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THE PROPOSITION OF THE MODEL FOR MANAGING TURISTM RESOURCES OF THE BORDER AREAS – THE BASIS FOR CREATING A TOURIST BRAND 
Abstract
Cross-border cooperation is becoming an imperative when managing a sustainable tourist development of the border areas. A synergic development of specialised tourism products of two or more bordering nations contributes to a more pronounced competitiveness and a greater recognisability of the said areas. Interest association contributes to the strengthening of the overall cooperation of the border areas. The broadening of cooperation stimulates the development of novel business ides and gives rise to a stimulating entrepreneurial environment. As a consequence of new ideas, the strengthening and growth of the economy, entities, products and services contribute to creating a new image of the border areas. New business contents improve the identity, expanding the potential for creating a recognisable brand of a particular border area The strengthening of European interregional cooperation is a confirmation of an affirmative stance toward economic integrations, which give rise to these projects, that are a prerequisite for finding investors who are willing to finance infrastructure projects.
Tourism is an economic commitment of the Republic of Croatia. With that fundamental regard in mind, Republic of Croatia should be the promoter of initiatives that aim to establish cross-border cooperation, with the ultimate goal of strengthening tourism identity of the border areas. Establishing cross-border cooperation contributes to increased propulsion of transit tourist corridors of the border areas. In that regard, the marketing potential is also represented in the possibility of forming a co-branding effort that establishes a national tourism supply for the nations which possess a sufficiently developed tourism sector in the border areas.
The diversity of tourism resources, as well as the climate particularities of the border areas located in the region of ex-Yugoslavia is actually the precondition for creating a recognisable and competitive tourism brand. Earlier research, conducted by the authors from south-east Slovenia and the Karlovac County form the basis for the creation of the model presented in this paper. Similar researches done by the scientists from the nations of ex-Yugoslavia are quite rare, because there is inefficient support from the local governments. Adequate cross-border cooperation, as well as the adequate synergy of tourism development represents the basis for creating the model for managing the resources of border areas. The realisation of such a synergy of tourism development is the platform for the creation of a recognisable tourism brand of a particular cross-border area. In regard to the increasing synergy, the contribution of labour is evaluated. Further incentives represent potential positive repercussions on the political and economic stages, ones that could easily influence at present modestly valorised cross-border areas of the ex-Yugoslavian countries.
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Introductory remarks

The period of global recession points to the overall complexity and increased difficulty when anticipating the demand reactions (Avraham, Ketter, 2008.). Quite similar manifestation can be observed when overlooking the manner in which the demand of the global tourism market behaves (Šerić, Vitner, 2011.). Nowadays, a tourist demands increasingly more for the money invested. Therefore, it is necessary to further enhance individual products of tourism, both qualitatively and quantitatively. Cross-border cooperation in the border areas thus arises as a usable platform when creating a competitive tourism supply. The unity of differences, based on social, political and historical repercussions forms a platform that could be used for creating a recognisable tourism brand of the cross-border areas (Šerić, 2008.). A heterogeneous tourism demand represents an incentive for creating a heterogeneous tourism supply, one that can meet the criteria of differentiation, uniqueness, recognisability and distinctiveness of the tourism supply.
Creating a recognisable tourism brand by fostering cross-border cooperation in the border areas is conditioned by actions that are planned and systematic in nature (The program of cross-border cooperation, 2010.). With regard to the various social and political entities that exist along the border areas, activities should be planned in accordance with state regulations of each respective state. This guarantees that managing and valorisation of the tourism resources will not become an improvisational activity.

Forming of a joint tourism cross-border brand will make the tourism supply recognisable and unique (Blažević, Radnić, 2006.). Cross-border areas are rarely included in the national plans of tourism development. With regard to the marginalisation, the absence of necessary tourism infrastructure is frequently quite evident. This fact presents opportunities for the financial investors. Branding of a cross-border tourism destination contributes to the increased interest of the potential investors, thus ensuring the necessary funds for building the required tourism infrastructure (Avraham, Ketter, 2008.).

. 

The research problem is tied to the selection of the concept for managing the cross-border brand of tourist destination, founded on the basis of available and potential tourism resources. The chosen managing concept should be enhancing market competitiveness, as well as ensuring the optimal managing practices for taking care of the tourism resources in border areas of all the nations involved. The separate incentive is the integration of individual tourism products of border areas, with the ultimate goal of achieving greater competitiveness and the creation of a recognisable tourism brand of cross-border destination. With this regard, based on the former research of the authors (Šerić, 2008.; Šerić, Vitner 2011.), the guidelines for a sustainable concept of managing tourism resources of the border areas will be presented, with the ultimate goal of creating the tourism brand of a cross-border destination.
Explication of the research problem

The full managing potential of tourism resources located in the cross-border areas, so it could eventually give rise to a recognisable tourism brand, is insufficiently researched (Vodeb, 2006.). It is a consequence of a delayed implementation of marketing tools to the field of tourism research (Kuhn, Alpert 2009.). An additional problem arises from a conventional practice of rarely including the border areas in the plans for tourism development (Vodeb, 2006.). The unification of the unique tourism characteristics of two or more adjacent cross-border areas, contributes in reinforcing the competitiveness of the tourism brand of the entire area (Šerić, Luković, 2010.). An efficient branding of tourism cross-border areas remains a prerequisite for an image based on the fundamental tourism resources (Šerić, 2008.). The condition for creating the competitive destination image is an effective managing of the marketing scenario of the tourism offer. In order to effectively manage the image of a tourism area, one has to consider the totality of the identity the cross-border area has. Thus perceived, trough the perspective of branding, the destination image has to be regarded as a consequence and not the cause. The scenario of marketing management, which deals with the managing of the destination identity, should be evaluated on the basis of the destination’s resources. This approach represents an adequate starting point in shaping the recognisable and competitive brand of the border area.
The process of branding the cross-border areas is time-intensive and complex (Vodeb, 2006.). When managing the tourism brand of the cross-border areas, the marketing strategy should be developed as neither a promotional, nor a political campaign (Aaker, 2001.). The uniqueness of the usable tourism resources present in the cross-border areas are quite frequently the consequence of social and historical peculiarities of that particular cross-border area (Kuhn, Alpert, 2009.). Cross-border collaboration contributes to the uniqueness of the tourism product (Črnjar, 2009.). The competitiveness of the tourism supply is enhanced trough the modifications done to models that manage cross-border destinations (Blažević, Radnić, 2006.). No matter what the level of quality of individual tourism products of cross-border destination is, it is necessary to standardise tourist supply at large. Because of this, when managing the brand of cross-border destination, it is necessary to apply the strategy that is in accordance to the resources on which the brand is based. Cross-border cooperation has significant effect on implementation of the set strategy, thus becoming the precipitator for creating the recognisable brand of cross-border tourism destination. Efficient marketing strategy, one attuned to the resources represents one of preconditions to the creation of a recognisable and competitive brand (Aaker, 2001.). Image modifications of cross-border tourism destination can be achieved practically via re-branding activities, with accordance to the interests of cross-border areas (Šerić, Vitner, 2011.). Stimulating the tourism interest is achieved by identifying the crucial resources present in the management of brand destination scenario, as well as the desired remaking of the destination vision (Šerić, Vitner, 2011.). 
The strategy of managing the scenario of branding the cross-border tourism destination should be modified to match the expectations of targeted tourist segments, in accordance with the historical and social development of the cross-border areas. Specificity and diversity of cross-border areas of two or more neighbouring countries determine the specificity of models managing the brand of a particular cross-border tourism destination. Depending on the individual case, it is useful to define a common branding strategy for adjacent, cross-border areas, even under the condition of unequal tourism development. The implementation of the economic model that enables the creation of a joint recognisability of cross-border areas is useful in such an instance. 

Cross-border areas are frequently facing specific problems, such as unequal economic development and uneven population distribution, which is usually a consequence of depopulation. Frequent are the problems of relative or absolute inaccessibility, insufficient infrastructure, nomadic behavioural patterns of the local populace, small size of the market that excludes the possibility of a sufficient economic development, or the weak political influences, due to the area being on the fringes of political importance. In the areas characterised by peculiar and valuable landscape resources, as well as the significant cultural and historic heritage conditions, a specialised tourism offer can indeed be developed. Thus formed, the tourism offer is manageable, achieving branding and positioning in a particular niche.

Based on everything thus presented, the cooperation between representatives and tourism entities in the cross-border areas represent an imperative for the development of tourism. Therefore, applying benchmarking to the formation of an adjusted model of branding the cross-border tourism destination is indeed practical. Coordinating the tourism supply in the border areas enables the rationality when investing in the much needed facilities of the tourism infrastructure.
Resources that serve as an appropriate basis for the creation of the tourism brand in the cross-border destinations are distinguished into two basic groups. Internal resources represent the tourist attributes of the region (landscape, flora and fauna, the uniqueness of the environment, etc.). Also, this category encompasses the attitude of the cross-border populace toward development, as well as their habitat fragmentation. External resources are the willingness of the government administration to develop cross-border tourism, as well as the available investment capital. These resources also encompass the interest of funding tourism from foreign investors. Other external resources that are pragmatically feasible to analyze are the global increase in demand for the specific tourism forms (ecotourism, thanatotourism, adventure tourism, etc.). On the basis of these components, it is possible to create a proposition of a model for managing the tourism resources of the cross-border areas, as the fundamental future tourism brand of cross-border destination.
It is possible to establish an efficient system of conservation and sustainable management of valuable resources, in regard to the joint tourism policies and cooperation of the cross-border areas. Creating the tourism brand based on the exact model stimulates interaction and an effective integration of various tourism entities of the whole area, covering the whole cross-border tourism destination. An approach based on such a model enables a collateral comparison of disposable tourism resources, the coordination and planning of investment in the tourism infrastructure, as well as forming the joint strategy of the tourism development of the cross-border areas. Cross-border cooperation sets up preconditions for a greater economic competiveness of the business entities in the entire said areas. The uniformity of development of the wider region is thus encouraged, as well as the enabling of the different forms of horizontal, vertical and diagonal business associations. Inside the European Union, an apparent effort to foster linking and networking of smaller bordering tourism destinations into integrated tourism areas is evident, ones showcasing diverse, specialised tourism products. These projects attract investors and contribute to the economic development of the border areas. The fact is that border areas are still marred with unbalanced economic development and the fluctuation in populace numbers, so the integration of tourism activities by interconnecting the border areas has apparent advantages, as far as social marketing is concerned. In that regard, the basic hypothesis of the research is as follows: Branding of a certain cross-border tourism destination, based on the model of managing tourism resources, ultimately contributes to the creation of a competitive tourism brand, as well as the affiliation and integration of the populace in immediate contact.
Research problem explication 

The benchmarking research explores several examples of European, cross-border cooperation. These research results, as well as the understandings that arose from former research, concerning the cross-border cooperation by border areas on the Slovenia – Croatia border, presented a platform for creating the proposition of a model for managing tourism resources of border areas that, in turn, served as a basis for the creation of the tourism brand.
Lor-Lux-Saar is an agreement that establisher the cross-border cooperation between France, Luxembourg and Germany. It covered the issues of linking and joint operations of business entities in the Luxembourg area, French Lorraine region, as well as the German region of Saarland. The said agreement is concerned with eight sectors in total, of which one of the most important is tourism. An important common resource, included into cross-border cooperation is the nature park, located on the border between Germany and Luxembourg (Vodeb, 2007.) .

The research also analyzes the model of cross-border cooperation, Kvarken-Mittskandia is located in the border area between Sweden, Finland and Norway. Kvarken-Mittskandia encompasses the Norwegian region of Helgeland, Swedish regions of Västerbotten and Örnsköldsvik, as well as the Finnish region of Österbotten. This model also bases its cooperation on the valorisation of tourism resources of cross-border areas. The fundamental goal of the cooperation is the reinforcement of recognisability of the tourism offer for the entire area, trough a strong cohesion of entities engaged in the tourism sector. The corresponding actions resulted in the increased attendance by tourists, as well as channelling the weekend tourist spending, that used to be focused at the countries on the other side of the Baltic. This example is interesting because of the traditional antipathy between Norwegian and Swedish people, which can prove to be extremely useful when considering the cross-border cooperation between countries of ex-Yugoslavia.
Useful experience can be derived from the project of cross-border tourism cooperation between Slovenia and Austria. This project is financed through the program PHARE CBC. The project connects Slovenian border zones, municipalities Tržič, Jesenice and Jezersko with the Austrian border zone.

A specific example of cooperation involving Republic of Croatia is the cooperation between the Olimia spa, located in Podčetrtk, Slovenia, with the Croatian region, Hrvatsko Zagorje. This cooperation is based on the trans-national settlement concerning the unrestrained crossing of the borders for the visitors of the spa during their stay. The goal of this cooperation is strengthening the competitiveness of the Olimia spa with regard to the other providers of the health tourism services in Slovenia (Vodeb, 2007.). Along with the tourism supply of the Hrvatsko Zagorje region, the Olimia tourism entity has enriched its fundamental offer. On the other side, the constant affluence of business visitors increases the number of tourist visits during the entire year.
The knowledge and experiences of the abovementioned projects have been used in order to shape the model of managing the tourism resources in the cross-border areas, with the ultimate goal of creating an efficient platform for the possible tourism brand. All the analyzed projects of cross-border cooperation aimed at increasing the competitiveness of the tourism supply in the whole, wider region. The same has been achieved by a synergistic tourism development, based on the upsurge of novel tourism products, the formation of a joint promotional policy, as well as the selective planning of the infrastructure projects, in such a way as to ensure the mutual supplement of substance, resources and the tourism infrastructure.
Research results

Based on the initial determinants and the knowledge that arose from the conducted research, a proposition of the model for managing the tourism resources of the cross-border areas has been formed. The research results pointed to the fact that the potential to create a recognisable tourism brand using the cross-border tourism cooperation indeed exists, but it remains to be mostly untapped. Branding of the cross-border tourism destinations, in accordance with the principles of sustainable development, should be, from the ecological aspect, acceptable in the long run, as well as ethically and socially just for the local communities. This model of tourism resource management for the cross-border areas could provide a guarantee for a long-term political and economic stability. 
The brand of cross-border tourism destination should at its core have the orientation toward the specificities of the border areas. This implementation encompasses the rich cultural, geographic and historic diversities. The model should serve mutual interests of all the economic entities located inside the border areas. This means securing the optimum level of competitiveness of the said areas, the positive image of individual components, the increased standard of living, as well as the stable employment rate. The ecological sustainability principle can be applied to the same concept in a way as to ensure the optimal valorisation of the available tourism resources when managing the environment of the economic entities located in the cross-border area. Useful marketing tools are the certifications of eco brands, increasing the awareness of the local populace for the need to preserve their environment, etc. The sociocultural principle of sustainability implicates the sociocultural authenticity of the host, the preservation of the built sociocultural heritage, as well as the traditional values of both of the hosts residing inside the border areas. 
With regard to this, it is a necessity to adjust the model in accordance with the branding concept that will protect the interests of all the stakeholders, all the while unifying them trough resources and supply. Each cross-border area that will ultimately make up the cross-border tourism destination has its peculiarities, as well as the existing tourism products that are either already branded, or do have the branding potential. It is advisable to base the development of a specialised joint tourism product that contributes to the recognisability of the cross-border destination, on the global tourism market. Thus, basing the development of the cross-border destination on such a model, it is possible to achieve and preserve the sustainable criteria for tourism development. These criteria, in turn, lay the basis for competitiveness and the unity of a wide array of diverse, specialised products of cross-border tourism destinations. 
The proposition of the elements for the model of managing the tourism resources of the cross-country areas
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Source: author, according to the conducted research, 2010.-2012.
Conclusion


The suggested model consolidates all the relevant components of efficient managing of the tourism resources of the cross-border destination. The model points to the adequate guidelines for fostering the cross-border cooperation, in order to achieve the tourism development of the wider region. Along with the tradition, historical and cultural heritage, the attitude toward tourism and the fragmentation of the populace inhabiting the wider cross-border area is indeed important. Therefore, it is necessary to promote the sociocultural national identity and to systematically inform the local populace of the importance tourism holds for the economic development for the entire area. National and local political decisions should aim to solve the problems that prevent these aspirations. Simultaneously, it is necessary to convert the potential tourism resources of the cross-border areas into specialised tourism products that could be branded and used for strengthening the tourism image of the cross-border destination. Finally, a prerequisite also presents itself in the form of the government’s affirmative attitude, backed up trough redistribution of the national income, toward the fledgling tourism sector. Therefore, the provision of the relevant documentation for the marketing project is crucial, for it is needed in order to achieve adequate standards that serve as a prerequisite for the development of tourism in the cross-border areas.

The potential for creating a recognisable tourism brand of the cross-border destination contributes to the increased investor interest, concerning the necessary infrastructure projects. However, explicit state care, regarding the tourism development the of cross-border areas also remains a necessity. Finally, the relevant, global trends in tourism are the source behind the creation of adequate guidelines that are needed for the effective creation of specialised tourism products in the cross-border areas, ones in accordance with the resources available.
With regard to the apparent interest of the European Union to encourage the linking and networking among neighbouring tourism destinations into larger tourism zones, with the ultimate goal of creating the recognisable tourism products, these researches also have broader social benefits for all the stockholders and nations. It serves to attract foreign investments and also to obtain funds from the structural funds of the European Union. Therefore, the suggested concept of the proposed model for managing the tourism resources of the cross-border destinations should be general in nature, not only because of the apparent need for it to be able to suit numerous different situations, but also because of the need to create a much simpler selling point in order to entice the prospective investors, so they invest in the tourism infrastructure. 
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