
1 

 

Biljana Lončarić, Ph.D.   

Tourist Board Slavonski Brod 

Trg pobjede 28/1, 35.000 Slavonski Brod, Croatia  

Tel. 00 385 35 447 721 Fax: 00 385 35 406 721         

E-mail adresa: info@tzgsb.hr 

 

 

 

 

 

 

 

 

 

 

 

COOPERATION OF TOURIST DESTINATIONS OF THE REGION 

SLAVONIA SITUATED BY THE RIVER SAVA IN MARKETING AREA  

 

 

 

SURADNJA TURISTIČKIH DESTINACIJA REGIJE SLAVONIJE 

SMJEŠTENIH UZ RIJEKU SAVU U PODRUČJU MARKETINGA  

 
 

   

  

mailto:info@tzgsb.hr


2 

 

ABSTRACT  
 

The tourist destination "My beautiful Slavonia near Sava" was established in May 2015 

within the framework of the project of the Croatian Tourist Board "365 Croatia", with the aim 

of creating authentic and attractive value-added tourism products that can be placed on the 

market throughout the year. The agreement on cooperation was then signed by 20 units of 

local self-government from the Brodsko-Posavska and Vukovarsko-Srijemska counties which 

gravitate to the river Sava, and within the same, cultural and gastronomic area defined as key 

product groups, and Munich and Vienna as two key geo-zones. The mentioned marketing 

concept of promotion of the period before and after the tourist season expired in June 2018, 

but the cities and municipalities in the Destination renewed the cooperation agreement in 

September 2018 for the next three years, this time under the name Tourist destination "My 

beautiful Slavonia near Sava", and with a reduced number of bodies and a simpler decision-

making process. Under the conditions in which the Croatian Tourist Board allocates funds to 

improve activities of the tourist communities in the tourist underdeveloped areas exclusively 

to the tourist communities of individual counties, also in the case of the implementation of a 

particular program/project in several tourist areas, we conducted a primary research in the 

form of a questionnaire to determine if the cities and municipalities, as well as tourist entities 

from the area of the Destination, had interest to cooperate, regardless of the adverse effect of 

the mentioned external factors (threats). The results of the research will serve tourism 

communities and units of local self-government networked in the Destination, although 

belonging to the different administrative units, to plan and implement the joint activities on 

tourism development. 

 

Keywords: tourist destination; cooperation; My beautiful Slavonia near Sava; marketing 

activities 
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SAŽETAK 
 

Turistička destinacija „Moja lijepa Slavonija kraj Save“ osnovana je u svibnju 2015. u okviru 

projekta Hrvatske turističke zajednice „365 Hrvatska“, s ciljem stvaranja autentičnih i 

privlačnih turističkih proizvoda s dodanom vrijednošću, koji se mogu plasirati tijekom cijele 

godine. Sporazum o suradnji je tada potpisalo 20 jedinica lokalne samouprave s područja 

Brodsko-posavske i Vukovarsko-srijemske županije koje gravitiraju rijeci Savi, te su u okviru 

istog kulturni te eno i gastro turizam odredili ključnim grupama proizvoda, a München i Beč 

dvijema ključnim geo zonama. Spomenutom marketinškom konceptu promocije razdoblja 

pred- i posezone rok je istekao u lipnju 2018., ali su navedeni gradovi i općine obnovili 

ugovor o suradnji u rujnu 2018., na rok od iduće tri godine, ovaj puta pod nazivom Turistička 

destinacija „Moja lijepa Slavonija kraj Save“ te uz smanjeni broj tijela i jednostavniju 

proceduru odlučivanja. U uvjetima u kojima Hrvatska turistička zajednica dodjeljuje sredstva 

za unapređenje djelovanja i aktivnosti turističkih zajednica na turističkim nerazvijenim 

područjima isključivo turističkim zajednicama pojedinih županija, i ukoliko je riječ o 

provođenju određenog programa/projekta na više područja, proveli smo primarno 

istraživanje u obliku anketnog upitnika kako bi utvrdili imaju li gradovi i općine, kao i 

turistički subjekti s područja Destinacije, interesa  međusobno surađivati, bez obzira na 

nepovoljan utjecaj navedenih vanjskih čimbenika (prijetnji). Rezultati istraživanja poslužit će 

turističkim zajednicama te jedinicama lokalne uprave umreženim u Destinaciju, neovisno od 

administrativnog ustroja, u planiranju i provedbi zajedničkih aktivnosti na razvoju turizma.    

 

 

Ključne riječi: turistička destinacija; povezivanje; Moja lijepa Slavonija kraj Save;  

marketinške aktivnosti   
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1. Introduction 

 

The tourist destination may be a smaller but also a larger spatial unit, depending on how the 

space is perceived by tourist demand (Lončarić, B., 2012, 139). Such space is not necessarily 

observed by visitors in the manner established by the administrative division (Pike, S., 2008, 

26,33), so it can be part of a particular administrative area, can cover the entire administrative 

area or exceed its limits. A destination is primarily defined by a complete tourist product, so 

the concept of destination varies from case to case. 

 

Taking into consideration that quality and successful management of tourist destinations 

greatly implies the intensive cooperation of all subjects involved in creating of tourism 

products, primarily the public and private sector, only through synchronized and coordinated 

activities, tourist destinations will be able to strengthen their position and increase their share 

on tourism markets (Lončarić, B., 2017, 145). Therefore, the management of tourist 

destinations should be viewed as a tourist activity that engages local interests within 

appropriate cooperation with the holders of a tourist offer because today decentralization and 

fragmentation of tourism offer often limit competitiveness of tourist destination (Magaš, D., 

2008, 2,10). 

 

 

2. Networking on a geographic basis 

 

Geographic connectivity brings a number of benefits, such as enriching own resource base, 

greater efficiency in marketing activities on the domestic and international markets, stronger 

image, greater number of customers and greater revenue, more efficient distribution and 

product sales. The geographic group of closely related enterprises and related institutions in a 

particular area (cluster) is associated by similarities and complementarities (Porter, ME, 2008) 

and today there are enough empirical evidences indicating that innovations and 

competitiveness growth are mostly geographically concentrated (Dragičević, M. , Obadić, A., 

2013, 10). 

 

The geographic cluster can include economic entities within a particular economic sector and 

relatively loose relationships or similar entities that form an association (MacGregor, RC, 

20,31). Geographic concentration is one of the essential elements of cluster understanding, 

considering that firms are geographically located due to hard factors, such as volume 

economics and soft factors such as social capital and learning processes (Andersson et al., 

2004, 13). 

 

 

3. Networking in tourism on a geographic basis 

 

Under the conditions of globalization and ever-increasing competition, cooperation and 

connectivity in the tourist sector of less developed tourism areas is a necessity for survival in 

the tourist market (Christensen, P., Mclntyre, N., Pikholz, H., 2002, 19-21). The networking 

practice in this sector dates back to fifteen years (Morrison, A.M. et al., 2004, 198), and is 

primarily conditioned by heterogenity of various activities related to accommodation, 

catering, transportation etc.; the need for transfer of knowledge and structural unifications in 

the function of the tourist development and raising strategic competitiveness of the destination 

(Scott et al., 2008, 90). 
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In the tourism sector, networked small and medium-sized businesses entities are competing 

globally, and cooperating locally, with evident benefits for business in terms of greater 

flexibility, better marketing informing, innovation, better opportunities for joining other 

associations or clusters at the national level (Novelli et al., 2006, 1143). The need for co-

operation is particularly evident where dependence on successful tourism marketing requires 

a more cooperative approach of the local community, small business entities and individual 

entrepreneurs without much experience in the tourist economy compared to what is needed in 

commercialized areas (Scott et al., 2008, 27). 

 

 

4. Networking in tourism on a geographic basis - Croatian practice 

 

The most frequent initiators of co-operation in Croatian tourism are touristic communities, 

which from the county level "informally" cooperate within certain regions, where Istria has 

achieved the most. The tourism development of Istria is based on the Master Plan of Tourism 

of the Istrian Region 2015-2025, whose starting points are primarily unique geographical 

features and similar climatic features. 

 

Considering that Slavonia is the most undeveloped tourist region in Croatia (Lončarić., B., 

2012, 33) and that partial tourist products of certain Slavonian counties can not lead to the 

region's recognition in the wider context or to better positioning on tourist markets, carrying 

out networking at the regional level would be advisable for this region, regardless of the 

administrative structure, what should be preceded by the adoption of the unique tourist master 

plan, which is being drawed up at the moment.  

 

In the meantime, through the Pilot Project "365 Croatia" started in 2014 (Lončarić, 2016, 

167), the Ministry of Tourism of the Republic of Croatia has identified the activities to be 

undertaken in order to make better use of resources at the pre- and post-time (Lončaric, B., 

Ružic, 2015, 282), which also includes the joint activities of entities networked in tourist 

destinations. Although the project did not survive in practice (Lončarić, 2017, 854), it became 

a starting point for connecting entities engaged in tourism, and belonging to areas with similar 

geographic features, climate, historical heritage etc., regardless of the administrative structure 

in the sense of territorial affiliation to the same county. 

 

 

5. Tourist destination "My beautiful Slavonia near Sava" 

 

The activities and organization of local self-government units and units of regional self-

government are regulated in the Republic of Croatia by the provisions of the Act on Local and 

Regional Self-Government. According to these provisions, units of local self-government are 

municipalities and cities, and these places with more than 10,000 inhabitants and representing 

urban, historical, natural, economic and social units are pronounced cities (Article 5, 

paragraph 1 of the Act), while municipalities represent natural, economic and social entities  

linked because of the common interests of the population (Article 4, paragraph 1 of the Act).  

 

 

After the initial meeting held in March 2015, at the suggestion of the mayor of the city of 

Slavonski Brod in the function of the president of the Tourist Board Slavonski Brod,  
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realization of the project of networking of three cities and seventeen municipalities gravitating 

the Sava River, from the Brodsko-Posavska and Vukovarsko-Srijemska County, have started. 

They founded the joint tourist destination "My beautiful Slavonia near Sava", all within the 

before mentioned project of the Ministry of Tourism. During the same month, the  contract on 

cooperation was signed; cultural and eno-gastronomic tourism was identified as key tourism 

product; the Austrian and German markets were defined as key geo markets, and the Tourist 

Board Slavonski Brod was designated as a legal entity authorized to represent the tourist 

destination. In May 2015, the Croatian Tourist Board awarded the Destination „My beautiful 

Slavonia by the river Sava“ the code for Destinations valid by the end of June 2018 

(Tourist Bord Slavonski Brod, 2019, 11,12). 

 

After the expiry of the PPS period in June 2018, co-operation between the cities and 

municipalities of the Destination continued, and in September the signing of a new 

cooperation agreement for a further three years have been done. The objective of this was to 

realize the joint projects of the tourist destination of Slavonian Posavina as a unique tourist 

area, considering the geographical features and cultural and historical heritage, and the 

Destination continued to operate under the name The Tourist Destination "My beautiful 

Slavonia near Sava" (Idem, 2019, 12) and by the end of 2018 realized several joint projects, 

focusing on products and promoting as a component of the joint marketing program (Meler, 

M., 1999, 28). 

 

 

6. The results of the primary research conducted in February 2019 

 

In February 2019, a primary research in the form of an online questionnaire was conducted to 

examine the views of representatives of cities and municipalities, tourist communities and 

tourism sector of the Destination regarding their interest in participating in joint projects of 

the Destination and benefits arising from it. The questionnaires were sent to all 20 local self 

government units networked in the Destination; 4 tourist boards; 70 subjects from the sector 

of accomoodation and catering services; 10 from the trade sector; 15 from the sector of 

culture; 7 owners of travel agencies and rest from other sectors. 81 examinees responded,    

74,1% from the Brodsko-Posavska county and 25,9% from the Vukovrsko-Srijemska County,  

accounting for 54,0% of the total number of potential respondents on whose e-mail addresses  

questionnaires had been sent. Looking at the activity of respondents, 49,4% of them were 

from the sector of accommodation and catering services (34,6% of potential respondents from 

that sector); 14,8% were representatives of local self-government units, meaning that 60,0% 

of mayors answered the questionnaire; 11,1% were representatives of culture sector (60% of 

potential respondents); 8.6% owners of travel agencies engaged in receptive activities (all of 

them who got the questionnaire participated in the research), while the remaining 16,1%  of 

examinees belonged to other sectors, with the largest share of trade. 

 

The results of the research are presented in the figures and explained in the following. 
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Figure 1 Key tourist products, question and answers, in % 

 

 
Source: Self-conducted research, February, 2019 

 

 

Figure 2 Co-operation of Tourist Entities, question and answers, in % 

 

 
Source: Self-conducted research, February, 2019 
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Figure 3 Slavonian Posavina as a complete tourist destination, question and answers, in % 

 

 
Source: Self-conducted research, February, 2019 

 

 

 

Figure 4 Support of the Croatian Tourist Bord, question and answers, in % 

 

Source: Self-conducted research, February, 2019 
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Figure 5 Marketing activities at the Destination, question and answers, in % 

 

 
Source: Self-conducted research, February, 2019 

 

 

As shown in the figures, when it comes to tourist products (Figure 1), 59,3% of respondents 

point out the gastronomy and enology as a key tourist offer, which could attract the largest 

number of visitors to come, while 35,8% of them consider that culture should be the main 

motive for the arrival of tourists. Considering that in the contract singed among the local self-

government units in May, 2015,  cultural and eno-gastronomic tourism was identified as the 

key tourism product, it is not unexpected, but what unexpected is that even 59,3% of 

examinees think that the events held in the Destination could become reason why tourists visit 

the Destination.  Additionally, it has to be pointed out that, under the conditions in which the 

Ministry of Tourism of the Republic of Croatia assigns to the counties of the continetal part of 

Croatia support based on the Cyclotourism Development Program on the Continent in 2019, 

only one fifth of the respondents distinguishes cyclotourism as the key tourist product of the 

Destination.  

 

Regarding the need for co-operation of tourist entities of the Destination, regardless of the 

administrative structure (Figure 2), and the need for unique representation in tourism markets 

(Figure 3), 60,5% of respondents fully support collaboration regardless of administrative 

structure, and 67,9 % of them fully agree with the statement that the Slavonian Posavina has 

all the features of a complete tourist destination and that as such should be uniquely 

represented on tourism markets. In this regard, 82,7% of respondents are committed to co-

financing the joint marketing activities of the Destination by the Croatian Tourist Board 

(Figure 4). Current marketing activities at the Destination level 19,8% of respondents rate 

"excellent", 32,1% "very good" and 33,3%  "good" (Figure 5). 
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7. Conclusion 

  

Most of the scientific studies do not give a strict definition of a tourist destination, but they 

opserve it as a place where tourism is taking place or could be carried out (Hitrec, T., 1995, 

43). The area of destination must have a supply that will meet the visitor's requirements of 

different categories in terms of age, ethnic and social origin, occupation etc. (Travis, AS, 

1989), so there is a clear need for strategic and comprehensive planning on the destination 

level, which should be strongly based on cooperation and communication between 

stakeholders (Shtonova, I., 123). 

 

Regardless of the conditions under which the Croatian National Tourist Board allocates funds 

to improve the activities of tourist communities in the tourism underdeveloped areas 

exclusively to the tourism communities of individual counties, even in the case of 

implementing a specific program/project in several administrative areas (Croatian National 

Tourist Board, 2019, 2), the results of the primary research show that tourist entities, but also 

representatives of local government and self-government units and tourist communities from 

the Destination "My beautiful Slavonia near Sava", want to cooperate in order to position 

themselves better on tourist markets and to place their own key tourist products. The reason 

for the same lies in the fact that this area is unique in terms of geographical, historical and 

cultural characteristics and by tourists perceived as a unique tourist destination. 

 

The results of the research also show that the signatories of the agreement in the Destination  

expect the co-financing of joint activities by the Croatian Tourist Board, for which the 

preconditions will be fulfilled by the entry into force of the new Law on Tourist communities 

an the Promotion of Croatian tourism while the Article 5 of the Draft of the mentioned law 

predicts initiating of co-operation based on mutually signed agreements, regardless of  

administrative structure. Although through the signing of these agreements legal entities will 

not be established (Article 53, paragraph 3 of the Draft Law), according to the Article 54 of 

the mentioned draft law, the Croatian Tourist Board will provide co-financing of the joint 

activities of the networked tourist boards or units of local self-government, this in accordance 

with special regulations related to tourist fees and membership fees in tourist communities. 

 

The limitations of the research may be due to the fact that the call for participation in the 

research was not accepted by all the stakeholders of the tourist development of the 

Destination, but 59.3% of them. On the other hand, it can be concluded that the results of the 

research are based on the practical experience of the creators, ie the holders of the tourist offer 

in the Destination and can be used in practice and as a basis for future researches which will 

be carried out in the Destination and in which respondents' responsiveness will be higher.  
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