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SAZETAK: U ovom radu predstavljen je model nematerijalne kulturne baStine sa stajalista
temeljenog na znanju kojim se proucava njezina uloga u konkurentnosti destinacije. Prvo se razmatra
pojam nematerijalne kulturne bastine i njen odnos s turizmom. Zatim slijedi osvrt na znac¢aj konku-
rentnosti destinacije u kontekstu nematerijalne bastine i potencijala koji ¢e se analizirati u okviru
stajaliSta temeljenog na znanju. Kako je pojam odrZive konkurentske prednosti klju¢an u tom okruze-
nju, vazno je raspraviti odnose oskudnosti, relevantnosti, autenti¢nosti vezane uz mjesto, kratkoro¢ne
zaStite i prijenosa inherentnog znanja o nematerijalnoj kulturnoj bastini. Na prednostima odrZivog
razvoja temeljenim na nematerijalnoj kulturnoj bastini zasniva se generiranje renti, ali one bi trebale
barem djelomicno pripadati lokalnoj zajednici/glavnim dionicima u destinaciji.
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ABSTRACT: This work presents a model of intangible cultural heritage from a knowl-
edge-based view that studies its role in destination competitiveness. Firstly, the concept of intangible
cultural heritage and its relationship with tourism are reviewed. Next, the importance of destination
competitiveness in the intangible heritage context and the potential to be analyzed under the frame-
work of the knowledge-based view are addressed. As the concept of sustainable competitive advantage
is key in that setting, the conditions of scarcity, relevance, place-embedded authenticity, short-term
protection, and transfer of the underlying knowledge of intangible cultural heritage are discussed.
Intangible cultural heritage-based sustainable competitive advantages are the basis to generate rents,
but those rents should be at least partially appropriated by the local community/key stakeholders at
the destination.
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1. UVOD

Posljednjih godina nematerijalna kultur-
na bastina razmatra se intenzivno u znanstve-
noj literaturi, a termin se ¢esce rabi i dobiva
na znanstvenoj relevantnosti narocito nakon
Kongresa za oCuvanje nematerijalne kultur-
ne bastine kojeg je 2003. godine organizirala
Organizacija Ujedinjenih naroda za obrazo-
vanje, znanost i kulturu (UNESCO). Aka-
demska rasprava u pocetku je bila usmjerena
na pojam nematerijalne kulturne bastine, ali
su u zadnje vrijeme istrazivacke teme postale
analize njezine uloge i potencijala.

Nematerijalna kulturna bastina odnosi se
na prakse, manifestacije/mentalna predoca-
vanja, izraze, znanje i vjeStine koje pripadaju
zajednicama i koje drZe odredeni ¢lanovi tih
zajednica (Cominelli i Greffe, 2012). To uk-
ljuCuje sve suvremene prikaze stvaralackih
aktivnosti ljudi koje se nasljeduju od pret-
hodnih generacija i koje se smatraju cijenje-
nima u skupinama ili drustvima opcenito i
koje se stoga Cuvaju u sadaSnjem trenutku
i prenose budud¢im generacijama (Pereira
Roders i van Oers, 2011). Spomenuti auto-
ri (2011) isticu da nasljede moZe potaknuti
lokalna i nacionalna gospodarstva i kreirati
zapoSljavanje privlacenjem turista i investi-
cija. Nematerijalna kulturna baStina znacaj-
na je imovina koja postaje glavni resurs za
neke turistiCke destinacije te moZe povecati
njihovu konkurentnost. Prema UNWTO-u
(2012), nedostatak sveobuhvatnih strategija
upravljanja brojnim dimenzijama proizvoda
nematerijalne kulturne bastine predstavlja
izazove i zamagljuje moguénosti za zajedni-
ce i ostale dionike.

Zbog svoje nematerijalne prirode, nema-
terijalna kulturna bastina smatra se znanjem.
U tom smislu, stajaliSte temeljeno na znanju
daje Cvrstu teoretsku podlogu za analizu
ovog elementa kao osnove za konkurentske
prednosti pa stoga i jacanje konkurentnosti
destinacije. Ipak, ideje i okviri upravljanja

1. INTRODUCTION

In recent years intangible cultural heri-
tage has been addressed in the academic lit-
erature. The Convention for the Safeguarding
of the Intangible Cultural Heritage organized
by the United Nations Educational, Scientif-
ic and Cultural Organization (UNESCO) in
2003 increased the exposure of the term and
consequently the academic relevance of the
topic. The academic discussion initially fo-
cused on the concept of intangible cultural
heritage, but more recently, several research-
ers have analyzed its role and potential.

Intangible cultural heritage concerns
the practices, representations, expressions,
knowledge and skills that belong to com-
munities and are held by specific members
in that community (Cominelli and Greffe,
2012). It includes all contemporary demon-
strations of human creative activity that are
inherited from previous generations and
considered valuable by groups or society at
large, and therefore preserved in the present
and transmitted to future generations (Perei-
ra Roders and van Oers, 2011). From their re-
view, Pereira Roders and van Oers (2011) em-
phasize heritage can boost local and national
economies and create jobs by attracting tour-
ists and investment. Intangible cultural heri-
tage is a relevant asset to become the main
resource for some tourism destinations, and
it can reinforce its competitiveness. For the
World Tourism Organisation (2012), the lack
of comprehensive management strategies
that address the numerous dimensions of
intangible cultural heritage products creates
challenges and overlooks opportunities for
communities and other stakeholders.

Due to its intangible nature, intangible cul-
tural heritage can be seen as knowledge. In
that sense, the knowledge-based view provides
a solid theoretical background to analyze this
element as the basis of competitive advantages
and, hence, to improve destination competitive-
ness. Nevertheless, the ideas and frameworks
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znanjem iz literature trebaju se prilagoditi za
artikulaciju na makro-razini u destinacijama
(Cooper, 2006).

Upravljanje kulturnom bastinom kao
imovinom bitno je podrucje propitivanja i
istraZivanja. Turizam baStine zahtijeva stra-
teSko planiranje druStveno-psiholoskih po-
treba i percepcija turista kako bi se potaknu-
lo njegovo planiranje i upravljanje (Datta,
Bigham, Zou i Hill, 2015). Literatura na
temu upravljanja uslugama (npr. Garcia-Al-
meida, 2011) dopuSta isticanje viSe razine
sloZenosti u upravljanju nematerijalnom ba-
Stinom u usporedbi s upravljanjem materijal-
nom bastinom koja se temelji na izazovima
znacajki vezanih uz nematerijalnost. Ipak, i
materijalna i nematerijalna basStina moraju
ispuniti zahtjeve odrZivosti za kontinuiranu
uporabu kojom se osiguravaju dugoro¢ne ko-
risti za lokalne stanovnike i ekonomske dio-
nike turizma.

Odnos izmedu kulturne bastine i kon-
kurentnosti, s obzirom na turizam, ostaje
znatno neistrazen (Alberti i Giusti, 2012), a
taj jaz u znanstvenoj literaturi jo§ je dublji
u kontekstu nematerijalne kulturne baStine.
Stovise, Alberti i Giusti (2012) tvrde da su
empirijske spoznaje o temi konkurentnosti
kulturne bastine jo$ uvijek anegdotalne i de-
skriptivne, a studije slucajeva tek u zacetku.
Jedina razvijena znacajka u ovom kontekstu
je analiza oblikovanja i razvoja kulturnih
klastera i njihov utjecaj na konkurentnost,
kao i napori UNWTO-a (2012) u rjeSavanju
problema integracije nematerijalne kulturne
bastine u razvoj turistickog proizvoda.

U ovom radu propituje se uloga nemate-
rijalne kulturne bastine u turistickim aktiv-
nostima i jaCanju konkurentnosti destinacije.
Konkretno, utvrduju se i razmatraju uvjeti
pod kojima nematerijalno znanje stvara odr-
Zive konkurentske prednosti u ovom kontek-
stu. To bi moglo dovesti do stvaranja modela
konkurentnosti destinacija koje se temelje na
nematerijalnoj kulturnoj bastini. UNWTO
(2012) zastupa isto stajaliSte kada analizira

of knowledge management in the literature
need to be adapted for their macro-level articu-
lation at destinations (Cooper, 2006).

The management of cultural heritage
assets is a relevant field of inquiry and re-
search. Heritage tourism requires strategic
planning considering tourists’ social-psy-
chological needs and perceptions in order to
drive its planning and management (Datta,
Bigham, Zou and Hill, 2015). The literature
on service management (e.g., Garcia-Almei-
da, 2011) allows for pointing out the higher
level of complexity in managing intangible
heritage compared to the management of
tangible heritage based on the challenges of
the characteristics associated to intangibili-
ty. Yet both tangible and intangible heritage
must meet sustainability requirements for
continued use providing long-term benefits
to community residents and tourism’s eco-
nomic stakeholders.

The relationship between cultural heri-
tage and competitiveness regarding tourism
remains vastly unexplored (Alberti and Gi-
usti, 2012), and this gap in the academic lit-
erature is even more acute in the intangible
cultural heritage context. Moreover, Alberti
and Giusti (2012) assert that the empirical
evidence on the topic of cultural heritage
and competitiveness is still anecdotal and
descriptive, and cases are still in an embry-
onic stage. The only developed aspect in this
context is the analysis of the formation and
development of cultural clusters and their
impact on competitiveness, and the efforts of
the UNWTO (2012) to tackle issues of the
integration of intangible cultural heritage
into tourism product development.

This work attempts to review the role in-
tangible cultural heritage can play in tourism
activities and the improvement of destination
competitiveness. Specifically, the conditions
of intangible knowledge to create sustainable
competitive advantages in this context are
identified and discussed. This would lead to
the creation of a model of competitiveness
for intangible cultural heritage-based destina-
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nematerijalnu kulturnu baStinu i njezin tu-
risti¢ki potencijal i navodi da je krajnji cilj
strateSkih aktivnosti destinacije identificirati
i iskoristiti atribute proizvoda kojima postize
odrZivu prednost na trziStu. Ipak, ova studi-
ja ide i dalje razmatranjem prirode i uvjeta
dugorocne valjanosti konkurentske prednosti
temeljene na nematerijalnoj kulturnoj bastini
prema ¢vrstom upravljackom okviru: stajali-
Stu temeljenom na znanju.

2. NEMATERIJALNA KULTURNA
BASTINA I TURIZAM

Cinjenica da je posljednjih godina kul-
turni turizam postao predmetom sve veéeg
interesa istraZivaca nije urodila isto tako ra-
stué¢im brojem akademskih ¢lanaka (Watson,
Waterton i Smith, 2012). Jedan od novijih
oblika kulturnog turizma je nematerijalni
kulturni turizam. Tako je u zadnjih desetak
godina nematerijalna kulturna bastina po-
stala zanimljivo podrucje istraZivanja (Pfeil-
stetter, 2015), iz Cega proizlazi jasna potreba
za odrZivim razvojem ovog podrucja, osobi-
to u odnosu na turisticke aktivnosti.

Afirmacija kulturne bastine kao predme-
ta razvila se njezinim uvrS§tavanjem na popis
prema percepciji koja se temelji na kapaci-
tetu predmeta da predstavi odredene vrijed-
nosti koje lokalna zajednica smatra baStinom
(Vecco, 2010). Tradicionalni pristup bio je
izravno orijentiran na prepoznavanje drago-
cjenosti materijalnih kulturnih proizvoda,
ali kako Vecco (2010) navodi, razvojem te-
oretskog okvira stvoreni su temelji za pre-
poznavanje nematerijalne kulturne baStine
kao podvrste kulturne bastine. Stovise, neka
drustva doZzivljavaju bastinu na integrirani
nacin, ¢ime se razlika izmedu nematerijalne
i materijalne bastine ¢ini neadekvatnom, pa
¢ak i nelogi¢nom (Harrison i Rose, 2010).
Na primjer, Kranjcevi¢ i Gartner (2019) raz-
matrali su tradicionalnu vinsku arhitekturu
u Hrvatskoj kao materijalnu bastinu. lako su
fizicki objekti primjeri materijalne kulturne

tions. The UNWTO (2012) adopts the same
view when it analyses intangible cultural heri-
tage and its tourism potential, and it states that
the ultimate goal of strategic destination activ-
ities is to identify and exploit the attributes of
a product that give it a sustainable competitive
advantage in the marketplace. However, this
study goes beyond by reflecting the nature and
conditions of long-term validity of the intan-
gible cultural heritage-based competitive ad-
vantage from a solid management framework:
the knowledge-based view.

2. INTANGIBLE CULTURAL
HERITAGE AND TOURISM

Although cultural tourism has arisen as a
growing research interest in recent years, this
has not resulted into a balanced corpus of crit-
ical academic studies (Watson, Waterton and
Smith, 2012). One of the emerging aspects of
cultural tourism is intangible cultural tourism.
Thus, intangible cultural heritage has become
an interesting field of research in the last de-
cade (Pfeilstetter, 2015), and the need for sus-
tainable development in this area, especially
related to tourism activities, is clear.

The recognition of cultural heritage as
an object has evolved from its inclusion in
a list to a perspective based on the capaci-
ty of the object to represent certain values
that have led society in a region to consider
it as heritage (Vecco, 2010). The traditional
approach was directly oriented to recognize
the value of tangible cultural products, but
as Vecco (2010) notes, the evolution into a
theoretical framework has set the basis to
recognize intangible cultural heritage as a
subset of cultural heritage. Moreover, some
societies perceive heritage in an integrated
fashion, which makes the distinction of in-
tangible and tangible heritage non-adequate
and even illogical (Harrison and Rose, 2010).
For example, Kranj¢evi¢ and Gartner (2019)
examined traditional wine architecture in
Croatia as a tangible cultural asset. Although
physical structures are examples of tangible
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bastine, njihovo znacenje poprima nemate-
rijalnu vrijednost kada ga se sagledava kao
integrirani dio povijesnog razvoja nekog
podrucja. Upravo u stjeciStu ovih dvaju kon-
cepata, povijesti i razvoja, definira se nema-
terijalna kulturna baStina koju predstavljaju
fizicki objekti. I materijalna i nematerijal-
na kulturna bastina dio su onoga §to Tasci
i Gartner (2007) zovu ,kapitalom imidZza“
neke destinacije.

Za razliku od nesporazuma i problema s
terminima kao $to su npr. tradicionalna kul-
tura, obicaji ili folklor, termin ,,nematerijal-
na kulturna bastina® doZivio je sveopée pri-
hvaéanje (Duvelle, 2013). Datta et al. (2015)
tvrde da su okoliSna mjesta nematerijalne
bastine nematerijalne manifestacije povijesti
i kulture, medu ostalima, putem plesa, pje-
sme, umjetnickog stila i audio-vizualnih pre-
zentacija. Cominelli i Greffe (2012) tvrde da
nematerijalna kulturna bastina ima dvije re-
levantne dimenzije: tehnic¢ku, koja integrira
njezina prakti¢na znanja i iskustva te ju tako
dovodi do danasSnjeg shvacanja i druStvene
dimenzije koja se odnosi na dinamicko vide-
nje znanja u kontekstu interakcije i razvoja
sudionika u drustvenom ekosustavu.

Prekretnica u proucavanju nematerijal-
ne kulturne bastine, a vjerojatno i pocetak
njezine integracije u moderno razmisljanje,
bila je Konvencija o zastiti nematerijalne
kulturne bastine koja se odrzala u Parizu
2003. godine u organizaciji UNESCO-a.
Mnogi smatraju da je konacni tekst Konven-
cije, koji je uslijedio nakon prvih nastojanja
na zastiti folklora (Aikawa, 2004) i diskusi-
ja, sredis$nji element sadasnjeg zanimanja za
ovu vrstu bastine.

Nematerijalna kulturna baStina moze
imati Cvrste znacajke kako bi postala sredis-
na atrakcija za brojne segmente turistickih
potroSaca. Potraga za iskustvima i znanjem
dalekih ili razli¢itih stvarnosti moZze poslu-
7iti kao osnova za odluku o posjeti nekog
prostora u kojem se nalazi percipirana dra-
gocjena nematerijalna kulturna bastina, iako
mogu postojati i neke druge vrste motivacije

cultural heritage, their meaning takes on an
intangible value when considered as part of
the integrated historical development of an
area. It is the meeting of these two concepts,
history and development, that define the in-
tangible cultural heritage represented by the
physical structures. Both tangible and intan-
gible cultural heritage constitute part of what
Tasci and Gartner (2007) refer to the ‘image
capital’ of a destination.

Contrary to the misunderstandings and
problems with terms, such as traditional cul-
ture, customs or folklore, the term ‘intangible
cultural heritage’ has become universally ad-
opted (Duvelle, 2013). For Datta et al. (2015),
intangible heritage site ecologies are intangi-
ble manifestations of history and culture via
dance, song, art style, audio-visual presenta-
tions, among others. According to Cominelli
and Greffe (2012), intangible cultural heritage
has two relevant dimensions: the technical di-
mension, which integrates intangible cultural
heritage know-how and experiences leading
to its present day understanding, and the so-
cial dimension that is related to a dynamic
view of knowledge in a context where agents
interact in a social ecosystem and evolve.

A turning point in the analysis of intangi-
ble cultural heritage, and probably its incep-
tion into an integrated, modern view, was the
Convention for the Safeguarding of the Intan-
gible Cultural Heritage organized by UNES-
CO held in Paris in 2003. After preliminary
efforts to protect folklore (Aikawa, 2004),
the ensuing discussion and the resulting text
of that Convention (i.e., UNESCO, 2003) are
considered by many the central element of the
recent interest in this kind of heritage.

Intangible cultural heritage can have sol-
id characteristics in order to become central
attractions for many segments of tourists.
The quest for experiences and the search for
knowledge of distant or different realities
can be the basis for making the decision of
visiting a space with a perceived valuable
intangible cultural heritage, though some
other drivers such as status, evasion, etc. can
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kao $to su status, evazija, itd. Gubitak razno-
likosti i kulturnog identiteta u nekim turistic-
kim destinacijama zbog masovne proizvod-
nje turistickih doZivljaja i standardizacije
nacina rada mnogih poduzeca takoder isticu
vrijednost osobitih ili autenti¢nih trenutaka
slobodnog vremena u kojima se upoznaje i
uziva u nematerijalnoj kulturnoj bastini.

Pojam turizma baStine podrazumijeva
,vezu izmedu ocuvanja proSlosti zbog svo-
je intrinzi¢ne vrijednosti, ali i resurs za ko-
mercijalne djelatnosti suvremene zajednice™
(Ashworth i Tunbridge, 1990:24). Ideja odrzi-
vog razvoja postaje sredis$nji fokus diskusija
o ovom obliku turizma, uglavnom zbog svo-
je krhkosti i zabrinutosti za oCuvanje u bu-
duénosti. Zapravo mnogi autori i strucnjaci
u podrucju kulture zagovaraju kontrolirani,
dugoroc¢ni razvoj podrucja u kojima se ove
nematerijalne prakse dogadaju kao sredstvo
osiguranja prezivljavanja i zastite. Medutim,
govoreci o njezinoj ekonomskoj koristi, Pfe-
ilstetter (2015) upozorava da kultura postaje
roba, naroc¢ito nakon Sto se obradi kao ,,ba-
Stina“. Pereira Roders i van Oers (2011) tvrde
da su nematerijalna kulturna bastina i njezin
odnos s odrzivim razvojem uvelike neistra-
Zeno podrucje.

Kad kulturna baStina postane temom
rasprave o odrZivom razvoju turizma, uvi-
jek prevlada ekonomska vrijednost. Cesto
se njezina vrijednost ne mjeri sa stanoviSta
odrzivosti, nego se smatra dijelom komer-
cijalnog turisti¢kog paketa nekog prostora.
Gledano s tog stanoviSta, njezina zaStita
nije zagarantirana, nego postaje predmet
hira komercijalnih interesa. Medutim, kao
S$to naglaSava Gartner (2014), mjerenje odr-
Zivog razvoja destinacije zapravo pomice
vrijednost marke u domenu odrZivog ra-
zvoja zajednice, a time se ova dva koncep-
ta spajaju u jednu cjelinu. Kulturna bastina
tako bi se mogla smatrati komercijalnim
subjektom nastalim iz druStvene snage koja
omogucuje njezino istovremeno koriStenje
kao turisticke atrakcije i kao integralnog
elementa Zivota zajednice.

be present as well. The loss of diversity and
cultural identity in some tourism destinations
due to mass production of tourism experienc-
es and standardization of operations by many
firms also highlights the value of special or
authentic leisure moments getting to know
and enjoying intangible cultural heritage.

Heritage tourism refers to the ‘the link
between the preservation of the past for its
intrinsic value, and as a resource for the
modern community as a commercial activ-
ity’ (Ashworth and Tunbridge, 1990:24). The
idea of sustainable development becomes a
central focus in the forum where this kind
of tourism is discussed, mainly linked to its
fragility and concern for future preserva-
tion. In fact, many authors and experts from
the cultural field advocate for a controlled,
long-term development of the territories
where these intangible practices take place
as a means of assuring survival and protec-
tion. However, referring to its economic use,
Pfeilstetter (2015) indicates that culture is a
commodity especially after being processed
as ‘heritage’. For Pereira Roders and van
Oers (2011), intangible cultural heritage and
its relationship with sustainable development
is a largely unexplored territory.

When cultural heritage becomes part of
the sustainable tourism development debate,
it typically takes the form of an economic
value. Often its value is not measured from
the standpoint of sustainability but assumed
to be part of the commercial tourism pack-
age of an area. When viewed this way its pro-
tection is not guaranteed but rather subject to
the whims of commercial interests. However,
as Gartner (2014) points out actually mea-
suring sustainable destination development
moves brand equity into the realm of sustain-
able community development and thus merg-
es these two concepts into a unified whole.
Cultural heritage would then be considered
a commercial entity that arises from a social
force that provides both for use as a tourism
attraction and as an integral element of the
life of the community.
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3. KONKURENTNOST I
ZNANJE U DESTINACIJAMA
NEMATERIJALNE KULTURNE
BASTINE

Sa stanovista javnih politika baziranima
na turizmu, destinacije su osnovne jedinice
kojima treba upravljati s ciljem odrZivog ra-
zvoja. Resursi i atrakcije destinacija mogu
biti vrlo raznoliki i razli¢ito djelovati kao
¢imbenici privlacenja. Nematerijalni ele-
menti, poput vrijednosti, znanja, itd., takoder
se mogu percipirati kao resursi te tako po-
stati dijelom nematerijalne kulturne bastine
nekog kraja. U nekim destinacijama resursi
poput ,,0zradja zabave®, sportske aktivnosti
ili opuStenog nacina Zivota nisu samo ele-
menti privlaenja turista nego su postali i
glavnim razlozima njihovog dolaska. Tako
su mnoga podrucja ili mjesta postala rele-
vantna zahvaljujuéi nematerijalnoj bastini
(Kaufmann, 2013), a neki atributi destina-
cija duboko su ukorijenjeni u vrijednostima,
glazbi, obicajima, itd. zajednica koje organi-
ziraju turisticke aktivnosti, a koje ta mjesta
¢ine jedinstvenim.

Mnoge destinacije Zestoko se natjecu u
privlaenju i zadrZavanju turista. Buduéi da
je turizam glavna gospodarska aktivnost
mnogih ekonomija, a ovisnost o rentama koje
generira je visoka, upravljanje turizmom na
vrhu je prioriteta mnogih regija i zemalja.
Uspjeh turistickih destinacija na mnogim tr-
Zistima ovisi o njihovoj relativnoj konkuren-
tnosti (Enright i Newton, 2004; Mosammam,
Sarrafi i Nia, 2019). Mnogi autori dali su svoj
doprinos u raspravi o nainima postizanja
konkurentnosti, a rastom broja radova u lite-
raturi tema konkurentnosti destinacije posta-
je glavnom u podrucju turizma.

Enright i Newton (2004) definiraju kon-
kurentnost destinacije kao razinu do koje
neka destinacija moze privuéi i zadovolji-
ti potencijalne turiste. Pike (2008) vidi iz
druge perspektive ovaj pojam pokuSavajuéi
povezati Zeljene ishode s dionicima u stanju
ravnoteze izmedu stvarnog trziSnog stanja,

3. COMPETITIVENESS AND
KNOWLEDGE IN INTANGIBLE
CULTURAL HERITAGE
DESTINATIONS

From a tourism-based public policy per-
spective, destinations are the main units to
be managed with a sustainable development
goal. Destinations have resources and attrac-
tions, which can be very diverse and act as
pull-factors for tourists. Immaterial elements
can be also seen as resources, such as val-
ues, knowledge, etc. and hence become part
of the intangible cultural heritage nature of
an area. In some destinations, resources such
as the ‘party atmosphere’, sport activities or
the relaxed way of life are not only attractors
for tourists but also become the main reason
for their trips. Thus, many regions or plac-
es owe their relevance to intangible heritage
(Kaufmann, 2013) and some destination at-
tributes are strongly rooted in values, music,
customs, etc. of the communities which host
the tourism activities and which make the
area unique.

Many destinations compete hard to at-
tract and retain tourists. As tourism is the
main sector in many economies, and depen-
dence on rents generated in this industry is
high, managing the tourism sector is a top
priority for many regions and countries.
The success of tourism destinations in many
markets depends on their relative compet-
itiveness (Enright and Newton, 2004; Mo-
sammam, Sarrafi and Nia, 2019). Many au-
thors have contributed to the debate on how
to achieve competitiveness and the number
of studies in the tourism literature about des-
tination competitiveness is growing, becom-
ing a major topic in the field.

Enright and Newton (2004) define des-
tination competitiveness as the degree to
which a destination can attract and satisfy
potential tourists. Pike (2008) adopts a dif-
ferent perspective to view the concept by try-
ing to link desired outcomes to stakeholders
under a situation of equilibrium. This author
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profitabilnih turistickih poduzeca, privlac-
nog okoliSa, pozitivnih dozivljaja posjetitelja
i lokalnog stanovnistva koje podupire razvoj
turizma.

Nematerijalna kulturna bastina ima
jaku komponentu znanja. Taj se koncept
moZe analizirati iz razlicitih perspektiva:
stanje svijesti, objekt, proces, mogucnost
pristupa informacijama ili sposobnost (Ala-
vi i Leidner, 2001). Radnu definiciju daju
Leonard i Sensiper (1998) interpretirajuci
znanje kao informaciju koja je relevantna,
primjenjiva i barem djelomicno temeljena
na iskustvu. Znanje posjeduju pojedinci, ali
takoder postoji i organizacijsko ili grupno
znanje. To kolektivno znanje temelji se na
zajednickim idejama, modelima, rutinama
1 iskustvima.

U posljednjih nekoliko desetljeca, staja-
liSte temeljeno na znanju konsolidiralo se u
okvir objaSnjavanja i predvidanja u podrucju
menadZmenta. Usvajanjem stajaliSta temelje-
nog na znanju kao teorije strategije, znanje se
konceptualiza kao resurs koji se moZe steci,
transferirati ili integrirati kako bi se postigle
stalne konkurentske prednosti (Eisenhardt i
Santos, 2002). U tom smislu, znanje se sma-
tra strateski najznacajnijim resursom (Grant,
1996).

Prema definicijama autora nematerijalne
kulturne bastine (Cominelli i Greffe, 2012;
Pereira Roders i van Oers, 2011), konceptu-
alna slinost sa znanjem temeljenom na or-
ganizaciji je visoka. To je rezultat interakcije
ljudskog stvaralastva s djelovanjem koje vodi
stvaranju korisnosti. Alberti i Giuti (2012) u
analizi kulturne baStine prema stajaliStu te-
meljenom na znanju govore o uskladenosti
izmedu kulturne bastine i paradigme ,.eko-
nomije znanja‘“.

U posljednje vrijeme u kulturi se dogodio
pomak usmjerenja s pristupa pukog ocuva-
nja k perspektivi temeljenoj na ekonomskom
unaprjedenju (Lazzeretti, Capone i Cinti,
2011) i tako konkurentnost postaje potreba u
mnogim regijama u kojima se Zeli iskoristiti

addresses destination competitiveness as a
balance between an effective market posi-
tion, profitable tourism businesses, an attrac-
tive environment, positive visitor experienc-
es and supportive local residents.

Intangible cultural heritage has a strong
knowledge component. The concept of
knowledge can be analyzed from several
perspectives: a state of mind, an object, a
process, a condition of having access to in-
formation, or a capability (Alavi and Leid-
ner, 2001). A working definition is provided
by Leonard and Sensiper (1998) who view
knowledge as information that is relevant,
applicable and at least partly based on expe-
rience. Knowledge is held by individuals, but
is also possible to refer to organizational or
group knowledge. Shared ideas, frameworks,
routines and joint experiences are the basis
for that collective knowledge.

During the last decades, the knowl-
edge-based view has been consolidating as
an explanatory and predictive framework
in the management field. When the knowl-
edge-based view is adopted as a theory of
strategy, knowledge is conceptualized as a
resource that can be acquired, transferred, or
integrated to achieve sustained competitive
advantages (Eisenhardt and Santos, 2002). In
this regard, knowledge is seen as the most stra-
tegically significant resource (Grant, 1996).

As Cominelli and Greffe’s (2012) and
Pereira Roders and van Oers’s (2011) defini-
tions of intangible cultural heritage show, the
conceptual similarity with organization-based
knowledge is high. It is the result of human
creation coupled with action, thus leading to
utility generation. Alberti and Giuti (2012) lay
the foundation of the analysis of cultural her-
itage under the knowledge-based view when
they refer to the fit between cultural heritage
and the ‘knowledge economy’ paradigm.

In recent times culture has experienced a
shift of focus going from a mere preservation
approach towards a perspective based on its
economic enhancement (Lazzeretti, Capone
and Cinti, 2011), so competitiveness becomes
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to znanje na odrZiv nain. NajvaZnije je stvo-
riti konkurentske prednosti iz tog znanja. U
svojoj analizi Blake (2014) tvrdi da je poten-
cijalni doprinos nematerijalne kulturne ba-
Stine lokalnim ekonomijama ve¢ prepoznat
kod donoSenja politika u mnogim zemljama.
Podrucja koja ova autorica izri¢ito dokumen-
tira su obrti i turizam. Bastinski lokaliteti
oslanjaju se na naglaSavanje razmiSljanja i
artikulacije turista integrirajuéi nematerijal-
ne elemente u materijalni okoli§ kao dijela
ocekivanog doZivljaja turista (Datta er al.
2015). Dakako, veza izmedu ekologije basti-
ne i lojalnosti turizma temeljena na ocekiva-
njima i namjerama nije jasna (Nasser, 2003;
Datta et al. 2015).

Iz organizacijske perspektive, Grant
(2002) predstavlja op¢i model kako bi pro-
cijenio potencijal resursa i sposobnosti za
stvaranje profita. Ovaj model moZe se sma-
trati kao pokusaj za razvoj konkurentnosti
buduci da je u njegovoj srZi stvaranje i odrZi-
vost konkurentskih prednosti. U tom modelu
Grant (2002) se osvrée na tri opca aspekta:
obim uspostavljene konkurentske prednosti,
odrzivost konkurentske prednosti i prisvo-
jivost rente. Iako je Grantov model (2002)
¢vrsto ukorijenjen u organizacijskim resursi-
ma i sposobnostima u poslovnom kontekstu,
njegovi modeli mogu se primijeniti na desti-
naciju iz perspektive turizma. Elementi ne-
materijalne kulturne bastine ¢vrsto su uko-
rijenjeni u zemlje i zajednice te predstavljaju
kriticne ¢imbenike za stvaranje globalnih i
konkurentskih scenarija (Cominelli i Greffe,
2012). Kultura se koristi u stvaranju novih
industrija i radnih mjesta te doprinosi rjeSa-
vanju socijalnih problema i onih u okoliSu
(Sasaki, 2010). Stovise, regije mogu graditi
svoju konkurentnost koriste¢i svoju kultur-
nu bastinu kao polugu (npr. Alberti i Giusti,
2012). K tomu, upravljanje kulturnom basti-
nom u destinaciji moZe pozitivno utjecati na
odrZivi razvoj okoliSa ljudi, a Sto zauzvrat
moZe stimulirati i potaknuti odrZivi razvoj
imovine kulturne bastine (Pereira Roders i
van Oers, 2011). Jedan od pozitivnih u¢inaka

a need for many regions that want to exploit
this knowledge in a sustainable way. The
key is to create competitive advantages from
that knowledge. In her analysis, Blake (2014)
posits that the potential contribution of intan-
gible cultural heritage to local economies is
already recognized in policymaking in many
countries. The areas that this author explic-
itly documents are handicrafts and tourism.
Heritage sites rely on accentuating the reflec-
tion and articulation of tourists by integrat-
ing intangibles in the tangible environment
as a part of the tourist’s experience calculus
(Datta et al. 2015). However, the link be-
tween heritage ecology and tourism loyalty
based on expectations and intentions is not
clear (Nasser, 2003; Datta et al. 2015).

From an organizational perspective, Grant
(2002) presents a general model to appraise
the profit-earning potential of resources and
capabilities. This model can be considered
as an effort for the development of competi-
tiveness since the creation and sustainability
of competitive advantages lies at its core. In
the model Grant (2002) pays attention to three
general aspects: the extent of the competitive
advantage established, the sustainability of
the competitive advantage, and the rent ap-
propriability. Though Grant’s model (2002)
is strongly rooted in organizational resources
and capabilities in a business context, its el-
ements can be applied to a destination from
a tourism perspective. Intangible cultural
heritage elements are deeply rooted in terri-
tories and communities and represent critical
factors for creating new global and compet-
itive scenarios (Cominelli and Greffe, 2012).
Culture has been used in the creation of new
industries and jobs and it has contributed to
solving social and environmental problems
(Sasaki, 2010). Moreover, regions may build
their competitiveness by leveraging their cul-
tural heritage (e.g., Alberti and Giusti, 2012).
In addition, proper management of cultural
heritage at a destination can play a positive
role in the sustainable development of the hu-
man environment, which in return can stim-
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provedbe nacionalnih mjera zastite naglaSa-
va se u UNESCO-voj Konvenciji o zastiti ne-
materijalne kulturne bastine gdje se predlaze
snaznije angaziranje kulturnih zajednica u
upravljanje nematerijalnom kulturnom basti-
nom (Blake, 2014). Ipak, napredak modela i
okvira upravljanja za postizanje tog cilja je
neznatan.

Zbog posebnih znacajki tog resursa i
promjene u razini analize od poduzeca na
podrucja, gradove, zemlje ili skupinu zema-
lja, potrebne su promjene kako bi se ponu-
dio realistican model. U sljede¢em odlomku
razmatrat ¢e se percipirana kvaliteta nema-
terijalne kulturne baStine, osiguranje njezi-
ne dugorocne stabilnosti i njezin potencijal
generiranja rente s ciljem izgradnje valjanog
modela u tom kontekstu. Jedini prethodni
rad u literaturi je onaj autora Boude Figuere-
do i Luna (2013) koji su razvili sustav uprav-
ljanja znanjem iz leksikografske perspektive
s ciljem zaStite nematerijalne kulturne basti-
ne kolumbijskog karnevala Barranquilla ¢ija
lingvisticka podloga sluZi za stvaranje inte-
raktivnog repozitorija znanja.

4. PERCIPIRANA KVALITETA
NEMATERIJALNE BASTINE ZA
KREIRANJE KONKURENTSKE
PREDNOSTI

Kako bi ustanovio konkurentsku pred-
nost resursa, Grant (2002) spominje dva
osnovna aspekta: oskudnost i relevantnost.
U nastavku se razmatraju ova dva aspekta u
kontekstu nematerijalne kulturne baStine.

4.1. Oskudnost

Oskudica resursa povezana je s pro-
blemima analiziranim u ranijim radovima
ekonomista. Pristup u teoriji strategije nudi

ulate and foster the sustainable development
of cultural heritage assets (Pereira Roders and
van QOers, 2011). One of the positive effects of
the application of national safeguarding mea-
sures by countries is emphasized in the UNE-
SCO Convention for the Safeguarding of the
Intangible Cultural Heritage. Here it is argued
that cultural communities will become more
closely involved in managing intangible cul-
tural heritage (Blake, 2014). Nevertheless, the
advances in management models and frame-
works to achieve that goal are scarce.

Due to the specific characteristics of that
resource and the change in the level of analysis
from firms to regions, cities, countries or group
of countries, some adaptations must be done to
provide a realistic model. In the next section
we discuss the perceived quality of the intangi-
ble cultural heritage, the assurance of its long-
term sustainability, and its rent generation po-
tential to build up a valid model in this context.
The only direct antecedent found in the litera-
ture is the work by Boude Figueredo and Luna
(2013), who develop a knowledge management
system from a lexicographical perspective to
safeguard intangible cultural heritage applied
to the Carnival of Barranquilla (Colombia),
with a linguistic background and to create an
interactive knowledge repository.

4. THE PERCEIVED QUALITY
OF INTANGIBLE HERITAGE
TO CREATE COMPETITIVE
ADVANTAGES

Grant (2002) addresses two basic aspects
to establish a competitive advantage from a
resource: scarcity and relevance. Next, those
two aspects are discussed in the context of
intangible cultural heritage.

4.1. Scarcity

Earlier works by economists have dealt
with the problems linked to resource scar-
city. The approach in the theory of strategy
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drugaciju perspektivu: jedinstveni resursi
koji nisu pod kontrolom svih tvrtki u ne-
koj industriji mogu se koristiti kako bi se
ponudili jedinstveni proizvodi ili provodili
jedinstveni procesi. Kad se ta ideja prenese
na polje destinacije, oskudno nematerijal-
no znanje moze postati temeljem turistic-
ke ponude neceg jedinstvenog u svijetu.
Del Barrio, Devesa i Herrero (2012) navo-
de novonastala podrucja i niSe povezane
s aspektima nematerijalne prirode na sve
viSe segmentiranom trZiStu koje nudi sve
koji Zele doZivjeti i osjetiti to nematerijalno
znanje moraju posjetiti tu destinaciju jer ga
ne mogu naéi na drugim destinacijama. S
tog glediSta Pfeilstetter (2015) ukazuje da
se dozivljaji, proizvodi i usluge mogu kon-
vertirati u tradicionalne i autentiCne, a time
i poZeljne, proizvode i usluge kad se dovedu
u vezu s oskudnom i ekskluzivnom naslije-
denom proslos¢u usadenom u nematerijalnu
kulturnu bastinu.

Mnoge vrste znanja u destinaciji mogu
biti temelj za postizanje konkurentske pred-
nosti. Koncept nematerijalne kulturne basti-
ne moZe ukljuciti osobitost odredene sku-
pine ili zajednice ljudi (Del Barrio, Devesa
i Herrero, 2012). Standardni pokazatelj za
analizu oskudnosti nematerijalne kulturne
bastine i njezino uvrstavanje u UNESCO-ov
Reprezentativni popis nematerijalne kultur-
ne bastine ovjecanstva kojim se obuhvacaju
oni elementi nematerijalne bastine kojima se
pokazuje diverzije ove bastine i podiZe svi-
jest o njezinom znacaju (UNESCO, 2003).

Medutim, popisivanje bastine moZe zna-
Citi uvrStavanje i izuzimanje, a §to se Cesto
temelji na politickim izborima i potencijalu
upravljanja (Eoin i King, 2013). Takoder je
vazno navesti da ¢ak i kad se na UNESCO-v
Reprezentativni popis ne upiSe inherentno
znanje nematerijalne kulturne bastine, ako
je ta bastina ekskluzivna, ipak moZe biti te-
melj za konkurentsku prednost u destinaciji,
i obrnuto: sama Cinjenica da je nematerijalna
kulturna baStina na UNESCO-vom popisu

takes a different perspective: unique resources
which are not controlled by all the firms in
an industry can be exploited to offer unique
products or to conduct unique processes. Tak-
ing that idea to the destination field, scarce,
intangible knowledge can be the basis to offer
something unique in the world for tourists.
According to Del Barrio, Devesa and Herre-
ro (2012) new areas and niches have emerged
associated with aspects of an intangible na-
ture in an increasingly segmented market in
which ever more diverse cultural products are
to be found. Those visitors who want to expe-
rience and feel that intangible knowledge have
to visit that destination, because they cannot
find it in other destinations. Pfeilstetter (2015)
adopts this perspective when he indicates that
experiences, products and services can be
converted into traditional and authentic prod-
ucts and services, and therefore desirable,
when they relate to the scarce and exclusive
inherited past that is embedded in intangible
cultural heritage.

Many kinds of knowledge at a destina-
tion can be the basis to obtain competitive
advantages. The concept of intangible cultur-
al heritage is able to include the idiosyncrasy
of a particular group or community of people
(Del Barrio, Devesa and Herrero, 2012). The
standard indicator to analyze the scarcity of
intangible cultural heritage is its inclusion on
the Representative List of the Intangible Cul-
tural Heritage of Humanity by UNESCO,
which encompasses those intangible heritage
elements that help demonstrate the diversity
of this heritage and raise awareness about its
importance (UNESCO, 2003).

However, listing heritage can imply in-
clusion and exclusion, often based in political
choices and management potential (Eoin and
King, 2013). It is also important to outline
that even when underlying knowledge of in-
tangible cultural heritage is not inscribed on
the Representative List of UNESCO, if that
heritage is exclusive, it can still be the basis
for competitive advantage at the destination,
and vice versa: UNESCO-inscribed intangi-
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nije uvijek mogla biti relevantna za generira-
nje konkurentske prednosti. Stoga je potreb-
no analizirati relevantnost kao drugi kljucni
aspekt.

4.2. Relevantnost

Druga znacajka kojom potencijal nema-
terijalne kulturne baStine kao dragocjeno
znanje dobiva konkurentsku prednost u de-
stinaciji jest relevantnost. Popisivanje basti-
ne podrazumijeva percepciju znacaja (Eoin
i King, 2013), ali postoje mnogi drugi oblici
nematerijalnog znanja koji mogu biti rele-
vantni nekim segmentima turista. Vjerojatno
je klju¢ procjene relevantnosti nematerijalne
kulturne bastine imidZ toga znanja. Kao §to
su naglasili Datta et al. (2015), najvaZnije je
stvoriti opdi turisticki imidZ koji je u skladu
s o¢ekivanjima od tog basStinskog lokaliteta.

ImidZ je klju¢na sastavnica u stvaranju
relevantnosti destinacija i njihovih nemate-
rijalnih bastinskih proizvoda. VaZzan je i za
odlucivanje o vrstama aktivnosti koje ¢e se
provoditi i nuditi u destinaciji. Kako je osob-
ni imidZ nekog mjesta osobna stvarnost, a
ta stvarnost se razlikuje od osobe do osobe,
vazno je razumjeti kako se imidZi projiciraju,
primaju i asimiliraju. Stotine ¢lanaka napisa-
no je o pojmu imidZa u podrucju razvoja tu-
rizma (npr. Pike, 2002). U jednom od tih ra-
dova Gartner (1993) izdvaja osam pokretaca
na kontinuumu, od induciranih imidza nasta-
lih pod utjecajem vanjskih sila do organskih
imidZa koji se zasnivaju na posjetima. Zbog
sve vece uporabe drusStvenih medija Cini se
da je prodor na trZiSte organskih pokretaca,
koji se ve¢ i smatraju vjerodostojnijima od
induciranih, sve intenzivniji. Praéenjem stra-
nica drustvenih medija menadZeri i dionici u
destinacijama mogu ocjenjivati reakcije trZi-
$ta na materijalnu i nematerijalnu ponudu na
razini nasumicnih prica u destinaciji.

ImidZ ima potencijal modifikacije bilo
kojeg proizvoda nematerijalne ili materijalne
kulturne bastine u nekoj destinaciji. Atrak-

ble cultural heritage knowledge could not be
always adequate for generating competitive
advantage. In that sense, relevance is another
key aspect to analyze.

4.2. Relevance

The other characteristic that sets the po-
tential of intangible culture heritage as valu-
able knowledge to establish a competitive ad-
vantage in the destination is relevance. Listing
heritage implies a perception of significance
(Eoin and King, 2013), but there are many
other forms of intangible knowledge which
can be relevant for some segments of tourists.
Probably, the key to considering intangible
cultural heritage as relevant is the image held
of that knowledge. As Datta et al. (2015) pos-
it, creating a public tourist image in line with
heritage site expectations is paramount.

Image is a key component in creating
relevance for destinations and their intangi-
ble heritage products. It is also instrumental
in determining the type of activities that will
be undertaken and provided within a destina-
tion. Since a person’s image of a place is their
reality and that reality differs from person to
person it is important to understand how im-
ages are projected, received and assimilated.
Hundreds of articles have been written on the
concept of image in the tourism development
field (e.g., Pike, 2002). In one of those works,
Gartner (1993) identifies eight image forma-
tion agents that appear along a continuum
from induced, images that external forces try
to create, to organic, images that are based on
visitation. With the increasing use of social
media, it appears the organic image forma-
tion agents, which are already viewed as more
credible than the induced forms, are increas-
ing their market penetration. Monitoring so-
cial media sites allows destination managers
and stakeholders to anecdotally assess market
response to tangible and intangible heritage
offerings at destinations.

Image has the potential to modify any
intangible or tangible cultural heritage prod-
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cije nematerijalne kulturne bastine podloZne
su veéoj manipulaciji imidZa jer se oslanja-
ju na osjecaje i emocije za razliku od onih
u fizickom obliku. U ¢injenici da se nema-
terijalna kulturna baStina moZe interpretira-
ti na razli¢ite nacine leZi najveca prilika za
utjecaj imidZa i pokretace formiranja imidza
na nacin videnja, baratanja i oblikovanja ma-
terijalne i nematerijalne kulture u atrakcije.
Kako je valorizacija imidZa obi¢no anegdo-
talne prirode, njegovo mjerenje mora se od-
maknuti dalje u domenu stvarnog mjerenja u
novCanim iznosima. To je moguce jer postoje
alati i informacije za provodenje takvog po-
stupka (Gartner, 2014).

5. ODRZIVOST KONKURENTSKE
PREDNOSTI DESTINACIJA
TEMELJENIH NA
NEMATERIJALNOJ BASTINI

Nakon Sto destinacija pocne Kkoristiti
konkurentsku prednost temeljenu na oskud-
nosti i relevantnosti svoje nematerijalne
kulturne bastine, javlja se neizvjesnost du-
ljine trajanja te prednosti. Time se povecava
bojazan o odrZivosti njezine konkurentske
prednosti, kako zbog dugoro¢nog preZiv-
ljavljavanja tako i zbog jedinstvenosti u
odnosu na konkurenciju. Tri su klju¢na as-
pekta odrzivosti dragocjene nematerijalne
kulturne baStine: autenticnost usadena u
mjestu, kratkoro¢na zastita i prijenos medu-
generacijskog znanja.

5.1. Autenticnost usadena u mjestu

Konkurenti u nekoj destinaciji mogu po-
kuSati slomiti konkurentnu prednost temelje-
nu na znanju na dva uobicajena nacina, a ta su
preuzimanje znanja koje polucuje vrhunske
rezultate ili vlastiti razvoj tog znanja (Grant
i Jordan, 2012). Stoga su medudestinacijska
prenosivost znanja i mogucnost repliciranja
znanja dvije glavne prijetnje u potkopavanju

uct a destination provides. Intangible cultural
heritage attractions are prone to more image
manipulation as they rely on feelings and
emotions rather than something with physi-
cal form. Intangible cultural heritage is open
to interpretation and this is where image and
image formation agents have the most oppor-
tunity to affect how tangible and intangible
culture are viewed, manipulated and formed
into attractions. As image is usually assessed
in an anecdotal manner, its future measure-
ment must move beyond the anecdotal realm
into that of real measurement in monetary
terms. As Gartner (2014) argues, it is possi-
ble to do that as the tools and information to
guide the process exist.

5. SUSTAINABILITY OF THE
COMPETITIVE ADVANTAGE
FOR INTANGIBLE
DESTINATIONS

Once a destination enjoys the benefits of a
competitive advantage based on the scarcity
and relevance of its intangible cultural heri-
tage, the uncertainty about the time length of
that advantage is present. That raises the con-
cern about the sustainability of the competi-
tive advantage, both in terms of its survival in
the long term and the uniqueness that it pres-
ents regarding competitors. Three aspects are
identified as key in the sustainability of valu-
able intangible cultural heritage: place-em-
bedded authenticity, short-term safeguarding,
and inter-generational knowledge transfer.

5.1. Place-embedded authenticity

If competitors attempt to destroy a des-
tination’s  knowledge-based competitive
advantage, two traditional ways to do it are
the acquisition of the knowledge that under-
pins the superior performance or the internal
development of that knowledge (Grant and
Jordan, 2012). Thus, inter-destination trans-
ferability of knowledge and knowledge repli-
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konkurentske prednosti destinacija nemateri-
jalne bastine. S druge strane, ako nemateri-
jalnu bastinu u destinaciji obiljezava u mje-
stu usadena autenti¢nost, tada prenosivost i
mogucénost repliciranja od strane konkurena-
ta postaje vrlo malo vjerojatna.

Autenti¢nost se pomno analizirala u
turistickoj literaturi. MacCannell (1973)
tvrdi da turiste motivira Zelja da vide kako
se stvarno Zivi u mjestima koje posjecuju.
Autenti¢nost u podrucju turizma cesto se
opisuje atributima poput ,stvaran, pouz-
dan, vjerodostojan, originalan, neposredan,
sustinski istinit i prototipski za razliku od
kopiranog, reproduciranog ili vjerne ko-
pije originala” (Ram, Bjork i Weidenfeld,
2016:110).

Fu, Kim i Zhou (2015) upozoravaju na os-
poravanje konvencionalne ideje autenti¢nosti
u turistickim znanstvenim ¢lancima u kojima
autori naglasavaju da svi turisticki doZivljaji
ne zahtijevaju obaveznu usadenost objek-
tivne autentiCnosti u umjetnicke artefakte,
predmete ili Cak situacije. Tako bi imitacija
nematerijalne baStine u drugim destinacija-
ma mogla predstavljati prijetnju originalnim
destinacijama zbog moguéeg gubitka kon-
kurentske prednosti ako se autenti¢nost koju
turisti traZze ne temelji na objektivnim para-
metrima ili ako se znacajke znanja inheren-
tnog nematerijalnoj bastini mogu replicirati
bez gubitka originalnosti vezane za izvorno
geografsko mjesto. Repliciranje znanja izvan
zajednice koja ga je stvorila je tesko, a jo$
vedi izazov predstavlja za muzeje i konzerva-
torske institucije (Kurin, 2004). No, u vreme-
nu rastuce digitalne evolucije i uz raSirene,
jake mogucnosti geografske mobilnosti ljudi
u svrhu relokacije u razlicite destinacije gdje
se to znanje takoder moZe pokrenuti, odabir
ponovnog stvaranja znanja u novom okoliSu
moZze se izvesti u nekim elementima nema-
terijalne bastine. Neke druge destinacije bi
mogle pokuSati imitirati i ,,uvesti“ relevantne
elemente nematerijalne bastine zbog njezine
egzotiCnosti, relevantnosti ili prestiZza — po-
put Las Vegasa.

cability are two major threats that can erode
the competitive advantage of intangible
heritage destinations. However, if the desti-
nation’s intangible heritage is characterized
by place-embedded authenticity, then trans-
ferability and replicability by competitors
become highly unlikely.

Authenticity has been deeply analyzed
in the tourism literature. According to Mac-
Cannell (1973), tourists are motivated by a
desire to see life in the places they visit as
it is really lived. Authenticity in the tourism
field is often linked to “real, reliable, trust-
worthy, original, first hand, true in substance,
and prototypical as opposed to copied, repro-
duced or done the same way as an original”
(Ram, Bjork and Weidenfeld, 2016:110).

For Fu, Kim and Zhou (2015), the con-
ventional notion of authenticity has been
challenged by tourism scholars who high-
light that not all touristic experiences require
an objective authenticity embodied in the
toured artefacts, objects or even situations.
Thus, the imitation of intangible heritage
in other destinations could be a threat for
the original destination which could lose its
competitive advantage if the authenticity re-
quired by the tourist is not based in objective
parameters or if the characteristics of the
knowledge underlying the intangible heritage
can be replicated without losing the original-
ity associated to the geographical place of
origin. Knowledge replication outside the
community that has created it is difficult, and
it is even a challenge for museums and pres-
ervation institutions (Kurin, 2004). But in an
era of increasing digital evolution and with
widespread though country-dependent pos-
sibilities of people’s geographical mobility
for relocation in different destinations where
this knowledge can be also put into motion,
the option of recreating the knowledge in a
new environment can be feasible for certain
elements of intangible heritage. Some oth-
er destinations could attempt to imitate and
‘import’ relevant elements of the intangible
heritage due to its exoticism, relevance, or
prestige, in a Las Vegas-fashion.
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Klju¢ odrZavanja konkurentske prednosti
u tom smislu leZi u ¢vrstoj vezi izmedu au-
tentinosti i konteksta gdje se znanje o ne-
materijalnoj bastini kreira i razvija. Ograni-
Cavanje pokusaja imitacije moZe se temeljiti
na subjektivnoj percepciji turista o zahtje-
vima autenti¢ne prirode znanja i poveznice
do odredenog konteksta gdje je to znanje
izvorno postalo relevantno. Stoga, §to je jaca
veza nematerijalnog znanja s materijalnim
prostorom u kojem koegzistira, to je destina-
cija zaSti¢enija od prijetnji drugih koje Zele
ponuditi istu ili slicnu nematerijalnu basti-
nu kao jednu od atrakcija u svojoj strategiji.
Gonzilez (2008) navodi da se nematerijalna
bastina moZe reproducirati u drugim zemlja-
ma za egzistencijalne turiste koji Zele inte-
grirati daleku kulturu u svoj vlastiti identitet.
Medutim, veéinu dokonih turista ne zanima
Htransportirana® atrakcija jer, ¢ini se, gubi
Sarm ¢im se izmjesti iz svojeg izvornog lo-
kaliteta (Gonzélez, 2008). Intenzitet potrage
za autenti¢noS¢u i poveznica s geografskim
podruc¢jem mora dovesti autenti¢nu destina-
ciju u prednost da bi nadvladala potencijalnu
ponudu pristupacnijih, udobnijih pa cak i jef-
tinijih alternativnih destinacija koje jo§ moz-
da nude i dodatne turisti¢ke atrakcije zbog
kojih su vrlo konkurentne.

5.2. Kratkoro¢na zastita

Disciplina oCuvanja baStine formira-
la se u prvim desetlje¢ima devetnaestog
stoljeca, a glavni aspekt koncepta bila je
autenti¢nost (Poulios, 2010). Suoclena s
promjenama i evolucijom ,,modernog Zi-
vota®, pro§lost se promatrala s nostalgi-
jom i dobila je veliku vrijednost. Iako se
uobicajeno nastoji ocuvati fizicke bastine
i spomenike (Condominas, 2004; Poulios,
2010), relevantnost nematerijalne bastine
posljednjih je godina polucila Cvrste razlo-

The key to sustain the competitive advan-
tage in this regard lies in the strong link be-
tween authenticity and the context where the
knowledge about the intangible heritage was
created and developed. The barriers to imita-
tion initiatives can be based on the tourist’s
subjective perception about the requirements
of the authentic nature of the knowledge
and the links to the specific context where
this knowledge originally became relevant.
Thus, the stronger the association of the in-
tangible knowledge with the tangible space
where it has coexisted, the more protected
the destination is in facing the threat of oth-
er destinations who would like to offer the
same or similar intangible heritage as one
of the attractions in their strategy. Gonzélez
(2008) indicates intangible heritage can be
reproduced in other countries for existen-
tial tourists, who want to integrate a distant
culture within his/her own personal identity.
However, most leisure tourists have a lack
of interest in the ‘transported’ attraction, as
once removed from its original place it ap-
pears to lose its charm (Gonzélez, 2008). The
intensity of the quest for authenticity and its
link with the geographical area must put the
authentic destination in an advantageous po-
sition to overcome the potential offerings of
more accessible, more comfortable, and even
cheaper alternative destinations, perhaps
with complementary tourism attractions
which make them very competitive.

5.2. Short-term protection

In the first decades of the nineteenth cen-
tury, the discipline of heritage conservation
was formed and authenticity was a key as-
pect in the concept (Poulios, 2010). Facing
the changes and the evolution of “modern
life”, the past was observed with nostalgia
and was endowed with high value. Though
the traditional goal is the preservation of the
physical heritage and monuments (Condom-
inas, 2004; Poulios, 2010), the relevance of
intangible heritage in recent years has pro-
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ge za pozivanje na zastitu i ocuvanje ove
vrste bastinskih resursa.

Analizom znacenja i pristupa u radovima
u literaturi na temu zastite i oCuvanja nema-
terijalne kulturne baStine mogu se utvrditi
dvije perspektive ili dimenzije: kratkoro¢na
perspektiva koja odreduje odrZavanje i Cisto-
¢u standarda i znanja koje definira nemateri-
jalnu bastinu u sadasnjosti i bliskoj buduéno-
sti; 1 dugoro¢nu perspektivu koja se odnosi
na prijenos nematerijalnog znanja buduc¢im
generacijama. Te perspektive isticu razli-
Cite aspekte i zahtijevaju razlicite teoretske
okvire. Kratkoro¢na dimenzija uglavnom je
povezana s kulturnom i motivacijskom dina-
mikom i tema je ovoga odlomka. Dugoroc-
na perspektiva uglavnom zauzima stajaliste
transfera znanja i razmatra se u sljede¢em
odlomku. Tako ona takoder obuhvaéa kultur-
ne i motivacijske aspekte uz nekoliko dodat-
nih ¢imbenika transfera, njezina je vremen-
ska analiza razlicita.

Cuvanje nematerijalne bastine bilo je
zanemareno do 1980-ih godina (Condomi-
nas, 2004). Nasser (2003) piSe kako tra-
dicionalna povijesna mjesta prolaze kroz
procese redefiniranja 1 reinterpretiranja
kulturne bastine da bi postala konkurentna i
atraktivna, ali kako na taj proces utjecu ko-
mercijalne sile potraznje potrosSaca ¢ime se
u mnogim slucajevima ugrozava konzerva-
cija i kulturne vrijednosti. Cesti su sluajevi
da resursi nematerijalne kulturne bastine s
povijesnim, druStvenim, ekonomskim i po-
litickim vrijednostima nestaju ili su veé ne-
stali (Li, 2012). UNESCO daje popis nema-
terijalne kulturne bastine kojoj je potrebna
hitna zaStita.

U okviru kratkoro¢ne perspektive, jedna
od najvaznijih opasnosti od koje treba zasti-
titi nematerijalnu baStinu su kulturne pro-
mjene. Sam i Berry (2010) definiraju akultu-
raciju kao proces kulturne i psiholoske pro-
mjene koja se dogada nakon susreta kultura.
Turizam polaZe temelje za akulturaciju zbog
dolaska ljudi iz drugih regija/zemalja u de-
stinacije s lokalnim zajednicama. U susretu

duced a solid call for protection and safe-
guarding this kind of heritage resources.

After analyzing the meaning and approach
of works on protection and safeguarding of in-
tangible cultural heritage in the literature, two
perspectives or dimensions can be identified:
a short-term perspective which deals with the
maintenance and purity of the standards and
knowledge that define the intangible heritage
in the present and near future; and a long-
term perspective which is concerned with the
transfer of the intangible knowledge to future
generations. Those perspectives emphasize
different aspects and call for different theo-
retical frameworks. The short-term dimension
is mainly related to cultural and motivation-
al dynamics and is addressed in this section;
the long-term one mainly adopts a knowledge
transfer view and is addressed in the follow-
ing section, and though it also encompasses
cultural and motivational aspects along with
several additional transfer factors, its tempo-
ral analysis is different.

Safeguarding the intangible heritage had
been neglected until the 1980s (Condominas,
2004). Nasser (2003) outlines that traditional
historic places are undergoing a redefinition
and reinterpretation of their cultural heritage
in order to be competitive and attractive, but
this process makes heritage places respond to
the commercial forces of consumer demand,
and in many cases conservation and cultural
values are being compromised. In many cas-
es intangible cultural heritage resources with
historical, social, economic and political val-
ues are disappearing or have disappeared (Li,
2012). UNESCO also lists intangible cultural
heritage in need of urgent safeguarding.

Within a short term perspective, one of
the most important dangers to safeguard in-
tangible heritage refers to cultural changes.
For Sam and Berry (2010), acculturation is
the process of cultural and psychological
change that results following the encounter
of cultures. Tourism lays the basis for ac-
culturation due to the arrival of people from
other regions/countries into a destination
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ljudi s razli¢itim kulturnim tradicijama oni
se mogu (ili ne mogu) prilagoditi jedni dru-
gima u smislu ponaSanja, jezika, vjerovanja,
vrijednosti, drustvenih institucija i tehnolo-
gija (Sam i Berry, 2010). Neke kulture ne-
rado usvajaju nova znanja ili predmete Cije
se kulturne vrijednosti smatraju opre¢nima
prema relevantnim, tradicionalnim aspekti-
ma njihovog nacina Zivota ili obi¢ajima. Iako
ovo moZe vrijediti za lokalne zajednice s
nematerijalnom kulturnom bastinom koja se
smatra druStveno relevantnom, u drugim slu-
¢ajevima kulturni utjecaj turizma, medija, ili
putovanja rezidenata u druga podruc¢ja mogu
potaknuti promjene ili ¢ak odustajanje od
tih znanja i praksi. U analizi kulturnih uci-
naka turizma Besculides, Lee 1 McCormick
(2002:307) navode da dok ,,predstavljanje
kulture turistima moZe pomod¢i ocuvanju te
kulture, ono ju takoder moze razvodniti ili
¢ak 1 unistiti“. Kulturna invazija izvana i/ili
zagadenje koje znacajno mozZe promijeniti
nematerijalne prakse, a potencijalna demo-
tivacija lokalnog stanovniStva da ih nastavi
zbog vanjskih utjecaja, glavni su problemi
ove perspektive.

Takoder je vazno odgovarati na stalne
promjene vrijednosti u odnosu na upravlja-
nje kulturno znacajnim mjestima (Vakhi-
tova, 2015). Nacela odrzivog razvoja mogu
se primijeniti na upravljanje kulturnim
resursima bastine i koristiti za osiguranje,
bolju uporabu i razumijevanje bastine u
okoliSu, materijalnoj i nematerijalnoj ba-
Stini (Keitumetse, 2011). Ocuvanje zna-
nja nematerijalne basStine ocekivano traZi
eklektiCan pristup koji integrira relevan-
tnost proslosti i vaZnost osnovnih dionika
koji zadrZavaju bastinsko znanje integrira-
njem pristupa baziranim na vrijednostima
i Zivuéoj bastini.

Lokalne zajednice nositelji su tradicija i
prakse te se percipiraju kao osnovni Cuvari
koji proizvode, odrZavaju i Cuvaju baStinu
(Vakhitova, 2015) jer je za oCuvanje nema-
terijalne, Zive kulture potrebna kontinuira-
na drustvena praksa (Kurin, 2004). Duvelle

with a local community. When people from
different cultural backgrounds come into
contact, they may (or may not) adopt each
other’s behaviors, languages, beliefs, values,
social institutions, and technologies (Sam
and Berry, 2010). Some group cultures are
reluctant to integrate new knowledge or ar-
tefacts whose underlying cultural values are
considered to clash with relevant, traditional
aspects of their way of life or habits. Though
this can be the case regarding local commu-
nities with intangible cultural heritage which
has been socially considered relevant, in oth-
er cases the cultural impact of tourism, the
media, or the residents’ trips to other regions
can unleash processes of alteration or even
giving up intangible cultural heritage knowl-
edge and practices. In their analysis of cul-
tural effects caused by tourism, Besculides,
Lee and McCormick (2002:307) indicate
that while ‘presenting a culture to tourists
may help preserve the culture, it can also
dilute or even destroy it’. External cultural
invasion and/or contamination which signifi-
cantly change the intangible practices, and
the potential residents’ demotivation to con-
tinue them caused by those cultural influenc-
es are the main problems in this perspective.

It is also important to respond to changing
values over time in the management of cul-
turally significant places (Vakhitova, 2015).
The principles of sustainable development
can be applied to cultural heritage resource
management, and used to secure a better use
and understanding of the heritage in the forms
of environment, tangible and also intangible
heritage (Keitumetse, 2011). Safeguarding
intangible heritage knowledge probably calls
for an eclectic approach that integrates the
relevance of the past and the importance of
the core stakeholders that retain the heritage
knowledge by integrating the value-based and
the living heritage approaches.

Local communities are the carriers of
traditions and practices and they are seen
as the essential guardians who produce,
maintain and safeguard heritage (Vakhito-
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(2013) ukazuje na dugorocne politike i stra-
tegije nekih zemalja u cilju oCuvanja nemate-
rijalne kulturne bastine ili nacionalne zakon-
ske i politicke strategije integriranja kulture
u sveobuhvatnije razvojne planove. Kao spe-
cificne mjere zastite, drzave Cesto pokrecu
akcije osvjeStavanja i informiranja, nacional-
nih inventura, nominacija za medunarodne
popise i suradnje s drugim zemljama gdje se
razmjenjuje znanje uz pomo¢ UNESCO-ve
konvencije (Duvelle, 2013). Digitalizacija je
takoder Cesta metoda Cuvanja nematerijalne
bastine (npr. Chen, 2014), a ukljucuje skeni-
ranje i transkripciju dokumenata te snimanje
vizualnih i usmenih elemenata izvedbi i ma-
nifestacija. UNESCO takoder popisuje ele-
mente nematerijalne kulturne bastine za koje
je utvrdeno da su primjeri najbolje prakse
njihova ocuvanja.

Jedan oblik zaStite nematerijalne ba-
Stine moZe biti i obrana od konkurentskog
oponaSanja. Koriste se ogranicenja stranim
organizacijama i pojedincima u istraZivanju
nematerijalne kulturne bastine (Li, 2012) ili
zakoni kojima se Stite njezini posebni proi-
zvodi (Zhou, 2014). Sljedeci pravac djelo-
vanja su zakonski okviri kojima se regulira
veza izmedu nematerijalne kulturne bastine
i zakona o intelektualnom vlasnistvu, ali oni
su osobito teSko provedivi zbog kolektivne
i vremenske prirode prava (npr. Li, 2012).
Stoga su pitanja o pravima intelektualnog
vlasni$tva vazan dio UNESCO-vih rasprava
o oCuvanju kulture jo$ od ranih 1950-ih (Du-
velle, 2013).

5.3. Prijenos znanja

Jedan vazan oblik odrZavanja konkurent-
ske prednosti nematerijalne baStine je osi-
guranje prijenosa klju¢nog znanja na glavne

va, 2015), since intangible, living culture is
preserved through continuous social practice
(Kurin, 2004). Duvelle (2013) indicates that
some countries have adopted long-term poli-
cies and strategies for safeguarding intangible
cultural heritage or have enacted a national le-
gal and policy strategy for integrating culture
into larger development agendas. As specific
protection measures, countries usually engage
in awareness-raising and information cam-
paigns, national inventories, nominations for
international lists, and cooperation through
the mechanisms established by the UNESCO
Convention with other countries where they
exchange safeguarding knowledge (Duvelle,
2013). Digitalization is also a common meth-
od used to preserve intangible heritage (e.g.,
Chen, 2014), including the scanning and tran-
scription of documents and the recording of
visual and oral elements of performances and
manifestations. UNESCO also lists elements
of intangible cultural heritage identified as
practicing best safeguarding practices.

The protection of the intangible heritage
can also have a dimension regarding the con-
struction of barriers to imitation by competi-
tors. Restrictions to investigate intangible cul-
tural heritage by foreign organizations and in-
dividuals (Li, 2012) or laws to protect specific
outputs of intangible cultural heritage (Zhou,
2014) are used. Legal frameworks encom-
passing the link between intangible cultural
heritage and intellectual property laws are
another line of action, but their enactment and
application are extremely difficult due to the
collective and temporal nature of the rights
(e.g., Li, 2012). In this sense, questions con-
cerning intellectual property rights have been
an important part of UNESCO’s discussions
on the conservation of culture since the early
1950s (Duvelle, 2013).

5.3. Knowledge transfer

A relevant aspect to sustain the competi-
tive advantage achieved in an intangible heri-
tage setting is to assure that key knowledge
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pokretace u destinaciji. Na taj nacin starije
generacije koje imaju vezu ili znanje o odre-
denoj bastini trebale bi prenositi to inheren-
tno znanje mladim generacijama. Transfer
znanja nematerijalne bastine mora biti tocan
i pravovremen (Condominas, 2004).

Cooper (2006) tvrdi da je krajnji cilj
modela upravljanja znanjem ucinkovit pri-
jenos i upotreba znanja koje doprinosi kon-
kurentnosti. Prijenos znanja od iznimne je
vaznosti kod stajaliSta temeljenog na zna-
nju. Uzimajuéi ideje iz podrucja organiza-
cije, transfer znanja moZe se definirati kao
proces kroz koji sudionici razmjenjuju, pri-
maju i pod utjecajem su doZivljaja i znanja
drugih (Van Wijk, Jansen i Lyles, 2008).
Koristan je koncept rada zajednica koji se
temelji na osnovi etnografskih studija i pri-
mjene u organizacijama (Brown i Duguid,
1991), a ukljucuje ustrojene ili neformalne
skupine pojedinaca koje se okupljaju oko
neke djelatnosti druZenjem stvaraju zajed-
nicke identitete.

Vedina nematerijalne kulturne bastine te-
melji se na tacitnom znanju, a njegovo preno-
Senje je polagano, skupo i nesigurno (Teece,
1981). Literatura o upravljanju znanjem Cesto
preporuca prijenos tacitnog znanja putem
neposrednog druZenja, bez Sifriranja u doku-
mente, ekspertne sustave, itd. zbog minimi-
ziranja gubitka znanja. Condominas (2004)
navodi da nematerijalna kultura temeljena
na usmenoj predaji, osim govora, sadrZi i po-
kret, geste, vizualne znakove, melodije i rad
na predmetima.

Cooper (2006) se osvrée na prijenos zna-
nja na razini destinacije kao dijeljenje znanja
Sirom mreZe. Poseban kontekst nematerijal-
ne baStine definira pokertace - ¢lanove obite-
lji, susjede, prijatelje i sumjeStane u prostoru
gdje se znanje stvorilo i razvilo iz relevantnih
elemenata mreZe, Cesto pod vodstvom kul-
turnih i regionalnih udruZenja lokalnih po-
liti¢ara i destinacijskih menadzera. Zapravo,
jedan od razloga tako Cvrste povezanosti s
bastinom je ¢ovjekova Zelja da ju predaje da-
lje svojim potomcima (Condominas, 2004).

is passed on to key agents at the destination.
Thus, older generations in contact with or
knowledgeable about that heritage are sup-
posed to transmit its underlying knowledge
to younger generations. The transfer of the
intangible heritage knowledge must be accu-
rate and timely (Condominas, 2004).

Cooper (2006) states that an ultimate
goal of a knowledge management model is
the effective transfer and use of knowledge
to contribute to competitiveness. Knowledge
transfer is of paramount importance in the
knowledge-based view. Taking ideas from the
organizational field, knowledge transfer can
be defined as the process through which actors
exchange, receive and are influenced by the ex-
perience and knowledge of others (Van Wijk,
Jansen and Lyles, 2008). With a base from eth-
nographic studies and an application in orga-
nizations, a useful concept is the communities
of practice (Brown and Duguid, 1991), that are
formal or informal groups of individuals with
an activity context within which they interact
and create shared identities.

Most intangible cultural heritage is based
on tacit knowledge. The transfer of such
knowledge is slow, costly and uncertain
(Teece, 1981). The literature on knowledge
management tends to recommend the trans-
fer of tacit knowledge through ‘face-to-face’
interaction, without codifying it in docu-
ments, expert systems, etc. in order to mini-
mize knowledge losses. Condominas (2004)
defines intangible culture based on its oral
transmission; it deals with speeches but also
movements, gestures, visual signals, melo-
dies, and working on objects.

Cooper (2006) addresses knowledge
transfer at the destination level as knowledge
sharing across a network. The specific con-
text of intangible heritage defines the agents
of that network — family members, neigh-
bors, friends, and fellow residents in the area
where the knowledge has been created and
developed form the relevant elements of the
network, often guided by leaders of cultural
and regional associations, local politicians
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Najrasprostranjeniji oblici prenosenja znanja
nematerijalne bastine su drustveni dogadaji,
obiteljsko prenoSenje, mentoriranje, lokalna
udruZenja i, u zadnje vrijeme, $kolovanje i
edukacije. Condominas (2004) biljezi druge
tradicionalne metode prenoSenja znanja u
svojoj analizi griot-a, tj. narodnih pripovje-
daca, koje se uglavnom temelje na pamcenju
1 sposobnosti pri¢anja na zajednickim vecer-
njim druZenjima. Literatura o prijenosu zna-
nja od osnivaca na nasljednike u obiteljskim
tvrtkama ilustrira nacine i izazove meduge-
neracijskog prijenosa znanja nematerijalne
bastine.

Iako Cooper (2006) destinacijskim me-
nadZerima savjetuje mapiranje, biljeZenje
i Sifriranje znanja, Brown i Duguid (1991)
upozoravaju da se ucenje njeguje omoguca-
vanjem pristupa i ¢lanstva u ciljanoj zajed-
nici, a ne apstraktnim objas$njavanjem poje-
dinih obiCaja. Nematerijalna bastina ce$ce je
usmena nego pisana (Condominas, 2004), a
Grant (1996) istice da upravo prepreke pre-
noSenja i ponavljanja znanja omogucavaju
strateSku vaznost. Medutim, konkurentska
perspektiva mogla bi se sukobiti sa zastitom
gore iznesenih interesa, $to bi se moglo po-
kazati iznimno vaZnim za odredenu nemate-
rijalnu bastinu.

Prijenos znanja nailazi na mnoge prepre-
ke. U kontekstu nematerijalne bastine, raspo-
loZenje starijih generacija da prenose znanje
prihvacéa se kao Cinjenica. Ipak, motivacija
mlade generacije nije posve jasna buduci da
moderan Zivot i kulturne ideje mogu nuditi
znanje koje nije bas tako zanimljivo mladim
sumjestanima pa bi ga oni mogli i odbaciti
kao stare tradicije koje su u sukobu s njiho-
vim idejama suvremenosti i napretka. Stovi-
Se, zbog Zivotnih stilova mladih generacija,
takoder se mogu izgubiti glavni aspekti ra-
zumijevanja praksi i njihovih izvedbi, ¢ime
bi se stvorile prepreke uslijed niskog ap-
sorpcijskog kapaciteta (npr. Volberda, Foss i
Lyles, 2010). Migracije takoder mogu dubo-
ko utjecati na prijenos znanja, zbog napusta-
nja zemlje ili propustanja prijenosa/primanja

and destination managers. In fact, one of
the reasons why people in a society are so
attached to heritage is because they want to
pass it on to their descendants (Condominas,
2004). Social events, transmission in the
family, mentorship, local associations, and
lately formal education or training are the
most prevalent formats to transfer intangi-
ble heritage knowledge. Condominas (2004)
documents other traditional methods of
transfer in his analysis of griots or folk poets,
which is mainly based on memory and the
quality of the transmission in groups gather-
ing together in the evening. The literature on
knowledge transfer in family firms between
the founder and the successor serves to illus-
trate the intergenerational transfer of intan-
gible heritage knowledge and its challenges.

Though Cooper (2006) recommends
destination managers to map, capture and
codify knowledge, Brown and Duguid (1991)
indicate that learning is fostered by grant-
ing access and membership to the target
community of practice, not by explicating
abstractions of individual practices. Intangi-
ble heritage is often oral rather than written
(Condominas, 2004) and Grant (1996) points
out that precisely the barriers to the transfer
and replication of knowledge grant it stra-
tegic importance. However, the competitive
perspective could clash with the protection
interests explained above which can be para-
mount for certain intangible heritage.

Knowledge transfer encounters many
barriers. In the context of intangible heri-
tage, the older generation’s disposition to
pass the knowledge along is usually taken
for granted. Nevertheless, the younger gen-
eration’s motivation is not so clear, since life
and cultural ideas from the modern world
can render that knowledge not so interesting
for young residents, who could even reject
it on the basis of old traditions that clash
with their ideas of modernity and progress.
Moreover, the younger generation’s modern
lifestyles can also imply that key aspects to
understand the practice and its performance
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dragocjenog znanja potencijalnih izvora ili
primatelja znanja.

6. GENERIRANJE RENTE I
PRISVAJANJE OD STRANE
ZAJEDNICE

Stvaranje odrZivih konkurentskih pred-
nosti podrazumijeva potencijal unaprjedenja
konkurentnosti destinacije i dobrobiti zajed-
nice, osobito u njezinoj ekonomskoj dimen-
ziji, kao Sto se navodi u istraZivanjima o kon-
kurentnosti turizma. U tom smislu, Enright
i Newton (2004:778) tvrde da je destinacija
konkurentna kad ,,moZe privuéi i zadovolji-
ti potencijalne turiste”. Ta konkurentnost ¢e
poluditi kontinuirano privlacenje turista i nji-
hovo zadovoljstvo uZivanjem proizvoda ne-
materijalne kulturne bastine. Veée zadovolj-
stvo posijetitelja ocituje se u potro$nji svakog
turista (Croes i Kubickova, 2013). gtoviée, za-
dovoljstvo ima pozitivan utjecaj na naknadno
ponasanje potroSaca (Moreira i lao, 2014).
Ryglova et al. (2018) su empirijski utvrdili
da u turizmu zadovoljstvo pozitivno utjece
na lojalnost prema destinaciji. To je takoder
i temelj za razvijanje lojalne baze posjetite-
lja koja je pod utjecajem ocCuvanja odrZivosti
destinacije uz istovremeno koriStenje nema-
terijalne kulturne bastine kao konkurentske
prednosti. Moreira i lao (2014) tvrde da ne-
koliko istraZivanja pokazuje razliite koristi
koje se mogu dovesti u vezu s ponovnim do-
lascima turista u destinaciju, a to su pruZanje
stabilnog trZiSta destinaciji i besplatno ogla-
Savanje u obliku preporuka usmene predaje
za Clanove obitelji 1 prijatelje. Ova situacija
osigurava rentu, a priljev turista povecava
lokalne prihode izravno (smjeStaj, hrana,
pic€e, itd.) i neizravno. Prihod od turizma se
uvecava, §to je u skladu s mnogim modeli-
ma konkurentnosti destinacije koja vidi re-

have been avoided, hence experiencing bar-
riers due to a low absorptive capacity (e.g.,
Volberda, Foss and Lyles, 2010). Migration
can also deeply affect knowledge transfer,
since potential knowledge sources or recip-
ients can leave the region and fail to transfer/
receive the valuable knowledge.

6. RENT GENERATION AND
APPROPRIATION BY THE
COMMUNITY

The creation of sustainable competitive
advantages entails the potential of compet-
itiveness improvements in the destination
and the community’s wellbeing, particular-
ly in the economic dimension of this latter
concept as research on tourism competitive-
ness has outlined. In that line, Enright and
Newton (2004:778) state that a destination is
competitive when “it can attract and satisfy
potential tourists”. That competitiveness will
result in the continuous attraction of tourists
and their satisfaction from consuming in-
tangible cultural heritage products. Higher
levels of visitors’ satisfaction are revealed in
spending per capita (Croes and Kubickova,
2013). Moreover, satisfaction has a positive
impact on consumer post-purchase behav-
ior (Moreira and Iao, 2014). In the tourism
field, Ryglova et al. (2018) empirically find
that satisfaction positively influences loyalty
towards the destination. That is also the basis
for developing a loyal visitor base which is
affected by maintaining destination sustain-
ability while at the same time using intangi-
ble cultural heritage for a competitive advan-
tage. According to Moreira and lao (2014),
several research works show various benefits
associated with having repeat visitors to a
destination which include offering a stable
market for the destination and free adver-
tising to family members and friends in the
form of word-of-mouth recommendations.
This situation allows for the generation of
rents, as the influx of tourists increase local
income directly (accommodation, food and
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levantnost prihoda stanovnistva kao kriti¢nu
varijablu. Stoga u literaturi o konkurentnosti
turizma postoji suglasnost o nacelu da kon-
kurentnost destinacije prethodi ekonomskom
blagostanju i napretku lokalnog stanovniStva
(Mazanec, Wober i Zins, 2007). Zbog toga
je vazno uzeti u obzir da se u upravljanju ba-
Stinom Cesto javljaju nejednakosti i da ¢lano-
vi zajednice mogu imati osjecaj da su Zrtve
bastinskih projekata (Logan, 2012). Na istom
tragu Lixinski (2013) brani zajednice tvrde-
¢i da se koristi iskoriStavanja nematerijalne
kulturne bastine moraju vracati u zajednice
iz kojih potjecu, a to ukazuje na relevantnost
prisvajanja rente.

Ponos i druge inicijative povezane s pri-
jenosom inherentnog znanja nematerijalne
kulturne bastine, iako nije obavezno poveza-
no s potrebom dobivanja rente, mozZe se sma-
njiti ¢injenicom da pokretaci izvan zajednice
dobivaju vecinu koristi od iskoriStavanja lo-
kalnog znanja. Zapravo, neke autohtone sku-
pine mogu se suprotstavljati dokumentiranju
njihovog intelektualnog vlasnistva jer doku-
mentiranjem njihovo vlasniS§tvo lako mozZe
izmadi njihovim rukama (Byrne, 2009).
Grant (2002) potvrduje da je logi¢na pretpo-
stavka da vlasnici resursa trebaju dobiti svoju
rentu, ali upozorava i na probleme vezane uz
probleme prisvajanja tih renti. S teritorijal-
ne tocke glediSta, mnogi sudionici i vanjske
tvrtke mogu ste¢i znacajne udjele u rentama
generiranim u destinacijama koje se temelje
na nematerijalnoj bastini. Potrebna je prisut-
nost i aktivnosti mnogih vanjskih tvrtki jer
lokalne ne mogu osigurati robe i usluge koje
su potrebne u turizmu, ali u nekim drugim
slucajevima lokalne tvrtke bi takoder mo-
gle ponuditi usluge u izravnoj konkurenciji
s vanjskima. Ritchie i Crouch (2010) zaklju-
¢uju da stupanj utjecaja razvoja turizma na
ekonomski prosperitet i kvalitetu Zivota sta-
novniStva znacajno ovisi o djelovanju i uspje-
hu mnogih malih i srednjih poduzeéa. Na isti
nacin Croes i Kubickova (2013) ukazuju na
relevantnost kvalitete Zivota stanovniStva
kao rezultata turistiCke kompetentnosti. Nji-

beverage, etc.) and indirectly. Income from
tourism is enhanced, which is coherent with
many models of destination competitive-
ness which stress the relevance of residents’
income as a critical variable. Thus, in the
literature of tourism competitiveness, there
is a consensus on the tenet that destination
competitiveness is an antecedent to econom-
ic welfare and prosperity of the resident pop-
ulation (Mazanec, Wober and Zins, 2007). It
is then important to consider that inequities
often arise in the process of heritage man-
agement, and the community members can
have the feeling that they are the victims of
heritage projects (Logan, 2012). In the same
line, Lixinski (2013) defends that the benefits
of the exploitation of intangible cultural her-
itage must return to the communities where
it stems from. This points to the relevance of
rent appropriation.

The pride and other incentives associat-
ed with the transmission of the underlying
knowledge of intangible cultural heritage,
though not necessarily linked to the need for
obtaining rents, can be reduced by the fact
that agents outside the community receive
most of the benefits of the exploitation of
local knowledge. In fact, some indigenous
groups may oppose their intellectual prop-
erty documented, because once document-
ed its ownership easily passes out of their
hands (Byrne, 2009). Grant (2002) affirms
that a logical assumption is that the owner
of the resources should get their rents but
this author goes on to address the problems
associated with the problems of rent appro-
priation. From a territorial point of view,
many agents and external firms can obtain
significant shares of the rents generated at
an intangible heritage-based destination.
The presence and activities of many of those
external firms are required because local
firms cannot provide the goods and services
needed for the tourism industry, but in some
other cases local firms could also offer some
services in direct competition with these ex-
ternal firms. For Ritchie and Crouch (2010),
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ma se Cini da specijalizacija turizma potice
viSe standarde Zivota, a time se i odrazavaju
viSe razine turisti¢ke konkurencije.

7. RASPRAVA I ZAKLJUCCI

Namjera rada bila je prikazati nemateri-
jalnu kulturnu bastinu kao dragocjeno znanje
koje mozZe postati temelj odrzivih konkurent-
skih prednosti u destinaciji. U ovom teoret-
skom pregledu vrednovalo se zanimanje za
analizu upravljanja i konkurentnost nemate-
rijalne kulturne bastine s ciljem unaprjede-
nja dobrobiti zajednice, iako se znanstvena
literatura primarno fokusira na definiciju i
znacenje termina. Kao §to istraZivanja mogu
imati kreativnu snagu izgradnje i struktu-
riranja turizma (Tribe, 2006), literatura na
teme menadZmenta i turizma, posebno u
odnosu na upravljanje znanjem i imidZem,
moZze doprinijeti boljem razumijevanju po-
tencijalne konkurentnosti nematerijalne kul-
turne bastine.

Nakon rasprave o posebnim aspektima
koji utjeCu na stvaranje i odrzivost konku-
rentskih prednosti destinacija nematerijalne
kulturne baStine te generiranja i prisvajanja
renti koje proizlaze iz tih prednosti, Slika
1 daje sazetak predloZenog pristupa. Da bi
postojala konkurentska prednost, inheren-
tno znanje o nematerijalnoj kulturnoj bastini
mora biti oskudno i relevantno. S jedne stra-
ne, oskudnost se veZe s Cinjenicom da mnoge
druge destinacije nemaju to inherentno zna-
nje. S druge strane, relevantna nematerijalna
bastina odnosi se na primamljivi imidZ kojeg
cijeni znacajan segment turista. Destinacijski
menadZeri trebaju procijeniti resurse desti-

the extent to which tourism development ad-
vances economic prosperity and the quality
of life of residents is significantly dependent
on the actions and success of many small to
medium sized enterprises. In that same line,
Croes and Kubickova (2013) also outline
the relevance of the residents’ quality of life
as an output of tourism competiveness. For
them, tourism specialization seems to propel
higher standards of living and hence reflect-
ing higher levels of tourism competitiveness.

7. DISCUSSION AND
CONCLUSIONS

This work has tried to view intangible
cultural heritage as valuable knowledge ca-
pable of becoming the basis of sustainable
competitive advantages at a destination. This
theoretical review has validated the interest
for analyzing management and competitive-
ness of intangible cultural heritage in or-
der to improve the community’s wellbeing,
though the academic literature has primarily
focused on the definition and the implication
of the term. As research can have the cre-
ative power to construct and frame tourism
(Tribe, 2006), the literature on management
and tourism, especially regarding knowledge
management and image, can contribute to a
better understanding of the potential com-
petitiveness of intangible cultural heritage.

After discussing specific aspects that af-
fect the creation and sustainability of com-
petitive advantages in intangible cultural
heritage destinations, and rent generation
and appropriation derived from those ad-
vantages, Figure 1 summarizes the proposed
approach. In order to establish a competitive
advantage, the knowledge underlying intan-
gible cultural heritage has to be scarce and
relevant. On the one hand, scarcity is related
to the fact that the underlying knowledge is
not possessed by many other destinations.
On the other hand, relevant intangible her-
itage refers to an appealing image that is
valued by a significant segment of tourists.
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nacije koji prelaze ono materijalno i vidljivo
kako bi identificirali nematerijalne kulturne
elemente koji su oskudni i potencijalno pri-
vlaéni. Evaluacija te nematerijalne baStine
prema UNESCO-vim kriterijima je zani-
mljiv, izvanredan mehanizam kojim se moZe
pokazati njezina potencijalna oskudnost, ali
postoje mnoge nematerijalne kulturne mani-
festacije i prakse koje su znacajne bez obzira
na to jesu li uvr§tene na UNESCO-ve popi-
se — barem s gledista turizma. U tom smislu
analiza relevantnosti nematerijalne kulturne
bastine takoder treba biti strateSka djelatnost
organizacija destinacijskog menadZmenta,
kao §to i osnaZivanje te potencijalne relevan-
tnosti mora biti strateski pravac marketins-
kih planova.

Destination managers should assess the re-
sources of the destination going beyond the
tangible, apparent ones to identify intangi-
ble cultural elements, which are scarce and
potentially attractive. The evaluation of that
intangible heritage against the UNESCO
criteria is an interesting, outstanding mecha-
nism to show its potential scarcity, but many
intangible cultural manifestations and prac-
tices are significant regardless their inclusion
on the UNESCO’s listings, at least from the
tourism perspective. In that sense, the anal-
ysis of the intangible cultural heritage rele-
vance should be also a strategic activity for
destination management organizations, and
the enhancement of that potential relevance
must be a strategic line in marketing plans.

Slika 1: Model znacajki nematerijalne kulturne bastine za osnaZivanje
konkurentnosti u destinaciji
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Model sa Slike 1 direktno je prenosiv u
domenu empirijskog vrednovanja, a uvjeti
pripremaju teren za vrednovanje lokalnih
stanovnika u odnosu na relevantnost i oskud-
nost. Metode intervjua, kao Sto je Metoda
utemeljene teorije, moZe otkriti lokalne sta-
vove prema vrijednosti odredenog resursa
nematerijalne kulturne bastine. To ¢e dovo-
diti do rezultata koji se onda mogu koristiti
za odredivanje trziSnosti bilo kojeg resursa
nematerijalne kulturne bastine. TrZiSnost,
kao i financijski i ljudski resursi uloZeni u
kreiranje resursa nematerijalne kulturne ba-
Stine u atrakciju nekog kraja, odreduju budu-
¢e rente od koriStenja u kontekstu turizma.
Kao ilustracija primjene modela u odredenoj
destinaciji koja ima nematerijalnu kulturnu
bastinu, moze se analizirati zvizduk otoka
Gomera iz perspektive izloZene u ovome
radu. Gomerski zvizduk je jezik kojim se ko-
municira u planinskom podrucju jednog od
Kanarskih otoka (La Gomera). Taj zvizduk
nije najvaznija atrakcija za inozemne turiste
koji dolaze na otoke u potrazi za ugodnom
klimom i planinarenjem, ali je relevantna
atrakcija za neke stanovnike Kanarskih oto-
ka i neke druge obrazovane kulturne turiste
iz Spanjolske i drugih zemalja koji Zele pu-
tovati s namjerom sluSanja tog jezika. U po-
gledu uspostavljanja konkurentske prednosti,
na svijetu ne postoji mnogo zvizdeéih jezika
koji se koriste pa je Gomerski zvizduk 20009.
godine uvrSten u UNESCO-ov Reprezenta-
tivni popis nematerijalne kulturne baStine
CovjeCanstva. Dobro je poznat na Kanar-
skim otocima i dio je subjektivne percepci-
je mnogih turista na otocima. S obzirom na
odrzivost, zvizduk se Cesto izvodi u prirod-
nom okoliSu otoka kako bi se pokazala ko-
munikativna snaga i pojacali njegovi atributi
autenti¢nosti. §tovi§e, iako se jezik obi¢no
prenosio s roditelja na djecu, otocke su vlasti
uvele tecajeve u obavezne Skole kako bi se
sacuvao ovaj obiCaj nematerijalne kulturne
bastine. Iako bi ekonomska evaluacija turi-
stickih renti koje generira zvizduk zahtijeva-
la dublju analizu, Gomeranci su ponosni na

It is a straightforward exercise to move
the model, depicted in Figure 1, into the
realm of empirical assessment. Conditions
set the stage for an assessment of local peo-
ple regarding issues of relevance and scarcity.
Interviews using methods such as Grounded
Theory can unearth local attitudes toward
the value of a particular intangible cultural
heritage resource. This will lead to outputs
that can then be used to determine the mar-
ketability of any intangible cultural heritage
resource. Marketability including financial
and human resources devoted to making the
intangible cultural heritage resource into
an area attraction determine future rents
from its utilization in a tourism context. To
illustrate the application of the model in a
specific destination with intangible cultur-
al heritage, the Gomeran whistle, could be
analyzed from the perspective explained in
this work. It is a whistle language spoken in
one of the Canary Islands (La Gomera) and
used to communicate in the mountainous
regions of the island. The whistle is not the
most important attraction for international
visitors coming to the island in search of a
nice climate and hiking possibilities, but it
is a relevant attraction for some Canarians
who want to travel there to listen to it, and
some other Spanish and knowledgeable cul-
tural tourists. Regarding the establishment
of a competitive advantage, not many whis-
tle languages are employed in the world and
the Gomeran whistle was included on the
Representative List of the Intangible Cultur-
al Heritage of Humanity in 20009. It is well
known on the Canary Islands and it forms
part of the subjective perception of many
visitors to the island. With regard to sustain-
ability, the whistle exhibitions on the island
often use the natural setting of the island to
show its communicative power and enhanc-
ing its authenticity attributes. Moreover, the
language was usually transmitted from par-
ents to children, but the island government
has included the whistle in courses offered in
official schools to safeguard these intangible
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svoj zvizdedi jezik. Vrijednost ovog oblika
nematerijalne kulturne bastine lako bi se
mogla empirijski vrednovati kao turisti¢ka
atrakcija iz informacija dobivenih od lokal-
nih oto¢ana.

Konkurentska prednost mora se odrzati
kako bi generirala rente na dugi rok. Za to
su relevantna tri aspekta u kontekstu znanja
nematerijalne bastine: autenti¢nost povezana
sa specifi‘cnom destinacijom, kratkorocna
zaStita u svrhu oCuvanja osnovnog znanja i
prijenos znanja novim generacijama. Orga-
nizacije destinacijskog menadZmenta tako-
der imaju ulogu u povezivanju nematerijalne
kulturne bastine sa specificnim geografskim
podruc¢jem njezinog nastanka i razvoja. S
druge strane, kulturni subjekti i agencije u
destinaciji moraju oblikovati i prilagodavati
planove zastite za ocuvanje obicaja i inheren-
tnog znanja nematerijalne kulturne bastine,
kao i prijenos znanja medu generacijama. U
tom procesu kljucna je tema motiviranje pri-
matelja znanja.

Posjedovanje komparativnih prednosti
temeljenih na nematerijalnoj kulturnoj ba-
Stini destinacije povezano je s pozitivnim
rezultatima za destinaciju. Kao $to ukazuju
neki radovi o konkurentnosti destinacija, ti
prihodi u destinaciji odnose se na turistic-
ke atrakcije, zadovoljstvo i ponovne posjete.
Ako se ti rezultati povecavaju, stvaraju se
rente dobivene iz odrZivog koriStenja nema-
terijalnih resursa na kojima se temelje kon-
kurentske prednosti (Grant, 2002). Dakako,
te rente moraju se bar djelomi¢no podijeliti
¢lanovima zajednice koja posjeduje nema-
terijalnu kulturnu bastinu. MenadZeri desti-
nacija temeljenih na nematerijalnoj bastini
mogli bi to objasniti kao potrebu osnaZivanja
poduzetniStva i postojanja lokalnih poduze-
¢a kao nacina kako bi lokalno stanovnistvo
povecalo rente iznad pukih prihoda od rada.
Ovime bi se takoder mogla ucvrstiti motiva-
cija za zadrZavanje i iskoriStenje inherentnog
znanja zajednice na odrzivi nacin. Medutim,
treba uzeti u obzir i ¢injenicu da konkurenci-
ja nema uvijek pozitivne posljedice.

practices. Though the economic evaluation
of tourism rents generated by the whistle
would require a deep analysis, Gomerans are
proud of their whistle language. This form of
intangible cultural heritage would easily lend
itself to an empirical assessment of its val-
ue as a tourism attraction with information
gleaned from the local islanders.

The competitive advantage must be sus-
tained in order to generate long-term rents.
Three aspects are relevant for that in the
context of the intangible heritage knowledge:
the authenticity linked to a specific desti-
nation, the short term-protection regarding
the maintenance of the core knowledge, and
knowledge transfer to the newer generations.
Destination management organisations have
also a role in linking the intangible cultur-
al heritage to the specific geographical zone
where it has been generated and evolved. On
the other hand, cultural entities and agencies
at the destination must design and revise pro-
tection plans to safeguard the practices and
underlying knowledge of intangible cultur-
al heritage, including the inter-generational
knowledge transfer. The incentives regard-
ing the knowledge recipients are arguably
the key topic in that process.

The possession of sustainable competitive
advantages based on the destination’s intan-
gible cultural heritage is related to positive
outputs for the destination. As some works
on destination competitiveness suggest, those
outputs in the destination arena are related to
tourists’ attraction, satisfaction, and repeated
visits. If those outputs are enhanced, rents
derived from the sustainable exploitation of
the intangible resources which are the base
of the competitive advantages are generated
(Grant, 2002). However, those rents must be
at least partially appropriated by members
of the community that holds the intangible
cultural heritage. Destination managers in
intangible heritage-based destinations could
interpret that as a need to encourage entre-
preneurship and the existence of local firms
as a way to improve rent appropriation by lo-
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Buduénost nematerijalne kulturne basti-
ne u kontekstu turizma, nedvojbeno ée se
svesti na to koliko ekonomske koristi ima
lokalna zajednica od zaStite neCega S$to je
relevantno njihovim Zivotima. Razvojne sile
su neumoljive. Sacuvati neSto kao simbol
mjesta, vremena ili temelja znanja zahtijevat
¢e razumijevanje njegovog relativnog znaca-
ja za ponos zajednice, nacin Zivota, kao i za
buduée moguénosti zarade. U ovome se radu
razmotrio koncept nematerijalne kulturne
baStine i njezine relevantnosti za konkurent-
ski turisticki sustav destinacije. Veze koje
ljude privlace drugim nacinima Zivota, koji
su Cesto strani onima otkuda su oni dosli, na-
stavit ¢e nuditi autenti¢nosti i uvid u drugaci-
je kulture bez obzira na to koliko sveprisut-
nost druStvenih medija i virtualna stvarnost
postanu dijelom nasSih Zivota.
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