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Abstract 

 This report main aim is to represent and emphasize the market positioning and 
influence of tourism destinations developing educational tourism. Main research goals 
are to define the specification of the tourism market, define educational tourism, to 
identify the specification of the educational tourism market, and also to represent the 
methodology for positioning and building marketing influence in tourism destination 
suggested by the author.  The suggested methodology is based on the examined academic 
literature concerning the positioning of tourist products on the market, the author 
presents his vision for the main stages for the successful positioning of destinations. 

Keywords: educational tourism, tourism market, positioning, market influence 

JEL Codes: I23, Z32, Z33, L11 

1. Introduction  

Tourism is one of the fastest developing economic sectors in the world. 
Tourism is the main economic power in any country. There are different types 
and form of tourism. Educational tourism is one specific form that is related to a 
combination of educational and tourism products.  Educational tourism is a great 
opportunity for any country that has already a stable position in the tourism 
market but also have quality educational products. Educational tourism is a great 
opportunity for attraction specific market segments. 

2. Tourism market  

It is important to clarify some basic concepts related to the tourism market.  
The market, in general, can be defined as a place for transactions and trade 

operations, commodity-money transactions or non-cash exchange or as a center 
for the exchange of products, services, ideas and money. 
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The tourist market is an abstract construction that reflects the relationship 
between tourist demand and tourist supply. In principle, market relations are not 
abstract in real life, but due to the specifics of tourism products, the tourism 
market must be a symbol of abstract market relations (Neshkov et al., 2001). 

The tourist market is the "place" where the connection between the demand 
and supply of tourist goods and services manifests itself. In the tourist market, 
several tourist companies come into direct contact with their customers and sell 
tourist products that are related to tourist travel. 

The national tourist market can be emitting and receptive. However, this 
distinction is only conditional and is based mainly on the fact that the tourist 
demand is in the territory of the permanent residence of the tourists, and the 
tourist supply has a certain tourist place where the consumption of tourist goods 
and services is realized. 

The emitting tourist market is the permanent residence of the tourists and 
the living conditions give rise to tourist needs. In this area there are no suitable 
conditions to meet these needs and thus the tourist demand is formed, which in 
turn is directed to other places (Neshkov et al., 2001). 

In this sense, the receptive tourist market is a territory whose characteristic 
feature is the availability and possession of tourist resources and conditions that 
could meet the tourist needs and immediately thereafter realize the tourist 
consumption. 

International tourism markets are highly segmented according to the 
different types of tourism products, according to customers and their needs, as 
well as depending on the destinations. The international tourism market is divided 
into several regions, which compile and contribute to the complete analysis of the 
tourism market (Neshkov et al., 2001). 

The necessary analysis for each of the tourist regions is carried out to 
achieve specific goals. These analyzes help to more easily and accurately identify 
the leading tourist destinations in which there is an increase in interest and 
consumption of tourist products, and on the other hand identify destinations with 
a decline in tourist consumption and interest. One of the main characteristics of 
tourist consumption is its uneven distribution, namely, through such analyzes the 
concentration is determined and the big differences in the different geographical 
regions are established. With the help of this type of analysis, experts can identify 
potentially important countries that, internationally, have great potential to 
become leading and important tourist destinations, and the development of 
tourism will contribute positively to their economic and social development. 
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3.  Educational tourism 

First of all, it is important to define the term 'education'. According to 
Smith (1982), education can be defined as "an organized, systematized process 
for promoting learning, providing the necessary conditions and activities through 
which the learning process itself can take place." 

Some authors, such as Kidd (1973) and Smith (1982), believe that there is 
no precise definition of training, as it can be referred to in three different 
directions. In the first place, it is a product of training, where the result is 
important. In second place is the learning process itself, which occurs during 
learning and gaining new knowledge. The third is the function itself or the actual 
actions that reinforce the knowledge gained. 

There are many and varied forms and types of tourism. To a large extent, 
the type of tourism is determined by the purpose of the trip. One such type of 
tourism is youth tourism. According to some authors, educational tourism is a 
form of youth tourism. Youth tourism does not have a clear and specific 
definition. 

Educational tourism is a niche type of tourism and due to this specificity, 
it is not widespread in the tourist market. Educational tourism and its supply are 
aimed at certain market segments, which are often significantly smaller, in 
contrast to the segments of mass tourism. 

According to Haigh (1995), youth tourism is a type of tourism in which 
young travellers prefer budget accommodation, with an emphasis on meetings 
with other young travellers. This trip can be individual or organized, with flexible 
travel schedules with a longer duration than traditional leisure and recreation 
trips. 

Ritchie (Ritchie, et al., 2003) defineV edXcaWional WoXUiVm aV ³A WoXUiVm 
activity undertaken by individuals who travel on one or more nights with a 
primary or secondary purpose of education and learning. This definition gives a 
broader and more comprehensive picture of educational tourism, not only as 
tourism related to the travels of pupils and students but also individuals who wish 
to enrich their knowledge. 

According to the World Tourism Organization (UNWTO, 2019), 
educational tourism is considered as a form of tourism that encompasses different 
types of tourism, which are related to the motives of tourists to travel, participate 
and engage themselves in various training, self-improvement processes, 
intellectual growth and the development of different and diverse skills. 
Educational tourism represents a wide range of products and services related to 
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academic research, skills acquisition holidays, school trips, sports training, career 
development courses and language courses, among others. 

 

4. Market system of educational tourism 

Richie illustrates the tourist demand and supply of educational tourism. It 
also identifies the factors that influence the two elements of the educational 
tourism market (Ritchie et al., 2003). 

On the one hand, the elements that determine the tourist demand for 
educational tourism are: 

� DemogUaphic chaUacWeUiVWicV 
� ToXUiVW behaYioXU 
� MoWiYaWion 
� PeUcepWions that are based on already gained life experience 
On the supply side, Ritchie points to several key elements that shape the 

supply of educational tourist destinations (Ritchie et al., 2003):  
� The pUimaU\ WoXUiVW pUodXcW 
� DeVWinaWion maUkeWing and management structure 
� EnYiUonmenW and aYailable UeVoXUceV on Whe WeUUiWoU\ of Whe deVWinaWion 
The figure shows two main elements that have a direct impact on decision-

making and these are: 
� PeUVonal inflXence 
� InflXence of Whe deVWinaWion 
Researcher Ritchie identifies two main components that underlie the 

supply of educational destinations: the main tourism product and secondary or 
also known as complementary elements (Ritchie et al., 2003). According to the 
Tourism Commission, these elements are combined differently by organizations 
in order to create educational tourism products. 

Different organizations combine the main tourist products for the purposes 
of educational tourism. These elements are: 

� ToXUiVW aWWUacWionV and eYenWV WhaW aUe a place Wo leaUn and gain certain 
knowledge. This group includes various historical sites, zoos, archaeological 
excavations, museums, and a number of other tourist attractions. 

� SpecialiVWV Zho pUoYide Weaching and pUoYide Whe neceVVaU\ infoUmaWion. 
This group includes teachers, researchers, guides, curators, translators, teachers, 
and others. 
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� ToXU opeUaWoUV Zho plan and oUgani]e WoXUiVW WUipV foU WoXUiVWV 
participating in educational trips. They offer organized trips with a total price to 
the destination, tour guide services and other tourist activities. 

� ToXUiVm pUogUamV deYeloped b\ oUgani]aWionV WhaW VXppoUW Whe pUoceVV 
of training tourists. These programs are developed by universities, language 
schools, specialized interest groups and others. 

The secondary services that complement the main product are also 
important for tourists in educational tourism. These products are: 

� TUanVpoUW VeUYiceV. TheVe VeUYiceV can be independenW oU inclXded in Whe 
package price. These are different means of transport that can be used to reach 
the destination. 

� HoWel VeUYiceV. The\ ma\ alVo noW be inclXded in Whe package. 
� ToXUiVW VeUYiceV. VaUioXV inVXUance companieV, WUaYel agencieV aUe 

included, which offer additional trips on the territory of the educational 
destination. 

� DeVWinaWion marketing. This is extremely important for the promotion of 
the destination as an educational one. It is necessary to build a marketing plan 
that aims to promote and advertise the destination at national, regional and even 
international level. 

The development of educational tourism in a destination depends entirely 
on the combination of the first and secondary elements. One of the most important 
things for market positioning and establishing market influence is the continuous 
development of the innovation process, building a partnership network, 
developing and promoting the products of educational tourism (Canadian 
Tourism Commission, 2001). 

As can be seen in the figure no.1, the fact that many of the organizations 
are not tourism companies and tourism is not their main business can quite 
effectively limit the management and development of this type of tourism. Such 
organizations, for example, various educational institutions such as universities, 
colleges, language schools and others. These are just some of the organizations 
involved in creating the product of educational tourism. Precisely because their 
main goal is education, not tourism, and this makes the dissemination and 
promotion of this type of tourism extremely difficult (Canadian Tourism 
Commission, 2001). 
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Figure no. 1 Market structure of educational tourism 

 
Source: Ritchie, B., Carr, N., & Cooper, C. (2003). Managing Educational Tourism. 

Clevedon, United Kingdom: Channel View Publications.  
 

5.  Positioning and market influence of tourist destinations developing 
educational tourism 

In the development of tourism and the spread of new destinations and their 
entry into new markets, it is becoming increasingly difficult for tourists to 
distinguish destinations from each other and their positioning is becoming 
increasingly difficult. For this, the destination needs to base its positioning on 
physical characteristics such as climate, geographical location, services and 
infrastructure or specific landmarks and characteristics. 

Given that more tourist destinations are similar in the specific 
characteristics listed, increasing weight in the decision of consumers affects the 
emotional reactions and experience. It is the same with educational tourist 
destinations. However, their specificity was played by education and 
development, which is the motive for attracting tourists to them. 

THE EDUCATIONAL TOURIST EXPERIENCE

Personal impact
Values and Beliefs
Education and Learning
Cultural Understanding
Cultural Appreciation
Making Friends
Culture Shock
Xenophobia

Destination impacts
Economic Impacts
Socio-cultural Impacts
Environmental 
Impacts
Direct and Indirect
Impacts at the 

National, 

Demographics 
(Age, Gender, Education, Occupation, Origins, Travel Party)

Travel Behaviour 
( Experiences, Planning, Length of Stay, Travel Patterns)

Motivations 
(Social, Escape, Exploration, Intellectual, Fantasy, Physiological, 

Education)

Perceptions 
(Expectations, Preferences, Recommendations, Satisfaction)

THE PRIMARY EDUCATIONAL TOURIST PRODUCT
Accommodation; Transport Operators; Universities; Tour Operators; 

Sightseeing; Activities; Travel Planners; Language Schools; Attractions;

MARKETING AND MANAGEMENT STRUCTURES   
National Tourism Board; Heritage Organizations; Universities; Promotion 

Organizations; Conservation Organisations; Non-profit Organisations; 
Language Schools; Trade Bodies; Regional/Local Autorities; 

THE ENVIRONMENTAL AND SOCIAL RESOURCE BASE 
Local culture; Coastline; Nature and Natural Areas; Basic Facilities; Host 

Community; Ladscapes;

TOURISM DEMAND

TOURISM SUPPLY
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The positioning of the brand is closely related to the segmentation of the 
tourist market. We have already said that tourist markets are many and varied in 
type and speciality, but not every market can be well positioning a destination. 

Positioning is important because of the need to establish and maintain a 
favourable and distinctive place in the minds of the target segments. This will 
help set the destination apart from everyone else. (Kotler P. a., 2002) 

The concept of positioning is focused on three main areas - market 
segments, the brand image of the destination in different segments and its 
competitive advantages. These competitive advantages need to be clearly 
emphasized in the positioning of the brand in each of the selected segments. 
(Aaker, 1982). 

According to the Economic Encyclopaedia, market influence is also known 
as market power. For the research, we can define the market influence as the 
ability of a company to determine the price of its products, at the same time to 
increase and regulate it without actually having a negative impact on the number 
of customers (Collective, 2005).  

 

6.  Methodology of positioning and building market influence of 
educational destinations 

About successfully positioning of tourist destination on the market and 
have a market influence, it is necessary to go through several stages. 

Based on the analysed academic literature concerning the positioning of 
tourist products on the market, the author presents his vision for the main stages 
for the successful positioning of destinations are: 

� EffecWiYe deVWinaWion managemenW 
� AYailabiliW\ of Whe neceVVaU\ UeVoXUceV foU Whe deYelopmenW of 

educational tourism. 
� MaUkeW VegmenWaWion and maUkeW aVVessment 
� MaUkeW foUecaVWing 
� BXilding a bUand and image 
� DeVWinaWion maUkeWing - analysis through several marketing tools. 
� DeYelopmenW of Whe WoXUiVW pUodXcW 
� BXilding maUkeW inflXence 
First, the effective management of tourism is very important for 

positioning in the tourism market with new tourism products.  
Management for tourism organizations is often organized by the 

destination management organization. The World Tourism Organization defines 
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the destination management organization as a leading organization in the tourism 
sector, including various bodies, stakeholders and professionals. This 
organization of authorities aims to facilitate and improve collective work and to 
achieve partnership between individual countries interested in the 
implementation of tourism (World Tourism Organization, 2019) 

The functions of the destination management organization can change at 
different management levels - national, regional and local. The main function of 
this type of organization is to assess the current state of tourism development of 
the destination, to organize meetings between stakeholders - government, civil 
society and private organizations (World Tourism Organization, 2019). 

There are many and varied functions and responsibilities that the 
management organizations of the tourist destination can provide. Every tourist 
destination has this type of organization, but in order to be successfully spread in 
tourism, it is necessary to turn to a person. Despite the lack of this organization, 
some answers need to be included in the destination management strategy (World 
Tourism Organization, 2019). 

Second, it is important to have the necessary resources - tourism and 
education.  

Educational tourism is specific and affects certain market niches. In order 
to develop educational tourism in the territory of a destination, it is necessary to 
have certain resources. Both tourism and educational resources must be available. 

Due to this feature of educational tourism, only certain tourist destinations 
have the necessary resources to offer and develop it. 

In order to position itself on the market as an educational tourist 
destination, it is necessary to have both types of resources - tourist and 
educational. Therefore, not every tourist destination can be positioned on the 
tourist market as an educational one. 

The traditional tourist product in order to be created and offered to potential 
visitors requires the availability of certain groups of resources. On the one hand 
are the tourist resources, which are divided into two main groups - anthropogenic 
and natural. 

The second most important is the educational product. The quality of the 
product depends on the quality of education that the institutions provide. It is 
important to note that in addition to quality, it is important that the product is 
accessible. By affordable is meant that the product must be at a good price that is 
appropriate for the market segment that aims to be attracted to the destination. 
Also, accessibility is expressed in the location of the destination. This aspect 
includes the legal regime for visiting the destination. Quite often, in some 
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countries, it is necessary to issue a visa to access it. This is a factor that contributes 
to attracting consumers. If the destination is affordable, in addition to financial, 
it provides an opportunity to be better positioned in the market. 

In order to achieve success as an educational tourist destination, it is 
necessary to study in detail the target customers. During this stage, attention is 
focused on key target markets that will generate a higher percentage of visitors. 
To this end, it is necessary to conduct a detailed study to identify and understand 
the main target markets. In order to achieve the goal and the position to be 
successfully positioned in these target markets, it is necessary to have a strong 
impact on market segments. 

Market research is the key tool for identifying the needs and desires of the 
target visitors, both in terms of tangible products such as accommodation and 
attractions and intangibles such as various experiences, entertainment or 
education. In this process, it is important to pay attention to the emotional motive. 
In educational tourism, it is also possible that the choice of destination is tied to 
emotion. 

Market forecasting provides an opportunity for destination managers to 
explore opportunities for development and building better market influence. 
Forecasting makes it possible to determine the leading trends in the movement of 
the number of foreign students who have chosen the destination. If an increase in 
the number of international students is envisaged, it is necessary to make 
improvements in the product, with the aim of meeting the needs. 

Building the image is one of the important steps towards positioning and 
increasing the market share of the educational destination on the market. Creating 
a unique identity is important for the destination. As an educational tourist 
destination, it needs to be different from its competitors. This is achieved by 
creating a unique product that is a combination of tourism and education. Identity 
makes the destination more easily recognizable among competitors in the market. 

Branding a tourist destination as an educational one will significantly 
contribute to increasing the market share of educational tourists. Good and 
effective branding helps to provide information and generates greater market 
demand. 

The educational tourist product is a combination of various elements that 
create a complete experience that can be offered to potential visitors. On-site 
experiences at the destination include intangible features (educational products 
and services, unique events, attractions, quality of the environment, service 
levels, kindness to people, etc.) as well as material aspects such as public 
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infrastructure, private products and services, public attractions and services, 
community lifestyle, attractions, etc. 

 

7. Conclusion 

Educational tourism is a great opportunity for tourism destination who has 
already a stable position in the tourism market. This type of tourism can be the 
development of any country which has educational and tourism resources. There 
is a need for interaction between different institutions - educational and tourism. 
It is necessary for the development of the educational product. Some educational 
destinations are working on developing a good educational tourism product that 
is going to attract many visitors. Positioning and developing market influence is 
not an easy task but it is achievable. 
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