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EXPRESSION OF TOURISM SERVICE EDUCATIONAL POTENTIAL
IN A LEARNING ORGANIZATION CONTEXT

Substantiation of the theme topicality. Tourism in modern world is one
of most intensive and dynamic industries. In most developed counties this in-
dustry is described as an effective area of economical activities (Bolwell,
Weinz, 2008; Baum, Szivas, 2008). A tourism sector becomes more and more
depending on human resources and, therefore, according to Bolwell, Weinz,
(2008), in most countries tourism is valued as the main creator of work places.

The General Assembly of United Nations (2010) accepts the role of a
tourism organization in the meaning of social, cultural and educational con-
texts: tourism promotion and development, economic development, interna-
tional understanding, peace keeping, society honour for human rights and free-
doms regardless of race, sex, language, or religion.

However, scientists (Hjalager, Andersen, 2001) notice that workers of
such industry mostly lack of education, qualification, and at the same time lack
of productivity. Rarely tourist organizations are understood as learning organi-
zations; even though, in modern knowledge system a special attention is paid
to intellectual capital that encounters human history and experience of a con-
crete organization. On the basis of such an experience the best knowledge da-
tabases are created (Individual capital, 2009). In the article ‘Tourism — factor
of public health and education’ of European parliament resolution it is stated
that “... though tourism has an impact on education and allows local citizens
learning languages or new information and communication technologies that
give a possibility to disseminate their cultural heritage on the basis of customs
and traditions, simultaneously requesting to adapt to society development and
modern practice’.

It is complicated enough to answer the question if a tourism organization
in its essence is a learning organization. Often researchers (Alert, 2004; De
Loo, 2006) try to describe such an organization according to its activity indica-
tors or concrete completed results. On the other hands, a learning organization
may be described as an institution with a specific responsibility constantly tak-
ing care of adequate decision making. It is usually based on the attitude to find
more finance for activities and properly use present resources (Alert, 2004; De
Loo, 2006, Mikalauskas, 2005; 2006; O'Sullivan, 1999).

In Lithuania the formation process of learning organizations in the con-
texts of lifelong learning stays a challenge for business organizations. The
competitiveness of business organizations is determined by changes of person-
nel training processes, competence development (Simonaitiené, 2001), ability
to flexibly choose programs of human resource training, career and develop-
ment (Dessler, 2001; Bagdonavicius, 2002; Sakalas, 2003; Kvedaraité, 2009;
Bukantaité, 2005).



A learning organization should act according to what personnel has to
know about the organization itself as they make decisions (Zemaityté, 2001;
Stankevicitite, 2002; Bukantaité, 2005; Kvedaraité, 2009; Morkvénas, 2010),
about its activity objectives, aims, environmental factors and structures. It is
essential to properly use resources and successfully adapt to changing business
environment, clearly demonstrating the expediency of such actions (Kvainaus-
kaité, 2002; Kriks¢itiniené, 2004; Cibulskas, 2006).

A tourist organization becomes a learning organization when its person-
nel acts together, shares information properly, when an organization itself me-
thodically acts and forms activity basis, performs its policy and makes deci-
sions (Douglas et al, 2002).

An organization as a learning organization is described by Carley (2001),
Simonaitiené (2001), Douglas et al (2002), Alert (2004), Bukantaité (2005)
Kvedaraité (2009) as all level personnel knowledge and skills development
individually and in teams in order to reach goals.

According to most researchers (Pierre Veltz, 2006; David Douyere 2008;
Olivier Godard, 2004, Weaver, 2006) one of the effective means of knowledge
management is training and new methods and forms of learning and teaching.

Knowledge management is a new and not enough researched scientific
area. It encounters organizational, practical means and methods as a whole,
formed according to recommendations that are presented in scientific research
(John R. Baldin ir Guk Gellatly, 2006, Mickael Clevenot ir David Douyere
2008, Olivier Godard, 2004) and conferences (Pierre Veltz, 2006, National
UNESCO/ CIPSH international seminar, 2001).

An active interest in knowledge management and environmental research
allows organization to prolong activities in complicated economic conditions
when objectives are related to human resource management. What is more,
knowledge management is valued as the most important organizational non-
material capital that helps to create strategic aims of an organization (Zelvys,
2000; Teresevitiené, 2001; Zilinskaite, 2007; Alonderien¢, 2009; Lauzackas,
Tereseviciené, Volungeviciené, 2009).

Often an organization, seeking to adapt to dynamic, innovation-based
competitive environment applies non-traditional organizational management
forms. It is important to focus on organizational management forms such as
resource management (Karalevi¢iené, 2008; Mikuléniené, 2004; giugidiniené,
2008; Vaskeliené, 2005; Vienazindiené, 2009), organizational identity, image
and relation management (Pik¢itinas, 2002), consumer loyalty (Pileliené,
2008), etc. One of them is a model of a learning organization. Its authors Chi-
nowsky and Molenaar (2005) offer continued training for personnel and man-



agers, because it makes organization become attractive and helps to survive in
a competitive dynamic market.

Tereseviciené (2001) thinks that ‘it is affected by inevitable factors of
globalization, employment in labor market, scientific knowledge and informa-
tion technologies development, and children and teenagers education. On such
conditions as lifelong learning is an inevitable imperative, "de facto” legalized
strategic documents based on various scientific research and social presump-
tions, a necessity to reveal educational dimensions and their expression is im-
portant. This will enable to substantiate means and conditions promoting ac-
tive decision making process, communicative skills development, independent
task and aim reaching, and possibilities to renew all of this during life and it
will ensure success of institutions and individuals.”

Learning is not directly linked towards teaching, because learning en-
counters conditions for a tourist as a trainee to be provided with effective,
relevant means for a tourism service, and the means should be adequate to
socio-metric, cognitive, cultural and other needs (Longworth, 1999). It is quite
complicated for a tourism service supplier to organize a process of service
creation so that every tourist would be able to develop in the way he or she
accepts. How should a tourist know the best way and method of learning? Not
only tourists, but also managers of tourism organizations require competence
of meta-learning (learning how to learn), which will enable them to know the
process of learning and to choose the right ways and means of learning. There-
fore, while broadening this context, it is important to mention that tourism
business in Lithuania is not quite enough researched. And this fact strength-
ened the topicality of the chosen dissertation theme.

The latter research (Gyventoju mokymosi poreikiy tyrimas, 2004; Stu-
denty pozitirio { mokymasi tyrimas, 2005) indicate that learners feel a lack of
such a competence, because they choose traditional learning methods (Izdonai-
te, 2009) that are not related towards personal characteristics, or they do that
intuitively (simply feel, but do not know why it is better for them). Juceviciené
(2003) expressed her opinion that a problem can be solved if managers of tour-
ist organizations themselves become not only learners, but also be able to seek
for personnel and tourism service mediators’ (guides, trip managers) meta-
learning competence development.

Scientists (Stoniené, 2008; Hopeniené, 2009; Ligeikiené, 2003; Spuryté,
2005) paid a special attention to an educational role of a tourism service. Mus-
neckiené (2007) citing Juceviciené (1997) indicates that a learning process is
unconscious, mechanical in various environments, especially in museums and
cognitive excursions.

A special attention is paid to diverse contacts: environment, society,
economic and cultural, past-time, present and future, learning at school and



real world, personal way of life and its impact on other people and environ-
ment.

Such social skills are highlighted: self-expression, cooperation with other
people, learning, situation evaluation and problem solving, initiative, entrepre-
neurship, management based, communication with people of other cultures /
countries, managing people (Juceviciené, 2007).

A tourism service can and must be meaningful as: learning and educa-
tional means; society promotion; promoting development of less acknowl-
edged values such as imagination, and breadth of attitudes; implanting general-
ity, feeling of necessity; team formation; helping tourists to develop their ethi-
cal and aesthetical relation to environment, nature, cultural and moral values,
20006).

In order to strengthen educational system and be able to effectively en-
hance changes in society through tourism services, educational strategy has to
be in harmony with perspectives of economic and social development. Accord-
ing to L. Galkuté (2003) educational system has to reveal new development
consistencies and values, perpetual changes, so that a person and society con-
sciously plan their future and reasonably choose decisions. Only a learning
society is able to perceive development trends and use them.

Scientists (Godard (2004); Dejardin (2006) researching knowledge and
information dissemination in organizational environment state that most or-
ganizations being able to effectively and properly manage knowledge may
have success in relevant globalization process, implementing strategic aims. A
long-term development process where human capital exceeds material capital
was investigated by Godard (2004), Dejardin (2006). They tried to prove that
knowledge-based economy can change the proceedings of organizational man-
agement. Properly evaluating its impact on organizational activities and prop-
erly creating a relevant environment, organizations may hope to receive a
maximum use. Ghisi (2007) presents the analysis of a knowledge-based soci-
ety as the analysis of new economy vision. Knowledge management analysis
in an organization was the focus of Tessier, Bourdon (2006), who proved that
this process is highlighted through actualization of abilities and skills. Boutte
(2007) describes evolution of educational relations in an organizational envi-
ronment, where an expert transfers his or her skills (abilities) to a follower.

Scientists Baldwin (2000), Jakubavicius, Jucevicius P., Jucevicius G.,
Kriaucioniené, KerSys (2009) describe contexts and characteristics of new or-
ganizations that see the development and a possibility of surviving through
innovations and actualization of human resource competence possibilities, as
well as customer need satisfaction focusing on qualitative and innovative ser-
vice creation.



Recently the competitiveness of tourist organizations (Alonderiené, 2009,
Kvedaravicius, 2002, Bruneckiené, 2008, éiegis, 2002, Liesionis, 2006, Pile-
liené, 2008, Stankevi¢iené, 2004), service quality and its strategies are being
stressed. Modern tourist organizations have a necessity to successfully act in a
dynamic environment (Hopeniené, 2009; Ligeikiené, 2003; Labanauskaité,
2002; Ritelionieng, 2004). This could be reached through direct change mana-
gement, reality and situation perception, effectively planning and managing
market needs (Targamadzé, 1998; Garalis, 1999; Simonaitiené, 2001; Pun-
dziené, 2002; Simonaitiené, Targamadzé, 2002; Juceviciené, 2007, 2009; Kve-
daraité, 2009). It is important that a modern tourism organization must and can
become a learning organization; however, ineffective formation of tourism
organizations as learning organizations is determined by a lack of political de-
cisions: a tourist service consumer is not prepared, it is not enough for him or
her to be serviced by regular methods; a concrete national strategy is not cre-
ated, means and resources are not planned for the strategy implementation.
Tourist organizations experience a lack of concrete activity programs, focused
on tourist servicing as expression of educational potential in the process of
actualization of a learning organization vision.

Focusing on the possibilities of a tourist organization as a learning tourist
organization conception actualization, in Lithuania a tourist service educa-
tional potential in the context of a tourist organization is not enough analyzed.
Dissemination processes of tourist services are not investigated in practical
activities of tourist organizations; there is a lack of theoretical substantiation of
a service as educational means. This is determined by a complicated research
methodological access. The conception of a learning tourism organization and
the expression of a tourism service potential are substantiated by interdiscipli-
nary approach, applying knowledge of two sciences (management and educa-
tion), and this allows explaining the phenomenon through the expression of a
learning organization characteristics as a process having to do with a new
learning paradigm (Kvedaraite, 2009).

The conception of expression of a tourism service educational potential is
interpreted differently, characteristics of a learning organization and the mean-
ing of individual (tourist) learning processes are not explained identically. The
theoretical definition of a tourism organization service is not fully focused on
highlighting the uniqueness of a service itself; rather it is presented as a means
to strengthen commercialization processes of an organization (Turizmo jstaty-
mo pakeitimo [STATYMO PROJEKTAS (new edition), 2010; Turizmo ista-
tymo pakeitimo istatymas, 2002). The purpose of a tourism service is to ele-
vate cognition, educate and learn transferring knowledge and learn from oth-
ers. Therefore, the interpretational difference (as one of theoretical access) of
a tourism service is complicated by managerial and educational processes per-



ception and management in a tourist organization, especially in the level of
junior and senior managers. A feature theory as a methodological access be-
comes meaningful through the expression of educational potential of a tourism
service to identify features of a learning organization (Holden, 2006).

A tourism service can be described as a phenomenon, unique activity or
climate focused on education, where training is acknowledged and managed on
the basis of management and education science attitudes. A tourist organiza-
tion is able to impact the expression of educational potential of a tourism or-
ganization as a revelation of a new learning promoting environment, where
tourists develop competences necessary for the personnel of a learning organi-
zation through self-educational processes: acceptance of information, renewal
of present information, stimulation of service attractiveness.

The completed research in Lithuania and abroad allows stating that more
attention is paid to the problem of expression of a learning tourist organiza-
tion service educational potential. However, the expression of a learning tour-
ist organization service educational potential is not researched in detail theo-
retically and empirically as well. Especially researchers feel a lack of investi-
gations that analyze perceptions of educational factor expression of tourism
service suppliers and consumers and investigations substantiating the effec-
tiveness of management and education science relations.

The formulated and highlighted statements are based on scientific litera-
ture and official document analyses that substantiate the topicality of the
theme emphasizing the fact that in Lithuania there are no scientific research
works published that would analyze the expression of educational potential of
a tourism service in the context of a learning organization. Therefore, a re-
search question is formulated — whether tourist organizations focus their ac-
tivities on the expression of educational potential while servicing clients and
understand the essence of a learning tourism organization and its liaison with
educational and managerial phenomena.

This presumption is tested by inductive thinking while analyzing and
generalizing quantitative research data, collected by surveying personnel of
tourist organizations and tourism service consumers and qualitative research
data, collected by interviewing excursions’ participants and tourists, as well as
deductive logics substantiating the research data by generalizing knowledge
about the research phenomenon. The planned and completed research is based
on management and education science theories and attitudes that are clarified
by these research questions:

e How is educational potential of a tourist service expressed in the con-
text of a learning organization?

e What are the essential educational factors (knowledge, abilities and
values) that form educational potential of a tourism service?
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The research object is the expression of educational potential of a tour-
ism service.

The research aim is to investigate the expression of educational potential
of a tourism service in the context of a learning organization.

The research objectives are as follows:

1. To analyze and on the theoretical basis substantiate theoretical access
of an organization and tourism organization as a learning organization, and to
present theoretical concept of a service.

2. To prepare empirical research strategy and substantiate it on meth-
odological basis.

3. To investigate the expression of educational potential of a tourism
service supplier and a consumer, focusing on knowledge, abilities and values.

4. On the basis of theoretical and empirical dissertational research re-
sults to formulate recommendations for institutions coordinating tourism busi-
ness, tourism business organizations concerning educational potential
strengthening in tourism sector, rallying organization junior and senior manag-
ers, strengthening features of a learning organization through the processes of
tourism services provision to consumers.

A hypothesis is formulated in the dissertational research — hopefully, the
expression of educational potential is typical for tourism services if:

e while creating tourism services, personnel of a learning tourism or-
ganization focuses on educational factors (knowledge, abilities, and values) of
services;

e the aim of consuming a tourism service is to receive services with a
characteristic of the expression of educational potential.

The dissertational research is substantiated by these theories and
conceptions:

e Paradigm change theory according to Kuhn (2003). It explains the
change of paradigms and reveals the expression of educational and managerial
paradigm and their relations with a learning organization as the newest trend of
management science and a postmodern educational paradigm. A learning tour-
ism organization is understood as a supplier of tourism services, where cul-
tural, educational-managerial value is revealed, and it bases its activities on
the presumption that tourism services is a permanent process of consumer need
satisfaction. That is why an acceptable idea is that on reflections of personnel
(managers, guides and excursion heads) experience, a tourist organization
looks for new, innovative and attractive business decisions thinking, changing,
and giving new service provision penetrations and forming change practice.
The reconstructions of tourism service creation processes are explained in the
total quality management context of new managerial and educational para-
digms.
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e Discovery learning theory, which states that a learner uses his or her
experience and knowledge during the research activities that encourage new
fact, relationship formation and new knowledge creation (learning) process.
Theories of constructive learning, social constructivism and experience-based
learning are stressed. The theory of constructive learning states that the basis
of reality cognition is a tourism service construction of a tourist organization
as a service supplier and this construction is formed by subjective experience,
and learning becomes present as a tourist accepts information using his or her
theories and understanding. Creation of a tourism service is an active process,
during which a tourist forms new concepts, values and meanings on the basis
of previous knowledge and individual experience (Piaget, 1928; Dewey, 1938;
Kohlberg, 1986; Vygotsky, 1986; Kvedaraité, 2009). The theory of social con-
structivism i. e. constructive attitude towards a trip, excursion as knowledge
formation, focusing on the meaning of previous experience. Human activity is
explained as a liaison between behaviour and environment when an individual
and environment impact each other. Social learning is understood as an indi-
vidual adaptation in society; therefore, an individual has to learn to complete
social roles so that he or she becomes a part of a society (Merton. 1968; Durk-
heim, 1974; Bandura, 1977; Vygotsky, 1978; Lave, Wenger, 1991; Kvedaraité,
2009). The theory of experience based learning states that a tourist organiza-
tion manager that forms a tourism service transfers present knowledge through
the processes of meaning construction based on cooperation and exploration of
present activity experience, permanently observing, reflexively exploring con-
sumers, environment, experience, cognition, and activity (Kolb, 1984; Jarvis,
1987 Boud, Keogh, Walker, 1999; Jarvis, Holford, Griffin, 2004). This is the
basis of revelation of a tourist love towards his or her motherland, family, tra-
ditions and customs, etc.

o The system theory allows substantiating tourism organizations as a
sustainable and focused system consisting of interconnected elements: research
of environment and history architectural styles’ comparison, etc. (Ashby,
1956; Bertalanffy, 1969; Klir, 1991; Kvedaraité, 2009). A tourist organization
presenting and selling a service to a consumer forms an image of an attractive
country and encourages incoming tourist flows and so help to form national
budget.

o The theory of individual psychology, which presents one of the most
important concepts as a feeling of belonging. Individuals seek to belong to
community or a group and feel being valued. Personality cannot be divided
into parts. Consciousness and sub-consciousness act towards one direction; it
seeks to save feeling of value.

e Phenomenological hermeneutics’ fundamental rule is a meaning of
interpretation and reception. It is stated that consciousness of an interpreter is
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the most important place of a text meaning. Any theoretical understanding
consists of pre-theoretical understanding that is formed by constantly changing
everyday life, traditions, authorities and understanding presumptions a priori of
their impact (Gadamar, 1976; Husserl, 1980; Heidegger, 1982; Kvedaraité,
2009).

o The concepts of a learning society and a learning organization sub-
stantiate the process of persistent learning of a tourism organization manager
creating a service and a tourism service consumer, empowering to come over
change challenges, integrating into knowledge collection and learning interpre-
tation, and acquiring learning competences: knowledge sharing, ability to learn
while teaching to transfer and accept knowledge, which allows understanding
it as an essential factor of organizational survival (Senge, 1990; Pedler, Burgo-
yne. Boydell. 1991a, 1991b Burns, 1995; Hale, 1996; Morgan, 1998; Jarvis,
2001).

The research methods:

1. Scientific literature analysis and meta-analysis allowing to contextu-
alize the concept and features of a learning organization, to substantiate the
change of personnel roles in a learning organization and concepts of a learning
organization as a social phenomenon.

2. Quantitative research method. In order to determine educational po-
tential which is perceived by tourism service suppliers and service consumers,
a survey was completed. Knowledge, ability and value strengthening needs,
teamwork, loyalty to personnel and consumer needs and process dissemination
through the context of a learning tourist organization are analysed.

3. Qualitative research method. In order to explore the abilities of a
guide and trip head as a lecture servicing a client and creating long-term rela-
tions between a tourist organization and a consumer, an oral survey (expert)
as a structural interview method was completed. In other words, in order to
complete a deep interview of respondents, an oral structural interview will be
completed. A deep-interview was chosen because its advantages are these:
reveals attitudes of an interviewee, his or her evaluations, opinions, prefer-
ences, etc.; there is a possibility for an interviewer to control the whole situa-
tion (follow the process of answering, to receive extra information through
observations); a deep interview is being completed according to free interview
outline, which gives a possibility to use a survey for problematic research ar-
eas.

Statistical methods were used to process the research data: descriptive
statistics (statistical average, modes, and standard deviations); factor analysis
gave a possibility to reveal diagnostic constructions (the expression of a tour-
ism service features in the context of a learning organization and the structure
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of a tourism service consumers process of consuming). Kayser-Meyer-Olkin
measure was used to check the data validity.

Scientific novelty of the research and theoretical significance. The
theoretical part of the dissertational research explores the theoretical concep-
tions of an organization as a learning one and a tourism organization as a
learning organization as well. Travel organizers and agencies’ activity features
are substantiated by scientific philosophy access and an interdisciplinary atti-
tude. This attitude is highlighted on the basis of two sciences (management and
education science) interface and it allows explaining the educational potential
of a tourism service in the context of a learning organization. It also reveals the
essence of a service and conceptualizes theoretical access. On the basis of
management and education science attitude relation a learning organization
highlights the newest trends of management science focusing on new competi-
tive organizations. A tourism organization educational features’ expression is
explored in the context of feature theory, while the reconstructions of an indi-
vidual tourist learning process are explored in the context of new knowledge,
ability and value paradigm expression. The essence and features of a tourist
organization as a learning organization are explained in the context of social
learning (experienced based learning, action learning) and in the processes of
self-education. This recognition of learning contexts allows describing suppli-
ers and consumers of a tourism service, organizational change processes on the
theory basis, and enable personnel actively engage in these processes on the
basis of total quality management.

The practical significance of the research results show that educational
potential of a tourism service should be developed according to new postmod-
ern learning paradigm. The expression of a tourism service educational poten-
tial in the context of a learning organization processes are being researched for
the first time in Lithuania. According to methodological theoretical access a
concrete instrument is prepared to reveal the features of a tourism service edu-
cational potential in a tourism organization as a learning organization. The re-
sults of the empirical research revealed the expression of a tourism service
educational potential and highlighted the need of a service feature expression
strengthening so that a tourism organization becomes a learning tourist organi-
zation. The research results showed the value of a tourism service educational
potential and helped to form the ideas of transformation into a learning organi-
zation and the relation of learning dissemination phenomena that became clear
through educational, managerial and other activities of trip heads and guides.
The research results, generalizations and recommendations give a possibility
for groups of interest to properly renew programs of tourism activity stimula-
tion, National tourism department control preparation methodologies for tour-
ism services provision, standards of travelling and excursion heads training
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and other educational development documents not only locally, regionally, but
nationally as well.

Defending statements of the dissertation:

1. A tourist organization can be understood as of a new type — a learning
organization, and the application of a learning organization methodology in a
competitive activity environment enables changes acquiring new knowledge
and creating managerial-educational processes supportive environment to train
a personnel of a learning tourism organization: junior and senior managers, trip
heads, and guides’ necessary competences (lifelong learning, meta-learning,
professional competency) enabling to participate in the processes of self-
education.

2. A tourist organization is a dynamic organization, able to manage
changes; therefore, all features of a learning organization are revealed in real
activities and disclose conceptions, displayed in relation with tourism service
consumers and competitors.

3. Tourism services enable to strengthen a tourism organization to be-
come a learning organization through the basis of knowledge, value, and abil-
ity support processes.

4. The supplier of tourism services, projecting a service, is oriented to-
wards educational potential of a service and needs of a customer, such as
knowledge (cognitive), abilities (social, communicative), and values (socio-
central, ethno-central, anthropo-central, etc.).

The Structure and Volume of the dissertation

Dissertation consists of an introduction, description of concepts, 3 parts,
conclusions and recommendations, references and appendices. It also includes
77 figures and 21 tables. The list of references has 397 literature sources. The
dissertation has 188 pages. Appendices include survey instruments, statistical
calculation tables and interview materials.
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1. THEORETICAL SUBSTANTIATION OF A LEARNING TOURISM
ORGANIZATION AND PROVIDED SERVICES

1.1. Theoretical conceptions of a tourism organization as a social

phenomenon

In general, tourism is all kinds of travelling and excursions, when and in-
dividual leaves his or her work or a living place for longer than one day and
shorter than 12 months and when the aim of travelling is not an employment or
a paid activity. Tourism encounters relations of objects and subjects of a busi-
ness sector in globalization as a whole. And these relations connect into a spe-
cial combination and are perceived in managerial and holistic contexts. In a
managerial context tourism is a purposeful activity of various groups of soci-
ety, connecting travelling, organizing and hospitality industries, with the whole
of services and products, which are useful to satisfy customer needs and to
create value for business. From the holistic perspective, tourism is a science
about people, travelling farther than their living places, industry, which reacts
to customer needs, and an impact of both of them to social, cultural, economi-
cal and physical environment of a country is clear. Tourism is one of the most
important business sectors worldwide, influencing education and allowing lo-
cal people learning languages and new information and communication tech-
nologies. This will give a possibility to spread their cultural heritage keeping
traditions and customs at the same time requiring to adapt to society develop-
ment and modern practice; therefore, tourism should be seen as a business with
educational potential.

While identifying the system of tourism, its volume and characteristics
are important, analyzing the three aspects: resources, organizations and mar-
kets. Tourism resources consist of natural and cultural heritage objects that are
used or may be used to attract tourists. Tourism organizations connect, regulate
and coordinate the resources and tourism related activities in order to offer
special products and services for tourists. Travelling organizers and agencies
implement functions of selling services.

1.2. Activity theories of travel organizers and agencies

Mediators play the most significant role in tourism system in order to sat-
isfy customer needs satisfaction and to provide services and products to cus-
tomers. Even though the impact of presented factors on tourism service groups
varies, it is true to state that the development of tourism service creation, sup-
ply, and implementation is a multiple social and economical phenomenon.

Travelling organizers and agencies’ functions as mediators’ are quite
wide; they encounter peculiarities and priorities of tourism business participa-
tors’ and service consumers’ lifestyles, interpersonal communication creation,
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dynamics of recreation and consuming culture and forms. Mediators are travel-
ling organizers and agencies that can have a huge impact on the choice of con-
sumer target place and tourism kind through communication processes with
clients.

Travel organizers on the basis of legal regulations and conditions regu-
larly implement tourism business and directly or through mediators (travel
selling agents) publicly offer tourism services for any individual or a special
group. Travel organizers directly implement tourism wholesale agents’ func-
tions, and travel agencies are tourism retail agents. Travel organizers do not
have a direct contact with tourism service customers, except the cases, when
organizers have their own retail offices. Travel agencies are mediators, selling
separate parts or their complexes created by travel business. On marketing
point of view, travel organizers and agencies are described as mediators acting
for the use of clients and making contracts with service providers (airlines,
hotels, recreation and entertainment centers, museums, etc.) and receiving
commissions from suppliers. On the legal basis travel organizers and agents
act as legal mediators, representing a special geographic region. The educa-
tional point of view states that activities of travel organizers are substantiated
by the process of tourism services creation by a manager and a persistent learn-
ing process of tourism services customers, enabling to overcome challenges,
involving into knowledge collection and learning interpretation competences:
sharing knowledge, being able to learn through training how to transfer and
accept knowledge. This allows understanding such a process as the most im-
portant factor for organization to survive.

1.3 Theoretical contexts of a learning organization and a tourism or-

ganization

In a modern society needs are rapidly changing for tourism services, their
structure and quality; moreover, new stereotypes of social behaviour, new val-
ues, new models of lifestyles. All of that make organizations as learning ones.
A tourism organization as a learning organization when three knowledge
groups that are implemented and interact together: technical / analytical, prob-
lem-based and context-based knowledge.

A group of technical / analytical knowledge is fundamental and essential
for a tourism organization as a learning one; however, this group is not valu-
able and informative enough without other groups of knowledge. The group of
problematic knowledge requires understanding of real problems rising against
the manager and personnel. This knowledge group exists in reality and is con-
nected to budget formation, activity planning and analysis, resource studies,
relation with customer creation, and cognition of a customer. Knowledge that
has to do with procedures is more likely to be of a political manner rather than
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technical, and their implementation activities become more theoretical. Con-
textual knowledge requires understanding of not only organizational culture
and customer needs, but also environments, where employers act. Essentially,
this is a form of organizational wisdom, whose contents encounters technical
competence and ways of administration. Contextual knowledge has to be
strongly related to other two knowledge groups, as people have to effectively
solve organizational projects.

A learning organization is described in two concepts: a learning / self-
trained, an alive organization, changing organization. A learning / self-trained
organization is an understanding one describing self-training or continued edu-
cation, permanent education that may be examined in the organizational level
on the basis of educational context. A learning organization is a viewpoint and
atmosphere. A desire to learn may be found in individual members, teams,
systems, and structures of any organization. Learning is the main organiza-
tional value. In modern environment, we have to look for changes, but not to
avoid them.

1.4. The expression dimensions of a tourism service qualitative edu-

cational potential

The reconciliation of a tourism service quality and educational potential
development reveals during understanding of non-changeable self-education
and mutual tolerance factors, helping to recognize legal differences among
nations, cultures and their difference. Tourism services quality is described by
consumer satisfaction towards a trip (excursion), connecting rational rest to
educational potential of a service, where value understanding is created, taking
individual and societal needs into consideration, and personal experience is
collected and personal values are formed.

Situation nowadays indicated a new type of a consumer for tourism or-
ganizations. From one point of view, an economic crisis has limited consumer
possibilities to travel, visit places of interest, revel in resorts and water. On the
other side, the new type of a consumer is a lively enough human being, waiting
for affordable services in order to acquire knowledge. A new view towards a
consumer proves that service quality may be strengthened having a manage-
ment relation with educational factors. Tourism organizations seeking to keep
their customers, will create a service that customers, reflectively examining
environments, experience, and knowledge, will be able to create partnership
based relations on mutual agreement.
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1.5. Theoretical and praxeologic contexts of a tourism service con-

sumer and consuming factors

Fundamentally changed national economical activities and principles
brought main cultural changes into human consciousness. In market economy
a consumer is formed, and he or she is affected by separate organizations’,
creating products and services, inter-competition that is used in order to attract
consumers. That is why a consumer is usually attacked by masses of informa-
tion about better decisions for their being. The relationship between knowl-
edge, values, viewpoints, and attitudes is revealed in the processes of consum-
ing.

Knowledge is very valuable in a consuming process. A service consumer
learns out that after feeling a need, it is necessary to buy one or the other tour-
ist trip which allows acquiring knowledge. What is more, a loyalty to a service
organizer rises without a real experience, just because of thinking, reasoning,
watching, listening, etc. A learning process forms certain persistent habits; for
example, a person travels buying a tourist trip from the same travel organizer.

Values and viewpoints are oriented towards service understanding: beliefs
of object-characteristics, beliefs of use-characteristics, and beliefs of object-
use. Speaking about consumer viewpoints, they can be described in several
ways. A viewpoint can be a belief of what a person likes or dislikes; what is
more, a viewpoint can be understood as a basis for individuals or groups’ likes
and dislikes. Therefore, keeping such a conception, it is meaningful for a ser-
vice provider to be able to form consumer viewpoints and values through ser-
vices and so create the basics for consumer loyalty.

Attitudes. Consumers are often used to make decisions paying attention to
quite insignificant things, such as physical attraction of a product or a seller.
First of all, knowledge and information reach consumers and motivate them,
and only then emotional relation rises. A consumer feels a special emotional
reaction before a cognitive process, and later he or she confirms or denies this
emotional reaction a priori because of cognitive processes.

The buying process of tourism services is connected to consumer atti-
tudes that he or she has, and which are affected by advertising and public opin-
ion means. In order to understand why a consumer buys one or the other tour-
ism service and how he or she buys, it is important to understand consumer
attitudes. And vice versa, the recognition of consumer attitudes allows model-
ling how, why and what tourism services would be bought by consumers.
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2. EMPIRICAL RESEARCH METHODOLOGY AND METHODS OF
THE EXPRESSION OF A LEARNING ORGANIZATION
TOURISM SERVICE EDUCATIONAL POTENTIAL

2.1. Methodological substantiation of empirical research strategy

The logics and epistemology of problematic areas and research objectives
are substantiated on the basis of normative and interpretative paradigms of
social sciences that are based on qualitative and quantitative views towards
research. Its scientific meaning is described by qualitative and quantitative

factors (Kardelis, 2002).

The research can be understood as marketing research having practical
meaning in an organizational activity. This research has a huge impact on not
only managerial science, but education, sociology, psychology, anthropology

and uses a conceptual methodology.

Research aim — to explore educational potential of
tourism service.

Qualitative research with uantitative research -surveys
tourism service consumers Managers of tourism
and experts. organizations;
ourism service consumers?

Research aim — to explore
specialist viewpoint towards tourism
services as educational ones and
elements having impact on a learning
organization

v

Research aim — to explore
points of view of managers and
consumers about tourism services in the
context of a learning organization.

h 4

Research sample — consumers/experts
of tourism services

Criteria-based method of selection is
used for research sample.

Research sample size — not set
beforehand

Research data collection method —
directive (semi-structurized)
interview.

General research sample — managers
of tourist organizations, consumers
of tourist services.

Criteria-based method of selection is
used for research sample.

Research sample size — calculated.

Research data collection method —
survey (internet and written).

(" Research results — specialist views N
towads expression of educational
\_ potential of tourism services )

4
Research results — educational
characteristics of tourism services and
factors of a learning organization

—_—

[ Research result — characteristics and factors of educstional expression of a ]
learning tourism organization. recommendations
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Research model of a learning organization tourism service educational
expression of characteristics and factors

One of the research areas is modelling of personnel and cunsumers®
viewpoints. Such research seek to reveal consumer viewpoints together with
their evaluation and understanding in order to be able to manage them.

2.2. Design of a quantitative and qualitative research methods’ rela-
tion
In this section research process and its phases are presented. Object of at-
tention is empirical research substantiated on the basis of scientific methodol-
ogy. On the basis of harmony of qualitative and quantitative research two re-
search methods are applied: survey and interview. The research is based on
logical explanation and objectivity principles.

2.3 Methods of research results’ analysis

The research results has shown that tourism services are impacted by cul-
tural factors that allow analysing information acquirement, learning, viewpoint
formation, and decision making. The research results can be applied to formu-
late means of pricing and distribution. Qualitative research results are proc-
essed using ,,MS Excel“ and ,,SPSS* program packages.

22



3. EMPIRICAL RESEARCH RESULTS OF THE EXPRESSION OF A
TOURISM SERVICE EDUCATIONAL POTENTIAL IN THE
CONTEXT OF A LEARNING ORGANIZATION

3.1. Expression of as a learning tourism organization features

The research data of tourist organizations as learning organizations’ fea-
ture expression allow stating that all features of a learning organization is re-
vealed in a tourism organization; however, in a different manner.

»  Experience of a teamwork activity is presented on the basis of sys-
tem and human factors. This strengthens personnel orientation towards sus-
tainable knowledge gathering. Barriers and difficulties often emerge in suc-
cessful teamwork in an organization. They become present because of insuffi-
cient understanding of needs, aims, incorrect sharing of roles, making incorrect
decisions, ineffectively managing, incorrectly spreading information as indi-
vidual conflicts arise among personnel, giving awards and not waiting for
changes in organizational activities. All teamwork activities in a tourism or-
ganization have to be properly evaluated. This is linked to objectives and their
completion depends on tourism service consumer needs.

» A tourism organization is a global organization, democratically, rap-
idly changing and reacting to outside factors, that means an open system. It is
important that personnel would be able to learn individually and in teams.

»  The creation of a learning organization starts at individual learning
encouragement. Therefore a new functions reveals for personnel; it is not only
provide tourism services, but also learn themselves. This is the fundamentals
for a learning organization creation.

»  The more employees learn how to learn, the quicker a tourism or-
ganization comes closer to a learning organization.

»  Qualitative potential of tourism services. Fro the systematic point of
view tourism acts as an economic system consisting of tourism subjects and
objects.

3.2. Knowledge, abilities and values of a service consumer in the con-
text of educational potential expression

Consumer attitudes in the context of tourist service consumption reveal
cultural-social realities of society. Consumer attitudes are statistically mean-
ingful and connected with only one demographic factor — a living place. This
allowed identifying consumer attitude types: conservative, modern, and super-
innovative. The research data shows that conservative consumers live in the
largest cities and are modern enough. They value service quality and learning
tourist organizations.
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Mostly super-innovative, modern and dynamic attitudes were revealed by
citizens of district centres. Such consumers more value tourist organizations as
learning ones, providing good services and good servicing.

The research revealed: a) consuming attitudes are connected to demo-
graphic and socio-cultural factors; b) individuals living in different regions are
differently impacted by knowledge and abilities.

3.3. Creation of a tourism service educational potential value for cus-

tomers

The research results helped to identify the most important competences of
a guide and excursions head, and these competences have a strong impact on
service quality.

The qualitative research revealed that a guide competence impact is very
important, which is expressed through individual competence — creativity,
abilities to communicate, qualification competence — knowledge and being
aware, history understanding. In order to quickly make decisions, it is impor-
tant to have social, individual, methodical, and professional competences that
are not separated from personality. The research data also stated that acquaint-
ances, knowledge and development are very important.

In general, it is noticed that travelling processes showed a problem of
lack of foreign language competence. Therefore tourism organizations have to
pay attention to travel head’s competences and which are of an extreme impor-
tance during the trip in order to stay competitive.

3.4. Creation of value to customers of tourism services‘ educational

potential

The peculiarity of tourism organizational activity comes from motives,
specific relations with service providers, values that are quite individual in the
context of personality self-actualization. The way the personnel wish to change
and is able to self-interpret in professional activities impacts business and con-
sumer future.

The learning process of a learning organization is present when an or-
ganization accepts new principles and paradigms that usually convert into a
competitive advantage. This research work includes: results of organizational
data, organizational learning awards, and effective organizational activity re-
sults. This helps to identify the most important success factors that may be
useful to creation of organizational modern learning system development. The
relation between these factors and organizational results may form fundamen-
tals for further research.
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GENERAL CONCLUSIONS

o Theoretical concepts of a tourism organization as a social phenome-
non. Tourism as one of the most beneficial economic areas is a potential de-
veloper of knowledge, skills, cultural rules and values. Tourism encountering
activities of several sectors such as accommodation, entertainment, transporta-
tion, nutrition, having a connection with many cultural values (museums, thea-
tres, etc.) encourages national survival and raises the level of cultural quality
of a nation. Therefore, tourism problems are extremely topical for every soci-
ety and have to attract scientists’ attention especially in the context of a mod-
ern information-based society creation. Every supplier of tourism services,
depending on service quality and quantity, receives a certain pay rate from a
buyer that is a tourist. A certain process is in progress, which can be called a
peculiar economic branch or area. The most important element of such an ac-
tivity is a tourism product, which connects tourism service suppliers and con-
sumers into one singular system. Tourism enables to study people far from
their everyday natural environment after settlement in a new environment,
which satisfies travellers’ needs. This includes tourist’s experience, motiva-
tion, regulation, completing the coordination of agencies and firms, cooperat-
ing together. Services of travel organizing are provided by travel organizers
and travel agencies that are called suppliers of travel organizers’ services.

o Activity theories of travel organizers and agencies. A travel organizer
does not communicate with tourism service consumers directly, except the
cases when they have their retail offices. A travel agency is a mediator selling
separate parts of or their complexes of tourism industry. On marketing point of
view a travel organizer and agent are described as mediators operating for cli-
ents use, making contracts with travel suppliers (airlines, hotels, recreation and
entertainment centres, and museums, etc.) On the legal basis travel organizers
and agents act as legal mediators, representing a special geographic region.
The educational point of view states that activities of travel organizers and
agents could be as mediators (looking for tourists) between excursion and trav-
elling heads. Excursion and travelling heads complete functions of a lecturer:
tell stories, communicate knowledge, show objects, present national values.

e Experience of a teamwork activity is presented on the basis of system
and human factors. This strengthens personnel orientation towards sustainable
knowledge gathering. Barriers and difficulties often emerge in successful
teamwork in an organization. They become present because of insufficient
understanding of needs, aims, incorrect sharing of roles, making incorrect de-
cisions, ineffectively managing, incorrectly spreading information as individ-
ual conflicts arise among personnel, giving awards and not waiting for changes
in organizational activities. All teamwork activities in a tourism organization
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have to be properly evaluated. This is linked to objectives and their comple-
tion depends on tourism service consumer needs. Teamwork activities may
become effective to restore a present activity strategy and form a special tour-
ism service oriented towards a customer.

o The theoretical context of a learning organization and a tourist or-
ganization is substantiated by management and education ideas. The main
functioning characteristic of a tourism organization as a learning one is abili-
ties and desire for personnel to develop. A tourist organization becomes a
learning organization as it perceives development as a learning function. Such
an organization is open in tourism business system and able to not only to
accept new information, transform it, but also identify and utilize unnecessary
information. Only this way is important to strengthen organizational attrac-
tiveness of a tourist organization as a creator. A learning organization’s char-
acteristics are loyalty to personnel and consumers. This is expressed by a vari-
ety of learning ways in an organization. Personnel loyalty is clear in teams.
Teamwork helps to strengthen organizational functioning that broadens possi-
bilities of innovative service creation.

e The meaning of consumer loyalty is very important to an organiza-
tion. As time has changed, consumer viewpoints changed as well, and con-
sumers and organizations became learning ones. Producer’s role was based on
loyalty between a producer (seller) and a consumer in pre-industrial era. Dur-
ing time change, a concept of consumer and viewpoints towards a seller had
also changed. Mass consumers are presented as priorities, while needs of indi-
viduals were ignored. In the 20™ century marketing encountering managerial
and educational potential, consumer behavior and trade views emerged. Con-
sumer loyalty is the main aim of relation marketing. Sometimes it is compared
to relation marketing conception itself. Relation marketing conception, with
reference of comparative and non-economic perspective, is described as a
strategy to keep and strengthen relations with consumers. Educational and
managerial aspects are stressed in relations with consumers. These aspects are
usually described as a whole of essential principles and elements. Consumer
loyalty as the main aim of relation stimulation between consumers of tourism
services and service providers. The aim is equally important to a new type of
consumer as a learner and a tourism organization, participating in a creation
process of a consumer as a learner. The cross-relational views allow broaden-
ing satisfaction receiving tourism services through educational characteristics’
expression, which give a better value to a service. A scientific discussion re-
veals that a modern organization can strengthen consuming views as it is a
learning organization.
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IVADAS

Temos aktualumo pagrindimas. Turizmas Siuolaikiniame pasaulyje yra
viena intensyviausiy ir dinamiskiausiy pasaulio industriju. Daugelyje i$sivysciusiy
Saliy ji nurodoma kaip veiksminga ekonominés veiklos sritis (Bolwell, Weinz,
2008; Baum, Szivas, 2008), be to turizmo sektorius tampa vis labiau priklausomas
nuo zmoniy istekliy, todél, pasak Bolwell, Weinz (2008), daugelyje Saliy vertina-
mas kaip pagrindine darbo viety kiirimo sfera.

Jungtiniy Tauty Generaliné Asambléja (2010) turistinés organizacijos vaid-
menj atskleidZia socialine, kulturine ir edukacine prasmémis, kuriy esmg sudaro
turizmo skatinimas, ekonominé plétra, tarptautinis supratimas, taikos puoseléjimas,
visuomenés pagarbos zmogaus teiséms ir laisvéms, nepaisant rasés, lyties, kalbos
ar religijos, palaikymas.

Mokslininkai (Hjalager, Andersen, 2001) taip pat pastebi, kad Sios industrijos
darbuotojai daZnai yra neiSsilaving, nekvalifikuoti, kartu ir neproduktyviai veikia.
Nurodoma, jog turistinés organizacijos suprantamos kaip besimokancios, nors
dabartinéje Ziniy sistemoje ypatingas démesys kreipiamas | intelektini kapitala,
kuris apima Zmonijos istorijos ir konkregios organizacijos sukaupta patirti. Sios
patirties pagrindu kuriamos geriausios Ziniy duomeny bazés (Individual capital,
2009). Europos Parlamento rezoliucijos (2005) Turizmas — visuomenés sveikatos ir
Svietimo faktorius skiltyje, teigiama: ...kadangi turizmas daro jtakq Svietimui ir
leidzia vietos gyventojams mokytis kalby bei naujy informaciniy ir komunikaciniy
technologijy, kas suteikia galimybe skleisti jy kultirini paveldq laikantis paprociy
ir tradicijy, kartu reikalaujant prisitaikyti prie visuomenés raidos ir modernios
praktikos (http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-//EP//
NONSGML+ TA+ P6-TA-2005-0337+0+DOC+PDF+VO0//LT).

Gana sudétinga yra atsakyti | klausima, ar turistiné organizacija savo esme
yra besimokanti. DaZniausiai tokia organizacija tyréjai (Alert, 2004; De Loo, 2006)
stengiasi apibidinti remdamiesi jos veiklos rodikliais arba konkreciai pasiektais
rezultatais. Antra vertus, besimokanti organizacija gali biti apibtidinama kaip insti-
tucija, turinti specifing atsakomybe, nuolat besirlipinanti tinkamu sprendimy pri-
émimu. Ji dazniausiai remiasi nuostata rasti daugiau 1éSy savo veiklai ir tinkamai
iSnaudoti esamus iSteklius (Alert, 2004; De Loo, 2006, Mikalauskas, 2005; 2006;
O’Sullivan, 1999).

Siuolaikinei turizmo organizacijai taip pat iskyla biitinybé sékmingai veikti
dinamiSkoje aplinkoje (Hopeniené, 2009; Ligeikiené, 2003; Labanauskaité, 2002;
Ritelioning, 2004). To galima pasiekti kryptingai valdant pokycius, suvokiant tik-
rovg ir situacijas, efektyviai planuojant ir valdant rinkos poreikius (Targamadze,
1998; Garalis, 1999; Simonaitiené, 2001; Pundziené, 2002; Simonaitiené, Targa-
madze, 2002; Juceviciené, 2007, 2009; Kvedaraité, 2009). Svarbu atkreipti démesi
1 tai, jog Siuolaikiné turistiné organizacija turi ir gali tapti besimokancia organizaci-
ja, taciau neefektyvy turistiniy organizacijy, kaip besimokanc¢iy organizacijy, for-
mavimasi lemia Valstybinio turizmo departamento priimamy sprendimy stoka.
Néra parengtas turizmo paslaugos standartas, nesukurta turizmo paslaugos teikimo
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kontrolés sistema, taip pat pasigendama turizmo versla skatinan¢iy priemoniy stra-
tegijos, kryptingos turizmo sistemos dalyviy globalios plétros koncepcijos. Turisti-
nés organizacijos stokoja konkreciy veiklos programy, orientuoty i turizmo paslau-
gos, kaip edukacinio potencialo, raiska .

Lietuvoje besimokancios organizacijos formavimas(is) visa gyvenima, tebéra
nalo mokymo(si) procesuy kaita, kompetencijuy ugdymas(is) (Simonaitiené, 2001),
gebéjimas lanksciau pasirinkti Zzmoniy iStekliy mokymo(si), karjeros ar tobulini-
mo(si) programas (Dessler, 2001; Bagdonavicius, 2002; Sakalas, 2003; Kvedaraite,
2009; Bukantaité, 2005).

Besimokanti organizacija turi veikti atsizvelgdama { tai, ka, priimdami spren-
dimus, turi Zinoti darbuotojai apie padia organizacija (Zemaityté, 2001; Stankevi-
ciute, 2002; Bukantaite, 2005; Kvedaraité, 2009; Morkvénas, 2010), t. y. jos veik-
los uzdavinius, tikslus, aplinkos veiksnius ir strukttiras. Tai batina, norint tinkamai
panaudoti savo iSteklius ir sékmingai prisitaikyti prie kintamos verslo aplinkos,
aiskiai pademonstruojant tokiy veiksmy tikslinguma (Kvainauskaité, 2002; Kriks-
¢itiniené, 2004; Cibulskas, 2006).

Turizmo organizacija yra besimokanti tuomet, kai jos darbuotojai veikia su-
tartinai, tinkamai dalijasi informacija, kai pati organizacija, planingai veikdama,
aiskiai kuria savo pagrindus, vykdo veiklos politika ir priima sprendimus (Douglas
et al, 2002).

Organizacija kaip besimokanti, mokslininky (Carley, 2001: Simonaitiené,
2001; Douglas et al, 2002; Alert, 2004; Bukantaite, 2005; Kvedaraite, 2009), suvo-
kiama, kai visy lygiu darbuotojai individualiai ir kolektyviai, nuomone sieckdami
iSkelty tiksly, tobulina savo Zinias bei gebéjimus.

Daugelio tyréju (Pierre Veltz, 2006; David Douyere 2008; Olivier Godard,
2004, Weaver, 2006) nuomone, vienintel¢ veiksminga ziniy valdymo priemoné yra
mokymas ir nauji mokymo(si) metodai bei formos.

Ziniy valdymas yra nauja ir mazai istirta vadybos mokslo sritis. Ji apima or-
ganizaciniy, praktiniy priemoniy ir metody visuma, suformuota remiantis reko-
mendacijomis, kurias pateikia mokslininkai (John R. Baldin ir Guk Gellatly, 2006,
Mickael Clevenot ir David Douyere 2008, Olivier Godard, 2004) savo tyrimuose
bei pristato mokslinése konferencijose (Pierre Veltz, 2006, Nacionalinis UNESCO/
CIPSH tarptautinis seminaras, 2001).

Aktyvus doméjimasis ziniy vadyba ir aplinkos tyrimas leidZia organizacijai
i8likti sudétingomis ekonomikos salygomis, kai pagrindiniai uzdaviniai siejami su
zmoniy iStekliy valdymu. Bitent Ziniy valdymas yra jvertinamas kaip svarbiausias
nematerialusis organizacijos kapitalas, padedantis kurti organizacijos strateginius
tikslus (Zelvys, 2000; Tereseviciené, 2001; Zilinskaité, 2007; Alonderiené, 2009;
Lauzackas, Tereseviciené, Volungevicieng, 2009).

Daznai organizacija, siekianti prisitaikyti prie kai¢ios, naujovémis pagristos
konkurencinés aplinkos, taiko netradicines organizacijy valdymo formas. Yra Sios

tinio kapitalo ir Zmoniy iStekliy valdymo (Karalevicien¢, 2008; Mikuléniene, 2004;
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Siugzdiniené, 2008; Vaskeliené, 2005; Vienazindiené, 2009) organizacijos tapatu-
mo, jvaizdzio ir rySiy kirimas (Pik¢itinas, 2002) vartotoju lojalumo skatinimas
(Pileliené, 2008) ir kt. Viena i$ jy — besimokancios organizacijos modelis. Jo auto-
riai Chinowsky ir Molenaar (2005) sitlo tgstini mokymasi darbuotojams ir vado-
vams, nes tik taip organizacija gali biiti patraukli ir iSlikti kai¢ioje konkurencinéje
rinkoje.

Tereseviciené (2001) mano, kad darbuotoju mokymasi diktuoja neisvengiami
globalizacijos, uzimtumo darbo rinkoje, mokslo Ziniy ir informaciniy technologijy
plétros, vaiky ir jaunimo veiksniai. Todél ji analizuoja aplinkybes, kuriy viena i§
esminiy prielaidy, leidzianciy aktyviai dalyvauti sparcios kaitos procese bei daryti
jiems itaka, yra mokymasis visg gyvenimga (Teresevi¢iené, 2007). Taip pat nurodo,
jog jis yra jteisintas strateginiais dokumentais, pagristas jvairiais moksliniais tyri-
mais ir apsprestas socialiniy prielaidy. Tyréja atskleidé Sias raiSkos edukologines
dimensijas. Jos nuomone, tik tokiais biidais galima pagristi priemones ir sqlygas,
skatinancias aktyvy sprendimy priémimgq, bendravimo gebéjimy tobulinimq, sava-
rankisky uzduociy ir tiksly siekimq bei galimybes tai atnaujinti visq gyvenimq, o
kartu uztikrinty institucijy bei individy sékme http.//aleph.library.lt/F?func=find-
b&request=000010236&find_code=sys&local base=LITLI.

Mokymasis turistinéje keliongje tiesiogine reikSme néra siejamas su moky-
mu, nes mokymasis apima ir turisto, kaip besimokanciojo, apriipinima veiksmin-
gomis, turizmo paslaugai svarbiomis priemonémis, atitinkan¢iomis jo socialinius,
kognityvinius, kultiiros ir kt. poreikius (Longworth, 1999). Turizmo paslaugos
teikéjui, siekiant, jog vartotojas biity besimokantis, sudétinga organizuoti paslau-
gos kiirimo procesa, kad kiekvienas turistas galéty tobuléti jam priimtinu btdu.
Kaip turistui zinoti, koks mokymosi btidas jam, kaip besimokan¢iam asmeniui,
geriausias? Ir turistams, ir turistiniy organizacijy vadovams reikalinga metamoky-

ti mokymosi proceso ypatumus.

Pastaryjy mety tyrimais (Gyventoju mokymosi poreikiy tyrimas, 2004; Stu-
denty pozitirio | mokymasi tyrimas, 2005) nustatyta, kad visi besimokantieji tokios
kompetencijos stokoja, nes rinkdamiesi tradicinius mokymosi biidus, pasirinkimo
nesieja su asmeninémis savybémis arba tai daro intuityviai (jaucia, bet nezino, ko-
deél jiems taip geriau). [zdonaité (2009), tyrinédama turizmo vadybininko socialines
kompetencijas, pabrézia, kad kompetencijos daugiadimensiSkumas yra pagristas,
nes, kaip teigia kompetencijos koncepcija, siejamas su gebéjimais valdyti situacijas
bei taikyti jgudzius jvairioje veikloje. Jucevicienés (2003) nuomone, problema
galima iSspresti, jei turizmo organizacijy vadovai ne tik patys biity besimokantieji,
bet ir gebéty siekti darbuotojy bei turizmo paslauga teikianciy tarpininky (gidu,
kelionés vadovy) metamokymosi kompetencijas.

Mokslininkés Stoniené (2008), Hopeniené (2009), Ligeikiené (2003), Spuryté
(2005) ypac atkreipé démesi i edukacinj turizmo paslaugos vaidmenj. Musneckiené
(2007) cituodama Jucevicieng (1997) nurodo, kad zmogaus mokymosi procesas
vyksta daznai nesamoningai, mechaniskai jvairiose aplinkose, ypac, jos nuomone,
tai vyksta, muziejuose, per paZintines ekskursijas.
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Atsiranda démesys ijvairialypiams saly¢iams: aplinkos, visuomenés, ekono-
mikos ir kultliros; praeities, dabarties ir ateities; mokymosi mokykloje ir realaus
pasaulio; asmens gyvensenos ir jos poveikio kitiems zmonéms ir aplinkai (Jucevi-
¢iené, 2000).

ISryskinami tokie socialiniai gebéjimai, svarbiis mokymui(si): saviraiska;
bendradarbiavimas su kitais zmonémis; mokymasis; padéties vertinimo ir proble-
my sprendimo; iniciatyvumo, verslumo; vadybos; bendravimo su kity kulttiry /
Saliy Zmonémis; vadovavimo zmonéms (Jucevi¢iené, 2007).

Turizmo paslauga, kaip mokslo raiSkos paradigma, gali ir turi buti reikSmin-
ga kaip v mokomoji ir auklé¢jamoji priemoné; v visuomenés suartinimo; v skati-
nanti maziausiai pripazistamy vertybiy — vaizduotés, pazitiry platumo — ugdyma;
v skiepijanti bendruma; v reikalingumo jausma; v kolektyviskumo ugdyma; v
padedanti turistams ugdytis etinj ir estetini santyki su aplinka, gamta, kultiiros ir
Martisauskiené, 2006).

Taigi tam, kad turizmo paslauga sustiprinty §vietimo sistema ir galéty veiks-
mingai prisidéti prie visuomeneés kaitos, Svietimo strategija turéty buti neatsiejama
nuo ekonominés ir socialinés raidos perspektyvy. Anot L. Galkutés (2003), Svieti-
mo sistema turi nuolat atskleisti naujus plétros désningumus ir vertybes, nuolat
keistis, kad zmogus ir visuomené samoningai planuoty savo ateitj ir argumentuotai
rinktysi sprendimus. Tik besimokanti visuomené gali suvokti raidos kryptis ir jo-
mis pasinaudoti.

Mokslininkai (Godard (2004); Dejardin (2006), tiriantys ziniy ir informacijos
sklaida organizaciju aplinkoje, teigia, kad daugelis organizacijuy, gebédamos
veiksmingai ir tinkamai valdyti Zinias, gali laiméti aktualiame globalizacijos pro-
cese, igyvendindamos strateginius tikslus. Butent ilgalaiki raidos procesa, kuriame
zmogaus kapitalas pranoksta materialyji kapitala, yra nagringjes Godard (2004).
Dejardin (2006) jrodinéjo, kad Ziniy ekonomika gali pakeisti organizacijos valdy-
mo eiga: teisingai jvertinus jos poveiki organizacijai, teisingai kurdamos tam tin-
kama aplinka, organizacijos gali tikétis didziausios naudos. Ghisi (2007) pateikia
Ziniy visuomeneés kaip naujos ekonomikos vizijos tyrimus. [ ziniy valdymo analiz¢
organizacijoje orientavosi ir Tessier, Bourdon (2006). Autorés jrodé, kad $is proce-
sas iSryskéja per asmeniniy jgiidziy ir gebéjimy jgyvendinima. Boutte (2007) apra-
$o ugdomuyju santykiy raida imoniy aplinkoje. Tuo metu ekspertas perduoda savo
gebéjimus (jgidzius) pasekéjui. Mokslininkai Baldwin (2000); Jakubavicius, Juce-
vicius P., JuceviCius G., Kriau€ioniené, KerSys (2009) apraso kontekstus ir ypatu-
mus jauny imoniy, kurios klestéjima ir islikima mato tik tobulindamos naujoves ir
zmoniy iStekliy kompetencija, vartotojo poreikiy tenkinima, orientuojasi i koky-
biskos modernios paslaugos kiirima.

Todél prapleciant §i konteksta, reikéty pazyméti, kad turizmo verslas Lietu-
voje gana mazai tyrinétas. Tai sustiprino pasirinktos disertacinés temos aktualuma
(Hopeniené, 2009; Banyte, 2000).

Pastaruoju metu pabréziamas organizacijy konkurencingumas (Alonderiené,
2009, Kvedaravicius, 2002, Bruneckiené, 2008, Ciegis, 2002, Liesionis, 2006, Pi-
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leliené, 2008, Stankeviciené, 2004), teikiamy paslaugy kokybé, ja lemianti strategi-
ja.

Orientuojantis | turizmo organizacijos, kaip besimokancios organizacijos,
sampratos igyvendinimo galimybes, Lietuvoje turizmo paslaugos edukacinis po-
tencialas per mazai nagrinéjamas. Turizmo organizacijy paslaugy teikimo procesas
netiriamas, stokojama paslaugos, kaip edukacinés priemonés, pagrindimo. Tai pa-
tvirtina sudétingas tyrimo metodologines prieigas. Kvedaraité (2009) besimokan-
¢ios organizacijos samprata grindzia tarpSakiniu pozitriu, taikydama dviejy moks-
ly (vadybos ir edukologijos) Zinias. Taikant edukologijos mokslo ir tarpdisciplini-
nes kontekstines Zinias, galima paaiskinti $j reiskinj per besimokancios organizaci-
jos bruozy raiska kaip procesa, atitinkantj naujaja mokymosi paradigma.

Kvedaraité (2009) tyrinédama besimokancig organizacija, pabréZzia, jog ji va-
dybos ir edukologijos moksly interpretuojama skirtingai. Todél, analizuojant tu-
rizmo organizacijos kaip besimokancios turizmo paslaugos edukacinio potencialo
raiSka, ir bus kreipiamas démesys | individa (turista), mokymo(si) galimybes nau-
jos edukacinés paradigmos kontekste. Turizmo organizacijos paslaugos teoriné
apibréZtis néra tinkamai orientuota i paslaugos unikalumo iSrySkinima, o labiau
pateikiama kaip priemoné organizacijos komercialumui stiprinti (Turizmo jstatymo
pakeitimo I[STATYMO PROJEKTAS (nauja redakcija), 2010; Turizmo istatymo
pakeitimo istatymas, 2002). Turizmo paslaugos paskirtis — veikla, susijusi su turis-
ty poreikiy tenkinimu, suteikiant turistams kelionés organizavimo, transporto, ap-
gyvendinimo, maitinimo, informacijos ir specialias paslaugas. Turistas patiria
dziaugsma, malonuma, pailsi, bendrauja su kitais Zmonémis, susipazista su jvairiy
Saliy kultira, tradicijomis, istorija, gamta, tai leidzia jzvelgti paslaugos edukacinio
potencialo turinj.

Turizmo paslauga gali biiti apibiidinama kaip rekreaciné veikla, turinti isskir-
tinius bruozus, orientuotus | edukacinj potencialq. Turizmo organizacija kaip be-
simokanti veikia turizmo paslaugos edukacinio potencialo raiska kaip nauja mo-
kymo(si) aplinka, kur turistai isijungdami i savaiminio mokymosi procesus, igij¢
ziniy, ugdosi geb¢jimus ir vertybes.

Atlikti moksliniai tyrimai tiek Lietuvoje, tiek uzsienyje leidzia teigti, kad dideé-
Jja démesys besimokancios turizmo organizacijos paslaugos edukacinio potencialo
raiskos problemai. Taciau turizmo paslaugos edukacinio potencialo raiska néra
tinkamai istirta nei teoriniu, nei empiriniu poziuriais. Ypac pasigendama tyrimy,
kurie analizuoty turizmo paslaugos teikéjy ir vartotojy edukaciniy veiksmy raiskos
derme.

Suformuluoti ir iSryskinti teiginiai yra paremti mokslinés literatiiros ir oficia-
liy dokumenty tyrimais, kuriais grindZiamas temos aktualumas, pabréZiant fakta,
kad Lietuvoje néra moksliniy darby, gvildenanciy turizmo paslaugos edukacinio
potencialo raiSka besimokancios organizacijos kontekste. Tod¢l kyla esminis pro-
bleminis klausimas — ar turizmo organizacijos savo veikla orientuoja | turizmo
paslaugos edukacinio potencialo raiSka teikdamos paslauga vartotojui ir ar suvokia
besimokancios turistinés organizacijos saveika su edukaciniais ir vadybos proce-
sais?
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Planuojant ir atliekant disertacinj tyrima remiamasi vadybos ir edukologijos
moksly teorijomis, nuostatomis, kurias tikslina $ie tiriamieji klausimai:

e  Kaip reiskiasi turizmo paslaugos edukacinis potencialas besimokancios orga-
nizacijos kontekste?

e Kokie esminiai edukaciniai veiksniai (Zinios, gebéjimai ir vertybés) sudaro
turizmo paslaugos edukacinj potenciala?

Tyrimo objektas — turizmo paslaugos edukacinio potencialo raiska

Tyrimo tikslas — iStirti turizmo paslaugos edukacinio potencialo raiSka be-
simokancios turizmo organizacijos kontekste.

Tyrimo uzdaviniai:

1. ISnagrinéti ir teoriSkai pagristi organizacijos ir turizmo organizacijos, kaip
besimokancios organizacijos, teorines prieigas, pristatyti paslaugos teorini
koncepta.

2. Parengti ir pagristi empirinio tyrimo strategija bei metodologiskai ja pagristi.

3. I8tirti turizmo paslaugos teikéjo ir vartotojo edukacinio potencialo raiska,
orientuojantis | Zinias, gebéjimus ir vertybes.

4. Remiantis teorinio ir empirinio disertacinio tyrimo rezultatais, parengti reko-
mendacijas turizmo versla koordinuojancioms institucijoms, turizmo verslo
organizacijoms dél edukacinio potencialo sustiprinimo turizmo srityje, sutel-
kiant organizacijuy vadovus bei vadybininkus, orientuojantis i besimokancios
organizacijos bruozy stiprinima per turizmo paslaugos jgyvendinimo procesus
teikiant paslauga vartotojui.

Disertaciniame tyrime keliama hipotezé, jog tikétina, kad turizmo paslau-
goms yra budinga edukacinio potencialo raiska, jei:

e  besimokancios turizmo organizacijos darbuotojai, kurdami turizmo paslauga,
orientuojasi | paslaugos edukacinio potencialo raiskas (zinias, gebéjimus, ver-
tybes);

e turizmo paslaugos vartotojai, kaip besimokantys asmenys, gaudami paslauga
siekia ir edukacinio potencialo raiskos.

Disertacinis tyrimas grindZiamas Siomis teorijomis ir sampratomis:

e Paradigmy kaitos teorija. Kuhn (2003) mokslo istorijoje teigeé, kad
mokslo tyrimus ir mastyma apibrézia paradigmos — konceptualios pasaulézitiros,
kurias sudaro formalios teorijos, klasikiniai eksperimentai ir patikimi metodai.
Taikant vyraujancia paradigma, mokslininkai perziiirédami teorijas, aiskindami
tyrimy duomenis, tikslindami matavimo standartus ir stebimy reiskiniy apraSymus,
neissprendzia teorinés problemos ar eksperimentinés anomalijos, parodancios pa-
radigmy neadekvatuma ar prieStaringuma. Tokiy keblumy sankaupa sukelia krizg,
kurios vienintelis sprendimas — intelektiné revoliucija, pakeicianti sena mokslo
paradigma nauja. Kuhn suformuoja nauja savoka ,,paradigma®, kuri grindZiama
tuo, kad turi pradéti vaidinti svarby vaidmenj visose intelektualinio ir kultiirinio
gyvenimo srityse. Besimokanti turistiné organizacija yra suvokiama kaip turizmo
paslaugos teikéja, kai atsiskleidzia edukacinés ir vadybos paradigmos raiska kaip
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naujausia vadybos mokslo tendencija. Kultirinémis, edukacinémis ir vadybinémis
prasmémis ji savo veikla grindzia prielaida, jog turizmo paslauga yra nuolatinis
poreikiy tenkinimo procesas vartotojui. Todél priimtina tampa idéja, jog turistiné
organizacija stiprina savo darbuotojy (vadybininky, gidy, kelioniy vadovy) patyri-
ma, ieSko naujy, Siuolaikiniy buidu ir skatina mokytis, ieSkoti patraukliy verslo
sprendimy, formuoti kaitos praktika. Turizmo paslaugos kirimo procesy kaita
aiSkinama naujosios vadybinés ir edukacinés paradigmomis visuotinés kokybés
vadybos kontekste.

e Mokymosi tyrinéjant teorija leidzia organizacijoms ar iStisoms siste-
moms nuolat mokytis i§ supancio pasaulio ir pritaikyti tai, kas iSmokta, naujose
situacijose taip, kad galéty ir toliau siekti tiksly kontekstui nuolat keiciantis. Mo-
kymosi tyrinéjant teorija grindziama bendradarbiavimu tinkle ir lyderyste per jtaka,
judrumu ir gebéjimu prisitaikyti, iniciatyvumu ir verslumu, efektyvia Zodine ir
raSytine komunikacija, smalsumu. Turizmo paslaugos vartotojai ir turistinés orga-
nizacijos darbuotojai dirba ir mokosi bendradarbiaudami, orientuodamiesi | mo-
kyma(si); stiprinami turistinés organizacijos ir visos sistemos gebéjimai, leidzian-
tys pakelti paslaugos kokybe, skatinantys siekti jvairesniy rezultaty ir kurti bei pa-
laikyti darny tobuléjima. Siekiant turizmo paslaugos kokybinio prasmingumo biiti-
na tobuléti tiems, kurie mokosi drauge déti pastangas, kad jos tapty darbo praktikos
dalimi. Turizmo organizacija suprantama kaip integruota grupé zmoniy, kuriuos
motyvuoja bendra mokymo(si) vizija, kurie palaiko vienas kita ir dirba kartu, ieSko
budy tyrinéti savo praktika turizmo verslo sistemoje ar uz jos riby kartu mokytis
naujy ir geresniy budy pagerinti visy (savo ar vartotojy) mokyma(si). Pasireiskia |
mokyma orientuotas tinklas — bendromis jégomis planuojama, igyvendinama ir
stebima {jvairi veikla, lyderiy ir kity suinteresuotyjy asmeny mokymasis, bei mo-
kymuisi butiny gebéjimy stiprinima ir ziniy kiirima bei dalijimasi ziniomis tarp
vartotojy bei konkurenty. Turizmo paslaugos kiirimas yra aktyvus procesas, kurio
metu turistas, kaip besimokantis asmuo, remdamasis anks¢iau igytomis ziniomis,
kuria naujas patirtis. Taip pasireiSkia turisto meilé tévynei, Seimai, tradicijoms,
paprociams ir kt.

. Sistemy teorija leidzia suprasti organizacijos prasme, kur atsiskleidzia
socialinis aspektas, kai veikia grupé Zmoniy, kuriuos sieja bendradarbiavimo ry-
Siai, bendri interesai ir tikslai; bei ekonominis aspektas, kai naudojant vienokias ar
kitokias technologijas organizacijoje vyksta darbo objekto poveikio procesas ir
atsiranda vienoks ar kitoks produktas. Turizmo paslauga, kaip darnig ir kryptinga
sistema, leidZia pagristi Sie tarpusavyje susieti elementai: aplinkos ir istorijos tyri-
néjimas, architektiiriniy stiliy lyginimas ir kt., taip pat informacijos apdorojimo
procese dalyvauja zmogus, o apdorota informacija naudojama zmonéms valdyti.
Turizmo organizacija, pristatydama ir parduodama paslauga vartotojui, formuoja
patrauklios Salies jvaizdi, skatina turisty srautus taip prisideda prie valstybés biu-
dzeto formavimo

e Individualiosios psichologijos teorija leidzia padéti asmeniniu lygmeniu
— paprasciau rasti bendra kalba su kitais Zmonémis, tapti tolerantiSkesniam sau ir
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kitiems; organizacijose kurti bendradarbiavimo kultiira, ugdyti darbuotoju lojalu-
ma; vadovavimo srityje — suprasti pavaldiniy elgesio motyvus, padéti jiems jaustis
atsakingiems, motyvuoti, jkvépti pasiekimams; versle bendradarbiaujant pasiekti
abipus¢ nauda (,,win—win®), sukurti ilgalaikius partnerystés santykius, suprasti
klientus ir partnerius; optimistiSkai akcentuoja Zzmogaus tikslus, o ne jvykiy prie-
zastis. Individuali psichologija orientuota i ateiti. Paprastai kalbama apie kasdie-
nius gyvenimo uzdavinius — darba, Seima, draugystg.

e Fenomenologiné hermeneutika atskleidZia interpretavimo ar recepcijos
reik8me. Interpretuojamas tekstas paveriamas pazistamu ir savu. Interpretacija —
dviejy kultiiros dalyviy diskusinis / komunikacinis veiksmas, interpretacijoje svar-
besnis supratimo ir apmastymo, o ne aiSkinimo ir pazinimo metodologinis aspek-
tas. Hermeneutikoje pamazu ir nuosekliai buvo i$skirti trys — psichologinis, istori-
nis ir fenomenologinis — supratimo aspektai. Psichologinis aspektas kaip yra suvo-
kiama mintis, susijusi su gyvai perduodama kelionés ar ekskursijos vadovo zodziu,
skatinanti dziaugtis bendravimu su kitais grupés nariais. Istorinis aspektas leidzia
suprasti individo ir pasaulio neatskiriamybe, jis visada yra tarpiskas, reikalauja
aiSkinanciojo raiSkos meistrystés, o i§ interpretuojanciojo — kultiiros Zenkly suvo-
kimo meistrystés. Fenomenologinis aspektas — svarbiausiu tampa modernaus Zzmo-
gaus santykis su butimi, kur suprasti ir interpretuoti gali vienintelé Zeméje privile-
gijuota butybé — Zmogus, apdovanota kalba, gebanti interpretuoti ir turinti savo
istorija (Jurgutiené, 2003). Fenomenologinés hermeneutikos svarstybose apie dvie-
ju samoniy — turizmo paslaugos autoriaus ir paslaugos vartotojo — susitikima gali-
ma prilyginti itin jdomiai Cio¢ytés (2005) Hanso-Georgo Gadamerio perteiktas
mintis, kad norédami suprasti, mes, kaip skaitytojai, turime buti ,,suinteresuoti®.
Siuo atveju svarbi biitent savokos ,,suinteresuotumas® dviprasmybé: norédami su-
prasti, turime biiti sudominti, ir norédami suprasti, turime tikétis intereso — naudos.

e Besimokancios visuomenés ir besimokancios organizacijos koncepcija.
Koncepcijos pagrindu turistinés organizacijos vadybininkai ir paslaugos vartotojai,
dalyvaudami nuolatiniame mokymosi procese, orientuojasi i poky¢ius, isijungia i
ziniy rinkimo, suvokimo, pritaikymo bei interpretavimo procesus. Turizmo organi-
zacijos vadovai yra atsakingi uZ sukiirima tokiy besimokanciy organizacijy, kurio-
se zmonés nuolatos plésty savo sugebéjimus suvokti, gryninty vizija, kitaip tariant,
uzduotis — ju mokymosi proceso ir atitinkamy mokymasi skatinanc¢iy aplinky sukii-
rimas, kad visi organizacijos nariai galéty produktyviai spresti svarbias organizaci-
jos problemas bei lygiagreciai tobulinti mokymosi gebéjimus (meistriSkuma) tei-
kiant turizmo paslaugas vartotojui (Senge, 1990; Simonaitiené, 2003).

Tyrimo metodai:

1. Mokslinés literatiiros analizé ir metaanalizé, leidZian¢ios kontekstuali-
zuoti besimokancios organizacijos savoka ir bruoZus, pagristi besimokancios orga-
nizacijos darbuotojy vaidmeny kaita, besimokancios organizacijos, kaip socialinio
reiSkinio, teoring samprata.

2. Kiekybinio tyrimo metodas. Siekiant nustatyti turizmo paslaugos teikéjy
ir paslaugos vartotojy suvokiama edukacinj potencialg, taikyta anketiné apklausa,
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kuria tiriamas organizacijy ir vartotojuy Ziniy, gebéjimy ir vertybiy stiprinimo po-
reikis, komandinio darbo, lojalumo darbuotojams ir procesy sklaida per besimo-
kancios turistinés organizacijos kontekstus.

3. Kokybinis tyrimo metodas. Siekiant issiaiSkinti gido ir kelioniy vadovo
edukacinius geb¢jimus, teikiant paslauga vartotojui bei kuriant ilgalaikius santykiy
tarp turistinés organizacijos ir vartotojo, taikytas strukturizuotas eksperty apklau-
sos zodziu interviu metodas. Giluminiam supratimui istirti taikytas struktirinis
interviu Zodziu. Giluminis interviu buvo pasirinktas, nes turi tokius privalumus:
atskleidzia pasnekovo nuostatas, vertinimus, isitikinimus, preferencijas, vertinimus
ir kt.; teikia galimybeg apklauséjui kontroliuoti situacija: sekti atsakymy eiga, gauti
papildomos informacijos stebéjimo btidu; giluminis interviu atlickamas pagal lais-
va interviu plana, kuris suteikia galimybeg iSnagrinéti riipimas problemines sritis.

Tyrimo duomenims apdoroti taikyti statistinés analizés metodai: apraSomoji
statistika (statistinis vidurkis, moda, standartinis nuokrypis). Atliktas duomeny
tinkamumo faktorinei analizei patikimumas remiantis Kayser-Meyer-Olkin mato
dydziu.

Mokslinis tyrimo naujumas ir teorinis reik§mingumas. Teorinéje diserta-
cinio tyrimo dalyje nagrinéjama besimokancios organizacijos ir turizmo organiza-
cijos, kaip besimokancios organizacijos, teoriniai konstruktai. Kelioniy organizato-
riy ir agentiiry veiklos bruozai grindziami vadovaujantis mokslo filosofijos prieiga
ir tarpdalykiniu pozidriu. Sis pozidris idry§kéja derinant du mokslus (vadyba ir
edukologija) leidzia paaiskinti turizmo paslaugos edukacinj potencialg besimokan-
¢ios organizacijos kontekste. Turizmo organizacija, blidama verslo organizacija ir
taikydama besimokancios organizacijos koncepcijas, siekia konkurencingumo stip-
rindama edukacinj potenciala. Naujos besimokancios organizacijos teorinés priei-
gos leidzia Zvelgti { paslaugos vartotoja kaip i besimokanti asmenj, kuris siekia
paslaugos ne tik ekonomine bet ir edukacinio potencialo prasme. Taikant Zmogis-
kuosius isteklius, vartotojas apibtidinamas kaip organizacijos ugdytojas, kurio Zi-
nios grindziamos naujomis patirtimis, o jis tampa lojalus paslaugos teikéjui.

Vadybos ir edukologijos moksly srityse, taikant besimokancios organizacijos
koncepta, organizacija tiriama kaip kurianti nauja kulttra, kai darbuotojai siekia
turistinés paslaugos edukacinio potencialo raiSkos. Taip yra sukuriamos naujos
tarpdisciplininés Zinios, kurios papildo turizmo organizacijos veiklos tikslus edu-
kacine, socialine, kultiirine prasmémis.

Tyrimo rezultaty praktinis reikSmingumas pasireiSkia $iais aspektais:

. Turizmo paslaugos vartotojams pateikiami nauji vadybiniai veiklos
orientyrai, tokie, kaip turizmo paslaugos edukacinis potencialas, ir nurodomi seg-
mentai, kurie pagrindziami praktiniu mokymosi pavyzdziu, segmentuojama taikant
mokymosi sistemas (patirtinis, savaiminis mokymasis) aprasoma juy esme, orien-
tuojantis i grupes, komandas.

. Atskleidziami konkretlis besimokancios organizacijos bruozai, kurie
leidzia vadybininkams pamatyti kaitos poslinkius besimokancios organizacijos
link.
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. Sukurtas tyrimo instrumentas, leidziantis istirti besimokancios organi-
zacijos darbuotojy mokymosi potencialo raiska (darbas grupése, lojalumas organi-
zacijai ir vartotojui).

. Tiriant turizmo paslaugos vartojimo tiksla, identifikuoti jo poreikiai
naujoms zinioms, vertybéms, mokymosi potencialui naujomis salygomis ir naujoje
aplinkoje.

. Identifikuoti naujo tipo besimokancio vartotojo tipai, nustatyta, kas gali
leisti paslaugos teikéjui kurti turizmo paslauga, orientuojantis i tokio tipo vartotojo
segmenta.

. Jungianti paradigma sustiprina paslaugos teikéjo ir vartotojo zinias, su-
teikiamas naujai logistikos vadybos paradigmai, kurios gali igyti naujos prasmés
per edukacinio potencialo raiSkas, glaudziai siejant su zmogiskaisiais iStekliais.

. Pateikiamas naujos turizmo organizacijos veiklos vizijos, kurios yra sie-
tinos su verslumo, konkurencingumo didinimu, sudarant pagrinda kuriamiems jsta-
tymams ir orientuojantis | paslaugos vartotoja.

Ginamieji disertacijos teiginiai

1. Turizmo organizacija yra ne tik komercing, bet ir orientuota { mokymasi visa
gyvenima.

2. Turizmo paslauga orientuojasi i vartotoja, kaip | besimokantj asmenj, tenki-
nant] mokymosi siekius, kuriuos realizuoja turistingje aplinkoje, keisdamas
igyta ankstesng patirtj, besinaudojantis galimybe, dalytis Ziniomis, praple¢iant
savo ir kity mokymosi galimybes.

3. Siuolaikiné turizmo organizacija kaip atvira kity idéjoms bei {vairioms kulti-
roms, gebanti valdyti pokycius, kritiSkai ir kuirybiSkai mastyti, biiti atsakinga
uz savo poelgius, turéti vizijq ir prisitaikyti prie naujy salygy (t. y. nuolat mo-
kytis). Todél besimokancios organizacijos bruozai reiskiasi realioje veikloje,
ypac santykiuose su turizmo paslaugos vartotojais bei konkurentais.

4. Turizmo paslaugos teikimas, orientuojantis i ziniy, vertybiy ir gebéjimy palai-
kymo procesus, igalina keisti turizmo organizacijos pobiidi, tampant jai besi-
mokancia organizacija.

5. Turizmo paslaugos teikéjas, projektuodamas paslauga, orientuojasi i edukacinj
paslaugos potencialg ir vartotojo poreikius, tokius kaip zinios (kognityvinés),
gebéjimai (socialiniai, komunikaciniai) vertybés (sociocentrinés, etnocentri-
nés, antropocentrinés ir kt.).

Disertacinio darbo struktiira ir apimtis

Darba sudaro ivadas, savoky paaiskinimai, 3 dalys, iSvados ir rekomendaci-
jos, literatliros sarasas, priedai. Disertacijoje pateikti 77 paveikslai ir 21 lenteliy.
Panaudoti 397 literattiros Saltiniai. Darbo apimtis 188 puslapiai. Prieduose patei-
kiami klausimynai, statistiniy skai¢iavimy lentelés, susisteminta interviu medziaga.
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1. BESIMOKANCIOS TURISTINES ORGANIZACIJOS IR TEIKIAMU
PASLAUGU TEORINIS PAGRINDIMAS

1.1. Turistinés organizacijos kaip socialinio reiSkinio teorinés koncepci-

jos

Apibendrinant galima teigti, kad turizmas — visos kelioniu, ekskursijy riiSys,
kai asmuo palieka savo darbo ir gyvenamaja vieta ilgiau nei viena para ir trumpiau
nei 12 ménesiy, ir kai iSvykos tikslas néra samdoma, apmokama veikla. Turizmas
apima visuma globalizacijos salygomis verslo sektoriuje dalyvaujanciy objekty ir
subjekty santykius, kurie jungiasi | atitinkamos formos darinius ir suvokiami vady-
biniu ir holistiniu poZitiriu. Vadybiniu poziiiriu turizmas yra tikslinga jvairiy vi-
suomenés grupiy veikla, apjungianti kelioniy organizavimo bei svetingumo pra-
mong, kur paslaugy ir produkty visuma, skiriama tenkinti vartotojy poreikius ir
sukurianti vertg¢ verslui. Holistiniu poZitiriu turizmas — tai mokslas apie zmones,
keliaujancius uz savo gyvenamosios vietovés riby, pramong, kuri reaguoja { jo po-
reikius, bei ju abiejy jtaka priimancios Salies socialinei, kulttrinei, ekonominei ir
fizinei aplinkai. Turizmas yra vienas i§ svarbiausiy verslo sektoriy visame pasauly-
je, darantis jtaka Svietimui ir leidziantis vietos gyventojams mokytis kalby bei nau-
ju informaciniy ir komunikaciniy technologiju, kas suteikia galimybeg skleisti ju
kulttorinj pavelda laikantis papro¢iy ir tradiciju, kartu reikalaujant prisitaikyti prie
visuomengs raidos ir modernios praktikos, todél { turizma reikia zitréti kaip versla,
turintj edukacini potenciala.

Identifikuojant turizmo sistema svarbu apibréZti jos apimtis ir savybes, anali-
zuojant trimis aspektais: iStekliai, organizacijos ir rinkos. Turizmo i$teklius sudaro
gamtos ir kultliros paveldo objektai, zmogiskieji iStekliai, turizmo paslaugy ir poil-
sio infrastruktiiros pastatai bei objektai, kurie naudojami arba gali biiti naudojami
pritraukiant turistus. Turizmo organizacijos apjungia, tvarko ar koordinuoja istek-
lius bei su turizmu susijusias veiklas tam, kad galéty pasiiilyti atitinkamus produk-
tus ir paslaugas turistams. Turizmo paslaugy pardavimo funkcijas atlieka kelioniy
organizatoriai ir kelioniy agentiiros.

1.2. Kelioniy organizatoriy ir agentiiry veiklos teorijos

Turizmo sistemoje tarpininkai atlieka pagrindinj vaidmeni, siekiant vartotojy
poreikiy tenkinimo ir apriipinant turistus produktais bei paslaugomis. Nors minéty
veiksniy poveikis turizmo paslaugy grupéms skiriasi, taCiau galima neklystamai
teigti, kad turizmo paslaugy kiirimo, teikimo ir realizavimo vystymasis yra daugia-
lypis socialinis ir ekonominis reiSkinys. Tarpininkavimo funkcijas atliekanciy ke-
lioniy organizatoriy ir agentliry apibiidinamas pasireiSkia placiu dimensijy spektru,
kuris apima turizmo verslo dalyviy ir paslaugos vartotojo gyvenimo buido ypatu-
mus bei prioritetus, tarpasmeniniy komunikacijy sukiirima, laisvalaikio, pardavimo
ir vartojimo kultiiros ir formy dinamikas. Tarpininkai — tai kelioniy organizatoriai
ir agentliros, bendraudami su klientu, gali daryti didziulg itaka vartotojo tikslinés
vietoveés ir turizmo rusies pasirinkimui.
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Kelioniy organizatorius istatymy nustatyta tvarka ir salygomis reguliariai
verciasi turizmo verslu ir tiesiogiai arba per tarpininkus (kelioniy pardavimo agen-
tus) savo vardu viesai sitilo turizmo paslaugas bet kuriam asmeniui arba tam tikrai
asmeny grupei. Kelioniy organizatorius, kuris atlieka turizmo didmeny agenty
funkcijas, ir kelioniy agentiira (turizmo mazmeny agentas). Kelioniy organizatorius
tiesiogiai su turizmo paslaugy vartotojais nebendrauja, iSskyrus tuos atvejus, kai
turi savo mazmenines pardavimy tarnybas. Kelioniy agentiira tai tarpininkas, par-
duodant kelioniy verslo sukurtas atskiras dalis ar daliy junginius vartotojui. Marke-
tinginiu poZiiiriu, kelionés organizatorius ir agentas apibréZiamas kaip tarpininkai,
veikiantys kliento naudai, sudarantys sutartis su kelioniy tiekéjais (avialinijomis,
vieSbuciais,laisvalaikio ir pramogy centrais, muziejais ir kt.), ir gaunantys komisi-
nius i§ tiekéju. Teisiniu poziuriu, kelioniy organizatorius ir agentiira veikia kaip
teisiSkai paskirti tarpininkai, atstovaujantys tam tikra geografini regiona. Edukaci-
niu poziiriu kelioniy organizatoriy veikla grindziama, turistinés organizacijos pa-
slauga kuriancio vadybininko ir turizmo paslaugos vartotojo nuolatinio mokymosi
interpretavimo reikalingy mokymosi kompetencijy: dalintis Ziniomis, gebéti moky-
tis mokant perteikti ir priimant Zinias, kas leidzia suprasti kaip esminj organizaci-
jos islikimo veiksni

1.3 Besimokancios ir turistinés organizacijos teoriniai kontekstai

Siuolaikingje visuomenéje sparéiai kinta poreikiai turizmo paslaugoms, ju
struktirai ir kokybei, formuojasi nauji socialinés elgsenos stereotipai, naujos ver-
tybés, nauji gyvenimo btido modeliai kas vercia organizacijas biiti besimokancio-
mis. Turizmo organizacija kaip besimokanti organizacija veikia tada, kai joje akty-
viai taikomos ir tarpusavyje veikia trys ziniy grupés: techninés/analitinés, proble-
mingés ir konteksto Zinios. Techniniy/analitiniy Ziniy grupé yra fundamentali ir pa-
grindiné turizmo organizacijai, kaip besimokanciai, taciau be kity zZiniy grupiy, Si
grupé néra pakankamai vertinga ar informatyvi. Probleminiy Ziniy grupé reikalauja
esminio realiy problemy suvokimo iskylanciy prie$ organizacijos vadova ar dar-
buotojus. Si Ziniu grupé yra realiai egzistuojanti ir susijusi su sprendimo pri¢émimu
organizacijoje, turizmo paslaugos kiirimu. Procediirinés problemos paprastai susi-
jusios su biudzeto formavimo vyksmu, veiklos planavimu ir analize, resursy studi-
jomis, santykiy su vartotoju sukiirimu bei pagio vartotojo paZinimu. Zinios susiju-
sios su procediiromis yra daugiau politinés, negu technings, ir ju taikymo galimy-
bés tampa labiau teorinés. Konteksto zinios reikalauja ne tik organizacijos kultiiros
ir vartotojuy reikmiy suvokimo, bet ir tos aplinkos, kurioje darbuotojai veikia. I§
esmés, tai yra organizacijos iSminties forma, kurios turinyje jos veiklos techniné
kompetencija ir administravimo biidy suvokimas. Konteksto Zinios turi biti tam-
priai siejamos su kitomis dvejomis Ziniy grupémis, kai norima efektyviai spresti
iSkylancias problemas organizacijoje.

Besimokanti organizacija apibiidinama dviem saqvokom: besimokanti / save
ugdanti; organizacija gyva, besikeicianti. Besimokanti / save ugdanti tai samprata,
nusakanti saviugdos arba mokymosi tgstinumo, permanentinio ugdymo(si), kurie
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gali biti nagrinéjami edukologine prasme organizacijos lygmenyje. Besimokanti
organizacija reiSkia pozilrj, atmosfera. Noras mokytis gali biiti aptinkamas pavie-
niuose organizacijos nariuose, komandose, sistemose ir struktiirose. Mokymasis
yra pagrindiné organizacijos vertybé. Dabartinéje aplinkoje pasikeitimy turi buti
ieSkoma, o ne vengiama.

1.4. Turizmo paslaugos kokybinio, edukacinio potencialo raiSkos dimen-
sijos

Turizmo paslaugos kokybés ir edukacinio potencialo raiskos dermé atsisklei-
dzia, suvokiant nepakei¢iamus savisvietos ir abipusés tolerancijos veiksnius, pade-
dancius pazinti teisétus skirtumus tarp tauty, kultiiry bei jy ivairovés. Turizmo pa-
slaugos kokybe apsprendzia vartotojo pasitenkinimas kelione (ekskursija), sujun-
giant racionaly poilsj su paslaugos edukaciniu potencialu, kur sukuriamas funda-
mentaliyjy vertybiy suvokimas, jvertinant asmenybés ir visuomenés poreikius; ir
kaupiamas asmeninis Sios patirties lobynas bei formuojamos asmeninés vertybes.

Siandieniné situacija, turistinems organizacijoms padiktavo naujo paslaugos
varotojo tipa. Ekonominé krizé i§ vienos pusés apribojo vartotojo galimybes ke-
liauti, lankyti jZymias vietas, mégautis kurortuose ar gydyklose, taciau i§ kitos pu-
sés, sukiiré naujo tipo vartotoja, kuris pristatomas kaip pakankamai gyvybingas
zmogus, laukiantis i$ turistiniy organizacijy naujy prieinamy paslaugy, kur galés
igyti ziniy. Naujas poZiliris { vartotoja patvirtina, kad paslaugos kokybé gali sustip-
réti derinant vadybinius ir edukacinius veiksnius. Turizmo organizacijos, siekda-
mos i$laikyti vartotoja, kurs paslauga tokia kur vartotojai, reflektyviai tyrinéjantys
aplinka, patirtj, Zinojima, galés kurti partnerystés santykius abiem puséms priimti-
na prasme.

1.5. Turizmo paslaugos vartotojo ir vartojimo veiksniy teorinis, praksio-

loginis kontekstas

IS esmés pakitusi valstybés ekonominés veiklos pobudis, principai, salygojo
didelius kultiirinius poky¢ius zmoniy samonéje. Rinkos ekonomikoje formuojasi
vartotojas, kuris yra veikiamas atskiry imoniy, gaminan¢iy gaminius ar teikianciy
paslaugas, tarpusavio konkurencinés kovos, kuri vykdoma, siekiant pritraukti var-
totoja. Taigi vartotojas nuolat yra atakuojamas gausybés informacijos apie dar ge-
resnius sprendimus jo bti¢iai. Vartojimo procese iSrySkéja zZiniy, vertybiy, pozitiriy
ir nuostaty dermé.

Zinios labai reikimingos vartojimo procese. Paslaugos vartotojas ismoksta,
jog, pajutus tam tikra poreiki, reikia nusipirkti vienokia ar kitokia turisting keliong,
kas leidZia jgyti Zinais ir be gryno patyrimo — galvodamas, mastydamas, matyda-
mas, klausydamas ir t.t. taip atsiranda lojalumas paslaugos organizatoriui. ISmoki-
mas formuoja tam tikrus pastovius ipro€ius — pvz., Zmogus keliauja pirkdamas
turisting keliong tik pas ta pati kelioniy organizatoriy.

Vertybés, poziiiriai orientuoti { suvokima apie paslauga: objekto-savybés ti-
kéjimai; savybés-naudos tikéjimai, objekto-naudos tikéjimai. Kalbant apie vartoto-
jo poZiiirius, tai gali biiti apibréZiama keliais buidais: pozifiris — tai isitikinimas apie
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tai, ka asmuo mégsta ir ko nemégsta; pozifiris turi vertinamajj pobudj; poZzitriai —
tai grupiy, asmeny pomégiy ir nemégiamy dalyky pagrindas. Todél esant tokiai
koncepcijai, paslaugy teikéjams reikSminga sugebéti formuoti vartotojy pozitirius,
vertybes i ju teikiamas paslaugas ir sukurti pagrindus vartotojo lojalumui

Nuostatos.. Vartotojai daznai linke daryti sprendimus atsizvelgdami i, atrodo,
visiSkai nereikSmingus dalykus — fizinj patraukluma — produkto arba pardavéjo.
Pirmiausia Zinios ir informacija pasiekia vartotoja ir motyvuoja ji, o tik po to atsi-
randa emocinis santykis. Vartotojas jaucia tam tikra iSanksting emocing reakcija
dar prie§ pazinimo procesa, o véliau kognityviniy procesy pagalba paneigia arba
patvirtina Sig iSanksting emocing reakcija.

Turizmo paslaugy pirkimo procesas siejasi su vartotojy nuostatomis — tomis,
kokias vartotojas turi, tomis, kurias jam jperSamos reklamos ir vieSosios nuomonés
priemonémis. Siekiant suvokti kodél vartotojas perka vieng ar kita turizmo paslau-
ga, kaip yra perkama, reikia suvokti, kokios yra vartotojo nuostatos. Ir atvirksciai —
vartotojo nuostaty zinojimas, leidzia modeliuoti kaip, kodél ir kokia turizmo pa-
slauga vartotojas pirkty.
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2. BESIMOKANCIOS ORGANIZACIJOS TURIZMO PASLAUGOS
EDUKACINIO POTENCIALO RAISKOS TYRIMO METODOLOGIJA
IR METODAI

2.1. Empirinio tyrimo metodologinis pagrindimas

Teorinés literatliros analizé rodo, kad mokslininkai (Garalis,2003; Garalis,
2004a; 2004b; Bukantaité, 2005; Barsénaité, éaparnis, Saparniené, 2006; Stani-
Sauskiené, 2007; Mikalauskas, Svagidiené, Fominiené, 2009; Pileliené, Zikiené,
Svagzdiené, 2009 ir kt.) tyrinéjantys besimokanéia organizacija, santykius organi-
zacijoje, kaip viena sékmingiausiy veiksniy versle, nurodo santykius su vartotoju.
Sis veiksnys yra jvardijamas kaip koncepcija ir apibiidinama jvairiai. Todél kon-
sensuso dél Sios definicijos dar nepasiekta. Besimokancios organizacijos koncepci-
ja mokslininky (Mikalauskas, Svagzdiené, Fominiené (2009) apibiidinama kaip
,»hauja, besimokanti, inovatyvi, Ziniy organizacija“. Nepaisant jvairiy apibudinimy,
mokslininkai sutaria dél besimokancios organizacijos esmés. Garalis (2004c); Mi-
kalauskas, Svagzdiené, Fominiené (2009) daugiau démesio skiria besimokan&ios
organizacijos mokslinio pagrindimo teorijai,0 empiriniams tyrimams nepakanka-
mai. Zeithalm, Bitner (2000) nuomone, svarby vaidmenij atlieka paslaugy sferoje
dirbantys darbuotojas, kai jie didina kliento pasitenkinima bei kuria santykius tarp
organizacijos ir kliento.

Turizmo paslaugos sferoje egzistuojan¢iy empiriniy tyrimy stoka, skatina tgs-
ti tyrimus. Todél atliekamo empirinio tyrimo tikslas - nustatyti turizmo paslaugos
edukacinio potencialo raiSka besimokancios organizacijos kontekste Lietuvos tu-
rizmo verslo organizacijose. Disertacinio tyrimo analitingje dalyje pristatomi atlik-
to empirinio tyrimo rezultatai, jos pradzioje pateikiamas empirinio tyrimo metodo-
loginis pagrindimas.

Remiantis Kardeliu (2007), musy atlikta turizmo paslaugos edukacinio po-
tencialo rai$kos tyrimo procesa santykinai galima suskirstyti i tris etapus: (1) pasi-
ruoSimas tyrimui ir tyrimo organizavimas (formuluojama tema, tyrimo problema,
objektas, hipotezés, tikslai, uzdaviniai, aptariami tyrimo metodai bei procediiros,
nustatoma imtis), (2) empiriniy duomeny rinkimas ir (3) tyrimo duomeny apdoro-
jimas (statistinis duomeny apdorojimas, teorinis duomeny apdorojimas, gauty re-
zultaty praktinis pritaikymas). Atlikdami tyrima orientuojamés ir Slizytés (2009)
i$skirtus du etapus: (1) metodologini (problemos formulavimas, tyrimo objekto,
tikslo, uzdaviniy nustatymas, pagrindiniy savoky interpretacija, hipoteziy ktirimas,
tyrimo etapy nustatymas) ir (2) proceddirinj (principinio tyrimo plano parengimas,
duomeny rinkimo metody ir procediry aprasymas, duomeny analizés, apdorojimo
ir apibendrinimo biidy apraSymas).

Disertacijos tyrimas yra suprantamas teorinés zinios yra suprantamos, kaip
aiSkus teiginiai Tarkime, aiskios ir rySkios yra turizmo paslaugos kiirimui reikalin-
gos zinios, nes mums aiski jy struktiira bei loginiai rysiai tarp atskiry Ziniy daliy.
Taciau kelionés ar ekskursijos patyrimu jgytos Zinios tokios aiskios struktiiros ne-
turi. Dar svarbiau yra tai, kad patyrimo faktai nepasizymi visuotinumu ir biitinu-
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mu, t. y. jie neturi ty savybiy, kurios aiSkumo ir rodymo pagrindime gali tapti tik-
r0jo Zinojimo poZymiu.

o Tyrime turizmo paslaugos edukacinio potencialo raiska besimokancios
organizacijos kontekste grindziama: Paradigmy kaitos teorija. Kultirinémis, edu-
kacinémis — vadybinémis prasmémis savo veikla grindzia prielaida, jog turizmo
paslauga yra nuolatinis poreikiy tenkinimo procesas vartotojui. Todél priimtina
tampa idéja, jog turistiné organizacija, stiprina savo darbuotoju (vadybininky, gidy,
kelioniy vadovy) patyrima, iesko naujy, inovatyviy bei skatina mokytis ieSkoti
patraukliy verslo sprendimy ir formuojant kaitos praktika. Turizmo paslaugos kii-
rimo procesy kaita aiSkinama naujosios vadybinés ir edukacinés paradigmomis
visuotinés kokybés vadybos kontekste. Mokymosi tyrinéjant teorija grindZiama
bendradarbiavimu tinkle ir lyderyste per jtaka, judrumu ir gebéjimu prisitaikyti,
iniciatyvumu ir verslumu, efektyvia zodine ir raSytine komunikacija, smalsumu.
Gebéjimai pasireiskia: turizmo paslaugos vartotojai ir turistinés organizacijos dar-
buotojai dirba ir mokosi bendradarbiaudami, taip orientuodamiesi | mokyma(si);
stiprinami turistinés organizacijos ir visos sistemos gebéjimai, leidziantys pakelti
paslaugos kokybe, skatinantys siekti platesnés rezultaty skalés ir kurti bei palaikyti
darny tobuléjima. Sistemy teorija leidzia suprasti organizacija prasmg, kur atsi-
skleidzia: socialinis aspektas kai grupé Zmoniy, kuriuos sieja bendradarbiavimo
rySiai, bendri interesai ir tikslai; bei ekonominis aspektas, kai naudojant vienokias
ar kitokias technologijas organizacijoje vyksta darbo objekto poveikio procesas ir
atsiranda vienoks ar kitoks produktas. Individualiosios psichologijos teorija, lei-
dzia padéti: asmeniniame lygmenyje — paprasciau rasti bendra kalba su kitais Zmo-
némis, tapti tolerantiSkesniu sau ir kitiems; organizacijose — kurti bendradarbiavi-
mo kultiira, ugdyti darbuotojy lojaluma; vadovavime — suprasti pavaldiniy elgesio
motyvus, padéti jiems jaustis atsakingais, motyvuoti, jkvépti pasiekimams; versle—
bendradarbiaujant pasiekti abipusg nauda (,,win—win‘), sukurti ilgalaikius partne-
rystés santykius, suprasti klientus ir partnerius; optimistiSka akcentuoja Zmogaus
tikslus, o ne jvykiy priezastis. Individuali psichologija orientuota i ateiti. Paprasta
kalba apie kasdienius gyvenimo uzdavinius - darba, Seima, draugyste.

Fenomenologiné hermeneutika atskleidzia interpretavimo ar recepcijos
reik8me. Interpretuojamo teksto pavertimas pazistamu ir savu. Interpretacija —
dviejy kultiiros dalyviy diskusinis/komunikacinis veiksmas, interpretacijoje svar-
besnis supratimo ir apmastymo, o ne aiSkinimo ir pazinimo metodologinis aspek-
tas.

Besimokancios visuomenés ir besimokancios organizacijos koncepcija. Kon-
cepcijos pagrindu turistinés organizacijos vadybininkai ir paslaugos vartotojai,
bidami nuolatiniam mokymosi procese, orientuojasi i pokycius, isijungia i Ziniy
rinkimo, suvokimo, pritaikymo bei interpretavimo procesus.

Teorinéje disertacinio tyrimo dalyje nagrinéjama organizacijos, besimokan-
Cios ir turistinés organizacijos kaip besimokancios organizacijos teoriniai konstruk-
tai. Kelioniy organizatoriy ir agentiiry veiklos bruozai grindziami, vadovaujantis
mokslo filosofijos prieiga ir tarpdisciplininiu pozitiriu. Sis poziiiris {ryskéja dvieju
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moksly (vadybos ir edukologijos) sandiroje ir leidzia paaiskinti turizmo paslaugos
edukacinij potenciala besimokancios organizacijos kontekste.

2.2. Kiekybinio ir kokybinio tyrimo metody taikymo pagrindimas

Kiekybinio tyrimo metody taikymo pagrindimas. Démesio objektas — empi-
rinis, moksline metodologija gristas tyrimas. Tam, kad biity pasiektas tyrimo tiks-
las, tai yra kad buty atsakyta i problemini klausimq — ar turistinés organizacija
teikdamos paslaugas vartotojui, orientuojasi i edukacinj potenciala, kurio raiska
gali biiti i3tirta besimokangios organizacijos kontekste. Siame kontekste atliktas
tyrimo projektavimas ir konstravimas, informacijos racionalus pasirinkimas varto-
jama tyrimo, kuris daznai mokslininky (Zydiiﬁnaité, 2007; Bitinas, Rupsiene, Zy-
dzitnaité¢ 2008) tyrimo modeliu arba tyrimo planu (tyrimo dizainu) (angl. study
design)

Tyrimas grindziamas kiekybiniu ir kokybiniu tyrimu. Kokybinio ir kiekybi-
nio tyrimo derinime paisoma bendry tyrimo principy — loginio paaisSkinimo ir ob-
Jjektyvumo. Derinant kokybinius ir kiekybinius tyrimus buvo atsizvelgta i:

1. Metody integracijos tiksla: kokybiniais metodais siekiama pazvelgti i
problemos gylj, o kiekybiniais metodais — i ploti;

2. Metody integracijos buidai: tyrimai vienas kita papildé, neprieStaravo
technine prasme;

3. Numatyti biisimy apibendrinimy pagrindai: daromos tyrimo iSvados, atsi-
zvelgus | skirtingus analizés ir apibendrinimo duomenis.

Kiekybinio ir kokybinio tyrimo dermé padeda analizuoti turizmo paslaugos
edukacinio potencialo raiska besimokancios organizacijos konteksto, taip pat lei-
dzia suprasti kaip skirtingos tiriamyjy grupés suvokia mokyma(si) ir turizmo pa-
slaugos edukacing raiska. Tuo bidu derinant skirtingus tyrimo metodus, galima
atskleisti jvairius tiriamosios problemos aspektus. Sujungiant paslaugos vartotojy ir
darbuotojy tyrimo konteksta objekto pazinimui bei lygio nustatymui, galima paais-
kinti turizmo paslaugos edukacinio potencialo suvokima.

Tyrimo etika. Tyrimo etikos problemoms spresti imtasi Siy priemoniy:

e Turistiniy organizacijy darbuotojams ir paslaugos vartotojams buvo pa-
aiSkinamas tyrimo tikslas, kuris aktualus tiek veiklos, tiek ir teikiamos paslaugos
kokybei. Tiriamieji turéjo teis¢ pasirinkti vieta, laika, informacijos, kuria nori da-
lintis kieki ir pobuidi. Vykdant tyrimg buvo uztikrinti etikos principai: geranoris-
kumas, pagarba, savanoriSkumas, konfidencialumas, teisingumas, esant pageida-
vimui — gauti apibendrintus tyrimo rezultatus.

e Paslaugos vartotojy tyrime, taip pat buvo paisoma griezty etikos normuy,
pries atliekant tyrima susiekta su kiekvienu informantu telefonu, paaiskinta tyrimo
esmé, suderinta vieta, laikas, trukmé.

Taikytas Sios etikos kodekso normos: savanoriskumo, privatumo, anonimis-
kumo; konfidencialumo, sqzZiningumo. Garantuojant konfidencialumgq, disertaci-
niame tyrime buvo sustiprinta nuostata, jog iSvadose atsispindi ne tiriamuyjy atsa-
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kymai ar nuomonés, o tyrimo objekto — turizmo paslaugos edukacinio potencialo
raiSkos — kokybiniai parametrai

Kiekybinio tyrimo metodas. Apklausos metodikos sudarymas. Siekiant nusta-
tyti turizmo paslaugos teikéjy ir paslaugos vartotoju suvokiama edukacini poten-
ciala, taikyta anketiné apklausa, kuria tiriama Ziniy, gebéjimy ir vertybiy poreikis,
komandinio darbo, lojalumo darbuotojams/vartotojams bei procesy sklaida per
besimokancios turistinés organizacijos kontekstus.

Tiriant turizmo organizacijos darbuotojus ir vartotojus buvo taikyta V. I. Pa-
niotto formulé, kurios pagalba nustatytos imties dydis rodo, kad apklausus 104
respondentus, bus galima daryti iSvadas esant 5 proc. paklaidai su 0.954 tikimybe
ir 376 respondentai, tyrimo rezultaty patikimumas yra iSlaikytas i dalies, paklaida
P=0,942, (94,24 proc.)

Kokybinio tyrimo metody taikymo pagrindimas. Tyrimo objektas — gidy ir ke-
lionés vadovo kaip paslaugos tarpininko Zinios gebéjimai ir vertybés, jtakoja klien-
ty ne/pasitenkinima turizmo produktu.

2.3. Tyrimo rezultaty analizés metodai

AtskleidZiant bendrasias kiekybiniy ir kokybiniy kintamyju reikSmiy pasi-
skirstymo tendencijas, blitina aptarti duomenis koncentruotai charakterizuojancius
rodiklius. Siuo pozifiriu statistikoje egzistuoja duomeny padéties, sklaidos ir for-
mos charakteristikos.

Nepriklausomai nuo to kokio tipo buvo atlickamas tyrimas, visiu rezultatai
yra pradzioje duomenys suvedami i laikmenas. Vedant duomenis i laikmenas tai-
kyta kodavimo procediira, véliau duomenys redaguojami. Atsiradus trilkumams,
kai respondentai nezinojo atsakymo, atsisaké pasakyti savo nuomong, praleido
kazkurj klausima, tokiu atveju geriausia trikstamus duomenis uzkoduoti specialiais
kodais ir nurodyti, kodél duomenys nebuvo itraukti. Analizé pradedama nuo apra-
Somosios statistikos, apskaifiuojant kiekvieno klausimo daznius ir procentines
reikSmes.

Kiekybinio tyrimo rezultaty analizés metodai. Respondentams buvo pateikta
uzdaro tipo klausimai, kuriais siekta i§siaiSkinti turizmo organizacijos kaip besi-
mokancios organizacijos bruozy raiSka. Atlikto tyrimo rezultatai raiskai identifi-
kuoti taikyti aprasomosios statistikos ir faktorinés analizés metodai. Pradiniame
tyrimo rezultaty analizés etape diagnostinio konstrukto (organizacijos kaip besi-
mokancios organizacijos bruozy raiska) kriterijy vertinimui pasirinkta aprasomoji
statistika.

Janilionis, Morkevicius, Rauleckas (2010) teigimu aprasomoji statistika tai
duomeny sisteminimo ir grafinio vaizdavimo biidai. Pagrindinis apra§omosios sta-
tistikos tikslas — glaustas ir vaizdus surinkty duomeny apibiidinimas
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3. TURIZMO PASLAUGOS EDUKACINIO POTENCIALO EMPIRINIO
TYRIMO REZULTATAI

3.1. Turistinés organizacijos kaip besimokancios organizacijos, bruozy
raiska

Respondentams buvo pateikta uzdaro tipo klausimai, kuriais siekta iSsiaiskin-
ti turizmo organizacijos kaip besimokancios organizacijos bruozy raiska. Atlikto
tyrimo rezultatai raiSkai identifikuoti taikyti apraSomosios statistikos ir faktorinés
analizés metodai.

Apibendrinimas. Gauti disertacijoje rezultatai, kad turizmo organizacijoje
reiskiasi visi besimokanciai biidingi bruozai, taciau skirtingai Besimokancios tu-
rizmo organizacijos tyrimas parodé, kad didZioji dauguma darbuotojuy dalyvauja
organizacijos valdyme, Zino misija, vizija, strategija, atnesa naujy idéjy i organiza-
cija. Darbuotojai nuolat stebi iSorés permainas ir reaguoja i visuomenés poreikius,
kurdami naujas paslaugas, naujas turizmo rasis. Organizacijoje informacija priei-
nama visiems, perduodama asmenigkai ar per technologijas. Zinios gaunamos tiek
dirbant komandoje tiek ir mokantis individualiai. Svarbi vartotojy nuomoné, kuri
nukreikia paslaugos kiirima paslaugos kokybés sustiprinimo prasme. Vadybiniy
kompetenciju darbuotojai turi, taciau apie naujy formy Siai kompetencijai sustip-
rinti, neieSko. Skeptiskai ziliri ir { mokymasi, daznai orientuojasi i projekting veik-
la. Didzioji dauguma respondenty teigia, kad mokymasis neteikia pasitenkinimo ir
mokymasis yra jau praeitas etapas.

Pati organizacija lojali ir atvira, joje reiskiasi, lankstumo ir atvirumo veikly tobu-
linimui prasminga veikla, formuojanti organizacijos kultiira, linkusia i naujoves;
palengvinti darbuotojams ir vartotojams Ziniy isisavinima ir ivairinti turizmo pa-
slaugas, orientuojantis | paslaugos kokybe per edukacines raiskas. Reikalinga for-
muoti darbuotojy teigiamas nuostatas ir bendradarbiavima tiek su kolegom tiek ir
su paslaugos vartotojais.

Organizacijos darbuotojai reiSkiasi per asmeniniy Ziniy igijima, tobuléjima,
darbuotojai skatinami buiti besimokanciais. Besimokancios turizmo organizacijos
darbuotojai vertinami kaip kompetentingi vadybininkai, taciau, apie edukaciniy
kompetenciju stokoja: pasigendama kompetencijos ziniy perdavime vartotojui.
Paslauga suprantama parduodu - perku veiksme. RySkus komercializmas.

3.2. Paslaugy vartotojo Zinios, gebéjimai, vertybés edukacinio potencialo
rai§kos kontekste

Turizmo paslaugos vartotojy iSskirtinis bruozas pasireiské pagal tai, kur jis
gyvena. Vilniaus miesto gyventojai nuosaikils, nelabai kreipia dideli démes;j i re-
klama, orientuojasi i vertybes. Tuo tarpu didziyjy Salies miesty gyventojai kreipia
didelj démesi i turizmo paslaugos kokybg, kaina, vertina organizacijq kaip besimo-
kancia. Rajono centry ir kaimy gyventojai daug démesio skiria reklamai. Rajono
gyventojai labiau vertina turistines organizacijas kaip besimokancias, teikiancias
geras paslaugas, gebancias gerai aptarnauti. Vartotojy vartojimo nuostatos formuo-
jasi jtakojamos asmenj supancios aplinkos siekdami igyvendinti tam tikras visuo-
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menéje priimtas vertybes. Kaimo ir rajono gyventojai ypatingai naujoves, visa
gaunama informacija jiems yra kaip vertybé.

Kokybinio tyrimo rezultaty interpretavimas. Kelioniy ir ekskursijos vadovo
kompetencijas turistai vertina labiausiai. Atlikus tyrima paaiskéjo, kad turisty
nuomone, kelioniy ir ekskursijos vadovai turi buti pasitikintys savimi, turintys
daug Ziniy bei komunikabiliis, labai svarbus mokéjimas pralinksminti bei palaikyti
gera nuotaikg turisty grupése ir visos kelionés metu. Kelionés metu, kelionés ir
ekskursijos vadovy nemokéjimas uzsienio kalbos, sukelia daug problemy, kyla
nesusikalbéjimo pavojus, informacijos tikslumas ir patikimumas. Vartotojas patvir-
tino nuostata, kad Siuolaikinis vartotojas yra issilavings, norintis gauti kokybiska
paslauga. Taigi, turizmo organizacijos turéty, atsizvelgti i turisty nuomong, vertinti
kelioniy ir ekskursijos vadovo kompetencijas, nes jos yra vienos i§ svarbiausiy
kelionés metu,. Esant patenkintam vartotojui sustipréja turizmo organizacija kaip
besimokanti gebanti kokybiska paslauga teikti ne visiems o kiekviena tuo igalin-
dama save biti stipria ir konkurencinga.

3.3. Turizmo paslaugos edukaciniy veiksniy vertés vartotojui sukiirimas

Veiklos procesui reikalingy Ziniy teorija ir praktika yra jnasas naujam ir paki-
tusiam besimokancios organizacijos formavimo profiliui, kuomet derinamos orga-
nizacijos vertybés, darbo proceso ir organizavimo, veiklos kompetencijos. Kyla
suderinamumo su naujais edukaciniais aspektais poreikis, pereinant nuo tradicinio
mokymo i nauja mokymo kokybg, akcentuojant patirtj, paremta mokymusi, jtrau-
kiant darbo vietos bei laisvalaikio ir poilsio organizavimo panaudojima kaip mo-
kymosi aplinka. Teoriné mokymo dalis turi sudaryti galimybg darbuotojams jgyti
arba plésti: bendraji kultiirinj iSsilavinima; Zinias apie darbo pasaulj (socialiniai,
ekonominiai, teisiniai, psichologiniai, medicininiai aspektai); bendruosius profesi-
jos bei veiklos srities teorinius pagrindus (iskaitant informatika),konkrecios profe-
sinés veiklos (minimo straipsnio kontekste) turizmo verslo specifika perteikiancias
zinias. Kiekviena i$ §iy trijy Ziniy grupiy numato ypatingus ir skirtingus pasiren-
gimo ir taikymo kelius. Keletas tokio pasirengimo keliy gali jtraukti formalig (rei-
kalinga) organizacijai veikla, neatsizvelgiant { tai, kad tokio pasirengimo atskiros
dalys gali biiti eksperimentinés (Alert, 2004; Vakkayil, 2008). Aukstojo lygio or-
ganizacijos mokymasis vyksta tuo metu, kai organizacija priima naujus principus,
prielaidas ir paradigmas, kurie daZnai perauga | konkurencinj pranaSuma. Besimo-
kanti organizacija suteikia galimybg strateginei plétrai ir jgyvendinimui, kas yra
retai iSnaudojama. Daug galimybiy besimokanciai organizacijai suteikia, detali
informacija apie sistemas, ypac ekspertines sistemas (ES) ir vykdomasias informa-
cijos sistemas (EIS), tik tuo atveju, jei sistemos pateikiamos laikantis atitinkamy
metody. Sis darbas apima: organizacijy gaunamy rezultaty analize, organizacinius
mokymosi pasiekimus ir organizacinés veiklos efektingumo rezultatus. Remiantis
Siais jvertinimais, yra identifikuojami svarbiausi sékmés veiksniai, kurie gali prisi-
déti prie organizacijos pazangiosios sistemos mokymosi plétros kiirimo. Rysys tarp
iy veiksniy ir organizacijos pasiekty rezultaty, gali suformuoti pagrinda basi-
miems tyrimams.
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APIBENDRINANCIOS ISVADOS

o Turistinés organizacijos kaip socialinio reiskinio teorinés koncepcijos.
Turizmas, kaip vienas, i§ palankiausiy tikinés veiklos Saky, yra potencialus Ziniy,
igudziy, kultiariniy normy ir vertybiy puoselétojas. Turizmas, susidedantis i§ ke-
leto veiklos sektoriy, kaip apgyvendinimas, pramogos, transportavimas, maitini-
mas, apimantis platy kultiiriniy vertybiu spektra (muziejus, teatrus ir kt.),. itin susi-
j¢s su tautos ilikimu ir kult@irinio tautos lygio kokybe. Todél turizmo problemos
itin aktualios kiekvienai visuomenei ir turi sulaukti nemazo mokslininky démesio,
ypac dabartiniame informacinés visuomenés kirimosi kontekste. Kiekvienas tu-
rizmo paslaugos teikéjas, priklausomai nuo paslaugy kokybés ir kiekio, gauna ati-
tinkama atlygij i$ paslaugy pirkéjo, t. y. turisto. Vyksta tam tikras procesas, kuri
galima pavadinti savita ekonomikos $aka arba tikinés veiklos sritimi. Svarbiausias
tokios veiklos elementas, kuris { vieninga sistema jungia turizmo paslaugy tiekéjus,
teikéjus ir pirkéja, yra turistinis produktas. Turizmas jgalina: studijuoti Zmones
esminius toli nuo jy jprastos nattiralios aplinkos, isikiirus jiems naujoje aplinkoje,
kuri patenkina keliautoju poreikius, ir poveikiy, kurie priklauso nuo ekonominés,
fizinés, ir geros ju Seimininky socialinés busenos. [ tai jtraukiama turisty patirtis,
motyvacija, reguliavimas, atliekant gausiy agentiiry bei istaigy, kurios tarpininkau-
ja tarpusavyje, derinamuma. Kelioniy organizavimo paslaugas teikia kelioniy or-
ganizatoriai ir kelioniy agentiiros, ir vadinami kelioniy organizavimo paslaugy
teikéjais.

o Kelioniy organizatoriy ir kelioniy agentiiry veiklos teorijos. Kelioniy or-
ganizatorius tiesiogiai su turizmo paslaugy vartotojais nebendrauja, iSskyrus tuos
atvejus, kai turi savo mazmenines pardavimy tarnybas. Kelioniy agentiira tai tarpi-
ninkas, parduodant kelioniy industrijos atskiras dalis ar daliy junginius vartotojui.
Marketinginiu poziiriu, kelionés organizatorius ir agentas apibréziamas kaip tarpi-
ninkai, veikiantys kliento naudai, sudarantys sutartis su kelioniy tiekéjais (avialini-
jomis, vieSbuciais,laisvalaikio ir pramogu centrais, muziejais ir kt.), ir gaunantys
komisinius i§ tiekéju. Teisiniu pozZiiriu, kelioniy organizatorius ir agentira veikia
kaip teisiSkai paskirti tarpininkai, atstovaujantys tam tikra geografinj regiona. Edu-
kaciniu poziiriu, kelioniy organizatorius ir agentas gali buti kaip tarpininkas (su-
randantys turistus) tarp ekskursijos ir kelioniy vadovo. Kelioniy ir ekskursijos va-
dovai, atlieka lektoriaus funkcijas: pasakoja, perteikia zinias, rodo objektus, supa-
zindina su nacionalinémis vertybémis ir kt.

e Komandinés veiklos patirtis pateikiama sistemos ir Zmogiskieji veiksniy
pavyzdziu, kas sustiprina darbuotojy orientacija { nuolatinj ziniy kaupima. Sékmin-
gai komandinei veiklai organizacijoje visuomet iskyla barjerai ar sunkumai, kurie
slypi netinkamai suvokiant reikmes, tikslus, neteisingai paskirstant vaidmenis, pri-
imant neteisingus sprendimus, kylant asmeniniams konfliktams tarp darbuotojuy,
blogai vadovaujant, neteisingai skleidZiant informacija, skirstant apdovanojimus ir
nesitikint pokyciy pacios organizacijos veikloje. Visa komandiné veikla turizmo
organizacijose privalo biti tinkamai jvertinta; tai siejama su uzdaviniais, kuriy
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realizavimas priklauso nuo turistinés paslaugos vartotojy reikmiu. Komandiné veik-
la gali tapti efektyvia padedancia atgaivinti tose organizacijose esamq veiklos
strategijq ir formuoti turisting paslaugq tokiq, kokios pageidauja vartotojas.

e Besimokancios organizacijos ir turistinés organizacijos teorinis konteks-
tas yra grindziamas vadybos ir edukologijos idéjomis. Turistinés organizacijos,
kaip besimokancios organizacijos pagrindinis funkcionavimo ypatumas yra dar-
buotojy gebéjimas ir noréjimas tobuléti. Tobuléjimq suvokiant kaip mokymosi
Sfunkcijq, turistiné organizacija savo derme tampa besimokancia organizacija. To-
kia organizacija yra atvira turizmo verslo sistemoje ir sugebanti ne tik priimti nau-
Ja informacijq, jq transformuoti, bet taip pat identifikuoti, o nereikalingq utilizuoti.
Tik tokiu biidu yra didinamas organizacijos kaip turistinés paslaugos kiiréjos pa-
trauklumas. Besimokanciai organizacijai biidingas lojalumas darbuotojams ir var-
totojui, kas pasireiskia jvairiu mokymosi biidy organizacijoje visuma. Darbuotojy
lojalumas pasireiskia komandos buvimu. Esant komandiniam darbui, geréja orga-
nizacijos funkcionavimas, kuris savo ruoztu padidina inovatyvios paslaugos kiiri-
mo galimybes.

e Vartotojy lojalumo reikSmé organizacijai yra svarbi. Keiciantis laikotar-
piams, kito vartotojo nuostatos, poziiiriai vartotojas kaip ir pati organizacija tapo
besimokanti(is). Ikiindustrinés eros laikotarpiu gamintojo vaidmuo paremtas loja-
lumu tarp gamintojo (pardavéjo) ir vartotojy. Kei€iantis eroms, kito pacio vartoto-
jo samprata ir nuostatos pardavéjo atzvilgiu: masinis vartotojas pristatomas kaip
prioritetas o individualiy vartotojy poreikiai ignoruojami. Siuo laikotarpiu vartoto-
ju lojalumo sampratos formavimas(is) patyré sastingio perioda. Devintajame XX a.
desimtmetyje atsirado marketingo, apimancio vadybinj ir iSrySkinantj edukacini
potenciala, vartotojy elgsenos bei mainy pozilrius, poreikis, nora igyti Zi-
niw. Vartotojy lojalumas yra pagrindinis rysiy marketingo tikslas, kartais net prily-
ginamas paciai rySiy marketingo koncepcijai. RySiy marketingo koncepcija, besi-
remdama santykine bei neekonomine perspektyva, apibréziama kaip strategija,
skirta palaikyti ir stiprinti rySius su vartotojais. Santykiuos su vartotojais akcentuo-
jama skirtingi edukaciniai ir vadybiniai aspektai, kurie dazniausiai apibuidindami
kaip esminiy principy ar elementy visuma. Vartotoju lojalumas, kaip pagrindinis
rySiy palaikymo tarp turizmo paslaugos vartotojo ir paslaugos turétojo tikslas.
Tikslas vienodai aktualus bei svarbus tiek naujo tipo vartotojui kaip besimokan-
¢iam, tiek ir paciai turizmo organizacijai, dalyvaujanciai vartotojo kaip besimokan-
¢io (su)kuirime. [vairiy poziliriy sankirta, leidzia iSplésti pasitenkinima turizmo
paslauga per edukaciniy bruozy raiskas, kas suteikia paslaugai aukstesng vertg.
Moksline diskusija atskleidZia, kad Siuolaikiné organizacija vartotojo vartojimo
nuostatas gali stiprinti tik pati budama besimokancia.
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REKOMENDACIJOS

Turizmo organizacijoms, Valstybiniam turizmo departamentui prie Ukio mi-

nisterijos:

e Kiekvienoje organizacijoje sukurti sava filosofija, kur svarbia vieta uzim-
ty vertybiy sistema: komandinis darbas, lojalumas darbuotojui ir vartoto-
jui

e  Kurti turizmo paslaugg, orientuojantis | naujo tipo vartotoja, kuriam yra
svarbi paslaugos kokybé. Paslaugos kokybés stiprinimui turi pasitarnauti
edukaciniai kokybés, kaip vienos i§ edukaciniy bruozy raiskos stiprinimo
priemonés. Vartotojui svarbi paslauga ne tik kaip vietos pakeitimas, ben-
dravimas, bet ir ziniy gavimas, geb¢jimas Zinias suvokti ir pritaikyti kas-
dieningje veikloje: poziiris i tévyng, meilg artimui ir t.t

e Suformuoti kvalifikacijos kélimo strategija, kur nuolat turi biiti atnauji-
namos Zinios, analizuojami iSorés ir vidiniai organizacijos veiksniai. Di-
deli démesj skirti kontaktiniams darbuotojams, tai gidai, kelionés vado-
vai, nes nuo jy priklauso vartotojuy pasitenkinimas turizmo paslauga.

e  Orientuotis i Siuolaiking paslaugos suvokimo koncepcija ,,kokybé ne vi-
siems o kiekvienam*

e Nuolatinis mokymas(is) turizmo organizacijai kaip besimokanciai uztik-
rins i§likima konkurencingje kovoje ir uztikrins organizacijos stipruma ne
tik komercializmo prasme, bet naujos, inovatyvios, patrauklios organiza-
cijos prasmeémis.

e Suformuoti ir realizuoti bendras koncepcijas, kur dalyvauty verslo, mo-
kymo atstovai: rengiant gidus, kelioniy vadovus ir padius turizmo verslo
darbuotojus ir kt.
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