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1. UVOD

Ovaj rad ima tri cilja. Prvo se istrazuju
praktini aspekti povecanja drustvenog kapi-
tala destinacije u cilju privlac¢enja medunarod-
nih trziSta. Zatim se empirijski testira integra-
tivni model (iModel) zasnovan na sistemskom
miSljenju koji je razvijen u sklopu Sireg istra-
zivackog projekta, a u svrhu podrSke procesu
donosenja odluka. Na kraju se teorijski raz-
matra odnos izmedu sistemskog miSljenja i
drustvenog kapitala na razini turisticke desti-
nacije na osnovi procjene iModela.

Znanstvenici o turizmu Cesto govore kao
o prilici za razvoj $to pak kod lokalnih dio-
nika stvara pozitivna oc¢ekivanja zbog njego-
vog potencijala da donese gospodarsku ko-
rist i popravi kvalitetu Zivota (Briedenhann i
Wickens, 2004; Stoffelen i Vanneste, 2017).
Medutim, usprkos tomu §to turizam potice
razvoj i poveCava angazman lokalnih dioni-
ka, postoji znacajan raskorak izmedu njiho-
vih namjera i implementacije (Bohlin et al.,
2016; Sinclair, 1998; Stoffelen i Vanneste,
2016, 2017).

Premos¢ivanje tog raskoraka u svrhu po-
stizanja Zeljenih ciljeva impliciralo bi da je
destinacija odlutila u kojem se pravcu Zzeli
razvijati (Macbeth et al., 2004; Sharpley,
2009; Taylor, 2016). Medutim, to je lakSe
re¢i nego posti¢i. Takva odluka zahtijeva
sposobnost ustanovljavanja, angaziranja i
odrzavanja kontrole nad klju¢nim kompe-
tencijama ili jedinstvenim atributima koji
destinaciji omogucavaju da igra vaznu ulogu
(Ford, Wang, i Vestal, 2012) i postize Zelje-
ne rezultate (Kaplinsky i Morris, 2001). Te
kompetencije mogu biti raznovrsne, poput
kvalitetnih odnosa, organizacijskih ili teh-
noloskih sposobnosti, provodenja politike,
specificnih vjeStina, odredenih strategija i
pristupa resursima (Adiyia et al., 2015; Jen-
sen, 2009; Judd, 2006; Pearce et al., 2007).
Medutim, poseban izazov predstavlja razvoj
tih atributa na razini turisticke destinacije jer
u njoj Cesto djeluju razne vrste dionika na
(Cesto) velikim podrucjima.

1. INTRODUCTION

The purpose of this paper is three-fold.
First, we explore the practical aspects of a
destination’s Social Capital (SC) enhance-
ment to attract international markets. Sec-
ond, we empirically test a Systems Think-
ing (ST) based Integrative Model (iModel),
which was developed as part of a broader re-
search project, to support decision-making.
And third, we discuss, in theoretical terms,
the relationship between ST and SC at the
tourism destination level, assessed through
the application of the iModel.

Academics often refer to tourism as an
opportunity for development which, in turn,
generates expectations among local actors be-
cause of its potential to bring economic bene-
fits and enhance quality of life (Briedenhann
and Wickens, 2004; Stoffelen and Vanneste,
2017). Nevertheless, despite the support of
tourism as a means of development and cul-
tivation of local actors’ commitments, there
is a challenging gap between intentions and
implementation (Bohlin et al., 2016; Sinclair,
1998; Stoffelen and Vanneste, 2016, 2017).

Overcoming this gap to realise the de-
sired goals would imply that a destination
has achieved self-determination in its devel-
opment path (Macbeth et al., 2004; Sharpley,
2009; Taylor, 2016). However, self-deter-
mination is easy to say, but not so easy to
achieve. Self-determination requires the ca-
pacity to identify, deploy, and maintain con-
trol of core competencies or unique attributes
that allow the destination to play an influen-
tial role (Ford, Wang, and Vestal, 2012) and
generate the desired results (Kaplinsky and
Morris, 2001). Those competencies can take
different forms, such as quality relationships,
organizational or technological capabili-
ties, policy implementation, specific skills,
certain strategies, and access to resources,
among others (Adiyia et al., 2015; Jensen,
2009; Judd, 2006; Pearce et al., 2007). Nev-
ertheless, it is especially challenging to de-
velop these attributes at the level of tourism
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Zbog Cinjenice da je u prirodi turizma
da ima mnogobrojne dionike, usredotocili
smo se na druStveni kapital na razini desti-
nacije. DruStveni kapital definirali smo kao
pravila i mreZze koji kolektivu omogucavaju
da zajednicki djeluje na ostvarivanju zajed-
nickih ciljeva (Bourdieu, 1986; Burt, 1993;
Hauberer, 2011; Lin, 2001; Okazaki, 2008;
Putnam, 1995). Stoga istrazujemo sljedece
pitanje: kako lokalni dionici mogu povecati
drustveni kapital turistiCke destinacije u cilju
ulaska na medunarodna trZi$ta, na nacin koji
privlaci (usmjerava) zeljenu vrstu i veli¢inu
(selektivno) priljeva turista?

To se pitanje fokusira na medunarodna
trzista kao potencijalno vaZzan izvor poticaja
za razvoj. Izlozenost medunarodnim okruze-
njima u turizmu moZe otvoriti nove puteve
za razvoj informacija i znanja, poticanje ino-
vacija 1 smanjivanje ovisnosti o trzistu. Tako
Ce se stvoriti vise prilika za pronalazenje one
vrste posjetitelja koja odgovara viziji desti-
nacije i za razvijanje alternativnog izvora
prihoda iz inozemstva koji je baziran na do-
danoj vrijednosti lokacije, a ne samo na izvo-
zu primarnih resursa (Agndal i Elbe, 2007;
Leonidou, 2004; McKercher, 2008; OECD,
2008; Pillmayer i Scherle, 2014; Rom@o et
al., 2015).

Na ulazak na medunarodna trziSta utjece
nekoliko odrednica koje se odnose na uprav-
ljanje, informacije, kolektiv, komercijalne
aspekte i ostalo (Culiuc, 2014; Eilat i Einav,
2004; Tavares i Leitdao, 2017). Odrednice
su promjenjivi uvjeti koji, ovisno o svojem
prisustvu ili odsustvu u pojedinom slucaju,
mogu sprijeciti ili olakSati ulazak na neko tr-
Ziste. Na primjer, odrednica poput postojanja
prikladne institucionalne strukture za inter-
nacionalizaciju (Hjalager, 2007; Williams i
Shaw, 2011) moZe djelovati kao poticaj, dok
nepostojanje te iste strukture moze predstav-
ljati prepreku za ulazak na odredeno trZziste.
U literaturi se navodi da su najvee prepre-
ke CeSCe povezane s internim kapacitetima
dionika nego s medunarodnim okruZenjem
(OECD, 2008). Teorija drusStvenog kapitala

destinations, because different types of ac-
tors in (often) vast territories participate.

Because of this multi-actor nature of
tourism, we focus our interest in social cap-
ital at the destination level. We define social
capital as the norms and networks that allow
a collective to act together towards common
goals (Bourdieu, 1986; Burt, 1993; Hauber-
er, 2011; Lin, 2001; Okazaki, 2008; Putnam,
1995). Thus, we explore the following ques-
tion: How can local actors enhance the social
capital of a tourism destination in order to
access international markets in a way that at-
tracts (steers) the desired type and quantity
(selectively) of tourism flows?

The question focuses on international
markets as a potentially important source
of stimulation for development. Exposure to
international environments in tourism can
provide new paths for developing informa-
tion and knowledge, stimulating innovation,
and reducing market dependency. This will
provide more opportunities to find the type
of visitors that match the destination’s vision
and to develop an alternative source of for-
eign income that is based on value added to
the location as opposed to primary resources
exports (Agndal and Elbe, 2007; Leonidou,
2004; McKercher, 2008; OECD, 2008; Pill-
mayer and Scherle, 2014; Romao et al., 2015).

International market access is influenced
by several managerial, information, collec-
tive, commercial, and other types of deter-
minants (Culiuc, 2014; Eilat and Einav, 2004;
Tavares and Leitao, 2017). Determinants are
dynamic conditions that, depending on their
existence or absence in the specific case, may
either impede or enhance market access. For
instance, a determinant such as having the ap-
propriate institutional structure for interna-
tionalisation (Hjalager, 2007; Williams and
Shaw, 2011) may act as an enhancer, while the
lack of such structure may represent a barrier
for market access. The literature suggests that
priority barriers are more often associated
with the actors’ internal capacities, than with
the international environment (OECD, 2008).
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stoga nudi kljucne koncepte za istrazivanje
kolektivnih kapaciteta destinacije i za bolje
razumijevanje nacina na koje je prepreke
moguce pretvoriti u poticaje.

Posto je sustav skup elemenata, koji Cvr-
stom interakcijom generiraju razliCite rezul-
tate ovisno o svojem okolisu (Baggio, 2008;
Dekkers, 2015; Mella, 2012; Speakman,
2016), odabrali smo pristup Sistemskog mi-
§ljenja za istraZivanje dinamike druStvenog
kapitala u turizmu. I drustveni kapital i tu-
rizam mogu se smatrati slozenim sustavima;
oba neprestano mijenjaju svoja obiljeZja koja
proizlaze iz interakcija nekoliko dionika. To
ih ¢ini prikladnima za analizu koriStenjem
sustavnog pristupa.

U tu svrhu rabimo iModel (Rodriguez-Gi-
ron et al., u postupku recenzije) koji pomaze
kod upravljanja slozenim analizama i podrZa-
va procese odlu€ivanja u destinaciji. Sustavna
analiza vazna je za dionike destinacije jer im
moze pomo¢i da vizualiziraju svoju poziciju
unutar sustava i svoj odnos prema drugima.
Ona takoder moze dati podatke korisne za
planiranje i kreiranje politika te pruZziti pri-
jeko potrebnu jasnu sliku turistickog modela
destinacije; na primjer, kako poboljSati svoju
pregovaracku poziciju ili kako povecati korist
za lokalne dionike. Teorijska vaZnost je u te-
stiranju inovativnog analitickog okvira kreira-
nog upravo za turizam, u kojeg se moze ugra-
diti druStveni kapital, i u istraZivanju odnosa
izmedu sistemskog miSljenja i teorija drustve-
nog kapitala u kontekstu turizma.

Prvo ¢emo predstaviti okvir zasnovan
na pojmovima turisti¢ke destinacije, drus-
tvenog kapitala i sistemskog miSljenja koji
su u na$oj studiji medusobno povezani. Po-
tom ¢emo dati analizu slucaja, njegov kon-
tekst i pitanja koja otvara. Nadalje, opisat
¢emo metode, predstaviti iModel i naCine
na koji se on rabio za istrazivanje druStve-
nog kapitala u odnosu na odrednice ulaska
na medunarodna trziSta. Potom ¢emo ra-
spraviti rezultate iz sljedeCih perspektiva:
povecanje druStvenog kapitala; iModel i
njegov metodoloSki kapacitet integriranja

Social capital theory, therefore, offers key
concepts for exploring a destination’s collec-
tive capacities and understanding how to turn
barriers into enhancers.

Given that a system is a set of elements
that closely interact to generate different out-
comes in interdependence with its environ-
ment (Baggio, 2008; Dekkers, 2015; Mella,
2012; Speakman, 2016), we have chosen a
Systems Thinking approach to study social
capital dynamics within tourism. Social cap-
ital and tourism can both be seen as complex
systems; they both emerge with new charac-
teristics that result from interactions between
several actors. This makes them suited for
analysis using a systemic approach.

For that purpose, we use the “iModel”
(Rodriguez-Giron et al., in review), which
helps to manage analysis of complexity and
supports decision-making in a destination. A
systemic analysis is important for the desti-
nation’s actors, as it can help them visualise
their position in the system and their relation
to others. A systemic analysis can also in-
form planning and policy and provide need-
ed perspective on a destination’s tourism
model, e.g. how to improve its negotiation
position or how to increase benefits for local
actors. The theoretical importance resides in
testing an innovative tourism-specific ana-
lytical framework in which social capital can
be integrated and in exploring the relation-
ship between systems thinking and social
capital theories in the context of tourism.

We first present the conceptual framework
built upon tourism destinations, social capital
and systems thinking as the interrelated con-
cepts in our study. Then, we introduce the case
study, its context, and its challenges. Next, we
describe the methodology, introducing the
iModel and how it was used to explore social
capital in relation to the determinants for in-
ternational market access. We then discuss
the results from the following perspectives:
social capital enhancement; the iModel and
its methodological capacity to integrate social
capital; and the relationship between systems
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drustvenog kapitala; odnos izmedu teorija
sistemskog misljenja i druStvenog kapitala
u turistickom kontekstu.

2. POJMOVNI OKVIR

Razmotrit ¢emo tri glavna pojma koji se
javljaju u ovome ¢lanku: turisticke destina-
cije, drustveni kapital i sistemsko miSljenje.
To su tri klju¢na elementa naSeg pristupa te
¢emo obrazloziti neke teorijske poveznice.

Cak i ako se destinaciju subjektivno per-
cipira kao jedan entitet, ona, ustvari, moze
predstavljati kombinaciju viSe teritorijalnih
jedinica uprave (Saarinen, 2014) u kojima
radi skup raznovrsnih dionika (Haugland,
Ness, Grgnseth, i Aarstad, 2011). Turisticke
destinacije Cine prvenstveno mala i srednja
poduzeca (Pearce, 2008; Song et al., 2013;
Thomas et al., 2011; Vanneste i Ryckaert,
2011, 2012) koja djeluju zajedno s vlastima
i stanovnicima (Viken, 2014) u svrhu pru-
Zanja turistickog dozivljaja (Haugland et al.,
2011; Pearce, 2008). Takve interakcije unutar
jednog zemljopisnog podrucja mogu stvori-
ti percepciju turisticke destinacije (Halkier
et al., 2014; Viken, 2014) kao jedinstvenog
entiteta. Destinacije Cesto nisu jedinstvene
organizacije pa, primjerice, koordinirano su-
djelovanje izostaje jer turisticki dionici jedni
druge vide kao konkurente (Von Friedrichs
Grangsjo i Gummesson, 2006). Nadalje, sta-
novnici mozda ne podrzavaju turizam niti u
njemu igraju vaznu ulogu (Dudwick et al.,
2006; Macbeth et al., 2004; Nyhan Jones i
Woolcock, 2009; Taylor, 2016). U tom slo-
Zenom scenariju, ako zajednica ili lokalni
dionici ocekuju koristi od turizma, koordina-
torska uloga posrednika, poput organizacije
za upravljanje destinacijama, postaje kljuc-
nim ¢imbenikom (Beritelli, 2011; McGehee
et al., 2010; Williams i Elkhashab, 2012). U
tom kontekstu, ‘turistiC¢ku destinaciju’ defini-
ramo kao skup dionika koji nastoje zajednic-
ki djelovati kako bi turizam upotrijebili kao
sredstvo poboljSanja kvalitete svojeg Zivota
te kao zemljopisnu lokaciju Cije se granice

thinking and social capital in tourism. Finally,
we offer some remarks for the case study and
for systems thinking and social capital theo-
ries within the context of tourism.

2. CONCEPTUAL FRAMEWORK

We review the three main concepts of
this article: tourism destinations, social capi-
tal and systems thinking. These are the main
pillars of our approach and we discuss some
theoretical linkages.

Even if people subjectively perceive a
destination as one entity, the destination
might be formed, in fact, by a combination of
territorial administrations (Saarinen, 2014),
facilitated by a sum of diverse actors (Haug-
land, Ness, Grgnseth, and Aarstad, 2011).
Tourism destinations are formed primarily
by small and medium enterprises (Pearce,
2008; Song et al., 2013; Thomas et al., 2011;
Vanneste and Ryckaert, 2011, 2012), which
interact with governments and residents
(Viken, 2014) to provide a tourism experi-
ence (Haugland et al., 2011; Pearce, 2008).
These interactions within a geographical set-
ting, may create the perception of the tour-
ism destination (Halkier et al., 2014; Viken,
2014) as a unified entity. But destinations are
hardly unified organisations. Coordinated
participation, for example, might not be the
case; as tourism actors might see each other
as competitors (Von Friedrichs Grangsjo and
Gummesson, 2006). Further, residents may
not be in favour of tourism or play a role in it
(Dudwick et al., 2006; Macbeth et al., 2004,
Nyhan Jones and Woolcock, 2009; Taylor,
2016). In this complex scenario, if benefits
are expected from tourism for the collective
of local actors, the coordinating role of a bro-
kering actor, such as a DMO, becomes a key
factor (Beritelli, 2011; McGehee et al., 2010;
Williams and Elkhashab, 2012). In this con-
text, we approach the ‘tourism destination’
as a collective of actors trying to act together
to use tourism as a means to improve their
quality of life and as a location with geo-
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neprestano mijenjaju ovisno o mjestima koja
¢ine dio konacnog posjetiteljevog dozivljaja.

S druge strane, kako navodi Hauberer,
“drustveni kapital javlja se iz strukture od-
nosa ili mreza medu pojedincima i kolekti-
vima” (2011:148) kao funkcionalni resurs
(Coleman, 1990) koji druge individualne
resurse medusobno okuplja u zajednickim
svrhovitim aktivnostima (Burt, 1993). Stoga
drustveni kapital moze biti temeljni resurs za
postizanje kolektivnih ciljeva u turistickim
destinacijama. Medutim, on nije individual-
no vlasniStvo u rukama jednog dionika niti
je nuzno resurs koji je u potpunosti postojao
otprije; dru$tveni kapital je potencijalni ili
latentni resurs (Burt, 1993; Coleman, 1990;
Nahapiet i Ghoshal, 1998), napola realiziran
resurs ugraden u postojeCe drustvene od-
nose. U potpunosti se realizira samo stvar-
nim interakcijama koje imaju zajednicki cilj
(Hauberer, 2011). DruStveni kapital se isto-
vremeno sastoji od procesa interakcija i po-
vratnih informacija o rezultatima tih interak-
cija koje mogu ojacati ili oslabiti drustveni
kapital. On predstavlja resurs koji dionicima
omogucava da za zajednicki cilj mobiliziraju
druge resurse u svojem vlasni$tvu — novac,
znanje, alate, nekretnine. DruStveni kapital,
medutim, ima dva lica (Portes, 1998). MoZze
biti pozitivan i olakSati pristup financijskim
sredstvima, poslovnim moguénostima i
ljudskim resursima koji posjeduju vjestine
(McGehee et al., 2010). No drustveni kapital
moze biti i negativan, kao kad, na primjer,
dionici koji su na vlasti koriste svoje drus-
tvene odnose da bi sprijecili uvodenje inova-
cija, zadrzali svoju poziciju ili izvukli korist
i profitirali na ustrb drugih, manje utjecajnih
dionika (Levien, 2015).

Drustveni kapital nije po sebi pozitivan
ili negativan, ve¢ predstavlja teorijski kon-
strukt koji nam pomaze da istrazimo kako
u pojedinim kontekstima dolazi do kolek-
tivnog djelovanja. DrusStveni kapital nalazi-
mo na raznim razinama agregacije. Dok mu
Bourdieu (1986), otac drustvenog kapitala,
pristupa na razini pojedinca, Putnam (1995)
taj koncept primjenjuje na razini zajednice, a

graphical limits in constant flux according to
the places incorporated in the final visitor’s
experience.

On the other hand, as Hauberer com-
ments, “[s]ocial capital emerges in the
structure of relations or networks among
individuals or collectives” (2011:148) as a
functional resource (Coleman, 1990), that
brings together other individual resources
for purposive actions (Burt, 1993). There-
fore, social capital may be a fundamental
resource for achieving collective purposes
in tourism destinations. But social capital
is not an individual property in the hands of
an actor, nor a fully pre-exiting resource; so-
cial capital is a potential or latent resource
(Burt, 1993; Coleman, 1990; Nahapiet and
Ghoshal, 1998), a semi-realised resource em-
bedded in existing social relations. It is ful-
ly realised only through actual interactions
with a common aim (Hauberer, 2011). Social
capital is simultaneously composed by a
process of interactions and the outcomes of
those interactions in a feedback loop that can
strengthen or weaken social capital. It is the
resource that allows actors to mobilise oth-
er independently owned resources — money,
knowledge, tools, properties — for a common
purpose. Social capital, however, has two
faces (Portes, 1998). It can be positive and fa-
cilitate access to funding, business possibili-
ties, and skilled human resources (McGehee
et al., 2010). But social capital can also be
negative, like when actors in power use their
social relations to hinder innovation, to keep
their dominant position, or to take advantage
and profit at the expense of less influential
fellow actors (Levien, 2015).

Social capital is not a positive or nega-
tive thing, per se, but a theoretical construct
that helps one to study how collective action
emerges in a given context. Social capital
can also be seen at different levels of ag-
gregation. While Bourdieu (1986), the fa-
ther of social capital, approaches it at the
level of the individual, Putnam (1995) ap-
plies the concept at the community level,
and Grootaert et al. (2004) discuss social
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Grootaert et al. (2004) analiziraju ocjenjiva-
nje drustvenog kapitala na razini ku¢anstava
i organizacija. U turizmu, umjesto da sam
bude predmet istrazivanja, drustveni kapi-
tal najviSe se koristi kao okvir za istraZiva-
nje drugih specifi¢nih tema, poput ruralnog
turizma (Park et al., 2012), poduzetniStva
(Zhao et al., 2011), sportskih dogadanja (Ja-
mieson, 2014; Williams i Elkhashab, 2012)
ili turizma zasnovanog na potrebama za-
jednice (D.-B. Park et al., 2012). U literatu-
ri se uglavnom isticu tri kljucne dimenzije
drustvenog kapitala. Prvo, najmaterijalniju
dimenziju drustvenog kapitala, koja se nazi-
va MreZe (Bourdieu, 1986; Ooi et al, 2015;
Putnam, 1995; Von Friedrichs Grangsjo i
Gummesson, 2006), predstavljaju sami dio-
nici i njihove veze. Drugo, najnematerijalniji
aspekt drustvenog kapitala naziva se Norme i
povjerenje (Coleman, 1990; Hauberer, 2011;
D.-B. Park et al., 2012; Zhao et al., 2011),
predstavljaju bihevioralni i psiholoski as-
pekti ukljucenih dionika. I trece, aspekt koji
predstavlja rezultat druStvenog kapitala, pod
naslovom Zajednicke aktivnosti (Dudwick
et al., 2006; Grootaert et al., 2004; Nyhan
Jones i Woolcock, 2009), kojeg omoguca-
vaju prve dvije dimenzije, ali istovremeno i
sam na njih utjece. DruStveni se kapital tako
ponasa kao slozeni sustav koji se rada iz in-
terakcija koje je nemogucée kontrolirati iz
jednoga centra, ali na njega ipak utjecu spe-
cifi¢ni ciljevi (Park et al., 2012; Zhao et al.,
2011). U turizmu te interakcije medusobno
povezuju golema podrudja, od onih na lokal-
nim pa do onih na medunarodnim razinama.

U tom kontekstu, sistemsko miSljenje
pruza teorijsku osnovu za bavljenje destina-
cijama i druStvenim kapitalom kao slozenim
sustavima. Sistemsko misljenje sustav vidi
kao dinamican entitet, sastavljen od razli-
¢itih elemenata koji su u medusobnoj inte-
rakciji, koji nuzno nema jasno definirane
granice prema svojoj okolini, na koju sustav
djeluje i koja i sama neprestano djeluje na
njega (Ghosh, 2015; Mai i Smith, 2015). Neki
od kljutnih pojmova sistemskog miSljenja
koji opisuju obiljezja turizma su: elementi

capital assessment at the household and or-
ganisational levels. In tourism, rather than
being the object of interest, social capital
is mostly used as a framework to explore
other specific issues, such as rural tourism
(Park et al., 2012), entrepreneurship (Zhao
et al., 2011), sports events (Jamieson, 2014;
Williams and Elkhashab, 2012) or commu-
nity based tourism (D.-B. Park et al., 2012).
In any case, the literature points mainly to
three key social capital dimensions. First,
the most ‘tangible’ dimension of social cap-
ital, called Networks (Bourdieu, 1986; Ooi
et al, 2015; Putnam, 1995; Von Friedrichs
Grangsjo and Gummesson, 2006), is rep-
resented by the actors themselves and their
connections. Second, the most ‘intangible’
aspect of social capital, called Norms and
Trust (Coleman, 1990; Hauberer, 2011; D.-B.
Park et al., 2012; Zhao et al., 2011), is repre-
sented by the behavioural and psychological
aspects of the involved actors. And third, the
aspect that represents the ‘output’ of social
capital, called Collective actions (Dudwick
et al., 2006; Grootaert et al., 2004; Nyhan
Jones and Woolcock, 2009), is facilitated by
the two previous dimensions and influences
them as well. Social capital thus, behaves
as a complex system which emerges from
non-centrally controllable interactions, but
is still influenced by specific goals (Park et
al., 2012; Zhao et al., 2011). In tourism, these
interactions connect vast territories from the
local to the international levels.

In that context, systems thinking pro-
vides a theory for approaching destinations
and social capital as complex systems. Sys-
tems thinking conceives a system as a dy-
namic entity composed of diverse interacting
elements, without necessarily clear limits to
its environment, which is influenced by the
system and constantly influences the system
(Ghosh, 2015; Mai and Smith, 2015). Some
of systems thinking’s key concepts that de-
scribe tourism’s characteristics are: elements
(Dekkers, 2015) or the interacting actors like
visitors, firms, governments or residents;
functions (Hoff, 1992) or the roles that ac-
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(Dekkers, 2015) ili dionici koji su u medu-
sobnoj interakciji, poput posjetitelja, podu-
zeCa, vlasti ili stanovnika; funkcije (Hoff,
1992) ili uloge koju ti dionici igraju u (turis-
tickom) dozivljaju; dinamika (Mella, 2012)
ili interakcije izmedu (turistickih) dionika;
nastanak (McDonald, 2009) ili nova zajed-
nicka sposobnost kreiranja (turistickog) do-
Zivljaja kojega niti jedan dionik samostalno
ne moZze stvoriti; samoorganizacija (Farrell i
Twining-Ward, 2004) ili dinamika koju nije
moguce u potpunosti kontrolirati iz jednog
centra i ovisi o specificnim i promjenjivim
interakcijama; nelinearnost (Speakman,
2016) ili rezultati koji nisu proporcionalni
s ulozenim naporima; i okolina (Hartman,
2016b) ili promjenjivi kontekst sustava (de-
stinacije) i medusobni utjecaji takvih razli-
¢itih konteksta. Ovi koncepti omogucavaju i
istraZivanje drusStvenog kapitala kao resursa
koji nastaje iz sustava interakcija medu dio-
nicima destinacije. Stoga, nasuprot videnju
turizma kao proizvodnog procesa koji se
kontrolira iz jednoga srediSta, poput tvorni-
ce, pojmovi sistemskog miSljenja dopuStaju
nam da istrazujemo kako skupna djelovanja
nastaju iz lokalnih interakcija i kako se drus-
tveni kapital moZe povecati kako bi podupro
razvojne ciljeve turisticke destinacije.

Sistemsko misljenje prema modelu
(iModel)

iModel (Slika 1) je integrativni model za-
snovan na sistemskom misljenju koji pomaZe
u procesu odlu¢ivanja (Rodriguez-Giron et
al., u postupku recenzije) koji turizam smatra
fenomenom koji nastaje iz dinamicnog susta-
va interakcija (Judd, 2006; Nicolau, 2013; Pe-
arce, 2008; Pearce et al., 2007; Smith, 1994).
Pojmovno se bazira na nacelima sistemskog
miSljenja i shematski ga se moZze prikazati
interakcijama izmedu raznih takozvanih di-
onika — poduzeca, vlasti, stanovnika i zna-
menitosti — te posjetitelja. Stoga se Slika 1
moze tumaciti na sljedeci nacin: ‘funkcije’
(Dekkers, 2015; Hoff, 1992), koje obavljaju

tors play in the (tourism) experience; dynam-
ics (Mella, 2012) or the interactions among
(tourism) actors; emergence (McDonald,
2009) or the new capacity of the collective
to create a (tourism) experience not possible
for any actor alone; self-organisation (Far-
rell and Twining-Ward, 2004) or dynamics
that are not fully centrally controllable and
depend on specific and variable interactions;
nonlinearity (Speakman, 2016) or results
that are disproportional to the inputted ef-
forts; and environment (Hartman, 2016b) or
the system’s (destination’s) changing context
and their mutual influences. These concepts
also allow exploration of social capital as a
resource emerging from a system of interac-
tions among a destination’s actors. Thus, in
contrast to thinking about tourism as a cen-
trally controlled production process, as in an
assembly plant, systems thinking’s concepts
allow us to explore how collective actions
emerge from local interactions and how to
improve social capital to support a tourism
destination’s development goals.

Systems thinking translated into a
model (iModel)

The iModel (Fig. 1) is a systems think-
ing-based integrative model which supports
decision-making (Rodriguez-Giron et al.,
in review) and which considers tourism to
be a phenomenon emerging from a dynam-
ic system of interactions (Judd, 2006; Nico-
lau, 2013; Pearce, 2008; Pearce et al., 2007;
Smith, 1994). It is conceptually based on
the principles of systems thinking and sche-
matically illustrated by the interactions be-
tween various so-called facilitators — firms,
governments, residents and attractions — and
visitors. In that sense, Figure 1 can be read as
follows: the functions (Dekkers, 2015; Hoff,
1992), performed from the perspective of the
interacting elements (i.e. the visitors and the
facilitators), generate certain dynamics (Dek-
kers, 2015; Ghosh, 2015; Mella, 2012). These
dynamics evolve through different phases
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‘elementi koji su u medusobnoj interakciji’
(tj. posjetitelji i dionici), i stvaraju odredenu
‘dinamiku’ (Dekkers, 2015; Ghosh, 2015;
Mella, 2012). Ta se dinamika razvija kroz ra-
zlicite ‘faze’ (Zamisao — Razdoblje prije pu-
tovanja — Sudjelovanje), od ‘najdalje zamisli’
do ‘potpunog sudjelovanja’ te do ‘ponovnog
razdvajanja’, omogucavajuci pri tome ‘nove
turisticke dozivljaje’ (Hartman, 2016a). I na
kraju, na turisticki doZivljaj utjee i ‘okoli-
na’ (Dekkers, 2015; Hartman, 2016a; Mella,
2012) kao otvoreni sustav, Sto znaci da turi-
sticki rezultati utjecu i na okolinu.

U nacelu, iModel omogucava opisivanje
smjera interakcija izmedu npr. dionika i indi-
vidualnih posjetitelja, ili dionika i organizi-

(Conception — Pre-Trip — Involvement), from
‘furthest apart’ into ‘full involvement’ and
to ‘getting apart’ again, allowing the emer-
gence (Hartman, 2016a) of the tourism expe-
rience. Finally, the tourism experience is in-
fluenced by its environment (Dekkers, 2015;
Hartman, 2016a; Mella, 2012) as an open
system, meaning that tourism’s outcomes
also influence its environment.

In principal, the iModel allows descrip-
tion of the trajectory of interactions between,
for instance, facilitators and independent vis-
itors or facilitators and organised groups. In
this way, actors can be mapped, and the sys-
tem’s elements can be identified. For deeper
analytical purposes (such as studying social

Slika 1: iModel — Integrativni model za donosenje odluka
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ranih grupa. Time omogucava graficko pri-
kazivanje sudionika i identifikaciju elemena-
ta sustava. U svrhu provodenja dublje analize
(poput istrazivanja odnosa izmedu druStve-
nog kapitala i svake od funkcija modela,
kako bi se pospjeSio ulazak na strana trzista),
iModel uvodi metode za koristenje modela
kao alata za analizu. Detaljnija objaSnjenja
nalaze se u poglavlju Metode, a prikaz rezul-
tata u poglavlju Rezultati i Diskusija.

capital in relation to each of the model’s
functions to enhance access to international
markets), the iModel introduces a methodol-
ogy to use the model-as-an-analytical-tool.
This is further explained in the Methodology
section and demonstrated in the Results and
Discussion section.

Figure 1: iModel - The Integrative Model for Decision-Making
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3. METODE: Koristenje iModela
za isticanje vaznosti drusStvenog
kapitala

iModel se razvio intenzivnim iterativ-
nim procesom redovitog pracenja literature
(kolovoz 2014. — lipanj 2017.), ocjenjivanja
temeljenog na iskustvu (veljaca 2015. - prosi-
nac 2016.), tri preliminarne provjere studije
slucaja (oZujak — travanj 2015.), povratnih
informacija dobivenih na internim i medu-
narodnim znanstvenim seminarima (svibanj
2015. — kolovoz 2017.), podataka prikuplje-
nih u opseznom terenskom radu (prosinac
2015. — oZujak 2016.) i povratnih informacija
dobivenih od stru¢njaka na domacim i me-
dunarodnim konferencijama (studeni 2015.,
travanj 2017.).

Prvo, sustav metoda koje koristi iModel
kao alat analize propituje uzroke. Kako je
ve¢ navedeno u opcem pitanju (u Uvodu),
ovu smo analizu proveli kako bismo dozna-
li kako povecati drustveni kapital turisticke
destinacije s ciljem ulaska na medunarodna
trzista i to na nacin koji ¢e privuci zeljene po-
sjetitelje. Drugo, za usmjeravanje analitickog
procesa predloZzena su tri standardna potpi-
tanja: 1. Sto ve¢ postoji? (prethodnici — sa-
dasnja situacija); 2. Sto nedostaje? (dijagnoza
- ustanovljavanje problema); i 3. Kako rijesiti
problem? (razmisljanje o rjeSenju — akcijski
plan). Trece, kako bi se analizirao drustveni
kapital kao kljucni resurs za olakSavanje ula-
ska na druga trZiSta, potrebno je suziti fokus
standardnih potpitanja. To je ucinjeno kori-
Stenjem kljucnih dimenzija drustvenog kapi-
tala koje smo opisali u pojmovnom okviru,
a to su: Mreze (‘tko’ i ‘gdje’ djeluje), Norme
i povjerenje (‘kako’ djeluje) i Zajednicke ak-
tivnosti (‘Sto’ i ‘kad’ radi).

Kao $to pokazuje Slika 2, standardna pot-
pitanja i klju¢ne dimenzije druStvenog kapi-
tala prikazane su vertikalno na Matricnome
prikazu iModela. To olakSava analizu prema
sljede¢oj logici (na primjeru potpitanja 1):
Sto ve¢ postoji od svake dimenzije druStve-
nog kapitala (na vertikali) u odnosu na svaku

3. METHODOLOGY: Using the
iModel to bring social capital to the
front

The iModel was developed through an
intensive iterative process consisting of con-
stant literature review (Aug 2014 — Jun 2017),
experience-based assessment (Feb 2015 —
Dec 2016), three preliminary study case tests
(Mar — Apr 2015), feedback from internal
and international academic seminars (May
2015 — Aug 2017), input from extensive field-
work (Dec 2015 — Mar 2016) and experts’
feedback at national and international con-
ferences (Nov 2015, Apr 2017).

First, the methodology to use the iMod-
el-as-a-tool for analysis asks the ‘why’. As
stated in the general question (in the Intro-
duction), we conducted this analysis to un-
derstand how to enhance the social capital of
a tourism destination to access international
markets in a way that attracts the desired vis-
itors. Second, three standard sub-questions
are proposed to guide the analytical process:
1) What is there already? (antecedents - cur-
rent situation); 2) What is lacking? (diagno-
sis - identify problems); and 3) How to tackle
it? (reflect on solutions - action plan). And
third, because we are interested in analysing
social capital as a key resource to improve
market access, we need to refine the focus
of the standard sub-questions. This is done
by using social capital’s key dimensions
already discussed in the conceptual frame-
work, namely: Networks (‘who’ is acting and
‘where’), Norms and Trust (‘how’ are they
acting), and Collective Actions (‘what’ are
actors doing and ‘when’).

As shown in Figure 2, the standard
sub-questions and social capital’s key di-
mensions are displayed in the vertical axis
of the iModel’s Matrix Layout. This helps to
guide analysis with the following logic (us-
ing sub-question 1 as an example): What is
there already in terms of each social capital
dimension (in the vertical axis) in relation
to each function of the iModel performed
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funkciju iModela koju obavljaju dionici (na
horizontali)? Na taj na¢in moZemo sustavno
postavljati analitiCka pitanja na uredeni nacin.
Razvrstane Cinjenice vezane za drustveni ka-
pital u studiji slucaja postepeno ispunjavaju
Celije u matrici, pri ¢emu svaka sadrzi kljucnu
frazu koja saZima podatke dobivene u svakom
koraku analize. U kona¢nici, Slika 2 prikazu-
je matricu koja daje opcu sliku studije slucaja,
‘u osnovnim crtama’. Klju¢ne fraze formuli-
rane su prema informacijama prikupljenima
u ProSirenom izvje$taju iModela. Zbog svoje
opsirnosti, medutim, ovaj se izvjestaj ne moze
predstaviti u cijelosti u ovom ¢lanku. U njemu
su prikazani detaljni osnovni podaci. Njegova
struktura ima istu organizaciju na vertikali
(dimenzije drustvenog kapitala), dok se na
horizontali detaljno prikazuju rezultati ana-
lize pojedinacnih funkcija iModela. Drugim
rije¢ima, prosireni izvjestaj uvecava sliku po-
dataka svake dimenzije druStvenog kapitala
analizirane u odnosu prema svakoj pojedinoj
funkciji iModela.

Kako nas zanima analiza drustvenog ka-
pitala turistickih destinacija, iModel je pri-
mijenjen iz perspektive funkcija dionika, ko-
riStenjem glavnog dionika kao polazne tocke
za istrazivanje dinamike destinacije, $to Ce
se pojasniti u poglavlju Studija slucaja. Izvori
nasih podataka bili su: a) tri terenska rada
(prosinac 2015. — oZzujak 2016. u Ekvadoru,
ozujak 2017. u Njemackoj i travanj 2017. u
Ekvadoru) tijekom kojih je provedeno osam-
deset nestrukturiranih intervjua te terenski
posjeti i sudjelovanje na radionicama; b) Ceti-
ri sesije s projektnim menadZerom srediSnjeg
dionika (prosinac 2016., veljaca 2017., kolo-
voz 2017. i sijecanj 2018.) u svrhu predstav-
ljanja, primjene i evaluacije valjanosti iMo-
dela; ¢) prikupljanje planova, izvjestaja i dru-
gih dokumenata od povezanih dionika; i d)
CetrnaestogodiSnje iskustvo (2000. — 2014.)
glavnog autora ovoga rada u menadZmentu
turistickih destinacija na podrucju na koje-
mu je provedena studija slucaja. Na osnovu
tih podataka, sustavno je analizirano funk-
cioniranje drustvenog kapitala i mogucnosti
njegova povecanja da bi se do$lo do raznih

by the facilitators (in the horizontal axis)?
In this way, we can systematically pose the
analytical questions in an ordered manner.
Disaggregated social capital facts from the
study case progressively fill the cells of the
matrix, each one containing a key phrase that
summarises the findings of each step during
the analysis. As a result, Figure 2 presents a
matrix layout that provides a general vision
of the study case ‘at a glance’. The key phras-
es are based on the information collected in
the iModel’s Extended Report. Due to its ex-
tension, however, this report cannot be dis-
played in this article. This report is where the
detailed basic data are inputted. Its structure
presents the same organization in its vertical
axis (social capital dimensions), while the
horizontal axis shows the detailed analytical
outcome of only one of the iModel’s func-
tions at a time. In other words, the extended
report ‘zooms in’ on the data of each social
capital dimension analysed in relation to
each iModel’s functions.

Because we are interested in analysing
a tourism destination’s social capital, the
iModel was applied from the perspective of
the facilitators’ functions, using, as it will be
explained in the Study Case section, a central
actor approach as the entry point for explor-
ing the destinations’ dynamics. Our informa-
tion sources were: a) three fieldworks (Dec
2015 — Mar 2016 in Ecuador, March 2017
in Germany, and April 2017 in Ecuador),
where eighty open-ended interviews were
conducted, plus field visits and participa-
tion in workshops; b) four sessions with the
central actor’s Projects Manager (December
2016, February 2017, August 2017 and Jan-
uary 2018) to introduce, apply, and evaluate
the iModel’s validity; c) collection of plans,
reports and other documents from the related
actors; and, d) fourteen years (2000 — 2014)
of the main author’s experience in tourism
destination management in the case study
area. Based on these data, we systematically
analysed how social capital works and could
be enhanced to tackle diverse international
market access determinants described in the
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odrednica ulaska na medunarodna trziSta
opisanih u literaturi (Agndal i Elbe, 2007,
Cellini, 2011; Culiuc, 2014; Dogru, Sira-
kaya-Turk i Crouch, 2017; Eilat i Einav, 2004;
Huang, Tsaur, i Yang, 2012; Leonidou, 2004;
Martins, Gan i Ferreira-Lopes, 2017; Mcker-
cher, 1998; McKercher, 2008; OECD, 2008;
Onder, Candemir i Kumral, 2009; Pillmayer
i Scherle, 2014; Rodriguez-Giron i Vanneste,
2018; Squalli, Wilson i Hugo, 2010; Su i Lin,
2014; Tavares i Leitdo, 2017; A. M. Williams
i Shaw, 2011; Woodside i Dubelaar, 2002).

4. STUDIJA SLUCAJA: KONTEKST
11ZAZOVI

Podrucje biosfere masiva Cajas (CMBA)
je veliki rezervat u juznom Ekvadoru koje
pokriva 9.742 km?, ima 833.372 stanovnika i
obuhvaca teritorij 15 op¢ina (Rodriguez Gi-
ron et al., 2015), a glavni grad i srediste tu-
rizma je Cuenca. Detaljniji opis i fotografije
CMBA moZze se naci na poveznici: www.bios-
feracajas.org/documentos/biosfera_en.pdf. Na
tome se mjestu nalaze Cetiri elementa na po-
pisu UNESCO-ve zastiCene bastine: gradsko
srediste Cuence kao kulturna bastina (1999.);
pletenje slamnatih SeSira kao nematerijalna
kulturna bastina (2012.); rezervat Biosfera
(2013.); i dio Kraljevskog andskog puta Qha-
paq Nan koji se proteze kroz nekoliko drzava
(2014.). Medutim, 2016. Cuencu je posjetilo
samo 198.994 stranaca (GIER, 2017b), $to
predstavlja vrlo mali postotak (14% ) u od-
nosu na 1.418.159 medunarodnih posjetitelja
cijelog Ekvadora (MTE, 2017). Tomu je dje-
lomi¢no razlog Cinjenica da CMBA nema
medunarodni aerodrom ili granice, $to ga Cini
nekom vrstom kopnenog otoka s obzirom na
svoju slabu povezanost s drugim zemljama.

Grad Cuenca tek odnedavno ima uvida u
profil posjetitelja putem tromjese¢nih izvje-
Staja (GIER, June 2016). To je rezultat rada
Opcinske fondacije ,,Turizam za Cuencu”
(OF) koja je osnovana za promociju turizma
s ulogom koordinatora razvoja regionalnog
turizma i predstavlja srediSnjeg dionika u

literature (Agndal and Elbe, 2007; Cellini,
2011; Culiuc, 2014; Dogru, Sirakaya-Turk,
and Crouch, 2017; Eilat and Einav, 2004;
Huang, Tsaur, and Yang, 2012; Leonidou,
2004; Martins, Gan, and Ferreira-Lopes,
2017; Mckercher, 1998; McKercher, 2008;
OECD, 2008; Onder, Candemir, and Kum-
ral, 2009; Pillmayer and Scherle, 2014; Ro-
driguez-Giron and Vanneste, 2018; Squalli,
Wilson, and Hugo, 2010; Su and Lin, 2014;
Tavares and Leitdo, 2017; A. M. Williams
and Shaw, 2011; Woodside and Dubelaar,
2002).

4. THE STUDY CASE: ITS
CONTEXT AND CHALLENGES

The Cajas Massif Biosphere Area
(CMBA) is a large region in southern Ec-
uador that covers 9,742 km?, has 833,372
inhabitants, and includes the territories of
15 municipalities (Rodriguez Girdn et al.,
2015). Cuenca is its main city and touristi
core. For an in-depth and visual description
of the CMBA access: www.biosferacajas.
org/documentos/biosfera_en.pdf. Four UN-
ESCO recognised sites coincide here: Cuen-
ca’s city centre as Cultural Heritage Site
(1999); the intangible Heritage of the Straw
Weaving Hat (2012); the Biosphere Reserve
(2013); and a section of the multinational
Royal Andean Trial — Qhapaq Nan — (2014).
However, only 198,994 foreigners visited
Cuenca during 2016 (GIER, 2017b), which
is a low percentage (14%) when compared to
the 1,418,159 international visitors to Ecua-
dor (MTE, 2017). This is partly because the
CMBA has no international airport or bor-
ders, making it a sort of ‘continental island’
in terms of international connectivity.

Only recently the city of Cuenca is learn-
ing through a trimestral report (GIER, June
2016) about the profile of its arriving visitors.
This process is due to efforts by the Tourism
for Cuenca Municipal Foundation (MF), an
entity created for promotional activities, but
which acts as a coordinator for regional tour-
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nasoj studiji slucaja. OF je omogucio zajed-
nicko azuriranje razvojnih planova turizma
Cuence za razdoblje 2016. — 2021. (Turis-
Consulting et al., 2016) u kojima se planira
razvoj iskustvenog i kreativnog oblika turiz-
ma. Medutim, iako plan predvida fokusiran i
ciljani pristup, jo$ uvijek ne postoji kolektiv-
na sposobnost destinacije da utjee na svoja
medunarodna emitivna trzista.

S OF-om je dogovoreno da ciljno trziSte u
nasoj studiji sluaja bude segment organizi-
ranih grupa iz Njemacke. Nekoliko je razlo-
ga za to. Prvo, medu putovanjima za odmor
koje Nijemci najvie vole, redoslijedom vaz-
nosti i s obzirom na potencijal CMBA, su:
priroda, obiteljski izleti, avantura, razgleda-
vanje znamenitosti, kultura i u¢enje (Sonn-
tag, 2015). Drugo, Nijemci su ve¢ treci po
brojnosti medu zemljama iz kojih u Cuencu
sada dolaze posjetitelji (GIER, 2017a). Me-
dutim, s obzirom na to da gradani Sjedinje-
nih Ameri¢kih Drzava (1.) i Kolumbijci (2.)
dolaze i u posjet rodbini, zbog studija ili iz
poslovnih razloga, Nijemci su jedini koji do-
laze primarno radi odmora. Trece, Njemacka
ima najvecu gustocCu turistickih agencija na
svijetu, a prodajom putovanja za odmor joS
uvijek dominiraju klasi¢ne turisticke agenci-
je (DER Touristik, 2015). Zbog toga je ona
osobito vazna kao trziSte za organizirane
grupe. Cetvrto, Njemacka je tradicionalno
vodeca zemlja na svijetu po potro$nji u ino-
zemstvu per capita (UNWTO, 2016).

U kontekstu naSe studije slucaja, glavno
se pitanje sada formulira na sljede¢i nacin:
Kako OF moZze poboljsati drustveni kapital
CMBA kako bi privukao njemacke organi-
zirane grupe?

5. REZULTATI I RASPRAVA

U skladu s ciljevima navedenima u Uvo-
du, u ovome ¢emo poglavlju raspraviti: 1)
kapacitet iModela kao analitickog alata za
istrazivanje drustvenog kapitala u odnosu na
ulazak na druga trZziSta; 2) implikacije rezul-

ism development as well. This is the central
actor in our study case. The MF facilitated
the participatory update of Cuenca’s tourism
development plan 2016 — 2021 (TurisCon-
sulting er al., 2016) envisioning an experi-
ential and creative form of tourism develop-
ment. Nevertheless, while the plan aims for a
focused and targeted approach, the destina-
tion’s collective capacity to influence on its
international tourism generating markets is
still almost non-existent.

As was agreed upon with the MF, the tar-
get market in our case study is the segment
of German organised groups. There are sev-
eral reasons for this. First, among the holiday
trips Germans prefer, in order of importance,
and in relation to CMBA’s potential, are: na-
ture, family trip, adventure, sightseeing, cul-
ture and study (Sonntag, 2015). Second, Ger-
mans are already third among the countries
of origin currently visiting Cuenca (GIER,
2017a); however, considering that United
States citizens (1*) and Colombians (2"%)
also come to visit relatives, study or conduct
business, Germans are the ones who come
primarily for vacation. Third, Germany has
the world’s highest density of travel agencies,
with holidays trip sales that are still dominat-
ed by physical travel agencies (DER Touris-
tik, 2015). This makes it especially import-
ant as a market for organised groups. Fourth,
Germany traditionally leads the world in per
capita expenditure abroad (UNWTO, 2016).

In the context of our case study, the gen-
eral question is now expressed in the follow-
ing form: How can the MF enhance the so-
cial capital of the CMBA to attract German
organised groups?

5. RESULTS AND DISCUSSION

According to the purposes cited in the
Introduction, in this section we discuss: 1)
the iModel’s capacity as an analytical tool to
focus on social capital in relation to market
access; 2) the implications of the analytical
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tata analize naSe studije slucaja za povecava-
nje drusStvenog kapitala; i 3) teorijski odnos
izmedu sistemskog miSljenja i druStvenog
kapitala u kontekstu turizma. Kao Sto je
objasnjeno u poglavlju Metode, Slika 2 poka-
zuje kako smo rabili iModel i daje saZeti pre-
gled rezultata o kojima se u radu raspravlja.

5.1. iModel i njegova sposobnost
isticanja uloge drustvenog
kapitala

S obzirom na broj dionika i njihovih in-
terakcija, razumijevanje dinamike unutar de-
stinacije moze predstavljati izazov. Medutim,
nakon $to smo iModel konfigurirali za svoje
glavno pitanje, usprkos slozenosti, on nam
je omogucio provodenje detaljne analize. To
nam je omoguéilo da dobro razmotrimo sva-
ku dimenziju druStvenog kapitala u odnosu na
svaku pojedinu funkciju (npr. Dizajn ili Dis-
tribucija i Buking), uzimajuéi pri tom u obzir
kontekst. Na taj je nacin iModel pruZio okvir
i metodu za sustavno propitivanje kolektivne
sposobnosti CMBA za ulazak na meduna-
rodna trzita. Takoder smo putem tih metoda
analizirali pomanjkanje druStvenog kapitala
destinacije, njegovu nedovoljnu iskoriStenost,
negativne efekte i mogucnosti njegova pove-
¢anja. OF smo upotrijebili kao polaznu tocku
za analiziranje interakcija drustvenog kapitala
u sustavu CMBA, pri ¢emu je fokus bio na
njemackim organiziranim grupama.

Metode iModela pokazale su se korisni-
ma za otkrivanje odnosa u kojima se dimen-
zije druStvenog kapitala (npr. MreZe) nalaze
prema svakoj od funkcija iModela (npr. Diza-
jn) koje ima destinacija kao kolektiv. Unutar
svake funkcije iModel je pokazao u kakvoj
su interakciji dimenzije drustvenog kapitala
s pojedinim odrednicama ulaska na druga tr-
Zista (npr. s odgovarajucim institucionalnim
strukturama) i ponasa li se neka odrednica
kao prepreka (slabljenje) ili kao ¢imbenik
njegovog povecanja (jacanje). iModel je ta-
koder omogucio utvrdivanje koji se dionici
nalaze u odnosu s OF-om i u kojoj funkciji.

results for our study case to enhance social
capital; and, 3) the theoretical relationship
between systems thinking and social capital
in the context of tourism. As explained in the
Methodology section, Figure 2 demonstrates
the iModel’s application and displays a sum-
marised view of the results discussed here.

5.1. The iModel and its capacity to
highlight the role of social capital

Given the number of actors and interac-
tions, understanding the dynamics within
a destination can be challenging. However,
after configuring the iModel for our gener-
al question, the iModel guided us through a
detailed dissection of that complexity. The
methodology allowed us to reflect on each
social capital dimension in relation to each
function (e.g. Design or Distribution and
Booking), piece by piece, while keeping the
relation with the context. In this way, the
iModel provided a framework and a meth-
od for conducting a systematic questioning
of the CMBA's collective capacity to access
international markets. The methodology also
allowed us reflecting upon the destination’s
lack of social capital, its underuse, its nega-
tive effects and how to enhance it. We used
the MF as the entry point to analyse social
capital interactions within the CMBA’s sys-
tem and used German organised groups as
the focus of those interactions.

The iModel’s methodology proved help-
ful in revealing how social capital’s dimen-
sions (e.g. Networks) relate to each of the
iModel’s functions (e.g. Design) performed
by the destination as a collective. Within
each function, the iModel showed how social
capital’s dimensions interact with different
determinants for market access (e.g. proper
institutional structures), and whether a deter-
minant acts as a barrier (weakening) or as an
enhancer (strengthening). And, the iModel
helped to identify which actors relate to the
MF and within which function.
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Metode iModela omogucile su prikuplja-
nje i medusobno povezivanje raznovrsnih in-
formacija koje su obi¢no disperzirane medu
dionicima i teSko se prikazuju na strukturira-
ni nacin. To dionicima destinacije omogucu-
je medusobno dijeljenje znanja, razumijeva-
nje gdje se kolektiv u ovome trenutku nalazi
u odnosu na svoje ciljeve, utvrdivanje dobrih
strana i slabosti te planiranje sljede¢ih ko-
raka. Prema osobama koje su intervjuirane
u OF-u, matri¢ni prikaz je poput ‘kontrolne
ploce’ koja omogucava djelotvorno nadzira-
nje situacije dok je proSireni izvjeStaj poput
repozitorija detaljnijih rezultata.

Upotrijebili smo druStveni kapital kao
pojam koji nam je omogucio da suzimo fo-
kus analize naSe studije sluCaja. Druge desti-
nacije mogu koristiti isti fokus ili pak druge
teorije ili koncepte kako bi iModel fokusirali
na svoj predmet interesa.

Kad je rije¢ o drustvenom kapitalu, po-
stoji rizik kod rabljenja iModela kao alata na
nacin opisan u ovome C¢lanku, a to je isku-
Senje da ga se i u drugim sluCajevima vidi
kao gotov recept koji daje gotova rjeSenja za
poboljsanje kolektivnog djelovanja. Iako je
u odredenoj mjeri rezultate i zaklju¢ke mo-
guce generalizirati, svrha iModela i njegove
metode jest omoguciti dionicima bolje razu-
mijevanje situacije u kojoj se nalaze. Svrha
iModela nije pruZziti unaprijed definirane
univerzalne odgovore, ve¢ fleksibilni okvir
za neprestano propitivanje dinami¢nih feno-
mena, poput drustvenog kapitala i turizma.
U tom kontekstu, medutim, postoji i rizik
da primjena iModela zavrsi kao Cisti teh-
nokratski €in koji samo namece unaprijed
smiSljene, politicki motivirane odluke koje
se s vrha namecu nizim razinama, koristeci
pri tome diskurs drustvenog kapitala i hine-
¢i da u tome sudjeluje cijeli kolektiv. Dionici
trebaju biti u stanju prepoznati imaju li odlu-
ke zasnovane na primjeni iModela Cvrste te-
melje ili ne te izbjegavati gubitak povjerenja
kod dionika destinacije, Sto je upravo jedna

pitala.

The iModel’s methodology allowed us
to collect and connect a diversity of infor-
mation that is usually dispersed among the
actors and is hard to display in a structured
way. This enables destination’s actors to
share knowledge, to understand where the
collective is now in relation to their aims,
to identify strengths and weaknesses, and to
project the next steps. According to the MF
interviewees, the matrix layout is like a ‘con-
trol panel’ to quickly monitor the situation,
while the extended report is like a repository
of more detailed insights.

We used social capital as the conceptual
guide to refine the focus of analysis of our
case study. Other destinations may use the
same focus, or they may use other theories or
concepts to focus the iModel towards their
subject of interest.

In relation to social capital, a risk of us-
ing the iModel-as-a-tool, as demonstrated in
this article, is the temptation for other cases
to see it as a ‘fixed recipe’ where solutions
to improve collective action are given. Al-
though results and conclusions can be gen-
eralizable to some extent, the intention of
the iModel and its methodology are to help
actors understand their own situation. The
iModel does not pretend to provide precon-
figured universal answers, but rather pro-
vides a flexible framework for a continuous
questioning about dynamic phenomena such
as social capital and tourism. In that context,
however, there is also the risk that the iMod-
el’s application ends up as a mere techno-
cratic act which only imposes preconceived,
top-down, politically-motivated decisions,
using a ‘social capital discourse’ to pretend
that there was collective participation. Stake-
holders need to discern whether decisions
based on the iModel’s application have real
fundaments or not and should avoid dam-
aging trust among the destination’s actors,
which is precisely one of the most sensitive
dimensions of social capital.

Finally, it is important to reflect on the
extent to which iModel-as-a-tool might have
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Na kraju, vaZzno je razmisliti u kojoj
je mjeri iModel kao alat mozda utjecao na
nase zakljucke o ulozi drustvenog kapitala u
turistickoj destinaciji. Dok iModel usmjera-
va analizu dimenzija druStvenog kapitala u
sferi turizma (npr. kad se govori o Mrezama,
uvijek se govori o dionicima turisticke desti-
nacije), drustveni kapital analizu fenomena
turizma zadrzava u sferi kolektiva (npr. kad
se govori o ulozi Dizajna, uvijek se govori o
sposobnosti dionika destinacije da je igra ko-
lektivno). Stoga, nema sumnje da je na naSe
razmiSljanje o druStvenom kapitalu utjecao
iModel kojeg smo rabili kao okvir. Medutim,
smatramo da upravo takvo mijeSanje teorij-
skih utjecaja, koje medusobno povezuje te-
orije poput sistemskog misljenja, drustvenog
kapitala i turizma predstavlja glavnu vrijed-
nost koju nam te metode nude kako bi one
nasle svoju svrhovitu primjenu.

5.2. Povecanje drustvenog kapitala
s ciljem ulaska na medunarodno
trziste

Osjencane celije na Slici 2 predstavlja-
ju klju¢ne pozitivne ili negativne teme koje
utjecu na kolektivnu sposobnost CMBA da
privuce njemacke organizirane grupe. Svra-
¢amo pozornost na to da su na Slici 2, za
potpitanje ‘Sto nedostaje’ — kod dimenzije
drustvenog kapitala u Norme i povjerenje,
zasjenjene Celije u matrici prelaze s lijeva
na desno i ukazuju na nedostatak struktura,
procesa, kompetencija ili vjeStina, Sto Steti
povjerenju mreza u njihovu kolektivnu spo-
sobnost da s dogovora prijedu na stvarno dje-
lovanje. Taj nedostatak povjerenja sprjecava
dionike da svoje resurse (npr. novac, vrijeme,
ljudske resurse) djelotvorno upregnu u pro-
vodenje prethodno dogovorenih planova.
Drugim rije¢ima, nedostatak Normi i Povje-
renja predstavlja raskorak izmedu potencija-
la MreZa i u€inkovitih Skupnih aktivnosti. Ti
¢imbenici, koji predstavljaju prepreke, mogu
biti prikazani pomoc¢u odrednice nepostoja-
nja odgovarajucih organizacijskih/instituci-

influenced our conclusions regarding the
role of social capital in a tourism destination.
While the iModel orients the analysis of so-
cial capital’s dimensions in tourist terms (e.g.
when talking about Networks, it is always
about the tourism destination’s actors), social
capital maintains the analysis of the tourism
phenomenon in collective terms (e.g. when
talking about a function such as Design, it
is always about the capacity of the destina-
tion’s actors to perform it collectively). Thus,
there is no doubt that our reflection on social
capital is influenced by the iModel’s frame-
work. However, we argue that this exchange
of theoretical influences, which connects
theoretical bodies such as systems thinking,
social capital, and tourism to each other and
to applicable purposes, is precisely the value
the methodology has to offer.

5.2. Social capital enhancement for
international market access

Shadowed cells in Figure 2 represent
critical positive or negative issues affecting
the CMBA’s collective capacity to attract
German organised groups. Note that in Fig-
ure 2, sub-question “What is lacking’ - at so-
cial capital’s dimension ‘Norms and Trust’,
shadowed cells cross the matrix from left to
right. They point at the lack of structures,
processes, competencies, or skills that harm
the trust of networks on their own collective
capacity to pass from agreements into actu-
al actions. This lack of trust prevents actors
from effectively committing their resources
(e.g. money, time, human resources) into the
execution of previously agreed intentions. In
other words, lack of Norms and Trust rep-
resents the gap between Networks’ potential
and effective Collective Actions. These fac-
tors, expressed in the form of barriers, can
be represented by the determinant of not
having the appropriate organization/insti-
tutional structures (Hjalager, 2007; Tavares
and Leitdo, 2017; Williams and Shaw, 2011).
Currently, the MF is conceived to perform
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onalnih struktura (Hjalager, 2007; Tavares
i Leitdao, 2017; Williams i Shaw, 2011). Tre-
nutno, OF moze izvrsiti samo jednu od de-
vet funkcija analiziranih pomoc¢u iModela,
a to je Informiranje i/ili Marketing (I&M).
Pike i Page (2014) navode Ceste nedoumice
zbog razliCitih tumacenja slova ‘M’ u kratici
‘DMO’, a koje je u pocetku trebalo oznaca-
vati ‘Menadzment’, a u praksi naprosto ozna-
Cava ‘MarketinSke’ organizacije. StoviSe, u
funkciji I&M, OF je ogranicen na provode-
nje aktivnosti koje su zajednicki financirane,
osobito s dionicima iz privatnog sektora. Ta-
kav institucionalni kontekst znatno koci po-
zitivan razvoj drustvenog kapitala. Medutim,
lokalni i regionalni dionici smatraju da OF
ima potencijal za igranje Sire uloge koordi-
natora u CMBA (a unutar svojih, tu je ulogu
i nastojao igrati). Kako bi se rijeSio taj ne-
dostatak, promice se nova opéinska uredba
koja ¢e OF-u pruziti status javnog poduzeca
s kompetencijama u turizmu na razini kan-
tona. To ¢e OF-u omogucditi i da sebe pozi-
cionira kao utjecajnijeg igraca u razvoju tu-
rizma formalnim dogovorima o suradnji sa
susjednim op¢inama koje su dio turistickog
dozivljaja prilikom posjeta CMBA-u. OCti-
gledno, politicka volja da se OF-u da stvarna
upravljacka snaga odlucujuca je za posti-
zanje suglasnosti oko donoSenja te klju¢ne
uredbe. Kako je istakao jedan od ispitanika
iz javnog sektora, ,,0sim §to nemaju novac,
oni [javni turisti¢ki subjekti na regionalnoj
razini] nemaju ni mo¢ odlucivanja, zar ne?
... financijski faktor predstavlja ograniCe-
nje, ali bi ponekad faktor upravljanja mogao
otvoriti druge puteve, zar ne?* Stoga, kako
bi politicku volju pretvorio u stvarni fak-
tor poboljSanja, OF je strate$ki upotrijebio
svoj druStveni kapital — koriste¢i svoj ugled
i mreze — kako bi u lokalnom turisti¢kom
sektoru stvorio pozitivno misljenje o uredbi
i neizravno uvjerio gradsko vijeCe da je ona
hitno potrebna. Prema tom novom zakonu,
OF ¢e moci utjecati na odrednice ulaska na
nova trzista, poput poticanja kolektivnog dje-
lovanja (Agndal i Elbe, 2007, OECD, 2008)
ili raspolaganja dovoljnim brojem kvalitetnih

only one, out of the nine functions analysed
through the iModel, that is, Divulgation and/
or Marketing (D&M). As argued by Pike
and Page (2014), this is a common down-
side, represented in the misleading ‘M’ in
‘DMO’, which, initially intended to indicate
‘Management’, in practice stands for merely
‘Marketing’ organisations. Moreover, within
its D&M function, the MF is restricted to
performing jointly-funded activities, espe-
cially with actors from the private sector.
This institutional context strongly hinders
positive social capital development. Nev-
ertheless, local and regional actors see the
MF with the potential to play (and within its
limitations, it has been attempting to play) a
broader coordinating role in the CMBA. To
tackle this downside, a new municipal or-
dinance is being promoted, which will pro-
vide the MF the status of a public enterprise,
with competencies in tourism at the canton
level. This will also allow the MF to project
itself as a more influential player in tourism
development, through formal cooperation
agreements with surrounding municipalities,
which are part of the experience when vis-
iting the CMBA. Evidently, political will to
provide the MF with real management pow-
er is a determinant in obtaining approval of
this crucial ordinance. As it was pointed by
a public sector’s interviewee, “on top of not
having money, they [regional level tourism
public entities] do not have decision power,
right? ... the financial factor is a limitation,
but sometimes the management factor could
open other, other paths, isn’t it?”. Thus, to
transform political will into a real enhancer,
the MF has strategically used its social cap-
ital — in the sense of using its prestige and
networks — to cultivate a favourable opinion
about the ordinance among the local tourism
sector and to indirectly convince the city
council of the urgent need for it. Under this
new law, the MF will be able to tackle mar-
ket access determinants, such as promoting
collective actions (Agndal and Elbe, 2007,
OECD, 2008) or counting with enough quan-
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profesionalnih djelatnika potrebnih za inter-
nacionalizaciju (Leonidou, 2004).

Sto se tice Funkcije dizajniranja u iMo-
delu, destinacija je kolektivno zamislila da bi
trebalo razvijati dozivljajni i kreativni tip tu-
rizma, Sto bi potencijalno povecalo pozitivan
drustveni kapital. Cilj je Plana razvoja turiz-
ma Cuencae 2016.—2021. (TurisConsulting et
al., 2016) razviti oblik turizma koji: poStuje
nain Zzivota lokalnog stanovniStva, potiCe
turizam kao planiranu aktivnost i razvija
destinaciju jedinstvenog, inovativnog i dina-
micnog stila. Medutim, druga klju¢na odred-
nica povezana s Funkcijom dizajniranja de-
stinacije, koja u naSem slucaju nedostaje, jest
imati jasno definirano ciljno trziste (Cohen
et al., 2014; Park i Jei, 2010) koje odgovara
viziji lokalnog razvoja. Bez toga, CMBA ak-
tivnosti svoje mreZze ne¢e moci usmjeriti pre-
ma mjerljivim ciljevima, $to e rezultirati op-
¢enitim promotivnim aktivnostima koji nece
poluciti objektivno dokazive rezultate. To
posljedi¢no slabi povjerenje u buduce kolek-
tivne aktivnosti. Takav je slu€aj s Nijemcima
koji ve¢ Cine znacajan segment posjetitelja
CMBA. Medutim, njemacki posjetitelji do-
laze uglavnom samostalno (GIER, 2017a) i
spontano, zahvaljuju¢i dostupnim informaci-
jama, dobroj povezanosti i uslugama u desti-
naciji, ali bez veCeg utjecaja lokalnih dionika
na vrstu posjetitelja koji dolaze i na njihove
aktivnosti. StoviSe, ni jedan od intervjuiranih
dionika nije mogao istaknuti zajednicku ak-
ciju pokrenutu iz destinacije prema bilo ko-
jem segmentu njemackog trziSta. Bez jasno
definiranog ciljnog trZiSta na neke odrednice
nije moguce utjecati te se one tako pretva-
raju u prepreke. To je slu¢aj s odrednicama
poput definiranja vrste informacija kojima se
moze odrediti/analizirati trziste (Williams i
Shaw, 2011) kako bi se ustanovilo kakve su
poslovne moguénosti u inozemstvu (OECD,
2008) ili kako bi se uvele inovacije ili kako
bi se prilagodilo ciljnom trziStu (Pillmayer
i Scherle, 2014). Jasno definiranje ciljnog tr-
ZiSta pomoglo bi povecanju drusStvenog ka-
pitala na lokalnoj i regionalnoj razini jer bi
CMBA mogao strateSki odabrati parterske

tity and qualified personnel for international-
isation (Leonidou, 2004).

Regarding the “design function” in the
iModel, the destination has collectively en-
visioned that it seeks to develop an experien-
tial and creative type of tourism, something
that is a potential catalyser of positive social
capital. The 2016 — 2021 Cuenca’s tourism
development plan (TurisConsulting et al.,
2016), aims at a type of tourism that: re-
spects the lifestyle of the local population,
stimulates tourism as a planned activity, and
builds a destination with a unique, innovative
and dynamic style. However, another key
determinant related to the Design function
of a destination, which in our case is lack-
ing, is to have a clearly-defined target mar-
ket (Cohen et al., 2014; Park and Jei, 2010)
that matches the local development vision.
Lacking this, the CMBA will not be able to
orient its network’s efforts with measurable
goals, leading to generic promotional activi-
ties without objectively demonstrable results.
This, in turn, weakens trust in future collec-
tive actions. This is the case with Germans,
who are already a relevant visitors’ segment
for the CMBA. Nevertheless, German visi-
tors arrive mostly in an independent (GIER,
2017a) and spontaneous fashion, facilitated
by the available information, connectivity
and services at the destination, but without
major influence from the local actors on
the type of arriving visitors or the activities
they perform. Moreover, no interviewed ac-
tor could point out a collective action from
the destination towards any German market
segment. Without a clearly-defined target
market some determinants are impossible
to tackle thereby becoming barriers. That is
the case of determinants such as identify the
type of information to locate / analyse the
market (Williams and Shaw, 2011) to iden-
tify foreign business opportunities (OECD,
2008), or innovate for and adapt to the tar-
get market (Pillmayer and Scherle, 2014). A
clear target market definition would help to
enhance social capital locally and regional-
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destinacije u svrhu kreiranja ruta koje su me-
dunarodnoj publici privlacnije. To bi, pak,
potaklo odrednicu ponude, kako bi se njome
opravdala udaljenost na koju se putuje (Mc-
kercher, 1998), a time bi se, pak, nadoknadio
nedostatak povezanosti medunarodnim leto-
vima (Culiuc, 2014), Sto je jo$ jedna klju¢na
odrednica. Medutim, sada$nja indiferentnost
i slabo povjerenje mreza, uzrokovani prijas-
njim slabim rezultatima kolektivnih inicija-
tiva, moze mobilizirati drustveni kapital u
negativnom obliku i tako stvoriti prepreke
za odrednice ulaska na nova trzista, poput
zajednickih javno-privatnih inicijativa (Hja-
lager, 2007) ili za potrebna privatna ulaganja
(Williams i Shaw, 2011). Naravno, to bi na-
Stetilo zajednickom djelovanju.

Sljedeci klju¢an pokusaj povecanja drus-
tvenog kapitala je inicijativa OF-a da povi-
jesno srediSte grada Cuencae, koje se vel
nalazi na UNESCO-vom popisu Svjetske
bastine, dobije certifikat OdrZive destinacije.
U rujnu 2017. grad Cuenca postao je prva de-
stinacija u Latinskoj Americi koja je dobila
certifikat kojega izdaje njemacki TourCert.
Ta inicijativa povezana je s funkcijom Kon-
figuriranja usluga (Slika 2) — kod potpitanja
‘Sto vec postoji?” — na razini dimenzije drus-
tvenog kapitala Skupne aktivnosti’. S jedne
strane, to potencijalno predstavlja proces
povecanja drustvenog kapitala jer je dobija-
nje certifikata podrazumijevalo da pruZatelji
usluga dobrovoljno i pojedinacno prihvate
odredene norme kako bi povijesnu cetvrt
kolektivno kvalificirali za titulu odrzive de-
stinacije. S druge strane, i samo cerificiranje
potencijalno moZe poboljsati zajednicki pri-
stup ciljnom trZzistu jer je izdaval certifika-
ta njemacki subjekt koji istovremeno pred-
stavlja pouzdan kanal za Sirenje informacija
prema tom trziStu i izvor informacija iz prve
ruke za samu destinaciju. Paradoksalno, na
taj se nacin njemacki TourCert viSe ukljucio
u povecanje druStvenog kapitala za ulazak
na trziSte nego mnogi lokalni pruzatelji uslu-
ga koji su odlucili da nece sudjelovati u tom
procesu. Ta inicijativa omogucava zajednici
bavljenje s nekoliko odrednica za internaci-

ly, as the CMBA could strategically select
partner destinations to design routes with
a more international appeal. This, in turn,
would address the determinant of having an
offer that justifies the travel distance (Mck-
ercher, 1998), and would counterbalance
the lack of international flight connections
(Culiuc, 2014), which is another key deter-
minant. Nevertheless, current networks’
indifference and low trust due to previous
poor results from collective initiatives can
mobilize social capital in a negative form,
thereby creating barriers for market access
determinants such as public — private joint
initiatives (Hjalager, 2007) or for required
private investments (Williams and Shaw,
2011). Not surprisingly, this would hinder
collective actions.

Another critical effort regarding social
capital enhancement refers to the MF’s ini-
tiative to obtain a Sustainable Destination
certification for Cuenca’s historic city centre,
which is already a World Heritage Site by
UNESCO. In September 2017, Cuenca be-
came the first Latin America destination to
obtain the certification issued by the German
certifier TourCert. This initiative relates to
the Configuration of Services function (Fig-
ure 2) — sub-question ‘What is there now’
— at the level of social capital’s dimension
‘Collective Actions’. On the one hand, this
is potentially a social capital enhancing pro-
cess as it implied the voluntary and individu-
al compliance of service providers with cer-
tain norms to collectively qualify the historic
district as a sustainable destination. On the
other hand, the certification can also poten-
tially enhance collective access to the target
market because the issuer is a German entity,
which simultaneously represents a trusted
divulgation channel towards the market, as
well as a first-hand information source for
the destination. Paradoxically, in this way,
the German certifier is more involved in the
destination’s social capital enhancement for
market access than many local service pro-
viders that opted not to participate in the pro-
cess. This initiative allows the collective to
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onalizaciju, poput potrebe za programima
drzavne potpore (Onder et al., 2009), potre-
be da se zadovolje medunarodni standardi
(Cohen et al., 2014), sposobnosti ustanov-
ljavanja dohodovnog segmenta prikladnog
za destinaciju (Martins et al., 2017), potrebe
za pouzdanim predstavljanjem u inozemstvu
(Agndal i Elbe, 2007) i bolje medunarodne
reputacije (Dogru et al., 2017). Sve nave-
deno rezultira potencijalnim poboljSanjem
medunarodnog povjerenja i mreza, Sto pak
za posljedicu ima povecanje drustvenog ka-
pitala na medunarodnoj razini. Medutim,
jedno je dobiti certifikat, a drugo baviti se
odrednicom implementacije i odrzavanja
djelotvornih — zajednickih — procesa kroz
dulje vrijeme. Taj problem jednostavno je i
jasno saZzet u komentaru jednog od turope-
ratora: ,,...Ponekad imam dojam da oni [jav-
ne institucije koje se bave turizmom] nesto
zapocnu, a onda jednostavno stanu®. Stoga,
kako bi se poboljSali kontinuirani procesi na
lokalnoj razini, OF treba imati kompetencije
i resurse da lokalnim mrezama ponuditelja
usluga pruzi dugotrajnu podr$ku i programe
regulacije. To je jo§ jedan razlog zbog koje-
ga je potrebno podrzati uredbu o kojoj smo
prethodno pisali.

Druga klju¢na odrednica koju dionici u
CMBA trenutno vide kao prepreku je nepo-
stojanje djelotvornog pracenja i zakljuCenja
prodaje. To je navedeno u funkciji Distribu-
cija i rezervacije (D&R) kao negativni drus-
tveni kapital u mrezi destinacije. Dok OF
koordinira kolektivna promotivna nastojanja
i bavi se kontaktiranjem potencijalnih stra-
nih klijenata (Williams i Shaw, 2011), lokal-
ni turoperatori nisu u moguénosti zakljuciti
prodaju s njemackim poduzecima koja su vec
kontaktirali: ,,...jednom kad se vratimo [OF,
sa sajmova], bazu kontakata dajemo lokalnim
turoperatorima, ali, kako se oni nikada nisu
upoznali, cijeli se postupak ohladi i zaustavi®.
Razlog je tomu ¢injenica da su lokalni dionici
uglavnom mala i srednja poduzeca koja nisu u
stanju baviti se odrednicama poput iskustva u
uspjesnoj internacionalizaciji (Agndal i Elbe,
2007), njihovi menadZeri nemaju vremena ba-

tackle several determinants for international-
isation, such as the need for government sup-
port programs (Onder et al., 2009), the need
to meet international standards (Cohen et al.,
2014), the ability to identify the appropriate
income segment for the destination (Martins
et al.,2017), the need for reliable foreign rep-
resentation (Agndal and Elbe, 2007), and an
improved international reputation (Dogru
et al., 2017). All of these result in potential
enhancement of international trust and net-
works, which results, in turn, in social cap-
ital enhancement at the international level.
However, it is one thing to get certified and
another one is to deal with the determinant
of implementing and sustaining efficient —
collective — processes through time. This
concern is simply and clearly summarised
in a comment by a tour operator: “...I have
sometimes the impression that they [tourism
public institutions] start something, and then,
they just stop”. Thus, to enhance sustained
processes at the local level, the MF needs the
competence and resources to offer long-term
support and regulation programs to the local
providers’ network. This is another reason
why approval of the previously discussed or-
dinance is required.

Another key determinant that the CM-
BA’s actors currently identify as a barrier is
the inability for efficient follow up and sales
closing. This was identified within the ‘Dis-
tribution and Booking’ (D&B) function as
negative social capital in the destination’s
network. While the MF coordinates collec-
tive promotional efforts and tackles the de-
terminant of contacting potential overseas
customers (Williams and Shaw, 2011), local
tour operators are unable to close deals with
the German companies initially contacted:
“...once we return [the MF from trade fairs]
we provide the contacts’ database to the local
tour operators, but as they never met, then
the process cools down and dies”. This is be-
cause local actors are mostly small and me-
dium enterprises that do not have the aptitude
to deal with determinants such as experience
in successful internationalisation (Agndal
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viti se internacionalizacijom (OECD, 2008) ili
ne mogu komunicirati s prekomorskim klijen-
tima niti ih podrZzati u njihovoj odluci i tako
smanjiti neizvjesnost koju osjecaju (Quintal et
al., 2010). Taj rascjep izmedu ulozenog truda
i rezultata polucuje loSe rezultate u komerci-
jalizaciji, Sto naruSava povjerenje u buduce
kolektivne inicijative. Jedna mogucnost za
povecanje drustvenog kapitala CMBA, kako
je ustanovljeno kod funkcije D&R — potpi-
tanje ‘Kako rijesiti problem?’ — na razini di-
menzije drusStvenog kapitala ‘MreZze’ (Slika
2), jest kreiranje kolektivne platforme D&R.
Pod uvjetom to¢no utvrdenih normi, OF moze
zadobiti dovoljno povjerenja kako bi igrao po-
sredni¢ku ulogu i povezivao ponude lokalnih
dionika s ciljnim trzistem. Tako se ne bi samo
maksimalno iskoristili ograni¢eni postojeci
resursi, veC bi i lokalni pruZzatelji usluga bili
oslobodeni od slozenih procesa D&R pa bi se
mogli usredotoCiti na funkcije u ‘Fazi ukljuce-
nosti’ iModela. 1z perspektive trzista, OF-ova
platforma D&R bi stvarala povjerenje u desti-
naciju jer bi se ustanovili jasni procesi i pred-
vidljiva ponaSanja u destinaciji i tako smanjila
neizvjesnost kod potencijalnih turista (Pearce,
2008). Ta inicijativa potencijalno moze utje-
cati i na druge odrednice, poput zajednicke
borbe s konkurencijom oko ulaska na udaljena
medunarodna trziSta (Tavares i Leitdo, 2017),
i donijeti prihod ograni¢enom javnom prora-
¢unu za turizam. Najveci izazov bit ¢e kako
se nositi s negativnim drusStvenim kapitalom u
smislu skepticizma oko novih oblika suradnje
1 inoviranja, a §to se moZe ublaZiti pozivom
lokalnim ili stranim pridoSlicama, koji mogu
biti skloniji promjenama, na pridruZivanje
mreZi.

5.3. Odnos izmedu sistemskog
misljenja i drustvenog kapitala u
kontekstu turizma

iModel utemeljen na sistemskom mi-
$ljenju pokazao se zanimljivim pristupom u
istraZivanju slozenosti druStvenog kapitala
u destinacijama, osobito zbog paralele koju

and Elbe, 2007), cannot dedicate managerial
time for internationalisation (OECD, 2008),
or cannot communicate with and support
overseas customers to reduce uncertainty
(Quintal et al., 2010). This gap between ef-
forts and outcomes produces poor results in
commercialisation, which undermines trust
in future collective initiatives. One option
to enhance the CMBA’s social capital, as
identified in the D&B function — sub-ques-
tion ‘How to tackle the problem’ — at the lev-
el of social capital’s dimension ‘Networks’
(Figure 2), is to design a collective D&B
Platform. Under formalised norms, the MF
can create enough trust to play a brokering
role, connecting local actors’ offer with the
target market. This would not only leverage
the limited available resources but would
free local service providers from complex
D&B processes and would allow them to
concentrate on the functions within the
iModel’s ‘Involvement phase’. From the mar-
ket’s perspective, the MF’s D&B platform
would project confidence on a destination
with processes and predictable behaviour in
place, thereby reducing uncertainty (Pearce,
2008). This initiative can potentially tackle
other determinants, such as collectively cop-
ing with competition for access to long haul
international markets (Tavares and Leitao,
2017) and can generate income for the lim-
ited public budget for tourism. The biggest
challenge will be to deal with negative so-
cial capital in the form of scepticism on new
forms of cooperation and innovation, which
could be counterbalanced by inviting local or
foreign newcomers, who may be more open
to change, into the network.

5.3. The relation between systems
thinking and social capital in the
context of tourism

The systems thinking based iModel
proved to be an interesting approach for ex-
ploring social capital complexities in a desti-
nation, especially because of the parallelism
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mozemo povuci izmedu druStvenog kapitala
i turizma kao fenomena u nastajanju. I drus-
tveni kapital i turizam nastaju iz dinamike
odnosa medu mnogobrojnim dionicima koji
se nalaze na raznim geografskim i politi¢-
kim razinama i oba pokazuju obiljeZja slo-
Zenih sustava. DruStveni kapital i turizam
zahtijevaju nekoliko dionika destinacije koji
su u medusobnoj interakciji (poput vlasti,
poduzeca ili stanovnika) za mobilizaciju re-
sursa koji su u vlasniStvu pojedinaca (poput
znanja, financijskih sredstava ili objekata)
u svrhu postizanja zajednickih ciljeva (po-
put razvoja turizma, otvaranja radnih mje-
sta, ostvarivanja prihoda ili oCuvanja). Ta
dinamika moZe potaknuti ili onemoguciti
stvaranje druStvenog kapitala, tako da se
konkretnim kolektivnim akcijama on iz po-
tencijalnog pretvori u stvaran. I novonastali
drustveni kapital i turisticki dozivljaj imaju
obiljezja nastajanja (Sto je klju¢na karak-
teristika sloZenih sustava) koja zasebno ne
postoje niti u jednom od njihovih pojedinih
elemenata. Na primjer, hotel sam ne moze
poduzeti skupne aktivnosti niti sam po sebi
predstavlja potpuni turisticki dozivljaj. iMo-
del utemeljen na sistemskom misljenju tako
nam je omogucio da postupno analiziramo
agregirane razine sloZenosti druStvenog ka-
pitala i turizma i tako prou¢imo dinamiku
koja je u njihovoj biti, pri cemu se oni isto-
vremeno ponasaju kao procesi i kao rezulta-
ti koji o sebi daju povratnu informaciju. To
nam je takoder omogucilo da otkrijemo ele-
mente koji nisu prisutni u druStvenom kapi-
talu CMBA i da ustanovimo nacine na koje
je moguce povecati drustveni kapital.
Obiljezje sistemskog misljenja koje nam
osobito pomaZze u razumijevanju slozenosti
drustvenog kapitala u turizmu je nelinear-
nost. Ona se odnosi na rezultate koji nisu
proporcionalni ulozenim naporima: to znaci
da male promjene koje se dogode na jednom
mjestu mogu proizvesti velike promjene u
drugom dijelu sustava. Dionici CMBA, pri-
mjerice, imaju mnogo vrijednosti: mnogo-
brojna priznanja UNESCO-a, raznovrsnu
ponudu usluga, od veoma skupih do jeftinih,

between social capital and tourism as emerg-
ing phenomena. Both social capital and tour-
ism emerge from the dynamics among multi-
ple actors located at different geographic and
political levels, and both present the charac-
teristics of complex systems. Social capital
and tourism require several interacting des-
tinations’ actors (such as governments, firms
or residents) to mobilise individually-owned
resources (such as knowledge, funding or
facilities) towards a common goal (such as
tourism development, jobs, income or con-
servation). These dynamics can generate
or hinder the emergence of social capital,
passing from a potential into a realized state
through concrete collective actions. The re-
sulting social capital and the tourism expe-
rience, both have emergent characteristics
(a key feature of complex systems) that do
not reside in any of their individual elements
separately. For instance, a hotel alone can-
not perform a collective action, nor can it
represent the complete tourism experience.
The systems thinking driven iModel thus
allowed us to progressively analyse the ag-
gregated levels of social capital and tourism
complexity to observe their essential dynam-
ics, acting simultaneously as processes and
as outcomes that feedback upon themselves.
It also allowed us to discover elements ab-
sent in the CMBA’s social capital and to find
ways in which social capital can be fuelled.

One particular systems thinking’s notion
that helps us to understand social capital
complexity in tourism is that of non-lineari-
ty. It refers to results that are not proportional
to the inputted efforts; that is, small changes
at one point can cause big changes in another
part of the system. CMBA’s actors, for in-
stance, have many assets: multiple UNESCO
recognitions, a varied offer of services from
high-end to low budget, diverse cultural and
natural attractions, university-level tourism
careers, political support and a promotional
organisation contacting international distri-
bution channels. These assets should have
given the CMBA actors greater access to
international markets. However, as was evi-
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raznovrsne kulturne i prirodne znamenito-
sti, visokoobrazovane djelatnike u turizmu,
politicku podrSku i organizaciju koja se bavi
promocijom i kontaktira medunarodne dis-
tribucijske kanale. Te su vrijednosti trebale
dionicima CMBA omoguciti veci pristup
medunarodnim trziStima. Medutim, kako
smo pokazali pomocu iModela, CMBA
nema kolektivhu moguénost upravljanja pa
¢ak ni odlu€ivanja o upravljanju medunarod-
nim posjetiteljima na proaktivan nac€in. Sto-
ga se u njihovom slu€aju ‘male promjene koje
mogu poluciti velike u¢inke’ odnose na po-
vecanje medunarodnih kolektivnih kapacite-
ta umjesto na ulaganje napora u ona obiljeZja
koja se mogu primijetiti izvana, poput titula,
objekata ili znamenitosti. OF je posrednik
koji ima potencijal za poticanje takvih pro-
mjena pomocu, na primjer: otkrivanja za-
jednickih prilika, fokusiranja na koristenje
raspolozivih resursa, posredovanja medu di-
onicima kako bi se okupili oko zajednickih
ciljeva te savjetovanja o nac¢inima na koje je
moguce promjene odrzati kroz dulje vrijeme.
Tako je nelinearnost gotovo nemoguce izbje-
¢i, kolektiv moze nauciti kako se prilagoditi
tomu da se okolnosti neprestano mijenjaju jer
se radi o vjestini koju je moguce usvojiti ako
postoji jasan zajednicki cilj.

Nelinearna priroda slozenih sustava, po-
put druStvenog kapitala, takoder je usko ve-
zana uz pojam necentralnosti koji se veze uz
sistemsko misljenje. Ona je osobito svojstve-
na turistickim destinacijama koje su entiteti
s dinami¢nim zemljopisnim granicama. Ovi-
sno o vrsti posjetitelja, posjecenim mjestima
i uklju¢enim dionicima, varirat Ce i teritorij
posjeene destinacije. Na primjer, organizi-
rane njemacke grupe koje posjecuju CMBA
Cesto imaju itinerer koji ukljuCuje i druge na-
cionalne i medunarodne destinacije. U tom
turistickom kontekstu, vrlo je vidljiva dina-
mika drustvenog kapitala koji se ne kontrolira
iz jednoga centra. Razlog je tomu Cinjenica
da, iako postoji turoperator koji paZljivo ko-
ordinira razne dijelove itinerera, sve varija-
ble nije moguce kontrolirati. Mnoge lokalne
i medunarodne dinamike utjeCu na konacni

denced in the iModel, the CMBA does not
have the collective capacity to steer or even
decide on managing international visitors in
a proactive way. Thus, in their case, ‘small
changes that may cause big effects’ refers
to improving internal collective capacities
before putting more effort into externally
perceived characteristics, such as titles, fa-
cilities or attractions. The MF is the agent
with the potential to stimulate these changes
with efforts such as: identifying collective
opportunities, focusing the use of available
resources, mediating actors to share com-
mon goals, and advising on how to sustain
the changes over time. While non-linearity
is hardly avoidable, learning to adapt as a
collective to changing circumstances is an
acquirable skill when assisted by a clear,
shared purpose.

The non-linear nature of complex sys-
tems, such as social capital, is also intimate-
ly related to the systems thinking’s notion of
non-centrality. This is especially the case in
tourism destinations, which are entities with
dynamic geographic boundaries. Depending
on the type of visitor, the places visited, and
the facilitators involved, the territory of the
experienced destination will vary. For in-
stance, German organised groups visiting
the CMBA often have itineraries that include
other national and international destinations.
In this tourist context, the non-centrally con-
trolled dynamics of social capital is highly
evident. This is because although there is
a tour operator carefully coordinating the
different parts of the itinerary, this does not
mean that all variables can be controlled.
Many local and international dynamics in-
fluence the final tourist experience, which is
ultimately generated in a collective way by
the participating actors. The most challeng-
ing aspect of non-centrally controllable dy-
namics in tourism systems is to mediate be-
tween destinations’, tour operators’, and visi-
tors’ expectations. Unlike corporations, des-
tinations are not top-down structures. They
comprise groups of actors in a set of often
widespread territories. Although the final ex-
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turisticki dozivljaj kojega u konacnici kolek-
tivno stvaraju dionici koji u njemu sudjeluju.
Najizazovniji aspekt dinamike u turistiCkim
sustavima koji se ne kontroliraju iz jednoga
centra jest posredovanje izmedu ocekivanja
destinacija, turoperatora i posjetitelja. Za ra-
zliku od poduzeca, destinacije nisu hijerar-
hijske strukture. Sastoje se od grupa dionika
raStrkanih na nizu ¢esto medusobno udaljenih
podrucja. Tako konacni doZivljaj nije moguce
u potpunosti centralno kontrolirati, na njega
se moze utjecati. Iz te perspektive, drustveni
kapital (posrednickom ulogom agenta kojeg
ne zanima samo razvoj komercijalne strane
turizma) predstavlja resurs koji kolektivne na-
pore moze kanalizirati u proces pokuSaja i po-
greSke koji se neprestano ponavlja kako bi se
postupno priblizilo viziji razvoja destinacije.
Takav dionik ne bi trebao stremiti centralizi-
ranoj kontroli, ve¢ poticati atmosferu suradnje
koja poboljsava vjestine dionika i pruza dugo-
ro¢nu viziju koju je moguce ostvariti nizom
kratkorocnih, prakti¢nih koraka. U na$oj stu-
diji slu¢aja iModel utemeljen na sistemskom
misljenju, omogucio nam je da ustanovimo
koji su dionici ukljuceni, gdje se nalaze i koje
su njihove uloge, kao i sistemati¢nu analizu
dinamike drustvenog kapitala destinacije te
pruzio uvid u na¢ine na koji OF moze pobolj-
$ati svoju ulogu kao pruzatelj usluga.

6. ZAVRSNE OPASKE

Proaktivan ulazak destinacije na me-
dunarodna trziSta ovisi viSe o internoj spo-
sobnosti provodenja preliminarne rasprave i
donosenja kolektivne oduke o vrsti Zeljenog
turizma i zamiS$ljanju o€ekivanih rezultata,
nego o trenutnim vidljivim aktivnostima.
Stoga je za takav nacin donoSenja odluka i za
ponasanje u skladu s njima potreban poziti-
van drusStveni kapital.

Medutim, obi¢no se podcjenjuje vaznost
unutarnje refleksije koja prethodi pokretanju
vidljivih aktivnosti. To rezultira nestrukturira-
nim inicijativama koje donose loSe rezultate.
Drustveni kapital je klju€an resurs, ali je Ce-

perience cannot be fully controlled central-
ly, it can be influenced. In that perspective,
social capital (through the mediating role of
an agent interested in developing more than
only the commercial side of tourism) is the
resource that can channel collective efforts
in an iterative process of trial and error, to
progressively approach the destination’s de-
velopment vision. Such a facilitating actor
should not strive for centralised control, but
should stimulate a cooperative environment
which enhances actors’ skills and provides a
long-term vision achievable with short-term,
practical steps. In our case study, the systems
thinking based iModel, allowed us to identi-
fy who the involved actors are, their location
and their roles, providing a systematic un-
derstanding of the destination’s social capital
dynamics as well as insight into how to the
MF could improve its role as facilitator.

6. FINAL REMARKS

A destination’s proactive access to inter-
national markets depends more on the in-
ternal capacity to preliminarily discuss and
collectively decide on the type of desired
tourism and envision expected results rather
than on immediate external action. Positive
social capital is thus required for this type
of decision and to act in accordance with it.

However, there is usually an underes-
timation of the importance of internal re-
flection before taking external actions. This
leads to unstructured initiatives with poor
results. Social capital is a critical resource,
but is often latent, underused and underde-
veloped. Therefore, a facilitating actor with
formalised competencies is key to enhanc-
ing social capital and collective capacities.
Such an actor should have three main char-
acteristics: political support, the appropri-
ate institutional structure and the technical
capacity to facilitate operationalization of
agreements.

In the CMBA’s case, there are three criti-
cal issues the MF must make as priority: the
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sto latentan, nedovoljno iskoriSten i nedovolj-
no razvijen. Stoga, dionici s jasno utvrdenim
nadleznostima predstavljaju klju¢ povecanja
drustvenog kapitala i kolektivnih moguénosti.
Takav bi dionik trebao imati tri glavna obiljeZ-
ja: politicku podrsku, odgovarajucu institucio-
nalnu strukturu i tehniC¢ku osposobljenost da
olak3a operativno provodenje dogovora.

U slu¢aju CMBA-a tri su klju¢na proble-
ma koji trebaju biti prioritet za OF: donoSe-
nje uredbe u gradskom vijecu, konsolidacija
procesa kako bi se zadrzao certifikat za odr-
zivu destinaciju te primjenu kapaciteta za
kolektivne moguénosti dizajniranja proizvo-
da i platformu komercijalizacije. Ti prioriteti
nisu novi niti specifi¢ni za slu¢aj CMBA, ali
je novo saznanje da se mogu pokretati dugo-
ro¢nim povecanjem dru$tvenog kapitala.

To je i najbolji nacin da se turisticka de-
stinacija nastavi poimati kao teritorijalno
dinamicni entitet Cije su granice odredene
dionicima uklju¢enima u turisti¢ki dozivljaj,
a ne zemljopisno. U kontekstu medunarod-
nih trziSta, pojam lokalni dionik mogao bi se
odnositi viSe na mjeru u kojoj on sudjeluje
u nastojanjima da se ostvare ciljevi nego na
fizicku blizinu.

iModelom sistemsko misljenje pokazalo
se korisnim za istrazivanje odnosa izmedu
drustvenog kapitala i mogucnosti ulaska de-
stinacije kao kolektiva na trziste i za provo-
denje analize tog odnosa do razine koja omo-
gucava definiranje aktivnosti i strategije. Ra-
zlog tomu jest ¢injenica da i drustveni kapital
i turizam nastaju iz slozenih sustava interak-
cija, §to ih Cini prikladnima za istraZivanje
kroz vizuru teorije sistemskog miSljenja.

Kad je rije¢ o formuliranju politike,
iModel temeljen na sistemskom miSljenju
je vazan jer njegove metode omogucavaju
detaljno analiziranje destinacije. To onda
olakSava uredeno strukturiranje znanja od
samog pocetka do dijagnoze i planiranje ak-
tivnosti u razli¢itim fazama novih procesa u
turizmu. Zahvaljujuci tomu, kreatori politika
mogu dobiti jasan uvid u nacine na koje ra-
zli¢ite dimenzije drustvenog kapitala utjecu

ordinance approval by the city council, the
consolidation of the processes to maintain
the sustainable destination certification, and
the implementation of capacities for collec-
tive product design along with a commer-
cialisation platform. These priorities are not
new nor unique for the CMBA’s case, but
the insight that they can be fuelled by en-
suring long-term social capital enhancement
capacities, is.

It is also key to maintaining the notion
of the ‘tourism destination’ as a territorially
dynamic entity whose boundaries are deter-
mined by the actors involved in the tourism
experience rather than by geographic limits.
And consider that in the context of interna-
tional markets, the term ‘local actor’ might
refer more to the degree of participation in
relation to the destination’s goals than to
physical proximity.

Through the iModel, a systems thinking
approach proved useful for exploring the re-
lationship between social capital and access
to markets by a destination as a collective
and for guiding the analysis of this relation-
ship until a level in which actions and strate-
gies could be defined. This is due to the fact
that social capital and tourism both emerge
from complex systems of interactions, which
makes them suitable to be studied through
the lens of systems thinking theory.

In terms of policy formulation, the iMod-
el, based on systems thinking, has relevant
implications because its methodology allows
to analyse the destination in detail. This,
in turn, facilitates an orderly structuring of
knowledge from antecedents to diagnosis and
planning of actions throughout the different
phases of the emerging process of tourism.
As aresult, policymakers can gain a solid in-
sight into how different dimensions of social
capital influence the determinants of access
to international markets and the relationships
between these determinants and actors. This
provides a detailed understanding and, si-
multaneously, a comprehensive view of the
dynamics of the collective. If implemented
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na odrednice ulaska na medunarodna trZzista
i na odnose izmedu tih odrednica i dionika.
To nam omogucava temeljito razumijevanje
i, istovremeno, detaljan uvid u dinamiku ko-
lektiva. Ako se primjenjuje kriticki, iModel
moze igrati vaznu ulogu za kreatore politi-
ka kad u ogranicenom roku trebaju dobiti
detaljan uvid u problem. To je Cest slucaj
kod upravljanja destinacijama koje zahtijeva
oblikovanje politika koje podrzavaju prak-
ti¢na rjeSenja u okolini koja se neprestano
mijenja. Medutim, ako se iModel rabi kao
Cista tehnokratska praksa, nevezano uz cilje-
ve destinacije i bez naknadnog pracenja po-
mocu kojega Ce se stalno aZurirati spoznaje
o dinamici kolektiva, tada je malo vjerojatno
da ¢e oblikovanje politike imati koristi od
potencijalnog doprinosa iModela.
Naposljetku, iako je primjenjivost iMode-
la testirana samo kod istrazivanja drustvenog
kapitala, ali ne i drugih aspekata turistickih de-
stinacija, njegova $ira primjenjivost moze biti
zanimljiva znanstvenicima i ljudima iz prakse,
kako na teorijskoj tako i na prakti¢noj razini.
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