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ABSTRACT

This research analyzes the meaning of Public Reatfor the tourism industry of each country in phecess of
transforming into a profitable branch of economyhiet is particularly significant for the economicogvth of each

country.

The emphasis of the scientific approach is put lom PR as characteristic management function allgwin

bidirectional communication between the organizamd its target public.

The aim of this research is offering a method ofettgppment of a PR model in the tourism industry.
In the direction of realizing the goal, the subjéexthis research is PR and their specificationst@umrism, generally, than
PR forms, the meaning of the strategic managenmfeARaoin tourism as well as the importance of depielp a model of
strategic management of PR in the tourism industiya country. PR modeling, conceived, organized esalized
according to the modernistic practices on PR inrigm, adapted on the conditions and tendencieb®tdurism industry
of the country, allowing the tourism of the countoybecome a productive, profitable culture andiaic beneficial

activity.

KEYWORDS: Public Relations, Tourism, Image, Model, Managem8trategy
Jel Classification: Z32; Z33; M31; M38.

INTRODUCTION

In an exceptionally fertile literature regarding,RRe number of guidebooks of articles elaborathmgtopic on
public relations in tourism is relatively low whiteere’s is none scientific edition and literatimeused particularly on this
subject. On the other hand, publications concermmayketing in tourism, PR are treated as part ofketang and
promotion. Marketing and public relations theoretis confront in their works. Some of them, thrB®& as part of
marketing while the others threat PR as a spegiation of management due to its large coverageerfaan theoreticians
pay special attention to PR, which means that thegsify many marketing tools and promotional meamg vice versa.
This research presents the thesis in which PRgsifisant and primary pillars for building, develimg and sustaining the
country’s image of attractive touristic destinatimd plays the crucial role in the promotion arfitragtion of tourism and
touristic destinations of the country. Thereby egaerthe necessity of new model regarding PR irisiouihe application

of PR forms should point out the place, role angllegment and promotion of a touristic destinatinraitouristic market.
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IDENTIFY, RESEARCH AND COLLECT IDEA

In modern social-economic context, public relati@ame considered to be an important factor in trecess of
development and growth of tourism. They transferadbnsumer’s messages about attractiveness, tirdffastructure and
accommodation capacities of a touristic destinatatrthe same time following the pulse and needb@target group and

surrounding so that the touristic economy can attatite changes and needs of the public.

Public relations are an interactive form of comneatiopn through which organization, product or sesvibuild
their strategies of getting close to their targgt using special methods of research and poll oflipubpinion.
Also, PR forms offer wide opportunities and tecluas that the organization, product or service needuild,

maintain or improve their image (Broom, 2010).

Tourism and touristic industry have an importantfluence on the economic life of a country.
For that reason, tourism development of a country &s growing into the attractive touristic deation is directly
connected to quality standards of touristic prodactommodation capacities, tourism, on one hamd paestige, public
legitimacy, image, informing, promotion and lobhyian the other. Henceforth derives the importaat@land role of PR
in tourism development of one country. The moshificant factor for the successful realization bist process is
communication with the public and usage of appaiprineans of communication. The main goal of the afsPR in
tourism as in any other industry is continuous gfanof messages and information for certain tsigrisffer, touristic
attraction, and opportunities; building, and imadeattractive touristic destination (image basedidentity); as well as
providing feedback- when public information reatte tdoors of touristic economy and in that way piing further

evaluation.
In the content, this research is guided by Renaiésfperspective who defines public relations as:

“Two-way communication between the organization gnelic, in which organization informs the social
community (customers, suppliers, parties involvedareholders, government, media, and citizens)tteir intents,
deeds and views contributing the creation and Bustathe positive image. Also, public relationdldev relations and
processes in the social community and in that wajlifate the adaptation of organization to so@ahditions and
surroundings” (Fox, 2006, p.200)

Therefore, this study tries to answer the followingestion: How can touristic economy identify theed for
building and establishing public relations? Whathie practice of public relations in the tourisndustry? What are the

forms of public relations in tourism? What shouid applicable model of PR in tourism industry dsi?s

Originalities of public relations are based on woradjties of touristic product. During the creatigprojection,
planning and establishment of PR in tourism, gdheitds important to take account for economic @tions of tourism
(employment, profit advantage of the economy, iméonal economic relations, investments, regichalelopment,
not-economic flow) and social functions (healthreational, entertainment, cultural, scientific, deiag, sports,
technical, social, and political function). Sinceibfic relations deal with real conditions and pssEs and their
representations is based on those facts, but éssggment that stresses the social benefits andlates adaptation to

work according to the society demands and developimgeratives of the tourism.
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In other words, on one hand, is tourism, as anpia@ally complex phenomenon of the 21 Century iswddistry
that was predicted as top economic growth in tharéuand, on the other hand, is public relations aslatively new

discipline.
Characteristics of Public Relations in Certain Segrnts of Tourism

Due to the largeness of tourism and traveling itrguspublic relations in tourism need to be focusad
accommodation, transport, fun, and recreation. vitets of public relations in hotels are orientemvards shaping
relations between the hotel and environment inotmlereate a beneficial image in public where passibilities emerge
and greater sales effect achiev@Vell-known hotel brands have emphasized the need fwofessional PR since
development and expansion of a chain of hotelsudes intensive support by the immediate public, sbphisticated
group concentrated around media and public in gén€aking into account the dependence of hotellocal services and
the tax deduction, it's exceptionally important foem to take care of the relations with the emwvinent for which PR
have a crucial role. Some of the tool often used®Bypractitioners in hotels are: announcementoal Imedia, “open
house for community” program, visits, meetif@bat's why public relations in restaurants ask meore specialized
knowledge. Various classes of restaurants haveitfexent public which implies the use of differaobls and messages.
Some of the crucial used tools are: web-pages,rB-foaterials, menus, press announcements, pressiafmts well as
participation in particular events like dinner letkto a certain event, wine degustation, cookingesi and food festivafs.
Transport is one of the most expensive PR sectotsurism and traveling due to many integral pafisis includes
railway, rent-a-car companies, recreation vehickass transport, see and lake traffic and airplaaesport. A most
dominant element is the airplane traffic, whileatifthe transport and touristic sectors, PR prastio airplane industry are
highly complicated. Bearing in mind the need foilydanformation delivery, it's no wonder that theimber of people
engaged in public relations in aircraft companigs from 3 to 10. Typical tools used by these corigmmre daily
electronic news articles, weekly or two-week repmitemployees, intranet, daily distribution of mretipping etc. The
role of PR in aircraft companies during the crisiscraft accident or when the aircraft companyctions as the main
source of media information until the official staecurity organ comes to the place of the accitiBoblic relations in
sea and lake traffic companies are similar to thiesbotels since cruise ships nowadays are calfexhting hotels,
restaurants, and vacation centers” due to theaaffeariety of services in the form of package ® tiburists’ Forms that
PR used in sea traffic are: information package goests before the traveling, web-pages, passeéngebtications,
printed reports with info on staff members, futtnips and destinations, daily offer on the restatiraenu, parties, daily
international news and etc. One of the most efiiickeR tools in an industry is popular travelingeimded for writers that

would promote the visit like the journalist andtistic agents.

Public relations in railway traffic are focused cmmmunication with internal and external targetedlig that is
an immense number of passengers- railway usera arde number of employees. Passengers get threnation through
the web-page made for the clients and through npmhssengers-oriented magazines. Employees gehfitenation

from monthly magazines, electronic communicatiod ather forms of internal communication. PR inwaiy companies

ISenti¢, J.(1998)Promocija u turizmuMikrorad, Zagreb, str. 176.

Deutschl, D.E. (2006)fravel and Tourism Public relationElsevier Butterworth — Henemann, Burlington, 2.
3Ibid., pp. 23.

“Ibid., pp. 88.

®Ibid., pp. 77.

®Ibid., pp. 88-100.
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have a special role during a crisis, railway accidmsufficient electrical energy, terroristicaitk and so of.
R Forms in Two-Way Symmetrical Model of PR in Toursm

According to the view of Renate Fox (Fox, 2006) lpubelations, as a two-way communication betweles t
organization (product or service) and public hawartgoals (attracting attention, building sociegégiige and credibility,
enlargement of placements, lowering promotion ¢pstechieved with the help of PR instruments
(events, news drawing attention promoted by mediablic individual performances) through severalgstsa
(research, defining the goal, defining the targktfining the media in accordance with target, defininterest area,
creating events, creating message, communicatatignaand result marks). The forms of public relas contain the

wider view (Fox, 2006). More precisely, tourismeatch country could practice the following PR forms:
* Relations with media;
» ldentity and image building of touristic destinatjo
» Developing publishing;
* Lobbying;
* Maintaining PR crisis situation;
» Relations in touristic organizations;
» Relations with potential and real investors, finars, and donors;
e Paid advertising.
Thesis Determining Public Relations Model in the Tarism

The etymological meaning of the term model withih@&bot and meaning form/measure and implies meitarid
mental reproduction of an original that can be bjed, process, phenomenon or opinion. The maimacheristic of the

modeling method consists of a thin union betweeompand scientific practice (S&51982).

In the attempt to model public relations in theirtem industry, the study is guided by past practind
information about public relations in tourism, ttheoretical basis of public relations and oppottasifor application and

efficiency PR forms in the tourism.
The process of building PR model is determinedthieyfollowing thesis:

» |dentification and valorization of the touristicqoluct of a country with the purpose of gaining gyaburistic
products, attractive-motivational factors and aff€hey’re the point of reference for building anaige of an

attractive touristic destination that is crucial fifacing the country at the world touristic market

« Appropriate institutional hierarchy and tourism angzation through forming special ministry respobiesifor the
entire conditions, development opportunities, pecspes, activities, and strategies for the toureaamd touristic
economy, including separate bodies and organsrfimreement for strengthening public relations ia fteld of

tourism.

Ibid., pp. 101-103.
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 Two-way symmetrical model of public relations, dpgble for tourism, through concrete forms andrimsients
with the purpose of drawing attention, building isbgrofile and credibility, increasing the placemt® and

lowering promotion costs.

» l|dentification of strategic elements of managing fABdel determined by strategic development linetofism
with the special strategy of PR (by using complaigect cycle) as an integral part of the Natiostahtegy of

touristic development of tourism of a country.

e Strategic managing of PR in the tourism industrythwiclearly identified and projected steps
(research, planning, taking action and communioati@sessment) for building, developing, sustaioingR in a

touristic economy.

* Implementing strategic and sub-strategic documastsntegral part of PR modeling in tourism indusarnyd
implementation of crucial (financial, material, argzational, professional, personnel) issues reggrgublic

relations in the tourism as basic for touristicelepment of a country.
» Changes in tourism as a determinant of changeRiarP the results of products and services devedopm

» Road infrastructure, human resources, and protecfithe environment, investments, an organizatiotouristic

economy and awareness of tourism.
STUDIES AND FINDINGS

Managing public relations tourism of a country ifepla strategic managing that unites the stagésidfining
the issue through research, (2) planning and ogdlie plan and program, (3) taking action and canigation and (4)

estimation of the program (Tomic, 2008).
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markets,the need of information as well as thermétion source. Based on the collected data amdn#tion, the issues,
needs, and goals of PR are being identified. Tta# gbthe objective and systematic research isilddtaescribing the

issue and the causes. The analysis consists dfsemaf the actual condition of destination; dgstion of target public-

REESEARCH
Identification of the miemsl, Identification and Necessifies and sonnces af
extemal and seneral fargst dafinition ofths tarzet information for target public
public oftonrism. markets af tonsism af tanrism
4 ¥
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Figure 1

llustration 1: Tomi¢, Z.(2008): Odnosi s javnés — teorija i praksa, Synopsis, Zagreb — Saraevo.

The first stage of PR managing process (reseatelfs swith aninternal and external analysisef micro and

macro surrounding and collecting useful data aridrination about the identification of tourism targeublic, target
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internal; description of the target market; deterinmg the goals of public relations (long and shwrtm); marketing
communications for each target market (economipaganda, marketing); defining the role of econopri@paganda in

promontory mix.

The second stage of PR managing process ipl#mning and preparation of concrete programs atrdtegic
plans with solutions for facing and defining the needsl assues regarding public relations in the touriswhustry.
The planning has to be thorough and to includedinition of the general and specific objectivdsP&R in tourism
program, carrying out strategic goals and planthénterms of what should be done and in what ateesolutions would
be offered for surpassing the needs and isSiié& communication program is a support of actimatsgy with several
basic principles. Forming the messages at thgestan important activity because of which PRegtghave to know the
complete condition, strategy, and attitudes fortaterissues and the entire process of planningidBssforming the
message for the targeted public, what is quite ssary is the process of transferring the messagenetmedia in form of
news in order to attract media’s attentioBince the message is formed, the communicatiam griavides ways to spread
the message to the target public. During the chuwiedia which would spread the message, knowledwertain and way
in which decisions of target public are made, tppliaability of touristic service being offered amdnfirmation that

they’ll get the best touristic offer for the pripaid, are also taken into account.

The third stage of actiorcdmmunicatioh requires adjustment between the action and cornwation since it
doesn’t only matters the way something is saiddistd what should be done about that certain iddakmed by the stage
of action, a new open system of the so-called twg-symmetric model is introduced, on which is battedoffered PR
model in the tourism industry. This approach isnided on the assumption that changes are equalbapl® for both
external and internal public and that those chamgkgontribute for both parties to end up likenmiers so that touristic
economy and public will make use of it and it aldwuld work on improving the image. Public relafdn tourism
industry effect on the forming mutually beneficralations between targeted public and tourism, searg for survival
and success of touristic economy of each countdyaanhe same time creating a strategy of actiahisnadjustment with
the following communication efforts.

The fourth stage of PR managing process in thesiwuindustry is an estimation of the program. Tésearch for
estimating the program could be implemented dutfiregstage of implementation of the program (forugatiesearch) or
after it to ascertain the progress and documenadtien of the program (summation research). Ttagesshouldn’t be
avoided because the research, measure or estintdtibe program has the purpose of investigatingtwiappened and

why but not to prove or justify. If the researchinglemented during the planning and implementatibthe program then

®This stage implies: mission and role determinatiaffre and surrounding of work) in the area wheugial results are expected (demanding
time, energy and capability), identification aneaification of indicators ( with measurable factéos placing the goals), choice and placing the
goals (determining the result that tourism shoutttoanplish) preparation of action plan (ways to aehi certain objectives, program-
determination of action agenda realized due to raptishing the goal, preparation for implementingiat plan, budget- determining the
necessary means of accomplishing the goal, defegatiligations, revising and harmonization- testihe plan before action implementation),
strategy of action and implementation (necessagyréoide accordance by all the cruel people regardhie important issues, the choice which
approach functions best, who should take part trom@nd which actions come first) and communicatwogram (planning and forming the
targeted public and market messages, naming peepfeonsible for determining internal communicatiue to better understanding and
engaging).

°In the process of forming the communication progrits necessary to take into account the prepassiof the public to receive the message
appropriately, bearing in mind the semantics, m&goil symbols, possible obstacles and stereotylfe=efore, the message needs to be formed
so that the receiver can understand it as releearits interests to encourage the receiver ination( that's the feedback that makes two-way
communication). In order for the communication &odffective, words and symbols of the sender shgiielthe same meaning both to the sender
and receiver.)

Modified according to Broom, M.G. (20103utlip&Centers Uinkoviti odnosi s javna®, Mate, Zagreb, pp.3

| Impact Factor(JCC): 3.6586 - This article can be downloaded from www.impactjournals.us




[ 90 Ana Zdravkovska | lievska |

it's possible to realize and solve the eventuabfmms and use the new chances. If the processinfagi®n is done by the

end of the implementation, the chances for erred@wer, which may jeopardize the efficient godliagement.

The estimation of the program, except the compedgram and process, could refer to separate sthgemake

up the process of PR managing in the tourism imgugteparation, implementation and effects.
Model of Strategic Management of Public Relationsi Tourism

The offered premises leading the process of PRoimidm modeling, determine the model of strategic
management of public relations in the tourism itdus/hich is the main goal of this research anthatsame time is a
platform for possible researchers in this areasThodel integrates the role of PR in tourism mamagio that public
relation gain exceptionally important role in thegess of strategic management, identificationhef parties involved,
target public and issues about the possible ciigptions and consequences in tourism with streesed of following the

external surrounding and the intensive changesuwfatic market with constant adaptation to itssigis and vision.

The model offered consists of eight basic levelsinagement, communication programs, parties invglved
public, issues, crisis communication, image andtiye and development of tourism industry of eamintry. Its structure

is presented in the following illustration:

l’ MINISTRY OF TOURISM

Y

Image and reputation
of tourism National Tourism

Relations results

Organization (NTQ)

Communication

programs

Parties involved
(touristic economy)
Public

(home and foreign

L tourists)

F 3 3

Tourism

development Sectora
public

relations in

touristic Public creators”
destinations

behavior

Crisis
communications Questions

Figure 2
lllustration 2: Graphic chart of the Model of strategic managenoéptublic relations in the Tourism industry

According to the model, National touristic organiaa and Sector of PR management of touristic dasbn
should be in a functional level, with programs feed on the target public, precisely planned, implated and evaluated.
In the level of the parties involved, greatest eadwes to the continual communicational policy e Tourism industry
(presented through Ministry of tourism, Nationalufistic Organization (NTO) and Sector of publicaténs in touristic
destinations) and subjects of touristic economygriter to build good and long-term relations andlerate the possible
conflict potentials. The behavior of the Ministmydaparties involved (touristic economy) affect eatier. That's why it's
necessary that public relations implement formatasearch (during the implementation of commundcaprograms for
implementation of certain touristic destination v world or home touristic map, then during progrdevelopment

implementation of priority types of tourism, or grams of attractive-motivational factors developmeh a certain
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segment of touristic offer of the country and s iarorder to identify the possible consequencedeniay the decisions of
tourism industry (Ministry of tourism) and decis®nf parties involved, that is touristic economyeTnext step of the
model is the public stage where different interaay come as “potential” conflict between the Minjsind target public
(home and foreign tourists/external and interndilig)t At this stage, the goal of the research albljr relations is the
identification of the target public and facilitati@f the conflicts. The Ministry should include thablic in the process of
making the decision through communication while NihCcooperation with the Sector of PR managemertbofistic
destinations, should develop communication campaiih the purpose of convincing the public for ugitourism
services of a country. At the next level, publiatiens organizations and produce questions inraéoresee the issues
and develop corresponding programs for crisis comaation. At this stage, communication programegmfinclude mass
media but also provide interpersonal communicatwith the public which is directly or indirectly coacted to the crisis,
as to be solved the open questions through dialoguegotiations. It's crucial that public relatsodesign communication
programs for the various parties involved and défifee targeted public for each of the projected lebeat also this includes
developing the goals, tasks, and vision of touriha country, to suggest and prepare programs angpaigns as to
achieve those goals, tasks and vision, their imptgation and evaluation. The model of strategicagament of public
relations provides a two-way symmetrical channekofmmunication among the Ministry and managementsms,
parties involved and the public, questions andltesf the relations. All of them are mutually degable. Hence, the
cooperation between the makers of strategic dewsiothe tourism industry of a country and theliguibue to decisions’
effect on the public are crucial. The offered modlestrategic management of public relations in tthéism industry of

each country is liable to further research andtamd, according to the demands of tourism devebaptrof each country.
CONCLUSIONS

Strategic representation and promotion of globairishic markets are crucial for achieving compuetit
comparison advantage in tourism and touristic pcbdn each country. That is systematic approachudicg many
different instruments coordinated in a unique systd integral communication: strategic planningilding and practicing
PR in tourism industry because the process of iagan image of a touristic destination is irreglalole without the

strategically created and implemented public refeti

The application of modern PR concept demands PRelimgdin the tourism industry, as a manner, fornd an
formula which would help to the concept, materialemd develop the applicable program and PR peaatidourism,
adapted to the conditions and tendencies of asiimeconomy of each country. Therefore, the touié each country can

become really productive and profitable culture aadially beneficial profession.

The offered PR modeling in this research is a ptatffor building developed model of strategic masragnt of
PR in tourism industry of each country. Hence, sheuldn’t conclude that the modeling of PR in therism is once and
for all and thus unchangeable. The opposite, #sessary that the model follows and keeps up Wwighchanges, trends,
and oscillations both in national and internatiolealel. But in that case, the model is able to oespto the touristic

challenges of the new era and successfully avaidrtp-being its own target.
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