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Razvoj turizma pod snaznim je uticajem ekonomskog i drustvenog razvoja na
medunarodnom, regionalnom i nacionalnom nivou. Globalizacijski uticaji i razvoj
informaticke tehnologije izazvali su val ubrzanih promjena i na strani turisticke traznje i
ponude.

Sociodemografski, ekonomski, kulturoloski i politicki faktori znacajno su izmijenili
profil modernog turiste, njegove zahtjeve i preferencije u pogledu turisticke traznje. Sa
druge strane, fragmentacija traznje i zahtjev za prilagodenom turistickom ponudom, te
individualiziranim pristupom doprinijeli su polarizaciji turisticke ponude. Dok globalnim
turistickim trzistem jos uvijek dominiraju integrisani savezi i grupacije u oblasti turistickog
posredovanja, hotelijerstva i avio prevoza, na drugoj strani izranja paleta malih i srednjih
firmi koje svoju paznju fokusiraju na trzisSne niSe na kojima se ispoljavaju zahtjevi za
specificnim i diferenciranim vrstama turisticke traznje.

Ponudaci turistickih usluga prisiljeni su da reaguju na ove promjene i da svoju ponudu
prilagode promjenama u zahtjevima i ocekivanjima potencijalnih turista. Konkurentski
pritisak izranjajucih destinacija, podstaknut razvojem novih vrsta turizma ali i politickim i
geopolitickim promjenama, povecava pritisak i izazove za turisticke destinacije u fazi
zrelosti pa se ve¢ postojeci problemi diferenciranja u odnosu na slicne konkurentske
destinacije dodatno usloznjavaju.

Osim razvoja novih vrsta turizma, ponudaci turistickih usluga transformisali su
tradicionalni marketing koncept izgraden na elementima marketing miksa (proizvod, cijena,
distribucija i promocija), odnosno prosSirenog marketing miksa u uslugama (dodatno su
ukljuceni ljudi, procesi i fizicko okruzenje) u model zasnovan na elementima koji se izvode iz
specificne prirode turistickih usluga i turistickog iskustva baziranog na direktnom kontaktu
turista i ponudaca turistickih usluga. Nova paradigma marketinga zasnovana je na
konceptu 4E/7E a ukljucuje emocije (emotions), ekskluzivnost (exclusivity), posvecenost
(engagement) i iskustvo (experience) u slucaju 4E, ali i saosjecajnost (empathy), strucnost
osoblja (expertise) i okruzenje procesa (environment) u slucaju 7E modela. Turisticke firme
odlucuju se na ovu promjenu ocekujuci da ce im pomoci u odrzavanju trzisne pozicije i
odnosa sa kupcima.
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polarizacija turisticke ponude, marketing paradigma
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Tourism development has been following economic and social development on
international, regional and national level. Globalization and its influences together with
development of IT technology accelerate changes in tourism demand and supply.
Socio-demographic, cultural, economic and political factors have changed significantly a
profile of modern tourist and his/her requests and preferences about tourist demand.
Tourism demand fragmentation as well as tourists’ requests for individualized services and
approaches caused bipolar polarization of tourist supply. While integrated unions and
groups still dominate in tourism distribution, hospitality and airline business, on the other
side range of small and medium firms emerge. Their attention and businesses are focused on
market niches where specific demand for differentiated or even eccentric types of tourist
demand can be find.

Suppliers of tourism services have to react on demand changes in tourism and to
modify their offer if they want to answer to the potential customers’ requests and
expectations. Competitors' pressure of new destinations which had been initiate by
development of new types of tourism, but political and geopolitical changes also, increase
problems and challenges for mature destination; as the consequence problems of
differentiation from the competitors are increasing.

Besides new types of tourism, suppliers of tourist services transforms traditional
marketing concept which had developed on the marketing mix elements (product, price,
distribution and promotion), i.e. extended service marketing mix that includes additional
elements (people, processes and physical evidence) into the E’s marketing model which is
based on the elements derived from specific nature of tourism services and direct contact
with customers (emotion, exclusivity, engagement and experience, but empathy, expertise
and environment of service process also) expecting that this decision will help to market
position keeping and relationship with customers protecting.
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