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Szanowni Panstwo

Z przyjemnoscig pragne Panstwa poinformowac, ze w dniach 8-10 X br. od-
bedzie si¢ w Krakowie, organizowany przez Swiatowa Organizacje Turystyki
(WTO) oraz Urzad Kultury Fizycznej i Turystyki, migdzynarodowy kongres nt.
wStrategia rozwoju turystyki poprzez podnoszenie jakoscr’.

Jest to szczegdlna i niepowtarzalna okazja, aby przy jednym stole zasiedl
przedstawiciele administracji rzadowej, samorzadow terytorialnych oraz calego
przemyslu turystycznego, ktory reprezentowany bedzie przez biura podrozy,
obiekty noclegowe, przewoznikow oraz organizacje samorzadu gospodarczego.

Wszyscy ci, ktorzy swoja przyszlos¢ wiaza z turystyka zasiada wspolnie
w celu przedyskutowania kierunkow dalszego jej rozwoju. Udzial w naszej kon-
ferencji najlepszych $wiatowych ekspertow z WTO, Komisji Wspolnot Euro-
pejskich, UNCTAD i licznych migdzynarodowych organizacji o swiatowym
zasiegu z pewnoscia wzbogaci nasza wiedzg teoretyczng i praktyczna o tenden-
cjach i mechanizmach rozwoju turystyki.

W swojej dziatalnosci na rynku turystycznym musimy uwzgledni¢ do-
swiadczenia miedzynarodowe oraz przewidywane Kierunki rozwoju turystyki na
swiecie. Wejscie Polski do Unii Europejskiej stworzy bowiem koniecznosc sto-
sowania nowych, niekonwencjonalnych rozwiazan z uwzglednieniem silnej
miedzynarodowej konkurencji. Aby polska turystyka nie stracila swojej szansy
musimy juz dzisiaj podja¢ decyzje zmierzajace do podniesienia poziomu jakosci
ustug. Na jakos¢ zas ma wplyw w sposob bezposredni 1 posredni cale otoczenie
gospodarki turystycznej, do ktorej nalezy zaliczy¢ rowniez administracje pu-
bliczng oraz inne dzialy gospodarki swiadczace ustugl na rzecz turystow 1 po-
dréznych.

Przygotowujemy obecnie podstawy prawne powolujace do zycia Polska
Narodowa Organizacj¢ Turystyczna, ktorej celem bedzie wspomaganie krajo-
wego przemystu turystycznego, takze w zakresie jakosci ustug. Uwagl i sugestie
Panstwa musza stac si¢ podstawa jej dziatalnosci.

Jestem przekonany, ze wyniki kongresu, uwzgledniajace Panstwa poglady
1 opinie, stana si¢ punktem wyjscia dla opracowania diugofalowego programu
rozwoju polskiej turystyki. Skorzystajmy z tej nadarzajace) si¢ okazji, dajmy
poczatek dalszej ekspansji polskiej turystyki zarowno w wymiarze migdzynaro-
dowym, jak i krajowym.

Serdecznie zapraszam Panstwa do wzigcia udzialu w konferencji 1 licz¢ na
aktywny w niej udzial.

Wiceprezes
Urzedu Kultury Fizycznej i Turystyki

Gwidon Wojcik
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WTO’s policies towards quality: enhancing authenticity and sharing common
standards

Henryk Handszuh, Chief, Quality of Tourism Development

WORLD TOURISM ORGANIZATION (WTO)

WTO’s outlook and policy

WTO is foremost known for its tourism statistics and forecasts. Our current
count predicts as many as 1.6 billion international tourist arrivals in the year
2,020. It means a rough 2.8-fold increase since the 1995 level. However, tourism
1s unlikely to grow just numerically without taking into consideration natural,
technical and qualitative aspects and constraints. Future tourism will grow due
to a combination of demographic, social, economic and technological vectors,
but it will consolidate and compete on the grounds of quality. Competition ba-
sed on quality is already clearly seen in business travel.

Furthermore, to talk about future tourism in terms of international tourist
arrivals will increasingly become irrelevant in the face of the emerging global
market place based on uniform currency units such as the euro (Europe) or the
US dollar (the Americas) whereby micro-destinations, not countries, will com-
pete for the visitor irrespective of whether he or she originates in the national
territory or abroad while looking for the quality of tourism experience.

The qualitative aspects of tourism will therefore need to be seriously taken
into focus both outside and within the tourism sector. The effects of tourism
such as job creation, overall economic and social effectiveness, creation and
maintenance of nature-friendly infrastructures benefiting both visitors and resi-
dents, will need to be increasingly scrutinized. Thus, meeting exterior qualita-
tive requirements will contribute to a quality service and will result in tourism’s
effective contribution to sustainable development.

WTO’s proposal to measure the economic part of this contribution is to use
its tourism satellite account, Its international approval i1s expected in the first
half of 1999. The same year should also see the establishment of an internatio-
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nal instrument known as the Global Code of Ethics for Tourism which 1s now
prepared by WTO. It will set and interpret ethical values relevant to tourism and
will help monitor the social impact of tourism projects and tourism deve-
lopment.

Secondly, the tourism sector has to focus on internal factors, 1.e. on its own
performance geared to attain quality criteria. This current approach should be
seen not as a passing fashion to soon give way to new revelations of the day, but
rather as the beginning of a long process as part of an overall concern for quality
of life for all.

These two approaches put together bring about the true dimension of qu-
ality in tourism so as to provide for shared, balanced and recognized benefits for
all: those who travel, those who create, manage and supply the tourism product
(entrepreneurs), those who personally supply tourism services (tourism staff),
and those who constitute the human environment outside the tourism sector
(institutions and local population).

Following these concerns, as a world body WTO suggests to define quality
in tourism as implying to satisfy all the legitimate service requirements and
expectations of the client at an acceptable price whereby always conforming to
the underlying quality determinants such as safety and security, hygiene, ac-
cessibility, and harmony with the human and natural environment. If you take
one element out of this formula, the quality equation will collapse.

WTO’s is focused on quality. It is best reflected in the Quality of Tourism
Development which encompasses four areas: trade liberalization as a pre-
condition of competition, social impact, safety and security , and services. This
comprehensive approach is complemented by two additional quality -driven
programmes, viz. the Environment and Human Resource Development.

Standards-setting

Setting standards in the tourism sector is an issue of the day. Quality stan-
dards in tourism policies and business activities are seen as having great poten-
tial to increase the effectiveness and competitiveness of tourism companies and
tourism destinations, provide for continuous improvement of the tourism pro-
duct, ensure transparency and fair trade, harmonize and reconcile ancillary inte-
rests and concerns related to tourism development and, last but not least, benefit
the tourism consumer.

WTO has always worked for standards, although, unlike other inter-
governmental organizations, it has not aimed at internationally binding instru-
ments by which standards could be imposed.. Instead, WTO has tried to intro-
duce standards “softly” by means of recommended tourism policy measures and
guidelines. They now apply to tourism safety, accessibility, tourist health infor-



mation, environmental indicators and accommodation classification criteria. All
these factors intervene in the quality of the tourism product.

It appears, however, that having mere recommendations, as useful as they
can be in policy making and lobbying, is not sufficient to make them workable
and practicable. Without their being necessarily binding, there must be mecha-
nisms to allow for their monitoring and benchmarking, there must be ways to
make them more transparent and commercially attractive.

Finally, they must be drafted in a manner making it possible to measure and
even audit them, and when it comes to auditing, there must be third party inde-
pendent bodies to check on the compliance with standards on which there exists
a consensus and which have been adopted voluntarily.

13. Following these considerations, WTO is studying the possibility of im-
proving and adjusting its recommended measures and developing new measures
to make them voluntary standards. Such standards can be developed gradually
for various components of the tourism product. They can be applied to tourism
destinations and various tourism activities and professions.

Specific WTO standards and methodologies already exist or are underway
in two areas: tourism statistics and human resource development. In the first
area, with regard to recommended tourism statistics definitions and the future
tourism satellite account, their implementation is sought through Central Stati-
stical Offices. In the second area, which alludes directly to quality, they include
two methodologies: TEDQUAL (Tourism Education Quality) and GTAT
(General Tourism Aptitude Test). The application of GTAT can be checked by
WTO-selected national examination centres.

Four pillar approach to quality in tourism

15. Notwithstanding the complexity of quality in tourism, it is possible to
approach this issue in a systematic and concerted manner once we realize that
simultaneous and inter-related work is necessary at four levels: quality image
and communication, human resource development, destination quality and to-
urism enterprise quality.

16. Each of these fields of action has its own protagonists. The tourism en-
terprise has the pivotal role to play. It draws on the inputs from the other areas,
has its own agenda of quality image and human resource development and has
to network with the exterior suppliers of services, image communication and
manpower.

17. The enterprise has two basic tasks to ensure quality: to design a quality
product (drawing on internal and external inputs) and to provide for a quality
supporting management. Both objectives are mutually supportive. In order to
become competitive, it is not sufficient to do only the management part (.g. by
applying some 1SO 9000 standards) without taking into consideration the quality



requirements, expectations and perception of the clients, or, in other words,
without establishing the level and content of quality corresponding to the needs
of identified public or so-called market segments.

18. The importance of exterior quality factors at the destination can easily
be compared to living in “good” or “bad” neighbourhood. The tourism sector is
normally aware of bad neighbourhood perception and its consequences. The
challenge is rather for those outside the inner tourism circle who constitute the
human and institutional framework of tourism activities at the destination. De-
stination management for quality is therefore a shared responsibility which ne-
eds strong leadership. Public and private actors at the destination must establish
a joint agenda for quality and agree on who is going to assume such leadership.

The challenge to preserve and enhance authenticity

19. Tourism activities tend to ask for quality standards because tourism has
become a commodity. However, standards-setting in tourism has limits which
are required by the very nature of tourism, especially its components related to
leisure and special interest motivations. Business travel as a part of tourism is
the one which may need most quality standards. But even business trips often
have additional motivations which may not be friendly to standards,

20. Excessive standards may actually impoverish tourism experience. This
can already be seen in the food sector related to tourism such as fast food
outlets, or in impersonal and repeatable hotel interiors. Another danger is cle-
arly seen in the applications of new technologies and especially automated stan-
dard systems to services in the tourism sector which try to handle simple and
repeatable situations in a technologically sophisticated and hence complicated
manner. Excessive standards can destroy the very basis of many tourist motiva-
tions which are based on the differential factor, variety and freedom of choice.

21. This concern brings to light the difference between “hard” quality stan-
dards such as those referred to in the WTO-proposed definition (safety and se-
curity, hygiene, accessibility, harmony), “soft” service standards which can be
achieved thanks to management and proper organization of service, and
“product” standards. Hard standards should be common, service standards may
vary according to different service cultures, and product standards, usually re-
lated to trade marks, should be open to innovation and, once identified, firmly
established and preserved to protect the product authenticity.

Authenticity

22. To preserve authenticity and still go by internationally agreed standards
is perhaps the biggest challenge which has to be sorted out if setting standards in
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tourism is to be successful. In holiday and especially package trips we already
deal with similar standard products, which undermine authenticity and may
differ only by local flavour. Competition is therefore carried out among destina-
tions in virtue of distinctive images and perceptions, which can be related to
quality.

23. Authenticity in this context plays a double role: it is a pont of attraction
and has a quality value of its own. Authenticity can be and is considered by
many as a source of quality. The quality value is preserved as long as the con-
tent and image of authenticity remain faithful to its cultural origin. However,
commercial treatment, pressure for standard service, and industrial exploitation
of authenticity can make it less and less genuine to the point of breaking its re-
lation with its own roots and cultural context.

24. The problem should be looked upon from what the tourism sector and
tourism policy makers can do to preserve authenticity as a resource of tourism
sustainability. The answer can be controlled tourism development, following
endogenous development of the destination, avoiding over-exploitation, and
providing additional inputs to enhance authenticity.

25. Authenticity as an indication of quality should be properly defined and
communicated. Many, especially emerging, tourist destinations fail to efficiently
communicate their distinctiveness and attractiveness. It may be not due to their
authenticity being inferior to others, but to strong competition exerted by other,
often traditional destinations. Its strength certainly depends on the means which
can be used for promotion and marketing, but the opportunity for new and
outworn destinations is to acquire, rebuild, transmit and communicate quality
cannot be overlooked. Communicating should also be done with quality.

Ways of communicating quality

26. Communication gaps and distortions can occur at various levels such as:

— communication to potential visitors and clients is inadequate due to form,
language, time, perception, etc., thus preventing them from identifying them-
selves with the destination (product) or service;

— the visitor’s or client’s expectations do not coincide with the communicators’
perception of those expectations:

— the visitor’s or client’s expectations do not coincide with those of the com-
pany suppliers and staff members;

— the tourism product is not adequately designed and managed from the quality
perspective, i.e. it is not based on clear characteristics identified with quality;

— in transmitting the message of quality, the communicators are silent on short-
falls and adverse exterior factors related to the tourism product, some of
which may be objective and commonly known.



Recognized, convincing, unequivocal and distinguishable quality assurance
determinants are not in place to convey the quality message to end clients or
their commercial agents.

27. There 1s certainly space to correct these distortions. An attempt to re-
medy the last shortfall can be found in current developments on quality labels
and certification. They interwind with more traditional approaches which can
also be partly valid to carry the notion of quality such as classification and
brands.

28. As we are just at the beginning of this process, it is still uncertain to
what extent these new approaches will prosper with the public. In other words,
once obtained, quality labels and certification insignia (such as I1SO
9000/14000) must convince, be properly interpreted and sell, and the invest-
ments made towards certification or the obtaining of quality labels must be re-
warded economically. Notwithstanding uncertainty, this process can already be
considered as a new positive force driving the tourism sector to a higher level of
excellence to which no one seriously involved in tourism can remain indifferent.

29. It can be observed that efforts to improve quality in tourism are basi-
cally industry-driven, although there exist notable examples, especially in Euro-
pe, when such efforts are supported or even initiated by governments. The ac-
tions taken often allude to public interest and consumer research or the percep-
tion of consumer needs. Perhaps more cross-country research in this area is still
necessary, in particularly by involving consumer organizations.

30. The World Tourism Organization is contemplating this process in
which, in addition to its traditional role of catalyst, WTO may now assume a
more direct clearing-house responsibility for new quality standards. This, in
principle, would include three actions:

— define the areas which could be subjected to standards-setting
— become actively involved in standards setting with the help of technical and
professional bodies

— assist in standards monitoring and compliance.

16



PANEL 1

Wizerunek jakosci i sposoby jego przekazywania

Prowadzaca: Deborah Lurhman



Deborah Lurhman

Tourism 1s mainly bought and sold far from the places where it actually ta-
kes place-the tourism destination. That 1s why it is not enough merely to im-
prove the quality of the tourism destination. Of course those steps will likely
encourage repeat visitors, but to attract new tourists to a quality product
involves communication and promotion in all its various forms: advertising,
brand creation, marketing, public relations and even word-of-mouth. Panel | is
dedicated to selling a quality tourism image. It will take an in-depth look at how
to develop an authentic, well-defined tourism image or brand that works on the
visual and psychological levels to attract the highly sought after "quality mar-
ket".

Since authenticity 1s generally considered to be one of the key attributes of
a quality destination, the panel will discuss how to identify and select authentic
tourism products that accurately reflect a destination's uniqueness or, in more
commercial terms, its competitive advantage. It will also look at the potential for
overexploitation or disneyization of these authentic tourism features in some
destinations and help to develop strategies for preserving authenticity as a reso-
urce for sustainable tourism,

The panelists will analyze how to bring quality tourism destinations to the
marketplace, including the use of promotional strategies and the importance of
integration of local, regional and national campaigns.

They will discuss the distinct roles that promotion, advertising and media
relations play in contributing to a destination's marketing strategy and commu-
nicating a quality image. Ways to avoid or overcome communications failures
will be examined, especially the need to closely match the message to the the
particular perspectives and expections of potential visitors from different coun-
tries or economic backgrounds. The need for honesty and impartiality when it
comes to descibing a tourism destination will be discussed as a strategy for im-
proving the credibility of communications and ultimately the success of the
promotional campaign.

Feedback and visitor surveys, an often neglected part of the marketing
strategy, will also be examined as a way of using the expectations and percep-
tions of customers to improve the quality of a tourism destination. Finally, case
studies from individual countries will demonstrate how many of these principles
have been put into practice at the national or regional level.
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Marc Halleux, Robyn Owen

TWORZENIE I UZYWANIE JEDNOLITEGO
STYLU GRAFICZNEGO:
WYDAJNE SPOSOBY BUDOWANIA
WIZERUNKU OPARTEGO NA JAKOSCI

Wstep

Poniewaz wymiana informacji rosnie na calym S$wiecie, turystyka dziala
obecnie na prawdziwie globalnym rynku. Pomimo tego, ze jest wiele sposobow
dzielenia zarobwno produktow, jak i klientow, podstawowy fakt pozostaje nie
zmieniony. Kazda miejscowo$¢ turystyczna i kazdy kraj konkuruje z innymi
miejscowosciami 1 innymi krajami o turystow, ktorzy mogg pochodzi¢ z dowol-
nego kraju swiata.

W tym zamieszaniu zwigzanym z konkurencja waznym jest zarowno dla
miejscowosci turystycznych, jak i dla pojedynczych kompanii turystycznych,
w najpelniejszym stopniu wykorzystywac najlepsze i1 najbardziej wydajne spo-
soby marketingu turystyki, W prowadzacym do sukcesu marketingu turystyki,
podobnie jak w przypadku innych rynkoéw, wizerunek jest rownie wazny
w przyciaganiu klientow, jezeli nie wazniejszy, niz tres¢. Dla wielu turystow
przyjemnos¢ wyplywajaca z oczekiwania wakacji jest tak samo czescia ogolne]
radosci jak i same wakacje. Zadowolenie z wakacji natomiast jest w duzym
stopniu uksztattowane przez to, czy oczekiwania (zdeterminowane przez wize-
runek miejscowosci lub firmy turystycznej) zostaty spetlnione. Czynnikiem nie-
zbednym, w zwiazku z tym, jest dla miejscowosci lub kompanii turystyczne;
budowanie wyraznie rozpoznawalnego wizerunku zwigzanego z jakoscia.

W tym wystapieniu pokazujemy, w jaki sposob rozwinigcie jednolitego
stylu graficznego moze dla miejscowosci i firm turystycznych grac centralng
role w budowaniu wizerunku opartego na jakosci. Szczegdlnie wazne jest to dla
malych miejscowosci turystycznych 1 dla matych firm, poniewaz wiernosc jed-
nolitemu stylowi graficznemu pozwala na najbardziej wydajne wykorzystanie
ograniczonych zasobow przeznaczonych na marketing, zapewniajac synergizm
pomiedzy wszystkimi metodami marketingu.

Dzialalno$¢ informacyjna jako narzedzie marketingu

Turystyka dziala na jednym z najbogatszych rynkow na swiecie. W roku
1997 dochody z turystyki w skali swiatowe] wyniosty 448 miliardow dolarow
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amerykanskich (zrodlo: WTO). Dla wielu krajow turystyka stanowi najwigkszy

sektor ekonomii i jest najwigkszym Zrodtem zatrudnienia.

Jak w przypadku kazdego rynku istnieja przedsigbiorstwa, ktore maja kapi-
tat i doéwiadczenie, jak i takie, ktore ich nie maja. W zwiazku z tym bardzo
wazne jest dla kazdej miejscowosci turystycznej jak i firmy turystycznej,
swhaszeza dla tych majacych niewielkie zasoby finansowe i doswiadczenie
w konkurowaniu na otwartym rynku, aby w peini wykorzysta¢ kazda mozliwosc
kontaktow z potencjalnymi klientami i stworzy¢ wizerunek oparty na jakosci,
ktory by wzmocnit te kontakty.

Na rynku tak duzym jak turystyka, klient, czyli potencjalny gosc moze by¢
codziennie bombardowany doslownie setkami reklam. Jednakze w takiej sytu-
acji kazdy ekspert marketingu wie, Ze istnieja dwie zasady, ktore sgq wazne
w przekonywaniu klienta, aby wybral twoj produkt:

e zwiezla informacja reklamowa, zawierajaca pojedyncza informacje 1 przed-
stawiona graficznie, dotrze do klienta lepiej, niz mylace, diugie i skompliko-
wane informacje reklamowe

o aby klienci zapamigtali twoja informacje, uprzedz ich, co masz zamiar powie-
dzieé, nastepnie przekaz swojq informacje i na koniec powtorz ja.

Innymi stowy, wymiana informacji musi byc prosta i graficzna, a zwlaszcza
musi by¢ wewnetrznie spojna. Tym sposobem wszystkie elementy wymiany
informacji beda dzialaly synergistycznie.

Jednolity styl graficzny jako narzedzie informacyjne dla firmy

Kompanie handlowe, ktore odniosly sukces, byly od dawna swiadome ist-
nienia tych zasad i w zwiazku z tym wypracowaly programy skierowane ku
okreéleniu tozsamoscei korporacji, i przy tym prowadzace do opracowania jed-
nolitych styléw graficznych. Cata zréznicowana dziafalnosc informacyjna tych
kompanii wykorzystuje jednolite style graficzne 1 w efekcie rozne elementy
dziatalnodci informacyjnej pomagaja sobie wzajemnie, tworzac wspolny i wy-
raznie rozroznialny wizerunek.

Coca-Cola. McDonald’s, Mercedes Benz czy IBM sa przyktadami, jak kon-
sekwentne stosowanie jednolitych stylow graficznych moze prowadzic¢ do diu-
goterminowego sukcesu komercyjnego. Dobrze znane znaki firmowe 1 style
oraficzne sa natychmiastowo rozpoznawalne i natychmiastowo przekazuja adre-
satom wizerunek wysokiej jakosci i zapewnienie o obecnosci na rynku. Firmom
tym udalo si¢ stworzy¢ cos, co znawcy rynku nazywaja ,.dziedzictwo marki”
(brand heritage).

W dziedzinie przewoznictwa, linie lotnicze stanowia dobry przyktad roli dzie-
dzictwa marki wynikajacego z ujednoliconego stylu graficznego. British Airways
cieszyly sie opinia firmy o wysokiej jakosci uzywajac jednolitego, stopniowo ewo-
luujacego stylu graficznego opartego na Union Flag, zwiaszcza widocznego na 0go-
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nach samolotéw. Niedawno British Airways wprowadzily nowy styl wykorzystujacy
zroznicowane wzory i projekty na ogonach samolotow, w zaleznosci od tras, na
ktorych samoloty latajg. Twierdzono, ze zmiany te poczyniono w celu pokazania
British Airways jako kompanii bardziej miedzynarodowej.

Jednakze sadzi sig, ze w oczach klientow dziedzictwo marki British Air-
ways topnieje w wyniku tego, ze wizerunek kompanii zaciera sig. | rzeczywi-
scie, istnieja obecnie obawy, ze nawet piloci innych linii lotniczych nie sg pewni
co do tozsamosci samolotow British Airways, co moze mie¢ negatywne konse-
kwencje dla bezpieczenstwa lotow.

Nie jest dziwnym w zwiazku z tym, ze Virgin Atlantic Richarda Bransona
byfo pierwsza linig lotnicza, ktora starata s¢ wykorzystac te sytuacje, twierdzac
w swoich reklamach, ze Virgin Atlantic ,,wciaz lata pod banderg i dumna jest
z tego™. Virgin Atlantic jest kompania, ktora we wszystkich swoich produktach
i dziataniach byta wierna jednemu wyraznemu stylowi graficznemu, od Virgin
Cola 1 Virgin Music do Virgin Trains, i oczywiscie Virgin Atlantic Airline.

Byloby bledem sadzic jednak, ze budowanie dobrego wizerunku za pomoca jed-
nolitego stylu graficznego moze by¢ w udany sposob osiagniete tylko przez miej-
scowoscl turystyczne lub firmy, ktore maja zasoby na marketing w duzej skali. W
rzeczywistosci prawdziwa jest sytuacja odwrotna. Zyski z jednolitego stylu sa jesz-
cze wyrazniej zaznaczone dla malych miejscowoscei i firm, poniewaz jednolity styl
graficzny pozwala najlepiej wykorzysta¢ ograniczone zasoby na marketing zapew-
niajac, ze wszystkie aktywnosci informacyjne firmy dzialajq synergistycznie.

Dodatkowa korzyscia jest to, ze wsrod pracownikow w dziedzinie ustug tu-
rystycznych moze powsta¢ rodzaj korporacyjnej lub nawet narodowej dumy.
W efekcie prowadzi to do podniesienia standardéw, zadowolenia z pracy
| obnizenia kosztow zatrudnienia pracownikow.

Sukces w rozwijaniu jednolitego stylu graficznego dla miejscowosci
turystycznych

Pomimo tego, ze miejscowosci turystyczne nie byly pionierami w udanym
zaadaptowaniu jednolitych stylow graficznych, mozna wymieni¢ szereg miast,
regionow, stanow 1 krajow, ktore sa dobrymi przykladami, w jaki sposob ujed-
nolicone style graficzne moga by¢ rozwinigte.

New York, Glasgow, stany Georgia i Missouri, Quebec jak rowniez obszar
Capital Region USA (obejmujacy stany Virginia, Washington D.C. i Maryland)
wypracowaly wizerunki poprzez Konsekwentne wykorzystywanie sloganow,
znakow firmowych 1 stylow graficznych.

W przypadku krajow, zwlaszcza Hiszpania, Wyspy Kajmany, Brytyjskie
Wyspy Dziewicze, Seszele i Fidzi wytworzyly silne 1 pozytywne poczucie toz-
samosci poprzez konsekwentne wykorzystanie stylow graficznych.



Z tych i innych przykladéw mozna wyciagna¢ wniosek, ze bycie konse-
kwentnym jest co najmniej tak samo waznym czynnikiem w osiggnigciu sukcesu
jak ilos¢ informacji i w-zwiazku z tym zasoby na przekazanie tych informacji
przeznaczone.

Ghana jest przykladem, w jaki sposob zasoby ograniczone, lecz konse-
kwentnie wykorzystywane moga z czasem doprowadzi¢ do sukcesu. W Ghanie,
podobnie jak w wielu innych nowo powstajacych miejscach turystycznych, tu-
rystyka stanowi wazne Zrodto dochodu i zatrudnienia. To, czy turystyczny po-
tencjal jest wykorzystany, zalezy od jasnego zrozumienia tego, co kraj moze
zaoferowaé potencjalnym turystom. Decydenci w Ghanie zrozumieli, ze jedno-
lity styl graficzny prowadzi do lepszego rozpoznawania kraju wsrod konkuruja-
cych reklam i materialéow promocyjnych.

Materialy drukowane graja wazna role w promowaniu turystyki i w zwiazku
z tym zrozumiano, ze wypracowanie jednolitego stylu graficznego bedzie miato
wazng rolg w stworzeniu spdjnosci pomigdzy roznymi materialami 1 pomoze
w odbiorze takiego portfolio materiatow drukowanych. Jedna z powszechnie
przyjetych prawd marketingu jest to, ze obiekty o spojnym proj ekcie graficznym
maja silniejszy impakt rynkowy, niz ta sama liczba niepodobnych do siebie
obiektow.

Wypracowano w zwiazku z tym styl graficzny, ktérego celem bylo stwo-
rzenie pozytywnego wrazenia o tym, co Ghana moze zaoferowa¢ w wybranych
dziedzinach. Styl graficzny zostal zaprojektowany tak, by roznit si¢ od stylow
krajow sasiednich i konkurentéw. Mial on rowniez by¢ na tyle wyraznym, by
utatwiaé skojarzenia pozytywnych cech narodowych z tymi wszystkimi obiek-
tami, ktorych styl graficzny dotyczyl. W efekcie styl graficzny wytworzyl
.wartos¢ dodatkowa™.

Kente jest tworzone w Ghanie od pokolen. Ten stawny rodzaj tkaniny 1]ej
tradycyjne wzory sa synonimami kraju i ludzi Ghany. Charakterystyczne wzory
uzywane w tkaninach Kente sg znane na arenie migdzynarodowej 1 staly Sig
nawet modne w wielu miejscach.

Wypracowanie charakterystycznego stylu w materiatach drukowanych
oparte zostato na powszechnej wiedzy, ze Kente istnieje tylko w Ghanie oraz ze
Ghana jest réwniez miejscem, gdzie Kente zostalo stworzone.

Wzory z Kente znajduja najrézniejsze zastosowania w materiatach drukowa-
nych, czym udowadniaja wszechstronno$¢ wzorow ludowych. Wzory z Kente
moga by¢ drukowane na marginesie wokol kartki papieru, moga stuzy¢ przy pod-
kreglaniu stow, niezaleznie od rozmiaréw, oraz moga oddziela¢ akapity lub by¢
drukowane w nagléwkach. Moga tez by¢ uzywane w oficjalnych materiatach dru-
kowanych (np. w papierze listowym) albo mozna je wykorzystat w broszurach
motywacyjnych. Wzory z Kente moga tez by¢ czarno-biate lub kolorowe.

Temu stylowi graficznemu towarzyszy rowniez hasto ,Afryka specjalna,
Afryka inna”.
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Dla wielu ludzi z calego swiata, czy sa turystami czy nie, Afryka kojarzy sig
czgsto z obrazami pozytywnymi (lub neutralnymi) dzikiej przyrody lub obraza-
mi negatywnymi, takimi jak susza lub kleska glodu.

Zauwazono wigc potrzebe zakomunikowania swiatu, ze Ghana jest miej-
scem wartym odwiedzenia, oferujacym innego typu atrakcje niz pozostale czesci
kontynentu. ,,Afryka specjalna, Afryka inna” niesie to przeslanie w sposob
zwigzty 1 przekonujacy. Zamierzano uzywac tego hasta selektywnie w rekla-
mach 1 w drukach towarzyszacych materiatom marketingowym, tam gdzie takie
motywacyjne hasto uznano za odpowiednie w charakterze.

Jednakze wypracowanie jednolitego stylu graficznego to tylko potowa sukce-
su. Taki styl spelni swoja role, gdy bedzie uzywany szeroko, ale w sposdb zdyscy-
plinowany. Nalezy przestrzega¢ regut okreslonych w materiatach instruktazowych
— bez odchodzenia od nich, aby nie oslabia¢ wizerunku, ktory ma by¢ pokazany.
Oznacza to z kolei, ze reguly takie musza by¢ rozprowadzone i zaakceptowane
przez wszystkich zaangazowanych w turystyke, od czynnikow rzadowych najwyz-
szego szczebla zaymujacych sig opracowywaniem praw i regul, az do specjalistow
dziatajacych w stowarzyszeniach turystycznych i w sektorze prywatnym.

Styl graficzny Kente jest obecnie wykorzystywany tak szeroko jak to mozliwe
na papierach firmowych, broszurach i drukach produkowanych przez agencje
rzadowe 1 ciala parapanstwowe zaangazowane w promocje turystyki. Ponadto
zachecano firmy dzialajace w sektorze prywatnym, takie jak hotele czy firmy kie-
rujace do poszezegolnych miejscowosci, do uzywania stylu Kente albo jako wio-
dacego motywu w ich publikacjach 1 materiatach promocyjnych, albo jako ele-
mentu dodatkowego (jezeli firmy mialy juz ustalony wlasny styl graficzny). Celem
bylo polaczenie akeji marketingowych firm z promowaniem catego kraju.

W ten sposob wykorzystanie narodowego stylu graficznego przynosi korzysci
indywidualnym firmom turystycznym z sektora prywatnego (przez przejrzysta
identyfikacje ich narodowosci 1 z tym zwigzane pozytywne skojarzenia) oraz,
poprzez szersze promowanie stylu narodowego, przynosi zyski calemu krajowi.

Whnioski

Rozwinigcie wszechstronnego portfolio materiatow marketingowych, ktére za-
rowno dostosowujq sig, jak 1 buduja wyrazny wizerunek oparty na jakosci, przynosi
korzysci. Z jednej strony, wzmacnia to reputacj¢ profesjonalizmu wewnatrz orga-
nizacji, a z drugiej strony — pomaga w zbudowaniu zaufania i przyjemnego ocze-
Kiwania ze strony gosci wakacyjnych. Stopien, w jakim ten sukces jest osiagnigty.
jest w duzym stopniu uzalezniony od konsekwencji jaka przebija z kart portfolio.

Proby takiego rozwoju moga by¢ podejmowane na szerszqg skalg na pozio-
mie miejscowosci z cala jej infrastruktura turystyczng lub, jeszcze szerzej,
w skali calego kraju. Stanowi¢ moze on wtedy ognisko kampanii, ktorych celem
moze byc: ozywienie handlu lub odbiorcow, lub klientow zagranicznych, pro-
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mowanie $wiadomosci spolecznej dotyczacej turystyki w Kraju, rozwinigcie
dumy narodowej zwiazanej z produktami i ustugami nastawionymi na turystyke
lokalna oraz tworzenie klimatu wspdlpracy migdzy organizacjami 0 roznym
charakterze. Na dluzsza mete wazne jest to, ze atrakcyjny 1 oryginalny wizeru-
nek turystyczny moze takze przycigga¢ inwestorow spoza rejonu i zwigkszac
szanse na lokalne inwestycje.

Gdy jednolity styl graficzny, stanowiacy przewodnig forme takiego portfo-
lio, jest w sposob zdyscyplinowany przyjety (to znaczy, ze wszystkie poszcze-
g6lne produkty informacyjne mozna latwo zidentyfikowac jako czesci wiekszej
calosci i ze dzialajg one synergistycznie), mozna wtedy zbudowac wyrazny wi-
zerunek oparty na jakosci. Wykorzysta¢ mozna w petni nawet dos¢ ograniczone
zasoby, a tym niemniej wizerunek taki moze z powodzeniem oprzec si¢ nacl-
skowi konkurencji obecnej na rynku globalnej turystyki.

Wszystkie miejsca turystyczne, lokalne, regionalne lub kraje, niezaleznie
czy dzialaly na rynku od wielu lat, czy tez — tak jak Ghana —sa dopiero rodza-
cymi sie potegami w turystyce, maja duze szanse, aby wykorzystac SWOje Zaso-
by przeznaczone na marketing i dziatalnosc informacyjna w sposob znacznie
bardziej wydajny. Osiagna¢ mozna ten efekt po pierwsze poprzez rozwinigcie
oryginalnego i jednolitego stylu graficznego, dzigki ktoremu zostana zauwazo-
ne. Po drugie, nalezy konsekwentnie wykorzystywac ten styl w calej dziafalno-
éci informacyjnej, aby mozna odroznia¢ si¢ od wszystkich konkurentow.

Przy rozwijaniu przez miejscowosé turystyczna wlasnego specyficznego
i jednolitego stylu graficznego, waznym jest rozwazenie nastepujacych pytan:

e Co stanowi gléwne atrakcje miejscowosci turystycznej? Czy jestesmy pewni.
7e sa one rzeczywiscie glownymi atrakcjami z punktu widzenia obecnych
| potencjalnych odwiedzajacych?

e Czy atrakcje te sa gléwnym elementem, na podstawie ktorego turysci wytwa-
rzaja sobie wizerunek tej miejscowosci?

e Kim sa odwiedzajacy, ktorzy sa najbardziej zainteresowani tymi atrakcjami
(i, w zwiazku z tym, ktorych wkiad finansowy bedzie najwigkszy)? Czy
obecne materiaty informacyjne skierowane sa do nich?

e (Czy mozna wypracowaé nowy jednolity styl graficzny (lub zaadaptowac sty
juz istniejacy. ktory podkreslalby istniejace atrakcje w sposob odpowiedni
dla whasciwej grupy odbiorcow? Czy styl ten bedzie w stanie ksztaltowac lub
zmienia¢ percepcje miejscowosci?

e Jak mozna upewnié sig, ze wypracowany styl jest oryginalny i odroznia sig
od wyraznie od styli miejscowosci konkurujacych?

e Jak mozna sprawdzi¢, czy konsekwentnie przestrzegane sg reguly wykorzy-
stania jednolitego stylu graficznego?

e Czy styl ten przetrwa probe czasu? Czy bedzie mogh podlegac ewolucji,
w $lad za ewoluujacymi potrzebami odwiedzajacych? Czy bedzie efektywny
za piec lub dziesigc lat?
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Marc Halleux, Robyn Owen

CREATING AND USING A UNIFORM
GRAPHIC STYLE
A COST-EFFICIENT MEANS OF BUILDING
A QUALITY IMAGE

Introduction

As communications continue to grow world-wide, tourism now operates in
a truly global marketplace. While there are many possible means of segmenting both
products and customers, one underlying fact remains. Every destination and every
country 1s competing against every other destination and every other country for
a share of visitors - who themselves may come from every country in the world.

In this competitive turmoil it is important for destinations and individual
tourtsm companies to make full use of the best - and most cost-efficient - means
of marketing themselves to their customers. In the successful marketing of to-
urism - as in many other markets - image is often as important, if not more im-
portant than substance in attracting customers.

For many holiday visitors pleasurable anticipation is as much a part of their
enjoyment as is the holiday itself, and enjoyment of the holiday itself is to
a considerable extent moulded by the realisation of preconceptions which have
been determined by destination's or company's image. It is an absolute prerequ-
1site, then, for them to build a distinctive quality image.

This paper sets out how the development of a uniform graphic style can
play a central réle in building such a quality image for destinations and compa-
nies, large and small. It is, however, even more critical for smaller destinations
and enterprises, as adherence to a uniform graphic style makes the most efficient
use of limited marketing resources by ensuring synergy between all marketing
communications.

Communications as a marketing tool

Tourism operates in one of the most valuable marketplaces in the world.
Visitor receipts worldwide amounted to 448 Billion US Dollars in 1997

[Source: WTO]. For many countries it actually represents the largest single
sector of the economy and the single largest source of employment.
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As in any marketplace, there are operators who have capital and experience
and those who have little of either. It is essential then for any destination or
tourism company - especially those which have limited financial resources and
little experience of competing on the open market - to make the fullest use ot
every opportunity to communicate to their potential customers. and to create
a quality image with which to underpin their communications.

In a marketplace as large as that of tourism, the customer - the potential vi-
sitor - can be bombarded with literally hundreds of competing sales messages
every day. However, any marketing expert will tell you that under these condi-
tions there are two principles that apply in persuading the customer to buy your
product:

e a concise sales argument, containing a single message and expressed graphi-
cally, will be heard above the confusion of complex and lengthy sales argu-
ments;

e to make customers remember your message, you need to tell them what you
are about to say, then say it, then tell them what it is you have just said.

In other words, communications must be simple and graphic, and above all
they must be consistent. This way all elements in your communications will all
act in synergy with each other.

Uniform graphic styles as a communications tool for commercial
companies

Successful commercial companies have long been aware of these princi-
ples, and because of this have developed corporate identity programmes, leading
to uniform graphic styles. All their various communications conform to these
styles, and so support each other, helping to create a coherent and distinctive
quality image.

Examples of how disciplined conformity to a uniform graphic style can lead
to long-term commercial success are provided by Coca-Cola, McDonald’s, Mer-
cedes Benz, and IBM, whose familiar logos and graphic styles are instantly
recognisable and instantly project to their target audiences images of quality and
reassurance. They have succeeded in generating for themselves what marketers
call 'brand heritage'.

In the travel industry, airlines are a good example of the value of the herita-
ge derived from a uniform graphic style. British Airways enjoyed an increasin-
aly sound quality image as long as they continued to apply to all their communi-
cations a uniform, and carefully evolved, style making use of strong graphics
based on the Union Flag, particularly on the tailfin of their planes. However,
they have recently developed a new style, using diverse designs and patterns on
their tailfins reflecting the various destinations they serve. They have stated that
this has been done to project themselves as a more international company.
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However, it is believed that in their customers' eyes at least their heritage is
being diluted as a result of their image being diffused. Indeed there is now some
concern that even the pilots of other airlines are confused about the identity of
their planes, which has posed questions of safety.

Richard Branson's Virgin Atlantic has, not surprisingly, been the first to ca-
pitalise on this situation by claiming in its advertising 'still flying the flag, and
proud of it'. Virgin is itself a company which has consistently retained a single
strong corporate graphic identity across all its products and operations, from
Virgin Cola and Virgin Music to Virgin Trains and, of course, Virgin Atlantic
Airline.

It would be wrong to imagine, however, that building a quality image
through the development of a uniform graphic style can only be successfully
achieved by destinations or companies which have the resources for large-scale
marketing. In fact, quite the reverse is true. For smaller destinations or compa-
nies it can prove even more critical, as a uniform graphic style offers the
opportunity to make the most of limited marketing resources by ensuring that all
communications work in total synergy.

A further benefit is that it can lead to the creation of a corporate or national
pride amongst the workforce concerned in the provision of tourism services, and
this in turn regularly leads to the enhancement of standards. job satisfaction and
lower labour costs.

The successful development of uniform graphic styles for tourism
destinations

While overall tourism destinations have not been in the forefront in suc-
cessfully adopting consistent uniform graphic styles, there are several- cities,
regions, states and countries - which provide good examples of how uniform
graphic styles have been developed effectively.

New York, Glasgow, the states of Georgia and Missouri, Quebec and the
arca Capital Region USA (comprising Virginia, Washington D.C. and Mary-
land) have each built quality images through the consistent adoption of slogans,
logos and graphic styles.

At a national level Spain, the Cayman Islands, the British Virgin Islands,
the Seychelles and Fiji in particular have created strong and positive identities
through their consistent use of graphic styles. In fact, a conclusion that may be
drawn from all these - and other - examples is that consistency is at least as im-
portant a factor in achieving success as thequantity of communications and the-
refore the resources committed to them.

An example of how limited resources, deployed consistently, can over time
achieve success is provided by Ghana. In Ghana, as in many newly emergent
tourism destinations, tourism represents an important potential source of income
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and employment. Whether this potential is realised depends on a clear under-
standing of what the Country can offer potential tourists, and the Ghanaian au-
thorities recognised therefore that a uniform graphic style would lead to a cle-
arer recognition amid competing advertising and promotional material.

Printed material plays an important part in the promotion of tourism, and it
was seen that the development of a uniform graphic style would play a corre-
spondingly important part in creating cohesion between different items of print
material and assisting in the perception of a professional print portfolio. It 1s an
accepted marketing truth that items with cohesive designs have greater market
impact than the same number of dissimilar items.

A graphic style was therefore developed which would convey a favourable
impression of what Ghana offers its target markets. It was designed to be sutfi-
ciently distinctive and memorable to trigger recognition of Ghana, to set it apart
from its neighbours and competitors, and to be strong enough to serve as a me-
ans of attracting positive national characteristics to anything with which it was
associated, so creating 'added value',

Kente has been created in Ghana for generations. This celebrated form of
weaving, and its traditional patterns, are synonymous with the Country and its
people. The distinctive designs used in Kente cloth enjoy an international reco-
gnition, and have even become a fashion item in many areas.

The development of a distinctive style of print material has been built on
that international recognition of Kente as special to Ghana, and at lhc same time
confirming Ghana as the original home of Kente.

In terms of its actual application to print material, the Kente design also
demonstrates the versatility of the traditional patterns that can be incorporated
in so many different applications. It can be used to border a page fully, to edge
a page, to underline an item, regardless of size, or to serve as paragraph dividers
or headers. It can be used on formal print material, such as letterheads, and is at
the same time flexible enough to be used on motivational brochures. It 1s func-
tional in black-and-white as well as in colour.

The graphic style is reinforced by the slogan "A special Africa — a different
Africa".

Africa, to many people around the world, whether they are tourists or not,
can often convey an image either positively (but generically) of wildlife, or ne-
gatively of problems such as droughts and famine.

A need was perceived, therefore, to communicate the message that Ghana is
a special place to visit, with different attractions from those found in other parts
of the Continent. "A special Africa - a different Africa" conveys that message in
a concise and stimulating way. The intention has been to use the slogan selec-
tively, in advertisements and on printed marketing collateral material where
a motivating phrase may be considered appropriate.

But to develop a uniform graphic style is only half of the story. It will only
work effectively if it is adopted both comprehensively and in a disciplined way -
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following guidelines set down in a design manual - without straying from those
rules and so dissipating the image to be conveyed. This in turn entails the all-
idelines being distributed to — and being accepted by - everyone involved in
tourism, from the highest level policymakers in government to the industry pro-
fessionals in tourism associations and the private sector.

The Kente graphic style is now being used as widely as possible on all letter-
heading, brochures and literature produced by government departments and paras-
tatal bodies concerned with tourism promotion. But beyond this. private sector
companies, such as hotels and destination management companies, have been en-
couraged to make use of it either as the main style in their literature and promotio-
nal material, or as a subsidiary element, if they already have an established style of
their own, to link their marketing promotion with that of the whole Country.

In this way, the use of the national graphic style benefits both individual to-
urism companies in the private sector, by acting as a clear identification of their
nationality with its positive associations, and Ghana as a whole. by providing
greater coverage of the national style.

Conclusions

The development of a comprehensive portfolio of marketing collateral ma-
terial, which both conforms and contributes to a clear and distinctive quality
image, has the benefit of reinforcing the reputation for professionalism in the
organisation it promotes and assists in creating customer confidence and pleasu-
rable anticipation by the holiday visitor. The degree of success achieved is clo-
sely related to the extent of consistency that is apparent within the portfolio.

When this development is undertaken on a wider basis. whether for an in-
dividual destination and all its tourism plant or, wider still. nationally, it can form
the heart of campaigns whose objectives may be to motivate trade or consumer
customers overseas, to promote public awareness of tourism at home, to develop
national pride in local tourism products and services, or to assist in creating a co-
hesive team spirit amongst disparate organisations. Importantly in the long term,
an attractive and distinctive tourism image will also play a positive role in enco-
uraging outside investors to consider the destination for inward investment.

Finally, when the uniform graphic style which forms the framework for
such a portfolio is adopted in a disciplined manner, so that all individual com-
munications are clearly identifiable as part of whole, and so act in synergy,
a distinctive quality image can be built making full use of what may be rela-
tively limited resources - a quality image that will stand up to the growing com-
petitive pressures of the global tourism marketplace.

All destinations, then, whether local, regional or national, whether they
have operated in the marketplace for many years or - like Ghana - are emergent
forces in tourism, can make whatever marketing and communications resources
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they can deploy work far harder for them. They can achieve this firstly by

developing a distinctive uniform graphic style which will make them noticed,

and secondly by adhering to it consistently throughout all their communications
to ensure that they continue to stand out from all their competitors.

In the development of their own specific uniform graphic styles, 1t is 1m-
portant for destinations to consider these questions:

e What do we consider constitute the primary attractions the destination
offers? Are we confident that they are what visitors' and potential visitors'
will consider to be the primary attractions?

¢ Do these attractions form the basis of visitors' current perceptions of the destina-
tion?

¢ Who are the visitors who will most appreciate these attractions (and who will
therefore contribute most financially)? Are they the visitors who are curren-
tly targeted?

e How can we develop a new uniform graphic style (or adapt an existing style)
that emphasises these attractions in a way that will appeal to the right group
of visitors? Will the style be effective in moulding or changing perceptions?

e How can we make certain that the style is distinctive and not capable confu-
sion with the styles of competitive destinations?

e How can we ensure that the guidelines for the uniform graphic style adhered
to consistently?

e Will the style stand the test of time? Is it capable of evolution to meet visit-
ors' evolving needs? Will it be as effective in five - or ten - years' time?

Pedro Carcoba

SUGGESTIONS FOR THE 1V PANEL

Our Enterprise department has developed two very important projects con-
cerning tourism quality.

The first a flexible system of standards of quality for hotels that it’s now
running successfully in Andorra and shortly in Argentina. Hotel businessmen
are very happy of the success of this method.

The second project has been developed by the Spanish general direction of
tourism (Direction General de Turismo de Espana) and consists in a integrated sys-
tem of quality tools for tourist areas. The system allows to grand quality stamps to
beaches. restaurants, receptive operators, excursion organisers, museums, hotels...
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If you are interested that we present those projects in the Krakow confer-
ence, we could arrange it to send Cristophe de Bruyn who was the consultant
responsible for the two projects mentioned.

Conference Abstract

The conference sustains that quality perception that clients have from a specific
tourist destination is a consequence of both, the perceptions coming from social
information and atmosphere they receive (hardly controllable), and of the commer-
cial information coming through tourist companies from a country and by their pro-
motion organisms (controllable).

The lecture emphasises on the importance of the commercial information to
generate a good perceived quality on the destination and sustains that this quality
comes from the comparison between the existing expectation in the mind of the po-
tential consumer and what can be perceived from the messages expressed by the
country and the tools used on that purpose.

Concerning the last mention, it is necessary to point out the importance of inte-
grating the tourist communication about a country, inside one integrated marketing
system and there 1s a diagram for that purpose.

Finally the lecture shows examples from good and bad tourist corporate images
from countries and uses 20 advertisements from Spain like examples for creations
and length of one quality communication.

Willy Fache

METODYKA INNOWACYJNOSCI
I POPRAWY JAKOSCI USLUG
W TURYSTYCE

W niniejszym artykule prezentujemy empiryczne badania prowadzone
w duzej skali, ktore zaowocowaly metodyka badan oczekiwan i1 percepcji
klientow wobec ustug z jednej strony oraz innowacyjnosci i poprawy jakosci
ustug w branzy turystycznej z drugiej. Metodyke te nazwalisSmy z angielska
SERVice Innovation and IMprovement Methodology (Metodyka innowacyjno-
sci i poprawy jakosci ustug w turystyce) — w skrocie metoda SERVIM.
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