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ABSTRACT: 

The purpose of the research paper is to explore demand for tourist destination Russia 

amongst Croatian tourist market. Paper aims to find out preferences of Croatian tourists 

when choosing tourism attractions, destinations, type of accommodation, selective forms of 

tourism and reasons for travel to Russia. In spite the fact that tourism is not one of the major 

economic sectors in Russia the tourism is growing. The focus of official authorities on 

stimulating incoming tourism to Russia is obvious in the recent  years. Methodology used is 

historical, analysis, synthesis, induction as well as primary qualitative research.  Qualitative 

method is conducted by in-depth semi-structured interviews with 27 major Croatian tour and 

travel agents. Research results show the profile of travelers, their accommodation and 

destination preferences within Russia, average expenditure for travel and their satisfaction 

with destination. Data collected indicate that Russia is perceived as well-known tourist 

destination amongst Croatian toruists, but visited in smaller amount. In order to increase 

number of Croatian visitors to Russia and increase demand for Russian tourism as well as to 

utilize the potential of travelers interested in exploring Russian tourist attractions, national 

tourism organization should promote Russia in Croatia more efficiently using different 

promotional mix elements. It could increase the number of tourists from Croatia as well as 

contribute to GDP of the state.  
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1. Introduction 

Russia is a stated situated on the east of Europe and north Asia. It is the largest country in the 

world with diversified natural, geographical and historical charachteristics. As one of the most 

desired tourist detination with St. Petersburg being selected as the top destination in 2016, 

Russia is recognized as a country with planty of natural beauties, architectural, historical and  

cultural attractions. In order to explore demand for tourist destination Russia amongst 

Croatian tourist market this research aims to find out preferences of Croatian tourists when 

choosing tourism attractions, destinations, type of accommodation, selective forms of tourism 

and reasons for travel to Russia. In spite the fact that tourism is not one of the major economic 

sectors in Russia the tourism is growing. The focus of official authorities on stimulating 

incoming tourism to Russia is obvious in the recent years. 

Methodology used in this paper is hystorical analysis of literature review, deks research, 

method of analysis, synthesis as well as qualitative research as a method of primary data 

collection. Primary data is interpreted and described in research results. The contributon of the 

paper is seen in the analyithical approach to demands of Croatian tourists in relations to 

Russian tourism as well as through conducted method of primary data collection from those 

agencies that are directly involved in creation and sales of tour packages to Russia as well as 

in influencing the demand for Russia as a tourist destination. In all terms Croatian tourist 

agencies are promotoros of Russian tourism but still not supported largely with promotional 

tools from Russian national tourist board. 

2. Literature review 

Literature review provides theoretical background relevant for the research topic and it is 

structured to explain the main approach to assessing the demand and Russia as a tourist 

destination.  

2.1. Tourism demand and tourist attractions 

The destination must contain certain elements to be attractive to potential tourists and to meet 

their travel needs. The underlying elements include attractions, services and facilities, 

accessibility, human resources, image and price. Attractions are the biggest motive for tourists 

to come to the destination. Popescu (2013) classifies them as natural (beaches, parks, climate, 

relief, hydrographic elements), cultural (museums, galleries, cultural events) and built 

attractions (religious buildings, monuments, sports facilities etc.) attractions such as culture, 

heritage, lifestyle, folklore, customs and more. 

The attractiveness of the destination is certainly in the first place because it attracts people 

looking for vacations, entertainment, recreation, recreation etc. On the other hand, "the 

attractiveness of a tourist destination reflects the feelings, beliefs and attitudes that an 

individual has about the possibilities of a destination to meet specific tourist needs " (Dobre et 

al., 2013, 12). The destination based on its attractions creates its own image, which in fact 

represents the attitudes, perceptions, experiences, opinions, perceptions, prejudices that an 

individual has about a certain geographical area. It is formed on the basis of different notions 



about a particular tourist destination, and can be seen as a mental image that promotes 

activities towards specific target groups (Senečić, 2006). 

The destination image influences the behavior of tourists because a destination with a 

stronger, more positive and recognizable image has more chances to be selected for the 

destination of the trip. It also affects the pleasure of the tourists and their intention to visit the 

destination again. (Križman Pavlović, 2008). This section shows the relationship between 

tourism demand and supply that depends on each other, and on the other hand, there are many 

characteristics that differ. Thus, Križman Pavlović (2008) lists four fundamental 

characteristics of tourism demand; namely mobility, heterogeneity, elasticity and seasonality. 

Mobility is a result of the impossibility of storing and indivisibility of tourist services because 

the services are spent where the tourist resource is located. It is also a consequence of the 

geographic distance of the outbound market from receptive markets. For these reasons 

tourism demand must move towards tourist offer, which is why very important development 

of the roads due to the connection of these two markets. On the other hand, the important 

impact on demand is seasonal factor, meaning that demand is focused at a certain time of the 

year primarily due to climatic conditions. The heterogeneity or diversity of tourist demand 

arises because of the individual characteristics of tourist users, their needs and desires, which 

is why they behave differently on the market. Dobre et al. (2013) grouped these 

characteristics into four core groups. These are geographic, demographic, psychological and 

behaviorist characteristics. Geographical features belong to the region from which the tourist 

comes, the density of population and the climate characteristic of the place where the tourist 

lives. Demographic characteristics are divided into the age, gender, size and life cycle of the 

family, income, occupation, religion and nationality. Psychological features relate to 

belonging to the social layer, the way of life and personal preference factors, while in the 

behavioral group is the knowledge, attitude, way of usage or reaction to the tourist product. 

(Križman Pavlović, 2008) 

One of the basic features of tourist demand is its elasticity, which means that it responds to 

the changes that have occurred in certain factors on which it depends. It can be primary and 

secondary elasticity. In primary elasticity tourism demand is sensitive to changes in the 

economic categories on which it depends. It is extremely elastic according to the amount of 

income earned and the price level. Accordingly, tourism demand is falling or growing with 

respect to personal income. On the other hand, secondary elasticity shows the variability of 

demand in relation to the changes occurring in the supply sector. 

Along with these features, there are also factors of tourist demand which greatly affect 

tourism demand and consumers decisions. The greatest impact on demand is personal 

motives, needs and desires. Rest or journey is the time when person is trying to safisfy her 

needs and desires and interact with people. Tourism demand may have a positive or negative 

impetus under the influence of society-driven factors. On the other hand, values and norms 

condition the attitude towards free time and travel. Factors of the environment can be 

topographic features such as time, landscape and location of residence. Tourism demand is 

dependent on mobility, urbanization, free time and distance from the place of residence. 



Economic factors influencing demand are income, standard of living, time costs, cost, 

working hours, consumer habits, vacation time, and so on. 

A great impact on tourism demand has a tourist offer, which is why it wants to attract tourist 

demand by creating attractive forms and travel goals, by creating a wide range of travel 

packages, by encouraging travel through various channels and by providing the necessary 

information. The tourist offer is the totality of products offered to tourists on a specific tourist 

market for a certain time and at a certain price, and is characterized by heterogeneity, staticity, 

nonelasticity and seasonality (Krizman Pavlovic, 2008). 

The non-resale of the bid is due to the existence of fixed bid capacity. So, if, for example, 

there is a reduction in interest in a particular destination, the offer can not be reduced 

proportionally. The seasonal nature of the business creates a problem of insufficient capacity 

utilization and the immovability of the tourist offer related to the destination also contributes 

to the fact that the offer can not be changed quickly and easily as is the case with demand, and 

the general tourist infrastructure achieves over-utilization of off-season utilization (Senecic, 

2006) 

Each object is fixedly linked to the area where it was built and the tourist service can be 

consumed only on the spot due to which it is static and non-transferable (Krizman Pavlovic, 

2008).  

Apart from the fundamental factors influencing the tourist offer, the influence of external 

factors on the tourism offer should be emphasized, which may be the influence of the state, 

economic entities, the influence of the environment, economy, society and the impact of 

demand. 

2.2. Tourist agencies and it's role in influencing tourist demand 

Tourist agencies are among the intermediaries in the tourist market in order to link the 

dislocated supply and demand. The authors Pirjevec and Kesar harmonize the concept of 

tourist and travel agencies and state that the "travel agency" is a commercial entity that sells 

its own product to potential customers - a tourist arrangement (group or individual), 

consisting of a combination of several different types of services of third parties, travel and 

longer stay of tourists in a particular tourist destination (Perjevec and Kesar, 2002). 

From the aforementioned definitions and descriptions of tourism agencies' activities, the basic 

functions of tourist agencies arise as intermediary functions, information and advisory 

functions, advertising functions and organizational functions. Mediation function is the basic 

function of tourist agencies and the goal is to link the demand offer. The travel agency 

operates on its behalf but for the account of persons whose services and products offer 

(transport, accommodation, other various services) to end users. Ultimately, the price of these 

products is lower than when end users, tourists, individually and individually obtain products 

and services from the manufacturer. Apart from mediating the sale of their arrangements, 

travel agencies often sell and make arrangements for other travel agencies. 



Informative - advisory is one of the functions of tourist agencies and it consists of free tourist 

information and useful advice from the area of travel, hospitality, hotel industry, foreign 

exchange regulations and regulations on issuing visas, information on entertainment, cultural 

and other events, cultural, historical and other attractions and attractiveness of particular 

tourist areas and places, etc. (Pirjevec and Kesar, 2002).  

For the purpose of advertising, authors Pirjevec and Kesar use the term "promotional 

function", and this function is closely linked to the information and advisory function. 

Agencies often use different tourist propaganda materials, newsletters, notices, special 

information of tourist organizations, schedules and tariffs to give tourists the most complete 

and useful information (Pirjevec and Kesar, 2002).  

In today's tourist market organizational function is very important because the travel agency 

acts as a creator, initiator and travel organizer. In that function, the agency's entrepreneurial 

venture comes to the fore, because in that segment of travel agency organization it works for 

its name and account. Coming to the market as the initiator and travel organizer, the travel 

agency directly influences the growth of tourist travel in the world. 

2.3.  Russia as a tourist destination 

Russia is the largest country in the world. It has about 140 million inhabitants. Although more 

than half of its area is situated in Asia, Russia is ranked among the European countries for a 

number of reasons. Primarily, the European part of the Russian Federation is considerably 

more populated and more economically developed than the Asian one. For Croatian 

prospective tourist  Russia is non well known enough in terms of the opportunities it has for a 

traveller. Speaking about distractors in the mind of Croatian perspective tourist, the percived 

not sufficient level of economic development as well as, as well as the associations with the 

political closure that was in force until the end of the Cold War are sitill in the memory or 

Croatian customer.  Lack of the developed tourist infrastructure compared to other European 

countries is also named by the responents to be a disctructor. The limiting factor in forming 

the stronger tourism demant from Croatia is also influenced by the climate of the country, 

which is more colder than Croatian in most of the Russian regions. Due to the extremely long 

and cold winter in the northern parts of the country it is often associated with so called 

"Russian winter" which became synonymous with coldness in all parts of the world. Due to 

this stereotipe the bulk of international tourists visit the country in the summer and in the end 

of spring or beginning of autumn. 

2.4. Climate and tourist regions  

Because of the climatic features, the Russian Federation can not value all its factors equally. 

The climate prevents the development of bathing tourism. The coastline of Russia is 17740 

km long and has access to 13 Seas. Seaside and bathing tourism has been developed only in 

the narrow area of the Black Sea coast, near northern Kaliningrads Baltic Sea and Azov Sea. 

There is often met stereotipe that Russia is predominantly a lowland land of spacious plains, 

and therefore, due to its relief uniformity, it does not have great attractions.  There is not 

much information about huge differences of landscapes in Russia, including mountains, deep 



forests, lakes and rivers, which amount and diversity is among biggest in the world. Due to 

the seasonal climate restristions and limited in distant regions tourist infrastructue , the major 

focus in incoming tourism was traditionally on easier acsessed locations, big cultural centers,  

cities  rich in cultural and historical monuments, cultural institutions and events. There are 

three major tourist regions usually identified in Russia: the West, Siberia and the Pacific. The 

West region encompasses the European part of Russia, where most of the tourist attractions 

are concentrated and which is also the most developed tourist destination. Tourism is the 

mostly concentraled in city centers while international tourists are most attracted to two cities: 

St. Petersburg and Moscow. St. Petersburg situated at the bank of the Baltic Sea is renouned 

for its rich baroque architecture. The main attraction of St. Petersburg is Hermitage Museum, 

one of the largest and most attractive in the world. It is located in the Winter Palace, which 

served as the residence of the Emperor's family. Near the town are settlements Peterhof and 

Pushkin, with luxurious summer residences of former Russian emperors. Moscow is the 

Russian capital and the largest Russian city with more than 10 million inhabitants. It has a 

large number of cultural and historical monuments, of which the main attraction is the 

fortress, known throughout the world under the name of the Kremlin. Beside the Kremlin 

walls is a spacious Red Square with Basil's Basilica, one of the most attractive sacral 

buildings in the world, and Lenin's mausoleum. There are also numerous museums, cultural 

institutions (eg Bolshoi Theater) and various cultural events, especially ballet performances 

and concerts. In a well-wooded area, weekend tourism has been developed thanks to a large 

concentration of holiday homes and recreation houses. The area between St. Petersburg and 

Moscow is the historical core of the Russian state, and tourists are attracted by  the cities in 

which they can find well  preserved cultural and historical monuments. Among them, can be 

mentioned Novgorod, a historic city that played the role of the Russian political cradle, is 

particularly prominent in the early Middle Ages. To date, numerous cultural and historical 

monuments have been preserved in Novgorod. Other cities important for tourism 

development are: Tver, Rostov, Jaroslav, Kostroma, Suzdal, while Vladimir and Bogolyubovo 

have UNESCO protected buildings. After the Cold War ended, an increasing tourist visit was 

recorded in Kaliningrad, located on the coast of the Baltic Sea. Chernivtsi Oblast, as it is 

called this political-administrative unit, has no ground contact with the rest of the Russian 

state because it is located between the Polish and Lithuanian territories. The city was founded 

by the German settlers in the 13th century called Königsberg PREGLAS and by the end of the 

Second World War it was the main center of East Prussia. It is distinguished by Central 

European (German) architecture which differs it with other Russian cities (Curić, Glamuzina,  

2013, 246). Kazan and Sochi, together with Altais region, are other fast developing Russian 

tourist destinations, attracting growing incoming tourists attention. 

2.5. Tourism in Russia 

Russian foreign tourism is quite visible in the world tourism market. Due to the recent 

economic sanctions there are new tendencies that should significantly change the structure of 

Russian domestic tourism and influence foreign tourism. For this there are a few external and 

internal market and political reasons. In Russia, the state encourages the development of 

domestic tourism through various governmental govprograms and the strategy of its 



development. Entrepreneurial activities, competition, investment in tourism and tourism 

infrastructure are also on the rise. In today's Russia there is a change of focuse  from 

"outbound tourism" to "domestic tourism". The latter brings additional revenue to Russian 

regions. The current economic and political situation contributes to this process. The fall in 

revenues caused by an economic crisis forces Russian travellers  to travel less abroad and the 

number of passengers to domestic destinations is growing. Faced with economic sanctions, 

Russian state bodies focus more on internal investment and the ways to reduce import costs. 

More attention is been paid to domestic tourism. Incoming tourism is important for the export 

of tourist services and creating revenues with more than 20 million foreign tourists annually 

(Lepeshkin et al, 2016).  

The total contribution of travel and tourism to GDP of Russia was 4,434.5 billion rubles in 

2017 (4,8% of GDP) and is expected to grow by 3,9% to 4,607.1 billion rubles (4,9% of GDP 

in 2018.). Tourism is not a major economic activity in Russia and the direct contribution of 

Travel & Tourism to GDP was accounting 1.2% of total GDP in 2017 with the forecast to rise  

to 1.5% of total GDP in 2028.  In 2017 Travel and Tourism directly supported 854,500 jobs in 

Russia (1.2% of total employment). This is expected to rise by 4.3% in 2018 and rise by 2.1% 

pa to 1,094,000 jobs (1.7% of total employment) in 2028. At the same time in 2017, the total 

contribution of Travel & Tourism to employment, including jobs indirectly supported by the 

industry was 4.5% of total employment. This is expected to rise by 2.9% in 2018 to 3,350,500 

jobs and rise by 1.2% to 3,782,000 jobs in 2028 (5.9% of total) (World Travel & Tourism 

Council:Travel & Tourism Economic Impact, 2018 - March 2018).   

2. 6. Management of tourism sector in Russia 

At the national level, the Ministry of Econimics and Develompment is currently responsible 

for tourism policy, which shows growing importance of tourism business in Russia. The 

Ministry is responsible for suggesting and implementing government policy in multiple areas, 

including tourism. Accordingly it is the main administrative and executive body for creating 

and implementing tourism policy in Russia. Apart from guiding tourism policy, the Ministry 

also carries out other activities related to the development of certain types of tourism 

products, which identifies three key tasks: the development of tourist and recreational 

products, the improvement of the quality of services and the promotion of tourism products on 

domestic and foreign markets. The main plan and tourism development strategy is contained 

in the program of the Russian Federation: Development of Culture and Tourism from 2013 to 

2020. The objectives of the program are aligned with the action plans and activities contained 

in the State Program of the Russian Federation; Development of culture and tourism from 

2013-2020, related to the preservation of cultural and historical heritage, creation of more 

favorable conditions for sustainable development of culture and tourism, improvement of the 

quality and availability of tourism products and promotion of international recognition. The 

Ministry operates through the Federal Tourism Agency - Rustourism, whose task is to define 

and define a strategy, action plan and investment, coordination and cooperation with regional 

agencies and departments in planning tourism products, improving service quality, 

professional training in tourism, research and statistical monitoring of tourism, and 

monitoring and monitoring the implementation of the goals of regional local government. 

https://hrcak.srce.hr/index.php?id_clanak_jezik=234707&show=clanak


Rustourism is the fundamental institution responsible for promoting Russia as a tourist 

destination in the country and abroad. In 2014, the budget of the Federal Tourism Agency 

(Rustourism) allocated RUB 4.637 (millions) for the implementation of the Federal Target 

Program - Domestic tourism development in Russia: The Russian Federation 2011-2018, 

which has three main tasks: the development of tourist and recreational products, improving 

the quality of services and promoting tourism products on domestic and foreign markets. 

Rustourism is a coordinating body whose main task is to identify priority tourism 

development destinations (eg Sochi), improve target market identification, improve tourism 

formulation in line with consumer interests, create and manage communication technologies, 

knowledge and innovations to improve competitiveness, development and the implementation 

of tourism policy and the creation of an integrated tourism security system (OECD, 2016). 

3. Research results  

The subject of this paper is to explore the demand segment of Croatian tourists for Russia as a 

tourist destination. Qualitative method is conducted by in-depth semi-structured interviews 

with 27 major Croatian tour and travel agents. Research results show the profile of travelers, 

their accommodation and destination preferences within Russia, average expenditure for 

travel and their satisfaction with destination. The vast majority of touristic agencies offer 

arrangements for Russia. Majority (84.6%) offered multi-day trips to Russia, while the rest of 

15.4% have no organized trips to Russia. The most common reason is the crisis, 

unemployment; small environment - there are no interested parties, and according to Kompas, 

Atlas and Bravo agencies, one of the biggest problems is visa - booking for reservations in 

advance, confirmation of hotels and marinas. The results of qualitative research identifies that 

the highest travel rate of 45.5% is to Moscow, followed by St. Peterburg 36.4%. In other cities 

the rate of departure is much smaller, exceptionally due to the Nizhny Novgorod World 

Championships of 9.1%, Kaliningrad 4.5% and Rostov na Don 4.5%. According to the 

research results one of the main tourist attractions that most Croatian tourists visit in Russia 

are Hermitage Museum 36,4%, Red Square and Kremlin 31,8%, Peterhof 9,1%, Pushkin 

4,5%, Winter palace 4,5% and other sites 13,5%. The vast majority of tourists who stayed in 

Russia are exceptionally satisfied with the total stay.  Duration of stay for 50% of respondents 

is 3 to 6 days while 25% of them stay for 1 week, less than two weeks 20.8%, and one day 

4.2% (exceptionally because of the world football championship). The research also shows 

that 100% of Croatian tourists stay in hotel accomodation in Russia. Main motives to travel to 

Russia are desire to visit cultural events 54.3%, nature and landscape 17.1%, rest and 

recreation 11.4%, followed by sports events 11.4% and the rest is for other reasons (such as 

family visits, jobs, etc).  

According to the interviews with agencies, the vast majority of tourists traveling to Russia 

showed a high or very high degree of satisfaction with destination. Visitors are particularly 

pleased with the quality of the planned program, cultural and historical sights, museums, 

Russian architecture and culture, fountains, museums, hotels as well as cultural diversity and 

organization. Visitors are dissatisfied with only a few aspects - supporting tourist 

infrastructure (moving stairs, accessibility to attractions), flight time (the first and the second 

day is lost), by issuing a visa - a complete reservation system (airline ticket + accommodation 



is required to get a visa). Among other things, visitors are very satisfied with the quality of the 

tour guides. There were differences between Croatian tourists when it comes to the season of 

travel to Russia. Traveling to Russia is most common in the spring of 81.8%, followed by 

summer leave of 12.2%, autumn 3.6%, and much less for winter 2.4%. The research also 

shows that the promotion of Russia as a tourist destination is insufficient in Croatia as stated 

by majority of the agencies. In order to evaluate the potential of demand and influence it's 

growth amongst Croatian tourists, authors researched suggestinons for improvement from 

tourist and travel agencies. According to their responses the following recommendations can 

bi give: global promotion, greater engagement of their tourism agency, expanding travel 

offers to other parts of non-European Russia, getting to know the culture of Russia, folk 

customs and costumes, popularizing Russia as done with Catherine the Great, issuing online 

visas, lower prices, more promotions via television and jumbo posters, include more airline 

cariers and flights, local portals and embarking charter flights as travel began when Croatia 

Airlines introduced flights.  

The foolowing graph shows the most common source of information about Russia as a tourist 

destination provided to tourists in Croatia. 

Graph 1. Source of promotional information about Russia as a tourist destination 

 

Source: author's interpretation 

Tourists receive majority of promotional information about Russia as a tourist destination 

from Croatian tour agencies (45,5%), followed by printed brochures and flyers also provided 

by tour agencies (31,8%) while from internet sources as well as social networks and online 

newletters only 13,6%. The information provided at tourist fairs in Croatia is still the least and 

entails 9,1% of the sources.  

The results of the interviews with agencies indicate that most Croatian tourists choose the tour 

package which include ticket, accommodation, excursions nad visits to some attractions 



(54.5%) followed by airline ticket with excursions (18.2%) and airline ticket plus 

accommodation (27.3%). There were significant differences between tourist agencies in 

assessing the procedure for issuing visas for Croatian tourists (speed, efficiency and service 

satisfaction), with the largest share giving a rating of 4 as very good (50%), rating 5 as 

excellent (31.8%) and the lowest score of 3 as good (18,2%). 

Graph 2: Trends in selection of Russia as a tourist destination by Croatian tourists 

 Source: author's intepretation 

From the above table authors identified presence of constant demand for Russia as a tourist 

destination in 43% Croatian tourist market, while for 38% agencies demand has increased. 

Only 19% of the agencies claim the decrease in demand for Russia as a choice when it comes 

to selecition of tourist destination.  

4. Conclusion  

The results of the research clearly shows that on the the vast majority of tourist agencies in 

Croatia offer programs and travel packages to Russia due to the demand for such trips by 

Croatian tourist. The promotional efforts of tourist agencies in Croatia contributed to 

increased demand for trips to Russia.  At the same time the reflection of the economic crisis, 

unemployment, and issues related to issuing visas is the reason that the minority of travel 

agencies have no organized travel tours to Russia and if they do have inquiries they deal with 

large agencies such as Kompas, Mondo travel and Integral. 

The main research findings indicate that Russia is considered a well-known tourist 

destination, but there is still significantly small number of Croatins who visited Russia. The 

primary sources of information on Russia are those surveyed in qualitative research that 

almost half of them are quoted through tourist agencies. Significant deviations were noted in 

the use of certain sources of information, with 31.8% of the printed materials being printed. 



Of the formal channels, most use the Internet, social networks, newsletters, and only a small 

part of the tourist fair in the Republic of Croatia. 

Cultural and historical heritage is a primary motive attracting majority of tourists traveling 

with travel and tourist agencies. Significant share is motivated by the desire to get acquainted 

with natural beauty, while the importance of sports events, rest and recreation and work is 

reduced. The results of the research point to numerous differences (eg visitation of tourist 

attractions and destinations) the dominant travel rate is in Moscow and St. Petersburg. In 

other cities travel rates are much smaller. Therefore, a distinctly important role not due to 

Russia, but exceptionally because of the World Football Championships, the visit of the cities 

of Nizhni Novgorod, Kaliningrad and Rostov on Don. The main tourist attractions that 

Croatian tourists mostly visit in Russia are Hermitage 36.4%, Red Square and Kremlin 31.8%, 

followed by Peterhof, Pushkin and Winter Castle. Travelers are extremely satisfied with the 

offer and have given a high or very high rating. At the same time, the main results of the 

research provide insight into larger or more frequent issues related to: visa issuance, lack of 

global promotion, high hotel prices. The main results of the survey indicate the highest travel 

rate lasting from 3 to 6 days, exceptionally because of the world football championship one 

day.  

According to the research results it can be concluded that the most important role of tourist 

agencies in Croatia promote Russia as a tourist destination and their influence is more visible  

than Russian tourism authorities. Accordingly, the authors recommend, with the goal of 

increasing the number of Croatian visitors to Russia - the possibility of issuing visas online or 

abolishing visas, greater involvement of a national tourist organization in promotional 

activities in Croatian market, hence more effective promotion - popularizing Russia as done 

with the Catherine Grand Hotel, lower hotel prices and introduce more flights to Russia. As 

part of this, increased promotion from Russian authorities and tourism sector could stimulate 

not only the tourist flow from Croatia to Russia but also contribute to overall development of 

incoming tourism to Russia. 
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