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DESTINATION MANAGEMENT AND COLLABORATIVE PLANNING 

Today, tourism destination development is heading towards positions of mutually beneficial partnerships and balanced tourism development. In other words, a lot of understanding, research and cooperative efforts will be needed in shaping and sustaining initiatives required for the tourism of a competitive tourism destination.

Hence, destination management must be viewed as tourism activities that mobilise local interests within the framework of purposeful collaboration with tourism-supply providers in order to create a destination product.

Although collaborative decision processes provide a number of advantages, they are not suited to every situation. Namely, in the case of emergency or if certain elements, vital to collaborative planning, are missing, centralised decision-making, regardless at which level, might be the best way to ensure that tourism will be sustainable. 

Nevertheless, the task of destination management should be to revert to partnerships and to coordinate between tourism-supply providers, the authorities and residents.
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1. COLLABORATION IN A DESTINATION 

Many destinations are entering the global tourist market in a way that is naïve and rather dangerous. One danger lies in wrongly assessing the marketplace and actual competitive positions, while another danger arises when destination are happy with their development plans and become recognised destinations but fail to acknowledge, in good time, the changes that tourism may bring. The extensive tourism-related literature should be acknowledged as well as a lack of writing on the practical and widely applicable techniques that destinations could use in developing a tourism offering capable of meeting the needs of tourists and residents alike.

The ability to manage tourism development in a way that will meet the needs of a destination depends on understanding the factors intrinsically linked to tourism. Only then is it possible to manage development in a way that will lead to a desired state while minimising unwanted effects. 

Also, the following two facts should not be neglected. The first is that the expectations from tourism have always been huge with the result that tourism is often seen as under-performing. A part of the problem is that its role has been over-exaggerated as an all-purpose economic and social remedy. This is linked to unreal expectations of many tourism communities resulting from their economic condition and relative to the tourism resources of their areas. The other fact is one that must be taken into account when deciding which type of development would be the best for a given tourism community. In cases such as these, the best help can be provided by “solutions” for tourism development in the form of practical advice derived from actual situations in the field. If a tourism-offering facility or location is planned based only on one perspective (be it an economic, technological, economic, social or aesthetic perspective), the outcome can be nothing but unsatisfactory.

Today, tourism destination development is heading towards positions of mutually beneficial partnerships and balanced tourism development. In other words, a lot of understanding, research and cooperative efforts will be needed in shaping and sustaining initiatives required for the tourism of a competitive tourism destination.

Hence, destination management must be viewed as tourism activities that mobilise local interests within the framework of purposeful collaboration with tourism-supply providers in order to create a destination product.
Murphy describes tourism as “an industry that uses a community as a source of goods, sells it as a product, and in the course of which, it impacts on everyone’s life”.
 The community in mind is no longer a home with a universal feeling of belonging; instead, it becomes a real or potential profit-yielding product on the global tourist market. The concept of tourism of such a community becomes more than just a sum of its parts. By entering the marketplace, it must change and adapt if it is to be competitive. In other words, it becomes a destination product.

A meeting of world leaders in tourism on the topic of tourism’s social impact deems that states should “support greater community participation in planning, preparing and supervising evolutionary processes, program and projects of tourism policies”. Similarly, the Asian-Pacific Ministerial Conference regarding tourism and the environment suggests that tourism should encourage the participation of local communities and integrate tourism planning for sustainability.
 

Such statements join together the previously mentioned autonomous communities and tourism in a powerful and intertwined partnership.

Although we cannot boast of solutions in the literature as to how best to manage destination development, there is a growing awareness of the need for local communities to increasingly empower destination management to manage tourism development. 

The tourism development of a community can therefore be seen as an attempt to integrate the interests of all tourism-supply providers, including local residents.

That tourism development is of a diffuse, fragmented nature has long been known, and for an equally long time have efforts been made to find solutions to the problems caused by this fragmentation. Over the last decades, local tourism associations have encouraged cooperation within the tourism industry, while national tourism offices have had the task of representing the tourism providers of their countries in the marketplace.

There is growing recognition of the importance of involving diverse stakeholders in tourism planning and management. This has led to an increase in interest for collaborative arrangements and partnerships that bring together an entire range of interests in formulating and sometimes implementing tourism policies. Collaborative arrangements in tourism planning are about face-to-face interaction between the tourism-supply providers from the public, private or voluntary sectors, including pressure groups and interest groups. 

Partnerships involved in tourism planning usually bring together interests within various sectors in the same destination, or they bring together operators from different destinations but with common interests in specific issues.

A key reason behind the growing interest in partnerships in tourism development is the belief that by uniting the knowledge, similar competencies, capital and other resources of several stakeholders it will be possible to gain a competitive advantage for a tourism destination and the companies within it.
 Some commentators are of the opinion that decisions in tourism development should not be left to a few politicians, state officials or tourism entrepreneurs and they feel that a broad range of tourism-supply providers should be given the opportunity to participate in making decisions that impact on their interests. They claim that this manner of creating tourism policies can lead to democratic empowerment and equality, as well as to business advantages and an improved tourism product.

Today in many advanced countries, state and public agencies provide strong support to partnership approaches in tourism planning. The tourism policy document of the United Kingdom entitled Tomorrow’s Tourism underlines the commitment to “encourage partnerships in tourism management among local authorities, tourism workers and local communities”.

Charlton and Essex
 point out that within the context of the UK “the wealth of collaborative initiatives and partnerships represents a feature of the contemporary tourism landscape”.

The concept of the partnership approach has begun to gain ground in non-English speaking areas. The document of Spain’s new tourism policy entitled Sustainable Tourism in Spain refers to the “incorporation of long-term considerations and the integration of the environmental factor, along with the participation of all parties involved” (Ministerio de Economia y Hacienca /Ministerio de Medio Ambiente).

There are many names for the various forms of collaborative arrangements in tourism, such as coalition, forum, alliances, task force, public-private partnership. While the term collaboration is common in the scientific literature of tourism, in the circles of politicians and practitioners the term partnership, referring to a variety of collaborative forms, is especially popular.

Long and Arnold
, for example, state that in the United States “the term partnership has become part of the terminology of leaders concerned with environmental quality, resource conservation and sustainable development”.

Given the term’s wide application of the term, hereinafter we shall use the term collaboration.
Collaboration refers to relationships between supply providers in which they interact relative to a common issue or “problem domain”. Although every supply provider manages resources such as knowledge, expertise and capital, it is not likely that each will possess all the resources needed to achieve the goals and develop good plans concerning vital issues of tourism development. This situation results from the complexity of issues in the domain of tourism, due to the fragmented nature of supply providers and to the large number of supply providers who impact on development or who are affected by such development.

Generally, it should be stressed that collaboration among many supply providers will occur providing they consider they will have greater chances for achieving their objectives and creating new opportunities is they work together, rather than individually, within a problem domain.

There are, however, many problems that constrain collaboration and because of which existing collaboration does not always yield results.

Collaboration opposes vested interests and the powers of dominants organisations and companies and this can also create problems. Notably, it is easier to predict the outcome of centralised management than the outcome of management in complex, fragmented systems. Hence, it should not be assumed that all tourism-supply providers would automatically understand that it is their interest to take part in collaboration.

Collaborative arrangements are also criticised because certain social groups or individuals feel that access to these arrangements is difficult or impossible.
A possible solution to these problems is to strengthen the role of the elected local government or to create a destination management organisation that will be capable of enabling, coordinating and mediating collaboration, and that will be able to initiate debates and facilitate in creating opinions and providing support, if required. 

2. COLLABORATIVE PLANNING IN A DESTINATION AND THE ROLE OF THE PUBLIC 

The greatest drawback in destination tourism planning will be creating an optimum process of coordination within a destination.

This step will pose a greater challenge at the destination level than at the level of individual businesses. However, having in mind that planning that involves multiple supply providers is a growing trend, this should not be unsurpassable. 

In speaking of experiences in tourism planning in destinations, several of the potential impediments to planning should be taken into account:

· Residents need to possess a certain level of tourism knowledge and culture.

· Further development might be used as an excuse for personal gain.

· The lack of skilled planners makes planning difficult and results in bringing tourism experts of disputable standing into the planning process.

· The lack of development funding from local sources encourages an inward flow of capital, thus reducing local ownership and control, which may be dangerous.

· Within a tourism destination, there are many groups of supply providers with differing agendas, which might lead to secret plans and possible discrepancies between declared and actual intentions.


Taking into account what has been said about the destination planning process, there should be no illusions that tourism planning for a destination, together with its subsequent implementation, is a simple and easy task.


Tourism planning for a destination involves building consensus within a broad circle of supply providers, some of which will always perceive change as a threat.


The strategic planning of destination management emerges from the collaboration of tourism supply providers.


Although collaborative processes in decision-making have many advantages, they are not suitable for every situation. In emergencies or in cases where key elements are missing for collaborative efforts to be fruitful, a centralised decision process (state or regional bodies) might be the best way to ensure that tourism will be sustainable.

Emergencies should be the exception and collaborative planning, a reflection of the right approach to destination management.


Collaborative efforts in tourism planning are highly appropriate where long-term disagreement regarding tourism-resource management exists in a destination that possesses the right resources for alternative proposals.


When several options emerge in relation to how tourism development should be managed, tourism-supply providers begin to demand a greater role in managing a destination’s development. 


Collaborative options in decision-making generally focus on non-emergency situations, in which sufficient financial, environmental and social resources exist to enable supply providers to work together within a tolerable time.


A destination’s tourism development will always generate conflict, because it affects and brings about change not only to the environment but also to the dynamics of a community as a whole. Conflict is defined as “a process that begins when one party becomes aware that it interests have been foiled or will be foiled by another party”.
 


Conflict results in making a community or a considerable part of a community disgruntled with tourism, with reactions towards tourism that may damage the community’s image and economic prosperity. A public reaction may take the form of legal bans, agitation, boycotting, blocking proposals for further development, or ousting from positions of authority those who are associated with controversial issues.



Conflicts may be continuously incited by numerous injustices and imbalances in power relationships. Tensions between guests and residents may continue to grow if a destination is treated as if it were merely a “playground” for privileged players from outside who behave in a condescending manner towards people and their environment.


Destination management brings with it a moral responsibility to recognise the imbalance of power and to develop just and practical methods for working with groups of supply providers in a more equitable way.


A destination relies on many different supply providers in offering a well-designed destination product. Therefore, destination managers are advised to engage in conflict-prevention measures similar to partnerships or collaboration that enable supply providers to formulate strategies for addressing issues before they evolve into problems.



The ability of the public to block proposals in tourism should not be underestimated. Dotson et al.
 provide a list of factors that contribute to enhancing public concern and action in contemporary planning issues:

· interest groups of greater activity

· greater legal control over public action

· growing lack of government resource

· raised public awareness of the effects of planning

· planning issues of greater complexity.


Governments endeavor to incorporate a degree of public participation in their decision process. Elected officials, however, are often criticized for trying to please the most articulate interest groups at the expense of the general public.


Whereas elected representatives and heads of organisations are accountable for their actions and subject to election, the general public has no such accountability. This lack of accountability combined with limited expertise can lead citizens to support options that are politically, financially or physically impossible. Contrarily, insistence may be unlawful, unconstitutional or otherwise unacceptable. Consequently, the rights and responsibilities of designated decision-makers must be balanced against the rights and responsibilities of the public.


The level of public participation achieved mirrors the local dynamics of power. Power in the decision process can be defined as “the potential or real possibility to impact on others in the direction desired”. Power begets power, meaning that if a certain group of supply providers demonstrates its power prior to, during and after negotiations, then it is in a greatly stronger position of ensuring its influence.


Nevertheless, the task of destination management should be to revert to the previously mentioned steps, such as partnership. Tourism advisory groups, boards, committees and the like, comprising the representatives of the supply providers, the government and residents are seen as a common method of ensuring public participation in the decisions of tourism management.

. 
 

CONCLUSION
The tourism trade of a destination uses the community as a source of goods, which it sells as a product, and in the process of which, it impacts on the lives of all involved. The community is no longer a home with a feeling of belonging; instead, it is transformed into a real or potential profit-yielding product. Having entered the marketplace, it must change and adapt if it is to be competitive.

In other words, it becomes a destination product. On the subject of tourism and the environment, many scholars suggest that tourism should encourage community participation in planning.

There is a growing awareness of the need for local communities to increasingly empower destination management to manage tourism development, and there is growing recognition of the importance of involving diverse tourism-supply providers in planning and managing tourism.
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