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Domestic tourists as segment of destination identity 

 

ABSTRACT 

 
Tourism is one of the most important sources of income in many countries, and the development of a tourist 

destination has become a multidisciplinary issue, which is viewed from different perspectives, as well as by 

different target groups. On the example of Croatia, it is possible to conclude that domestic tourists are 

recognized as an important segment of tourist demand and destination identity. In addition to functional 

information on previous journeys, for the successful development of tourist destinations in relation to the 

target group of domestic tourists, it is extremely important to understand the attitudes, motives and 

expectations of domestic tourists from tourist destinations. With this aim of the paper, on the example of 

domestic tourists in Croatia, we will analyse expectations, motives, travel attitudes as a basis for managing 

the pleasure of domestic tourists and building destination identity starting with domestic tourists. For the 

purpose of this scientific work, we will use secondary data on the attitudes of domestic tourists for 2017, on a 

representative sample of 4,000 respondents aged between 15 and 65 years. In addition to descriptive 

analysis, we will conduct segmentation within a group of domestic tourists (segments profiled with motives 

and expectations), described by socio-demographic variables. 
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preferences 

 

  



1.Introduction  
 

In this paper, the issue of defining the terms of tourism, tourist destinations and the expectations of 

domestic tourists is discussed, in order to be clearly expressed. The aim of the paper is to further 

understand attitudes, motives and expectations of domestic tourists from a particular tourist 

destination in order to achieve a more successful development of that destination, having in mind 

domestic tourist as the basis of destination identity, being not only tourists but country inhabitants 

as well, part of national identity. 

 

Based on the example of domestic Croatian tourists, the paper analyses expectations, motives and 

attitudes on travel as a basis to manage and improve the satisfaction of domestic tourists, to expand 

previously acquired knowledge, and finally to present objective reality of the explored topic.  

 

The paper consists of two key sections, with one being theoretical and the other research-focused. 

The theoretical part, along with the introduction, which defines the aim and the purpose of the 

paper, also includes the method of research, general information on tourist resources, offer and 

demand in Croatia, profiling of domestic tourists, and development of the potential of tourist 

destinations based on the analysis of domestic tourists.  

 

The research-focused section of the paper discusses attitudes and preferences of domestic tourists. 

The data on attitudes of domestic tourists acquired for this research was provided by the IPSOS 

agency for 2017, on a representative sample of 4,000 respondents between the ages of 15 and 65 

years. Segmentation within the group of domestic tourists was conducted based on an 18-statement 

scale. Along with the descriptive analysis, profiling of segments according to motives and 

expectations described by socio-demographic variables was carried out. The derived conclusions of 

the research-based section are expressed at the end of the paper along with the proposed methods to 

further develop particular tourist destinations according to attitudes and preferences of domestic 

tourists. 
 

2. Research methods 
 

Appropriate scientific methods were used in the paper in order to achieve a high-quality analysis of 

the defined subject and to further the knowledge on the explored topic. The paper discusses 

theoretical issues; therefore, the dominant method of research is the study of professional and 

scientific literature on tourism. Additionally, analysis of attitudes, motives and expectations of 

domestic tourists in regard to the tourist destination was conducted. Descriptive statistics were used 

to summarize a given data set. As mentioned, segmentation of domestic tourists based on an 18-

statement scale was conducted.  

 
3. Tourist offer and demand of the Republic of Croatia 
 

Croatia bases its tourism services on cultural heritage and natural resources, with the tourist offer 

being the richest and most diverse in summer. In order to lengthen the tourist season and attract new 

tourists, it is crucial to invest in high quality and interesting tourist attractions as an additional value 

intended for tourists. The Tourism Development Strategy of the Republic of Croatia until 2020, 

which was adopted by the Croatian Parliament and published in the official gazette of the Republic 

of Croatia Narodne novine in 2013, separates tourism products into dominant products and products 

with a pronounced perspective of development. As published by Narodne novine (2013), dominant 

products of Croatian tourism are: the sun and the sea (which make 85% of total tourist products), 

nautical tourism, cultural tourism and business tourism; while medical tourism, cyclo-tourism, 

gastronomy and oenology, rural and mountain tourism, golf tourism, adventure tourism and sport 



tourism, and lastly, ecotourism are defined as products with a pronounced perspective of 

development.  

 

According to the Croatian Ministry of Tourism, Croatia has eight national parks (Brijuni, Krka, 

Kornati, Mljet, Paklenica, Plitvička jezera, Risnjak, Sjeverni Velebit), with the national park 

Plitvička jezera receiving the most visitors, reaching 1,720,331 visitors in 2017. All national parks, 

with the exception of Brijuni, are becoming increasingly more popular tourist destinations each 

year. In the future, attention should be devoted to this fact and tourist quotas lowered in order to 

avoid possible negative externalities.  

 

Croatia has 408 protected natural areas, which are spread throughout all statistical areas, namely, 

Adriatic, Northwest and Pannonian Croatia. The largest share in total accommodation is held by 

private rooms with 61.4%, followed by camps and resorts with a share of 20% in total 

accommodation capacity. Hotels and aparthotels failed to increase their capacities as shown by a 

visible decrease of 1.1% in the analysed period. According to data of the Croatian Ministry of 

Tourism (2018), the total number of accommodation units reached 7,946 in 2017, with the largest 

share, namely 82.4%, offered by other accommodation capacities, followed by hotels and 

aparthotels with 721 accommodation units. An increase of 3% in the structure of hotel 

categorisation was recorded between 2016 and 2017, in which three-star hotels increased their 

categorisation through investment. Despite the fact that increase in categorisation accurately 

illustrates the effect of investing in tourism, it also increases the pricing of accommodation, causing 

Croatia to become an increasingly expensive tourist destination.  

 

Istria County has 306,040 beds in its tourist offer, which makes it the leading county in the total 

number of beds, followed by Split-Dalmatia County with 263,597 available beds. Among the 

counties with the least number of beds are Požega-Slavonia County with 596 beds and Virovitica-

Podravina County with 705 beds. The City of Zagreb is separated from Zagreb County as the 

capital of the Republic of Croatia and has 16,059 available beds. 
 

3.1. Proportion of domestic tourists 
 

The domestic tourist is “the resident of a concrete country, who travels to another destination within 

the borders of their country, but outside of their usual surroundings in the period of at least one 

overnight stay to at most six months, with the purpose of visit whose aim is not to realise any type 

of paid activity” (Smith, 1995:24). In 2017, there were 17.4 million tourist arrivals and 86.2 million 

tourist nights recorded in tourist accommodation establishments in Croatia. In 2017, as compared to 

2016, arrivals increased by 13% and nights by 11%. Concerning the structure of total tourist 

arrivals, the share of foreign tourist arrivals was 89% and of domestic ones 11%. In 2017, as 

compared to 2016, the number of domestic tourist arrivals increased by 5% and of foreign ones by 

14%. Concerning the structure of total tourist nights, foreign tourists accounted for 93% and 

domestic tourists for 7% of tourist nights. In 2017, as compared to 2016, the number of domestic 

tourist nights increased by 3% and of foreign ones by 11%.  

 

 

Table 1. Domestic tourist nights from 2013 to 2017 (in 000) 

 

 

 

 

Total 

2013 2014 2015 2016 2017 

Total Domestic Total Domest

ic 

Total Domest

ic 

Total Domest

ic 

Total Domesti

c 

Nights Nights Nights Nights Nights Nights Nights Nights Nights Nights 

64,617,3

49 

5,094,82

2 

66,269,9

31 

5,116,4

11 

71,437

,476 

5,705,

007 

77,918,

855 

5,819,

465 

86,200,

261 

5,978,2

64 

 



Source: https://www.dzs.hr/Hrv_Eng/publication/2017/04-03-02_01_2017.htm (accessed on June 16, 2018) 

 

From the beginning of the observed period to the year 2017, the number of domestic tourists has 

been increasing, which is the result of an increase in personal income and an improved economic 

situation. 

 

According to data published in Statistical Yearbook of the Republic of Croatia 2017 by DZS 

(Croatian Bureau of Statistics) (2017), domestic tourists have made the most overnight stays in 

Primorje-Gorski Kotar County, totalling 1,919,326 overnight stays, followed by Split-Dalmatia 

County and Istria County. The largest number of travels within Croatia with one or more overnight 

stays was made by citizens of the City of Zagreb, while the smallest number of travels was made 

from Virovitica-Podravina County. Tourists from the area of the City of Zagreb have spent HRK 

950,790,451 on tourist expenses in 2016. 

 
Table 2. Age structure of domestic tourists in 2016 (in 000) 

 

 

 

 

 

 

Age 

2016 

Private 

Travels Nights Outlay 

Croatia Croatia Croatia 
Total 1-3 

nights 

4 and 

more  

nights 

Total 1-3 

nights 

4 and 

more 

nights 

Total 1-3 nights 4 and more 

nights 

15-29 674,210 404,485 269,725 4,114,445 814,873 3,299,572 823,353,736 308,903,768 514,449,968 

30-49 1,024,337 495,166 529,172 6,305,446 960,000 5,345,446 1,419,175,060 411,282,879 1,007,892,181 

50 and 

more 

847,728 419,066 428,662 6,372,413 825,728 5,546,685 904,176,966 239,829,985 664,346,981 

   Source: authors customized the data available on https://www.dzs.hr/ (accessed on June 16, 2018) 

According to the Croatian Ministry of Tourism (2018), from the total number of domestic tourists, 

men aged 35 to 44 and women aged 25 to 34 travelled the most. The largest number of overnight 

stays was made by men and women aged between 35 and 44. According to the available data from 

the Croatia Bureau of Statistics (2018), in most cases Croatians travel within Croatia by car or bus, 

while travelling by train or airplane is less represented. A fact to note is that domestic tourists 

mostly stay in their own vacation houses or with their family and friends, while boats or 

accommodation in rural households are used in the lowest number of cases. 
 

Table 3. Selection of destinations of domestic tourists in 2016 (in 000) 

 2016 

Private 

Travels 

 

Nights Outlay 

Croatia 

 

Croatia Croatia 

Total 1-3 

nights 

4 and 

more 

nights 

Total 1-3 

nights 

4 and 

more 

nights 

Total 1-3 nights 4 and more 

nights 

City 840,518 433,90

5 

406,61

3 

5,495,87

5 

896,552 4,599,32

4 

1,162,007,09

1 

391,821,00

5 

770,186,086 

Sea 973,290 260,37

4 

712,91

5 

9,395,68

5 

576,376 8,819,30

9 

1,576,631,58

9 

210,743,81

6 

1,365,887,77

3 

Nature in 

the 

countrysid

e 

141,613 90,391 51,222 641,446 157,286 484,160 170,053,511 57,244,930 112,808,581 

Cruise ship 

cruise 

- - - - - - - - - 

Mountains 11,227 8,246 2,981 49,409 10,132 39,277 8,372,878 2,308,659 6,064,219 



Other 1,446,89

6 

939,39

9 

507,49

8 

7,492,76

0 

1,821,86

2 

5,670,89

8 

1,402,293,69

5 

631,194,16

7 

771,099,528 

Source: authors customized the data available on https://www.dzs.hr/ (accessed on June 16, 2018) 

 

The largest expenses of domestic tourists are recorded on the Croatian coast and in Adriatic Croatia, 

which is the result of an increase in prices of goods and services during the tourist season. Most 

expenses for housing over the course of 1 to 3 overnight stays are spent while staying with family or 

friends, followed by expenses on hotels, tourist settlements, motels, boarding houses and the like. 

On trips involving 4 and more overnight stays, the most accommodation-related expenses are spent 

on rooms, apartments and vacation houses and the least amount is spent on bungalows and other 

types of paid accommodation, excluding boats and rural households. In addition, it is important to 

note that domestic tourists have a habit of staying in tourist accommodation with most overnight 

stays being made in apartments, rooms, vacation houses and hotels.  

 

 

Table 4. Domestic tourist nights by type of accommodation in 2016 (in 000) 

 2012 2013 2014 2015 2016 

 Domestic tourist nights 

Total 5221 5138 5160 5743 5857 

Hotels 1923 1873 1829 1984 2043 

Tourist resorts 183 179 179 208 203 

Tourist apartments 76 51 47 52 47 

Boarding houses 60 65 50 56 94 

Guest house 16 24 7 6 4 

Rooms to let, 

apartments, studio 

apartments, holiday 

homes 

1846 1846 1969 2302 2359 

Hostels 176 206 220 262 300 

Spa 115 115 132 119 85 

Lodge 79 65 78 80 70 

Children resorts 192 137 85 81 80 

Inns offering 

accommodation 

services 

8 10 14 2 3 

Camps 410 446 421 480 446 

Other 138 122 130 111 123 

Source: authors customized the data available on https://www.dzs.hr/ (accessed on June 16, 2018) 

 

When it comes to choice of destination, the main destinations domestic tourists choose are the 

seaside, urban areas, and other destinations. In urban areas, domestic tourists mostly stay from 1 to 

3 nights, totalling 5,495,875 overnight stays, according to the Croatian Bureau of Statistics. Most 

domestic tourists stay 4 and more nights at the seaside, totalling 9,395,685 overnight stays. 

Expenses spent in a specific destination depend on the length of the trip and the variety of the 

tourist offer. On trips involving 1 to 3 overnight stays, tourists spend the most money in urban areas 

(HRK 391,821,005), while on trips involving 4 and more overnight stays the most money is spent at 

the seaside (HRK 1,365,887,773). According to data from the Institute for Tourism (2017), 

overnight stays of domestic tourists make up 7.5% of the total number of overnight stays, with 

domestic tourists realising 3.3 overnight stays on average.  

 

 

4. Study of attitudes, motives and preferences of domestic tourists 
 

For the purposes of this study, data on attitudes of domestic tourists collected in continuous, 

syndicated study by IPSOS, named BRANDPLUS, for 2017, on a representative sample of 4,000 

subjects aged 15 to 65, was acquired from the IPSOS agency. Segmentation within the group of 



domestic tourists was conducted based on an 18-statement scale. Along with the descriptive 

analysis, profiling of segments according to motives and expectations described by socio-

demographic variables was carried out. 
 

4.1. Purpose of the study  
 

The aim of this study is to comprehend attitudes, motives and preferences of domestic tourists and 

determine their function in the creation and development of tourist destinations in the Republic of 

Croatia. For the purposes of this paper, the territory of the Republic of Croatia is divided into three 

regions, namely, Adriatic Croatia, Northwest Croatia and Pannonian Croatia, which represent 

separate tourist destinations. 

 

The research project by IPSOS agency, focused on brand tracking in Croatia, also collects attitudes 

on tourism in the local population as additional descriptive variables. It is conducted in the field, 

utilising the CAPI method, two times per year (one wave 2,000 sample units). As the goal of this 

paper is to analyse attitudes of domestic tourists on a representative sample, a set of variables 

related to attitudes and preferences in tourism, along with socio-demographic variables, was 

selected from the much wider nationally representative BRANDPLUS study. Hence, the 

aforementioned variables can be considered a secondary source of data, as the primary purpose of 

their collection was different. However, the raw data used in the study was further analysed 

according to the purpose stated in this paper.  

 

The BRANDPLUS study uses attitudes on vacation and socio-demographic variables, such as 

gender, age, region, type of settlement, level of education, occupation and income of subjects. 

Attitudes on vacation represent variables on the preferences and motives of domestic tourists. 

Variables referring to attitudes of domestic tourists with respect to vacation are:  
 

1. A good night out is the best way to spend a vacation in my opinion.  

2. I shall endeavour to visit a good cultural manifestation or exhibition on my vacation. 

3. While on vacation, I enjoy beautiful natural landscapes the most.  

4. While on vacation, I visit cultural landmarks with increased interest.  

5. I like to visit night clubs or disco clubs while on vacation.  

6. Using the wellness treatment is the best part of vacation in my opinion.  

7. The most important part of my vacation is getting a good night's sleep.  

8. I expect my vacation destination to provide entertainment options for the entire family.  

9. Vacation is the best opportunity to spend time with family members.  

10. While I am on vacation, I only want to be lying down. 

11. Vacation without contact with pristine, true nature is not a real vacation for me.  

12. Vacation is the only opportunity for me to spend time with my family.  

13. It is important to me to spend my vacation in a place with beautiful nature. 

14. It is important to me to learn more about the history of the place where I am spending my 

vacation.  

15. During my vacation I endeavour to spend my time on unbridled fun and good times.  

16. My ideal vacation is the one spent in a well-equipped spa.  

17. For my vacation I choose destinations which offer special health programmes.  

18. I want to spend my vacation in completely serene surroundings.  
 

For destination development, which starts with understanding destination identity, creation of 

tourist offer according to the tourists preferences is a “must” process. 

 

The aforementioned study has enabled comprehension of the inhabitants of Croatia from the 

perspective of the domestic tourist and has given general answers how one should relate to the 



domestic tourist, which types of content to develop and in what ratio, all to put the domestic tourist 

in the function of tourist destination identity development in Croatia.  
 

 

4.2. Description of sample 
 

In addition to the fact that the sample analysed in this paper is large (n=4.000 respondents), it is also 

representative for the population aged from 15 to 65 controlled and weighted by multiple variables 

(gender, age, county, type of settlement) according to the latest census of population. 
 

 

Graph 1. Structure of socio-demographic characteristics of the sample 

 
Source: authors’ creation 

 



This representatively allows not only the trust and relevance of the overall results, but also the 

crossing by socio-demographic variables. The sample size allows sub-segment observing. 
 

 

 

 

4.3. Descriptive statistics 
 

The results of the research, more precisely the attitudes of domestic tourists on vacation are 

described in the following section of the paper by descriptive statistics. 

 

4.3.1. Frequency analysis 
 

Respondents on a scale from 1 to 5 rated the degree of agreement with each individual statement, 

where 1 meant "I totally disagree" and 5 "completely agree". For the purposes of analysis, grades 1 

and 2 are merged into response modalities "I disagree", and grades 4 and 5 in "I agree" mode, while 

grade 3 remained neutral. The data obtained in relative form are shown in Graph 2. 
 

Graph 2. Attitudes of domestic tourists regarding vacation in 2017., top two boxes (4 + 5) 

 

 
Source: authors’ creation 



 

Of the total number of respondents, 33% do not just want to be lying down on vacation, which 

increases the need for a higher quality tourist offer, on the other hand, 32% disagree with this 

statement. For respondents, more precisely 45% of them, it is very important to spend a vacation in 

a completely peaceful environment, while 39% of them want to sleep well. Destinations that offer 

special health programs are not recognized by the respondents, therefore 54% respondents do not 

choose such destinations, while 18% choose these destinations, while the remaining 26% are 

indecisive when choosing. Of the total number of respondents, 51% think that well-equipped spas 

do not represent an ideal vacation, while 21% of respondents agree with the stated statement. Using 

wellness treatments as the best part of the vacation is confirmed by 20% of the respondents, while 

52% do not agree with the statement and believe that wellness treatments are not the best part of the 

vacation. Respondents, specifically 39% of them visits cultural monuments on vacation, with 36% 

of respondents wanting to get to know the place or destination of the vacation better. A good 

cultural event or exhibition on vacation will not be visited by 38% of respondents, while 28% of 

those on vacation want to watch a good cultural event or visit an exhibition. In 50% of cases, 

respondents do not agree that a good night's party is the best way to enjoy themselves, 56% do not 

like to visit nightclubs and discotheques, while on the other hand, 19% of respondents try to spend 

time having fun and enjoying themselves. 56% of respondents choose tourist destinations with 

beautiful nature, while 56% of domestic tourists love to enjoy beautiful natural landscapes. For 41% 

of respondents, a vacation without contact with true nature is not a real vacation while only 20% 

disagree with this statement. 56% of respondents confirm that vacationing is the best time to 

socialize with family members, and 57% of them want and expect that the vacation spot offers 

opportunities for the whole family. 43% of respondents confirm that vacation is not the only time 

for family gatherings, while 24% think that vacation is the only opportunity for family reunion. 

 

5. Discussion 

 

Descriptive analysis provided an insight into the preferences of domestic tourists at the level of 

Croatia as a whole, based on every statement. Relatively balanced responses by topic-like 

statements allow discussion in the direction of understanding segments of tourists according to their 

motives and preferences. By observing the motives, actually the content of statements, it is possible 

to group the statements into six units.  

 

First units is consisted of: 

1. For vacation I choose destinations that offer special health programs.  

2. Using the wellness treatment is the best part of vacation in my opinion.  

3. My ideal vacation is the one spent in a well-equipped spa. 

Second set of motives:  

1. Vacation is the best opportunity to spend time with family members.  

2. I expect my vacation destination to provide entertainment options for the entire family.  

3. Vacation is the only opportunity for me to spend time with my family.  

Third set of motives:  

1. When I go to vacation, I just want to be lying down.  

2. The most important thing for me on vacation is to have a good night's sleep.  

3. I want to spend my vacation in completely serene surroundings.  

Fourth unit is consisted of: 

1. Vacation without contact with pristine, true nature is not a real vacation for me.  

2. It is important to me to spend my vacation in a place with beautiful nature. 

3. While on vacation, I enjoy beautiful natural landscape the most. 

Fifth unit combines:  

1. I try to use vacation time for fun and enjoyment.  

2. I like to visit night clubs or disco clubs while I am on vacation.  



3. During my vacation I endeavour to spend my time on unbridled fun and good times. 

Sixth set of motives:  

1. I shall endeavour to visit a good cultural manifestation or exhibition on my vacation.  

2. It is important to me to learn more about the history of the place where I'm spending my 

vacation. 

3. While on vacation, I visit cultural landmarks with increased interest. 

 

In order to track data easily, every unit is given a name based on similar content of grouped 

statements. First unit is called  HEALTH, second FAMILY, third PASSIVE VACATION, fourth  

NATURE, fifth  FUN and sixth CULTURE. 

 

As each respondent can have more than one motive, structure of domestic tourist by groped motives 

is presented in graph 3. 
 

Graph 3. Structure of grouped motives of domestic tourists (%) 

 
Source: authors’ creation 

 

 

It is possible to conclude that nature is a very important criterion and motive for as many as 50% of 

domestic tourists, which means that it is very important to enable respondents from the Adriatic 

region to get acquainted with the interior of the country and vice versa, and to actively promote 

diversity and uniqueness of regions. Almost every other domestic tourist (45%) is motivated by the 

need to spend time with the family, so it is important to build bids, packages, messages, and attach 

other motives in that direction (it has already been mentioned that a tourist could choose several 

motives). As many as 40% of respondents have no need for activation on vacation, it is enough for 

them just to find a clean spot for a passive vacation. Culture is a motivator for 35% of domestic 

tourists. 20% of respondents are motivated by health (spa, wellness). The analysis showed that the 

profile of domestic tourists motivated by health (both genders, over 40 years, with better financial 

status and largely from Adriatic Croatia), means that spa and wellness facilities are an excellent 

space for mobilizing tourists from the seaside to visit the interior of Croatia. Around 20% of 

domestic tourists also choose entertainment in terms of a good night out, which is also a much more 

profiled niche, because it is smaller than the health segment, and primarily relates to the younger 



target group, predominantly male, which makes it clear that they should be targeted as decision-

makers with regard to festivals, music projects, etc. 
 

 

 

6. Conclusion 

Tourism has proved itself to be an important sector and a crucial source of income in Croatia, as 

well as the world, and tourist destination development is becoming an omnipresent 

multidisciplinary question, which is being considered from different perspectives. Although 

domestic tourists spend significantly less on their share of arrivals and overnight stays compared to 

foreign tourists, keeping domestic tourists in destinations within the country ensures that funds 

intended for tourist expenditure are also “kept” within the particular destination. For successful 

development of tourist destinations identity with regard to the target demographic of domestic 

tourists, it is exceptionally important to understand the attitudes, motives and expectations of 

domestic tourists regarding tourist destinations.  

With this goal in mind, this paper analyses expectations, motives and travel attitudes as the basis for 

managing satisfaction of the domestic tourist, on the example of Croatian domestic tourists. For the 

purposes of this study, data on attitudes of domestic tourists collected by IPSOS agency for 2017, 

on a representative sample of 4,000 subjects aged 15 to 65 was acquired. Segmentation within the 

group of domestic tourists was conducted based on an 18-statement scale.  

 

It is possible to conclude that natural environments are the most common criterion and motive for as 

many as 50% of domestic tourists. The next most common motive is family vacation for 45% of 

domestic tourists. Passive relaxation is chosen by 40% of them, while 35% choose cultural content. 

The smallest, but not negligible niches are health and a “good time“. 

 

It should not be forgotten that tourists have different motives in different situations (hence, the sum 

of motives is larger than 100%, which means that each person has at least two equally important 

motives for choosing a travel destination). 

 

Limitation of this study is related to the fact that used scale and data are part of the wider study and 

not focused on tourist themselves, so no additional questions were possible in understanding raised 

issues. Further development of this paper might proceed in the direction of  detailed socio-

demographic profiles of every segment which can be derived in order to understand tourist profile 

better. Also, it might proceed in the direction of “matching” concrete content in Croatia with 

concrete motives and give operational recommendations for communication and promotion of 

existing and developing new content according to their needs and desires.  
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