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Abstract 

Tourism in Rabac started to develop in the 1960s, similar to other parts of 

Istria and since then it has acquired the name ‘�e Pearl of the Kvarner Bay’. 

Today the destination Rabac/Labin is a well-known tourist destination. Ra-

bac/Labin, together with Poreč and Novigrad, is one of the chosen destinations 

for testing of indicators of sustainable tourism in the project MITOMED+. 

�e aim of the paper is to test if the same aspects of tourism satisfaction can be 

a useful tool for different destinations. �e field research was carried out in the 

period between July and September 2017, in all three destinations. �e paper 

presented the specificity of the tourist destination Rabac/Labin. In total 639 

questionnaires from beach users in Rabac were collected. �e questionnaire had 

more questions but, in the paper, tourist satisfaction was presented. Tourists 

evaluated 10 aspects in the destination as well as their overall satisfaction with 

the destination. �e results have shown that there are some differences in satis-
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faction levels but, generally, tourists were satisfied with the destination Rabac. 

�e obtained results can help managers and local stakeholders to achieve a high 

quality of offer and services in the destination and use tourist satisfaction as a 

helpful tool in future destination management.

Keywords: destination management, tourist satisfaction, destination Rabac/

Labin, destination aspects, Istria County 

JEL Classification: L83, Z32

1. INTRODUCTION 

!ere is a debate in the world about the importance of measuring tourist 

satisfaction with destinations in order to get valuable information for maintain-

ing destination competitiveness in the market and to efficiently develop sustain-

able tourism. !e number of tourists in Istria destinations increases every year; 

consequently, there is a need to improve and extend the quality of the offer in 

order to meet future tourist demands. Istria is one of the most famous destina-

tions in Croatia and Rabac is the most popular destination on the east coast 

of the Istrian peninsula. According to the data from e-Visitor, in 2018 there 

were 216,000 tourist arrivals and 1,246,928 overnight stays in Rabac. Most 

visitors were from Germany, Austria, the United Kingdom, Italy, Slovenia, and 

the Czech Republic. Since the tourism industry will inevitably grow in the fu-

ture it is important to respect and preserve the natural boundaries and limits of 

the destination and to plan future development according to the principles of 

sustainable development. 

In the framework of the MITOMED+ project, a set of indicators was de-

veloped for measuring the performance of the destination related to sustain-

ability. !e indicators were developed on the basis of ETIS (European Tourism 

Indicators System). !e overall satisfaction with the destination is one of the 

leading predictors of long-term success of destination management. !e aim of 

the paper is to test if a different destination could use the same set of questions 

for the evaluation of tourist satisfaction with different aspects of the destina-

tion. By collecting opinions and suggestions directly from tourists, visitors and 

local residents, destination managers can discover the main disadvantages and 

advantages of the destination. Local stakeholders in tourism can get useful in-

formation from the field and use it as a management tool for future planning. 
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2. LITERATURE REVIEW

!ere are an extensive number of researchers who have intensively studied 

overall tourist satisfaction and satisfaction with various attributes of a destina-

tion, such as beaches, scenery, accommodation, cleanliness, climate, nightlife, 

local cuisine, natural attractions, accessibility, shopping, safety, etc. (Alegre & 

Garau, 2011; Chi & Qu, 2008; Yoon & Uysal, 2005; Alegre & Cladera, 2006; 

Alegre & Garau, 2010) or satisfaction with the chosen destination (Della Corte 

et al., 2014; Truong & Foster, 2006; Kozak & Rimmington, 2000; Pandža Bajs, 

2015; Naidoo et al., 2010; Aktaş et al., 2009; Hui, Wan & Ho, 2007). Also, 

Dolincar et al. (2013) emphasized that there are many measures of satisfac-

tion in tourism: “satisfied with…; pleased with…; delighted about…; quality of 

the stay was…; positive to return in the future…; enjoyed myself…; feel good 

about…; the choice to attend was a wise one…; made the correct decision…; 

exactly what I needed… Wang (2016) summarised studies about visitors’ sat-

isfaction measurement as a tool for tourism destination management as one 

of the most important indicators of destination performance and future plan-

ning of tourism activities. Some researchers have explored how satisfaction is 

changing over time considering different attributes of the destination and over-

all satisfaction within different groups of tourists (Soldić Frleta, 2018; Bernini 

& Cagnone, 2012). Recently Soldić Frleta (2018) has conducted researches 

with tourists and visitors in the cities of Rijeka and the Opatija Riviera compar-

ing the differences between results over two years. !e results have shown that 

there is a significant statistical difference between the satisfaction of tourists 

with the elements offered in the two destinations and their overall satisfaction 

with them in two different years. !ere are always tourists who have already 

visited the destination or those who have come for the first time with various 

desires and expectations. Given the above, it would be worthwhile to evaluate 

the satisfaction of tourists every year. By examining tourist satisfaction, manag-

ers may find out which elements of their offer they could improve in the up-

coming season. Alegre & Garau (2010) suggest that it is necessary to consider 

how the destination´s positive and negative aspects influence tourists in order 

to get the accurate situation of a destination and to identify negative factors 

and correct them. Overall satisfaction affects tourists’ inclination to revisit the 

destination, as well as to recommend it by word of mouth or word of mouse. 

It is proved that higher overall tourist satisfaction positively affects destination 

loyalty. If tourists are satisfied, there is a higher possibility that they will visit 
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destinations again and recommend them to others (Yoon & Uysal, 2005; Chi & 

Qu, 2008; Hui, Wan & Ho, 2007; Gallarza & Saura, 2006; Oppermann, 1998; 

Kim & Brown, 2012). Satisfaction and destination image have a significantly 

positive effect on tourist behavioral intentions (Chen & Tsai, 2007) and the 

level of overall satisfaction has an effect on future behavior in mature and less 

mature destinations (Kozak, 2001). Valle et al. (2006) confirmed that tourist 

satisfaction is an element that certainly contributes to destination loyalty inten-

tion. Alegre & Cladera (2009) suggest that the level of satisfaction is the main 

determinant of tourists’ intention to return to the destination. 

!ere are different segments that affect tourist satisfaction in the destina-

tion. For coastal destinations whose main products are the sun and sea, the at-

tributes which mostly affect overall tourist satisfaction are scenery, beaches, cli-

mate, quality of the accommodation, quality of the environment and urban set-

ting and cleanliness of public areas (Alegre & Cladera, 2006). Several authors 

have emphasized the importance of the cleanliness of the destination as a factor 

that has an influence on tourist satisfaction (Della Corte et al., 2014; Alegre 

& Garau, 2010). In nature-based destinations, the natural landscapes/scenery 

environment is the main factor affecting the tourist satisfaction (Kim & Brown, 

2012). Leisure services as a prediction factor influencing the overall satisfaction 

were confirmed in the research conducted among tourists in Rimini (Bernini 

& Cagnone, 2012). Kim & Brown (2012) have determined two main factors 

influencing behavioral intention; the previous experience and the nature-based 

experience. Regarding the emotional experience with the destination, Prayag et 

al. (2015) concluded that the emotion of positive surprise significantly predicts 

tourist satisfaction. Satisfaction also depends on the various cultures of tourists, 

so it is possible to study satisfaction with regard to nationality. Kozak (2001) 

investigated the differences between satisfaction levels of two nationalities that 

visited the same destinations. Aktaş et al. (2009) concluded that accommoda-

tion services have the largest influence on Russian and German tourists’ holiday 

satisfaction when visiting the same destination - Alanya.

Dodds & Holmes (2019) conducted research at rural and urban beaches 

with beach tourists and have confirmed that satisfaction with facilities and 

beach characteristics has a positive impact on overall satisfaction. Alegre & Ga-

rau (2011) confirmed that beaches are the factor in a destination which has the 

greatest influence on overall satisfaction. Important factors that influence the 

sun, sand and sea tourism products are accommodation, easy access to informa-
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tion or a simple holiday to arrange, cleanliness and hygiene, security, tranquillity, 

scenery, and prices in line with budgets. Top factors with the positive impact 

on overall satisfaction emerged in the penalty-reward analysis and those are ac-

commodation, beaches, and scenery (Alegre & Garau, 2011).

Given the differences and specifics in destinations and customer wishes, it 

is necessary to identify the factors that most affect overall tourist satisfaction. 

Moreover, it is necessary to adapt the development strategies and the manage-

ment of the destination by investing in those factors to compete with future 

tourist demand. Tourists have a different degree of satisfaction with certain as-

pects of the destination that further affect overall satisfaction. It is assumed 

that a lower rating of certain aspects will not affect the overall impression of 

the destination if most aspects are satisfactory. Furthermore, continuous tour-

ist satisfaction monitoring will enable better destination management. Neal & 

Gursoy (2008) suggest tracking the satisfaction or dissatisfaction of tourists at 

all stages of their travel (pre-trip, at the destination and with the return trip ser-

vices) to get accurate results on overall satisfaction or dissatisfaction with travel 

and tourism services offered.

3. METHODOLOGY

!e aim of the research was to find out the level of tourist satisfaction with 

various aspects of the destination of Rabac in order to identify and improve 

the tourist destination offer. !e usefulness of the survey is based on valuable 

information for tourist managers for future management planning in improving 

the defective aspects. 

!e research was carried out in three different destinations in Istria County 

for the requirements of the European project MITOMED+ (Models of In-

tegrated Tourism in the MEDiterranean Plus) whose main goal is to enhance 

sustainability and responsibility in Maritime and Coastal tourism in the Medi-

terranean area.

!e secondary data in the paper was collected from the Croatian national 

tourist information system e-Visitor and from the Labin - Rabac Tourist Board. 

For the purpose of research, the questionnaire was designed according to 

ETIS 2016 (European Tourism Indicators System) sample survey for visitors. 

!e survey was conducted among beach users in Rabac/Labin by appropri-
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ately trained interviewers in the period between July and September 2017. !e 

beaches where research was conducted were Maslinica, St. Andrea, Lanterna, 

and Girandella beach. !e questionnaire was offered to tourists in six different 

languages and those were: Croatian, Italian, German, Slovenian, English, and 

Russian.  

!e first set of questions concerned information like: how tourists find out 

about the destination, how many kilometres they travel to reach the destination, 

what method of transportation they used to travel to the destination and use 

during their stay in the destination, the main purpose of their visit to the des-

tination and the main reasons why they chose to visit the destination. !e re-

spondents had to mark one or several of the questions offered. !e second and 

main part of the questionnaire involved questions about aspects of the destina-

tion. !e respondents had to give one grade for every aspect from 1 to 5 on the 

5-point Likert scale. If they were completely dissatisfied, they marked the grade 

1 or grade 5 if they were completely satisfied with that aspect.  !e respondents 

rated the following aspects of the destination Rabac: cultural events, nightlife, 

sports activities, tourist attractions, facilities for children or the elderly, informa-

tion availability at the destination, accommodation quality, destination cleanli-

ness, local cuisine, reasonable prices and overall satisfaction with the destina-

tion. !e third set of questions involved in the evaluation of the beach facilities 

and conditions, but this set was not used in this research. !e final part related 

to the socio-demographic characteristics of the sample. In the paper, data about 

tourist satisfaction with the destination was analyzed. 

!e total number of collected questionnaires was 639. !e data were ana-

lyzed within the SPSS (22) programme and descriptive statistics for the pre-

sentation of the results were used. !e Principal Component Analysis (PCA) 

was used and detailed in the results.

4. TOURISM IN RABAC 

!e village of Rabac is situated on the east coast of the Istrian peninsula, 

on the Kvarner Bay. Rabac belongs to the municipality of Labin and is located 

south-east of the town of Labin. !e area of Rabac settlement is 564.13 ha. 

According to the last census of 2011, Rabac had 1,390 inhabitants. Rabac has 

beautiful surroundings, landscapes, and nature with stunning clear blue sea and 

clean beaches. For that reason, it proudly carries the name ¨!e Pearl of the 
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Kvarner Bay¨. Intense development of tourism and building began in the 1960s. 

Today, tourism is a dominant economic activity that employs a large number of 

inhabitants of the village of Rabac. Rabac is a well-known, popular and desir-

able destination for tourists. Tourist demand for this destination grows year 

after year followed by investments of local tourism stakeholders. All involved 

stakeholders in tourism, from local communities, tourist boards, hoteliers and 

locals to accommodation providers have made a joint effort to make Rabac one 

of the leading destinations on the eastern coast of Istria. !e quality of the offer 

in Rabac is constantly rising. Among visitors, for years now, the most numerous 

have been Germans and Austrians followed by English and Italians. Consid-

ering the official data of the national information system e-Visitor, the most 

numerous overnight stays in the destination of Rabac in 2017 were realised 

by tourists from Germany (368,700), Austria (175,964), United Kingdom 

(82,000), Italy (73,033), the Czech Republic (72,450) and Slovenia (58,673). 

Also, the number of tourist arrivals reached the figure of 187,874 tourist ar-

rivals and 1,151,458 overnights. !e number of tourist overnights according 

to the type of facility which was realized in hotels was 784,158, campsites 

170,928, household facilities 173,834, other accommodation facilities 13,888, 

commercial accommodation 1,142,808 and non-commercial accommodation 

8,650. !e average length of tourist stay at the destination was 6.13 days in the 

year 2017. Figure 1 shows the number of arrivals and nights spent by tourists 

in 2017 in Rabac. !e highest number of arrivals was recorded in the month of 

July (43,740) and the highest number of overnight stays per month in August 

(296,218). From Figure 1, the high seasonality of tourism is clearly visible, as 

well as that most arrivals and overnight stays were realized in the peak season 

( July and August).
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Figure 1. Tourist arrivals and overnights in 2017 in the destination of Rabac
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Source: e-Visitor, 2018

!e annual occupancy rate of commercial accommodation in 2017 was 

36.8%. !e highest rate was recorded in the peak season. In July the occupancy 

rate was 108.59% and in August, 111.47%. As is mentioned on the official web-

site of the Labin – Rabac Tourist Board, Rabac has the capacity to accommo-

date 11,000 foreign visitors and beachgoers from Labin and its surroundings in 

one day.

5. RESULTS 

.. C   

In the total sample, there were more women (61.16%) than men (38.84%). 

Although the research involved all respondents’ listed age categories, most of 

the respondents belonged to the age group from 25 to 54 years old (69.12%). In 

regard to the type of residence, most of the respondents were tourists (85.03%) 

who stayed in hotels (41.37%) or private accommodation (31.28%) (Table 1).
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Table 1. Characteristics of the respondents

Gender (n = 636) Share (%) Number

female 61.16 389

male 38.84 247

Age group (n = 638)    

15 - 24 16.46 105

25 - 34 22.41 143

35 - 44 26.18 167

45 - 54 20.53 131

55 - 64 8.93 57

> 65 5.49 35

Type of residence (n = 628)    

local resident 3.66 23

house/apartment owner 7.48 47

tourist 85.03 534

weekend visitor 0.64 4

excursion visitor 3.18 20

Type of accommodation (n = 585)    

hotel 41.37 242

private accommodation 31.28 183

camp 15.90 93

private house/apartment 10.94 64

sea tourism harbor/marina 0.17 1

hostel 0.34 2

Source: Field research, between July and September 2017 in Rabac

!e survey was filled in by tourists and visitors from 27 different countries. 

Most respondents were from Germany (35.85%), followed by the same share of 

tourists from Croatia (11.64%), Austria (11.64%) and Italy (11.32%). !e oth-

er shares of respondents regarding the country of origin are shown in Table 2.
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Table 2. Country of origin of the respondents (n = 636)

Country Share (%) Number

Germany 35.85 228

Austria  11.64 74

Croatia  11.64 74

Italy  11.32 72

UK  6.60 42

Netherlands  4.72 30

Slovenia  4.25 27

Sweden  2.67 17

Czech Republic  2.04 13

Poland  1.73 11

Slovakia 0.94 6

Hungary 0.94 6

Norway 0.79 5

Russia 0.79 5

Ukraine 0.63 4

Belgium 0.47 3

Switzerland 0.47 3

Macedonia 0.31 2

Serbia 0.31 2

USA 0.31 2

France 0.31 2

Romania 0.31 2

Denmark 0.31 2

Other 0.64 4

Source: Field research, between July and September 2017 in Rabac

On average, the respondents traveled 773.6 km to reach the Rabac destina-

tion (SD=522.9, mode=600 and median=660). 

According to the TOMAS (summer 2017), the most usual method of trans-

portation of tourists in Croatia is a car, 64% and plane, 14%. Similar results 
were obtained by the study in Rabac. Istria is already known by tourists as a car 
destination. Most of the respondents used a personal, friend`s or company car 
(75.82%) to travel to the destination of Rabac. Air travel was in second place 
with a share of 14.76%, followed by bus or coach 9.26% and the remaining 
share of transport was small. Concerning the intention of using transport by 
respondents in the destination, most of them answered that they would use the 
car, 64.98% of them (personal, friend`s or company) or that they would walk, 
51.42% which is to be expected, considering that Rabac is a small village and 



318

that everything is within reach. !e share of other means of transport in the 
destination was small.

Considering the way of gathering information about Rabac the answers 
from the respondents were as follows: the most common answer on how they 
find out about the destination Rabac was from the Internet (41.32%), they 
had previously visited the destination (39.43%) or by the recommendation of 
friends/family (29.18%). Tourist brochures/flyers represented 8.52%, from a 
tourist information center, 5.21%, from newspapers/magazines, 3.47% and 
from social networks, 2.84% � .
..   T’        

R    

Respondents could mark several answers as their main reason for choosing 
to visit the destination of Rabac and the most common answers were because 
of the beach (74.65%), clean sea (72.3%) and nature (53.83%). !e reason in-
dicated as “peace and quiet” was represented by a share of 32.08%, followed by 
accommodation quality (30.05%), host hospitality (20.97%) and accessibility 
(18.62%). Other reasons and shares are listed in Table 3. 

Table 3.   !e main reasons why respondents had chosen to visit the destination 
of Rabac (n = 639)

Reasons for a visit to the destination Share (%) Number

Beach 74.65 477

Clean sea 72.30 462

Nature 53.83 344

Peace and quiet 32.08 205

Accommodation quality  30.05 192

Host hospitality 20.97 134

Accessibility 18.62 119

Destination popularity  11.58 74

Cultural richness  10.02 64

Entertainment and recreation  9.86 63

Sport  8.14 52

Something else  8.14 52

Special event 0.94 6

Source: Field research, between July and September 2017 in Rabac

1  !e respondents could choose more than one offered answer. 
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According to the official results of assessments on sea bathing water qual-
ity at the beaches in the year 2017 and 2018, the quality of the sea on the 
beaches in Rabac was excellent (Source: http://baltazar.izor.hr/plazepub/
kakvoca_detalji10).

Almost a hundred percent of the respondents, more precisely 97.17% of 
them, mentioned holiday, free time and recreation as the main purpose of their 
visit to the destination of Rabac. Others stated as their purpose for arrival as 
follows: visiting friends and family (6.93%), shopping (3.46%), business and 
professional trip (2.05%), health and medical care (1.26%), education and train-
ing (0.47%) or something else (1.57%).��

.. T      R

In general, tourists are very satisfied with the destination of Rabac (Table 4). 
A large number of tourists are satisfied or completely satisfied with the destina-
tion cleanliness (average=4.25, SD=0.86), followed by their overall satisfaction 
with the destination (average=4.22, SD=0.73), accommodation quality (aver-
age=4.09, SD=0.91) and local cuisine (average=4.09, SD=0.84). !e worst-
placed elements, although they were still satisfied with them, were sport activi-
ties (average=3.75, SD=0.85), nightlife (average=3.55, SD=0.87) and cultural 
events (average=3.51, SD=0.79). Comparing the results with those obtained 
in Poreč, the difference is in the average score and in the order list of satisfac-
tion with individual aspects, although it is important to note that the results 
were very similar. In Poreč, overall satisfaction had the best score, followed by 
destination cleanliness, local cuisine and accommodation quality. Worst-placed 
were facilities for children or the elderly, nightlife and cultural events (Brščić et 
al., 2018).

�
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Table 4. Tourist satisfaction with different aspects of the destination of Rabac

Aspects of destination

Relative frequency (%)

Aggregate 

score  

(out of 5)

totally  

unsatisfied
unsatisfied neutral satisfied

completely 

satisfied
average SD

Destination cleanliness 1.62 3.24 7.77 43.37 44.01 4.25 0.86

Overall satisfaction with the 

destination
0.65 1.96 8.50 52.94 35.95 4.22 0.73

Accommodation quality 1.47 5.07 13.58 42.88 36.99 4.09 0.91

Local cuisine 1.00 3.16 15.45 47.01 33.39 4.09 0.84

Information availability at the 

destination
0.52 4.36 23.00 44.77 27.35 3.94 0.85

Tourist attractions 0.70 5.09 25.79 49.82 18.60 3.81 0.82

Facilities for children or the 

elderly
0.57 4.76 31.62 41.52 21.52 3.79 0.85

Reasonable prices 1.97 6.07 24.59 48.03 19.34 3.77 0.90

Sports activities 1.58 3.51 31.58 44.56 18.77 3.75 0.85

Nightlife 1.60 8.01 36.30 41.64 12.46 3.55 0.87

Cultural events 1.06 4.96 46.37 37.17 10.44 3.51 0.79

Source: Field research, between July and September 2017 in Rabac

.. P   (PCA)

In order to test the usefulness of testing tourist satisfaction with the dif-
ferent attributes of the destination and possibilities to summarise the results, 
the Principal component analysis (PCA) was performed. Principal component 
analysis (PCA) serves to extract a set of new variables called principal compo-
nents. !e PCA was conducted with 11 different variables to further analyze 
the tourists’ level of satisfaction, but in the final factorial design, 10 variables 
were used. !e variable “Information available at the destination” was excluded 
since it cannot be explained by the extracted/specified principal components. 
!e same variable was also excluded from the PCA in the research conducted 
in the destination of Poreč (Brščić et al., 2018).  

From Principal component analysis (PCA) two components were extracted 
(KMO=0.899, Bartlett`s Test 2 sig. 0.000, satisfactory reliabilities, Cronbach 
alpha >0.884) with eigenvalues greater than 1 and explaining 61.59% of total 
variance. !e results of the PCA are shown in Table 5.  
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Table 5.   Principal Component Analysis (PCA) results, tourist satisfaction 
with the destination

Value
Pattern Matrix Component

1 2

Destination cleanliness .929

Accommodation quality .832

Overall satisfaction with the destination .741

Local cuisine .737

Reasonable prices .614

Nightlife .852

Cultural events .809

Sports activities .795

Tourist attractions .678

Facilities for children or the elderly   .648

Factor statistics    

Eigenvalue 4.944 1.215

Variance % 49.436 12.151

Cumulative variance % 49.436 61.587

Cronbach alpha 0.845 0.834

Mean 4.084 3.664

Extraction Method: Principal Component Analysis. 
Rotation Method: Promax with Kaiser Normalisation.a 
a. Rotation converged in 3 iterations

!e first emerged component includes the following aspects of the destina-
tion: destination cleanliness, accommodation quality, overall satisfaction with 
the destination, local cuisine and reasonable prices. !e second component in-
cludes the variables: nightlife, cultural events, sports activities, tourist attractions 
and facilities for children or the elderly. !e first component can be described 
as “destination quality” and the second one as “destination offer”. A similar situ-
ation has been confirmed in the research conducted in the destination of Poreč, 
where the same components have been extracted but with different strengths 
of correlation among variables (Brščić et al., 2018). !us, the obtained results 
demonstrate that the components “destination offer” and “destination quality” 
can be used legitimately in the following researches.

In the performed research, tourists were asked to evaluate whether the desti-
nation sufficiently invests in sustainability initiatives at the destination of Rabac 
and most of them responded positively (78.52%). It is important that further 
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initiatives by all stakeholders involved in tourism base tourism development on 
sustainability so that tourists will recognize and be satisfied with that fact in 
the future. 

6. CONCLUSION 

!e results of the field research showed that tourists in Rabac mostly find 
information about the destination of Rabac through the Internet, followed by 
tourists who had previously visited Rabac and those who came by family or 
friend’s recommendation. By the increasing use of the Internet, tourists can get 
information more quickly and, instead of recommending by word of mouth, 
people more often use the word of mouse. Considering a large number of In-
ternet users, this can greatly affect the destination image in terms of positive 
or negative criticisms of tourist satisfaction with the aspects of the destination 
and of their further choice of destination to visit. !ose who had previously 
stayed at the destination could better detect the improvements made to aspects 
of the destination. On the other hand, first-time visitors could give an accurate 
account of the present situation, without additional expectations. Most of the 
respondents were repeat visitors or had come on recommendations from family 
or friends. Satisfied tourists will probably return to this destination and spread 
good recommendations among other tourists who then become first-time visi-
tors. Kozak and Rimmington (2000) proved that if tourists are satisfied with 
a destination, they are more likely to revisit it and to recommend it to other 
people. 

Tourists mentioned as their main reasons for visiting Rabac for a holiday 
free time and recreation and the main attractions were the beaches, clean sea, 
and nature, which are the main elements of sun, sand and sea destinations. 
Tourists were satisfied or completely satisfied with the destination cleanliness 
which also confirms the justified name of Rabac as the “Pearl of the Kvarner 
Bay”. In further management of the destination, emphasis should be placed on 
the preservation of nature and its most valuable natural resources, i.e. beaches 
and the sea, and maintaining the cleanliness of the destination at the same level 
or even better. Overall satisfaction is listed in second place regarding the average 
grade which is different in comparison to the same study conducted in Poreč, 
where the overall satisfaction was rated with the highest grade (Brščić et al., 
2018) but the rate is still very high (4.22 on average).  
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In order to reduce the number of variables, the PCA was conducted and 
two components emerged. !e first, “destination quality” included the aspects: 
destination cleanliness, accommodation quality, overall satisfaction with the 
destination, local cuisine, and reasonable prices, and the second one, “destina-
tion offer” involved the aspects: nightlife, cultural events, sports activities, tour-
ist attractions and facilities for children or the elderly. !e conclusion is that 
destination offer and destination quality can be used as variables that can serve 
as reduced variables for measuring tourists’ satisfaction with the destination. 
Similar results were obtained conducting the same research but in a different 
destination in Istria, in the town of Poreč (Brščić et al., 2018). 

In the final conclusion, the measure of tourist satisfaction with attributes 
in the destination and overall satisfaction is particularly important for the po-
sitioning and branding of the destination in the future. !erefore, destination 
managers should conduct field research on tourists’ satisfaction to obtain an 
informative tool for successful planning of future development.

LIMITATIONS 

It should be noted that in the group of respondents there were probably re-
spondents who had just arrived or had spent only a few days at the destination. 
Furthermore, there is a tendency for respondents to differently evaluate their 
satisfaction with the individual aspects of the destination at the beginning and 
at the end of their holidays. 

Another limitation of the study could be that surveys were carried out exclu-
sively on beaches with beach users and there is a possibility that results would 
be different if the survey had been carried out with tourists in a different loca-
tion, for example in the village.

!e results may also be different between first-time visitors and repeat visi-
tors, so it would be good to track the development of satisfaction of the same 
visitors, although it is quite complicated to follow the same group of tourists.
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