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THE LAST MINUTE ARRANGEMENT AS A PRICE STRATEGY OF THE CROATIAN TOURISM AT THE TIME OF RECESSION

Abstract

Negative tourist movements are a global trend which has begun in the last quarter of 2008. Observing quantity indicators Croatian tourism accomplishes less "minuses" in comparison with the most European countries. Gallup's "research of European attitudes towards tourism" issued in 2010 gives alarming indicators. In fact, 28% of 30,000 examinees have indicated they have not yet decided if they will travel this year, and the main reason of their hesitation are finances.
Considering the fact that the strategic aims of the tourism marketing are the increase of the number of overnight stays, expend to new tourism market segments through the diversity of tourist products, it seems that development has to hold up with quality strategy and its realization.  Marketing in tourism means managing demands, and at a period of recession the focus is on the price strategy.
According to Kotler (2006), one of the key „winning“ business practices is lower price strategy, especially on prices sensitive market, which alienate a competition. However, this strategy creates a negative consumer perception of new lower price as optimal which could extend this price level into a post-recession period. Finally, in the long term it would mean a decreased inflow from tourism. Instead of that, from the customer's perspective, a last-minute strategy implementation offers higher quality service at a 30% lower price.
Therefore, the key hypothesis of this research work is that Croatian tourism should be based on lower prices (Last minute) strategy. The aim of this paper is to show the role of last-minute in the overall Croatian tourism strategy realization. The research conducted on a random sample from 24 city Tourism associations on the seashore part of the Republic of Croatia and 25 tourist agencies, provided data regarding Croatia tourism in the recession period.
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1. DEVELOPMENT OF TOURISM IN CROATIA
Tourism is, according to Walter Hunziker and Kurt Krapff, a set of relationships and phenomena formed during travel and residing of foreigners in a location if the stay does not mean a permanent settlement and is not related to the acquisition of earnings (Dobre, 2005, 23). As such, the definition of tourism has been adopted with minor amendments in 1954 by the international association of scientific and tourism experts AIEST. Through its development, tourism  records different stages of social development and the emergence of tourism is taking place under different  names. Some argue that tourism began to develop far in the past, ie. in ancient times, so a long history of its developent can be traced. Urban destinations have been involved in tourism since the early years of the civilisation, when people used to travel to cities and towns to meet politicians and business associates. Sports organisations, such as the Olympic Games in ancient Greece also generated tourism activity in main cities. Other authors argue that tourism is a recent phenomenon and that the history of its development is relatively short, where it is dominantly pointing to the end of the 19th and especially the 20th century, and that there are two great distinctive periods in the development of tourism, the era of tourism for privileged classes and the era of modern tourism. After the First World War, and once its consequences had been alleviated, tourism began to develop at an accelerated pace with breaks during the great world crisis in the thirties. The growth of tourism is manifested in the increasing number of tourists and tourism is gaining an increasing economic importance due to its influence on almost all branches and services in national and international terms as well as having an impact on a global scale.
Tourism as the largest service sector in the European Union generates more than 4% GDP of the Union and employs 4% of total workforce including only hotels and travel agencies. Tourism affiliation with other sectors of economy (transport, catering industry…) is exceptionally strong and has a positive influence on economic trends (European Parliament, 2008). Through combined activities tourism and travel generate an incredible 9.2% of world GDP, 4.8% of world exports and 9.2% of world investment (World Economic Forum, 2011). Although Western Europe and North America spent 70% of the world’s personal expenditures on tourism and travel in 2000, this share declined to 62% in 2010. As Croatian tourists are mainly European tourists, then this negative trend of tourism certainly has to be taken into account when creating a quality tourism policy of Croatia. 
There is a wide range of motives that drive tourists to travel, according to a survey by Tomas in 2007 main tourist motives for travelling to Croatia are rest, relaxation, entertainment, natural beauties and enjoyment of food and drinks. Most of tourists, 55% are of average age of 41, 60% of the tourists have completed a two-year colleges or universities. It is precisely these tourists that are demanding tourists which seek appropriate price/quality ratios. Croatia has a very attractive tourist potential particularly the unique natural, cultural and historical heritage. This potential can and has to be more intensively assessed in order to create a recognizable touristic identity of Croatia, which would increase competitiveness and facilitate market positioning. Predictions are that the impact of global financial and economic crisis will reflect on choices of tourist destinations and that most European tourists will choose those destinations that are closer to them, those that are the cheapest and some will choose domestic destinations. However the opportunity can be observed in countries whose economies are progressing despite the crisis such as countries in Asia and Latin America (World Economic Forum, 2011). Based on an intensive advertising and finding of new target groups an increase in the number of tourist arrivals has been noted from new markets that have not visited Croatia up until now. Most important to point out would be Scandinavian countries, Japan, China, Brazil etc.
If we perceive marketing as a market orientation focused on consumers needs, and we acknowledge tourism as a sociological category, whose movement variability becomes a base of research in order to meet consumer needs with the application of social marketing concepts, we turn to that segment of consumers which do not only expect from travel and stay in foreign environment a mere holyday, but also the fulfilment of their creative and cultural curiosities. (Gredički, 2008, 205). Every tourist destination is a kind of a “brand” that tourist recognises and evaluates, a successful brand is considered a recognizable product, service, person or place that is enriched in a way that buyer or consumer perceives relevant, unique and sustainable added value that best matches their needs (De Chernatony, Leslie, 2001). It is a task of specific location, geographical area or locality to get organised and act like businesses, which means they have to confront everything that comes from environment (Kotler, 1993, 79). Marketing of a location has a broader task, it refers to inclusion of all target groups in order to improve living conditions in terms of business and tourism. (Kotler, 1993, 100). Satisfaction of tourists is a very important area of tourism policy planning because it is influenced by the choice of tourist destination, tourism spending and re-visiting of a tourist destination (Kozac, Rimmington, 2000). Satisfied tourists are a powerful but dangerous weapon. Tourists carry their satisfaction to others (˝word-of-mouth˝ promotion) and thus significantly affect future trends in tourism.
2. RECESSION IMPACT ON TOURISM
Recession in the global framework leads to a temporary slowdown of economic activities, and accompanied by a simultaneous deterioration of the general economic climate (the fall of real income, increasing unemployment, low utilization of production capacity entry ...), consequently it radically changes markets and common business strategies. As such it indicates the level of interdependency between economies at the peak of liberal economic doctrine. Economic theorists use different terms to express the economic problems and disorders such as deceleration, stagnation, stagflation, recession and depression. Most frequently a generic term crisis is used trying to define its meaning more precisely through the addition of different adjectives: global, financial, debt, structural, cyclical developmental, etc. (Letica, 2010) In particularly difficult economic conditions terms chaos and collapse are used as well. 
First the financial crisis, then the overflow of the financial crisis into the real sector and then the social problems caused by numerous layoffs due to the downward trajectory of the world economy would be a brief description of the period. Everything began in the year 2007 in the United States of America with financial crisis that started as a consequence of excessive number  of high-risk mortgage loans and it happened during the period of shift between presidents in the White House at the end of 2008 and the beginning of 2009 (Grubišić, 2009, 184). The decline of welfare expressed by falling stock indexes and the tense conditions of granting loans are increasingly reflected on the spending levels with serious consequences for the real sector, thus the circle of negative trends turns into a spiral. Although the crisis started in the group of most developed economies it quickly spread to all countries around the world. As a small economy integrated into the globalized economic trends, Croatia began to feel the effects of the global economic crisis in the second half of 2008 (Palić, Tomašević-Lišanin, Kovač, 2009). There was a significant rise in unemployment accompanied by reduction of wages, which caused consumers insecurity as well as changes in behavior and consumption, having impact on tourism development. 
Every crisis including financial one directly affects demand and consumption (expressed in the form of reduced purchasing power the population) and the branch of tourism is especially vulnerable to that segment. Negative touristic rate is a global trend that started on global scale in the last quarter of the year 2008. The impact of crisis is best reflected in data that the number of international tourist arrivals declined by 4,2% from 2008 to 2009 which is the largest decline of arrivals in history (World Economic Forum). Therefore, leaders of economic policy of each country must be aware that it is very "dangerous" for economic growth and development to rely only on one branch of the economy, aiming at tourism. A political crisis that occurred in Croatia during the 90-ies of the last century once again confirmed a “sensitivity” of tourism as a branch of industry. The current global economic recovery from the financial and economic crisis, as well as the perennial  “economic crisis of Croatia“ have set numerous challenges for the creation of adequate tourism policy. Especially since tourism is not a branch of the economy for itself, but includes a wide range of other industries
. Therefore, if the tourist spending decreases, negative trends will directly affect the overall economy, especially sectors closely related to tourism. 
Trends and forecasts of the development of tourism should be observed in two ways, quantitatively, as the movement of physical size and financial effects, and qualitatively, as sensitive structural changes. Therefore, the latest trends in tourism development should be observed in the context of the recent development of tourism and the latest economic and socio-cultural trends. To get a real perception of these trends a long sequence is necessary (Kušen, 2001). The changes that have taken place on the world tourist market in the early 80-ies of the 20th century, strongly influenced the transformation of tourist flows, mainly in qualitative terms. It had less impact on intensity of travel and more on structure of tourist expenditures and tourist behaviour. Tourism started to change from “hard” to “soft” form, it became more human and oriented towards an individual (Kušen, 2001) and it is exactly that fact that has a significant impact on drop of tourist arrivals during the period of crisis. Therefore, by analysing the statistics we can determine how in the recessionary years decline occurred in the number of tourist arrivals, caused by tourist inability to finance their luxury, tourist travel.  
Table 1: Tourist traffic in Croatia since 2000 up to year 2010 - tourist arrivals (in 000)
	YEAR
	TOTAL
	LOCAL
	FOREIGN

	2000
	7,137
	1,305
	5,832

	2002
	8,320
	1,376
	6,944

	2004
	9,412
	1,500
	7,912

	2006
	10,385
	1,726
	8,659

	2008
	11,261
	1,846
	9,415

	2009
	10,271
	1,577
	8,694

	2010
	10,604
	1,493
	9,111


Source: DZS RH, compiled HGK (Croatian Chamber of Economy)
The most important constraint factors of Croatian tourism lie mainly in the inefficiency of the public sector because of which Croatia takes rather poor position on the ranking ladder. For example, with regards to the tax burden, Croatia ranks only on the 134th place, and as far as price competitiveness goes Croatia takes 101st place. However, the tourist infrastructure 4th and traffic structures 31st are strong points of Croatian tourism (Table 2.).  
Table 2. Strengths and weaknesses of Croatian tourism, rank 2011 (139)

	Strengths 
	Weaknesses

	HIV security 
	1.
	Tax constraint factors
	134.

	Tourist infrastructure
	4.
	Price competitiveness 
	101.

	Number of cultural sites of world significance
	16.
	Human capital
	83.

	Environmental quality
	19.
	The efficiency of marketing and branding
	79.

	Tourism affinity 
	20.
	Political regulations and bureaucracy 
	77.

	All cultural resources
	31.
	Natural resources 
	75.

	Roads quality
	31.
	Airport infrastructure
	66.

	Health and hygiene 
	32.

	Security
	33.

	ICT infrastructure 
	35.


Resource: World Economic Forum, 2011

Knowing the basic motives of the touristic trends, we can conclude that Croatian tourism has a good foundation in their selective forms of development in time of crisis. Despite that Croatian tourism holds 34th place on competitiveness ladder. What should worry leaders of tourism policy in Croatia are the activities of competition. It can be learned form example of Montenegro which records a significant jump on competitiveness rankings from 52nd place in 2009 to 36th place, and the activities of public sector are better than Croatia by as much as 10 ranks. The most important competitors of the Croatian tourism are certainly Greece and Spain, but there is a growing importance, or "risk" from countries such as Tunisia and referred Montenegro. If our tourists come from countries that are more preferring of the Mediterranean countries, then we must seriously consider the developmental potential of Croatian tourism, and act as soon as possible to solve problems that may hinder the further development. 
Table 3. Travel & Tourism Competitiveness Index 2011 and 2009 comparison

	Country
	Rank 2011 (139)
	Rank 2009 (133)
	T&T regulatory
	T&T business environment and infrastructure
	T&T human, cultural, and natural resources

	Switzerland
	1
	1
	1
	1
	2

	Germany
	1
	1
	12
	2
	5

	France
	3
	4
	7
	8
	9

	Austria
	4
	2
	3
	12
	10

	Sweden
	5
	7
	11
	15
	8

	Croatia
	34
	34
	42
	36
	43

	Spain
	8
	6
	22
	10
	8

	Portugal
	18
	17
	19
	24
	17

	Greece
	29
	24
	34
	29
	29

	Montenegro
	36
	52
	32
	49
	36

	Tunisia
	47
	44
	31
	54
	59

	Egypt
	75
	64
	70
	74
	71


Resource: World Economic Forum, 2011
Therefore, the tourism policy must be focused on solving the problem of reduced aggregate household consumption and consequently, reduced tourism spending. Under the influence of globalisation processes, tourism offer is diversifying its own activities within and out of the boundary of tourism industry, towards the goal of satisfying tourism demands.  (Arnaut, 2009). Tourists today are a significantly more “sensitive” towards tourism offers and are much more cautious. 
The fact is that the economic crisis affects consumers economically and psychologically as well. During the crisis consumers feel more insecure and therefore they keep an eye on their expenses. Numerous studies analyze the economic impact of the changes in tourism expenditures (Andrew, 1997; Wagner, 1997; Jensen and Wanhill, 2002; if the analysis includes a variable costs; and Archer, 1995; Archer and Fletcher, 1996; Fletcher and Archer, 1991; Henry and Deane, 1997, if the analysis includes fixed-prices). Analyses carried out in the various countries affected by economic downturn (Hawaii, Zhou, Yanagida, Chakravorty and Leung, 1997; Australia, Adams and Parmenter, 1995, or by example Great Britain, Blake, Sinclair and Sugiyarto), had a strong echo in the international circles (Blake, Sinclair, 2003). Leaders of the economic policy can give an incentive "impulse" in the tourist industry through tax policy but often the “impulse” is very slowly reflected on whole tourism “aggregate”. In addition it is quite late for “blue ocean strategy“
. For this purpose the strategy of low prices (Last Minute) can be one of the possible responses to the challenges, set by global financial and economic crisis, in tourism development. Instruments based on the prices as regulatory methods can reduce or even eliminate the negative trends in tourism (Sinclair, Stabler, 1997). This conclusion causes further changes in business and bidders strategy of tourism product, therefore, we ask ourselves what  the strategic marketing options are that Croatian tourism places within the framework of recessionary economic environment. 

3. IMPACT OF MARKETING STRATEGY ON DEVELOPEMENT OF CROATIAN TOURISM IN THE TIME OF CRISIS 
Destinations are amalgams of individually produced tourism amenities and services (accommodation, transportation, catering, entertainment etc) and a wide range of public goods (such as landscape, scenery, sea, lakes, socio-cultural surroundings, atmosphere etc). All these elements are branded together under the name of the destination.  Understanding the core product as well as the facilitating, supportive and augmented products for each target market is of paramount importance for destination marketing. The augmented environment will include intangible elements such as interaction and customer participation as well as accessibility and physical environment (Kotler, 1996, 276). 
If we analyse marketing as a social and managing process through which individuals and groups acquire what they desire and need by creating and exchanging products and values with others (Kotler, Bowen, Makens, 1996) it is understandable that marketing as a process of planning and execution of the concept must be defined by a marketing strategy (segmentation, positioning, marketing-mix strategy…) (Stipanović, 2006). It is in extreme situations that the most important need is for strategic deliberation while a significant support is provided by analysis of tourism market (Aaker, 1998) that helps determine the attractiveness of the market and understanding of market dynamics. If it manages to create a better system than competition for crisis prevention and overcoming crisis, crisis management can become a competitive advantage. (Osmanagić-Bedenik, 2007, 13). Thus marketing management in tourism means managing demand, and competitiveness can be overtaken only if one of competitors manages to differentiate and remain different (Porter, 1996, 62).
In 1979 U.S. agency for marketing research Meldrum & Fewsmith made a series of studies and analysis on marketing activities of American companies during the two years of economic crisis in 1973 to 1975  (Tolušić, Garača, Blažević, 2010, 9). The conclusion of these studies was that the companies that were not reducing their marketing budgets had -far greater profits than those that have reduced spending on marketing in one or both recession years. Also, studies have continuously confirmed the rule that companies which had the strength to retain or increase their marketing efforts in business in this period, had much higher operating profits compared to its competition.

Destination marketing tend to be part of the local, regional or national government and have political and legislative power as well as the financial means to manage resources rationally and to ensure that all stakeholders can benefit in the long term. Destination management and marketing should act as tools and facilitators to achieve a complex range of strategic objectives, which will ultimately need to satisfy the needs and wants of stakeholders. Therefore, the key objective of strategy marketing is to enhance the long term prosperity of local people and delight visitors by maximising their satisfaction. In addition, other objectives are to maximize profitability of local enterprises, maximise multiplier effects, and optimisation of tourism impacts by ensuring a sustainable balance between economic benefits and socio-cultural and environmental costs.
Croatian tourism strategy is created by the Ministry of Tourism and is implemented by tourism boards of each county, city and municipality which relay strategy at local level to all tourism employees. Their task is, besides coordinating the entire system of communities, creation and promotion of the identity and reputation of Croatian tourism, its promotion at home and abroad as well as rising the overall quality of Croatian tourism. But along with them the identity of Croatian tourism consists of the local population, tourism companies, tour operators and tourists themselves. All these components are responsible for the development tourism in our country, but in parallel with that they benefit from it. 
Image 1: The dynamic wheel of tourism stakeholders

[image: image1.emf]
Source: Adapted from Buhalis and Fletcher, 1995, 3-24.
The international tourist industry is becoming an increasingly competitive marketplace where only the best-managed destinations are likely to prosper. Comprehensive strategic business plans therefore need to address all factors that have an impact on the product. Tourism strategies should not only concentrate on visits, but also include the entire range of impacts such as overcrowding, environmental problems, visitor safety and security, seasonality problems, and sensitivity to local culture (Evans, 1995). In this way marketing is used as a mechanism to achieve strategic objectives of destination regions and thus, should be guided by the policies for regional development.

4. PRICE STRATEGY IN TOURISM
The strategic objectives in tourism are focused on acquiring customers, long-term retention and growth along with them. Knowing that the price is a key driver in decision making about products, services and brands, it is crucial to make proper pricing in order to achieve price competitiveness, especially during the period of recession.  It is therefore necessary to define a pricing strategy that would allow the simultaneous increase in profits and sales. Internal factors such as marketing objectives, cost and organisations, as well as external factors like market, demand, competition and other elements of the environment, influence company decisions on pricing. (Kotler, Bowen, Makens, 2010, 448.) There are a number of preliminary tasks such as the identification of the expected price, determining the price sensitivity, cross-checking and simulating alternatives for the purpose of determining of the appropriate price.
Distinct characteristic of every component in tourism is its strong relation with the overall offer of destinations because of the demands of consumers for a complex tourist services in a specific destination. It is therefore essential that the strategic management of tourism enterprises is interdependent on the development of specific destination (Čerović, 2003). Pricing in tourism shows influence of local partakers in the tourism offer, national economic policy and international market, in short macro and microeconomic determinants. The cost of living and employment, as well as inflation, exchange rates and local efficiency and competition all contribute to the pricing equation. Significant impact on price formation have tour operators and travel agencies, that promote a specific  destination and thus position it in the perception of the customers.

However, it is important to include customers and its perceived value of destination in the pricing process. Specific price elasticity in tourism is defined as the change in occupancy rate compared to the changes in price levels at the time of emphasized market elasticity. Information about the flexibility of sets the framework in which prices are allowed to move, and that clients are willing to pay. Surely the price elasticity in recession is more strongly emphasized. Many consumers use price as an indicator of quality, especially for products sensitive to the ego (Kotler, Keller, 2008, 435). Consumers often actively process the information on prices and interpret the prices to the basis of their knowledge from previous purchase experiences.  
Current circumstances on the market may indicate to tourism companies to reduce prices in the pursuit of satisfying the market. Price reduction is possible if costs are lowered proportionally therefore, price reduction strategy contains numerous hazards. Kotler and Keller claim that lowering prices to consumers may create a perception of declining quality (Kotler, Keller, 2008, 455). It is also stressed out that while low prices can increase market share, they don’t increase market loyalty. Consumers are often suspicious about the motives behind any price changes. Price reduction can influence consumers to think if a product if defective or not and does not sell well and that the product will soon be replaced with a new product, or that the company might have financial trouble which affects the quality of products and services. 
Uncontrolled price lowering of services, caused by the recession diminished market, after the initial limited effects, will worsen the conditions and lead to even greater escalation of prices. This action would lead the competition to follow suit which would soon cause business to reach the profitability limits. In addition, on the demand market a confusion is created that make it extra inert, and it creates an image in the perception of consumer that the service or destination is of lower price level. Some product and services categories have a tendency to self-destruct if they are constantly on the sale (Kotler, Keller, 2008, 451). Soon after, discounts in the public perception become the actual cost, which undermines the perception of the value of services or destinations.
However, last minute arrangements appear in the tourism as a specific price strategy that allows price reductions and offer an approach to customer and his needs while not influenced by mentioned shortcomings. Travel and tourism arranged at the “last minute” has become a growing trend among consumers today. The particularity of these arrangements is the variability in the the time of purchase and the destination, travel content and pricing. The dynamics of modern life, especially work obligations that are changing all the time make planning of leisure time more difficult, therefore travel time is more difficult to organise. Variability in last-minute consumer characteristics such as motivations, lifestyles, and benefits sought suggests opportunities for astute marketers and revenue managers to collaborate in further segmenting the last-minute market and developing more effective marketing and revenue management strategies to potentially increase the firms' revenues, profitability, and customer satisfaction (Scott, 2004, 7). The standard of service remains the same, only the price changes. Key disadvantage of these arrangements is that consumer cannot be sure he or she will get desired time of travel or destination (Dulčić, 2005, 140). Therefore, consumers who are bound to a specific date or location should not count on last-minute arrangements. 
Price lowering in proportion as the travel date approaches is a well established practice of travel agencies to encourage sales. Numerous agencies have found that out of this idea they can make a lucrative business, even when prices fluctuate up to 60%. Agencies and “last minute centres“ make offers on the Internet which makes booking more accessible to consumers. For this travelling particular interest show young people who can easily adapt to travel commitments and make a decision at the last minute, but the managers who do not have time to plan a vacation use it as well. 
The fact is that Croatia is perceived as a cheap destination for mass tourism which isthe legacy of the past times. It is alarming for development of Croatian tourism that main competitors like Turkey, Tunisia and Greece have low price levels. Croatia cannot be a price competitor to such offers as the match is lost in advance. It is therefore necessary to use a different strategy and emphasize diversity and specific offer, for example, the slogan "The Mediterranean as it once was" that defines the difference which guests are looking for who do not prefer destination such as Turkey or Spain. Price competitiveness can be made possible for Croatia by last minute arrangements.
5. METHODOLOGY AND RESULTS OF SURVEY
Empirical research (using telephone inquiry) was conducted on a sample of 24 Tourist boards in the the coastal cities, and thus the most important region for Croatian tourism. This sample accounts for 51% Tourist boards in the coastal cities. Parallel research was conducted on 25 travel agencies to gather data about customers perceptions about last minute arrangements. A research instrument consisted of a set of statements to which respondents answered expressing their agreement or disagreement with them. In this way data were collected on the strategy of Croatian tourism in the recessionary period, and the importance of the last minute based arrangements.
The key hypothesis (H1) of this study raised the presumption that the tourist boards of cities used specific marketing strategies in the conditions of crisis. Based on this hypothesis a survey was performed that shows the key segments of the strategy of Croatian tourism, and their intensity. 
The results indicate a strong and fairly uniform strategy of Tourism boards of cities along the coast, which indicates to the quality of the strategy set by the Croatian Ministry of Tourism, which in crisis period yielded significant success. On the basis of this research it may be concluded that the focus of tourism boards set on the more aggressive approach to customers through focused and frequent marketing , in which benefits of its products or services are clearly displayed, all in order to increase the number of arrivals and extend the season. Therefore, the strategy of intensive advertising is featured as the most frequent strategy used by tourist boards in the previous period, with a focus on the emphasizing specificity of Croatian tourism. It is important to note that during the crisis there have not been any significant investments in the development and improvement of services, instead through advertising it was desired to influence public perceptions of Croatia as a traditional tourist destination, which justifies the immediate stalemate of investment and causes a significant financial savings. 

Recognisability of Croatia as touristic destination is a long-standing strategy of the Ministry of Tourism, so substantial resources have been invested in it. Intensive advertising creates a positive image. It is this strategy that had a significant role in the prevention of a significant decrease of the number of arrivals in the year of recession, moreover the return of regular guests has been observed, in parallel with this was also noticed a significant increase of new guests that have just started exploring this area, which is the goal of the strategy for entering new markets. According to the chart it can be seen that 40% of the of tourism boards stressed that this strategy was used in the the previous period, but it is important to stress that these are the touristic boards of major cities, or stronger destinations, which advertised intensively  on the new markets, and attract tourists not only to its specific destination, but also to the surrounding destinations. 

Chart 1:  The applied strategies of Croatian tourism
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Decline in price of touristic products is not accepted as a strategy because of the creation of negative perceptions by consumers about a new price level, which would prolong to the post recessionary period, which would cause long-term reduction in capital inflow. Therefore, tourist facilities that offer luxury services accept strategy to increase the level of service, in the exchange for a lowering prices strategy, and the price a adjusted by the last-minute arrangements.
Encouraged by the previous indicators, a study was conducted on the sample of 25 tourism agencies to gather data about customers perceptions about Last minute arrangements, and on the strategy of lowering prices. As a key hypothesis (H2) of the study, a presumption was raised that the strategy of lowering prices during a recession creates a negative perception among consumers, unlike the strategy of using last minute arrangements. 
Research has shown that customers do indeed have a negative perception about the services which lowered the price during the period of crisis. They expect that the price will continue to fall because they perceive the service as a service of lower quality and that it should be substituted by service from competition. Most customers feel that the price is reduced due to small demand for the service, and according to them it is also the reason for sales of last minute arrangements. 
Chart 2:  Perception of consumers on price reduction strategy during recession 
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Source: authors work
But when choosing the last minute arrangements, the customer has a better perception  of service quality. Therefore a hypothesis has been set with assumption that last minute arrangements price meets customer needs, and that perception about quality remains unchanged. This study has shown interesting indicators. Assumption that customer would have his needs met through obtaining service for lower price was correct, although 35% of customers feel that this price is real. 
Chart 3: Perception of consumer about last minute arrangements
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Source: authors work

As a disadvantage of last minute arrangements consumers point out that it is not the same as a classical arrangement, and 25% of users perceived Last minute service as a lower quality. In addition 75% of customers point out that they have problem with short time given to organise a trip, and even 90% stress out that last minute arrangement offers are lacking in quantity.
6. CONCLUSION
National Strategy for tourism development is based on the conservation of highly diverse natural and cultural wealth, on the principles of sustainable development in the planning of a quality touristic variety; on the appropriate market positioning, advertising, and joint actions of all individuals and professional institutions which are directly or indirectly involved in tourism. And in the current economic crisis towards which the world and Europe is currently facing, one of the main concerns is where to make savings by reducing expenditure. 

Croatia is heading to a touristic season in 2011 and is aware of the situation and knows that the key to good results lies primarily in the the successful cooperation of public and private sector and timely enacted and implemented measures. To ensure the development of Croatia as a competitive touristic country, synchronization of all participants, who gathered around a clear common vision is required, they must act in coordination to remove obstacles to fulfilment of the strategic objectives.
Gallup’s "Survey on attitude of Europeans towards tourism" for 2010 shows that 28% of respondents have not yet decided whether to travel this year , and as the main reason for indecisiveness they state financial insecurity. According to survey, 39% of Europeans assume that they will have to save more for vacation. However, most respondents are inclined towards the traditional tourist destinations, a third of respondents are seeking attractive destinations, a quarter are looking for cultural heritage where Croatia can find space to expand its market. The past 2009 and 2010, despite expectations of a significant decline of tourist traffic, have shown good results. The most important markets are still Germany, Austria, Slovenian and Czech, while there is emphasis on expanding to new emitting markets from countries in close environment as well as markets such as China and India. It is interesting to note that 86% of Croats remain on the vacation in their own country. It should be noted that although forecasts of economic trends show a light out of the crisis, but there is still no talk about returning on the the pre recession level of economic activity, nor of a significant reduction of unemployment. Therefore, no significant growth of the standard of living is expected, and therefore nor increase in tourism expenditure.
The year ahead is uncertain and it will be for the Croatian tourism primarily year of last-minute booking, with an important role is played by advertising on the Internet, which focuses on the foreign guests. Closer destinations will remain more sought rather than long journeys. It will be a year during which customers will seek value for money, but also a year in which a slight improvement in hotel sector is expected. Majority of competing countries are continuing and increasing advertising towards spending vacations in domestic destinations so that they would not experience a third poor tourism season in a row. Croatia is selling solidly on most emitting markets but success will mostly depend on last minute arrangements. Hoteliers adhere to the attitude that they will not reduce prices but once sales do not reach estimates, agencies tend to lower prices for the Adriatic Sea arrangements up to 30%. It can be concluded that most of movement is through last minute arrangements so it becomes a key price strategy for development of Croatian tourism during crisis. 
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� It is this impact of tourism on overall economy that can often be found under the "multiplicative function of tourism", whose explanation lies in the fact that the effects of tourism (positive, thus negative as well) multiplied on other sectors of the economy that are closely related to tourism.


� A strategy that rises above manipulations of competition  and relies on the activities that will win over new tourists and tourists from other countries using inovations and originality „remove-reduce-increase“ offers. 
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