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INTEGRATED MANAGEMENT OF THE CULTURAL TOURISM
PRODUCTS BASED ON THE VALUE CHAIN

Abstract

The dynamic growth of cultural tourism around therla in recent years has generated unmet markelsrteecreate
the proper management of products based on theraluheritage of past and present generations fifstepart of
the article presents the essence of cultural toupsoducts with special emphasis on quality andbttaad of these
products. The second part of this article describesintegrated system of cultural tourism produntmagement
related to the value chain, which is based on wniguthor’s contributionThe introduced model of creation and
management of cultural tourism products is focusadthe pro-quality approach. This approach, entdwggh
supportive promotion, will lead to the creationtloé brand and should help to gain competitive nteaklgantage.

Keywords: cultural tourism products, management, value ché&mnyism brand, integrated
tourism management
1. Introduction

Cultural tourism is one of the oldest types of imur and since the dawn of human history
accompanied the man, mostly through the pilgrimtagene holy places recognised by different religion
and culturesHowever, the concept of ,cultural tourism” has bé&own and used in theory and
practice of tourism only in the second half of &ighties of the XX century[1]. According to the
World Tourism OrganisatiodNWTO, the broadly understoadltural tourism constitute35-40% of
the whole tourism market in the world and it deypsl@t a rapid pace of 15%e., three times
faster thartourismin general [2]. The literature is dominated by tesdreme approaches to the
cultural tourism. In the narrow understanding, wat tourism is limited only to exploring the
monuments of the material culture. The broad amtr@lows to consider all manifestations of
culture, and therefore it is more appropriate tarabterise the modern tourism movement, where
the often today’s created attractions are an inapotlement [3]Cultural tourismis based on the
contacts and getting to know the spiritual and mmteultural heritage of different societies
around the world. This heritage provides a gre&ievand diversity of cultural contents, which
mostly refer to the people and their creatioRscipients of these values, that is tourists, want
witnessand experience the attractiewents: listen to a concern, see a play, parteipafolk festivals,
regional festivals, get to know the cultural hegéaobjects and try the regional delicacies. Thikésway
the cultural space is created, which is attradioretourists, and with good development it can leea
significant source of income for the communitiesla# givenplace or regionHowever, the use of this

potential depends on the efficient management@ptieparation, distribution and sale of culturairiem

products.
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The aim of the study is to present the systemicagament of cultural tourism products following
the qualitative approach based on the so-callagevethain. The study reviewed the literature andistu
connected with the essence of cultural tourism pets] the brand, and the next links in the tounsioe

chain of cultural tourism products were proposed discussed.

2. The essence of cultural tourism products and theiquality and brands

Cultural tourismdevelopedwhen both travel (tourism) and culture were formedhe
tourism product and commercialised.

In economics it is assumed that everything thahishe market and deserves attention, gets
purchased, used or consumed, and meets someoséeasdend needs is a product [4]. Referring
to tourism, it can be said that everything thahe subject of exchange on the tourism market is a
product. So, the tourism product is, amanigers gplace to stay in a hotel, dinner in a restaurant,
holidays, kayaking, rented tourism equipment, angjkrail, or the prepared culinary party. In the
Polish tourism literature, the concept of freduct, which is largely constituted by the services,
initially aroused opposition of the linguists whelieved that it is reserved for the creations ef th
material nature. Currently, this term has beconmeairthe most important tootsnging fromthe
market approach tihe goods antourism services [5].

The tourism product is what can be consideneobly that meetthe needs and preferences
of tourists. In terms of marketing, the producevery object of the purchase or sale transaction
[6]. Such an approach to the tourism product is ohéhe basic ones in the literature and is
determined by the narrow approach. According taQdurtis [7], the tourist product is a variety
of goods and services offered by companies ofahadm industry. C. Kaspar and B. R. Kunz [8]
call the set of material objects and services, Wwiine tourist uses aronsumeduring his trip,
the supply These definitions, however, ignore the tourisreets which are very important for
the functioning of tourism, and which the tourisea during his trip.

According to A. Rapacz [9], the tourism productaisset of tourist assets (natural and
touring), while in the broad sense it is the whex¢ of goods and services (next to tourist assets)
allowing the tourist to travel to the place of tstmattractions, the stay and their use. From the
point of view of a tourist — the tourist productvees the whole of the lived experience from the

momentone leavefiome to the return [10].
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Currently, the tourism market offers many tourigiquct categories, which differ in certain
characteristic features resulting from the ess@ficbe product. Among others, there is a tourist
product;namelya thing, service, event, party, object, place| t)|ad area. Each of these types of
product can be classified to one two groups. The tourist product — a service aredtturist
product — a thing belordo the basic products (simple); others are thegiratted products [11].

The definition of the cultural tourism prax, accenting the lived experiences, are presented
among others, by B. Mayer [12], describing it as $um of experiences, which the tourist gets
during and after its consumption, taking into actddhe fact that the maimotive for tourismis
the elements connected to cultufde cultural tourism product is — according to the author —
the original composition of various goods and aaltuattractions and the related services,
allowing the tourist their performance during thavel or the stay at the destination. The tourist
cultural product is most often created around thigue assets or cultural attractions. The core of
this product, around which the tourist offer created is most often the historic object,
architecture, folklore, traditions, cultural eventstheir unique combination. K. Gralak draws the
attention to the importance of the unique imagéhefplace, using the local immaterial culture,
legends, traditions and customs in the creatigoradflucts [13].

The cultural tourism product integrates elementschvprimarily attract tourists with some
uniqueness and the extraordinary aspecargfiropogenicqqualities, but also thegromotethe
satisfaction of needs connected with the travelsad inthedestination [14]In other words, the
length of stay otultural tourism product is a set of utilities fang the package of goods and
services thapromote travellincallow for cultural purposes. Its most importargreént are the
resources of the culture of the reception locatior; both material and immaterial dimension,
which concern the past and the present.

The product in the cultural tourism constitutes thesic elements and complementary
elements. The basic elements include historicaldimgs, local tourist attractions, places of
religious worship, historical events, anniversariegendary figures, famous people, industrial
objects, cultural events, festivals, artistic egemirt galleries, museums, cemeteries, the current
cultural offer (events, cinemas, theatres, museuopgra), regional cuisine and folklore.
Complementary elements are accommodation and mgticilities, communication availability,
national roads, rail connections, bike, motorcymdeks, amenities (e.g. playgrounds for families

with children, tourist information system, culturahd labelling of attractions, security system,
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favourable social climate, image of the locatioondition of the natural environment, its purity
and area attractions [15]. The combination of thesameints allowsone to specify the tourist
attractiveness of the given region. Howevernge should remember that such an assessment is
closely connected to the offered tourist produdt e segment of tourists, who are recipients of
the given offer, i.e. on one hand there can beoregiof rich history and developed tourism
infrastructure, and on the other — places of riatural beauty, with the basic tourist facilities.
Each of these places, despite having different padial values, can be treated as tourist
attractiors for the selected groups obnsumersBasic elements directly impact the generation of
the tourism movement (point of arrival), while trmplementary elements affect the
development and competitiveness of the given tbyi®duct, including the feelings and
assessment of the tourist. Products of the cultowaism are the integrated productsmelya
party, object, place, trail amarea.

The optimal tourist product in cultural tourismwever, should mostly refer to and satisfy
the tourists’ needs [16]. The product for the aatuourism shoulthackagedo create the most
attractive and competitive for diverse clients wile constantly changing preferences and tastes.
One hasto remember that for many motivations of the tsiutrips, the cultural heritage in
diverse forms and shapes is an important elemettteofourist product. In the creation of the
cultural tourism productsritical elementsare among others, the state and availability to the
cultural objects and good information about thdsjeais or cultural events. The chance to obtain
numerous benefits, both for the product creatang, the tourists, is the formation tdurism
brand cultural products. The tourist product can be selected by a tourminfamong other
products, and then purchased, in the case wheroita relatively low price, or high quality and
brand. The low price usually does not guarante¢ahest the high standard of services and other
values critical forderive satisfaction from the purchased tourist produdter&fore, more and
more tourists search for brand products charaetrisy high quality, mostly in the field of
services and the catering-accommodation base.

In the literature there are many definitions of knand. The most common is the definition
proposed byAmerican Marketing Association, determining the brand as the name, symbol,
pattern or their combination, created in orderdentify the goods and services of the seller or
their groups and their differentiation from theesf of competitors [17]. Most often the brand is

understood as the name, symbolternms whose purpose is to differentiate the product or
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company on the market [18]. The brand in tourisroifacilitate the good location of the tourist
product against the competitive productis.gives competitive advantage against competing

products establishment.
Figure 1. Benefits flowing from the use of the brad in tourism
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The brand (also in tourism) plays important funesioamely:information, identification,
warranty, practicabnd self-representative [20]. The brand also providamerous benefits
both to the creators of products and ¢hesumes, that is tourists. The most important benefits,
which according to J. Majewski and B. Lane [21] &reught by the brand in tourism are
distinction from other products, shorter process dafcision-making on thee purchase,
information on the manufacturer, country or regiomarranty of the product quality,
stimulation of repeatabilitynd obtaining a higher price for the product. The baadfowing
from the brand for the creator, R. Seweryn [22pgisys attention to, among others the
possibility of the legal protection of the uniqueguct features (the exclusive right to use the
brand for an indefinite period), greater attraatiess of the product and its image, as well as
loyalty of customers and the possibility of a befgeomotion of obtaining higher profits.
Summary of the multiple benefits resulting from thee of the brand in tourism has been
presented in figure 1.

Based on the previous considerations on the toprisiucts and the brand, it can be
stated that brand products of cultural tourism $tiou

» contain the original name of the product, charastierin its kind in accordance with the
specificity of the product, used in different laages and on different markets;

« inform about the product, its features and attebuand benefits and advantages
resulting from the valuable assets of the cultanad historical heritage of the given
place or region;

 facilitate the identification of the product and ihoticing and differentiation from
competitors’ products through the specific cultatifactions;

* have the best product image, acquired (developmdng the customers-tourists, who
are aware of the brand,

* raise the self-esteem of the tourist and strengthenlifestyle, created by using the
specific brand associated with certain values.

In the process of creating brand products of calttourism the most important thing is
to find and to properly manage the cultural assekéch can make the region more attractive,
and even — as it isrgued byT. Jedrysiak — unrivalled [23]. It can beguedthat every region
has a unique specificity [24] and optimal use & #vailable resources becomes the unique
brand. It should also be noted that the formatibbrand products of cultural tourism should
not affect the rules of the social coexistencetuce) respect for history, tradition, religion,

placeandsecurity, laws of nature and economic regulariiieduding the financial situation of
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potential clients. It has to be internally congistdhomogenous whole, because then there is a
possibility of obtaining greater economic effectsedo tourist arrivals, development of the
tourist infrastructure and improvement of the ficiahsituation of residents.

Before a product of cultural tourism is createdd dhen the brand productne hasto
perform a series of activities. The first activisythe tourism development of the place, trail, and
thus the development of tourist services, whichl Wi rendered there (e.g. guide services,
accommodation, catering). It is also necessarterthine theastomersthat is the target segment,
to which the product is directed. Next, the touaBer is prepared, the selection of forms énd
marketingtools is made and thnamels of distributionsare created. Such a developed product can
be the element of the tourist offer of the regionthe whole country, and if the right reputation is

earned, it can become a brand product.

3. Tourism chain of cultural tourism products values tased on the integrated
management

The idea of the integrated managementaisedh on the concept of the continuous
improvement which was created by W. E. Deming. Eeetbped the series (called the Deming
cycle) in which he distinguished the following stagamely:planning, realization, control and
replace bycorrectiveactions. The integrated management developdteina80s of the XX c.
as the part of the business management theoryednmthe intensive, long-term efforts aimed
to change all components of the organisation talyee its best possible product, according to
the consumer’s needs [25].

According to G. Golembski [26] the integrated magragnt system in relation to tourism
can be defined as the pursuit to the managemenglmothe areas of tourism penetration, as a
result of which we obtain the increase of satistecof the visitor with the warranty of the
economic development of these areas, environm@ntdééction and life quality of the local
community. In this definition the key place is opmd by the area of tourist destination. The
term of the area as the freely limited space inctiwntry acting as the tourist function, does not
contain the strictly determined criterion of deliation. Hence, the hierarchically higher spatial
unit is the tourist region. The fully developedrisuregion acts through the defined system of
spatial organisation, based on the set of servipgpeent, closely adapted to the existing
environmental conditions and social relations. Bleepe of functions of the tourist region

depends on the type and degree of the natural magnt attractiveness, recreational
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overloads system in relation to urban centres, tiegistourist traditions and the current
management system.

The integrated tourism management systeavides high quality of rendered tourist
services, minimisation of the negative impact on the environment with #ieultaneous
maintenance of the existing environmental values sacurity of employees and customers
(tourists)[27]. As a result of the integrated masragnt we obtairhere is a increase of the
satisfaction of the tourists visiting the given area with the rigaty of the economic
development of these areas, environmental proteet life quality of the local community.
The integrated management system is the complexoagp to the whole problem of
organisationlt is the implementation of the complex of progitteory Gagne’s [28jwhich —
as it was worded by praxeology creator Tadeusz ridiiski — “all parts together create the
whole, due to the functioning of the common goal”[29].

The integrated cultural tourism management systewers the whole heritage and
cultural environment, which is the sum of humanie@sbments in the material and immaterial
sphere. It is a testament of culture of the lifesotieties of the city and village, the expression
of the desire toecogniseunderstand and interpret the contents (signs &adacters). This
system includes the present and past of the her{taga), material and immaterial state of the
heritage deposited in the area. It gives a warrahtis survival and indication the primary and
secondary goals. The integrated cultural tourismagament system in the city, according to
D. Milczynska-Hajda, should indicate hierarahiygoals in the sphere of the urban life [30].

In the integrated approach, the attention is fodusest of all on the proper shaping of
the cultural tourism product from the supply sidel @ot the unsuccessful attempts to channel
the tourist movement being the result, and not ¢aase of the potential developmental
problems. While the tourism demand is not treatedrandependent factor and located in the
city or region but as a phenomenariosesize and structure can be controlled in a longogleri
According to P. Zmé§lony [31] the attributes of the integrated cultu@airism management are:

» emphasis on the optimized qualities instead ofimaing the offer’s quality;

» striving to maintain the integrity of theombinedtourist and cultural functions with
other socio-economic functions of the city or regio

» creation of the partner structure based on theisiodcultural chain of values
(according to the concept of the tourism chain @i&kmair calues);

* ensuring the flow of information between particutartners creating the offer of

cultural tourism in the city;
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* maintaining the balance between the product dewedémt and the spatial dispersion

of the economic benefits resulting from its rendgri

* long-term horizon of actions and permanent moimtpof their effects.

In the integrated approach to the shaping of tleelymt of cultural tourism we need the

complex and professional approach in terms of nuglogy, hence the formation and

management should take into account a series @ési{¢inks) which together create toarist

chain of cultural tourism product values (figure 2).

The cultural tourism product should be therefoesighed created and well managed, so

that it becomes more competitive on the markeintpkito account theonsumers{(tourists)

needs on diverse tastes and changing tastes.

Figure 2. Tourist chain of cultural tourism product values
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Management in Tourism, P. Keller (ed.), vol. 39, AIEST, St. Galleag7, p. 40 [32].

The set of a series of values, actions and seniscé®e total value of cultural tourism

product.The study of tourists’ needsof their motivation should be connected with thedgt

of possibilities of the creation of the culturaloguct, and thiss the resources of cultural
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heritage, material and immaterial. The primary aesle can be used (usually in the field),
secondary research (using results of other studied)information of analyses conducted by
the specialised research centres, including theéieguof theUnited NationsWorld Tourism
Organisation (WNWTO) e.g. in the field of tenderscend world trends. The market studies
aim to indicate the needs and preferences of tsui@s well as the orientation regarding the
competition and the legal, technical and orgarosati possibilities.

Creation of the cultural tourism product conceptis the creation of a document which
should be prepared by the specialisedvice provideror at least with its cooperation. The
prepared concept should contain, among others iopenf the given area with the description
of cultural values, detailed description of the quct development concept, set of the most
important investments, which should be conductddrbeand during the implementation of the
product and description of the marketing communication processliable and careful
preparation ofhe concept dependsn the implementatioof the whole project connected with
the creation of the cultural tourism product.

Effective information on the product is connected with the broadly understood
promotion. In the rapidly expanding world ebmputerisatin and mechanisatiomne should
be adjusted primarily on the information and prammton the Internet. Howevewith one
cannot forget about the radio spots, televisiontspod folders. For the information and
promotion to bring benefits it should be: complatarrent, reliable, available, easy to find,
formally diversified, recognised in a simple, etfiee system angiromoteable for the further
development.

Tourist's idea on the productis born from the general perceptions of the person
group of people on the product’s services [33].aklare created in the imagination of the
tourist and reveal themselves in some mental appeseand they shape thémage of the
destination place of the travel with the peopleainited there. The ideas depend on the
aforementioned effective information, but also be whole marketing campaign, which should
be professionally prepared with the friendly appto# the tourists’ needs. Changes in the
tourists’ ideas are the effect of promotional awsi@nd should take place simultaneously with
the changes in supphndundertakenn order to adjust it tcheir needs.

High quality of services in the purchase and bookig, high level of accommodation,
catering and road infrastructure, perfect tourist service, goodbye and return homeare
connected most of all with the quality of servieesl the condition of the tourist and paratourist

infrastructure. Important here are, among othegé level of personal culture, communication,
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safety, courtesy, good manners, external appeardrte substantial preparation of people
operating the given cultural tourism product ialery important. It is essential to prepare well
in the field of organisation and methods of servitteency in using different materials, and also
modern electronic devices,ch as computgfax, mobileandradio, telephone.

Short time and comfort of travelling are provided by well preparation of transport
services (rail, road transportation, civil aviatiamd shipping). The high level of these services is
always a great value. A helpful factor in the scopéncreasing the transport quality becomes
the introduction of the quality management sysiemistandards of the ISO 9001-2000 series. It
can bearguedthat it is the style of management which is adjdsio the requirements of the
modern market.

The first good impressions on the productre very important and have an effect on the
whole touristength d stay. These impressions are determined, amoregotly the aesthetics of
the environment andustomer servicdoy the service providers. They affect the degrée o
customer’s trust to the service provider. Very imaot for the tourists is the high standards of
toilets, purity, aesthetics, access to the Intel@ebd impression can alse made by a welcome
letteranda small gift of specially prepared flowers in ftcommodation location.

Tourist’s safety during the travel and stayis a factor to which the tourists planning
their tour. Therefore, tourism organisers, in cooperatiorhwlie right services of public order
should take care, among others, of the protectgainat unfortunate, unpredicted events that
interferewith the travel and stay, and even the attacks of sogenised groups. The safety of
tourists consists also of the medical coverage,dgtezhnical conditionson tourist and
paratourist devices, high quality of road pavind aidewalks and the security of trails against
the potential attacks.

High quality of cultural heritage iconsis the well-maintained, restored wealth of culture,
like: temples, castles, museums, theatres concert halls. Concern for the maintenance and
improvement of quality of these goods is a very ontignt link in proving the quality of the
tourist product. It is important that the good ldibg of tour routes, their equipment with
multimedia support systems, for both individual gndup learning of the cultural heritage.

Good memories and contacts after the returmesult from the quality of tourist services,
which impactenhanceghe satisfaction of tourists. Thigomotesreturn of both the tourist in
the previously visited place/region and re—usirg lthand tourist product. The satisfied tourist
encouragedamily, friends and acquaintances to visistination Good memories after the

return from a travel are a good marketing tdolis often used during discussions around
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friends. Satisfied tourists are kind of “ambassatiaf tourist products and talk about their
positive experiences at least to five people [34].

Monitoring of sales and the changing tourists’ ne#gs andconducting the correction
of the cultural tourism product, are actions affecting the life expectancy of theigi product
and improvement of its value. It is about the n&eddjust to the changing tastes, tourists’
preferences, new possibilities concerning the idistion channelsand supply and other
changing conditions on the markéine can never finish the works on the product at the
moment of its shaping, even if the sales is satisfg. The market and sales must be
permanently observed, and the product if neededldhioe subjected to modifications to
become more attractive, enriched with new eleme@tsrection should also apply to the
marketing actions such as promotimipricing policy.

The presented tourist chain of values of brand ygetedcan be further improved and the
number of links can be increased. Some links, égpodbye and returning home” can be
divided into smaller ones. Weakening or falling ofiany link in the tourist chain of values of
cultural tourism products can cause the breakinghefchain and lead to serious negative
effects for tourist companies and all entities tnggthe given tourist product. This product in a
short period of time can cause the loss of custehtierst and stop functioning on the market
over time. For this reason, it is important to caver the high level of services and all actions

connected with the formation and management ofcbtanrist products at every stage.

4. Summary and conclusions

Today, cultural tourism is one of the fastest grayiypes of tourism in Poland and in
the world. Is no longer new or niche [35], so thisra real need for the good preparation and
effective management of cultural tourism produ&tsicetoday’s tourists are better educated,
they travel in seach of new experiences in the wbldurism destinationg-he answer to these
needs of tourists is the formation of brand culttwarism products which are characterised by
among others, high quality, good imaged the possibility of repeatability of sales and
obtaining the higher price for the product. Braunttural tourism products are also the warranty
of high competitiveness of the tourism offerdpromotion of the town and region.

High quality and brand of the cultural tourism produate based on the integrated
management in tourism, which consists of the adjast of the type and standard of services
to the expectations of customers in particular dird the presented chain of values. The

integrated cultural tourism management, like arnepsystem of management, develops in the
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evolutionary way [36], therefore, it is importard be ready to make constant, deliberate
changes resulting both from the changing tastdewfsts and the conditions resulting among
others, from political actions, the changing lawndtioning of the economyt.he introduced
model of creation and management of cultural taunwoducts is focused on the pro-quality
approach. This approach, enhanced with supportiomgtion, will lead to the creation of the
brand and should help to gain competitive markeaathge.

It should also be noted that only the attentiomltentitiesand amenities thaffect the
quality and brand of the tourist product can brabgut the final success. It will be the material
success, which is connected with satisfaction, er@ntent, joy and happiness, of both tourists

and the service provider$at create and promote cultural tourism produ@sagement.
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