NEW AGE TOURISM – THE CHALLENGE OF DEVELOPING TOURISM IN CONTINENTAL CROATIA
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1. PREREQUISITES FOR TOURISM DEVELOPMENT
     According to one of the definitions, tourism is both a social phenomenon and a social relation, and it is best defined as „a group of relations and phenomenona arising from travelling and staying of visitors at some place, if such a stay is not a base for permanent residence and if none of their economic activities is connected to such a stay„.

     Development and increase in competitiveness of Croatian tourist sector is one of the strategic directions of development of Croatia. It is a branch of economic activity in which, also during 2006, the largest amount of funds has been allocated and used  for development projects, for example: stimulating construction of high category accommodation facilities, small and family hotels, and subsidizing interest rates for loans for construction of accommodation facilities. In addition to the above listed, funds are also allocated for stimulation of selective forms of tourism – country tourism, cultural tourism, tourist thematic roads, religious tourism, environmental tourism, and other possible selective forms of tourism. Hereby further possibilities for development and impact on overall economy in Croatia are motivated, created, and recognized. Tourism is a very dynamic social and global process. It is relation of man towards time and space. It is exactly that relation that forms it into a new relation according to all values surrounding it and determining it.
2. DEVELOPMENT OF A PHENOMENON OF TOURIST EXPERIENCE
Globalization processes change in the first place social relations in the sphere of work, but also in the sphere of leisure time. A new social atmosphere is created, which is permanently changing even traditional tourist needs. 

     Global changes, along with inevitable internationalization process, also condition a continuous changing of practical aspects of structural changes. Globalization process in the tourism today, in addition to differentiation between a good individual journey and mass tourism, also requires legitimization of individualism. 
     New Age tourism, as a new concept, gives new views on reasons why people decide to travel to particular destinations.
     The continental part of Croatia today is a significantly less developed tourist area of Croatia. Research of possbilities for development of New Age tourism in eastern Croatia is an atachment to the study for tourism development in the continental Croatia. 
     The aim of this research is to encourage and motivate surroundings in eastern Croatia to activities, application and possibilities for development of New Age tourist experience. 
     Stratification divisions that “transversally” cut stratification divisions, like, for example, social and demographic characteristics of tourists, have practical significance in tourist researches. 
     One of the important social and demographic determinants that determine selection of tourist destination are also changes in the age structure of population motivated for travelling.
Share of older age groups is especially interesting – senior tourist market. 
     Demographic indicators draw attention to the fact that, at the turn of the 21st century, each 7th inhabitant of the USA and Japan is more than 64 years old, and in Europe each 4th is more than 55 years old. It is this age group, like generation of the 60-ies in the last century, that started the tide of mass tourism. During the 70-ties they also started to search for alternative, more distant tourist destinations. 

     This group inflences segmentation of the tourist market also nowadays. Experience of travelling to distant destinations as well as stable material position of this age group in the EU countries influences expectance of relatively high level of accommodation and services, which also requires important changes of the tourist offer.
     The most represented form of group in tourism are family groups. Research of impact of particular family members on decision making related to tourist travel and destinations picks out children as the second age group whose influence on selection of tourist destination is growing. Athough influence of children on selection of tourist destination is not direct, their behaviour during vacation has significant influence on the satisfaction degree of adults.
     Children are very fastidious consumers of tourist products, because they often notice what adults overlook (communication, clothes, food, entertainment). Children are future adult tourists, and their acquired experiences and impressions will significantly influence their later decisions about destinations, which they will make as adults. 
     Another feature related to the decision process in a family group is gender. M. Swain emphasizes several important variables of gender influence on behaviour in tourism:
1. First, tourism develops in societies that are structured in terms of gender and ordered in terms of relations between genders. 

2. Second, in all societies included in tourism development there is a constant mutual influence in formation of relations between genders and economic, political, social, cultural, and ambiental dimensions of life.

3. Third, inequality patterns (power, control) in tourist practice and equality patterns are expressed through racial, class and gender features.
4. Feminization of particular professions, decreased natality rate, increased number of singles households and more frequent matrifocal family structure, sociologically point to deep changes in family patterns.

     The listed variables also have a significant influence on segmentation in tourism and the possibility for development of new behaviour patterns in tourism, especially in New Age tourism.
3. STRUCTURAL CHANGES IN THE CONTINENTAL TOURISM
     New Age tourism represents the tourism of the 21st century and it is a tourism reality in the developed world. It is reflected in different approach to the consumer of tourist services, and it is based on specific qualities of particular geographic areas.

New Age tourism is: „A new view on the reasons why people travel to particular places“ 

     For example, a small case study: what is the first thing that crosses our minds when we say Paris, Milan, Salzburg or New York? Maybe romance, fashion, Mozart, energy... 

And what is the first thing that crosses our minds when we say Pula, Vinkovci, Osijek, Dubrovnik ili Zagreb? What is our first association?

     For what reason will tourists, of all places, decide to come to our country, region or town? What images come to their minds when they say our names and is promotion, however important in decision making it is, crucial? Is our identity different and more attractive than others? And, finally, are we a brand?
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Figure 1. Visual identity of Croatia as a tourist destination
4.  BRANDING POSSIBILITIES
     In the globalized world it is necessary to have your own brand, to be recognizable as different than others. That is the end of prejudice about the need for some unification in globalization.

It is just the opposite, diversity is needed more than ever before, especially in tourism.

No one will travel, spend money and time, only to get what they already have at home. Diversity becomes adventage.

     Towns, regions and countries, same as companies, have to compete against competitors in a merciless competition on the market. Branding a place, i.e. creating a brand becomes necessity and one of the prerequisites for good positioning on the market and development of New Age tourism.

     Croatia has numerous specific qualities and diversities and it has strategic adventage in relation to the surrounding countries.

This claim is also supported by a tourist slogan presenting Croatia as Mediterranean country, and continental New Age tourism complements the image of Croatia as a tourist country.
     Place branding is actually about application of classic marketing and communication models and procedures at a particular area with the aim of creating and increasing economic value. It is more than visual identity. Brand is more than logo or slogan, it is all that and even more.

     Creation of a brand is a long and demanding process and in no way it can be a short campaign. It, of course, costs a lot. However, if the work has been done in a good manner, benefits exceed costs. It is necessary to create a common image, goal, activity plan and implementation. 
     The strategy has to be supported by a clearly defined vision of future, which is based on existing resources, motivation, abilities, intelectual capital and people becoming aware of the place.
Development of a brand brings about large changes that may also include impact on town planning and zoning, conversion of purpose of business premises, education of special personnel, environmental protection and cutural events.

The branding procedure, in addition to closer links within the local community, also influences linkages with other institutions in the country and abroad, other places and people.

     Branding of Slavonia and Baranja or town of Osijek makes numerous factors more homogenous (products, people, destinations, peculiarities of areas) and only as such it can be recognized and competitive in the global market. 

5. CASE STUDY FOR NEW AGE TOURISM
In addition to scenery, religious buildings, cultural and monumental heritage, fertile areas, various forms of tourism and other conditions, eastern Croatia has ideal conditions for development of  formal kind of New Age tourism.
Besides, the importance of branding eastern Croatia as a brand that will be recognizable in terms of sight and taste as well as wishes of the majority of potential tourists should be emphasized.
     Citizens of the developed countries are more and more demanding in satisfying their needs. Contents offered by a known promotion slogan «3 S» (Sun, Sea, Sand) which shapes the mass tourism of consumeristic type changes the basic life pattern. The change of the basic life pattern in information, civil and global society creates conditions for new development perception, especially development of New Age tourism.
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Figure 2. Position of New Age tourism in integral tourist offer

     Positioning of New Age tourism within the tourist offer of a particular country, in this case Croatia, results in prerequisites for development of this, for eastern Croatia, very important form of tourism. 

     Dynamic development of new needs requires communication through combination of various types of cultural levels, that is, of culture. To put it into a model, the cultural level from which the potential tourist is coming is leveled by the cultural level to which the tourist wants to go. In the event that these two cultures or cultural levels are harmonized, their communication is easier and more successful. In accordance with this, a new, more human, but also more efficient concept of tourism development has been created.

     Exactly these are the development guidelines of New Age tourism, and they are reality in eastern Croatia, where evident increase in interest and activities of numerous participants can be observed, which is the right way toward realization of competitive tourist product of Croatia.

3”S” + NEW AGE TOURISM + Place branding

= complete and competitive product of Croatian tourism
Figure 3. Complete and competitive product of Croatian tourism

6. INSTEAD OF CONCLUSION
     Creation of a brand for the purpose of insuring unity in goals and implementation has to be managed strategically and with full attention. Here it is important to choose the most competitive, the most realistic and the strongest strategic vision.
     The process must include experts, all members of the local community and everyone interested in the desribed reality. It is of extreme importance to convince the domestic public that brand creation is a necessity, because it is impossible to create a brand of a tourist place, unless all participants make their contributions through their activities and behaviour.

     The condition for their contribution and for acceptance of such a brand is their firm belief about economic benefit for each one of them and their descendants as well as belief about benefit for the whole community.

     The task is not easy at all, because each place and inhabitants have plenty of contradictions, and only organization and creativity can transform complexity of a particular place into an efficient brand strategy.

     It is important to communicate with surroundings – the world in an authentic, simple, motivating and easy-to-remember way. Creating a false brand is always unsuccessful and short-lived.

     It is not enough to speak of „the town made to measure of every man“, because it is clear to everyone that all people born in Osijek or those who have chosen to live in this town think the same. The same rule can also be applied to all other places and towns whose development might be influenced by a particular form of New Age tourism.

     Therefore, the role of communication is not the method of talking about the place, but it is the way for the world to learn about its opportunities that show what kind of place this is in the best possible way.

     To what extent the strategy is good will be shown by the degree of success of implementation, where development of positive attitudes and people behaviour has the crucial influence.

     Successfully branded town or region will more easily attract investors, tourists, enrich the cultural offer, encourage moving in, reduce the number of young people leaving the place, develop education, increase public revenues and standard, and in general, make the town or region a better place to live.

     Successfully branded towns or regions also improve the image of the country and they have positive impact on creation of the country brand.

     Creation of a tourism image and tourist brand of a particular area (town, region, country), due to correlation between tourism and other activities, requires by far wider range of activities, than, for example, tourism promotion.

     The sense of proportion in global aspirations preserves vital interests, preserves that what makes the world different, but interesting at the same time, in all areas of human living. In order to do this successfully, efforts are made to find global criteria suitable for different economic and social aspects of the contemporary world.
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