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te analizira u kojoj mjeri one mogu potaknuti ili onemoguciti uvodenje inovacija. U radu se navode
¢imbenici uspjeha poput potrebe za postojanjem Sampiona, cjelovitog pristupa razvoju destinacije i
odgovarajucih financijskih sredstava za revitalizaciju. Na kraju, u radu se analiziraju okolnosti za ino-
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1. UVOD

Inovacije u razvoju turizma pojavljuju se
u raznim zemjopisnim okruzenjima i prili-
kama. Ovaj rad analizira okolnosti u kojima
se inovacije uvode u zrelim obalnim destina-
cijama — destinacijama koje inovacije trebaju
uvoditi i da bi opstale i da bi se revitalizi-
rale. Kao primjeri turistickog razvoja one
predstavljaju poseban sklop prilika za uvo-
denje inovacija pa je stoga vazno razumjeti i
samu prirodu tih destinacija i na¢ine na koje
one utjeCu na procese inovacija (Agarwal,
2012b). U ovom radu zastupa se misljenje da,
ako se okolnosti zrelih destinacija promatra-
ju kao slozene umrezene organizacije, moze
se do¢i do vrijednih saznanja o procesima
uvodenja inovacija i o tome gdje i zaSto one
ne uspijevaju. To je osobito vazno uzme li se
u obzir da su participativni pristupi postali
klju¢ni za postupke revitalizacije (Saxena,
2014) te se od dionika u odredi$tu trazi da se
u taj proces ukljuce i da ga podrzavaju. Ovaj
rad ukazuje na vaznost analiziranja mreznih
struktura odrediSta jer one utjecu na to kako
se dionici organiziraju i kako reagiraju.

2. STRATEGIJE REVITALIZACIJE
I KRITERIJI ZA USPJESNOST

Na sjevernoj hemisferi velik broj obalnih
odredista, stvorenih u devetnaestom stoljecu
i ranije, danas je u silaznoj putanji. Uzrok
tome je sve manji broj turistickih posjeta Sto
je dovelo do stvaranja problema vezanih uz
gospodarstvo i okoliS. Do toga je djelomicno
doslo zbog promjena u ukusima i modi, ali i
zbog privlacnosti drugih konkurentskih de-
stinacija u svijetu (Cooper, 1997, 2006; Shaw
i Williams, 1997). Ta odrediSta nastoje ade-
kvatno odgovoriti na promjene, ali ih njihova
fiksirana izgradena okolina drZi zarobljeni-
ma u proslosti. Takve su destinacije nekad
bile posebne — izuzetni krajolici za odmor,
u potpunoj suprotnosti prema onima u koji-

1. INTRODUCTION

Innovation for tourism development oc-
curs in different geographic settings and
contexts. This paper analyses the context for
innovation in mature coastal destinations —
destinations, which must innovate to both,
survive and revitalise. As examples of tour-
ism development, they represent a particu-
lar context for innovation and it is therefore
important to understand both the nature of
the destinations themselves and their influ-
ence upon processes of innovation (Agarwal,
2012b). This paper argues that by viewing
the context of maturing destinations as com-
plex networked organizations, insights can
be gained as to the processes of innovation
and where and how it fails. This is particu-
larly important given that participatory ap-
proaches have moved centre stage in revital-
isation (Saxena, 2014), demanding that resort
stakeholders are involved and committed to
the process. This paper shows the relevance
of analysing resort network structures as
they influence both the organisation of, and
response by these stakeholders.

2. REVITALISATION
STRATEGIES AND SUCCESS
CRITERIA

In the northern hemisphere, a number of
the coastal resorts created in the nineteenth
century and earlier, now find themselves in
decline. This is due to falling tourism visi-
tation which has led to both economic and
environmental malaise. This is in part the
result of changing taste and fashion with the
lure of competing global alternatives (Coo-
per, 1997, 2006; Shaw and Williams, 1997).
These resorts have struggled to respond to
their changing conditions and their fixed
built environment traps them in a time warp.
Such destinations were once special — ex-
traordinary leisure landscapes contrasting



Chris Cooper: I1zazovi za inovacije u turizmu: revitalizacija zrelih destinacija

185

ma su posjetitelji inace Zivjeli — ali u poslje-
ratnom razdoblju rad i odmor prestali su se
strogo odvajati pa su te destinacije izgubile
na svojoj privlacnosti (Walton, 1983). Ipak,
vazno je razmotriti ta pitanja iz perspektive
razvoja. Ta su odrediSta zajednice u kojima
se Zivi, Cesto su i srediSta svojih regija u ko-
jima je turizam vazan za odrzavanje gospo-
darstva, infrastrukture i sadrzaja (Leonard,
2016).

Sa stanovisSta razvoja, rasprava o revi-
talizaciji poCinje sredinom osamdesetih i
ubrzava se u devedesetim godinama proslog
stolje¢a, kad niz destinacija i u politickom
i financijskom smislu po€inje shvacati nuz-
nost upravljanja promjenama. Coles i Shaw
(2006) primjecuju da u Velikoj Britaniji po-
litika osobitu paznju posvecuje obalnim gra-
dovima smatrajuci da su oni odrZivi u buduc-
nosti. Pojavilo se niz strateSkih rjeSenja koja
su ukljucivala ideje da se te destinacije pre-
puste drugim namjenama poput rezidencijal-
nih ili zdravstvenih, ili da ih se revitalizira
inovativnim rjeSenjima i pristupima. Ovaj
rad bavi se upravo ovom drugom opcijom.

Uspjesne strategije revitalizacije za-
htijevaju inovacije kako bi se stvorili novi
proizvodi i nasla nova trziSta. One takoder
prepoznaju potrebu za neprestanim preispiti-
vanjem i prilagodavanjem destinacijskih for-
mula. Otkad je ta rasprava pocela, na osnovu
iskustava mnogih destinacija diljem svijeta,
stvoren je korpus znanja o najboljim prak-
sama i kriterijima uspjeSnosti revitalizacije
odrediSta. Naravno, svaka destinacija ima
svoje specificnosti i izazove, ali je zanimlji-
vo da se njihovi osnovni ciljevi, svrhe i alati
nisu promijenili bez obzira na promjenu stra-
tegija tijekom godina (Coles i Shaw, 2006).
Saxena (2014) primjecuje da se fokus u poli-
tici 1 na¢inu upravljanja pomaknuo prema lo-
kalnom ili prema destinaciji umjesto prema
velikim regionalnim strategijama. Saxena
(2014) predlaZe sljedecu klasifikaciju strate-
gija revitalizacije:

1. Objektivne strategije koje nastoje tran-
sformirati mjesta koja imaju odredeni

with the visitor’s home environment, but in
the post-war period, work and play ceased
to be separate and the destinations no longer
appeal (Walton, 1983). Yet from a develop-
ment perspective it is important that these
issues are addressed. These resorts are living
communities, often regional centres, where
tourism is woven into their very fabric to
support economic activity, infrastructure
and amenities (Leonard, 2016).

From a development point of view the de-
bate on revitalisation began in the mid-1980s
and accelerated in the 1990s with a range of
destinations committing both politically and
financially to the need to manage change.
Coles and Shaw (2006) observe that in the
UK, the policy environment has been largely
supportive towards seaside towns with the in-
herent assumption that they have sustainable
futures. The strategic options that emerged
were to abandon these destinations to other
uses such as residential or healthcare, or to
revitalize through innovative solutions and
approaches. It is this latter option that this
paper focuses upon.

Successful revitalisation strategies de-
mand innovation to deliver new products and
seek out new markets. They also recognise
the need to constantly review and adjust the
destination formula. Since the debate began,
a body of knowledge has emerged from the
experience of many destinations worldwide
in terms of best practice and success criteria
for resort revitalisation. Clearly each des-
tination has its own particular set of issues
and considerations but interestingly whilst
the passing of these strategies has changed
over the years, the basic aims, objectives and
tools have remained the same (Coles and
Shaw, 2006). Saxena (2014) observes a shift
in policy and governance style to a more
local, or destination focus and away from
grand regional strategies. Saxena (2014) sug-
gests a twofold classification of revitalisation
strategies:

1. Objective strategies designed to trans-
form places suffering from a particular
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problem — poput odredista. Ovdje stra-
tegija ‘gura’ odrediSte prema potencijal-
nim ulagacima i alternativnim izvorima
financiranja.

2. Subjektivne strategije koje se nastoje
pozabaviti negativnim imidzem putem
pristupa ‘povlacenja’ “komunicirajuci s
potencijalnim stanovnicima, poslovnim
subjektima i pruzateljima usluga o pred-
nostima Zivota i rada u tim podrucjima
koriste¢i marketinSke kampanje i doga-
danja kojima je cilj izgraditi profil tog
podrucja” (Saxena, 2014:97).

Temeljem medunarodnih iskustava mogu-
¢e je izvesti niz klju¢nih indikatora uspjeha
za revitalizaciju odrediSta. Oni obuhvacaju
pronalaZenje lokalnog politickog ili poslov-
nog Sampiona, politicku volju za uvodenjem
promjene, holisticko gledanje na destinaciju
koje obuhvaca sve gospodarske, druStvene
¢imbenike i cimbenike okoline te vjestine po-
trebne da se osiguraju investicije i regionalna
financijska pomo¢. NajvaZnija su sljedeca tri
kriterija za uspjeSnost strategija:

Vizija, planiranje i vodstvo

Klju¢ni su vizija, planiranje i vodstvo,
osobito u ranim fazama revitalizacije. U
velikom broju izvje$¢a i u literaturi lokalni
Sampion istaknut je kao najvaZniji ¢imbenik
uspjeha za revitalizaciju (vidi npr. Blackpool
Challenge Partnership, bez datuma; Market
and Coastal Towns Association, 2011). Sam-
pion vodi proces i stvara viziju, ali potrebna
je i snazna politicka volja da se u tome i uspi-
je. Kako navodi Healy (2006:527) ,,strateSko
prostorno planiranje samo po sebi predstav-
lja sloZen proces upravljanja“. Drugim rijeci-
ma, politickim procesom revitalizacije treba
upravljati na nacin da se u njega ukljuci cijela
lokalna zajednica, kao i sastavnice koje Ce-
sto nemaju interesa u turizmu — poput onih
u ruralnom zaledu odredista te da se uprav-
lja medusobno suprotstavljenim dionicima u
odredistu. Na uspjeh ili neuspjeh toga proce-
sa moze utjecati mrezna konfiguracija same
destinacije.

issue — such as resorts. Here the strategy
‘pushes’ the resort to potential investors
and funders; and

2. Subjective strategies which attempt to
address negative images through a ‘pull’
approach “communicating with likely
residents, businesses and service provid-
ers about the advantages of being in the
area through the use of marketing cam-
paigns and profile-building events’ (Sax-
ena, 2014:97).

It is possible to distil a range of key in-
dicators of success for resort revitalisation
from international experience. These in-
clude finding a local political or business
champion, the political will to drive through
change, a holistic view of the destination
that encompasses all economic, social and
environmental factors, and the skills to se-
cure investment and regional aid. The fol-
lowing three success criteria are central to
successful strategies:

Vision, planning and leadership

Vision, planning and leadership are crit-
ical, particularly in the early stages of revit-
alisation. A local champion for the process
is the single most important success factor
for regeneration, identified in a number of
reports and in the literature (see for exam-
ple, Blackpool Challenge Partnership, no
date; Market and Coastal Towns Associa-
tion, 2011). Whilst the champion drives the
process and creates a vision, they must also
be supported by a strong political will to suc-
ceed — as Healy (2006:527) notes “strategic
spatial planning endeavours are themselves
complex governance processes”. In other
words, the political process of revitalisation
must be managed by engaging with the resort
community, involving constituencies who of-
ten have no tourism interest — such as those
in rural resort hinterlands, and managing the
conflicting stakeholders in the resort. Here,
success or failure of this process can be in-
fluenced by the network configuration of the
destination itself.
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Holisticki pristup

Naredni imperativ je pristupiti revitali-
zaciji na holisticki naCin. Drugim rije¢ima,
turisticke planove treba integrirati u plano-
ve drugih gospodarskih sektora i druStvenih
¢imbenika. Za to je vazna Cvrsta integracija
razvoja fizickih proizvoda (kongresnih cen-
tara, novih turistickih atrakcija, podizanje
statusa okoliSa na viSu razinu) i promocije
odredista. Sve se veta paZnja posvecuje kva-
liteti izgradenog okoliSa planiranjem obliko-
vanja krajolika, oblikovanjem izgleda ulica,
kulturnom nasljedu te izradi projekata veza-
nih uz njega i integraciji zelenih povrSina u
poslovne Cetvrti odredista. Usto, sve se vise
paznje pridaje i podizanju statusa okoli$a —
na Majorci, na primjer, 30 posto povrSine
otoka proglaseno je zaSticenim podrujem.
Ovaj pristup podrazumijeva razvoj glavnih
zona za posjetitelje u kojima trguje i lokalno
stanovni$tvo kao i zona u kojima se posjetite-
ljima nude ugostiteljske i trgovinske usluge,
§to je slucaj u Manlyju u Australiji. Drugim
rijeCima, potrebno je integrirano planiranje
infrastrukture i prijevoza koje obuhvaca
potrebe kako posjetitelja tako i stanovnika.
Na kraju, sve se viSe paZnje posveluje sigur-
nosnim pitanjima, poput problema sigurno-
sti posjetitelja i zlouporabe alkohola te se,
primjerice, koriste usluge turisticke policije
i video nadzor, na $to lokalno stanovniStvo
dobro reagira.

Osiguravanje financijskih sredstava

Revitalizacija zahtijeva velika financijska
sredstva i veoma je vazno da se uz lokalna
financijska sredstva uspjes$no dode i do regio-
nalnih, nacionalnih i internacionalnih izvora
financiranja. To se osobito odnosi na Europu
gdje je do novca moguce doci putem struk-
turnih fondova za regionalni razvoj. U nizu
odrediSta taj je proces olakSan osnivanjem
privatno-javnih upravljackih odbora koji u
taj proces nastoje ukljuciti razlicite skupine.
Takoder je vaZno privuci unutarnje investici-
je 1 naci financijska sredstva za pobolj$anje
smjestaja i sadrZzaja.

A holistic approach

A second imperative is to take a holistic
approach to revitalisation, in other words
integrating tourism plans with plans for oth-
er sectors of the economy, including social
factors. Here, close integration of physical
product development (convention centres,
new attractions, environmental upgrading)
with the promotion of the resort is important.
There is increasing attention being given to
the quality of the built environment through
the planning process of landscaping, street-
scape, heritage considerations with design
briefs and the integration of green-spaces in
resort business districts. In addition, priority
is being given to environmental upgrading —
in Majorca for example, 30% of the island’s
area has been set aside as a natural preser-
vation area. This approach also includes de-
velopment of core visitor precincts that draw
upon the local residential market as well as
visitors with food and beverage and retail
precincts, as in Manly, Australia. This rec-
ognises the need to closely link day visitor
and staying market facilities with the resi-
dential market catchment. In other words,
integrated infrastructure and transport plan-
ning is needed that plans in the needs of vis-
itors as well as residents. Finally, increasing
attention is being given to security issues to
manage issues such visitor safety and alcohol
abuse, through the use of say, tourist police
or CCTYV installation. This clearly plays well
with the residential community.

Securing resources

Revitalisation is resource intensive and
it vital to be able to successfully access re-
gional, national and international funding to
augment local sources. This is particularly
the case in Europe where European monies
are available through the structural funds for
regional development. In a number of resorts
this process is facilitated by development of
public/private sector steering committees
to ensure that various groups buy into the
process. It is also critical to attract inward
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3. SKLOP PRILIKA ZA
ODREDISTA U SAZRIJEVANJU

Postoji nedovoljno razumijevanje istrazi-
vaca o odrediStima u fazi sazrijevanja i ne-
dostatak inicijativa za ciljanim politikama
prema njima (Shared Intelligence, bez datu-
ma). U mnogim zemljama prostori odredista
zauzimaju posebno mjesto u urbanom krajo-
liku i u mnoge od njih u znacajnoj se mjeri
doseljavaju ne samo umirovljenici, vec i sta-
riji, ekonomski aktivni pojedinci koje privlaci
ugodnost obalnih lokacija (Beatty i Fothergi-
11, 2004; Leonard, 2016). Takva su odrediSta
odnedavna postala predmetom istraZivanja,
djelomicno 1 zbog specificnih ekonomskih,
drustvenih i okoli$nih izazova do kojih je
dovela promjena njihove uloge. Ti izazovi
pokazali su se znatno razli¢itima od onih u
gradovima koji su suoCeni s promjenama
uzrokovanim nestankom industrije. Priku-
plja se sve viSe znanja o zrelim odrediStima
zahvaljujuci velikim projektima koji oblikuju
njihove drusStvene i gospodarske dimenzije
(vidi Beatty et al., 2008; Beatty et al.; 2009,
MCcElduff et al., 2013), a jedan veliki europ-
ski projekt ustanovio je indikatore ranog upo-
zorenja za odrediSta (European Commission,
2002). Neki od radova koji se bave gospodar-
skim i drustvenim okruZenjem u odrediStima
analiziraju gospodarske veze u lokalnim eko-
nomijama (Agarwal, 2012a); istraZivanjem
prostornih dimenzija restrukturiranja odre-
diSta (Agarwal, 2012b); detaljnom analizaom
dru$tvene iskljuCenosti (Agarwal i Brunt,
2006); istrazivanjem trziSta rada odrediSta
(Beatty i Fothergilla, 2004); usmjerenoss¢u
na kljunu ulogu restrukturiranja smjeSta-
ja u procesu revitalizacije (Clegg i Essex,
2000); analizom migracija (Leonardo, 2016)
i ulogom nekretnina kao klju¢nog sredstva
ekonomske promjene u odredistima (Cole i
Shaw, 2006). Druga istrazivanja i izvjestaji
bave se mogulim rjeSenjima revitalizacije
(Communities and Local Government, 2010;
House of Commons, 2007; Saxena, 2014;
Shared Intelligence, bez datuma).

investment and to find resources to upgrade
accommodation and facilities.

3. THE CONTEXT OF MATURING
RESORTS

Maturing resorts are little understood
and until recently have not been the focus
of either research or targeted policy initia-
tives (Shared Intelligence, no date). In many
countries their resort spaces occupy a par-
ticular place in the urban landscape, often
with substantial in-migration, not only of
retirees but also of older economically active
individuals, attracted by the amenity values
of a coastal location (Beatty and Fothergill,
2004; Leonard, 2016). These resorts have
been the focus of more recent research, part-
ly due to the particular economic, social and
environmental challenges that their changing
role has created. These challenges are prov-
ing to be very different from towns experi-
encing industrial decline. In response, the
knowledge base for maturing resorts is ex-
panding with major projects calibrating their
social and economic dimensions (see Beatty
et al., 2008; Beatty et al., 2009; McElduff
et al., 2013), whilst a major European proj-
ect has designed early warning indicators for
resorts (European Commission, 2002). Work
on the economic and social landscape of
resorts includes Agarwal’s (2012a) analysis
of economic linkages in resort economies;
Agarwal’s (2012b) examination of the spatial
dimensions of resort restructuring; Agarwal
and Brunt’s (2006) detailed analysis of so-
cial exclusion; Beatty and Fothergill’s (2004)
examination of resort labour markets; Clegg
and Essex (2000) focus on the key role of
accommodation restructuring in the revital-
isation process; Leonard’s (2016) analysis of
migration; and Coles and Shaw’s (2006) pa-
per on the role of property as a key medium
for economic change in resorts. Other stud-
ies and reports have examined the options for
revitalisation (Communities and Local Gov-
ernment, 2010; House of Commons, 2007,
Saxena, 2014; Shared Intelligence, no date).
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U navedenim radovima tvrdi se da je
svako odrediSte razliCito i da generalizacije
ne pomazu pri razvijanju strategija i traze-
nju rjeSenja problema njihovog nazadova-
nja, osobito kad je rije¢ o veli€ini odredi$ta
(Agarwal, 2012b; Agarwal i Brunt, 20006).
Medutim, u tim odrediStima jasno se vide
klju¢ni elementi turisti¢kih destinacija. Je-
dan od njih je inherentan sukob lokalnih dio-
nika i nepopustljivi interesi politike u malim
gradovima gdje je obicno sva paznja usmje-
rena na samo odrediSte umjesto na njegov
odnos prema svijetu. Turizam je fragmenti-
rani sustav u kojem su mala i srednja podu-
zela usredotocena na sebe same i po prirodi
su konkurentna (za viSe primjera utjecaja
fragmentacije na implementaciju strategija
vidi Agarwal, 2012a). Te destinacije imaju
dva specificna obiljeZja koja utjecu na po-
tencijalan uspjeh ili neuspjeh revitalizacije.
Prvo, njima dominiraju mala poduzeca koja
se sastoje od samo jedne osobe ili su obitelj-
ska te im nedostaje menadzerskih vjestina i/
ili obrazovanja. Takva poduzeca imaju izu-
zetno instrumentalisticki pogled na to kako
¢e revitalizacija utjecati na njihovo poslo-
vanje te ona mora biti izravno vrlo vazna za
njihov rad kako bi se u nju ukljucile. To znaci
da je za revitalizaciju klju¢na djelotvorna ko-
munikacija o svim planovima i strategijama.

Drugo, kao i kod svih destinacija, pru-
Zanje turistickog proizvoda je fragmenti-
rano nizom pruzatelja usluga, od smjeStaja
do prijevoza. To znaci da nitko nije vlasnik
cjelokupnog procesa kreiranja dozivljaja, a
posljedica toga je loSa koordinacija strategija
i planova. Stoga vodenje destinacije ovisi o
javnom sektoru, Cesto o lokalnim organiza-
cijama za upravljanje destinacijom (DMO).
Stoga se DMO-i suocavaju s izazovom da
prilikom izrade strategija revitalizacije su-
raduju sa svim dionicima odrediSta i da ih
temeljito upoznaju sa strategijama. Medu-
tim, destinacije nemaju linije odgovornosti
koje nalazimo, na primjer, u organizacijama
u privatnom sektoru, Sto znac¢i da DMO-i ne-
maju autoritet nad dionicima u destinaciji i u
svojem se radu moraju sluZiti uvjeravanjima

Whilst these reports argue that each re-
sort is distinctive and that generalisations
are not helpful when developing strategies
and solutions to decline — especially in terms
of the importance of resort size, (Agarwal,
2012b; Agarwal and Brunt, 2006), such re-
sorts do demonstrate the core elements of a
tourism destination. This includes inherent
local stakeholder conflict and the entrenched
interests of small town politics, where the
resort itself is the focus and its relationship
with the wider world is missed. Tourism is
a fragmented sector and SMEs are focussed
on their own businesses and are competitive
by nature (see Agarwal, 2012a for examples
of fragmentation impacting upon strategy
implementation). These destinations have
two particular characteristics which impact
upon the potential success or otherwise of
revitalisation. Firstly, they are dominated
by small enterprises which are often single
person or family-owned, lacking managerial
expertise and/or training. Theses enterpris-
es take a singularly instrumental view about
how their business will be impacted by re-
vitalisation and it must be highly relevant
to their operation if they are to buy into it.
This means that effective communication of
any plans and strategies is vital. Secondly, as
with all destinations, delivery of the tourism
product is fragmented across a variety of
providers from accommodation to transpor-
tation. This implies a lack of ownership for
the total experience and hence poor coordi-
nation for strategies and plans. This results
in destination leadership being dependent
upon the public sector, often the local des-
tination management organisation (DMO).
The challenge for DMOs is therefore to col-
laboratively develop revitalisation strategies
with all resort stakeholders and to effectively
communicate the strategy. However, destina-
tions do not exhibit the lines of responsibility
found in say, private sector organizations,
which means that DMOs have no authority
over destination stakeholders and must op-
erate by persuasion and influence. Public
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i pozicijom moci. Usto, vodstvo u javnom
sektoru ometaju godisnji ciklusi donoSenja
proracuna i opceniti nedostatak stru¢nosti.

Pored toga, Weidenfeld et al. (2009) tu-
rizam vide kao sektor kojeg karakterizira
niska razina spremnosti na izlaganje rizi-
cima, skromni financijski resursi za inve-
stiranje, nedostatak povjerenja i suradnje
medu poduzeCima te brza fluktuacija kako
poduzeca, tako i zaposlenika. Tim karakte-
ristikama moZemo dodati i probleme vezane
uz stru¢no osoblje koje uzrokuju lose prakse
upravljanja ljudskim resursima protivne kon-
tinuitetu strategija i planova. To se odnosi na
zaposljavanje sezonskih radnika i radnika
na pola radnog vremena, veliku fluktuaciju
radne snage i slabo kvalificiran sektor koji
smanjuje apsorpcijsku sposobnost turistickih
organizacija i destinacija.

Set okolnosti odredista za revitalizaciju
i inovacije

Tako je moguce poopcavati proces revi-
talizacije, u stvarnosti se ona odvija u spe-
cificnim okolnostima odrediSta. Stoga je
nuZno razumjeti okolnosti u kojima se odvija
uspjesna revitalizacija odrediSta. Zadnje po-
glavlje rada istrazuje tri specifi¢na seta okol-
nosti destinacija:

1. Odredista kao krajolici inovacija sastav-
ljenih od dionika koji istovremeno one-
mogucavaju, dopusStaju i prihvacaju ino-
vacije i revitalizaciju (vidi Rowley, 1997);
Destinacije kao umrezene organizacije;

3. Destinacije kao zajednice prakse (Schia-
netz et al., 2007).

Odredista kao krajolici inovacija

Inovacije podupiru revitalizaciju i na njih
se moze gledati kao na “proces pretvaranja
znanja i ideja u vrijednost” (Dvir i Pasher,
2004:16). Procesi inovacija za destinacije sve
su vise interaktivni, protezu se preko cjelo-
kupnog krajolika destinacijskih organizacija
i temelje se na znanjima prikupljenim unu-
tar, ali i izvan destinacije (Alguezaui i Filie-

sector leadership is also handicapped by an-
nual budgeting rounds and a general lack of
expertise.

In addition, Weidenfeld et al (2009) see
tourism as a sector characterised by low
risk takers, a low level of resources for in-
vestment, lack of trust and collaboration
amongst businesses, and rapid turnover of
both businesses and employees. We can also
add to these characteristics, vocational rein-
forcers rooted in poor human resource prac-
tices which militate against the continuity of
strategies and plans. These include the em-
ployment of seasonal and part-time workers,
high labour turnover and a poorly qualified
sector which inhibits the absorptive capabili-
ty of tourism organisations and destinations.

Resort contexts for revitalisation and
innovation

Whilst it is possible to generalise on the
process of revitalisation, in reality it occurs
within particular resort contexts. An imper-
ative for understanding successful revitalisa-
tion therefore lies in understanding the resort
context within which it occurs. This final
section of the paper examines three specific
destination contexts:

1. Resorts as innovation landscapes com-
prised of stakeholders who act as barriers,
gatekeepers and receptors of innovation
and revitalisation (see Rowley, 1997); and

2. Destinations as networked organisations;
and

3. Destinations as communities of practice
(Schianetz et al., 2007).

Resorts as innovation landscapes

Innovation underpins revitalisation and
can be thought of as ‘the process of turning
knowledge and ideas into value’ (Dvir and
Pasher, 2004:16). Innovation processes for
destinations are increasingly interactive, oc-
curring across landscapes of destination or-
ganisations and drawing upon a knowledge
base that is both within and across the des-
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ri, 2010; Swan et al., 1999). Medutim, kad
se inovacije uvode i kad ih treba prihvatiti u
destinacijama (a i $ire u turizmu), lideri su
uvijek malobrojni, a mnogo je onih koji odbi-
jaju bilo kakve promjene. Rijec je o sektoru u
kojemu se inovacije sporo uvode, a nove ide-
je teSko prihvacaju (Hall i Williams, 2008;
Hjalager, 2010; OECD, 2006). Djelomitno
se to moZe objasniti ¢injenicom da inovacije
potrebne za revitalizaciju obi¢no ovise o ino-
vacijama u pruzanju usluga, a ne o inovacija-
ma u proizvodnji (vidi Kanerva et al., 2006;
Nijssen et al., 2006). Inovacije u uslugama
karakteriziraju:

e Potreba za razumijevanjem i ugradnjom
preduvjeta za pruzanje usluge, kao i ra-
zumijevanjem same usluge;

e Razumijevanje Cinjenice da Ce razvoj
nove usluge i postojece aktivnosti u de-
stinaciji biti Cvrsto povezane;

e Inkorporiranje postojeCeg znanja pru-
zatelja usluga pri ¢emu ti dionici mogu
pomicati granice i otvarati se i prema
znanjima koja dolaze izvana (vidi Shaw
i Williams, 2009; Yang i Wan, 2004).

Kad se razmatraju okolnosti odrediSta za
te vrste inovacija, mozemo zamisliti situaciju
u kojoj u sustavu odrediSta istovremeno po-
stoje oni koji inovacije i revitalizaciju one-
mogucavaju, dopustaju i prihvacaju (vidi Co-
oper et al., 2003). U tom su procesu kljucni
sljedeci elementi sustava odrediSta:

e Izvori i autenti¢nost znanja koje imaju
dionici, kao i njegova kvaliteta i pouzda-
nost;

e Karakteristike onih koji prihvacaju ino-
vacije i njihov kapacitet prihvacanja —
drugim rije¢ima, to¢ka do koje se nove
ideje prenose i nacin na koji se Sire. Neki
od vaznih Cimbenika su veliCina orga-
nizacije te struktura i kompetencije pri-
matelja. U turizmu je vazan koncept ap-
sorpcijske sposobnosti (vidi Cohen i Le-
vinthal, 1990). Mnogim korisnicima zna-
nja o turizmu nedostaje iskustva u tome
podrucju. Na primjer, mala poduzeca

tination (Alguezaui and Filieri, 2010; Swan
et al., 1999). Yet, innovation and its adop-
tion in destinations (and indeed in tourism
more generally) has been characterized by
few leaders and many laggards, leading to
a sector that has been both slow to innovate
and to adopt new ideas (Hall and Williams,
2008; Hjalager, 2010; OECD, 2006). In part
this can be explained by the fact that inno-
vation for revitalisation tends to rely upon
innovations in service delivery rather than
manufacturing (see Kanerva et al., 2006; Ni-
jssen et al., 2006). Innovation in services is
characterisd by:

e The need to understand and build-in the
pre-conditions for delivering the service,
as well as the service itself;

e Recognition that there will be a close
relationship between the new service de-
velopment and the existing destination
activity; and

e Incorporation of the tacit knowledge
base of those delivering the service and
the fact that those stakeholders can act
as boundary spanners allowing access to
external knowledge (see Shaw and Wil-
liams, 2009; Yang and Wan, 2004).

When considering the resort context for
these types of innovations, we can envisage
a landscape of adoption where the resort sys-
tem is comprised of barriers, gatekeepers
and receptors of innovation (see Cooper et
al., 2003). The following elements of the re-
sort system are critical in the process:

e The sources and legitimacy of knowledge
held by stakeholders, as well as the qual-
ity and reliability of the knowledge base;

e Adopter characteristics and capacity to
adopt — in other words the point to which
new ideas are transferred to, and how
they are deployed. Here, relevant factors
include organizational size, structure and
competence of the adopter. In tourism
the concept of absorptive capability is
relevant (see Cohen and Levinthal, 1990).
Many users of tourism knowledge lack
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prihvatit ¢e nove ideje samo ako su vrlo
vazne za njihov rad. Agarwal (2012a) na
primjeru Newquaya pokazuje probleme
s kojima se planeri i menadZeri u odre-
diStima suo€avaju u svojem nastojanju
da odgovore na globalne promjene. Po-
jam kapaciteta organizacije odnosi se na
premoscivanje rascjepa izmedu namjere
i rezultata. S korisnikove tocke glediSta,
taj se model odnosi na sposobnost prihva-
¢anja i primjene novih ideja, sposobnost
djelovanja i poboljSavanja na temelju zna-
nja i transformiranja Sto je moguce vise
ideja vezanih uz inovacije;

e Stupanj sli¢nosti izmedu partnera unutar
mreZze u destinaciji, s obzirom na intere-
se, obiljezja ili obrazovanje, povezan je s
idejom “zajednice prakse” o kojoj se ra-
spravlja u nastavku;

e Razina znanja koje organizacija posjedu-
je; Sto viSe neka organizacija zna, to je
otvorenija za inovacije i nove ideje za re-
vitalizaciju.

4. DESTINACIJE KAO MREZE

O destinacijama se moZe razmiSljati kao
o slabo povezanim spojevima poduzeca, vla-
sti i drugih organizacija (Scott et al., 2008).
Kolektivno, njihovi dionici imaju zajednicki
cilj postizanja konkurentnosti i odrzivosti de-
stinacije te uspje$ne implementacije bilo koje
strategije revitalizacije. Rowley (1997:894)
smatra da “u analizi dionika fokus treba sta-
viti na meduovisnost svih sudionika i nacine
na koje njihov polozaj unutar mreze utjeCe
na njihove moguénosti, ograniCenja i pona-
Sanja”.

Ovaj rad ide i korak dalje te preporuca
promatrati revitalizacijske okolnosti desti-
nacije kao umrezenu uceCu organizaciju.
Utece organizacije brze se prilagodavaju
promjenama i time mogu ostvariti kompara-
tivnu prednost (vidi Cooper et al., 2003). Za
stvaranje takvih ucecih destinacija potrebno
je upravljati kapitalom znanja destinacije

experience in the field. Small enterprises
for example, will only adopt new ideas
if they are highly relevant to their oper-
ation. Here, Agarwal (2012a) notes the
difficulties faced by resort planners and
managers in repsonding to global forces
of change in her Newquay example. This
notion of organizational capability is
about filling the ‘gap’ between intention
and outcome. From the user’s point of
view, this model considers the capacity to
acquire and apply new ideas, the ability
to build or improve upon knowledge and
to transform as many new ideas as possi-
ble for innovation;

e The degree of partner similarity in terms
of interests, background, or education in
the destination network relates to the idea
of ‘communities of practice’ which are
discussed below; and

e The level of organizational self-knowl-
edge, the more an organization knows the
more receptive it tends to be to innova-
tion and new ideas for revitalisation.

4. DESTINATIONS AS NETWORKS

Destinations can be thought of as loosely
articulated amalgams of enterprises, govern-
ments and other organizations (Scott et al.,
2008). Collectively, their stakeholders have
the overall goal of ensuring both destination
competitiveness and sustainability and the
successful implementation of any revital-
isation strategy. Rowley (1997:894) is clear
that the “focus of stakeholder analysis is the
interdependence of actors and how their po-
sitions in networks influence their opportuni-
ties, constraints and behaviours”.

This paper takes this a step further by
arguing that it is helpful to view the destina-
tion context for revitalisation as a networked
learning organisation. Learning organisa-
tions adapt to change more quickly and thus
can gain competitive advantage (see Coo-
per et al, 2003). Creation of these learning
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koji se pak stvara suradnjom i partnerstvom
unutar interorganizacijskih destinacijskih
mreza (European Commission, 2006; Hallin
i Marnburg 2008; Shaw i Williams, 2009).
Drustvena interakcija naglasava utjecaj orga-
nizacija, odnosa i interakcija na revitalizaci-
ju; drugim rijeCima, nacine na koje dinamika
dionika u destinaciji moze olak3ati ili otezati
proces revitalizacije.

Analiza druStvenih mreza omogucava
mjerenje mreznih struktura, kalibraciju i
klasifikaciju analizom veza — slobodnog pro-
toka informacija i suradnje, i ¢vorista — kon-
kurentske pozicije. To znaci da je konfigu-
racija destinacijske mreze klju¢na u procesu
revitalizacije jer otezava ili potice izgradnju
destinacijskog kapitala te razmjenu znanja i
komuniciranje strategije revitalizacije prema
dionicima u destinaciji (Braun, 2004; Rea-
gans i McEvily, 2003). Tsai (2001:996) sma-
tra da organizacije u destinacijama mogu biti
inovativnije

“ako zauzimaju sredisnja mjesta u mreZi
koja im omogucavaju pristup novim znanji-
ma koje su razvile druge jedinice. Medutim,
to ovisi o apsorpcijskom kapacitetu tih je-
dinica, odnosno sposobnosti da uspjesno
usvoje novo znanje’.

Reagans 1 McEvily (2003) slazu se da
mrezna struktura bitno utjece na protok zna-
nja i inovacija. Ustanovili su da, osim razine
¢vrstoCe povezanosti ¢vorista, protok znanja
olakSavaju i druStvena kohezija izmedu Cla-
nova mreze i raspon mreze (broj mreznih
veza koje prelaze institucionalne, organiza-
cijske 1 drustvene granice). I Rowley (1997)
i Braun (2004) ustanovili su da su protok
znanja i lokacija unutar mreze te zemljopi-
sna lokacija snaZzno povezani, pri ¢emu na
uspjeSno prenoSenje znanja snazno utjecu
mrezna kohezija i povjerenje sudionika u
mreZu te njihova ukljuCenost u samu mreZzu.
Koncepte zemljopisnog prostora i mreznog
prostora uveli su Huggins et al., (2012). Sla-
Zu se da mreze omogucavaju pristup novim
idejama, ali smatraju da se to odvija na dva
nacina — prvo, stvaranjem geografskih kla-

destinations demands managing destination
knowledge capital which in turn is created
through collaboration and partnerships with-
in inter-organizational destination networks
(European Commission, 2006; Hallin and
Marnburg 2008; Shaw and Williams, 2009).
Here social interaction highlights the influ-
ence of organizations, relationships and in-
teractions to revitalise; in other words how
the dynamic of the stakeholders at the desti-
nation can facilitate or inhibit the process of
revitalisation.

Social network analysis allows network
structures to be measured, calibrated and
classified by analysing relationships — by
flows of information and cooperation, and
nodes — by competitive position. In other
words, configuration of the destination net-
work is critical in the revitalisation process
as it inhibits or encourages the building of
destination capital and both the sharing of
knowledge and the communication of the
revitalisation strategy to destination stake-
holders (Braun, 2004; Reagans and McEvily,
2003). Here, Tsai (2001:996) argues that des-
tination organizations can be more innova-
tive,

“if they occupy central network positions
that provide access to new knowledge devel-
oped by other units. This effect, however, de-
pends on units’ absorptive capacity, or abil-
ity to successfully replicate new knowledge”.

Reagans and McEvily (2003) agree that
network structure impacts fundamentally
upon knowledge flow and innovation. They
found that over and above the effect of the
strength of the tie between nodes, knowledge
flow is facilitated by social cohesion amongst
network members and network range (the
number of network ties that cross institu-
tional, organizational, or social boundaries).
Both Rowley (1997) and Braun (2004) also
found a strong relationship between knowl-
edge flow and both network and geograph-
ic positioning, with successful knowledge
transfer strongly influenced by network co-
hesion and actors’ trust in, and engagement,
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stera organizacija unutar neke destinacije i
drugo, unutar mreznog prostora koji moze
biti turisticki distribucijski lanac ili hotelski
marketing. Takva razmiS$ljanja javljaju se i u
radu o prenoSenju znanja medu turistickim
atrakcijama Weidenfelda et al. (2009).

Medutim, Barthelt et al., (2004) tvrde da
su mreze stvorene oko geografskih klastera
poput destinacija zasnovane na lokacijom
ograni¢enom, skromnom znanju te da su
nam potrebne organizacije i pojedinci koji
su spremni prelaziti granice i pristupati dru-
gim mrezama na globalnoj razini (Tushman
i Scanlan, 1981). To je vrlo vaZno pitanje za
odredista u kojima se strategije revitalizacije
mogu utopiti u lokalnome, pri cemu postoji
opasnost da im promaknu rad konkurenata i
promjene na trziStu. Medutim, sve vece Kori-
Stenje druStvenih medija za umreZzavanje na
globalnoj razini organizacijama i klasterima
pruza jednostavan nacin prelaZenja granica
i omogucava pristup najrazli€itijim izvorima
znanja o revitalizaciji. Alguezaui i Filieri
(2010) podupiru ideje Barthelta er al. (2004)
te smatraju da te guste kohezivne mreze
mogu biti od koristi organizacijama Clanica-
ma zahvaljujuci ¢vrstim vezama, intenzivnoj
komunikaciji, prilagodavanju ponaSanja i
suradnji koja se zasniva na odnosima uza-
jamnog povjerenja, Sto rezultira zajednic-
kim videnjem problema. Primjerice, Rowley
(1997:898) smatra da ,,kombinacija zajednic-
kih ocekivanja, lakoce kojom se medu dio-
nicima razmjenjuju informacije i potencijala
za stvaranje koalicija, §to su obiljezja gustih
mreza, obi¢no proizvodi snazne ujedinjene
pritiske dionika i dovodi do usuglaSavanja
unutar organizacije. Medutim, postoji i opa-
snost da se organizacija pretjerano ‘ugnijez-
di’ u mreZi i zatvori unutar nje pa Alguezaui
i Filieri (2010), suprotno navedenome, sma-
traju da rastrkane mreZze sa slabim medusob-
nim vezama sadrze ‘strukturne rupe’ koje
omogucavaju razmjenu informacija i pristup
originalnijim i novijim idejama koje nastaju
izvan mreze (Burt, 1992). Ustvari, organiza-
cije bi trebale iskoristiti oba navedena pri-

with the network. Here, the concept of both
geographic space and network space is in-
troduced by Huggins et al (2012). They con-
firm the idea that networks allow access to
new ideas but see this as occurring in two
ways — firstly through geographical cluster-
ing of organisations in say a destination, and
secondly within network space which may
be a tourism distribution channel or hotel
marketing collective. This is implicit within
Weidenfeld’s et al (2009) work on knowledge
transfer amongst attractions.

However, Barthelt et al (2004) argue that
networks based around a geographical clus-
ter such as a destination are based upon lo-
cationally-constrained tacit knowledge and
that what is needed is boundary-spanning
organisations and individuals who can ac-
cess other networks globally (Tushman and
Scanlan, 1981). This is real issue for resorts
where revitalisation stategies can be mired in
the lcality and fail to encompass competitors
and the changing market place. However, the
increasing use of social media for networking
globally provides an easy boundary-spanning
mechanism for organisations and clusters to
draw upon a wide range of knowledge sourc-
es for revitalisation. Alguezaui and Filieri
(2010) support Barthelt et al’s (2004) view
by identifiying that dense cohesive networks
can deliver benefits to member organizations
through close ties, strong communication,
conforming behaviour, and cooperation based
upon a trusting set of relationships leading
to a shared understanding of issues. Rowley
(1997:898) for example is clear that “the com-
bination of shared expectations, the ease of
information exchange between stakeholders,
and the potential for coalition formation, all
of which characterise dense networks, tend to
produce stong unified stakeholder pressures
and to lead the organization toward conformi-
ty”. However, there is a danger of the orga-
nizations being overly embedded and ‘locked
in’ to the network, hence Alguezaui and Fil-
ieri’s (2010) opposite claim that sparse net-
works with weak ties feature ‘structural holes’
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stupa jer tako mogu naci ravnotezu izmedu
koristi i rizika koje svaki od njih donosi.

Da bi destinacijske mreze uspjele u re-
vitalizaciji, njima treba upravljati jer one
predstavljaju okvir za komuniciranje politi-
ka i posredovanje medu dionicima. Na taj se
nacin potiCe stvaranje istinske ucece desti-
nacije i kapitala znanja u destinaciji koji po-
drazumijevaju interaktivnu razmjenu znanja
i povjerenje. Dobro upravljanje i vladanje
mrezom potrebni su kako bi se u destinaciji
postigao djelotvoran protok znanja i stvorila
strategija. To ¢e omoguciti i ulazak novih su-
dionika u taj proces i sprijeciti da se znanja
razmjenjuju samo medu ¢lanovima mreze
(vidi Eickelpasch i Fritsch, 2005). Aktivno
sudjelovanje u formalnim ili neformalnim
mrezama uvelike su prepoznati u literatu-
ri kao najraSireniji nacin stjecanja znanja u
turistickim destinacijama (Baggio i Cooper,
2010; Presenza i Cipollina, 2010; Scott i
Ding, 2008). Drustveni odnosi igraju klju¢nu
ulogu u uc¢ecim destinacijama te se od dioni-
ka zahtijeva da naglasak stave na upravljanje
odnosima jednako kao i na upravljanje pro-
cesima ili organizacijama (Beesley, 2005;
Inkpen i Tsang, 2005). IstraZivanja koja pro-
ucavaju izvore i nacine koristenja novih ideja
naglaSavaju vaznost druStenih odnosa jer se
preferiraju osobni umjesto neosobnih izvora
znanja te potvrduju vaznost mreza za osi-
guravanje protoka znanja i imprementaciju
strategija i planova (Cross et al., 2001; Xiao
i Smith, 2010).

5. DESTINACIJE KAO ZAJEDNICE
PRAKSE

Danas je jasno da su okolinosti za inova-
cije i strategije manje usmjerene na pojedin-
ca, a viSe na mreze i zajednice prakse (COP).
Mnoge karakteristike zajednica prakse kao
konteksta za inovacije i strategije analogne
su s destinacijama (Gotvassli, 2008). Raz-
motrimo, primjerice, deskriptore zajednice
prakse i usporedimo ih s onima za destina-
cije:

which allow for information brokerage and
access to more novel and new ideas external
to the network (Burt, 1992). In fact organiza-
tions should benefit from both approaches as
the gains and risks associated with each bal-
ance up.

To succeed in revitalisation, these destina-
tion networks need to be managed as they pro-
vide a framework for policy communication
and intervention. This will encourage creation
of a true learning destination and encourage
the building of destination knowledge cap-
ital through interactive sharing and trust.
Good governance and management of a net-
work is needed in order to achieve effective
knowledge flows and strategy at the destina-
tion. This will also manage new entrants and
ensure that knowledge is not lost to network
members (see Eickelpasch and Fritsch, 2005).
Participating actively in formal or informal
networks is one example of an activity that
has been widely recognized in the literature
as a common source of knowledge in tourism
destinations (Baggio and Cooper, 2010; Pre-
senza and Cipollina, 2010; Scott and Ding,
2008). Social relationships play a critical
role in these learning destinations, requiring
stakeholders to emphasize the management
of relationships as well as the management
of processes or organizations (Beesley, 2005;
Inkpen and Tsang, 2005). Studies of how new
ideas are sourced and utilized highlight the
importance of these social relationships as
personal rather than impersonal sources are
preferred, confirming the important contri-
bution that networks make to knowledge flow
and implementing strategy and plans (Cross et
al., 2001; Xiao and Smith, 2010).

5. DESTINATIONS AS
COMMUNITIES OF PRACTICE

It is now recognised that the context for
innovation and strategy is less focussed on
the individual, but rather that it takes place
within networks and communities of prac-
tice (COPs). Here there are many character-
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e Zajednica prakse je skupina pojedina-
ca koji razvijaju nacin zajedni¢kog rada
kako bi izvrSili neku svrsishodnu aktiv-
nost;

e Zajednice prakse razlikuju se od mreza
po tome Sto imaju svrhu i ne predstavljaju
samo skup odnosa;

e Povjerenje i suradnja predstavljaju vazne
dimenzije u¢inkovitih zajednica prakse;

e Zajednice prakse sve vise zahtijevaju re-
guliranje organizacije i upravljanje;

e Zajednice prakse mogu se stvarati i isko-
ristiti za ostvarivanje strateSke prednosti;

e Zajednice prakse imaju:

o Uzajamni interes da se angaziraju;

0 Zajednicke aktivnosti i djelovanje;

0 Zajednicku povijest i koncepte (Wen-

ger, 1998).

Analogija s destinacijom korisna je kada
je rije¢ o okolnostima za strategije revitaliza-
cije jer ih odlikuje zajednicka svrha i jedin-
stven cilj. Pripadanje destinaciji ili zajednici
prakse podrazumijeva predanost organizaci-
ji, ali zahtijeva i upravljanje kako bi se po-
budio i odrzavao entuzijazam te zajedniCku
viziju i vodstvo da bi se ublaZzile strukture
moci inherentne svim organizacijama. Moz-
da je ono po ¢emu se zajednice prakse ra-
zlikuju od destinacija to Sto zajednice prakse
ovise o visokom stupnju povjerenja (Bolisani
i Scarso, 2010). A upravo je povjerenje — ili
njegovo odsustvo — klju¢no za probleme ve-
zane uz djelotvornu implementaciju strategi-
ja u turistiC¢kim destinacijama.

6. ZAKLJUCAK

Ovaj rad smatra da razumijevanje okol-
nosti zrelih destinacija kao umreZenih su-
stava pomaZe u razumijevanju procesa re-
vitalizacije. Specifitne arhitekture mreze
poti¢u inovacije i prihvacanje novih ideja
te vode stvaranju ucecih destinacija. Uprav-
ljanje mrezama i dobro vodstvo, primjerice
upravljanje oc¢ekivanjima dionika i pruZanje

istics of COPs as a context for innovation and
strategy that are analogous with destinations
(Gotvassli, 2008). Take the descriptors of a
COP for example and compare them with
those for a destination:

e A COP is a group of individuals who de-
velop a shared way of working together to
accomplish some purposeful activity;

e (COPs differ from networks in that they
have a purpose and are not just a set of
relationships;

e Trust and collaboration are important di-
mensions of effective COPs;

e COPs increasingly need organizational
regulation and management;

e COPs can be cultivated and leveraged for
strategic advantage and

e COPs have:
o Mutual engagement interest,
o Common activity and action,

o A shared repertoire of history and
concepts (Wenger, 1998).

The analogy with the destination is a use-
ful one as a context for revitalisation strate-
gies, inferring a common purpose and united
goal. Belonging to a destination or to a COP
implies commitment to that organisation
but demands management to both instil and
maintain drive, shared vision and leadership
to moderate the power structures inherent
in all organisations. Perhaps where a COP
differs from a destination is in the fact that
a COP depends upon a high degree of trust
(Bolisani and Scarso, 2010). It is this notion
of trust — or lack of it — that is central to the
issues surrounding effective implementation
of strategies in tourism destinations.

6. CONCLUSION

This paper is clear that understanding
the context of mature destinations as net-
worked systems aids our understanding of
the revitalisation process. Particular network
architectures encourage innovation and the
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podrske, kljutni su za uspje$no uvodenje
inovacija i revitalizaciju zrelih destinacija.
Destinacije mozemo zamisliti kao krajolike
u koje se uvode inovacije i revitalizira ih se,
a karakteriziraju ih dionici koji mogu oteza-
vati, sprijeciti ili prihvatiti nove ideje koje se
nalaze u samom srcu strategija revitalizacije.
Dobro upravljanje destinacijskom mrezom
dovest Ce do stvaranja organizacija uceCih
destinacija, pri ¢emu su zrela odrediSta u
boljem poloZzaju prilagoditi se i pristupiti ob-
navljanju i stvaranju konkurentske prednosti
za buducnost.
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