. 85.
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Table 1: Basic differences between inclusive tours and consumer goods

Package arrangement

Consumer goods

- Cannot be displayed as a sample

- Cannot be checked/inspected

- Cannot be tried

- Can be used only in the pre-
sence of the consumers

- Cannot be stored

- A faulty arrangement cannot be
replaced

- Payment usually in advance

- Purchase related to the subjec-
tive image of the product

- At the moment of use, the con-
sumer is in contact with all ser-
vice providers involved in the
integrated product

Can be displayed

Can be checked/inspected

Can be tried

Can be used regardless of the
presence of the consumers

Can be stored

A faulty product can be repla-
ced

Payment usually not in advance

Purchase related to the visible
characteristics of the product
The consumer always uses the
product as a whole and sees it
solely as a product of one parti-
cular manufacturer,

Source: Cavlek, N. Turoperatori i svjetski turizam, Golden marketing, Zagreb, 1998., p. 85.

Znacajna specifinost turistikog trZista
Jje i prostorna odvojenost ponude od potraZ-
nje zbog &ega:’
1. turistiCka potraZnja putuje turisti¢koj
ponudi (a ne ponuda usluzi),

2. s potrofatem - putnikom putuje i
»novac® kojim pla¢a koriStenje us-
luge na licu mjesta, redovito nepos-
redno nakon koriStenja usluge (osim
kod paket aranZmana),

3. odluka o kupnji donosi se na temelju
informacija dobivenih putem promo-
tivnih materijala i od zaposlenika
koji u ime davatelja usluga pruZaju
informacije, a ne na temelju izravnog
uvida u uslugu. Stoga je nuZno da
potencijalni potro$a¢ ima povjerenje
u tako dobivene informacije.

A significant specific characteristic of the

tourism market is also a spatial division of sup-
ply and demand, which leads to the fact that:®

1. Tourism demand travels to the supply
(and not the supply to the demand),

2. The consumer—passenger usually car-
ries “money” with him to pay for the
use of services at their location, usually
immediately after the use of a service
(except in a package arrangement),

3. The buying decision is based on infor-
mation given via promotional material
and through employees that give infor-
mation about the service on behalf of
the provider, and not based on direct
insight into the service. It is therefore
necessary for the potential consumer to
trust the information gained in such a
way.

* Izdvojeno prema: Pirjevec, B., Ekonomska obiljeZja turizma, Golden marketing , Zagreb, 1998., str, 47 - 60;
Pirjevec, B., Kesar, O.: Potela turizma, Mikrorad, Zagreb, 2002, str. 61 — 65.
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Navedenim karakteristikama treba do-
dati i ¢injenicu da se u turizmu nudi doZiv-
ljaj (odmora, aktivnosti, ugodaja i si.). Stoga
¢e i doZivljajni marketing, iako nije jo§ u
potpunosti zaZivio u turizmu i ugostitelj-
stvu, postati iznimno vazna komponenta us-
pjesnosti nudenja usluga u turizmu.® No, pri
tom treba voditi ra€una da doZivljaj podra-
Zumijeva emocije, a emocije vezane uz pot-
roSnju su, prema Bigheu i Andreuu,” usko
povezane s ukupnim zadovoljstvom klijenta.
Stoga u opisivanju i obeéavanju doZivljaja
treba biti jako oprezan, kako nesklad iz-
medu ofekivanog i1 ostvarenog doZivljaja,
odnosno emocija vezanih uz doZivljaj ne bi
doveo do nezadovoljstva korisnika usluge.

Navedene karakteristike usluga u turi-
zmu iziskuju dodatne mjere zastite klijenata,
a to ukljucuje i dodatne napore i troSkove
davateljima usluga u turizmu ponajprije u
pogledu edukacije kadrova, organiziranja
poslovanja (prodaje) i pracenja zadovoljstva
klijenata.

4. CIMBENICI KOJI ODREPUJU
FUNKCIONIRANJE
TURISTICKOG TRZISTA

Kompleksnost turizma razlog je Sto
prakticki nema ljudske aktivnosti koja ne
djeluje ili ne bi mogla djelovati na turizam,
pa time i na turisti¢ko trZiSte, a u ponudu se,
osim turisti¢kih usluga te sredstava i opreme
objckata u kojima se pruZaju usluge, izravno
ili neizravno ukljuduju svi proizvodi i us-
luge — od robe Siroke potro$nje do javnih
usluga. Moutinho® isti¢e da razumijevanje
utjecaja okruZenja u turizmu treba bitt dub-
lje nego u mnogim drugim granama pa za
postizanje takvog razumijevanja preporuca
primjenu analize SCEPTICAL koja uzima u
obzir utjecaje sljedeéih ¢imbenika: drustve-

In addition to the mentioned characteris-
tics, the fact is that tourism offers an experi-
ence (of rest, activity, atmosphere etc.). This
is why experience marketing, although not
completely developed in tourism and cater-
ing, will become an extremely important
component in the successful offering of ser-
vices in tourism.® However, one should bear
in mind that experience entails emotions,
and emotions connected to consumption are,
according to Bigne and Andreu,’ closely
tied to overall client satisfaction. This is
why one should be very careful when de-
scribing and promising experience, so that
the discrepancy between the expected and
the actual experience, as well as emotions
related to the experience, would not lead to
dissatisfaction on the part of the consumers.

The mentioned characteristics of tourism
services require additional client protection
measures, which involves additional efforts
and expenses for service providers in tour-
ism, above all in staff education, business
(sales) organization and consumer satisfac-
tion tracking.

4. FACTORS THAT DETERMINE
THE FUNCTIONING OF A
TOURISM MARKET

The complexity of tourism explains why
there is practically no human activity that
does not or could not affect tourism, hence
the tourism market, and the supply directly or
indirectly includes, apart from tourist ser-
vices, equipment and facilities, all products
and services — from consumer goods to public
services. Moutinho® points out that under-
standing the impact of the surroundings in
tourism should be deeper than in many other
areas. To gain such understanding, he rec-
ommends the use of the SCEPTICAL analy-

¢ Williams, A.: Tourism and hospitality marketing: fantasy, fecling and fun, International Journal of Contempo-
rary Hospitality Management, vol. 8, No.6, 2006, str. 482.

? Bignite, J.E., Andreu, L.: Emotions in segmentation, Annals of Tourism Research, vol.31, No.3, str. 691.

¥ Moutinho, L.: Strateski menadZment u turizmu, Masmedia, Zagreb, 2005, str. 35 - 36.
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nih, kulturnih, ekonomskih, fizi¢kih, tehnic¢-
kih, medunarodnih, komunikacijskih i infra-
strukturnih, administrativnih i
institucionalnih te pravnih i politi¢kih.

Dakle, turisti€ko trZiste osim €¢imbenika
turizma - &imbenika potraZnje, ¢imbenika
ponude i posrednickih &imbenika® - odre-
duju i brojni vanjski €imbenici, a na sve
njih, kako istiéu Sencéié¢ i Grgona,'® mogu
utjecati i politi€ko-pravni {imbenici.

Prema studiji UNWTO'" turisti¢ku po-
nudu i potraZznju odreduju dvije velike
grupe: vanjski €imbenici i kljuéne trZisne
snage.

»Vanjski ¢imbenici koji utje€u na turi-
zam:

- gospodarski i financijski razvitak,

- demografske i socijalne promjenc,

- tehnoloske inovacije i pobolj$anja,

- investicije u infrastrukturu,

- opremu i uredaje,
politi¢ki, zakonodavni i pravni ¢imbe-
nici,
planiranje i utjecaj na okoli§,
razvitak trgovanja i
sigurnost putovanja.

Kljuéne trziSne snage koje izravno ut-
jedu na potraZnju, ponudu i distribuciju turi-
sti¢kih proizvoda i usluga su:

- znanje potro§afa o moguénostima turi-

zma i turisti¢kim zahtjevima,

- razvoj proizvoda destinacije i razvitak
proizvoda/usluga privatnog sektora,

- trendovi u strukturi putovanja i
turistitkom operativnom sektoru i
marketingu i

- ponuda sl}uénog i iskusnog ljudskog
potencijala.”

sis, which takes into account the following
factors: social, cultural, economical, physical,
technical, international, communicational and
infrastructural, administrative and institu-
tional, and legal and political.

Therefore, apart from being determined
by tourism factors — supply factors, demand
factors and intermediary factors’ — the tour-
ism market is determined by numerous other

-external factors, and all of them can be in-

fluenced by legal and political factors, as
pointed out by Sene&i¢ and Grgona'®.

According to a UNWTO" study, the
tourism supply and demand are formed by
two large groups: external factors and key
market forces.

“External factors influencing tourism
are:

economical and financial development,
demographic and social changes,

- technological innovation and improve-
ment,

investment in infrastructure,

equipment and machinery,

political, legal and judicial factors,
planning and environmental impact,
trade development and travel safety.

Key market forces directly influencing
the supply, demand and distribution of
tourist products and services are:

- the knowledge of the consumer about

tourism possibilities and demands,

- the development of destination prod-
ucts and the development of prod-
ucts/services of the private sector,

- trends in travel structure and tourism
operative sector and marketing and

- the supply of expert and experienced
human resources.”

¥ O gimbenicima turizma vidjeti: Bilen, M., Bugar, K.: Osnove turistitke geografije, Mikrorad, Zagreb, 2004, str.
15 - 20. i Markovi¢, Z.: Osnove turizma, Skolska knjiga, Zagreb, 1987, str. 65 — 135,

10 Seneti¢ J., Grgona, J.: Marketing menadZment u turizmu, Mikrorad, Zagreb, 2006., str. 7.
'" UNWTO: ,.Global tourism Forecast to the Year 2000 and Beyond*, Vol.1, ,,The World*, Madrid, 1995., str. viii,

preuzeto od Pirjevec, B., Kesar, O., op. cit., str. 70.
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Sve navedeno potvrduje da je jedna od
specifi¢nosti turizma &injenica da, za razliku
od vetine drugih trZita, prakticki nema
¢imbenika koji ne moZe utjecati na funkcio-
niranje turisti¢kog trZi§ta. Veéu je pozornost
ipak potrebno posvetiti kljuénim trZi§nim
snagama — elementima koji mogu najinten-
zivnije djelovati na turisti¢ko trZiSte. S obzi-
rom da je jasno, to&no i nedvojbeno infor-
miranje potro$ata jedno od osnovnih
podrucja zastite potro$ada, posebno se nag-
laSava Cinjenica da UNWTO kao jednu od
Cetiri kljuéne trZi$ne snage isti¢e informira-
nost potroa¢a u turizmu. To znagi da turis-
titka ponuda informiranju potroS$ada mora
posvetiti posebnu paZnju, ne samo kao mjeri
zaStite potrosaca (bilo kao instrumentu stje-
canja povjerenja i podizanja razine zado-
voljstva kiijenta bilo u cilju izbjegavanja
sankcija zaprijefenih za slu¢aj netranspa-
rentnog informiranja), ve¢ i radi utjecaja
koji (ne)informiranost potencijalnih potro-
Safa moZe imati na njegov trZi$ni poloZaj
(konkurentnost).

5. ZNACAJKE TURISTICKE
POTRAZNJE RELEVANTNE ZA
ZASTITU POTROSACA U
TURIZMU

TuristiCko trZiSte je izrazito trZiSte ku-
paca ¢&iji zahtjevi i potrebe determiniraju tu-
ristitku ponudu, pa potencijalni turisti-pot-
roSali koji Cine turisti¢ku potraZnju imaju
srediSnje mjesto na turistitkom trZistu i u
marketingu turizma. Zbog toga su znatajke
turisticke potraZnje iznimno vaZne i za zas-
titu potrogac¢a u turizmu.

Bitne znalajke turistitke potraZnje su:
dislociranost potraZnje od ponude, hetero-
genost potraznje, elasti¢nost potraZnje, mo-
bilngst potraznje, sezonski karakter potraz-
nje.

12 Pirjevec, B., Kesar. O., op.cit,, str.87.

This confirms that one of the specific
features of tourism is that, unlike most other
markets, there is practically no factor that
may not influence the functioning of a tour-
ism market. In spite of that, the key market
forces — the elements that can affect the
market the strongest — need to be given the
most attention. Since the provision of clear,
accurate and unambiguous information to
consumers presents one of the basic areas of
consumer protection, the fact that UNWTQ
points out consumer level of information in
tourism as one of the four key market forces
is particularly significant. This means that
the tourism supply needs to pay special at-
tention to consumer information, not only as
a measure of consumer protection (whether
as an instrument of gaining trust and raising
the level of client satisfaction, or with the
goal of avoiding the sanctions in case of
non-transparent information) but also be-
cause of the impact the (non)informed
potential consumers can have on its market
position (competitiveness).

5. THE FEATURES OF TOURISM
SUPPLY RELEVANT FOR
CONSUMER PROTECTION IN
TOURISM

The tourism market is a distinct cus-
tomer market, in which customers’ demands
and needs determine the tourism supply, so
potential tourists-consumers that make the
tourism demand have a central position in
the tourism market and marketing. This is
the reason why the features of tourism de-
mand are extremely important for consumer
protection in tourism as well.

The important features of tourism de-
mand are:'? dislocation of demand from sup-
ply, heterogeneous nature of demand,
elasticity of demand, its mobility and sea-
sonal character.
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Za zadtitu potro$ada u turizmu relevan-
tne su prve tri znatajke potraZnje, jer nji-
hovi interesi ne mogu biti povrijedeni zbog
mobilnosti potraZnje i sezonskog karaktera
potraZnje.

5.1. Dislociranost potraznje
od ponude

Dislociranost turistitke potraZnje od tu-
ristitke ponude zna&i da su one prostorno
odvojene. S aspckta zatite potroSa¢a odvo-
jenost, kao prvo, otvara pitanje komunika-
cije, jer greske u komunikaciji mogu prouz-
roliti nejasno i nepotpuno informiranje kako
u fazi stavljanja usluge na trZiste, tako 1 tije-
kom koriStenja usluge. Narogitu pozornost
komunikaciji davatelji usluga moraju pos-
vetiti pri informiranju potro¥a¢a prije skla-
panja ugovora o kori§tenju usluge, (posebno
u promotivnim aktivnostima, te pri sklapa-
nju tog ugovora), jer te informacije mogu
potroatu nanijeti najviSe Stete. Kroz infor-
macije dobivene prije sklapanja ugovora
klijent stvara subjektivnu predodzbu o sa-
moj usluzi, pa ako ona ne bude ostvarena
osjedat ¢e se prevarenim, a u odredenim si-
tuacijama ée modi i potraZivati naknadu
Stete zbog izgubljenog zadovoljstva. Zbog
dislociranosti ponude od potraZnje, u turi-
zmu se ugovori ¢esto sklapaju izmedu nena-
zo¢nih strana, a greSke u komunikaciji
mogu dovesti do zablude o postignutoj su-
glasnosti volja i drugih bitnih sastojaka
ugovora o kojima ovisi valjanost ugovora.
Drugim rije€ima, posljedica takve greske
moze biti da korisnik i davatelj usluge imaju
razli¢ite predodZbe o tome $to su dogovorili,
§to u konaé¢nici moZe dovesti do niStavosti
ugovora. Od takvih situacija potroSa¢a treba
za$tititi, a davatelj usluge mora o tome vo-
diti ra¢una kako mu takav ugovor umjesto
dobiti ne bi prouzrotio gubitak.

Drugi rizik koji za potroSaca proizlazi iz
odvojenosti ponude od potraZnje vezan je uz
nuZnost koriStenja prijevoza. Prijevoz je
sam po sebi opasna djelatnost, pa su mjerc

For consumer protection in tourism only
the first three features of demand are sig-
nificant, due to the fact that consumer inter-
ests cannot be harmed by the mobility and
seasonal character of the demand.

5.1. Dislocation of demand
from supply

The dislocation of tourist demand from
tourism supply means they are spatially
separated. From the point of view of con-
sumer protection, this separation primarily
raises the question of communication, since
errors in communication can cause ambigu-
ous and incomplete information, both during
the presentation and the use of a service.
Communication must be given special care
by service providers when informing the
consumer prior to the signing of a contract
on the use of service (particularly in promo-
tional activities, and when concluding such a
contract), due to the fact that that informa-
tion can harm the customer the most.
Through information gained prior to the
concluding of a contract, the client conjures
up a subjective vision of the service itself,
which could lead to the client feeling
cheated if that vision is not fulfilled, as well
as to possible damages claims for lost, satis-

faction. Due to the dislocation of supply and

demand, contracts in tourism are often con-
cluded between parties that are not present,
and errors in communication can lead to
misconceptions about reaching an agree-
ment and other essential parts of a contract
upon which its validity is based. In other
words, the consequences of such an error
may be that the consumers and the service
provider have different views about what
they have agreed, which can eventually lead
to the contract being void. The consumer
needs to be protected from such situations,
and the service provider must have them in
mind, so that such a contract would not
cause losses instead of gains.
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koje se poduzimaju u cilju zastite sigurnosti
korisnika usluga prijevoza opéenito medu
zastupljenijim mjerama zaStite potroSada.
Kod turisti¢kih putovanja rizici od kojih se
§tite potroSaci ovise o natinu prijevoza (Ta-
blica 3).

The second risk for the consumer, com-
ing from the dislocation of supply and de-
mand, is related to the necessity of using
transportation. Transport is in itself a dan-
gerous activity, and the measures taken with
the aim of protecting the consumers of
transportation services are generally the
most cCommon Ones among customer protec-
tion measures. In tourist travel, the risks
consumers seek protection from, depend on
the way of transportation (Table 3):

Tablica 3: Rizici od kojih se Stite potrosaci
Rizici od kojih se §titi potro¥aga vezani uz

sigurnost sigurnost
Vlastiti prijevoz prijevoznog rgo meta

sredstva P

. sigurnost . - obavljanje djelat-
Izravni ugovor o Z. sigurnost S
N prijevoznog nosti prijevoza

prijevozu prometa ..

sredstva - Ugovor o prijevozu
Ugovor o sigurnost siournost | obavljanje izbor prijevoznika
prijevozu sklapa prijevoznog r%) meta djelatnosti prijevoza | od strane turisticke
turisti¢ka agencija | sredstva P - ugovor o prijevozu agencije

Table 3: Risks the consumer is protected from

Risks the consumer is protected from related to
Vehicle Traffic
Own transport .
safety safety
. . . ) - performance of the
Direct transportation | Vehicle Traffic 4 .
- transport activity
contract safety safety .
- transportation contract
: . choice of
The transport . - - performing the .
POr Vehicle Traffic per® & transportation
contract is signed by . function of transport h
. safety safety provider by the
the tourist agency - transport contract .
tourist agency

U svezi s prijevozom moguce su razli-

¢ite situacije:

1. ako potrofaé putuje viastitim prijevo-
znim sredstvom §titi ga se od rizika
vezanih uz sigurnost prijevoznog
sredstva i samo odvijanje prometa,

ako potroaé koristi usluge prijevoza
temeljem izravnog ugovora o prije-

Different situations concerning transport
are possible:

1. If the consumer uses his own means of
transportation he is protected from
risk connected to vehicle safety and
traffic itself,

If the consumer uses transportation
services through direct contract with
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vozu s prijevoznikom, zaStita se pro-
Siruje i na uvjete za obavljanje dje-
latnosti prijevoza koja kojima se
osugirava kvaliteta usluge prijevoz-
nika (npr. udobnost i higijena prije-
voznog sredstva, prometnog termi-
nala, profesionalnost vozada,
ograni¢ava se moguénost zaka$njenja
u prometu i sl), te zatitu putnika kao
ugovorne strane ugovora o prijevozu
(od neizvrienja, djelomitnog izvrie-
nja i neurednog izvrSenja usluge pri-
jevoza),

3. ako potrosa usluge ne ugovara iz-
ravno s prijevoznikom, veé uz posre-
dovanje agencije ili u sklopu paket
aranZmana, navedenom se pridruZuje
i zaStita putnika od rizika loSeg iz-
bora prijevoznika od strane turisti¢ke
agencije (turistiCka agencija odgo-
vara za izbor prijevoznika).

5.2. Heterogenost potraznje

Zbog heterogenosti potraznje vrlo je iz-
razeno segmentiranje turistitkog trZista.
Naime, turisti¢ke potrebe razlikuju se od
¢ovjeka do €ovjeka. Turisti¢ka ponuda zbog
toga nastoji izdvojiti ciljne segmente - sku-
pine potencijalnih klijenata sa sli€énim turis-
tickim potrebama, koje ¢e moéi najbolje za-
dovoljiti i koje ¢e modi najlakse privuéi. U
cilju pridobivanja §to veéeg udjela na turis-
tickom trZiStu marketinski struénjaci velike
napore ulaZu u istraZivanje ponasanja poje-
dinih segmenata potraZnje. Rezultati istraZi-
vanja koriste se¢ kako za privlagenje potraZ-
nje tako i za formiranje usluge koja ¢e kod
ciljnog segmenta stvoriti visok stupanj za-
dovoljstva. Svaki segment potrofa¢a izloZen
je drugadijim rizicima pa je potrebno podu-
zimati razliite mjere zaStite potroSaca.
Primjerice, ljudi tree dobi podloZniji su
bolestima i povredama pa im je potrebno
osigurati dostupnost lije¢nika i siguran oko-
1i§, ucesnici sportskih aktivnosti trebaju
imati na raspolaganju sigurnu sportsku op-

the provider of transport services, pro-
tection is extended to cover the condi-
tions in which the transport service is
provided, which ensures the quality of
the service (e.g. comfort and hygiene
of the means of transport and the traf-
fic terminal, driver professionalism,
limited possibilities of delay etc.), and
to comprise the protection of the pas-
senger as a party to the transportation
contract (protection from failure to
perform, partially perform and inap-
propriately perform a transportation
service),

3. If the consumer does not negotiate a
service directly with the provider of
transportation services, but is doing so
through an intermediary agency or as
part of a package arrangement, the
above mentioned is also comple-
mented by the protection of passen-
gers from the risk of the tourist agency
selecting a bad transport provider (the
tourist agency is held accountable for
the choice of transportation provider).

5.2. Heterogeneous nature of demand

Due to the heterogeneous nature of the
demand, the segmentation of the market is
very present, as tourist needs are different
from person to person. The tourism supply
therefore strives to identify target segments —
groups of potential clients with similar tourist
needs, that can be satisfied the most and at-
tracted most easily. To acquire the biggest
possible share of the tourism market, mar-
keting experts put great effort into research-
ing the behaviour of certain segments of
demand. The results of the research are used
to attract demand and to formulate a service
that will achieve a high level of satisfaction in
the target segment. Each consumer segment is
exposed to different risks, so different con-
sumer protection measures need to be taken.
For example, the elderly are more susceptible
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remu itd. Svaku skupinu potrebno je i pose-
bno informirati o rizicima koje za njih proi-
zlaze iz koriStenja odredene aktivnosti te o
moguénostima i mjerama koje mogu sami
poduzeti da bi se zastitili. U tom smislu se-
gmentacija potraZnje omogucéava veéu ra-
zinu zatite potroSada, jer su poznati rizici
kojima je izloZena odredena skupina potro-
§aCa pa ih je lakSe zaStititi od nastupa tih ri-
zika.

5.3. Elasti¢nost potraZnje

Za ckonomske u¢inke zastite potrofaca u
turizmu znaajna je elasti€nost potraZnje s
obzirom na promjenu visine cijena turisti¢-
kih usluga. Naime, nesavjesni davatelji us-
luga skloni su raznim manipulacijama u is-
kazivanju cijene ne bi li naizgled niZom
cijenom usluge privukli ¢im veéi broj koris-
nika usluga. Poznati na¢ini takvog ponaga-
nja su: lazni popusti, neiskazivanje drugih
nezaobilaznih trofkova vezanih uz koriste-
nje usluge (npr. boravidne pristojbe, pris-
tojbe zra¢nih luka, lu¢ke pristojbe), povise-
nje cijene nakon sklapanja ugovora itd.
Moguénosti utjecaja na potroSace takvim
manipulacijama su mnogobrojne, a one se
najuspje$nije suzbijaju zakonodavnim mje-
rama i sankcijama, informiranjem potro$ata
o njihovim pravima, na¢inima na koje mogu
biti izmanipulirani i nafinima na koje mogu
izbje¢i manipulacije te (javnim) razotkri-
vanjem nesavjesnih davatelja usluga. S
druge strane, savjesni davatelji usluga ugin-
ke osjetljivosti potraZnje na cijene mogu
znadajno umanjiti isticanjem i informira-
njem potroSa¢a o prednostima koje za sigur-
nost njihove osobe i imovine proizlaze iz
viSe cijene usluga u koju su ukalkulirani
troskovi primijenjenih mjera zaStite npr.
osiguranja, ogranienja promjene cijene
nakon sklapanja ugovora, angaZiranja stru¢-
nih osoba &ija je zadaca briga o gostu (turi-
stickog predstavnika, pratitelja putovanja,
lije¢nika u hotelu, profesionalnih voditelja
sportskih aktivnosti i sl.).

to disease and injury, so a safe environment
and a doctor’s presence need to be made
available; participants in sports activities need
to be given safe equipment etc. Each group
needs to be specially informed of the risks
certain activities present to them, as well as
the protection options and measures they can
take themselves. In this way, the segmenta-
tion of the market enables a higher level of
consumer protection, since the risks for a
certain group of consumers are known, which
makes it easier to protect them from the oc-
currence of those risks.

5.3. The elasticity of demand

The elasticity of demand in relation to the
change in prices of tourism services is im-
portant for the economic effects of consumer
protection in tourism. Unconscientious ser-
vice providers tend to use various manipu-
lative tricks when presenting prices to attract
the biggest possible number of service users
by means of a seemingly lower price. The
known forms of such behaviour are: false dis-
counts, failure to state other unavoidable ex-
penses related to the use of service (e.g.
tourist taxes, airport tariffs, port levies), rais-
ing the price after the contract has been con-
cluded etc. The possibilities of influencing
the consumer through such means of ma-
nipulation are numerous, and are most suc-
cessfully fought by legal measures and
sanctions, informing the consumer about his
rights, ways in which they can be subject to
manipulation, and (publicly) denouncing dis-
honest service providers. On the other hand,
honest service providers can significantly re-
duce the effects of demand on pricing by in-
forming the consumers and pointing out the
advantages entailed in the higher costs of the
service, such as insurance, limitations of price
change after the conclusion of the contract,
hiring expert staff to care for the guest (tourist
representative, tour guide, hotel doctor,
professional sports coordinator and the like).

108



A. Peduti¢: Specifitne karakteristike turizma relevantne za zatitu potro3ada u turizmu

6. ZNACAJKE PONUDE
RELEVANTNE ZA ZASTITU
POTROSACA U TURIZMU

6.1. Karakteristike nositelja
turistike ponude relevantne za
zaStitu turisti¢kih potrosaa

Neovisno o tome s kojeg aspekta raz-
matraju turizam, vecina autora istite da ,,tu-
rizam prodaje snove“."”® Ova se ¢injenica na
razli¢ite nafine odraZava na zastitu turista,
ponajprije kroz prioritet pruZanja upravo
onog sna (doZivljaja) koji je obecan. Za da-
vatelje usluga to znaéi poduzimanje svih
aktivnosti i angaZiranje svih osoba i sreds-
tava koji osiguravaju ostvarivanje obecanog
— ambijenta, udobnosti, aktivnosti, to&nosti
itd. To takoder znali da davatelj usluga pri
pruzanju informacija (ponajprije onih ko-
jima je cilj pridobiti klijenta), mora biti
krajnje objektivan kako ne bi prouzrodio
pogre$nu predodzbu klijenta o usluzi i time
onemogucio ostvarenje njegovih otekivanja
u vezi s putovanjem. O&ekivanja ¢e biti is-
punjena samo ako usluga bude sukladna
unaprijed stvorenoj predodzbi klijenta. O
ispunjenju ofekivanja, pak, ovisi zadovolj-
stvo uslugom i buduée ponaSanje klijenta
prema davatelju i ponuditelju usluge.'" Za-
daca je tim zahtjevnija &im je vise eleme-
nata sadrzano u usluzi. Nije isto osigurati
udoban, brz i to€an prijevoz ili viSednevnu
turu. Stoga je potrebno sagledati karakteris-
tike pojedinih nositelja turisticke ponude
koje se mogu odraziti na potro3ata i iziski-
vati poduzimanje odgovarajuéih mjera za§-
tite.

6. THE FEATURES OF SUPPLY
RELEVANT TO CONSUMER
PROTECTION IN TOURISM

6.1 The characteristics of the service
providers relevant to consumer
protection in tourism

Regardless of the aspect from which
tourism is observed, most authors stress that
“tourism sells dreams”."” This fact is reflected
in tourist protection in various ways, primar-
ily through the priority of providing the very
dream (experience) that has been promised.
For the service provider, this means under-
taking all the activities and hiring all the per-
sons and using resources to ensure the
fulfilment of what has been promised — be it
atmosphere, comfort, activity, punctuality etc.
This also means the service provider needs to
be completely objective when providing in-
formation (especially those whose aim is to
win over the client), as to not create a false
image about the service with the client, and in
that way make it impossible to fulfil his ex-
pectations about the journey. These expecta-
tions will be fulfilled only if the service is in
accordance with the previously created image
of the client. In turn, the client’s satisfaction
with the service depends on these expecta-
tions being met, as does the client’s future
behaviour towards the provider and the pre-
senter of the service.' The task is made mor
demanding if the service includes more ele-
ments. For instance, the task of ensuring fast,
comfortable and punctual transportation dif-
fers from a tour lasting several days. There-
fore it is necessary to look into the features of
particular exponents of tourism supply that
can reflect on the consumer and require that
certain protection measures be taken.

"% Vidjeti Holloway, J.C.: The Business of Tourism, Pitman, Great Britain, 1988, str. 5

" Bosque, 1.A.R, Martin, H.S., Collado, J.: The role of expectations in the consumer satisfaction formation proc-
ess: Empirical evidence in the travel agency sector, Tourism Management 27, 2006, str.411
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Osnovne opée karakteristike turisticke
ponude su: dislociranost ponude od potraz-
nje, heterogenost ponude, neelasti¢nost po-
nude, stati€nost ponude i sezonski karakter
ponude. **

Usporedbom karakteristika ponude i ka-
rakteristika potraZnje lako je uoéiti da su ka-
rakteristike ponude zapravo uvjetovane ka-
rakteristikama potraZnje. Glede
dislociranosti ponude od potraZnje, kada se
govori o karakteristikama ponude, osim
problema istaknutih u prethodnom poglavlju
potrebno je skrenuti pozornost na €injenicu
da ova karakteristika upuuje na nuZnost
stvaranja cjelovite turisti¢ke ponude u desti-
naciji u koju turist dolazi. U gospodarskom
smislu to sa sobom nosi specifiCne prob-
leme upravljanja destinacijom, koje su pre-
dmet mnogobrojnih istraZivanja (narogito
posljednjih godina).

Heterogenost kao znadajka turisti¢ke
ponude takoder je samo logi¢na posljedica
heterogenosti turistitke potraZnje, jer turis-
titka ponuda odgovara na zahtjeve i potrebe
turisticke potraznje. Sto je vide zahtjeva pot-
raznje, to je Sira ponuda. Stoga prakti¢ki
nema toga §to izravno ili neizravno ne bi
moglo i nije ukljuéeno u turisti€¢ku ponudu.
Ipak, postoje subjekti bez &ijeg je postojanja
suvremeni turizam nezamisliv. To su:'®

1. prijevoznici koji dislocirane turiste

prevoze do ponude i vraaju ih nazad

2. ugostitelji koji pruZaju usluge smjes-

taja i/ili prehrane turistima

3. turistitke agencije &ijim posredova-

njem ili u &ijoj organizaciji turisti ko-
riste usluge koje €ine sadrZaj turis-
tickog putovanja

4. prodavaonice u kojima turisti pribav-

ljaju potrepstine za putovanje i bora-
vak, ali 1 suvenire i druge uspomene
te poklone prijateljima, rodbini i sl.

Pirjevec, B., Kesar. O., op.cit., str. 115.
1% ibid, str. 127.

The basic general characteristics of
tourism supply are: dislocation of supply
from demand, heterogeneous nature of sup-
ply, non-elastic and static nature of supply,
as well as its seasonal character."

By comparing the characteristics of sup-
ply and demand, it is easy to recognize that
the characteristics of supply are in fact the
result of the characteristics of demand. In
relation to the supply characteristics men-
tioned earlier, it should be pointed out that
dislocation of supply and demand makes it
necessary to create a comprehensive tourism
offer at the destination where the tourist is
arriving. Economically, this creates specific
destination management issues, which have
been the subject of extensive research, par-
ticularly in the recent years.

The heterogeneous nature of the tourism
supply is also a logical consequence of the
heterogeneous tourism demand, since tourist
supply answers to the requirements and
needs of the demand. The more require-
ments of the demand, the larger the supply.
Therefore, there is practically nothing which
directly or indirectly could not or is not in-
cluded in the tourism supply. However,
there are entities without whose existence
modern tourism would be unconceivable.
Those are:'®

1. Transport providers who transport dis-

located tourists to the place of supply
and transport them back

2. Hotel and catering operators who pro-

vide the service of accommodation
and/or food to tourists

3. Travel agencies which are intermedi-

aries in the provision of services to
tourists or which organize such ser-
vices

4. Shops in which the tourists buy the

goods needed for the journey and stay,
as well as souvenirs and other memora-
bilia, gifts for friends and relations etc.
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Svaka od tih djelatnosti povezana je sa
specifi¢nim rizicima za korisnike usluga i
zahtijeva poduzimanje razli¢itih, specifi¢nih
mjera zaStite. No, kako putovanje ¢ine razli-
ite usluge izostanak odgovarajucih mjera
zaStite u bilo kojem segmentu turistitkog
putovanja moZe dovesti do povrede osobe
i/ili imovine putnika tijekom putovanja. To
znati da mjere zaStite moraju biti koordini-
rane i sinkronizirane ukoliko se Zelt postici
odgovarajuca razina zaStite potro3aca. Hete-
rogenost ponude tu koordinaciju i sinkroni-
zaciju ¢ini iznimno zahtjevnom zadadom i
iziskuje angaZiranost svih davatelja usluga u
turizmu. Posebnu ulogu u tom imaju turis-
ticke agencije koje posreduju izmedu turis-
ticke ponude i turistitke potraZnje (naroCito
organizatori putovanja koji od viSe usluga
stvaraju ,,novi proizvod“ — paket aranZman)
te destinacijske organizacije koje u promi-
canju turistitkog proizvoda destinacije ko-
ordiniraju aktivnosti davatelja usluga u des-
tinaciji.

6.2. Uloga posrednika u nudenju
usluga nositelja turisti¢ke
ponude

Navedene karakteristike turistitke po-
nude i turistitke potraZnje, posebno njihova
heterogenost i dislociranost jedne od druge,
upuéuju na nuZnost postojanja posrednika
izmedu njih. Prvi posrednici u plasmanu
usluga nositelja turisti€ke ponude bile su tu-
ristitke agencije, a i danas su one najzna-
¢ajniji posrednici tih usluga iako nositelji
turisti¢ke ponude svoje usluge nude i putem
rezervacijskih sustava i Interneta.

Iako su rezervacijski sustavi i internet
utjecali na nafin poslovanja turisti¢kih

agencija, oni ne umanjuju vaZnost turistic-
kih agencija u nudenju turisti€kih usluga.
Stovise, razvoj ra¢unalne tehnike omogucio
Jje turistickim agencijama pruZiti odnosno
posredovati sigurnu uslugu koja ¢ée opti-
malno zadovoljiti specifiéne potrebe i zah-
tjeve klijenta. One poznaju karakteristike i

Each of these activities is tied with spe-
cific risks to the service users and requires
that various specific protection measures be
taken. However, since a journey is made up
of various services, failure to take appropri-
ate protection measures in any segment of
the journey could lead to injury to person
and/or damage to property of the passenger
during the journey. This means that protec-
tive measures need to be coordinated and
synchronized in order to achieve an appro-
priate level of consumer protection. The
heterogeneous supply makes coordination
and synchronization extremely challenging
and requires an effort from all the service
providers in tourism. Tourist agencies,
which serve as an intermediary between
tourism supply and demand, play a special
role in this situation (especially tour opera-
tors who create a “new product” out of sev-
eral services), as do destination organiza-
tions who coordinate the activities of service
providers at a destination while promoting
the destination as a tourist product.

6.2. The role of the intermediaries in
promoting the tourism services

The abovementioned features of tourism
supply and demand, especially their dislo-
cation and heterogeneous nature, make the
existence of an intermediary a necessity.
The first intermediaries in the sales of tour-
ism services were travel agencies, which
remain the most significant intermediaries to
date, although the providers of tourist ser-
vices offer their services through booking
systems and the internet.

Although the booking systems and the
internet have affected the way travel agen-
cies operate today, they do not diminish
their value in offering tourism services. On
the contrary, the development of computer
technology has made it possible for travel
agencies to offer or to mediate a safe service
that will satisfy the specific needs and de-
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moguénosti davatelja usluga ukljuéenih u te
sustave i stanje na turistickom trZi§tu, pa
mogu, nakon $to im klijent izloZi svoje Ze-
lje, ciljano pribaviti usluge koje ée najbolje
zadovoljiti te zahtjeve. U odnosu na pojedi-
na¢ne davatelje usluga potroSati su ,,neuka
strana” i koliko god se poveéava razina nji-
hove obrazovanosti i informiranosti oni ne
mogu postati ravnopravan partner davate-
ljima usluga. Turisti¢ka agencija to moZe i
mora. Ona Kao posrednik usluge odgovara
korisniku usluge za izbor davatelja usluge
pri kojem mora postupati s pozorno$¢u dob-
rog stru¢njaka. Kada je organizator putova-
nja turistitka agencija, istom razinom po-
zornosti mora postupati ne samo u izboru
davatelja usluga ve¢ i u koordinaciji njiho-
vih aktivnosti i nadzoru izvr8enja svih ugo-
vorenih usluga. Dakle koriste¢i usluge
agencije, potrosa¢ sam sebe §titi od rizika
odabira nesavjesnog davatelja usluge.

S druge strane, u tercijarnim djelatnos-
tima iznimnu vaZnost ima neposredan oso-
bni kontakt i komunikacija izmedu (zapos-
lenika) davatelja usluga i korisnika usluga.
Zbog dislociranosti ponude od potraZnje,
korisnici usluga takav kontakt rijetko mogu
uspostaviti s davateljima usluga prije puto-
vanja i prilikom donoSenja odluke o kori§-
tenju usluge, pa su stoga skloni njihove us-
luge  koristiti  posredstvom  turistitke
agencije s kojom mogu ostvariti neposredan
osobni kontakt. U personaliziranom odnosu
potrogadi nisu samo slova na ekranu, mogu
postaviti vie pitanja nego putem Interneta,
dobiti podrobnije informacije, iskusno oso-
blje turisti¢ke agencije moZe ih bolje savje-
tovati na temelju procjene osobnosti klijenta
koju nije moguce stvoriti putem mehani¢kih
sredstava komunikacije itd. Ovakvim odno-
som turisti€ka agencija stvara kod klijenta
osjecaj zadovoljstva odmorom i putovanjem
ve¢ u trenutku njegova planiranja i pribav-
ljanja.

Iz navedenog je razvidno da, za razliku
od rezervacijskih sustava i interneta, ali i
posrednika u veéini drugih djelatnosti, fun-

mands of the client to an optimal extent.
They know the characteristics and capabili-
ties of the service providers included within
the system and the status of the tourism
market, so they can target the services that
will satisfy the wishes of the client in the
best possible manner. For some service pro-
viders, consumers are the “ignorant party”,
and they cannot become an equal partner to
service providers, in spite of their increasing
education and information level. A travel
agency can and must do that. An agency, as
a mediator, is held responsible to the service
user for the selection of the service provider,
and has to act with close attention and pro-
fessionalism. When a tourist agency organ-
izes a journey, the same level of attention
must be given both to the selection of ser-
vice providers as well as to the coordination
of their activities and the supervision of the
performance of contracted services. There-
fore by using the agency’s services, the con-
sumer protects himself from the risk of
selecting an unconscientious service pro-
vider.

On the other hand, in tertiary activities,
great importance is attributed to direct per-
sonal contact and communication between
the service provider’s employees and ser-
vice users. Due to the dislocated nature of
supply and demand, consumers can rarely
establish such a contact with providers prior
to the journey and when making the decision
on which services to use. They are therefore
inclined to use their services through a
travel agency, with which they can achieve
personal contact. In a personalized relation-
ship, consumers are not only letters on the
screen, they can ask more questions than via
the internet, get more detailed information,
the agency’s experienced staff can give them
better advice based on their assessment of
the client’s personality etc. This cannot be
done through impersonal means of commu-
nication. Through this kind of an approach,
the agency creates a feeling of satisfaction
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keije turistitke agencije nisu ogranidene
samo na nudenje usluga u turizmu. Specifi-
&nost turistikih agencija kao posrednika u
plasmanu usluga u turizmu jest upravo u
tome Sto na turistitkom trZiStu one imaju
Cetiri funkcije: posredni€ku, informativno-
savjcl:7todavnu, promotivnu i organizator-
sku.

Kao posrednici izmedu turisticke po-
nude i turistiCke potraZnje, turistitke agen-
cije duZne su §tititi i realizirati &esto dija-
metralno suprotne interese obiju strana pa ih
u tom smislu i koordiniraju.'8 Takoder, s ob-
zirom da su u neprestanom neposrednom
kontaktu s klijentima, turistitke agencije
vrlo brzo mogu uoéiti trendove u zahtjevima
potraZnje i o tome obavjeStavati davatelje
usluga kako bi svoje usluge prilagodili tim
trendovima. Davatelji usluga zahvaljujuéi
tome ostaju konkurentni ili poveéavaju
svoju konkurentnost na trZistu, a potroSadi
mogu u vecoj mjeri zadovoljiti svoje pot-
rebe.

Osim ve¢ istaknutih prednosti koju in-
formativno savjetodavna funkcija ima za
potroSace, potrebno je naglasiti da se ta fun-
kcija ne iscrpljuje samo na informacijama i
savjetovanju glede usluge koju posreduje.
Ova funkcija turisti¢kih agencija podrazu-
mijeva i davanje informacija i savjeta o dru-
gim uslugama i &injenicama potrebnim za
putovanje i boravak (npr. o prometu, potre-
bnim dokumentima, destinaciji i ponudi za-
bavnih, kulturnih, sportsko-rekreacijskih i
dr. sadrZaja u destinaciji i sl.). Specifi¢an ri-
zik koji za potroSage u turizmu porizlazi iz
ove funkcije turisti¢kih agencija jest to¢nost
i jasnoca informacija koje se pruZaju klijen-
tima.

with the holiday and the journey even at the
moment of its planning and acquisition.

This makes it clear that, unlike booking
systems and the internet or intermediaries in
other industries, the functions of a travel
agency are not limited solely to presenting
services in tourism. Travel agencies stand
out as intermediaries in the presentation of
services in tourism due to the fact that they
serve four functions in the tourism market;
intermediary, informative and advisory,
promotional and organizational."’

As intermediaries between tourism sup-
ply and demand, travel agencies are obliged
to protect and serve often opposed interests
of both sides, which they coordinate ac-
cordingly.'® Furthermore, in view of the fact
that they are in constant immediate contact
with clients, travel agencies can quickly spot
new trends in demand and inform service
providers so that they can adapt their
services accordingly. Thanks to that, service
providers remain competitive or increase
their competitiveness in the market, and the
needs of consumers are satisfied to a greater
extent.

Apart from the already mentioned ad-
vantages that the informative and advisory
function has for the consumers, it needs to
be stressed that this function is not limited to
information and advice related only to the
services that are being mediated. This func-
tion of travel agencies often entails giving
information and advice on other services

-and facts required for travelling and stay

(e.g. about traffic, required documents, the
destination and entertainment, cultural, sport
& recreation and other facilities at the desti-
nation, etc.). The specific risk to consumers
arising from this function of travel agencies
is connected with the clarity and accuracy of
the information given to clients.

7 Vukoni¢, B., Turistitke agencije, Mikrorad, Zagreb, 1998., str. 54 ~ 57.
" O funkcijama turoperatora u zagtiti potrodada i koordinaciji i realizaciji interesa davatelja i korisnika turisti¢kih

usluga vidjeti Cavlek, N., op.cit.. str. 97 - 111.
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U ostvarivanju promotivne funkcije turi-
stitka agencija osim komercijalne promo-
cije usluga koje nudi provodi i promociju
turizma kao pojave isti€uéi prednosti puto-
vanja za psihofizi¢ko stanje ¢ovjeka. Turo-
peratori pored toga provode i opCu promo-
ciju destinacija u kojima imaju vlastite ili
angaZirane kapacitete. Zabrana zavaravaju-
¢eg oglasavanja je opceprihvaéena mjera
zatite potro$ada u nacionalnim zakonodav-
stvima i pravu Europske unije, o kojoj turi-
sticke agencije posebno moraju voditi ra-
guna zbog karakteristika turistickog trZista
istaknutih u poglavlju 3. ovog rada.

Organizatorska funkcija je najsloZenija i
najodgovornija funkcija turisti¢kih agencija
(turoperatora) i medu najzahtjevnijima na
ukupnom trZiStu roba i usluga. Organizira-
njem putovanja turisticka agencija usluge
razli€itih, prostorno udaljenih davatelja us-
luga sinkronizira u vremenu i prostoru stva-
rajuéi novi proizvod koji plasira na turistic-
kom trzi$tu. Pri tom ona snosi rizik
izvrenja svih usluga koje Cine sadrZaj aran-
Ymana na nadin i pod uvjetima kako je in-
formirala klijenta, $toviSe, sukladno subjek-
tivnoj  predodZbi  koju je  svojim
informacijama stvorila u svijesti klijenta.
Zadovoljstvo klijenta teZe je posti€i nego u
pruZanju vedine ostalih usluga i zbog iz-
nimne vaZnosti odmora u Zivotu svakog
govjeka koja ga &ini osjetljivim na svaku, pa
i najmanju neugodnost pri koristenju paketa.
Daljnja specifi¢nost u organiziranju putova-
nja je u tome §to agencija zastitu svojih kli-
jenata zapotinje i prije sklapanja ugovora i
podetka putovanja, naro&ito kroz: izbor da-
vatelja usluga kod raspisanih aranZmana, in-
formiranje potencijalnih klijenata u promo-
tivnim materijalima te prije poletka
putovanja, zaStitom novca upla¢enog prije
podetka putovanja.

When performing its promotional func-
tion, apart from commercial promotion of
the services offered, the travel agency also
promotes tourism as a phenomenon, by
pointing out the advantages travelling has
for a person’s body and mind. Tour-opera-
tors also act as general destination promot-
ers for those destinations where they have
their own or hired capacities. The ban on
misleading advertising is a widespread
measure of consumer protection in national
legislations and the EU law. Due to the fea-
tures of the tourism market stated in the
third chapter, travel agencies have to be
particularly careful about that measure.

The organizational function is the most
complex and most responsible function of
travel agencies (tour-operators) and one of
the most demanding in the entire market of
goods and services. By organizing travels,
the travel agency synchronizes the services
of distant service providers in time and
space, thus creating a new product for the
tourist market. In doing that, the agency runs
the risk arising from the provision of all ser-
vices that form the arrangement in the man-
ner and under the terms the client has been
informed about, and furthermore, according
to the subjective image this information has
created in the client’s mind. Due to the ex-
treme importance that holidays have in peo-
ple’s lives, it is harder to achieve client
satisfaction than in most other services,
since this makes him sensitive to even the -
slightest discomfort during the use of the
package. Another special feature of orga-
nizing tourist travels is the fact that the
agency begins the protection of its clients
even before closing the deal and starting the
journey. That is done by selecting service
providers for the arrangements, informing
potential clients through promotional mate-
rials, and protecting the money paid prior to
the journey.
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6.3. Problemi direktnog i indirektnog
plasmana usluga u turizmu

Problemi plasmana usluga u turizmu ne-
posredno se nadovezuju na ulogu posred-
nika u tom plasmanu te karakteristike turis-
ticke ponude i turistitke potraZnje.
Specifi€nosti u vezi s time iznesene u pret-
hodnim poglavljima upu€uju na vaZnost
odluke davatelja usluga o tome na koji ¢e
nacin i kojim sredstvima plasirati svoju us-
lugu na trZiSte, tj. na vaZnost izbora kanala
distribucije. Pri izboru davatelji usluga mo-
raju voditi ra¢una i o svojim gospodarskim
interesima, ali 1 o interesima potrosaca. Ta-
koder moraju uzeti u obzir prednosti i nedo-
statke kako izravne tako i neizravne distri-
bucije.

VaZnost izbora kanala distribucije naj-
bolje se vidi na primjeru paket aranZmana
kao najsloZenije usluge u turizmu. Pri iz-
boru kanala distribucije turoperatori trebaju
uzeti u obzir razliCite faktore: kriterij podu-
zeda, trzisni kriterij, kriterij ponude, kriterij
potraznjc, kriterij prometa, kriterij konku-
rencijc i kriterij okoline.' Neizravna distri-
bucija najéeiée se ostvaruje putem turisti¢ke
agencije. Kao prednosti neizravne distribu-
cije u turoperatorskom poslovanju Cavlek®
istie da se one ogledaju ,,u &injenici da su
turistiCke agencije specijalizirana poduzeca
s raspoloZivim profesionalnim osobljem po-
sebno osposobljenim za obavljanje takve
specifiéne vrste posla, da su locirane na
mjestima potencijalne klijentele turopcra-
tora i da najbolje poznaju Zelje svojih klije-
nata §to sve znadajno utjefe na povecanje
prodaje paket-aranZmana turoperatora na tr-
ZiStu.”* Kao najveci nedostatak u ostvariva-
nju gospodarskih interesa turoperatora u
ovom nacinu distribucije autorica®® isti¢e &i-
njenicu da turisti¢ke agencije nude aran-
Zmane vedeg broja turoperatora (koji su

6.3. The problems of direct and
indirect sales of services in tourism

The problems of the sales of services in
tourism are directly connected to the role of
intermediary in the sale, as well as the charac-
teristics of tourism supply and demand. The
specific circumstances arising from these fac-
tor, stated in the previous chapters, point to-
wards the importance of deciding in which way
and by which means the service provider will
sell service on the market, that is, the im-
portance of the choice of the distribution chan-
nel. When making their selection, service pro-
viders have to keep in mind their business in-
terests, but also those of consumers. They also
have to take into account the advantages and
drawbacks of direct and indirect distribution.

The importance of the distribution chan-
nel can best be seen on the example of the
package arrangement as the most complex
service in tourism. When choosing the distri-
bution channel, the service providers need to
have in mind various factors: company crite-
rion, market criterion, demand criterion, sup-
ply criterion, competition criterion and envi-
ronment criterion.'” Indirect distribution is
most often achieved through a tourist agency.
When stating the advantages of indirect dis-
tribution for the tour-operator business, Cav-
1ek® points out that they are reflected “in the
fact that travel agencies are specialized com-
panies that have at their disposal professional
staff specially trained in performing this spe-
cific type of work, that they are located near
potential clients of the tour-operator, and that
they are most familiar with the needs of their
clients, all of which has a significant impact,
on the increase in the sales of tour-operators
inclusive travels.” As the greatest drawback
in achieving the economic interests of tour-
operators through this form of distribution,
the author' states the fact that travel agencies

" Prema Roth, P. u knjizi Mundt. J.W, Reiseveranstaltung, str.421., preuzeto od Cavlek, N., op.cit. str.87.
2 Cavlek, N., op.cit., str. 89.
* ibid., str.89-91.
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medusobno konkurenti), a kako ne snose ri-
zik prodaje aranZmana klijentima ¢e nuditi
one aranZmane za kojima je veca potraZnja,
ne vodeéi pri tom dovoljno brige o pojedi-
naénim gospodarskim interesima turopera-
tora ¢ije aranZmane nude. S aspekta zaStite
potro$ata ovo je za njih prednost, jer znadi
da ¢ée se takva turisti¢ka agencija u savjeto-
vanju 1 informiranju klijenta pri donoSenju
odluke o koristenju odredenog aranZmana
obratiti viSe pozornosti na potrebe i zahtjeve
klijenata. S druge stranc pri neizravnom pla-
smanu usluga mogu biti upitni kvaliteta i to-
¢nost informacija koje se daju potrosagima.
Stoga davatelji usluga posebnu paZnju mo-
raju posvetiti informiranju posrednika o
svojim uslugama, a kada god je to mogude
zaposlenicima posrednika omoguéiti osobno
koriStenje te usluge. Nije potrebno posebno
isticati da to povelava trokove nudenja
usluge.

Prednosti izravne distribucije paket
aranZmana za turoperatore su sljedeée: mo-
gucénost centralnog rukovodenja distribuci-
jom, jedinstvena poslovna politika i marke-
tinski  planovi, jedinstveni CRS-i s
direktnim ulazom u baze podataka, jatanje
poloZaja i utjecaja na trZiStu, moguénost br-
Zeg reagiranja na trZi§ne promjene, moguc-
nost diktiranja prioriteta u prodaji, moguc-
nost ostvarenja bolje popunjenosti zakup-
lienih  kapaciteta“” Nedostaci izravne
distribucije paket aranZmana ekonomski su
za turoperatore ipak vecéi od prednosti, po-
najprije zbog visokih troskova takve distri-
bucije.

Za davatelje pojedinagnih usluga gospo-
darske prednosti izravne distribucije zna-
¢ajne su osobito s obzirom da ju mogu
obavljati putem interneta i time, izmedu os-
talog, smanjiti troSkove ptasmana. Pribav-
ljanje usluga putem interneta je iznimno ri-
zi€no samo po sebi (davanje osobnih
podataka, podataka o bankovnim ratunima i

2 ibid., str. 91.
B ibid., str.92.

offer arrangements for a larger number of
tour-operators (who are in competition with
each other). Since they are at risk from failing
to sell an arrangement, they will offer to their
clients those inclusive travels which are in
higher demand, not caring enough for the in-
dividual economic interests of the tour-op-
erators whose arrangements they are pre-
senting. From the point of view of consumer
protection, this is an advantage, since it
means that such an agency will pay more at-
tention to the needs and demands of clients,
when advising and informing clients when
they are making a decision on which inclusive
travels to use. That is why service providers
must pay special attention to informing
intermediaries of their services, and whenever
possible enable the employees of the media-
tor to personally use their service. Naturally,
this increases the costs of presenting the ser-
vice.

The advantages of direct distribution of
package arrangements for tour-operators are
the following: the possibility to centralize
distribution, a single business policy and
marketing plans, unified CRSs with direct
entry to databases, strengthening of the posi-
tion and influence in the market, the ability to
react faster to market changes, the ability to
define sales priorities, the ability to achieve
better booking of the capacities on disposal.”
The economic drawbacks of direct sale of
package arrangements to the tour-operators
still outweigh the advantages, primarily due
to high costs of such distribution.”

For providers of individual services, the
advantages of direct distribution are signifi-
cant, especially since they can be done over
the internet, and thus, among other things, re-
duce the cost of sales. Acquiring ‘services
over the internet is highly hazardous in itself
(giving personal data, bank account data and
other data that can be abused). Although a
more computer-literate part of the demand has

116
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dr. koji se mogu zlorabiti). Uz to, iako se
jedan dio informati€ki obrazovanije potraz-
nje priklonio tom nacinu pribavljanja Zelje-
nih usluga, jer omoguéava sastavljanje ,,vla-
stitog aranZmana®, rizici kojima se takvim
pribavljanjem usluga putovanja potro$adi
izlaZu daleko su veéi nego kad te usluge
pribavljaju posredstvom agencije. Tako
ECTAA i ABTA™ posebno upozoravaju na
razlike u razini zaStite, osobito kod paket
aranZmana, S obzirom na obveznu zaStitu
upladenog novca u slu¢aju bankrota prije ili
tijekom putovanja, te na obveze glede osi-
guranja korisnika usluga, koje poskupljuju
usluge turisti¢kih agencija, ali poveéavaju
razinu zaStite potro$ata. Takoder, za potro-
§ale takva distribucija redovito zna&i i ma-
nju moguénost izbora kvalitetnog davatelja
usluga, jer je s jedne strane ogranien njemu
dostupnim ponudama i/ili vlastitim znanjem
i moguénostima pretraZivanja na Internetu,
a s druge strane sam nema ni pribliznu ra-
zinu znanja o kvaliteti usluga kakvu ima
osoblje turistitke agencije. Zbog tih ograni-
¢enja u izboru davatelja vrlo lako moZe
krivo procijeniti kvalitetu usluga koje on
nudi.

6.4. Destinacija kao determinanta
integriranog turisti¢kog
proizvoda

Neovisno o prostornom obuhvatu koji u
konkretnom putovanju predstavlja destina-
ciju (turistiCko mjesto, regija, drzava), turist
uvijek boravi, kreée se i zadovoljava svoje
turistitke potrebe u destinaciji. Iz ukupnosti
razli¢itih usluga koje se nude u destinaciji
on odabire usluge koje ¢e koristiti i time
stvara svoj vlastiti integrirani turisti¢ki proi-
zvod. Pri tom on je u izboru ograniéen razi-
nom diversificiranosti ponude, a njegovo
zadovoljstvo ovisit ¢e i o kvaliteti svakog

embraced this way of acquiring desired ser-
vices, because it enables you to put together
“your own arrangement”, the risks consumers
are exposed to through those distribution
channels are far greater than when travel ser-
vices are acquired through an agency. That is
why ECTAA and ABTA* warn about the
differences in the level of protection, espe-
cially when it comes to travel arrangements,
concerning the mandatory protection of
money paid in case of bankruptcy prior or
during travelling. This also relates to the obli-
gation of ensuring the service user. While
both of these make the services of travel
agencies more expensive, they increase the
level of consumer protection. This sort of
distribution also limits the choice of quality
service providers for the consumer, since he
is limited by the supply available to him
and/or his own knowledge and ability to
search the internet. On the other hand, he is
also limited by the fact he does not even
come close to the level of knowledge about
the quality of services that the staff of the
travel agency has. Because of those limita-
tions in the selection of the provider, he can
easily misjudge the quality of the services
offered.

6.4. The destination as the determinant
of an integrated tourism product

Regardless of the area that represents a
destination on a particular journey (tourist
place, region, state), the tourist always stays,
moves and satisfies his tourist needs in a
destination. From the totality of all the ser-
vices offered in a destination, he chooses the
ones he will use and in that way creates his
own integrated tourism product. When
making that choice, he is limited by the level
of offer diversification, and his satisfaction
will depend on the quality of each particular

¥ ECTAA Preliminary views of ECTA and GEBTA on the review of the community acquis on consumer protec-
. tion and in particular of Directive 90/314 on Package Travel, str. 2 — 3; ABTA, Travel Statistics & Trends 2005,

str. 3 -4,
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pojedinog elementa ponude. Na taj nalin
ponuda destinacije determinira turisti¢ki
proizvod pa jo§ od samih podetaka razvoja
turizma razli¢ite organizacije provode koor-
dinaciju aktivnosti davatelja usluga, unapre-
denja uvjeta boravka u destinaciji i drugih
aktivnosti nuZnih za stvaranje cjelovitog tu-
ristitkog proizvoda destinacije kao nuZnog
preduvjeta razvoja turizma u destinaciji.
Zbog sve veée diversificiranosti turistitke
ponude destinacije, od 90-ih godina proslog
stoljeca izrazita se pozornost pridaje i sura-
dnji izmedu razli¢itih nositelja turistiCke
ponude njihovim umreZavanjem.”> Uz us-
luge koje im pruZaju gospodarski subjekti,
turisti koriste i druge pogodnosti u destina-
ciji namijenjene i domicilnom stanovniStvu i
turistima. To su, primjerice, usluge zdrav-
stvene sluZzbe, komunalna i prometna infra-
struktura, zaStita sigurnosti od kriminalaca,
terorista, pozara itd. I ove usluge &ine dio
integriranog turisti¢kog proizvoda destina-
cije. Ove pogodnosti osiguravaju tijela
vlasti ili javne sluZbe, pa se danas suradnja
privatnog i javnog sektora smatra preduv-
jetom u stvaraju turisti¢ke ponude u desti-
naciji.”® Za zagtitu turista jednako su vaZni i
naéin i uvjeti pod kojima im usluge pruZzaju
davatelji usluga te sigurnost boravka u des-
tinaciji koju osiguravaju tijela vlasti. Tije-
kom boravka u destinaciji turisti se svakod-
nevno susreéu s domicilnim stanovniStvom
Sto takoder ostavlja odredeni dojam i dopri-
nosi osjeéaju (ne)zadovoljstva ukupnim bo-
ravkom u destinaciji.

Kompleksnost i isprepletenost odnosa te
brojnost subjekata o ¢&ijim aktivnostima
ovisi turisti¢ki proizvod destinacije, u suv-
remenom turizmu rezultirali su razvojem
nove discipline upravljanja destinacijom i
davanju poveéane pozornosti destinacijskim
management organizacijama. U masi poje-

element of the supply. In that way the sup-
ply of the destination determines the tourism
product. That is the reason why, since the
early days of tourism, various organizations
have been coordinating the activities of ser-
vice providers, improving the conditions of
stay at destinations and performing other
activities necessary for the creation of a uni-
fied tourism destination product as a neces-
sary prerequisite of destination tourism. Due
to ever increasing diversification of the
tourism destination supply, since the 1990s
special attention has been given to coopera-
tion between various exponents of tourism
supply through their networking.25 Apart
from services provided by business entities,
tourists also use other facilities at the desti-
nation, intended both for the local popula-
tion and tourists. These include services
such as health services, municipal and traffic
infrastructure, protection from crime, ter-
rorists, fire etc. Those services also form a
part of the integrated tourism destination
product, and are provided by the govern-
ment or public services. That is the reason
why the cooperation of public and private
sectors is considered to be a prerequisite of
tourism supply at a destination.”® Equally
important for the protection of tourists are
the method and conditions under which the
services are given by providers and the
safety of tourists during they stay at a des-
tination, which is ensured by the govern-
ment. During their stay at a destination,
tourists meet the local population, which
also leaves a certain impression and con-
tributes to the feeling of (dis)satisfaction
with the overall stay at the destination.

The intertwined and complex relations
and the number of entities upon whose ac-
tivities the destination tourism product

2 Morrison A., Lynch, P. i Johns, N.: International tourism networks, International Journal of Contemporary

Hospitality Management, Vol. 16, No 3, 2004, str. 197.

26 O odnosu javnog i privatnog sektora detaljnije vidjeti u: WTO Special Report: Towards new forms of public —
private sector partnership, Madrid, 1997; Pe3uti¢, A., Uloga turisti¢kih zajednica u turisti¢koj politici Hrvatske,

magistarski rad, Zagreb, 2000., str. 15 - 24,
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dina¢nih (postojecih i potencijalnih) eleme-
nata ponude treba izabrati one koji ¢e €initi
bazu turistickog proizvoda destinacije, vo-
deéi pri tom raduna o subjektivnosti iskus-
tva svakog turista kao i o tome da taj proiz-
vod istovremeno koriste razli¢iti segmenti
potrofata.?’ Turisti sve lakie mijenjaju
destinacije i sve je teZe stvoriti ponudu raz-
li¢itu od drugih,28 Pike, izmedu ostalih
razloga zbog kojih je branding destinacije
kompleksniji ncgo branding drugih dobara i
usluga isti¢e multidimenzionalnost destina-
cije koja je daleko veca nego kod ostalih
dobara i usluga te heterogenost trZiSnih inte-
resa razliéitih davatelja usluga u destinaciji.
Potonje predstavlja poseban problem, jer
pojedinaéni gospodarski interesi davatelja
usluga mogu biti divergentni, a nerijetko su
davatelji usluga medusobno konkurentni pa
je tesko postiéi njihovu suradnju u stvaranju
zajedni¢kog proizvoda destinacije. Potrebna
je velika umje$nost u takvim uvjetima krei-
rati i odrzati jedinstven turisti¢ki proizvod
destinacije u kojem su turisti cfikasno zasti-
¢eni u svim elementima ponude.

7. ZAKLJUCAK

Zastita korisnika usluga u turizmu, kao
dio zaStitc potroSada ima svoje specifi¢nosti
koje proizlaze iz specifiénih karakteristika
turizma koje turista kao povremenog, nepro-
fesionalnog putnika stavljaju u neravnopra-
van poloZaj u odnosu na profesionalne da-
vatelje usluge.

Osnovne znafajke turizma kao feno-
mena — masovnost, dinami¢nost, diversifici-
ranost ponude, dominantan poloZaj vode¢ih
grupacija na turisti¢kom trZitu i medunaro-
dni karakter velikog dijela turistickih puto-
vanja, stvaraju Citav niz specifiénih rizika
kojima su turisti izloZeni. Poseban rizik u

depends have resulted in the creation of a
new discipline in modern tourism, destina-
tion management, and in increased attention
to organizations involved in destination
management. Out of many (existing and
potential) elements of supply, those that will
make the basis of a destination tourism
product need to be chosen, having in mind
the personal nature of tourist experience,
and that different consumer segments use
the product at the same time.”” Tourists eas-
ily change destinations and it is increasingly
difficult to create a supply different from
others.”® Pike® points out, among other rea-
sons why destination branding is more com-
plex than branding of other goods and
services, the multidimensional nature of the
destination, which is far greater than with
other goods and services, and the heteroge-
neous market interests of various service
providers of a certain destination. The latter
presents a special problem, because the in-
dividual economic interests of service pro-
viders can be divergent, and the service
providers are often in competition, which
makes it difficult for them to cooperate on
creating a common destination product. It
takes great skill to create and maintain a uni-
fied destination tourism product in which

. tourists will be efficiently protected in all

the supply elements.

7. CONCLUSION

The protection of consumers in tourism,
as a part of consumer protection, has its
specific features, related to specific charac-
teristics of tourism, which put the tourist, as
an intermittent, non-professional traveller, at
a disadvantage in relation to professional
service providers.

¥ Hankinson, G.: Destionation brand images: a business tourism perspective, Journal of Services Marketing, 19/1

2005, str. 25.

* Pike, S. Tourism destination branding complexity, Journal of Product &Grand Management 14/4, 2005, str. 258.

¥ ibid, str. 258 — 259.
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zastiti turista predstavljaju i specifi¢ne ka-
rakteristike usluga koje se nudc na turisti¢-
kom trzistu, znadenje koje godiSnji odmor
ima u Zivotu svakog fovjeka te prostorna
udaljenost izmedu ponude i potranje. Ta-
koder, zbog kompleksnosti i polivalentnosti
turizma gotovo da i nema ¢imbenika koji ne
moZe djelovati na turistitko trZiSte, Sto
predstavlja poseban problem kada treba ko-
ordinirati mjere i aktivnosti usmjerene na
zastitu turista.

Specifitne karakteristike turisti¢ke pot-
raznje koje povecavaju rizike za potrosage u
turizmu su: dislociranost turistitke potraZnje
od turistitke ponude, heterogenost potraZnje
i elasti¢nost potraznje. Na strani turistitke
ponude to su: dislociranost ponude od pot-
raZnje, heterogenost ponude, naglasena pot-
reba za posredovanjem na turisti¢kom trZi-
Stu i wuz to povezane  specifitne
karakteristike i funkcije turisti¢kih agencija
i turoperatora na tom trZi§tu te uloga desti-
nacije kao determinante integriranog turis-
titkog proizvoda.

S obzirom da je nezadovoljstvo turista
zbog nedostatne zaStite u koriStenju samo
jedne od brojnih usluga koje koristi tijekom
jednog turisti¢kog putovanja moZe prouzro-
¢iti nezadovoljstvo Citavim tim putovanjem,
nuZno je osigurati djelotvornu zastitu pri ko-
riStenju svake pojedine usluge i svih usluga
zajedno. Zeli li se postici takva zaStita pot-
roSada u turizmu, pri planiranju i provedbi
mjera zaStite nuZno je voditi ratuna o svim
istaknutim specifi¢nostima i rizicima koje iz
njih proizlaze.

The basic features of tourism as a phe-
nomenon - its mass and dynamic nature, di-
versification of supply, the dominant role of
leading groups in the tourism market and the
mostly international character of tourist
travels, create a number of specific risks that
tourists are exposed to. The specific features
of the services provided in the tourism mar-
ket, the importance of vacation in people’s
lives and the spatial distance between supply
and demand also present a special risk in
tourist protection. Due to the complex and
polyvalent nature of tourism, practically
every factor can influence the tourism mar-
ket, which poses a special problem when
measures and activities aimed at tourist
protection need to be coordinated.

The specific characteristics of tourism
demand that increase the risks for consum-
ers in tourism are: the dislocation of tourist
demand from the supply, its heterogeneous
nature and its elasticity. For the tourism
supply they are: the dislocation of tourism
supply from the demand, its heterogeneous
nature, a noticeable need for mediation in
the tourism market, and related special char-
acteristics and functions of travel agencies
and tour-operators in the market, as well as
the role of a destination as a determining
factor for an integrated tourism product.

Considering the fact that a tourist’s dis-
satisfaction with only one service out of the
numerous services used during a journey
can lead to dissatisfaction with the whole
journey, it is necessary to ensure efficient
protection during the use of each particular
service and all the services combined. If that
kind of consumer protection in tourism is to
be achieved, it is necessary to bear in mind
all the distinct features and risks related to
them when planning and implementing pro-
tection measures.
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