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SAZETAK: U ovom se radu pokusava postaviti metodoloski okvir za analizu odnosa uvozno-izvo-
znih cijena u odabranim turistickim destinacijama na Sredozemlju. Zbog nedostatka pouzdanih podata-
ka za dulje vremenske serije, ova je analiza (bazirana na indirektno izvedenim varijablama) ograni¢ena
na razdoblje od 2000. do 2010. godine. Klasi¢na ekonomska teorija pretpostavlja da, u uvjetima slobod-
ne trgovine, svi sudionici imaju ekonomsku korist. Medutim, istrazivanja u suvremenoj ekonomici su
pokazala kako je ta pretpostavka samo djelomi¢no to¢na. Autor u ovom radu pokuSava ispitati vrijedi li
ta teorija i za turizam te kako sektorska potraznja reagira na promjene cijena i dohotka.
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SUMMARY: This paper tries to establish a methodological framework for the analysis of ex-
port-import price relationship in selected tourist destinations in the Mediterranean. Due to the lack
of reliable price data for a longer time series, the following analysis (based on indirectly derived
variables) is restricted to the period 2000-2010. Classical economic theory suggests that under free
trade conditions all participants are benefited by economic gains. However, further research in mod-
ern economics has proved that this hypothesis is only partially true. In this paper, the author tries to
examine if the theory proves true in case of tourism and how the sectoral demand responds to changes
in price and income.
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1. UVOD

Turizam je danas, u ve€ini gospodarstava,
klju¢na aktivnost koja doprinosi blagostanju
zemlje. To je brzo rastuca aktivnost i njezin
se udio u gospodarskom rastu stalno pove-
¢ava, kako u apsolutnim tako i u relativnim
iznosima. On je radno intenzivna aktivnost
koja, zahvaljuju¢i svom u¢inku na drustvo i
gospodarstvo, privla¢i pozornost istrazivaca.
Dugorotne prognoze i procjene razvoja tu-
rizma, prema UNWTO-u (2008), kaZu da ¢e
turisticki dolasci u cijelom svijetu do 2020.
godine doseci brojku od gotovo 1,6 milijardi,
od ¢ega se otekuje da e oko 717 milijuna
ljudi posjetiti Europu, a vjerojatno ¢e velik
dio njih privu¢i mediteranske zemlje. Takva
optimisti¢na prognoza navodi na preispitiva-
nje trendova u proteklih 10-15 godina u smi-
slu ekonomske koristi od turizma te utjecaja
cjenovne i dohodovne elasti¢nosti na turistic-
ku potraznju. Upravo iz te perspektive istra-
zit ¢e se odnosi tijekom proteklog desetljeca
u 12 mediteranskih zemalja, odnosno u Al-
baniji, Hrvatskoj, Cipru, Francuskoj, Grckoj,
Italiji, Malti, Maroku, Sloveniji, Portugalu,
Spanjolskoj i Tunisu.

2. TEORIJSKA RAZMATRANJA

David Ricardo' (1817) je bio prvi ekono-
mist koji je u teoriju medunarodne razmjene
uveo pojam komparativne prednosti’. J.S.

' D. Ricardo (1817), u svojoj knjizi On the Principles of
Political Economy and Taxation, dokazuje kako sve
zemlje mogu imati koristi od slobodne razmjene, cak
i ako je zemlja manje ucinkovita u proizvodnji svih
vrsta roba i usluga od svog trgovinskog partnera.

Osnovni argument u korist slobodne trgovine iz-
medu zemalja i specijalizacije medu pojedincima.
Ricardo je dokazivao da postoji zajednicka korist
od razmjene ¢ak i onda kad je jedna strana (tj. ze-
mlja bogata resursima, visoko kvalificirani radnici)
produktivnija na svakom podrucju od druge strane
u razmjeni (tj. resursima siromasnija zemlja, nekva-
lificirani radnici), dokle god se svaka koncentrira na

1. INTRODUCTION

Tourism is a key contributing activity in
most economies today. It is a fast growing
activity and its share in economic growth
of countries is increasing both in absolute
and relative numbers. It is a labour-inten-
sive activity and given its social and eco-
nomic impact, it is attracting attention of
researchers. Long term forecast and as-
sessment of the development of tourism as
foreseen by the UNWTO (2008), world-
wide tourist arrivals are forecasted to reach
nearly 1.6 billion annually by 2020, out of
which some 717 million people are expect-
ed to arrive in Europe, and presumably a
large number will be attracted to the Med-
iterranean countries. Such an optimistic
forecast tempts us to review the trends of
the last 10-15 years in terms of economic
gains from tourism and its price and de-
mand elasticities. It is in this perspective
that these relationships will be examined in
12 countries of the Mediterranean. These
are Albania, Croatia, Cyprus, France,
Greece, Italy, Malta, Morocco, Slovenia,
Portugal, Spain and Tunisia.

2. SOME THEORETICAL
CONSIDERATIONS

David Ricardo' (1817) was first econ-
omist to introduce the idea of comparative
advantage’ in theory of international trade.

' D. Ricardo (1817), in his On the Principles of Polit-
ical Economy and Taxation, argued that all nations
can benefit from free trade, even if a country is less
efficient at producing all kind of goods and services
than its trading partner.

A fundamental argument in favour of free trade
among countries and of specialisation among indi-
viduals. Ricardo argued that there is mutual benefit
from trade (or exchange) even if one party (e.g. re-
source-rich country, highly skilled artisan) is more
productive in every possible area than its trading
counterpart (e.g. resource-poor country, unskilled



Niko Koncul: Metodoloski pristup analizi relativnih cijena u turizmu

127

Mill (1844) je tu ideju prosirio uvodeci po-
jam relativnih cijena u medunarodnu razmje-
nu roba i usluga. U suvremenoj ekonomici tu
su originalnu zamisao razradili H. W. Sin-
ger (1950) i Raul Prebisch (1959) te je ona
poznata kao Singer-Prebischeva hipoteza?®,
koja objasnjava utjecaj relativnih cijena (UN,
1949) koje Cesto zovemo uvjetima razmjene®.
Ta hipoteza takoder pretpostavlja kako po-
voljni uvjeti razmjene, nakon duljeg vreme-
na, imaju tendenciju pogorSanja.

Pitanje efekata izvozno/uvoznih uvjeta
razmjene nije se detaljno proucavalo niti u li-
teraturi o teoriji medunarodne razmjene niti
u literaturi o turizmu. Tek se nedavno u ¢lan-
ku Chi-Chur Chao et al. (2012) djelomic¢no
dotiCe ta tema. Autori su osmislili dinamicki
model jednog otvorenog monetarnog gospo-
darstva te su ispitivali kako na cijene roba 1
na rezerve strane valute djeluju predvideni
Sokovi vezani uz turizam. Strani turisti u tu-
ristickim destinacijama uglavnom trose tzv.
,hon-traded” robe, pretvarajuéi ih u robu za
izvoz. To utjeCe na uvjete razmjene u turiz-
mu 1 na akumulaciju strane valute.

Teoretski se pojam relativnih cijena moZze
najbolje objasniti jednadzbom potraZnje koja
glasi:

Q = f(P).

U jednadZzbi Q oznacava broj jedinica po-
trazivane robe ili usluge; P je relativna cije-
na robe ili usluge. Promjena relativne cijene
uzrokuje promjenu potraznje. Na primjer,
ako sve cijene porastu za 10%, nec¢e do¢i do
povecanja nijedne relativne cijene. Jednako
tako, ako nominalni dohodak i bogatstvo po-
troSaca takoder porastu za 10%, a realni do-

djelatnosti u kojima ima relativnu prednost u pro-
duktivnosti.

Ona pretpostavlja da se uvjeti razmjene primarnih i
proizvedenih roba vremenom pogorSavaju.

Uvjeti razmjene su omjer (cijena robe za izvoz)/(cije-
na robe iz uvoza). Pobolj$anja uvjeta razmjene neke
zemlje (veca vrijednost razlomka) je dobra za tu ze-
mlju jer znaci da ona moze vise uvoziti u odnosu na
iZvoz.

This idea was further extended by J. S. Mill
(1844) using the concept of relative prices
in international exchange of goods and ser-
vices. In modern economics, this idea was
elaborated by HW. Singer (1950) and Raul
Prebisch (1959), known as the Singer-Pre-
bisch Hypothesis®, explaining the impact of
relative prices (UN, 1949) — often called the
terms of trade®. This hypothesis states that
over a long period of time the favourable
terms of trade tend to deteriorate.

As in literature on the theory of internation-
al trade, in tourism literature the issue of ex-
port/import terms of trade effect has not been
widely studied. Only recently the article by
Chi-Chur Chao et al. (2012) contributed on the
subject. By designing a dynamic model of an
open monetary economy authors examine the
effects of tourism-related anticipated shocks
on goods prices and foreign exchange reserves.
Foreign tourists consume mainly non-traded
goods in holiday destinations, converting them
into exportable goods. This gives rise to a tour-
ism terms of trade effect that affects the accu-
mulation of foreign exchange.

Theoretically, the concept of relative
prices can be best explained by a demand
equation that we can write as

Q=f(P)

in which Q is the number of units of goods/
services demanded; P is the relative price
of the goods/services. It is the change in a
relative price that prompts a change in de-
mand. For example, if all prices rise by 10%
and there is no change in relative prices; and
if consumers’ nominal income and wealth

labourer), as long as each concentrates on the activi-
ties where it has a relative productivity advantage.
It postulates that terms of trade between primary
and manufactured goods, deteriorate over time.
Terms of trade is the ratio between (price of export-
able goods) and (price of importable goods). An im-
provement in a nation’s terms of trade (the increase
of the ratio) is good for that country in the sense that
it can buy more imports for any given level of ex-
ports.
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hodak i realno bogatstvo ostanu nepromije-
njeni, onda Ce i potraznja za svakom robom i
uslugom ostati netaknutom. No, ako se cijena
neke odredene robe poveca za, recimo 2%, a
cijene drugih roba i usluga padnu dovoljno
da se ukupna razina cijena ne promijeni, tada
¢e povecCanje relativne cijene te robe imati
za posljedicu smanjenje potraznje za njom.
Medutim, inflacija Cesto oteZava trenutatno
razlikovanje povecanja cijena do kojih je
doslo zbog same inflacije i povecanja cijena
uzrokovanih promjenama relativnih cijena/
usluga. Nadalje, Cista teorija medunarodne
razmjene uci nas da je razlika u relativnim
cijenama izmedu dvije zemlje odraz njihovih
komparativnih prednosti, a to €ini temelj za
obostrano korisnu razmjenu. Zemlja s nizim
relativnim cijenama primarnih roba/usluga,
u odnosu na neku drugu zemlju® ima kompa-
rativnu prednost u odnosu na te robe/usluge,
a komparativno je u nepovoljnijem polozaju
§to se tice drugih roba/usluga. Zbog toga
bi se svaka zemlja trebala specijalizirati za
djelatnosti u kojima ima komparativnu pred-
nost. Medutim, trebamo napomenuti kako
specijalizacija dovodi do povecanja oportu-
nitetnih troSkova. Naravno, specijalizacija se
nastavlja sve dok se relativne cijene primar-
nih roba/usluga u te dvije zemlje ne izjedna-
Ce na razini na kojoj je razmjena u ravnotezi.
Na taj nacin trguju¢i medusobno obje zemlje
na kraju troSe viSe no $to bi trosile da raz-
mjene nema.

U biti, odnos potraZznje, ponude i cijene,
tj. teorija cijena, za ekonomiste predstavlja
gotovo ,,sveti“ predmet interesa. Ta je tema-
tika stolje¢ima dominirala u ekonomskoj te-
oriji i primijenjenoj ekonomici. Elementarna
teorija cijena nastala je na klasi¢nim teme-
ljima. Pocela je s pretpostavkom savrSeno
konkurentnog trziSta na kojem slobodna igra

goes up by 10%, leaving real income and
real wealth unchanged, the demand for each
good or service will be unaffected. But if
the price of a particular good/service goes
up by, say, 2% while the prices of the other
goods and services go down enough that the
overall price level is unchanged, then the rel-
ative price of the particular good/service has
increased, the demand for it will go down.
However, often inflation makes it difficult to
immediately distinguish between a price in-
crease caused by inflation and an increase in
price due to relative price changes in goods/
services. Further, the pure theory of inter-
national trade teaches us that a difference in
relative prices between two nations is a re-
flection of their comparative advantage and
this forms the basis for a mutually beneficial
trade. A country with the relative lower pric-
es for a commodity/service has a compara-
tive advantage in that commodity and a com-
parative disadvantage in the other commodity/
service, with respect to other country®. Each
country should thus specialize. However, as
each country specializes it incurs increasing
opportunity costs. Specialization will contin-
ue until relative commaodity/service prices in
two nations become equal at the level at which
trade is in equilibrium. By then trading with
each other, both nations end up consuming
more than in the relative absence of trade.

Basically the demand, supply and price
relationship, i.e. the price theory, is an icon-
ic subject of interest for the economists. For
centuries, the subject has dominated the eco-
nomic theory as well as the applied econom-
ics. Elementary price theory was developed
on the classical foundations. It starts with the
presumption of a perfectly competitive market
in which the free play of demand and supply
determines the equilibrium price of a com-

> Problem, s kojim su se bavili H. W. Singer i R. Pre-
bisch, je u literaturi poznat kao Singer-Prebischeva
hipoteza. U suStini, ta je teza nastavak Ricardo-
ve teorije 0 medunarodnoj razmjeni. Detaljnije o
tome vidi R. Prebisch (1959) i H. W. Singer (1950 i
1984).

> In literature, the problem has been dealt at length
by R. Prebisch and H. W. Singer and is known as
Prebisch-Singer hypothesis. In fact the thesis is an
extension of Ricardian theory of international trade.
For details see R. Prebisch (1959) and H. W. Singer
(1950; 1984).
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ponude i potraznje odreduje ravnoteznu cije-
nu roba i usluga pa, u skladu s tim, promjena
njihove cijene utjece na veli¢inu njihove po-
traznje i ponude. Medutim, u praksi je trzi-
Ste nesavrSeno, a potraznja i ponuda variraju
uslijed Citavog niza razloga (Koncul, 2009;
2010).

Pet je glavnih varijabli koje utjecu na ko-
licinu svake robe koja se potrazuje na trzi-
Stu. To su: cijena robe (p,), cijene svih drugih
roba (p, — ) dohodak i bogatstvo kucanstva
(Y), razni drustveni Cimbenici (s) i sklonosti
i navike potro$aca (H). Ovi faktori odreduju
oblik funkcije (D) pa jednadZzbu potraznje
moZzemo pisati kao:

qnd = D[pn’ (p] LEEX) pn - ]’)Ys S9H]

Odnos izmedu koli¢ine svake robe koja
se potraZzuje i njene cijene temelji se na
osnovnoj hipotezi koja polazi od pretpo-
stavke, Sto je niza cijena robe, to je veca po-
traznja za njom. Taj odnos odreduje pravilo
padajuceg nagiba krivulje potraZnje. Kolici-
na robe koju tvrtke mogu i Zele ponuditi na
prodaju predstavlja njihovu ponude. Cetiri
su glavne varijable koje odreduju koli¢inu
ponude: cijena robe (p,), cijene svih faktora
proizvodnje (F ,....,F ); te motiv proizvodaca
(M) i stanje tehnologije (T) koji odreduju
oblik funkcije (S). JednadZzba ponude moze
se pisati kao:

q,=SIp,. (F, ....F,), M, T]

Odnos ponude i cijene slijedi osnovnu
hipotezu da Ce tvrtka proizvesti i ponuditi
trzi$tu samo one koli¢ine koje su pozitivno
vezane uz cijenu te iste robe, pa rastu kad ci-
jena raste i padaju kad cijena pada. Ta hipo-
teza odreduje oblik krivulje ponude koja ide
slijeva nadesno prema gore.

U stvarnom, svakodnevnom Zivotu mno-
gi se ekonomski faktori mijenjaju pa to ote-
Zava razumijevanje utjecaja svake pojedinac-
ne varijable ponude i potraZznje. Zbog toga
ekonomska teorija, kad obraduje potraznju
i ponudu, obi¢no primijenjuje pretpostavku
ceteris paribus.

modity or service and in turn the changes in
price affects the size of demand for and sup-
ply of it. In practice, however, the markets are
imperfect so demand and supply are subjects
to variety of reasons (Koncul, 2009; 2010).

Five main variables influence the quan-
tity of each commodity that is demanded in
the market. These are: the price of the com-
modity (p, ), the price of all other commodi-
ties (p,—), household income and wealth (Y),
various sociological factors (s), and the tastes
and habits of the consumers (H). These fac-
tors determine the form of the function (D)
that could be summarized as:

q“d = D[pn7 (pl LERE) p“ - I)Ya S, H]

The relationship between quantity de-
manded of each commodity and its price can
be stated through a basic hypothesis which
says that when the price of a commodity is
lower, the quantity demanded is larger. This
relationship determines the rule of down-
ward sloping demand curves. The amount of
a commodity that firms are able and willing
to offer for sale represents supply. Four ma-
jor determinants of the quantity supplied are:
the price of commodity (p,); the price of all
factors of production (F,...,F ); the motive of
the producing firm (M) and the state of tech-
nology (T) determine the form of function (S).
The supply function can be written as

q,°=SIp,, (F]‘ . F ), M, T].

The relationship between the quantity sup-
plied and price follows the basic hypothesis
that firms will produce and offer for sale only
those quantities that are positively related to
the commodity’s own price, rising when the
price rises and falling when the price falls.
This hypothesis determines the shape of the
supply curve rising from left to right upward.

In real life many economic factors do
change, which makes it difficult to understand
the separate influence of each single variable
of demand and supply. Therefore, the eco-
nomic theory in its treatment of demand and
supply, usually, adopts the ceteris paribus as-
sumption.
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Kako je turizam specifi¢an sektor za pro-
izvodnju-usluge i trgovinu, on ima i svoje
specificne karakteristike potraZnje. Potra-
Znju u turizmu odreduju:

i) drustveno-ekonomski i demografski fak-
tori, kao $to su stanovnistvo, dohodak u
zemlji porijekla, slobodno vrijeme, obra-
zovanje, zanimanje itd.

ii) kvalitativni faktori poput privlacnosti za
turiste, imidz, kvaliteta turisticke usluge,
marketing i promocija destinacije, kultu-
ralne veze itd.

iii) cjenovni faktori (tj troSkovi za goste)
ukljuCuju cijene prijevoznih usluga do
i od destinacije, cijene smjeStaja, izleta,
hrane, pi¢a, zabavnih programa itd.

Formiranje cijena u turizmu ima speci-
ficne znacajke. Iako svaka roba na trzistu de-
stinacije ima svoju cijenu, turizam je odli¢an
primjer grupnog odredivanja cijene — (bund-
le pricing), tj. zajedniCke cijene za niz proi-
zvoda, usluga i drugih spomenutih varijabli.
Dokazano je da su medunarodni turisti osjet-
ljivi na cijene (Crouch, 1994). Stoga je vazno
voditi racuna o cjenovnoj konkurentnosti tu-
rizma odredene zemlje.

Razina cijena se obi¢no mjeri pomocu
niza indeksa. Za analizu razina cijena eko-
nomisti najces¢e koriste indeks potrosackih
cijena (CPI)% indeks pariteta kupovne mocéi

Tourism being a specific sector of pro-
duction-service cum trade has its own char-
acteristics of demand. Demand in tourism is
determined by:

i) socio-economic and demographic factors
such as population, income in origin coun-
try, leisure time, education, occupation etc.

ii) qualitative factors such as tourist appeal,
image, quality of tourist services, desti-
nation marketing and promotion, cultural
ties etc.

iii) price factors (i.e. the cost of tourism to
the visitor) include the cost of transport
services to and from the destination, cost
of accommodation, tour services, food
and beverage, entertainment etc.

Price determination in tourism has spe-
cific features. Although, each commodity
has its own price in the destination market,
but tourism is an excellent case of ‘bundle
pricing’, i.e. collective price for variety of
products, services and other mentioned vari-
ables. There is strong evidence that interna-
tional tourists are sensitive to price factors
(Crouch, 1994). Therefore, it is important to
pay particular attention to the price competi-
tiveness of a country’s tourism activity.

Price levels usually measured by a vari-
ety of indices. For price level analysis, econ-
omists are use consumer price index (CPI)®;

¢ Indeks potrosackih cijena (CPI) pokazuje promjene

u razini cijena za potro$acku koSaricu roba. To je
statisticka procjena koja se izraduje koristeci cijene
uzoraka reprezentativnih artikala. Cijene se perio-
ditno obraCunavaju za razne kategorije i subkate-
gorije roba i usluga, a iz njih se izvode ponderirani
indeksi koji pokazuju njihov udio u ukupnim potro-
Sackim izdacima.

Podrucje koje pokrivaju indeksi moZe biti ogranice-
no. TroSkovi potrosata u inozemstvu se obi¢no ne
uzimaju u obzir; troSkovi posjetitelja u zemlji se, u
principu, mogu iskljuciti, iako ne i u praksi; seosko
stanovniStvo moZe i ne mora biti uklju¢eno; neke
grupe, kao $to su jako bogati ili jako siromasni, se
mogu iskljuciti. Stednja i ulaganja se uvijek isklju-
¢uju, iako placanja za financijske usluge i osiguranje
mogu biti ukljucena.

® A consumer price index (CPI) measures changes in

the price level of a market basket bought by a house-
hold. It is a statistical estimate constructed by using
the prices of a sample of representative items. The
prices are periodically computed for different cat-
egories and sub-categories of goods and services.
being combined to produce the overall index with
weights reflecting their shares in the total of the con-
sumer expenditures covered by the index.

The coverage of the index may be limited. Consumers’
expenditure abroad is usually excluded; visitors” expen-
diture within the country may be excluded in principle
if not in practice; the rural population may or may not
be included; certain groups such as the very rich or the
very poor may be excluded. Saving and investment are
always excluded. Sometimes, the prices paid for finan-
cial services and insurance may be included.
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(PPPI)’; indeks cijena u pojedinim sektorima
(SPI)®.

U nizu ¢lanaka objavljenih tijekom po-
sljednjeg desetljeca (Dwyer, Forsyth i Rao,
1999, 2001; Dwyer, Mistilis, Forsyte i Rao,
2001) autori su nastojali postaviti indekse za

Tesko je postaviti neko ¢vrsto pravilo u vezi s tim
pitanjem, jednostavno zato §to se dostupni statistic-
ki izvori razlikuju od zemlje do zemlje. Cak se i uz
nuzna prilagodavanja, procjene nacionalnog ratuna
i prikaz troSkova kucanstava obi¢no ne slazu. Oc¢ito
je da zbrka u raspravi o prednostima razlicitih pri-
stupa proizlazi iz Cinjenice da se mijeSaju argumenti
o izvedivosti, neslaganju ili odobravanju nacina na
koji bi se indeksi trebali kretati kod pojedinih pristu-
pa, kao i o principima razli€itih, ¢esto inkompatibil-
nih nacina. Izvedivost je, dakako, vazna. Promatra-
nje svake destinacije je problem za sebe. Medutim,
koriStenje CPI-a, kao mjere relativnog Zivotnog tros-
ka, je dobro koliko i njegova implicitna pretpostavka
da su robe i usluge koje kupuju turisti slicne onima
koje kupuju predstavnici kucanstava na temelju ko-
jih je CPI izracunat. No, kako se struktura turisticke
potrosnje prili¢no razlikuje od strukture potrosnje
u prosje¢nom kucanstvu, CPI u zemlji porijekla i u
destinaciji ne mora odrazavati cijene roba koje turi-
sti stvarno kupuju. Zapravo, koSarica roba i usluga
uklju¢enih u indekse cijena doti¢ne zemlje moze se
znacajno razlikovati od one koju konzumiraju posje-
titelji. Druga pretpostavka na kojoj se temelji upotre-
ba CPI-a je da cijene turistickih proizvoda i usluga
imaju tendenciju kretanja u istom smjeru kao i uku-
pne potrosacke cijene. Divisekera (2003) opravdano
isti¢e da se trendovi u razinama opcih cijena, kako se
podrazumijeva u CPI-u, ne moraju nuzno podudarati
s onima u turizmu.
7 Program Medunarodne usporedbe (ICP), prikuplja
podatke o cijenama Citavog niza proizvoda u vecini
razvijenih zemalja te u mnogim zemljama u razvoju
za niz odabranih baznih godina. Ti podaci, izmedu
ostalog, sluze za procjenu pariteta kupovne moci
(PPP). Utvrdivanje povezanosti strukture turisticke
kupnje i podataka o cijeni omogucuje izraCunavanje
PPP-a za svaku kategoriju turisticke potros$nje. PPP
pokazuje razinu troskova koji su u razli¢itim zemlja-
ma ili destinacijama potrebni za kupnju jednake ko-
Sare turistickih proizvoda i usluga.
Moguce je Sirom zemlje prikupljati podatke o cije-
nama proizvoda specifi¢nih sektora koji su vazni za
turizam, kao Sto su cijene goriva za transport i cijene
usluga hotela. Ti podaci mogu biti korisni kao takvi,
a mogu se adaptirati u op¢e indikatore.

purchasing power parity index (PPPI)” and
sector price indices (SPI)3.

Inaseries of articles published during the last

decade (Dwyer, Forsyth and Rao, 1999, 2001,

No firm rules can be suggested on this issue for the
simple reason that the available statistical sources
differ between countries. Even with the necessary
adjustments, the National Account estimates and
Household Expenditure Surveys usually diverge. It
is apparent that much of the muddle in discussing the
merits of the different approaches arises from mix-
ing up of arguments about feasibility, about dislike
or approval of the way the index would move under a
particular approach and about principles of various,
often incompatible, sorts. Feasibility is naturally
important. The difficulty of dealing with individu-
al sites is also real. The use of CPI as a measure of
relative cost of living, however, is only as good as
its implicit assumption that the goods and services
purchased by tourists are similar to those purchased
by the representative household on which the CPI is
constructed. However, because the expenditure pat-
tern of a tourist is quite different from that of the
average household, the CPIs of the country of ori-
gin and the destination may not reflect the prices of
goods which tourists actually purchase. Indeed, the
basket of goods and services included in the price
indices of a given country could differ significant-
ly from the one consumed by its visitors. Another
assumption underlying the use of the CPI is that the
prices of tourism goods and services tend to move
in the same direction as overall consumer prices.
Divisekera (2003) rightly points out, trends in gener-
al price levels as implied by CPI measures may not
necessarily coincide with that of tourism.
International Comparison Program, (ICP), which
collects the prices of a comprehensive range of com-
modities for most developed and many developing
countries for various selected base years. This in-
formation is used, among other things, for the esti-
mation of purchasing power parity (PPP) exchange
rates. The establishment of correspondence between
tourist purchasing patterns and price data could en-
able derivation of PPPs for each category of tourist
expenditure. Thus PPP indices indicate the levels of
expenditure required in different countries or des-
tinations to purchase the same basket of tourism
goods and services.

It is feasible to collect price data across countries for
the specific sectors that are important for tourism,
such as fuel for transport and prices of hotel ser-
vices. These data can be useful directly, alternatively
they can be used to adapt more general indicators.
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cjenovnu konkurentnost turistickih destina-
cija diljem svijeta. Tim su studijama dobro
posluzile vrlo detaljne i opsezne usporedbe
cijena koje su napravljene u okviru Progra-
ma Medunarodne usporedbe (World Bank,
1993). Konkurentnost jedne industrije je
presudan pokazatelj o tome koliko dobro ta
industrija stoji na svjetskom trzistu. Razvojni
potencijal turisticke industrije svake zemlje
znacajno e ovisiti 0 njenoj sposobnosti za-
drzavanja konkurentske prednosti u isporuci
proizvode i pruzanju usluga gostima.

Za analizu cjenovne konkurentnosti se
¢esto koristio CPI, buduc¢i da moZe posluZziti
kao aproksimacija za turisticku potroSnju u
destinaciji kada nema prikladnijih podataka.
PPI i SPI se takoder upotrebljavaju. Medu-
tim, Dwyer (2001) predlaZe upotrebu indek-
sa ponderirane turisticke razmjene TTWI’
i indeksa konkurentne cijene PCI'. Valja
napomenuti da, iako je TTWI pristup bolji
od koriStenja CPI-a, jer to¢nije odrazava na-
¢in na koji se mijenjaju cijene u turizmu, on
ipak ima ograniCenje u smislu da se moze
koristiti samo za mjerenje promjena cjenov-
ne konkurentnosti izmedu raznih zemalja ili
destinacija tijekom vremena, a ne moze po-
kazati jesu li cijene u jednoj zemlji vise ili
nize nego u drugoj. Za izraCunavanje sveo-
buhvatnog indeksa cijena u turizmu, mora se
uzeti u obzir niz elemenata kao Sto su tecaj;
cijena rada; produktivnost turisticke indu-

9 TTWI je indeks tecaja s ponderima odredenim pre-

ma vaznosti raznih zemalja s obzirom na inbound i
outbound potro$nju. TTWI se moze izraCunati za tu-
risticke dolaske i odlaske, a ukupni se indeks moze
izraCunati tako da odrazava kretanje u oba turisticka
smjera.

PCI pokazuje nivo cijena proizvoda i usluga u desti-
naciji konkurenta, u odnosu na cijene u odabranoj
destinaciji te se uskladi prema tecaju, kako slijedi:
Indeks konkurentne cijene = PPP/tecaj 100/1
Odredena se destinacija uzme kao baza te je njen
indeks 100. Za svaku destinaciju indeks cjenovne
konkurencije manji od 100 znaci da je ona cjenovno
konkurentnija od odabrane destinacije. Sli¢no tome,
indeks vec¢i od 100 govori da je destinacija manje
cjenovno konkurentna od odabrane destinacije.

Dwyer, Mistilis, Forsyth and Rao, 2001), the au-
thors on tourism issues have sought to construct
indices of price competitiveness of tourism des-
tinations worldwide. These studies make use of
detailed and extensive price comparisons made
by the International Comparisons Program
(World Bank, 1993). The competitiveness of a
country’s tourist activity is a critical determinant
of how well it performs in world markets. The
development potential for any country’s tourism
industry will depend substantially on its ability
to maintain competitive advantage in its delivery
of goods and services to visitors.

For the price competitiveness analysis,
the CPI has been frequently used since it can
serve as a proxy for the cost of tourism at a
destination, given the lack of more suitable
data. PPI and SPI are also used. However,
Dwyer (2001) suggests the use of Tourism
Trade Weighted Index (TTWI)° and Price
Competitive index (PCI)".

It must be stated that although the TTWI
approach is preferable to the use of the CPI
in that it more accurately reflects the ways
tourism prices are changing, it still faces
limitations that it can be used to measure
only changes in price competitiveness be-
tween different countries or destinations
over time, but cannot measure whether prices
in one country are higher or lower than in an-
other country. For calculating a comprehen-

° Tourism Trade Weighted Index (TTWI) is an index
of exchange rates with the weights determined by
the importance of the different countries in tourism
inbound and outbound expenditures. The TTWI can
be calculated for inbound and outbound tourism,
and an overall index can be calculated reflecting
both directions of tourism.

19 The PCI measures the level of prices of goods and ser-
vices in a competitor destination, relative to prices in
a selected destination, and then adjusts for exchange
rates, as follows: PCI = PPP/Exchange Rate x 100
A particular destination is taken as base and its index is
100. For any destination, a price competitiveness index
less than 100 indicates that destination to be more price
competitive than the selected destination. Similarly, a
figure above 100 indicates that the destination is less
price competitive than the selected destination.
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strije; nagli porast izvoza i tzv. ,.holandska
bolest™,"" struktura i visina poreza; naplate za
infrastrukturu; cijene i oporezivanje goriva;
takse za zaStitu okoliSa itd.

Valja napomenuti kako se u ovoj analizi
uvjeta razmjene u turizmu, zbog nedostatka
odgovaraju¢ih podataka, treba osloniti na
podatke o CPI-u.

3. OSVRT NA LITERATURU

Alfred Marshall, profesor ekonomije
na Cambridgeu, jo§ je daleke 1890. godine
posvetio paznju problemu odredivanja tros-
kova i cijena u razliCitim trziSnim uvjetima.
To je bila i dominantna tema njegove knjige
Principles of Economics (1890). Pod utjeca-
jem njegovog ucenja, na vecini je sveucilista
u Velikoj Britaniji i SAD-u postalo gotovo
u modi predavati i proucavati teoriju cijena.
Kao rezultat toga nastali su neki sjajni, origi-
nalni radovi u ekonomskoj literaturi koji se
odnose na teoriju cijena u oligopolu i mono-
polu (Robinson, 1933; Chamberlin, 1933). U
godinama poslije rata paznja znanstvenika
se s problema mikroekonomike prebacila
na makroekonomsku teoriju, ali je teorija
cijena i dalje bila u fokusu ekonomike (Sti-
gler, 1961; Friedman, 1962; Hirshleifer et al.,
2005). Pitanje analize cijena se u vecini udz-
benika mikroekonomike detaljno obraduje.
U nekim popularnim i §iroko koriStenim sve-
uciliSnim udZbenicima (npr. Varian, 2008;
Salvatore, 2008), znacajan dio posvecen je
upravo problematici cijena.

Medutim, analiza cijena u turizmu tek je
nedavno i usput privukla paznju znanstveni-
ka. To je pitanje dugo vremena bilo nedovolj-
no proucavano. Dva su moguca razloga tome:
prvo, nema dovoljno pouzdanih statistickih
podataka o inbound i outbound turistima; i
drugo, Cinjenica je da se do 1990-ih nije ra-
zvila standardna i op¢e prihva¢ena metodo-

sive index of prices in tourism, one will have
to take into account a variety of elements such
as exchange rates; labour prices; productivi-
ty performance of tourism industries; export
booms and Dutch disease'’; tax levels and
structures; infrastructure charges; fuel prices
and taxation; environmental charges etc.

It has to be pointed out that in the analy-
sis of terms of trade in tourism, due to lack
of appropriate data, we will have to rely upon
CPI data.

3. LITERATURE REVIEW

Cambridge Professor of Economics, Al-
fred Marshall, as early as 1890 turned his
attention to the problems of costs and price
determination under different market condi-
tions. The subject dominated his Principles
of Economics (1890). Under the influence of
his teachings, it almost became fashionable
in most universities in the UK and USA to
teach and study the price theory. As a re-
sult, some monumental original works in the
economic literature on the theory of prices
under oligopoly and monopolistic competi-
tion emerged (Robinson, 1933; Chamberlin,
1933). In the post-war years, the attention
of scholars shifted from microeconomic is-
sues to macroeconomic theory, but the price
theory continued to be the centrepiece of
economics (Stigler, 1961; Friedman, 1962;
Hirshleifer et al., 2005). Consequently, most
of the intermediate microeconomics text-
books covered in detail the issues in price
analysis. Some of the popular and widely
used university text-books today (e.g. Varian
2008; Salvatore 2008) devote their substan-
tial part to the price problems.

Only recently the analysis of prices in
tourism has attracted a scant attention of
scholars. For a long time the subject re-
mained under-searched. There could pos-

" Holandska bolest” podrazumijeva da izvozni boom

u nekoj industriji povisuje te¢aj pa druge izvozne
grane ¢ini manje konkurentnima.

" The Dutch desease implies that an export boom in
one industry pushes up the exchange rate and makes
other export industries less competitive.
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logija za procjenu indeksa cijena u turizmu.
Pregled dostupne novije literature pokazuje
da su izradene neke studije koje utiru put
proucavanju te problematike. Cinjenica je da
se cijene u turizmu krecu u skladu s cijena-
ma ostalih roba i teSko bi bilo vjerovati da
Ce se ponasati drugacije. Bilo bi logi¢no kod
modeliranja potraZnje koristiti CPI umjesto
cijena u turizmu, kao Sto je napravio Morley
(1994). Turisti¢ka se potraznja dugo prouca-
vala. Medutim, Crouch (1994) je pregledao i
proucio 85 empirijskih studija o medunarod-
noj turistickoj potraznji te je zakljucio da se
njihovi rezultati znacajno razlikuju, $to uka-
zuje na potrebu daljnjeg istrazivanja koje bi
moglo objasniti dobivene rezultate. Poglavlje
IT Kamrasove knjige (1997), Politika cijena
u turizmu i odabir destinacije, u potpunosti
je posveceno problemu politike cijena proi-
zvoda u turizmu s obzirom na odabir turi-
sticke destinacije. On koristi Leontief-Sa-
muelsonov Teorem nesupstitucije i njegovu
primjenu u vladinoj politici razvoja destina-
cije. Divisekera (2003) je, na temelju teorije
potrosackog izbora, izradio model potraznje
za medunarodnim turizmom. Model je bio
primijenjen u Australiji, Japanu, Novom
Zelandu, V. Britaniji i SAD-u. Pokazalo se
da su modeli procjene u skladu s osnovnim
postulatima teorije potro$aca. Iz provedene
studije su proizaSla znaCajna nova saznanja
o ucincima i osjetljivosti ekonomskih para-
metara u medunarodnom turizmu. U nekim
su istraZivanjima cijene sluzile kao osnova
za proucavanje faktora koji se odnose na
konkurentnost onoga Sto privlaci turiste
u destinaciju kao i turizma u Hong Kongu
(Enright i Newton, 2004). Znanstvenici sa
sveuciliSta u Munchenu razvili su dinamicki
model malog otvorenog gospodarstva speci-
jaliziranog za turisticke usluge koristeci pri-
lagodbu relativnih cijena kako bi osigurali
trziSnu ravnotezu. Njihov je model pokazao
da kratkoro¢na stopa rasta outputa raste s vi-
sokom dugoro¢nom cijenom, trziSna cijena i
turisticka potraZnja rastu u tranziciji (Brida i
Schubert, 2009). Svjetski gospodarski forum
je 2009. godine u Zenevi napravio hvalevri-

sibly be two reasons for this: firstly, because
there is a relative lack of reliable price statis-
tics for inbound and outbound tourists; and
secondly, the fact remains that until 1990s, no
standard and universally accepted methodol-
ogy of tourism price index estimation was de-
veloped. A review of the available recent lit-
erature shows that some path breaking studies
have been made. Since the tourism prices do
move in close concert with goods prices, it is
difficult not to believe that tourism prices be-
have differently. It would be logical to use CPI
as a proxy for tourism prices in demand mod-
elling, as did Morley (1994). Tourist demand
had been studied for a long time. However,
Crouch (1994) surveyed to examine the prac-
tices of 85 empirical studies of international
tourism demand and reported the results of
these studies and concluded that findings vary
widely and points to further research that may
clarify results. Chapter II. Tourism Pricing
Policy and Choice of Destination Kamra’s
book (1997) is entirely devoted to the prob-
lem of product pricing policy in tourism with
regard to choice of tourist destinations. He
uses the Leontief-Samuelson ‘Non-Substi-
tution Theorem’ and its application in gov-
ernment’s policy of destination development.
Divisekera (2003) has constructed a demand
model for international tourism based on the
consumer theory of choice. The model is ap-
plied to Australia, Japan, New Zealand, UK
and US. Estimated models are in conformity
with the basic postulates of consumer theory.
The study has generated substantial new in-
formation on the effects and sensitivity of eco-
nomic parameters on international tourism. In
some studies, prices have served as the basis
for study of factors pertaining to the compet-
itiveness of both destination attracters and
the tourism industry of Hong Kong (Enright
and Newton, 2004). Scholars at the University
of Munich have developed a dynamic model
of a small open economy that specializes in
tourism services using adjustments in relative
prices to ensure market equilibrium. Their
model showed that the short term growth
rate of output rises with high long-run price,
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jedan posao skupiv§i mnoge znanstvenike
i iznjedrivsi opsezan IzvjeStaj o cjenovnoj
konkurentnosti u turizmu (Forsyth i Dwyer,
2009). Tek je nedavno literatura o cijenama
u turizmu obogacena s nekoliko ozbiljnih
studija (npr. Seetaram, 2012; Onafowora i
Owoye, 2012; Falzon, 2012; Masierol i Nico-
lau, 2012). Seetaram razvija dinamicki mo-
del za medunarodne turisticke dolaske, kori-
ste¢i dohodak, cijene, cijene supstituta, cije-
ne avioprijevoza, imigracije te kratkorocne 1
dugorocne elasticnosti; Onafowora i Owoye
su izradili svoj model za procjenu potraznje
za Karibima, koriste¢i metodu autoregresiv-
ne lag-distribucije za provjeru kointegracije
medu jednadZzbama potraznje. Rezultati po-
kazuju da postoji jedinstven odnos, u dugom
roku, izmedu turistickih dolazaka, dohotka
per capita i troSkova prijevoza. Falzon (2012)
je takoder proveo istraZivanje o poloZaju me-
diteranskih zemalja s obzirom na cjenovnu
konkurentnost u turizmu. Clanak Masierola
i Nicolaua (2012) se osvrce na dvojako dje-
lovanje cijena pri odabiru turisticke aktivno-
sti. Ne samo da je cijena jedina komponenta
marketinskog miksa koja predstavlja drzavni
prihod u nekoj destinaciji, nego je ujedno i
ogranicavajuci ¢imbenik potroSackog izbo-
ra. U radu se pokuSava identificirati segmen-
te turista prema individualnoj osjetljivosti na
cijene odredenih aktivnosti. Rezultati poka-
zuju da cijena ima odlucujucu ulogu pri oda-
biru aktivnosti.

4. HIPOTEZA

Polazna je tocka u ovom istrazivanju
bila osnovna Ricardova teza o razmjeni,
koja kaZze da u razmjeni roba i usluga iz-
medu dviju zemalja (a turizam smatramo
uslugom), obje zemlje imaju korist, jer sva-
ka ima odredenu cjenovnu prednost. Za pro-
vjeru ove hipoteze postavit ¢e se dva pita-
nja. Prvo pitanje glasi:

Q, Imaju li zaista obje zemlje cjenovnu
prednost (odnosno cjenovnu konku-
rentnost) ako izvoze (turisticki dolasci)

the market price and tourism demand rises
in transition (Brida and Schubert, 2009). In
2009, the World Economic Forum in Geneva,
did a commendable job by gathering scholars
and producing an elaborate Report on Price
Competitiveness in Tourism (Forsyth and
Dwyer, 2009). Only very recently, tourism
price literature has been enriched by a cou-
ple of serious studies (e.g. Seetaram, 2012;
Onafowora and Owoye, 2012; Falzon, 2012;
Masierol and Nicolau, 2012). While Seetaram
develops a dynamic model for international
tourist arrivals by using incomes, prices, sub-
stitute prices, airfares, immigration, short and
long-run elasticities; Onafowora, and Owoye
construct their demand estimation model for
the Caribbean and use autoregressive distri-
bution lag method to test the co-integration
among the demand equations. Results indi-
cate the existence of a unique long-run rela-
tionship between tourist arrivals, per capita
incomes and transport costs. A study of price
competitiveness position of the Mediterra-
nean countries in tourism has also been taken
up by Falzon (2012). The article by Masierol
and Nicolau (2012) builds on the double role
of the effect of prices on the choice of tourism
activities. Not only is it the sole component of
the destination marketing mix that represents
revenue but also a determinant factor in tour-
ist choice. The article attempts to identify
tourist segments by individual price sensitiv-
ities to activities. The results show that price
has a dissuasive differentiated influence on
the choice of activities.

4. HYPOTHESIS

The starting point in the investigation is
the fundamental Ricardian trade thesis, that
states that in exchange of goods and services
between two countries (and tourism being
a service) both countries are benefited, be-
cause both have price advantage. We want to
examine if this hypothesis is true. Therefore,
the first question is:

Q, Do the countries have price advantages
(in other words price competitiveness)
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i uvoze (turisticki odlasci) specificne
turisticke usluge?

I dalje, ako zemlja ima cjenovnu prednost
u izvoznim cijenama u odnosu na uvozne,
onda se postavlja drugo pitanje:

Q, Kako se to odraZzava na njenu doho-
dovnu (E,) i cjenovnu (E;) elasti¢nost?

Da bismo dobili odgovor na gore navede-
na pitanja, potrebni su nam podaci o kljuc-
nim varijablama turistickog sustava. Ti se
podaci moraju analizirati za odabrane me-
diteranske zemlje (cross-country analysis) i
moraju obuhvatiti Siroki krug faktora. Me-
dutim, tako sveobuhvatni statisticki podaci
kakve zahtijeva ova analiza, nisu na raspola-
ganju za dulje vremenske serije, stoga je na-
mjera ovdje postaviti samo bit metodologije
za izradu takve analize.

5. VARIJABLE, ODABIR
PODATAKA, METODE
ANALIZE

Kako bi se ogranicilo djelokrug istraziva-
nja, razmatrat Ce se samo sljedeci elementi:

Broj medunarodnih turistickih dolazaka
(inbound);
Broj turistickih odlazaka (outbound);

Ukupni prihod od turistickih dolazaka
(potro$nja inbound turista u mil. USD);

Ukupna potrosnja outbound turista u ino-
zemstvu (u mil. USD).

Za provjeru valjanosti hipoteze, analiza
Ce se ograniCiti samo na one mediteranske
zemlje za koje su dostupni podaci o spome-
nutim varijablama. Podaci se odnose na Al-
baniju, Hrvatsku, Cipar, Francusku, Gr¢ku,
Italiju, Maltu, Maroko, Sloveniju, Portugal,
Spanjolsku i Tunis.

Za analizu se koriste podaci UNWTO-a i
baza podataka Svjetske banke. Izvori nam pru-
Zaju podatke o medunarodnoj turistickoj po-
tro$nji (postotak od ukupnog uvoza), o potros-
nji, putni¢kim troSkovima, troskovima turistic-
kih putovanja, broju dolazaka, broju odlazaka,

if they export (inbound tourism) and
import (outbound tourism) specific
tourist services?

Further, if a country has a price advan-
tage in export prices over import prices, then
the second question refers as to

Q, How does this reflect on its income (E )
and price (e;) elasticities?

To answer to the above mentioned ques-
tions, we need to resort to an elaborate,
cross-country, wide-range factor embracing
macroeconomic study of the key variables
of tourism. However, currently, such com-
prehensive statistical data, as would be re-
quired for the analysis, is not available for
a longer time-series, we intend to establish
here only a methodology core for such an
analysis.

5. VARIABLES, DATA SELECTION,
METHODS OF ANALYSIS

With the objective of limiting the scope
of the investigation we only take into account
the following elements:

Number of international tourist arrivals
(inbound);

Number of tourist departures (outbound);

Total receipts by inbound tourists (in
mln. US$);

Total expenditure by outbound tourists
(in mln. US$).

For testing the validity of the hypotheses,
the analysis is restricted only to those Medi-
terranean countries for which the data on said
variables is available. The available data re-
lates to the following countries: Albania, Cro-
atia, Cyprus, France, Greece, Italy, Malta, Mo-
rocco, Slovenia, Portugal, Spain and Tunisia.

For the analysis the data from the UNW-
TO and the from The World Bank data base
are used. The sources provide data on inter-
national tourism expenditure (percentage of
total imports), expenditure in current USS$,
expenditure for passenger items in current



Niko Koncul: Metodoloski pristup analizi relativnih cijena u turizmu

137

postotku od ukupnog izvoza, o prihodima,
prihodima od putni¢kog prijevoza, prihodima
turistickih putovanja i BDP-u. Svi financijski
pokazatelji izrazeni su u USD-ima po teku¢im
cijenama. NaZalost, veCina podataka se odnosi
na razdoblje od 2000. do 2010. godine. Stoga je
1 ova preliminarna analiza ograni¢ena samo na
jedanaestogodisnje razdoblje.

Obitno, u medunarodnoj ekonomici, zbog
vaznosti koncepta koji pokazuje komparativ-
no povoljniji polozaj zemlje u odnosu na cjelo-
kupno gospodarstvo, koristimo statisticki jed-
nostavnu mjeru i odredujemo omjer indeksa
izvoznih cijena neke zemlje i indeksa njenih
uvoznih cijena, pomnozenog sa 100. Medu-
tim, u praksi, budu¢i da imamo viSe proizvo-
da i viSe zemalja, moramo primijeniti slozenu
tehniku Laspeyreovog indeksa. U tom slu-
¢aju, uvjeti razmjene neke zemlje su omjer
Laspeyreovog indeksa izvoznih cijena i Las-
peyreovog indeksa uvoznih cijena. To se moze
izraziti u obliku formule na sljedeci nacin:

mﬂ/mﬁ
pea:/ pad,
gdje je p¢, izvozna cijena u tekuCem raz-
doblju; q° je koli¢ina izvoza u baznom
razdoblju; p° je cijena izvoza u baznom
razdoblju; p°  predstavlja cijenu uvoza u te-
kucem razdoblju; q° znaCi koliCinu uvoza
u baznom razdoblju; p° je cijena uvoza u
baznom razdoblju. Laspeyreov indeks nam
kaZze da, ako je postotak veci od 100, gospo-
darstvo je uspjesno (akumulacija kapitala), a
ako je postotak manji od 100, gospodarstvo
ne funkcionira dobro (vise novca odlazi nego
§to ulazi). Buduéi da je, s glediSta statistic-
ke analize, promatrani uzorak premalen, a
podaci za sve varijable koje se moraju uzeti
u obzir nisu potpuni, mora se posegnuti za

-100

$, expenditures for travel items in current
USS$, number of arrivals, number of depar-
tures, percentage of total exports, receipts in
current USS$, receipts for passenger transport
items in current US$, receipts for travel items
in current US$ and GDP. Unfortunately,
most figures relate to the period 2000-2010.
Thus, the preliminary analysis is restricted
to 11 year period only.

Usually, in international economics, be-
cause of the significance of the concept as it
shows the comparative advantageous position
of a country in global economy, we use the sta-
tistical simple measure and determine the ratio
of a country’s export price index to its import
price index, multiplied by 100. However, in the
real world where we have multi-commodities
and multi-countries we need to the apply more
sophisticated technique of Laspeyre’s index'>.
In this case, a nation’s ferms of trade are ba-
sically the ratio of the Laspeyre price index of
exports to the Laspeyre price index of imports.
This can be expressed as an equation in the fol-
lowing manner:

pid. |/ padn
00 00 -100
Px4:] Punin

The Laspeyre price index suggests that
if the percentage is over 100% an economy
is doing well (economic gains, capital ac-
cumulation etc.). If the percentage is below
100% the economy is not doing well (be-
cause more money going out than coming
in). Since, from the statistical analysis point
of view, the number of observations is too
small and the available data on all the vari-
ables that need to be taken into consider-
ation is incomplete, we opt for an alterna-
tive technique of computing the export-im-
port price ratio (R).

12 Laspeyreov indeks izvoza predstavlja tekucu vri-
jednost izvoza u baznom razdoblju podijeljenu s ba-
znom vrijednosti izvoza u baznom razdoblju. Sli¢no,
Laspeyreov indeks uvoza znaci tekucu vrijednost
uvoza u baznom razdoblju podijeljenu s baznom vri-
jednosti uvoza u baznom razdoblju.

12 The Laspeyre export index is the current value of the
base period exports divided by the base period value
of the base period exports. Similarly, the Laspeyres
import index is the current value of the base period
imports divided by the base period value of the base
period imports.
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alternativnom tehnikom, tj. omjerom uvo-
zno-izvoznih cijena (R) .

Na temelju dostupnih podataka moze
se izratunati dohodovna elasti¢nost (£) za
inbound turizam (jer ona pozitivno utjece na
BDP i platno bilan¢nu poziciju zemlje), koja
pokazuje osjetljivost turisticke potraZnje.
Dohodovna elasti¢nost se izratunava pomo-
Cu sljedeceg obrasca:

_Yi+% AQ
i+Qa AY

Ed

Dohodovna se elasti¢nost potraznje (E)
moze koristiti kao pokazatelj zdravlja turiz-
ma neke zemlje, strukture buduce potrosnje i
moze sluziti kao putokaz tvrtkama pri dono-
Senju investicijskih odluka. MoZe se konsta-
tirati sljedece:

e negativna dohodovna elasti¢nost potra-
znje (E ) znati da se radi o robama/uslu-
gama nize kvalitete; povecanje dohotka
¢e dovesti do pada potraznje za tim roba-
ma, odnosno, moze dovesti do potraznje
luksuznijih supstituta;

e pozitivna dohodovna elasticnost potra-
znje (E ) se odnosi na normalne robe/us-
luge; povecanje dohotka ¢e dovesti do po-
rasta potraznje. Ako je dohodovna elas-
ti¢nost potraznje roba/usluga manja od 1,
radi se o proizvodima nuZnim za Zivot.
Ako je veca od 1, odnosi se na luksuzne
ili superiorne robe/usluge;

¢ dohodovna elasti¢nost potraznje (E) je
nula, tj. potraznja je neelasti¢na, kada po-
vecanje dohotka nije povezano s promje-
nom potraznje roba/usluga Takve robe/
usluge nazivamo ‘ljepljivim’.

Cjenovna elasticnost potraznje® (e,) je
mjera koja se koristi u ekonomici kao poka-
zatelj osjetljivosti koliCine potraznje nekih
roba/usluga na promjene njihovih cijena. Tu

13 Formula za izratunavanje koeficijenta cjenovne elas-
do/Q

ticnosti potraznje roba/usluga glasi: e(g) = PP

From the available data we can calculate
the income elasticity (£ for inbound tour-
ism (because that positively influences the
GDP and balance of payment position of the
country) signifying the responsiveness of the
demand for it. Income elasticity is calculated
in the following way:

_Yit% | AQ
Q1+ 0, AY

fd

Income elasticity of demand (£ ) can be
used as an indicator of tourism’s health of
a country, future consumption patterns and
can also serve as a guide to firms’ invest-
ment decisions. The following should be
noted:

* negative income elasticity of demand is
associated with inferior goods/service; an
increase in income will lead to a fall in
the demand and may lead to changes to
more luxurious substitutes;

e positive income elasticity of demand is
associated with normal goods/service; an
increase in income will lead to a rise in
demand. If income elasticity of demand
of a commodity is less than 1, it is a ne-
cessity good. If the elasticity of demand
is greater than 1, it is a luxury (superior)
good/service;

e zero income elasticity (or inelastic) de-
mand occurs when an increase in income
is not associated with a change in the de-
mand of a good/service. These would be
“sticky goods”.

Price elasticity of demand" (e,) is a mea-
sure used in economics to show the respon-
siveness of the quantity demanded of a good/
service to a change in its price. We can use
this measure to illustrate the responsiveness
of tourism demand to change in prices. Price

3 The formula for the coefficient of price elastici-

ty of demand for a good/service can be written as:
_do/Q
®~ar/p
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se mjeru moze koristiti za prikaz osjetljivosti

turisti¢ke potraZnje na promjene cijena proi-

zvoda/usluga u turizmu. Cjenovne elasti¢no-
sti su gotovo uvijek negativne, ali je vecina
ekonomista sklona zanemariti taj predznak.

Opcenito,

 ako je e, =0 potraznja je savrSeno neelas-
ti¢na — potraZnja se uopce ne mijenja kad
se mijenjaju cijene — krivulja potraZnje
biti ¢e okomita;

e ako je ¢, izmedu 0 i 1 (tj. postotak pro-
mjene potraznje od A na B je manji od
postotka promjene cijene), potraznja je
neelasti¢na;

e akojee, =1 (tj. postotak promjene potra-
znje je jednak postotku promjene cijene),
tada je potraznja jedini¢no elasti¢na. Po-
vecanje cijena za 15% dovelo bi do 15%-
tnog smanjenja potraznje, pri cemu uku-
pna potrosnja ostaje ista za svaku razinu
cijene;

* ako je e, > 1, tada je osjetljivost potraznje
na promjenu cijene viSe nego proporcio-
nalna, tj. potraznja je elasti¢na. Na pri-
mjer, ako 10%-tno povecanje cijene roba
dovede do 30%-tnog pada potraZznje,
onda je cjenovna elasti¢nost potraZnje za
tu promjenu cijene —3.

Cjenovna konkurentnost je vazan ¢imbe-
nik za razvoj turizma. Ona se mjeri indek-
som cjenovne konkurentnosti (PCI). Kad
prikazujemo PCI kao bazu uzimamo neku
odredenu destinaciju i oznacavamo je sa 100.
Za svaku drugu destinaciju indeks manji od
100 znaCi da je ta destinacija cjenovno kon-
kurentnija od odabrane. Indeks veci od 100
pokazuje da je destinacija cjenovno manje
konkurentna. Veli¢ina indeksa omogucuje
rangiranje destinacija prema njihovoj cje-
novnoj konkurentnosti. Kako bi se odredilo
do koje se mjere destinacije razlikuju s ob-
zirom na cjenovnu konkurentnost u turizmu,
mogu se usporedivati i apsolutne vrijednosti
indeksa. Dakle, obje se vrste podataka mogu
koristiti za mjerenje cjenovne konkurentnosti
u turizmu neke destinacije u relativnim i ap-
solutnim pokazateljima (Dwyer, 2001).

elasticities are almost always negative, al-
though most economists tend to ignore the
sign. In general,

* if e, = 0 demand is perfectly inelastic -
demand does not change at all when the
price changes — the demand curve will be
vertical;

* ife,is between O and 1 (i.e. the % change
in demand from A to B is smaller than
the percentage change in price), then de-
mand is inelastic;

* if e, =1 (ie. the % change in demand
is exactly the same as the % change in
price), then demand is unit elastic. A 15%
rise in price would lead to a 15% contrac-
tion in demand leaving total spending the
same at each price level,;

e if e, > 1, then demand responds more
than proportionately to a change in price
i.e. demand is elastic. For example if a
10% increase in the price of a good leads
to a 30% drop in demand, the price elas-
ticity of demand for this price change is
-3.

Price competitiveness in tourism is an
important factor in its growth. It is mea-
sured through price competitiveness index
(PCI). While interpreting the PCI, we take
a particular destination as base as 100. For
any destination an index less than 100 indi-
cates that the destination is more price com-
petitive than the selected destination. Sim-
ilarly, index above 100 indicates that the
destination is less price competitive. The
values of the indexes allow destinations to
be ranked according to their price compet-
itiveness. The absolute values of the index-
es can also be compared to determine the
extent to which different destinations vary
in price competitiveness in tourism. Both
types of information can be used to mea-
sure the destination’s price competitiveness
in tourism in relative and absolute terms
(Dwyer 2001).

Another possible way of analyzing the
relationship between the GDP and demand
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Drugi nacin na koji se moZze analizirati
odnos BDP-a i elasti¢nosti potraznje u turiz-
mu (u odabranim zemljama) je da se kao mje-
rilo odabere najsnaZnije gospodarstvo na pro-
matranom podrucju buduéi da dominantno
gospodarstvo najviSe doprinosi turisti¢koj po-
traznji i dohotku u zemljama destinacije. Na
taj naCin moZe se procijeniti stupanj promjena
turisticke potraznje uslijed promjena BDP-a i
dohotka turista u svakoj zemlji. Kako je u Eu-
ropi Njemacka nedvojbeno vodeca gospodar-
ska sila, uzimamo njen BDP kao mjerilo pa
ako se on mijenja, onda procijenjujemo pro-
mjene turisticke potraznje u drugim zemljama
naSeg uzorka. Takva procjena moZe dati pre-
dodZbu o parcijalnoj dohodovnoj elasti¢nosti
dolazaka (njemackih) turista koji utjeCu na
ukupnu turisti¢cku potraznju u regiji.

6. REZULTATI ANALIZE

Na temelju dostupnih podataka iz rani-
je spomenutih izvora, izraCunata su cetiri
klju¢na odnosa, tj. relativni omjer cijena (R),
Laspeyreov indeks cijena (L)) te dohodovna
(E) i cjenovna (e,) elasti¢nost potraznje u
turizmu. Kako bi se izratunao odnos cijena
(jer podaci za pojedine vrste usluga u turiz-
mu nisu zabiljeZeni), izraCunat je per capita
prihod i potrosnja turista i jednostavni omjer
na temelju indirektno izvedene per capita ci-
jene usluga. Na temelju tih ,,laZnih* podata-
ka (dummies) moguce je zakljuciti sljedece:

Koeficijent uvozno-izvoznih cijena (R)
de facto predstavlja uvjete razmjene buduci
da pokazuje n cjenovnu prednost u izvozu
turistickih usluga, kao i proizvoda. Za veci-
nu se zemalja koeficijent uvozno — izvoznih
cijena krece u Zeljenom smjeru (>1) jer svaka
zemlja prihoduje viSe novca za svoje izvozne
proizvode i usluge nego $to tro$i na uvoz.
R se za Albaniju kre¢e od 1,07 do 1,68, za
Hrvatsku od 4,53 do 10,77, za Cipar od 1,53
do 3,94, za Francusku od 1,23 do 1,46, za
Grcku od 2,03 do 4,83, za Italiju od 1,21 do
1,58, za Maltu od 2,67 do 1,58, za Maroko
od 4,5 do 6,20, za Sloveniju od 1,77 do 1,99,

elasticity for tourism (in the selected coun-
tries) can be to look at the most robust econ-
omy in the area and take it as the measuring
rod, because dominant economy contributes
most to the tourist demand and income in
destination countries. This is how the degree
of change in demand for tourism can be es-
timated due to a change in GDP and tourist
incomes of each country. Since in Europe,
Germany is definitely the major driving eco-
nomic force, we take the German GDP as
our scale and if it changes we estimate the
changes in demand for tourism in the coun-
tries of our sample. Such a measure could
give us an idea of partial income elasticity of
inbound (German) tourist affecting the total
demand for tourism in the region.

6. RESULTS OF THE ANALYSIS

Based on the available data from the
mentioned sources four key relationships
have been calculated, i.e. relative price ratio
(R); Laspeyre’s price ratio (L); income (e,)
and price (E ) elasticities of demand for tour-
ism. For calculating the price relationship
(as such data for services is not recorded)
we have calculated per capita receipts and
expenditure by tourists and calculated the
simple ratio based on indirectly derived per
capita price of services. Based on these dum-
mies, the following can be concluded:

Export-import price ratio (R) de facto
represents the ferms of trade as it shows n
price advantage in export of tourist services,
as well of goods. For most countries ex-
port-import price ratio is moving in desired
direction (>1) since each country receives
more payments for their exported good and
service, relative to their imports. R for Al-
bania ranges from 1.07 to 1.68, Croatia from
4.53 to 10.77, Cyprus from 1.53 to 3.94,
France from 1.23 to 1.46, Greece from 2.03
to 4.83, Italy from 1.21 to 1.58, Malta from
2.67 to 1.58, Morocco from 4.50 to 6.20, Slo-
venia from 1.77 to 1.99, Portugal from 2.19
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za Portugal od 2,19 do 2,68, za Spanjolsku
od 2,59 do 4,24 te za Tunis od 5,45 do 7,38.
To znaCi da razvoj turizma vecini zemalja
donosi dobit. Africko—mediteranske zemlje,
u usporedbi s mnogo razvijenijim zemljama
Europe, ostvaruju vecu korist od turizma (u
relativnim pokazateljima), jer niZe cijene nji-
hovih proizvoda i usluga omogucavaju veci
priljev turista. U svakom slucaju, koeficijent
R nam ne moZze posluziti kao zadovoljavajuci
putokaz prema ukupnoj koristi buduéi da za-
nemaruje broj turistickih dolazaka/odlazaka.

Upravo se zbog toga treba okrenuti
Laspyerovom indeksu cijena koji uzima u ob-
zir cijene u baznom razdoblju i odgovarajuce
koli¢ine u istom periodu, $to mnogo tocnije
odrazava stvarnu medunarodnu raspodjelu
koristi od turizma. Indeks raste ili pada u
skladu s dolascima/odlascima, tj. s njihovim
povecanjem ili smanjenjem. U velini sluca-
jeva u ovom uzorku zemlje imaju indeks veci
od 100 (bazna godina 2000.=100), ocito bi-
ljezeci ekonomsku korist od razvoja turizma.
Cipar, Maroko i Spanjolska su na ¢elu s 15-
30% relativnog povecanja dobiti, a drugi ih
slijede. Medutim, Albanija, Slovenija i Por-
tugal su na granici da postanu gubitnici. Te
se zemlje, ustvari, trude prodati svoje turi-
sticke proizvode i usluge na medunarodnom
trzistu, premda imaju relativno visoke cijene.
Velic¢ina koristi od turisticke razmjene, me-
dutim, ne ovisi samo o iznosu stranih placa-
nja ostvarenih po jedinici odlazaka nego i o
relativnoj poZeljnosti turisticke destinacije.

Kako bi se bolje objasnilo ono $to odre-
duje ulazni i izlazni turizam u odabranim ze-
mljama, koriste se pojmovi cijena i cjenovne
elastiCnosti. Izracuna li se dohodovna elas-
tiCnost potraznje (E)), vidljivo je da je turi-
sticka potraznja u veCini zemalja uglavnom
neelasti¢na na promjene dohotka (oznaceno
s 0), Sto znaci da dohodak nije relevantan
¢imbenik kojim se mogu objasniti promjene
u broju turista. Na pocetku se Cinilo da cje-
novna elasti¢nost (e,) ima veci utjecaj jer se
krece od -1 do -4. Medutim, ona jest utjecala
na broj turista u nekim godinama u nekim
zemljama, dovodec¢i do toga da su se turisti

to 2.68, Spain from 2.59 to 4.24 and Tunisia
from 5.45 to 7.38. This means that most coun-
tries had gained from tourism development.
African Mediterranean countries compared
to more developed European countries tend
to gain more (in relative numbers) from tour-
ism because their lower prices surge their in-
bound numbers. However, coefficient R fails
to provide a satisfactory guide towards total
gains since it ignores the volume of tourist
arrivals/departures.

For this very reason we can turn to the Las-
pyere’s price index which takes into account
the base period price and the corresponding
quantities in the same period as it reflects
more closely the real international division of
gains from tourism. The index rises or falls
according to the arrivals/departures as the
same increases or decreases. In most cases in
our sample, the countries have index numbers
above 100 (base year 2000=100), evidently
scoring economic gains from tourism devel-
opment. Cyprus, Morocco and Spain lead the
way with 15-30% relative gain increase, other
following it. However, Albania, Slovenia and
Portugal seem to be on the margin to become
losers. These countries are in fact struggling
to sell their touristm goods and services on
the international markets even though they
supposedly have high prices. The amount of
gain from tourist trade depends, however not
only on the amount of foreign payments ob-
tained per unit of departure, but also on the
relative desirability of the tourist destination
as well as of welfare significance.

To move even closer to the explanation
of what determines inbound and outbound
tourism in the selected countries the con-
cepts of price and income elasticity is used.
The calculated income elasticity of demand
(E)) shows that tourism demand in most
countries was mostly inelastic to changes in
income (represented by 0), suggesting that
income was not a relevant factor in explain-
ing the changes in number of tourist. Initial-
ly, price elasticity (e,) seems to have stronger
effect ranging from -1 to -4. It, however, did
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okrenuli skupljim destinacijama i uslugama.
Dobro je poznata Cinjenica kako je potraznja
za turistickim destinacijama u mediteran-
skim zemljama ostala stabilna tijekom ci-
jelog razdoblja. Cinjenica je da se moZze ra-
spravljati o tome kako turisticka razmjena u
odabranim zemljama ne ovisi o promjenama
svjetskog dohotka (uglavnom medu zemlja-
ma partnerima) nego vise o vrijednostima
u odnosu na cijene ponude turistickih proi-
zvoda i usluga, $to znaci da Ce rastuca korist
uz postojecu strukturu turista biti uglavnom
rezultat nizih cijena, a ne povecanja kvalitete
i/ili dohotka. Kao odgovor na prvu hipotezu,
moze se konstatirati da bi te zemlje mogle
posti¢i odredenu cjenovnu prednost ako bi
izvozile/uvozile specificne turisticke usluge.

Nadalje, kako bi se rasvijetlila vaZnost
dohotka (dohodovna elasti¢nost) u odrediva-
nju turisticke ponude, procijenjena je parci-
jalna elasticnost zarade od turizma u svakoj
zemlji u odnosu na jedinicu porasta BDP-a
u Njemackoj, koriste¢i metodu najmanjeg
kvadrata (OLS) za razdoblje od 1995. do
2010. godine. Parcijalnu elasti¢nost prihoda
od turizma u odnosu na jedini¢no povecanje
BDP-a Njemacke izraCunata je logaritmira-
njem podataka. Na grafickom prikazu, na ko-
jem bi horizontalna os predstavljala prirodni
logaritam dohotka od turizma, a vertikalna
os predstavljala prirodni logaritam njemac-
kog bruto domaceg proizvoda', vidjela bi se
rasprsenost distribucije. Tako dobivena trend
linija pokazuje pozitivnu relativnu promje-
nu primitaka od turizma u odnosu na svako
povecanje jedinice njemackog BDP-a. Pre-
ciznije, procijenjeni pravci pokazuju kako
dohodovna elasti¢nost njemacke potraznje
za turizmom utjece na elasti¢nost pojedinih
zemalja koja se krece u rasponu od 0,69 (Al-
banija) do 0,86" (Francuska i Spanjolska).

14 Podaci o njemackom bruto doma¢em proizvodu i pri-
micima od medunarodnog turizma, izrazeni u teku-
¢im americkim dolarima za razdoblje od 1995. godine
do 2010. godine, preuzeti su iz baze podataka Svjet-
ske banke.

Albanija (0,69), Hrvatska (0,77), Cipar (0,75), Fran-
cuska (0,86), Grcka (0,80), Italija (0,85),Maroko

7

affect tourist numbers in particular years in
some countries, leading to a shift of tourists to
higher value destinations and services. Note-
worthy is the fact that the demand for tourism
in the Mediterranean countries has remained
stable over the entire period. Given the fact, it
could be argued that tourist trade in selected
countries does not depend on the changes in
global income (mainly among tourist partner
countries) but rather on the values relative to
prices of supplied tourist goods and services,
meaning that the increasing gains with the cur-
rent tourist structure in place will mostly be a
result of lower prices, rather than an increase in
quality and/or income. In response to the first
hypothesis, it can be concluded that these coun-
tries could achieve certain price advantages if
they export/import specific tourist services.

Further more, in order to cast light on the
importance of income (income elasticity) in
determination of tourism offer, we have esti-
mated the partial elasticity of earnings from
tourism within each country in relation to a
unit increase in GDP of Germany by using
the ordinary least square (OLS) method for
the duration of 1995-2010. Partial elasticity
of income from tourism in relation to unit
increase in the GDP of Germany has been
calculated by logarithms of the data. In
graphic presentation, where the horizontal
axis would represent the natural log value
of income from tourism and the vertical axis
the natural log of German GDP", the scat-
tered yearly plots could be observed. From
the obtained linear trend one can observe the
positive relative change of income from tour-
ism in relation to every unit increase in Ger-
man GDP. Precisely speaking, the estimated
trend shows how the income elasticity of the
German demand for tourism affects in each
country that range between low 0.69 (Alba-
nia) to high 0.86 (France and Spain)".

4 Data for the German GDP and income from inbound
tourism of the countries are current USS$. For the pe-
riod 1995- 2010. from The World Bank Data Base.

15 Albania (0.69), Croatia (0.77), Cyprus (0.75), France
(0.86), Greece (0.80), Italy (0.85),Maroco (0.77),
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Vrijednosti dohodovne i cjenovne elastic-
nosti imaju ocekivane teoretske predznake,
tj. dok povecanje dohotka pozitivno utjece na
zaradu od turizma, povecanje cijena je sma-
njuje. Dakle, moze se zakljuciti da bi zemlje
de facto mogle posti¢i znacajne prednosti na
turistickom trziStu manipulirajuéi cijenama
zahvaljujuéi relativno visokim cjenovnim
elasti¢nostima. Sudeli prema veliCini vri-
jednosti elastiCnosti (kao i koeficijenata iz
OLS-a) efekt cijena se ¢ini mnogo znacajni-
jim od efekta dohotka. Predznak vrijednosti
elasti¢nosti (-) takoder pokazuje kako se u
slucaju mediteranskih zemalja konkuren-
tnost odvija primarno putem cijena.

7. ZAKLJUCCI

Dobiveni rezultati odnosa cijena i elasti¢-
nosti za odabrane mediteranske zemlje vrlo
su indikativni. Iz njih se mogu izvesti odre-
deni zakljucci. Po naSem miSljenju:

1. Koeficijent relativnih cijena (R) pokazuje
n-postotnu cjenovnu prednost u izvozu
turistickih usluga; ve¢ina zemalja ima
neto korist od tog sektora;

2. Laspeyreov indeks cijena po definiciji
uzima u obzir bazno razdoblje i odgova-
rajuce koli¢ine u istom razdoblju. Poka-
zalo se da su, u vecini slucajeva u ovom
uzorku, zemlje s indeksom vec¢im od 100
imale ekonomsku korist. Medutim, Alba-
nija, Slovenija i Portugal su na granici da
postanu gubitnici.

3. Racunski dobivene elasti¢nosti dohotka
i cijena pokazuju da je turisticka potra-
Znja, u veini zemalja, bila neelasti¢na u
odnosu na promjene cijena i dohotka. To
je, u nekim godinama, u nekim zemlja-
ma, dovelo do odlazaka turista na dru-
ge destinacije ili na odabir vrijednijih
usluga (oznaCeno negativnim predzna-
kom u odredenim godinama). Zapravo,

The income and price elasticity values
have the expected theoretical signs i.e. while
an increase in income positively affects tour-
ist earnings, an increase in prices lowers it.
Consequently we can conclude that countries
de facto could achieve significant advantages
on the tourism markets by manipulating price
components due to relatively high price elastic-
ities. Judging by the size of the elasticity value
(as well as the coefficients from OLS), the price
effect appears to be much more substantial
than the income effect. The signs of elasticity
values (-) also seem to indicate that in the case
of the Mediterranean countries competitive-
ness works primarily through prices.

7. CONCLUSIONS

The calculated price and elasticity re-
lationship for the selected countries in the
Mediterranean are highly indicative. Certain
conclusions can be drawn from these figures
to our mind:

1. Relative price ratio shows n-percent price
advantage in export of tourist services;
and most countries have net gains from
the tourism sector;

2. The Laspyere’s price index, as per defi-
nition takes into account the base period
price and the corresponding quantities
in the same period, in most cases of our
sample, the countries having index num-
bers above 100 have evidently scored
economic gains. However, Albania, Slo-
venia and Portugal seem to be on the
margin to become losers.

3. The calculated income and price elastic-
ities show that tourism demand in most
countries was inelastic to the changes in
prices or income. It did affect in certain
years, in some countries, leading to di-
version of tourists to other destinations or
higher value services (represented with

(0,77), Portugal (0,80), Slovenija (0,74), Spanjolska
(0,86) i Tunis (0,76).

Portugal (0.80), Slovenia (0.74), Spain (0.86) and Tu-
nis (0.76).
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turisticka je potraznja u mediteranskim
zemljama ostala stabilnom u cijelom
razdoblju.

4. Bez obzira na Cinjenicu da nedostaju de-
taljni statisticki podaci za dulje vremen-
ske serije, zbog znacaja varijable dohot-
ka, procijenjena je parcijalna elasti¢nost
dohotka. Rezultati pokazuju da je doho-
dak jedan od faktora koji utjece na zara-
du od turizma buduci da povecanje svake
jedinice njemackog BDP-a pozitivno dje-
luje na zaradu od turizma. Medutim, svi
su procijenjeni parametri manji od 1, §to
znaci da je potraZnja neelasti¢na u odno-
su na dohodak.

Na kraju, imajuci naSe zakljucke na umu,
naglaSavamo potrebu daljnjih detaljnih ana-
liza turisticke potraZznje po zemljama i to
radi formiranja buduce politike ponude.
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