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EDITORIAL

With its advantageous location, accessability and natural attractions, Croatia 
has been an important tourist destination ever since the surge of large-scale 
international tourism. The wars in former Yugoslavia of the early 90s stopped 
the booming development of tourism in Croatia and severely affected both 
international demand and tourist infrastructure, but in the past 25 years tourism 
has been on the rise again. International tourists’ expenditure in Croatia amounts 
to almost 20% of GDP – by far the largest share in the EU according to European 
Economy Economic Briefs. 
Nowadays more and more people are travelling in a virtual way using advanced 
technology. They can experience a holiday or a tour over the Internet that acts 
as an active mediator in providing information, guidance, etc. The virtual access 
to remote destinations through the use of different platforms has created a new 
profile of user – the virtual tourist. Through their focus on information and an 
interactive exchange of virtual information virtual tourists make an impact on 
trends in the virtual presentation of destinations. 
All the aforementioned was a strong motivator for starting the project titled 
„Croatia as a virtual tourist destination – a linguistic and sentiment analysis“
The presumption was that the linguistic and sentiment analyses performed on the 
diverse texts on websites can be applied to Croatian tourism with the final aim to 
increase its quality. 
Due to the fact that a hypothesis can be approved or rejected only upon a detailed 
research, the contribution of this project lies in the following:
Croatia as a virtual tourist destination was analyzed from both perspectives 
– linguistic and sentiment. Having taken into account the very complex and 
interdisciplinary nature of tourism, the research was conducted through linguistic 
and quantitative analyses focused on innovative artificial intelligence methods. 
The goal was to explore how Croatia’s image as a virtual tourist destination is 
linguistically presented in the texts available on websites and to evaluate the 
response of virtual tourists to media stimuli and carry out a sentiment analysis. 
The texts were analysed qualitatively and quantitatively within the framework of 
discourse analysis. Along with the innovative use of artificial intelligence tools, 
the reactions of virtual tourists to media stimuli were also analyzed.  
The significance of this research lies in the application of quantitative methods in 
the analysis of the present situation in relation to the texts available on websites 
which represent Croatia as a virtual tourist destination. The analysis does not 
only refer to the present situation, as the projection is also directed towards 
future. Namely, it will also contribute to the creation of texts that will contain 
sentiment triggers and that will avoid sentiment stoppers. Accordingly, the results 
of the project build a very good basis for future research aimed at defining the 
attractiveness of websites presenting Croatia as a virtual destination. 
Very valuable for each paricipant within the project team are above all the research 
results and the experience of being a part of the scientific project and contributing 
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to the scientific development of the Faculty of Tourism and Hospitality 
Management and the University of Rijeka as well. Dynamic cooperation and 
results gained will surely remain a part of the research folder of each paticipant 
in the team. According to the very complex interdisciplinary nature of tourism, 
the members of the project team were selected from the area of linguistics and 
also from the area of economics so that an interdisciplinary scientific approach 
was in fact implemented.
Consequently, in this publication a main part of the research results of the project 
„Croatia as a virtual tourist destination – a linguistic and sentiment analysis“ 
is presented. The first part of the book presents the research results from the 
linguistic perspective, while the second part deals with the research results gained 
from the perspective of economics. Both parts together offer an interdisciplinary 
and complementary insight into the problematics of presenting Croatia as a 
virtual destination with the emphasis on the linguistic potential and sentiment 
analysis of the website texts. 
This publication is aimed at making our research results available to all members 
of the university as well as professionals because our final goal is to take advantage 
of research results in the practice. We also expect feedback from professionals 
and members of the university in form of comments, new ideas and constructive 
criticism which would be very beneficial for further research based on the results 
gained up to now.
The project was financed by the University of Rijeka, and the institution in 
charge was the Faculty of Tourism and Hospitality Management. Here we want 
to express our thanks to the Dean of the The Faculty of Tourism and Hospitality 
Management, Dora Smolčić Jurdana, PhD, Full Prof., for her support in realizing 
this project. 
Members of the research team were: Miriam Bait, Assist. Prof., from the 
University of Milan, Suzana Jurin, Assoc. Prof. from the Faculty of Humanities 
and Social Sciences in Rijeka, Slobodan Ivanović, Tenured Full Professor, from 
the Faculty of Tourism and Hospitality Management, Opatija, Vedran Milojica, a 
PhD student from the Faculty of Tourism and Hospitality Management, Opatija. 
The leader of the research project was Brigita Bosnar-Valković, Assist. Prof. also 
from the Faculty of Tourism and Hospitality Management, Opatija.
As a leader of this research project I would like to express my thanks to all 
the members of the team for their persistent work and inventive engagement: 
to Miriam Bait, Assist. Prof., from the University of Milan who in fact was a 
spiritus movens and initiator of the project, to Suzana Jurin, Assoc. Prof. from 
the Faculty of Humanities on Rijeka for her generous contribution especially in 
the area of textual analysis, to Slobodan Ivanović, Tenured Full Professor, from 
the Faculty of Tourism and Hospitality Management, Opatija whose expertise in 
gastronomy  helped ous to make a right selection of texts dealing with gastronomy 
in Croatia and to Vedran Milojica, a PhD student from the Faculty of Tourism 
and Hospitality Management, Opatija who together with Slobodan Ivanović, 
PhD, Tenured Full Professor Full Prof., enriched the linguistic analysis with the 
quantitative results from the perspective of economics. I am proud and honoured 
I was a project leader of such a great project team. 

Without the support of the University of Rijeka and the Faculty of Tourism 
and Hospitality Management this research would not have been performed, so 
that we thank the University for recognising the potential of the problematics 
of presenting Croatia as a virtual destination not only from the perspective of 
economics, but also from the linguistic perspective. It helped a lot in raising 
awareness of the role and power of language in tourism. 
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Part I

Scientific project „Croatia as a Virtual Tourist 
Destination – A Linguistic and Sentiment Analysis“: 
Research results of the qualitative linguistic 
analyses

Last but not least we would like to express our thanks to the Dean of the The 
Faculty of Tourism and Hospitality Management, Dora Smolčić Jurdana, PhD, 
Full Prof. for her support in realizing this project and also to the coordinator of 
activities Tenured Prof. dr. Edna Mrnjavac.

 Brigita Bosnar-Valković
 Suzana Jurin
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CROATIA AS A VIRTUAL TOURIST 
DESTINATION: A LINGUISTIC AND 

SENTIMENT ANALYSIS1

Miriam Bait
Suzana Jurin
Brigita Bosnar-Valković

Abstract
Purpose: Nowadays the virtual access to remote destinations through the use of 
different platforms has created a new profile of users: the virtual tourists. The 
question that arises by the emerging of such a new profile of tourist is whether 
the current structure of websites and the adopted communication strategies are 
adequate to meet the requirements of this type of users. The purpose of our research 
was to evaluate the effectiveness of the texts that are used to construct a particular 
image for Croatia as a tourist destination through the analysis of two websites:  
https://croatia.hr/en-GB, the official Croatian Tourism website, in its English version, and  
https://www.europeanbestdestinations.com/destinations/search#q=croatia, a website 
maintained by an European organisation aimed to promote culture and tourism in 
Europe which lists Croatia among the suggested best destinations.
Methodology: In our study, two different approaches were combined in a multi-method 
analysis of the websites. A qualitative analysis within the framework of Discourse 
Analysis evaluated the linguistic resources used and communicative strategies adopted to 
promote Croatia. Text linguistic analysis provided data about the language of the selected 
websites, mostly on its morphology, syntax and lexis which is of great importance for a 
virtual tourist to situate a virtual text within a cognitive frame. 
A quantitative analysis (using AntConc tool) focused upon the frequency and distribution 
of words in the texts provided further insight and integrated the information value of the 
results produced by qualitative research. Finally, a sentiment analysis of the contents of 
the selected websites, and of the general feelings generated on the web by events, news 
and advertising, using open source tools was performed.
Findings: Through our research several outputs concerning the qualitative linguistics, 
quantitative and sentiment analysis of the website texts (evaluative terms, positive, 
negative or neutral sentiments) were obtained. While in industry sentiment analysis is 
commonly used, in academia it represents an important and innovative aspect.
Contribution: The preliminary results of our research will open up opportunities for 
future research and practical implications of the results gained that will be implemented 
in the creation of tourism websites evoking positive sentiments.
Keywords: Croatia as a tourist destination, virtual tourist, qualitative linguistic analysis, 
quantitative corpus analysis, sentiment analysis.

1 This paper is jointly authored, with each author focusing on a specific area of analysis. Suzana 
Jurin is responsible for section 1, Miriam Bait  for sections 2 and 3 and Brigita Bosnar-Valković for 
composition and preparation of the paper.
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INTRODUCTION

The fact that nowadays more and more people are travelling in a virtual way using 
advanced technology motivated us to analyze Croatia as a virtual tourist destination. 
The virtual access to remote destinations through the use of different platforms has 
created a new profile of users - virtual tourists. Virtual tourists are primarily focused on 
information and an interactive exchange of virtual information and thus have an impact 
on trends in virtual presentation of destinations. Besides analyzing Croatia as a virtual 
tourist destination, we also decided to analyze potential reactions of virtual tourists to 
the provided pieces of information on Croatia as a virtual destination. Based on the 
aforementioned, the study will be carried out firstly through linguistic analysis focused 
on texts available on websites presenting Croatia as a virtual destination. In order to 
obtain more complex insights into the research subject, quantitative analysis focused 
upon the frequency and distribution of words as well as sentiment analysis supported by 
innovative artificial intelligence methods will also be performed, in order to evaluate the 
response of virtual tourists to media stimuli. Special attention will be given to positive 
reactions of virtual tourists because they can encourage a virtual or potential tourist to 
become a real tourist which means a consumer of offered tourism services and products. 
Accordingly, this study does not only refer to the present situation, but for the purpose 
of achieving better economic results in the future, our aim is to contribute to the creation 
of new trends in the design of the texts representing Croatia as a recognizable and 
competitive virtual destination.

1. LINGUISTIC TEXT ANALYSIS

Communication is an input to our senses that occurs non-stop.  Every input to our senses 
is a stimulus for reactions, for behaviour, for the way of doing things, for the way of 
thinking about happenings and surroundings, thinking about other people, communication 
partners, and for the way of thinking about our communicational reality. Inputs to our 
senses are stimuli, available for us to interpret and save them as information where from 
we can derive further information. Everything that we do, see, read and feel is a subjective 
creation of the sentiment that is present in the very moment of our stimulus - reception. 
Therefore, we cannot speak about objective experience in any area of our presence and 
lives, regardless if we consider our private life and making choices about a destination for 
a great holiday, or we consider our professional life and decisions we make every day in 
accordance with the corporate ideology. There is no objective experience, all decisions, 
sentiments and actions are subjective as our brains create the images that we think we 
perceive. To that extent, objects and sentiments are our own creations and the experiences 
of them are of subjective, not objective nature (Bateson 1988, 83). 

The aforementioned builds a background of the following text analysis which includes 
texts that introduce Croatia as a virtual destination. The texts of expressive narration 
will be analysed as well as their effectiveness in creating a particular image of Croatia 
as a virtual tourist destination. The analysed texts were taken from two websites: https://
croatia.hr/en-GB, the official Croatian Tourism website, in its English version, and 
https://www.europeanbestdestinations.com/destinations/search#q=croatia, a website 
maintained by an European organisation aimed to promote culture and tourism in Europe 
which lists Croatia among the suggested best destinations. The analysis will be conducted 
at the linguistic - stylistic level. For the purposes of this analysis, five texts of expressive 
narration from the above mentioned corpora were investigated.

1.1. Text in the virtual communication process

Text is a set of linguistic, cognitive and social actions that gives us a model through 
which we understand the world (Beaugrande 1997:128). Through this model the text 

provides information about the units, statements, facts, events or actions. The text gives 
information about the extra-linguistic reality (which can be understood as a person, an 
institution and a state of being). In virtual communication about tourist destinations, the 
text is used as the main tool for providing all relevant information about the destination, 
its function and its impact on the tourism environment. The text is a result of linguistic 
activities of people involved in a social (virtual) interaction, and this activity is dependent 
on the cognitive and sentiment evaluation of participants in communication, whereby 
it actualizes different knowledges of the recipient. This knowledge is manifested 
as subjective and emotional, and in texts it is manifested in a specific way so that it 
constitutes the dimensional structure of texts (Heinemann/Viehweger 1991, 172).

Texts  are holistically and emotionally connected and conditioned units, which through 
their characteristics and components refer to evoked sentiments (Heinemann 2000, 48). 
Because of this, texts presenting virtual tourist destinations are not closed systems or 
units, but rather open systems that are dependent on the currently default communicative 
emotional and cognitive objectives. The analysed texts are open systems that serve the 
purpose of a virtual communication which implements sentiments and information, as 
well as cognitive objectives for a virtual tourist. 

1.2. Meaning and function of texts of expressive narration - sentiment triggers

Texts of an expressive narration convey feelings and attitudes, and above all they have the 
function of establishing or maintaining some forms of interpersonal relations. With texts 
of expressive narration, authors “react” to emerged circumstances, give their opinion or 
express attitudes and emotions about current facts, situations that have recently emerged 
or were observed by the author, facts or situations that cannot be overlooked or ignored 
any more. These new situations and facts can stem from the individual or social domain. 
In one sentence, texts of expressive narration create new sentiments or evoke old ones.

According to the text linguistic theory, texts with expressive narration can serve to stabilize 
or destabilize sentiments (Rolf 1993, 227-278). Also, the texts of expressive narration can 
be divided into texts with the basic function of establishing or maintaining contact, texts 
with the basic function of expressing a positive or negative attitude towards someone or 
something, and texts with the principal function of venting feelings (Ivanetić 2003, 73-
74). The illocutionary intention of texts with expressive narration is to show an attitude 
towards someone or something, the direction of action is not pointed out because it is 
assumed in the statement, and the mental attitude of the author is also different (Ivanetić 
2003, 47).  Texts presenting a virtual tourism destination belong to the texts with the basic 
function of building a positive or negative attitude towards someone (Croatian people) or 
something (a destination) – basically, these texts can be classified as sentiment triggers2.

2 For the purpose of this study the term sentiment trigger has been introduced by Suzana Jurin. In 
the context of texts of expressive narration sentiment triggers are texts that evoke either positive, 
negative or neutral sentiments.
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1.3. Results of the qualitative linguistic analysis of texts presenting Croatia as a 
tourist destination 
Texts that present a tourist destination (as statements for future good wishes) are 
future-oriented texts (Martin-Cleef 1991, 131), as they express wishes for prosperity 
and happiness in the upcoming period, in the upcoming holiday, short vacation etc. 
Thereby the author of the text expresses his/her sympathy as well as desire and hope for 
amusement, happiness, relaxation and health. It is evident that here we are talking about 
the positive empathy of the sender (author) directed to the recipient (virtual tourist). 

Analysed texts show that they are, as  means of communication, a form of routines in 
the field of tourism promotion, and therefore such texts confirm predictable content and 
structure, information emptiness, formalization and stereotyping.  But on the other hand, 
due to their unnecessary metaphorisation, usage of colourful images which through, and 
very often exaggerated beauty of nature they try to convince the traveller - tourist to visit 
the commercialized destination.  

Texts with expressive narration as a means of tourist destination promotion are on the 
one hand business oriented and on the other hand they are emotionally oriented and 
acting as sentiment triggers. Additionally, they are determined by cultural and business 
practices that are nurtured in the field of tourism promotion.  Communication through 
expressively narrated texts is future-oriented and showing positive promotion of the 
destination (sender) to the virtual tourist (recipient).

In the analysed texts of expressive narration for the purpose of a tourist destination 
promotion, a number of similarities and characteristics was identified at the communicative 
– pragmatic, thematic and linguistic-stylistic level:

1) All five examined texts are written in a short and concise format which is on the macro-
level divided into three sections: introduction, central part and conclusion. The original 
language of all texts is English. The main theme of the first two texts is sailing along the 
Croatian coast and renting sailing boats for that purpose, the main theme of the third text 
is camping in Croatia, the fourth theme is diving in the Adriatic and the fifth main topic 
is bike riding through the towns along the coast. 

The introductory part of all five texts begins with a strong expressive syntagm or sentence, 
or even a metaphorical expression - a syntagm, which has the task to involve the reader, 
the virtual tourist into the emotional content presented by further reading e.g.:.. Sailing is 
a symbol of ultimate freedom and independence…..  or… When you go sailing along the 
Croatian coast, you will reconnect with breathtakingly beautiful nature….or  …Dive to 
discover the sunken wonders…. or… Excitement on wheels… etc.  

This part seduces the reader, evokes emotions and triggers all wishes, dreams and 
hopes from one’s childhood and youth, visualizes a very long time ago and transforms 
readers into free and wild explorers, adventurers and romanticists. The trigger effect is 
created by the usage of strong adjective + noun syntagms e.g.: …sunken wonders…or… 
breathtakingly beautiful nature…or…romantic beaches… or…refreshing summer… 
or…the wild and untouched nature…etc.

At the syntactical level, the introductory part contains mainly short and simple sentences 
that express hope for happiness and enjoyment in the possible future vacation,  or they 
provide concise facts about the destination, e.g.: …Enjoy the mild and pleasant climate…. 
or… You can moor your vessel in 70 marinas….etc.

2) The central part of the text contains relatively long explicit dependent clauses aimed 

at providing a detailed description of  the destination closer, e.g.: …Sailing in Croatia is 
also very popular because you can choose from a wide variety of sailboats for rent…or…
The thermal wind during the day is replaced by a light night- time breeze…or …Cave 
diving is also becoming more popular especially in the karst regions of Dalmatia… etc.   
Very often complex imperative forms occur, in order to assert the decision to consume 
that type of vacation or destination,  e.g.:…  Ride through astonishing landscapes in 
natural parks… or …Even challenge your own limits and get excited reviving the five 
stages of the Tour of Croatia…or… Sleep tight under the stars and wake up your wild 
side…or …Free your energy... etc. 

In a number of sentence examples, a text rhyme is observable e.g.: ... Take up your bike, 
and enjoy the hike ... or ... Try to fly, explore the sky… etc.   Humour that tries to break 
the formality of an informative text about a certain tourist destination or activity, when 
the content is distributed through formal communication channels, or when the content is 
targeting the younger population of virtual tourists, is also evident, e.g.: ... be blind and 
ride up the sky….or… if you think you are the captain of all times, wait that the queen of 
all winds start- Bora …etc.

The language of the central part of the text is almost of poetic stylistic nature. The 
aim of usage of such lyrical style is seducing and giving the opportunity of individual, 
deeply personal interpretation of vivid images which are realized through the usage 
of colourful metaphors reinforcing them with even more colourful adjectives, e.g.: …
true paradise… or…magical place…or…imposing steep cliffs…or…the simultaneous 
sounds of crickets…etc.   

At the lexical level, “vacation- holiday” phrases and words, expressive verbs and 
adjectives that are a statement of social, less than personal - emotional routines, are 
products of a psychological desire, and they are represented in the texts in following 
forms: …Explore the deep going on organized tours…or…Cross the gigantic paths…
or…Amaze yourself surrounded by green landscapes…or…Just relax during walking…
etc., without explicitly using the noun vacation or holiday.  Auxiliary verbs will and shall 
(find), and verbs  can,  take, see, experience and wish are frequently used in all texts,  as 
well as the verbs fill and fulfill in the context of fulfilling wishes, e.g.: ... may you be filled 
with joy in the ... or ... may your innermost desires be fulfilled... etc. 

Adjectives which were registered in each out of the analysed texts from both corpora 
describe recipient’s emotional, physical or mental condition (virtual tourist’s) satisfaction, 
e.g.: happy, blessed, peaceful, successful, promising ... etc. Words and phrases  loaded 
with positive connotations, that describe benefits or the desire for happiness and positive 
future-focused experience are confirmed in each central part of the examined texts, for 
example: … You will feel the energy… or… you will start to imagine…or… you will 
reconnect…or...you will fall deeply in love… etc.  

3) The ending or the conclusion of the analysed texts is reserved for a maxim, moral 
lesson or an emotional message, very often expressed in an imperative form, e.g.:  …
You can do all that while listening to the wind and nature calling you…or…Whatever 
you do, you will fall deeply in love…or…Sleep tight under the stars and wake up your 
wild side…or… Live every experience, live every sensation, come and live Croatia!...
or… Amusements never ends… etc., or simply is an expression of concluding facts about 
the destination, e.g.: …Croatia is a true paradise for lovers of active tourism, nature and 
adrenaline… or…Sailing has been a tradition in Croatia for centuries but it will need 
little time to conquer you…etc.
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1. QUANTITATIVE ANALYSIS
Corpus linguistics contains a strong quantitative element as its constituent part that allows 
to reveal salient contextual features, make comparisons among texts and find patterns of 
grammatical use, or frequently recurring phrases in a corpus of texts, showing differences 
and similarities. Thus, the aim of our quantitative analysis was to identify the frequency 
and distribution of words and patterns in the texts, in order to provide further insights 
and integrate quantitative results with the information value provided by the qualitative 
analysis.

1.1. Methodology

The aim of the performed quantitative analysis was to identify the frequency and 
distribution of words and patterns in the texts, by using AntConc Corpus Tool, version 
3.4.4.0, a free software tool  for text annotation and analysis. 

Two corpora were prepared by downloading texts from the two selected websites 
and transforming them into two corpora in .txt format, as a first step. The first corpus 
(hereinafter Corpus 1) consisting of texts from the official Croatian Tourism website 
(https://croatia.hr/en-GB) is  composed  of  approximately 30,000 words. The texts 
forming the second corpus (hereinafter Corpus 2) were retrieved from the European 
Best Destination website, (https://www.europeanbestdestinations.com/destinations/
search#q=croatia) and total 13,000 words. 

The second step was to pre-process the text corpora, which includes eliminating ‘stopwords’, 
such as the, a, an, and, etc., to enable a lexical analysis on content-driven terms. A wordlist 
from each corpus was then generated, i.e., a list of words in order of frequency of appearance, 
and an analysis of the concordance lines i.e., the words which are used before and after the 
search item, was also carried out in order to investigate words in the context in which they 
occur in the text, looking for patterns of similarity or contrast. In fact, interesting relevant 
insights into the structure and usage of a language can be obtained by analyzing words in 
real texts and finding out what patterns of lexis, grammar and meaning surround them.

1.2. Results of the quantitative linguistic analysis 

The analysis shows that the texts in both corpora are mainly descriptive and the verbs that 
appear at the top of the frequency lists in both corpora have a typically static meaning (is, 
are, has, can). Stative verbs can be seen and compared in the table that follows.

Table 1: Frequency of verbs with static meaning in Corpus 1 and 2

CORPUS 1 CORPUS 2
Rank Lemma Hits Rank Lemma Hits

1 is 599 1 is 269
2 are 231 9 are 62
11 has 120 17 can 40
12 can 111 18 has 38
22 have 71 27 have 30

In Corpus 1, the first example of a lexical verb indicating an action (offer) is found at rank 
37, immediately followed by enjoy at rank 39 in Corpus 1. In Corpus 2, the top ranking 
action verbs are visit at rank 21, and discover at rank 35

Table 2: Frequency of verbs indicating an action in Corpus 1 and 2

CORPUS 1 CORPUS 2
Rank Lemma Hits Rank Lemma Hits

37 offer 54 21 visit 35
39 enjoy 53 35 discover 25
41 located 51 36 enjoy 25
84 find 33 66 take 17
120 protected 25 114 stop 13
132 make 23 119 make 12
135 surrounded 23 132 find 11
171 become 19 133 go 11
197 preserved 18 135 known 11
232 visit 16 137 located 11

Table 2 provides a more extensive view on the verbs most used in the corpora:

Even a superficial reading reveals that the verbal choices in Corpus 1 tend to describe 
what the country can offer to tourists with a special focus on the country’s environment (as 
suggested by protected, and preserved), while in Corpus 2 the tourist is more encouraged 
to take action (as suggested by the verbs visit, discover, enjoy, etc). The top frequency of 
the personal pronoun you is consistent with the attempt to engage the potential tourist and 
confirms a high degree of interactivity, as the following examples show:

     you definitely need to visit!
…something you definitely need to try.

    you listen to the wind and nature calling you.

Table 3: Concordance 1 (you) in Corpus 1 

CAN WILL

you can paddle down the river in rafts you will encounter a large number of 
facilities

you can be a true adventurer you will get to see Croatia as you have 
never seen it before!

you can go whenever you want you will wipe away all your fatigue

wherever you go, you can see the sea you will find the perfect way to enjoy 
sailing

you can take full pleasure in its charm you will feel close to a fascinating 
wilderness

you can enjoy the delights of the Kvarner 
region you will find a huge variety of ideal trails

you can experience true freedom Whatever you do, you will fall deeply in 
love

As we can see from the instances of you in Concordance 1, the target consumer “you” 
is made the explicit actor:  the auxiliary can exemplifies that the subject is always the 
tourist,  and  can transmits  the  idea  of  possibility, while the occurrences with  will 
convey the idea of possibility and certainty.
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Table 4: Concordance 2 (you) in Corpus 2

Subject position Object position

You will fall in love with this country Croatia gives you an adventure of a 
lifetime

You will dive into the pure waters of 
Croatia

Istria is one of the places which provides 
you with constant winds

You will discover a charming little lake This destination gives you a quiet and 
peaceful environment

You can find shelter in a safe harbour Croatia will seduce you with its 
exceptional nature

you can simply travel on a tourist boat Croatia gives you Crystal clear water, 
sandy and pebbly beaches
Istria … offers you a paragliding 
experience

In Corpus 2, if compared to Corpus 1, a very limited use of can and will was registered. 

The above table shows that just few examples of you with reference to the potential tourist 
performing an active role, either with auxiliary verbs or lexical verbs, were registered. 

On the other hand, the country, Croatia, or a region or an area, are mostly represented as 
performing an active role, or better, are personified, and you features an object position, 
that is to say it is ‘acted upon’. 

Furthermore, a comparison between the two wordlists reveals that Corpus 1 contains 
a higher number of words related to the country’s natural beauty, as for example sea, 
beach, island, park a fact which is not surprising for a country boasting “Nature at its 
finest”, and promoting “The route of the 1,000 islands” on its website.

Interestingly enough, Corpus 2 lays more emphasis on Croatia’s monumental attractions 
as museums, cities, towns, together with names of cities such as Zagreb, Zadar, Krk, 
Opatija. Therefore, marked prominence is assigned to the artistic heritage, thus providing 
a different image of Croatia that might not correspond to the tourists’ expectations (and 
stereotypes). 

Given the fact that the main purpose of promotional texts is to be descriptive, but more 
importantly, to be persuasive, evaluative lexis is present throughout both corpora, as table 
5 shows.

Table 5: Evaluative lexis in Corpus 1 and Corpus 2  

CORPUS 1 CORPUS 2
Rank Lemma Hits Rank Lemma Hits

24 beautiful 67 7 beautiful 63
44 famous 48 25 best 31
70 best 36 40 unique 23
94 ideal 30 47 perfect 21
97 interesting 29 48 ideal 20

However, what the results also appear to show is that in Corpus 1, relatively less evaluation 
appears to occur in favour of adjective connoting the country, such as natural, Adriatic, 
Croatian, national, Mediterranean, thus confirming a stronger focus on the  location’s  
physical and  cultural  characteristics and, implicitly, on the  authenticity (Dann 1996, 
98) of  the  place. 

An analysis of the concordance lines generated for beautiful, the most recurring adjective 
in both corpora, revealed interesting usage of this pre-modifier.

Table 6: Concordance lines for adjective beautiful in Corpus 1 and Corpus 2 

Corpus 1 Corpus 2
the most beautiful locations in the world Beautiful towns
surrounded by beautiful nature admire the beautiful view

numerous beautiful rivers the most beautiful experience in the 
Adriatic Sea

with its beautiful waterfalls the most beautiful places in Croatia
the most beautiful littoral rivers the most beautiful cities of Croatia
the beautiful clean sea beautiful romantic sunsets

the most beautiful beaches in the world It is particularly beautiful in spring and 
summer

the largest and most beautiful bay the most beautiful Christmas market in 
Europe

the most beautiful and the tidiest beach on 
the Adriatic beautiful permanent exhibitions

breathtakingly beautiful nature beautiful street lined with restaurants and 
cafes

the most beautiful natural sights of Europe beautiful atrium of the Convent of St. 
Claire

the most beautiful orchid in Europe a beautiful and charming little town
its centuries-old highland forests, 
beautiful meadows, pastures, clear rivers 
and lakes

beautiful cities on the Croatian coast

the most beautiful European garden a beautiful and well equipped hotel

Beautiful is the preferred adjective in Corpus 1 whenever natural elements are being 
described, while in Corpus 2 the same adjective appears to be more culturally connoted 
as it does refer to places or general terms such as view or sunsets. 
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3. SENTIMENT ANALYSIS

To make our research more comprehensive we performed a sentiment analysis (Pang and 
Lee  2008, 36; Godbole, Srinivasaiah and Skiena  2007,  25) of the contents of the selected 
websites, in order to obtain information about the general mood of the text, i.e., to assess 
if it is positive, neutral or negative. In fact, the aim of sentiment analysis, also called 
opinion mining, is the analysis of people’s opinions, sentiments, evaluations, appraisals, 
attitudes, and emotions towards entities such as products, services, organizations, 
individuals, issues, events, topics, and their attributes. Obviously, opinions are central to 
almost all human activities because they are key influencers of our behaviors.

In the past, when an organization or a business needed to retrieve public or consumer 
opinions about their products and services, they conducted surveys, opinion polls, and 
focused groups in order to gather public opinions. Nowadays, there is an abundance of 
such information publicly available on the Web, but the average human reader will have 
difficulty extracting and summarizing the opinions in them. Thus, automated sentiment 
analysis systems are needed, and that is where tools derived from Artificial Intelligence 
(A.I.) comes in (Nasukawa and Yi 2003,  179; Lohr 2012, 62). Thanks to cloud-based 
tools and procedures based on Natural Language Processing A.I. algorithms, it is possible 
to extract sentiment from content and from the web just as any individual would do, but 
much faster and allowing to obtain more consistent results.

3.1. Methodology 

To perform our analysis we used two open source tools (www.danielsoper.com/
sentimentanalysis/; http://werfamous.com/sentimentanalyzer/), aimed at detecting 
feelings emerging from the words used in the texts.  We investigated the texts at two 
levels: document level and sentence level.

Document-level sentiment classification assumes that each document expresses opinions 
on a single entity (in this case, the promotion of Croatia). 

Analysis of the sentence level determines whether each sentence expresses a positive, 
negative, or neutral opinion. Neutral usually means no opinion. This level of analysis is 
closely related to subjectivity classification (Wiebe, Bruce and O’Hara 1999, 148), which 
distinguishes sentences (called objective sentences) that express factual information from 
sentences (called subjective sentences) that express subjective views and opinions.

3.2. Results of the sentiment analysis 
First of all, we started our investigation by using www.danielsoper.com on the content 
of the official Croatian tourism website. The system computes a sentiment score which 
reflects the overall sentiment, tone, or emotional feeling of the input text. Sentiment 
scores range from -100 to +100, where -100 indicates a very negative or serious tone and 
+100 indicates a very positive or enthusiastic tone. 

The general evaluation stated that the texts have an overall very positive/enthusiastic 
sentiment or tone.

However, an in-depth analysis performed with www.werfamous.com sentiment analyzer 
revealed that sentences have an average score of 25% on the positive side. This means 
that the text elicits positive sentiments, although much effort is needed to make the 
message fully positive (green part of the dashboard, Figure 1). 

Figure 1: Sentiment analysis of corpus 1performed with www.werfamous.com

As a result, one could claim that the message is not engaging and persuasive, but only 
mostly informative. To make a message more effective in eliciting positive, enthusiastic 
sentiments, writers should choose more positive words. The confidence of the analysis 
is about 52% which is a very good score, considering the informative nature of the text.

The following Figure number 2 shows that at the sentence level the overall sentiment 
is low positive or neutral. This is an index of lack of enthusiastic terms in the text and 
confirms that the text is mostly informative and does not engage the readers (an example 
is given in Figure 2 below). The closer the score is to 1, the more the sentiment is positive, 
the closer the score is to 0, it is more negative.

Figure 2: Sample of sentiment analysis at the sentence level in Corpus 1

Another useful result is provided by the list of the significant words classified in order 
of elicited sentiment. The tools detected 300 significant words: for each, sentiment was 
obtained (the closer it is to 1, the more positive it is, and vice versa) and the confidence 
of the analysis as well. Where the confidence might appear ambiguous, in actual fact, it 
means that the word itself does not provide information about the positive or not positive 
connotation of the term. Figure 3 shows some sample words from the top, the middle and 
the bottom of the list.
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Figure 3: List of significant sample words in Corpus 1

3.3. Results of the sentiment analysis in corpus 2
In Corpus 2 www.danielsoper.com sentiment analyzer detected a sentiment score of -1.3 
which proves that the overall sentiment or tone of this text is slightly negative.

The analysis performed with the sentiment analyzer on www.werfamous.com  reveals that 
the sentences have, in general, an average score of 31% on the positive side. This means 
that the text elicits positive sentiments, although, as in the previous case, the message is 
mostly informative and text writers should make the message fully positive (green part of 
the dashboard, figure 4) resorting to a larger number of fully positive words. 

Figure 4: Sentiment analysis of Corpus 2 performed with www.werfamous.com

The confidence of the analysis is about 54% that is again very good, considering the 
informative nature of the text.

As in the case of Corpus 1, the sentence analysis indicates that, in general, the sentiment 
is low positive or neutral confirming the informative nature of the texts which is shown 
in Figure 5.

Figure 5: Sample of sentiment analysis at the sentence level in Corpus 2

Results emerging from the list of the significant words in order of elicited sentiment are 
similar to the results obtained from Corpus 1 (cf. Figure 6).
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Figure 6: List of significant sample words in Corpus 2

CONCLUSIONS AND FURTHER RESEARCH

The evaluation of the effectiveness of the texts that are used to construct a particular image 
for Croatia as a tourist  destination through the analysis of two websites: https://croatia.
hr/en-GB, the official Croatian Tourism website, in its English version, and https://www.
europeanbestdestinations.com/destinations/search#q=croatia, showed within the linguistic 
text analysis performed on five texts of expressive narration that they are dynamic units 
created to satisfy vivid communicational necessities in the society, and that they change in 
accordance with different circumstances and needs of  the contemporary changeable and 
fluctuating lifestyle. 

The analysed texts present Croatia as a virtual tourist destination with their basic function to 

show a positive attitude towards a tourist destination through evoking positive sentiments 
in order to assert to the tourist the decision about purchasing that destination. Due to this 
fact all analysed texts can be classified as sentiment triggers, and at the text linguistic level 
they show a certain almost standardized and schematized pattern.  The analysis showed 
that they, as  a means of communication, are a form of routines in the field of tourism 
promotion, and therefore such texts confirm predictable content and structure, information 
emptiness, formalization and stereotyping.  But on the other hand, because of on excessive 
metaphorisation of colourful images they try to convince the traveller, i.e. tourist to visit the 
commercialized destination, so that the analysed  texts proved to be characteristic sentiment 
triggers.

The quantitative analysis showed that the texts in both corpora are mainly descriptive and 
that the verbs from both corpora that appear at the top of the frequency lists have a typically 
static meaning (is, are, has, can). The verbal choices in Corpus 1 tend to describe what the 
country can offer to tourists with a special focus on the country’s environment (as suggested 
by protected, and preserved), while in corpus 2 the tourist is more encouraged to take action 
(as suggested by the verbs visit, discover, enjoy etc.). Corpus 1 contains a higher number of 
words related to the country’s natural beauty, as for example sea, beach, island, park a fact 
which is not surprising for a country boasting “Nature at its finest”, and promoting “The 
route of the 1,000 islands” on its website. 

Interestingly enough, Corpus 2 laid more emphasis on Croatia’s monumental attractions as 
museums, cities, towns, together with names of cities such as Zagreb, Zadar, Krk, Opatija. 
Therefore, marked prominence is assigned to the artistic heritage, thus providing a different 
image of Croatia that might not correspond to the tourists’ expectations (and stereotypes). 

An analysis of the concordance lines generated for beautiful, the most recurring adjective 
in both corpora, revealed interesting usage of this pre-modifier. Beautiful is the preferred 
adjective in Corpus 1 whenever natural elements are being described, while in Corpus 2 the 
same adjective appears to be more culturally connoted as it does refer to places or general 
terms such as view or sunsets. 

The general evaluation based on sentiment analysis of Corpus 1 stated that the texts have 
an overall very positive/enthusiastic sentiment or tone. However, an in-depth analysis 
performed with www.werfamous.com sentiment analyzer reveals that sentences have an 
average score of 25% on the positive side. This means that the text elicits positive sentiments, 
although much effort is needed to make the message fully positive. To make a message 
more effective in eliciting positive, enthusiastic sentiments, writers should choose more 
positive words. In Corpus 2 www.danielsoper.com sentiment analyzer detected a sentiment 
score of -1.3 which proves that the overall sentiment or tone of this text is slightly negative. 
The analysis performed with the sentiment analyzer on www.werfamous.com revealed that 
the sentences have, in general, an average score of 31% on the positive side. This means 
that the text elicits positive sentiments, although the message is mostly informative and 
text writers should make the message completely positive resorting to a larger number of 
completely positive words. 

The texts promoting Croatia as a tourist destination are usually accompanied and reinforced 
by illustrations which are very carefully chosen. Illustrations clearly offer passengers 
expected, if not stereotyped visual information aimed at encouraging potential tourists to 
make their choice and visit Croatia. Our research might in the future be completed through 
visual analysis (Kress and van Leuwen 2006, 96) of the websites, in order to interpret 
representational, interactive and compositional meanings of visual images. Overall, the 
obtained results based on the text linguistic, quantitative and sentiment analysis present 
a valuable contribution and basis for further research aimed at creating texts presenting 
a virtual destination that generate positive/enthusiastic sentiment which is an important 
prerequisite in making a final decision on visiting a certain destination. 
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LINGUSTIC AND TEXTUAL FEATURES  
OF TRAVEL BLOGS PRESENTING CROATIA 

AS A TOURIST DESTINATION

Brigita Bosnar-Valković
Suzana Jurin

Abstract

Blogging as a newer approach to information exchange has captured the attention of the 
public as a platform for self-presentation and self expression; social interaction, and as 
a source of information. Blog is an informational web site published on the World Wide 
Web that provides self-reflexive consumers with a platform to describe their own action 
in their own words, so that they offer new spaces for the study of personal consumers’ 
narratives. The discourse analysis of travel blogs is a novel approach to understanding 
tourist experiences through the reconstruction of their stories to their readers.

This study is aimed at exploring linguistic and textual features of travel blogs that are 
based on personal communication motivated by a need for self-expression and social 
interaction with like-minded and also sometimes unlike-minded people as well as a 
desire to share positive and negative experiences with other travellers. In the context of 
tourism  their goal is tourist promotion and consumption.

The analysis is performed on the selected corpus of representative presentations on the 
Croatian tourist destinations from the Eyewitness travel guide on Croatia and A Little 
Adrift site launched by Shannon O’Donnell in 2008 (https://alittleadrift.com). qualitative 
analysis is focused on the linguistic resources and communicative strategies adopted to 
promote Croatia. Text linguistic analysis provides data about the language of the selected 
texts of blogs, mostly on its morphology, syntax and lexis which is of great importance 
for potential tourists to get the information they need and expect when choosing a suitable 
holiday destination. 

The preliminary results of this research will build a basis for future research and practical 
implications of the results gained that could be compared to other text genres like tourist 
guides and websites.  

Key words: linguistic and textual features, travel blogs, Croatian tourist destinations

INTRODUCTION

From the perspective of  the language of tourism, i.e. when the “language of tourism” 
was initially articulated, tourism formed part of the project, wherein its unilateral, 
monological discourse was framed within the parameters of social control (Dann, 2012: 
59). However, there is evidence today that it has now been transformed on account of the 
digitalised communication of the Internet. Indeed, there is currently a more egalitarian, 
democratic dialogical discourse in use that is evident in blogs and comments to them, 
responses, sharing thoughts etc. Blogs promote perfect reader engagement as readers get 
a chance to comment and voice their different concerns to the viewer. 



38 39

Taking into account these two, i.e. three different dimensions of tourist discourse – 
monological, dialogical and even  trialogical3 (ibid.), we decided to analyze linguistic 
and textual features of travel blogs presenting Dubrovnik. Dubrovnik has, namely, been 
chosen as a unique among world-class towns with its fascinating cultural, historical and 
art heritage, which makes it a highly popular tourist destination. Given the economic 
importance  of tourism to Dubrovnik, tourism discourse in the context of Dubrovnik and 
in form of travel blogs was selected as an interesting area to study.

1. BLOGS AND BLOGGING

Blogging is a complex social phenomenon present in contemporary social domains 
which presents a platform for self presentation and self expression on one hand 
(Guadagno,Okdie and Eno, 2007), and on the other hand it also serves as a source of 
information for potential consumers who need information from a certain field in the 
easy and understandable way of presenting consumers׳  actions  in own words (cf. Caru 
and Cova, 2006). The bloggers present themselves through their blogs and on the other 
hand the readers (recipients) present themselves through their comments, so that it can 
be said that as a social phenomenon blogging builds a platform for self engagement, self 
presentation and self promotion.

Travel blogs build a part of tourist practices and they present that valuable sources of 
information on tourists׳  activities, perceptions of destination, and word-of-mouth 
communication. Travel blogs are  a pre- trip text genre because tourists read them  before 
going on holiday, and this textual form can influence in a positive or negative way the 
decision about going on a trip to a certain destination. Tourists actually “consult” travel 
blogs before they make a final choice of their destination. Communication remains the 
essence of blogging, while everything else serves to help us engage, entice and delight 
our readers (https://firstsiteguide.com/characteristics-of-blog/). The communication as 
essence of blogging relies on acts of self-presentation (Bosangit, 2012), which is a very 
prominent feature of blogs. 

In the following text the most recognizable features of a blog are presented (Schmallegger, 
Carson, 2007). A blog is always dynamic as opposed to a website which is static. 
Unlike with a personal diary written in a notebook, blog entries are displayed in reverse 
chronological order – the newest posts being on top. The blog’s leading quality is its 
content - different blogs publish different types of posts, though a majority of them 
relies on the power of the written word. Depending on the author’s intention, an article 
is typically an opinion piece, an instructional guide, or a news post. Headlines should be 
attention grabbers. Naming a blog post is an art by itself. One rule applies to all blogs – 
relevancy. A blog is founded on personal touch - the personal touch, however, remains 
their vital characteristic to date.

Posts should always encourage debate - the ability to provoke a response and encourage 
interaction is held in the highest regard by all readers. All blogs are about communication. 
With or without an open debate, communication is still the end purpose of each and every 
blog post. If the blog is promotional, its goal is to attract the audience and open a dialogue 
that will hopefully convince them to buy what the owner is selling. If not about sales, then 
it is about spreading the word.

3 Within the last twenty years, and thanks to the advent of the Internet, this electronic medium of 
worldwide communication has ensured that it has become a key location for the pleas of consumers 
to be heard. Companies, in turn, have the opportunity of responding to their dissatisfied clients, and 
the latter can provide additional feedback as to how their complaints have been addressed.

Whether it imparts knowledge, provides solutions, or simply entertains, blogging is a 
brilliant way of reaching out and communicating with the world. Without any question 
at all, such transformative power of free expression and exchange is the single most 
important characteristic of any good blog.

1.1. Blogs as Online Word-of-Mouth

With the booming development of the Internet, consumers are now able to access not 
only opinions from close friends, family members, and coworkers, but also strangers 
from all around the world who may have used the product, visited a certain destination, 
or patronized a property. 

More importantly, according to Bickart and Schindler: “the Internet extended and changed 
the nature of word-of-mouth communication and its impact on consumer behaviour as 
well as the methodological approaches used to examine it” (Bickart and Schindler 2002: 
pp. 428). 

Dellarocas (2003) hypothesized that on a global scale, this type of digital word-of-
mouth is different from traditional word-of-mouth communications in four important 
ways. Firstly, with the low cost of access and ease of information exchange, this new 
type of word-of-mouth communication will appear on a large scale and will create new 
dynamics in the market. Secondly, the format and communication type between those 
communications could be controlled and monitored precisely. Thirdly, new problems 
may arise since users could be anonymous or intentionally misleading, and fourth, online 
blogs may be captured out of context and may induce multiple misinterpretations. 

1.2. Travel blogs and their linguistic impact

On the linguistic plane, a travel blog is a specific text type, actually a “pre- trip” text 
which tourists read before going on holiday.  Travel blogs in general represent places as 
well as they are acts of self- presentation of the writer, former tourist, who is sometimes 
even constructing his own identity in that text. Our main hypothesis is that from the 
perspective of tourism they are aimed at tourist promotion and consumption.  

Every text exists actually in the form of a text genre. Text genres are constructed as 
linguistic manifestations of text units which are linked by cognitive schemes and serve to 
achieve specific interactive goals (Jurin, Krišković, 2017: 23). A travel blog is a specific 
text genre used in tourism communication and tourism marketing for purposes of giving 
information, giving advices, explications, orientation and instructions to tourists about 
tourism destinations. 

If we start with the definition that text genres are units which connect cognitive, 
communication and operating aspects and represent a form of social practice, then, the 
text type can be considered as a higher level in the classification (Jurin, Krišković, 2017: 
22-24). Accordingly, we can classify the following textual features of the text genre travel 
blog (Heinemann/Heinemann, 2002:143).

Travel blogs belong to the assertive text type, subtype informative texts with the main 
text function of sending and transfer of information to the future tourist about the tourism 
destination. Some travel blogs (depending on the text function) do not only inform about 
tourist destination but they also explain some processes while getting to the destination 
or staying there, therefore we can say that they can be classified as texts of the subtype 
explicative and orientative texts. A certain number of analyzed travel blogs show that 
the text function of giving suggestions and directions and instructions on different areas 
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of a tourism destination indicates that some travel blogs can also be classified into the 
directive text type, subtype instructive texts. 

If we are speaking about text genre classes, travel blogs are written texts that present either 
positive or negative promotion of tourism destinations, and they can also be observed as 
texts which enable orientation in a tourism destination. 

The basic difference between the text genre travel blog and the text type to which the 
travel blog can be classified lies in the level of their abstraction, where the text type 
represents a higher level of abstraction, and the text genre a lower level of abstraction 
(Jurin, Krišković 2017).

2. CORPUS AND METHODOLOGY

The linguistic and textual analysis is performed on the selected corpus of representative 
presentations on Croatian tourist destinations, which in this study is Dubrovnik, excerpted 
from A Little Adrift site launched by Shannon O’Donnell in 2008 (https://alittleadrift.
com). 

This study takes into account Brinker’s et al. classification of text genres (2014: 39-43) 
developed on Searle’s (1976: 1-23) classification of speech acts based on 12 criteria, 
three of which are considered to be of highest importance: the criterion of the speaker’s 
(the author’s) intention (to say how things are, to get someone to do something, to 
commit one to do something, to express feelings and attitudes, to change the world), the 
criterion of the direction of fit i.e. word-to-world or world-to-word and the criterion of 
the psychological state of the sender (the condition of sincerity) (Jurin, Kriskovic, 2017). 

Further, each text will be analyzed according to three textual levels (Brinker et.al., 2014) 
as it follows:  At the communicative-pragmatic level, we look at the function of the 
text within the communication process i.e. the communicative intention of the sender 
(text producer) which is expressed and presented through conventional means to the text 
recipient, who in turn, decodes the content and recognizes the communicative intention 
of the sender. 

The function of the text of the travel blog may be: a) informative function, which is most 
commonly reflected in text genres such as travel blogs and travel guides; b) appelative 
function, which is reflected in advertising texts, instructions, suggestions, etc. 

On the thematic level the content structure of the text referring to people, content and 
activities as well as the ‘stream of thought’ is analyzed. The theme of the text is the basis 
i.e. the core of the text content, and it is also observed through individual text segment 
themes which make up the thematic hierarchy of the text (Jurin, Krišković, 2017). 

When considering the linguistic and stylistic level, the analysis is focused on the syntax, 
lexis, stylistic and linguistic devices as well as other linguistic specific qualities that are 
typical for the individual text genres, in our case travel blogs and tourist guides. From 
the textual perspective, the analysis is directed to syntactic and semantic relationships 
contributing to text coherence. 

3. LINGUISTIC ANALYSIS OF TEXTUAL FEATURES OF TRAVEL BLOGS

As mentioned before, travel blogs are a text genre which presents mainly characteristics 
of the text type assertives, and it should be pointed out that travel blogs play an important 
role in the communication process while advertising the tourism destination. They also 
play a major role in the communication between the destination and the future tourist, as 

well as in the operational activities of the entire tourism concept because they regulate 
future activities in tourism by providing information about past, present and future state 
of affairs in the tourism destination. 

Text genres like travel blogs which belong to the assertive text type are marked by their 
informativeness, i.e. the amount of information they can transmit. It means that the main 
function of an assertive text in all their text parts is to provide information about all 
internal and external information as well as the emotional attitude of the tourist towards 
the tourism destination. The aim of using the text genre travel blog from the linguistic 
point of view is to store or present as much information and data coded in unleashed 
narratives.  They are characterized by significant reduction of linguistic devices (content) 
at the linguistic stylistic level, therefore, the use of metaphors, figurative and literal as 
well as colloquial expressions is quite common. Considering the coherence required by 
these texts, both the text producer (the tourist who wrote the blog) and the text recipient 
(the tourist who is reading the blog) should share common general and professional 
knowledge in order to understand the reduced contents (either metaphorical or colloquial).

The reasons for placing a travel blog in the assertive text type, subtypes informative, 
explicative and orientative texts (in some text examples also directive text type, subtype 
instructive texts) are as follows (Hoffmann, 1998:538): 1. The first communicator 
is the text producer (the tourist who wrote the blog) who has given basic information 
about tourism destination through the announced text on the internet, or has already 
lured the text recipient through directive and instructive statements. So, both the text 
producer and text recipient have access to basic information about the tourist destination, 
and the recipient confirms interest by reading the travel blog and very often by liking 
it, commenting it and sharing it over social networks, 2. the primary purpose of a 
communication through a travel blog is to establish a binding relationship of the text 
recipient towards the text producer and vice versa (comments, likes, shares); instructions, 
suggestions and explications set forth in the travel blog are expected to be met, 3. The 
fundamental communication process of the travel blog is information, instruction and 
commitment, 4.The communication situation using the travel blog is to set the arrival and 
consumption of the tourism destination, and to give a feed-back in order to recommend 
it for future tourists and future consumption of the travel blog and 5. The communication 
subject is receiving the most important information about the tourism destination.

3.1. Analysis of the macrostructural level

At the macrostructural level, this text genre is divided into texts parts. One of the 
text parts is titled Things to Do in Croatia: City & Regional Guides. This text part is 
subdivided into text segments, titled Dubrovnik, Dubrovnik Daytrips, Krka Waterfalls 
and Plitvice Lakes. In this study only one text segment – Dubrovnik will be analyzed. 
This text segment contains the following subsegments:  Dubrovnik - Top things to do in 
Dubrovnik and Places to eat and sleep.

The first text segment with the title Dubrovnik is actually the introductory part of the blog 
and it gives a short recommendation to visit Dubrovnik underlined with strong adjectives 
like gorgeous, overwhelming, uber- popular, famed, best etc., meaning to convince the 
tourist to choose that location. The introduction contains almost lyric narratives using the 
above mentioned adjectives as rhythmic strategy.  

The evidence of forming, i.e. coining new words was found out: the complex adjective 
uber- popular which is a creative technique for adjective production with a Germanism 
as the first element of the adjectival compound, which here is uber- (Germ. über-) can be 
presented as the derivative element for the purpose of semantical function of the positive 
gradation of the adjective popular. This is at the same time a very convincing introductory 
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signal into the central part of the blog under the title Top Things to Do in Dubrovnik. This 
text is partially oriented towards the past, noting that previous happenings like… The Pile 
Gate is always busy, my recommendation is to enter from the Ploča Gate… or … Bring 
water or you’ll regret it… will cause consequences and objectives in the future.  Even 
though the text is partially oriented towards the past, there is also the future orientation 
pointed out by using imperative forms as: ...You have to hike… or… Plan your route…
or…then take an uber… etc.

The full text of the central part of the blog is divided into five text sections.  Text 
sections are entitled as following: View the City Walls; Explore Old Town; Visit the fish 
market; Hike to Mt Srđ and Rent a car. Each text section presents an opening signal and 
formulations that determine each text section as a whole or as a separate topic. Moreover, 
the function of each text section supports the function of the entire travel blog. 

Coherence of individual text sections is achieved by a denotative “invocation” to the 
sender and recipient (Hoffmann, 1998:536), or the denominations of them. Pragmatic 
coherence is achieved by explicit or implicit repetition of the subject of the text section 
or words or phrases from titles of text sections, and semantic coherence through nouns or 
verbs of the same semantic field, i.e. adjective + noun: city walls, old town, fish market, 
cable car… etc. 

3.2. Analysis of the lexical and morphosyntactical level

If we consider the lexical level of the text, frequent repetition of nouns, verbs and phrases 
such as: ...hike, city walls, rooftops, plan your route, visit, rent, see…  etc. indicates the 
use of terminology from the field of tourism.  

The last part of the text represents a form of conclusion. This part is entitled Places 
to Eat and Sleep, and it consists of a narrative text which describes a few restaurants 
in Dubrovnik with the recommendation where to eat or not according to their prices. 
The second part of this text is presented in form of recommendations expressed in an 
imperative modus, divided into five text sections: Eat at Nishta in Old Town; Sample 
traditional eats at Amfora; Book an apartment for your stay; Stay somewhere nice; Go 
budget with a hostel.

This part of the travel blog has no final formula with a recommendation that could fulfill 
the directive function of this text segment. It ends up with the sentence: Both are walking 
distance to Old Town and are fantastic affordable spots from which you can explore 
Dubrovnik. The thematic scheme of the last text segment contains the explicit semantic 
and lexical contents, and the theme development refers to the future.  

3.3. Comments to blogs 

From the authors’ perspective a blog is not really a blog without comments by the readers. 
Due to the fact that blogging relies on communication, it is not just about publishing 
content, but also a two- or even a multifold commmunication with beneficial impact. 
Beneficial impact is evident in the following: 

- blog comments help to understand what your readers want you to write about and 
motivates their engagaement

- responding to comments helps to deepen and extend the relationship with readers ; 

- blog comments provide a form of social proof

Comment to a blog can be defined as a part that is added to a blog and which is in fact its 
constituent part beyond the borders of the text of the blog. In analyzed blogs comments 

by the readers which are positive build a part of additional advertising by suggesting to 
potential visitors that the place is really worth visiting. The comments are expressed in 
simple sentences in a rather informal, colloquial way, e.g.: 

I would love to see it then – I’ve seen the photos and it just looks spectacular! Thanks for 
weighing in. 

Wow, that place looks awesome. We’re deffinitely going to have to add that to our list of 
places to see. Good luck with your trip, it looks like it is going well so far.

Wow, that place is amazing! I’m going to have to tell Peter that we need to go there. – 
show great admiration

Share your thoughts!

The text segment with comments ends with the invitation in imperative Share your 
thoughts! aimed at taking part in commenting the blog. Within the analyzed corpus only 
positive comments were registered. 

CONCLUSIONS

The above analysis can substantiate the thesis set forth in the introductory part of this 
research, i.e. the thesis which proposes that the text genre travel blog is used in the 
communication process of tourism promotion and tourism consumption. The analysis 
also confirmed that a blog is always dynamic and that the blog’s leading quality is its 
content - the power of the written word. Relevancy and personal touch showed to be of 
fundamental significance in creating blogs. 

It was also proved that besides supporting tourism promotion and tourism consumption, 
the blogs always encourage debate - the ability to provoke a response and encourage 
interaction is held in the highest regard by all readers. All blogs are about communication. 
With or without an open debate, communication is still the end purpose of each and every 
blog post. If the blog is promotional, its goal is to attract the audience and open a dialogue 
that will hopefully convince them to buy what the owner is selling. If not about sales, 
then it is about spreading the word. Whether it imparts knowledge, provides solutions, 
or simply entertains, blogging is a brilliant way of reaching out and communicating with 
the world.

When identifying the discourse markers of travel blogs we can point out that their 
monologic form is characteristic and this fact is not in contradiction with the conversational 
features which is evident in comments to blogs. Moreover, it builds a basis for their 
conversational feartures. 

Authors need to acknowledge certain limitations of this paper as the analysis was 
performed on a relatively small corpus so that the results gained can be considered 
as a starting platform for future research in the area of blogging in tourism from the 
perspective of linguistic analysis. 
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COMMUNICATION AND MANIPULATION 
STRATEGIES OF TRAVEL GUIDES 

PRESENTING CROATIA - A LINGUISTIC 
PERSPECTIVE

Brigita Bosnar-Valković
Suzana Jurin

Abstract

Purpose - It is amazing that in the age of IT, despite the availability of alternative 
promotional tools, such as e-brochures and websites, which are easily accessible, hard 
print travel guides still remain as popular as ever because they can act as a substitute for 
a product which cannot be physically seen or inspected prior to comsumption. Also, tour 
operators can hardly standardize their products and services due to many uncontrollable 
factors (e.g. the weather). To maximize their persuasive power, tourism guides are found 
to be loaded with hyperbolic language and glamorous images. The question we would 
like to answer is how far this classical structure and the accompanying communication 
strategies still meet the requirements of their users. Accordingly, the purpose  of this 
research is to analyze the communication and manipulation strategies of travel guides 
and consequently to offer some suggestions in order to modernize them and make more 
effective.  

Methodology -  In our study, the travel guides are subject to a multimodal analysis which 
includes a qualitative analysis focused on the linguistic resources and communicative 
strategies adopted to promote Croatia. Text linguistic analysis provides data about the 
language of the selected texts of travel guides, mostly on its morphology, syntax and 
lexis which is of great importance for potential tourists to situate a virtual text within a 
cognitive frame. 

A quantitative analysis (using Mediatoolkit) focused on the frequency and distribution 
of words in the texts provided further insight and additional value of the results gained 
by qualitative research. Finally, a sentiment analysis of the contents and of the general 
feelings of the selected travel guides texts, using open source tools, was performed.

Findings -  This research will result in several outputs concerning the qualitative 
linguistics, quantitative and sentiment analysis of the selected texts (evaluative terms, 
positive, negative or neutral sentiments). 

Contribution -  The preliminary results of this research will open up opportunities for 
future research and practical implications of the results gained that could be implemented 
in the creation of modern travel guides evoking positive sentiments.

Keywords: travel guides, linguistic appeal, qualitatve linguistic analysis, quantitative 
corpus analysis, sentiment analysis.

INTRODUCTION

From the perspective of  the language of tourism, i.e. when the “language of tourism” was 
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Guide on Croatia. 

This study takes into account Brinker’s et al. classification of text genres and the 
textual analysis on three levels (Brinker et.al., 2014).  Texts will be analyzed on the 
communicative pragmatic, thematic level of the content structure of the text, as well as 
the linguistic and stylistic level of travel guide texts on Dubrovnik.

At the communicative-pragmatic level the function of the text within the communication 
process i.e. the communicative intention of the sender (text producer) which is expressed 
and presented through conventional means to the text recipient, who in turn, decodes the 
content and recognizes the communicative intention of the sender. 

3. LINGUISTIC ANALYSIS OF TEXTUAL FEATURES OF TRAVEL GUIDES

Travel guides are a text genre with mainly descriptive function focused on giving practical 
and objective information about a particular tourist destination. Pieces of information 
in travel guides are arranged as they appear in time and space. Tourists firstly find out 
where to stop, and then where to go and what to see there. Nilsson (2001), who explores 
nominal phrases in English travel guides, says that the basic feature of this text type is the 
density of information, which is very often achieved by using complex nominal phrases.

3.1. Communicative features of travel guides 

The text-linguistic analysis of different travel guides shows that  the travel guide is 
prevailing an assertive text type including as subtypes informative, explicative and 
orientative texts. Concerning its persuasive form in some text examples or mainly 
text segments (e.g. description of a tourist destination, hotel description, restaurant 
description, calendar of events, city map,  price list, timetable etc.),  it also belongs to the 
directive text type, subtype instructive texts (Hoffmann 1998, 538): 

1. The first communicator is the text producer (the author of the guide who is in most 
cases also a former tourist or traveller, so he writes from his own experince - from his 
personal perspective) who has given basic information about tourism destination, or has 
already lured the text recipient through directive and instructive statements. Both, the text 
producer and text recipient have access to basic information about the tourist destination, 
and the recipient confirms interest by reading the travel guide.

2. The primary purpose of a communication through a travel guide  is to establish a binding 
relationship of the text recipient towards the text producer and vice versa; instructions, 
suggestions and explications set forth in the travel guide are expected to be met.

3. The fundamental communication process of the travel guide is information and 
instruction, in some cases realization of given advices.

4. The communication situation using the travel guide is to set the arrival and consumption 
of the tourism destination. 

5. The communication subject is receiving the most important information about the 
tourism destination.  

3.2. Text-linguistic analysis of travel guides 

Considering the above mentioned, a text linguistic analysis shows that the main text 
function of the text genre travel guide is to inform, explain, give orientation and direct 
text recipients towards or about a certain tourist destination.  But besides this text 
function, the travel guide also contains  text segments whose main text function is to 
promote a specific destination, which means that certain text segments can be  classified 
as directive texts (advertisements, culinary recipes, etc.). According to Ling Ip (2008, 1) 

initially articulated, tourism formed part of the project, wherein its unilateral, monological 
discourse was framed within the parameters of social control (Dann 2012, 59). 

Despite the availability of alternative promotional tools, such as e-brochures and 
websites, which are easily accessible, hard print travel guides still remain as popular as 
ever because they can act as a substitute for a product which cannot be physically seen 
or inspected prior to comsumption.  Also, tour operators can hardly standardize their 
products and services due to many uncontrollable factors (e.g. the weather). To maximize 
their persuasive power, tourism guides are found to be loaded with hyperbolic language 
and glamorous images.

Taking into account their persuasive power, the purpose  of this research is to analyze 
the communication and manipulation strategies of travel guides presenting Dubrovnik. 
Dubrovnik has, namely, been chosen as a unique among world-class towns with its 
fascinating cultural, historical and art heritage, which makes it a highly popular tourist 
destination. 

1. TRAVEL GUIDES AND THEIR FEATURES

Due to the intangible and heterogeneous nature of tourism products, travel brochures and 
guides have a distinctive function in that that they can act as “a substitute for a product 
which cannot be physically seen or inspected prior to purchase” (Holloway 2004, 17). 

Travel guides are an “on-trip” text genre because tourists read it when they are on 
holiday. Their function is descriptive and to give practical information; this is the most 
comprehensive genre and it is the only genre that may contain a negative expression or 
description. Guides are “real” books, longer than any other tourist text, and cover a wide 
variety of information. They provide historical and cultural insight into the destination 
and provide the reader with useful tips and practical advice. They are normally more 
subjective than general tourist texts (the role of the author is highly recognizable). In 
general, travel guides do not strictly belong to the promotional genre of tourism but rather 
to the informative one (they mainly provide information and descriptions).

Highlights and itineraries help tourists to tailor their trip to their personal needs and 
interests. Special emphasis is put on certain insider tips aimed at saving time and money 
and get around like a local, avoiding crowds and trouble spots. Closely related to them 
are honest reviews for all budgets - eating, sleeping, sightseeing, going out, shopping, 
hidden gems that some guidebooks might be missing. Cultural insights provide visitors 
with a richer, more rewarding travel experience - history, cuisine, natural environment, 
arts, architecture.

However, the language used in travel guides has the main function of constructing and 
guiding the tourist experience. Guidebooks, therefore, select the destination and provide 
information about it, but at the same time they shape the image of the destination, i.e. 
the reader can draw his own conclusion according to the author’s opinions and linguistic 
choices. 

The communicative intent is to provide tourists with the essential information for helping 
them decide what places to visit and which tour(s) to book. Therefore, successful travel 
guides must be both informative and persuasive, and they rely on various communication  
and visual techniques to achieve this aim.

2. CORPUS AND METHODOLOGY

The linguistic and textual analysis was performed on the selected corpus of representative 
presentations on Dubrovnik, excerpted from the Lonely Planet and Eyewitness Travel 
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successful travel guides and brochures must be both informative and persuasive, and they 
rely heavily on the use of language and images to achieve this aim.

On the macrostructural level, text genre travel guide is functionally structured, clearly 
laid out and enriched with numerous images. The list of contents is followed by the 
explanations of used symbols and the introductory text. In their main part the travel guides 
usually provide general information on climate and prices and various useful tips which 
is followed by a description of the destination including geographical features, historical 
overview, description of sights, list of catering facilities and their short description ending 
up with a list of cultural events and other entertainment options, city map etc.

The performed analysis showed that at the macrostructural level this text genre is divided 
into two or more texts parts. The analyzed text part is further divided into three text 
segments, titled with Street-by-Street Dubrovnik and Exploring Dubrovnik. 

The first text segment entitled Street-by-Street Dubrovnik starts with the introductory part 
with basic information about Dubrovnik’s history and art heritage. It is further subdivided 
into subsegments including the Star Sights with Cathedral Treasury, Dominican 
Monastery, Rector’s Palace and Sponza Palace. In the introductory part providing basic 
information about Dubrovnik complex sentences mainly in past tense prevail, e.g.: 

Set in the limpid waters of the Adriatic, Dubrovnik had been, until war broke in 1991, one 
of the top international tourist destinations of Dalmatia, renowned for the beauty of its 
monuments, its magnificent walls and welcoming atmosphere. 

The introductory part is underlined with strong adjectives sometimes in superlative form 
to express the worth of visiting Dubrovnik, e.g.:  … one of the top international tourist 
destinations of Dalmatia, magnificent, welcoming… 

The textual subsegment Star Sights contains short sentences, as well as complex 
sentences, very frequent relative clauses which provide additional explanation, e.g.:

Rector’s Palace - The highest level of city government met here. The rector lived here 
during his period of office, which was limited to one month. 

The analyzed text segment is multimodal (Matheson, 2005). Multimodality is clearly 
evident in printed advertisements, a typical written genre where “signs”, such as language, 
images, graphics and typography, are combined “in an integrated whole” (van Leeuwen 
2004, 10).

It is very well known that images play an important role in convincing people to visit a 
certain place. They act as  stimuli to the readers’ minds. Similar to the findings from the 
textual analysis, it is observed that in tourism discourse images are also highly selective 
and emphasize only the positive aspects. It is sometimes questionable whether the images 
in travel brochures and guides are representatives of reality. 

Collage is a prominent feature found in the images in travel guides and it was also found 
in the text on Star Sights in Dubrovnik. According to Gold (1994, 22), it is “perhaps 
the most distinctive feature of place promotional advertising”. Gold (ibid.) points out 
that collage typically employs “three to six photographs of the place concerned along 
with a portion of descriptive text”, which stands for “a visual summary of the different 
elements in the selling image”. The collage in the analyzed sub-segment on Star Sights 
in Dubrovnik employs six photographs scattered around  the drawn city map of the very 
center of Dubrovnik with highlighted streets. The collage also contains a portion of a 
descriptive text.

The sub-segment titled Exploring Dubrovnik consists of short descriptions of the other 

numerous sights in Dubrovnik – sixteen of them.  This part is introduced through a short 
informative text on Dubrovnik as a UNESCO’s world heritage site that was exposed to a 
merciless destruction by Yugoslav troops during the Homeland war. 

After this informative introduction short descriptions of very many Dubrovnik’s sights 
follow. On the language stylistic level these short descriptions of the sights employ the 
following:

1. many time adverbs combined with the numerical data (…in the 10th century…;  … 
from 1537… ; … designed in 1538… ; … it was built in 1438-44…);

2. adjectives suggesting beauty and uniqueness of a sight (The wall offer splendid 
views.…; …an extraordinary collection of …);

3. adjectives in superlative (This is the most visited of the walls….;  …on of the best-
known monuments…);

4. the passive voice – mainly in past tense (It was designed by ;, The city’s art treasures 
were brought here…. ;  … is known as Stradun…);

5. numerical data referring to the important time period – either century or a year (…from 
1537…; … with modifications in the 13th century…; … in use since 1317… ; … from the 
16th-18th centuries…) or referring to the size or dimensions of the sight (Those facing 
inland are up to 6 m (20 ft) wide…; The walls and ramparts are 1,940 m (6,363 ft) long 
and reach a height of 25 m (82 ft)…).  

Here, like in the previous section the collage employs the photos of Dubrovnik’s sights 
and Dubrovnik town centre city map with highlighted sights, once again accompanied 
by descriptive text.

4. QUANTITATIVE ANALYSIS 

Corpus linguistics relies on a strong quantitative element as its constituent part. In this 
paper the quantitative analysis was performed to identify the frequency and distribution 
of words and patterns in the texts, in order to provide further insights and integrate 
quantitative results with the information value provided by the qualitative analysis. 

4.1. Methodology 

The aim of the performed quantitative analysis was to identify the frequency and 
distribution of words and patterns in the texts, by using AntConc Corpus Tool, version 
3.4.4.0, a free software tool for text annotation and analysis (http://www.laurenceanthony.
net/software/antconc/). 

The free software tool is used in this study in order to create word lists, frequency lists, 
and concordances that will provide useful insights into the textual elements that build 
social significance of the analyzed guides. The implementation of the AntConc Corpus 
Tool, version 3.4.4.0 also demonstrates how corpus linguistics and corpus methods can 
contribute to the linguistic analysis. 

The textual corpora on Dubrovnik from both travel guides Lonely Planet and Eyewitness 
were scanned and downloaded. The texts on Dubrovnik from the Lonely Planet Guide 
are composed of approximately 23,000 words and from the Eyewitness Travel Guide of 
15,000 words, so that a corpus amounting to 38,000 words was analyzed.  

The second step was to pre-process the text corpora, which means eliminating ‘stopwords’, 
such as the, a, an, and, etc., to enable a lexical analysis on content-driven terms. Wordlists 
were then generated, i.e., a list of words in order of frequency of appearance, and an 
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analysis of the concordance lines i.e., the words which are used before and after the 
search item, was also carried out in order to identify and investigate words in the textual 
context. Besides identifying the frequency and distribution of words and patterns in the 
texts, interesting relevant insights into the structure and usage of a language are obtained. 

4.2. Results of the quantitative linguistic analysis 

The analysis shows that the texts in the analyzed corpus are of mainly descriptive nature 
and the verbs that appear at the top of the frequency list in both analyzed guides have a 
typically static meaning (is, are, has, can). Stative verbs can be seen and compared in the 
table that follows4. 

Table 1: Frequency of verbs with static meaning 

Rank Lema Hits
1 is 614
2 are 252
12 has 141
14 can 129
20 have 56

In the analyzed corpus, the first example of a lexical verb indicating an action (offer) is 
found at rank 25, immediately followed by enjoy at rank 43 and located at rank 65.  

Table 2: Frequency of verbs indicating an action 

Rank Lema Hits
25 offer 78
43 enjoy 69
65 located 51
83 look 47
110 protected 39
132 head 35
156 built 23
183 surrounded 19
192 notice 18
214 house 16

Table 2 provides the list of ten most frequent verbs used in the corpus and it shows that 
the verbal selection is focused on description of the sites of interest (as suggested by 
protected, house,  surrounded, located, built) and encouraging tourists to take action 
(as suggested by the verbs enjoy, look, head,notice). The verbs encouraging tourists to 
take action are very often accompanied by the personal pronoun you aimed at tourists’ 
engagement and their interactivity, as shown in the following examples: …you definitely 
can enjoy the nature and culture... or …you can head up to the roof… or …  Regardless 
of whether you are visiting Dubrovnik for the first time .... etc.

4 Cf. Bait, Jurin, Bosnar-Valković (2018, 7)

Table 3: Concordance 1 – you with can and will

CAN WILL
you can get ready for an exciting day 
in Montenegro

you will notice the finely carved 
capitals 

you can be a true taster you will get to see the capital of a 
sophisticated republic

you can enter the town from both 
sides

to reach the nudist beach you will 
head left from the ferry

you can drive through the narrow 
streets

you will find the perfect way to evoke 
the glorious history

you can enjoy the endless shimmer of 
the Adriatic

you will feel close to a glittering 
jewel of the Adriatic

you can note that no one stays 
overnight

you will find Dubrovnik’s glitziest 
restaurant 

you can visit a very cool design store you will take the cable car up to Mt 
Srđ 

The examples in table 3 prove that the target consumer “you” is an explicit actor. „You“ 
in combination with the modal can exemplifies that the tourist is the subject as an active 
doer, and can transmits the idea of possibility, while the occurrences with will include the 
idea of possibility and certainty.

Table 4: Concordance 2 -  you in subject and object position 

Subject position Object position
You will then plunge into the azure 
sea

Dubrovnik offers you something 
unique 

You will access the cloister and the 
museum via the small passage

Dubrovnik provides you with 
constant beauty

Too much  if you ask me An airport shuttle bus brings you to 
the bus terminus Gruž

If you have a choice We bring you here our top three 
shops in Dubrovnik to check out 

If you like to take on road, you’ll 
enjoy winding roads

This road will also take you through 
Neum

The above table shows in the left-hand column the pronoun you with reference to the 
potential tourist performing an active role, either with auxiliary or lexical verbs.. On the 
other hand, in the right-hand column either the destination, Dubrovnik, or an area or a 
means of transport, are mostly represented as taking an active role, which means that 
they are personified, and consequently you features an object position, that is to say it is 
‘acted upon’.
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Furthermore, the performed analysis reveals a higher number of words related to both - the  
natural beauty of Dubrovnik, as for example …sea, beach, island, sunset, the Adriatic…, 
a fact which is not surprising for a destination boasting both - its natural beauty as well as 
its world famous artistic heritage and architectural features5.

Given the fact that the main purpose of promotional texts is to be descriptive, but more 
importantly, to be persuasive, table 5 shows the most representative evaluative lexis.

Table 5: Evaluative lexis in analyzed corpus

Rank Lema Hits
7 unique 61
23 beautiful 35
42 wonderful 24
45 idyllic 19
48 ancient 17

The above table shows that evaluation appears to occur in favour of adjectives connoting 
beauty and attractiveness of Dubrovnik on the one hand and also of adjectives with a 
stronger focus on the location’s physical and cultural and historical characteristics on the 
other hand which implies the authenticity (Dann 1996: 98) of the place.

4.3. Quantitative analysis of sentiment features of travel guides

In order to provide further insight and additional value of the results gained by 
qualitative text linguistic research, a quantitative analysis using Mediatoolkit (https://
www.mediatoolkit.com/features) focused on the frequency and distribution of words 
and syntagms closely connected with Dubrovnik has been conducted.  Mediatoolkit is a 
media monitoring tool that tracks relevant mentions across the web and social media in 
real time which outlines the key facts and statistics about the relevant mentions. It is in 
fact a powerful combination of media monitoring and intelligence.

A high frequency of the words and syntagms Dubrovnik, Dubrovnik tourism destination, 
Tourist destination Dubrovnik and Dubrovnik tourism destination Croatia was found out. 
Aimed at identifying representative sentiment features of the above mentioned words and 
syntagms connected with Dubrovnik, a sentiment analysis of the general feelings of the 
selected travel guides texts, using open source tools, was performed. Accordingly, impact 
of these words and syntagms on two media: Web and YouTube for the period 23.12.2018 
- 23.01.2019 was analyzed.

A detailed analysis with a breakdown of the most important metrics is  presented as it 
follows:

Analyzed period: 23.12.2018 - 23.01.2019

5 Cf. id. (2018: 8)
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To complete our analysis, we performed a sentiment analysis (Pang and Lee, 2008; 
Godbole, Srinivasaiah and Skiena, 2007) on the content. To perform it, we used the 
online free tools consisting in three sentiment analysis engines. 

These engines are cloud-based tools adopting a Natural Language Processing algorithm 
to perform the analysis. Following the software technical specification, the algorithms 
operate on the selected text through the following steps:

1. break the sentences of the document into their structural elements (e.g. nouns, 
adjectives, verbs, and adverbs), on the basis of the selected language;

2. identify sentiment-bearing phrases (for example “extraordinary experiences” or “a 
truly breathtaking place”;

3. each of the identified phrases gets a logarithmic score, ranging from -10 to 10
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4. the software combines the obtained scores and determines the overall sentiment of 
the text, assigning a score in the range from -2 to 2.

The output of the sentiment analysis showed the general sentiment of the analyzed 
documents (positive, negative or neutral).

From the number of word mentions and syntagms like Dubrovnik, Dubrovnik tourism 
destination, Tourist destination Dubrovnik and Dubrovnik tourism destination Croatia 
which was in total 320 for that period, 61%  of mentions was recorded on the Web and 
only 39% on You tube, which indicates that a lower percentage of children, youngsters 
and younger adults are referring to travel guides about Dubrovnik (the percentage of 
younger people using You tube is higher than the one of adults), probably caused by the 
price range of Dubrovnik which in general is not affordable for youngsters and younger 
adults. In the range of positive versus negative sentiment ratio the results show 94% of  
positive sentiment reactions versus 6% of negative sentiment evaluations. 

The above diagram presenting the comparison performed between Web and You tube 
mentions over time shows that the highest frequency of 15 of  words and syntagms 
Dubrovnik, Dubrovnik tourism destination, Tourist destination Dubrovnik and Dubrovnik 
tourism destination Croatia is recorded on Web and that was recorded between the 27 
and 29 December, 2 days after Christmas but still 2 days before New Year’s Eve, which 
can also be closely related to the price range, because New Year’s Eve and the day after 
that are one of the  most expensive days in the whole tourism season. 

The lowest frequency ratio (0) is recorded on You tube on 8 January which can be 
related to the official end of Christmas and New Year’s celebrations and holidays.  In 
the evaluation of sentiment ratio on Web and You tube the results show 79% of positive 
sentiment ratio , 16% of neutral ratio and 5% of negative. Results on Web show 170 
positive mentions, 15 neutral and 5 negative. 

The most positive mention ratio on Web is shown in the period between 26 and 29 
December, and the lowest negative mention ratio is shown on 21 January. In the evaluation 
of sentiment ratio on You tube 95 positive mentions were recorded and the most positive 
mention ratio was shown on 27 December accompanied by 32 neutral mentions and 
3 negative mentions. Negative mentions were detected on 27 December, 4 January, 8 
January, 12 January, 13 January and 21 January. 

5. MANIPULATION STRATEGIES IN ANALYZED  TRAVEL GUIDES

People have wrong perception of language as merely a means of communicating 
information. This is an oversimplification of the multiple purposes of a language. As 
Gee (2014, 1) states, human language serves many other functions, and the two most 
closely related functions would be “to support the performance of social activities 
and social identities and to support human affiliation within cultures, social groups, 
and institutions.” In other words language can create social activities, values and and 
consequently identities. 

In spite of the fact that travel guides do not strictly belong to the promotional genre 
of tourism but rather to the informative one (they mainly provide information and 
descriptions), they also possess their persuasive power relying on hyperbolic language 
and glamorous images that can trigger interest, excitement and also suggest relaxation 
depending on their subtile selection of colours (Kaewnopparat 2017, 29). The power of 
persuasion in travel guides is based both on communicative, i.e. linguistic elements as 
well as on visual elements. 

In this study we are focused on communicative elements of persuasion and their short 
analysis will prove that travel guides are not just information-driven but also a profit-
driven text genre. 

Persuasion is an attempt to change the attitudes or behaviour, or both without using 
coercion or deception (Fogg, 2003). When the motivation and ability are sufficient, with 
the correct triggers, visitors may change their behaviour (Fogg, 2009), or at least make 
up their mind to make the decision to select a suitable travel destination. The roots of 
persuasion theories go far into the past as Aristotle discusses the concept of rhetoric by 
means of ethos (appeals to credibility), logos (appeals to logic), and pathos (appeals to 
emotion) (Gurak, 1991 and Winn & Beck, 2002). Aristotle defines rhetoric as “the faculty 
of finding the available means of persuasion” as cited in Gurak, 1991. 

In this paper we refer to the well-known persuasion techniques by Cialdini (2007). 
Cialdini proposes six persuasion techniques, namely (1) reciprocation, (2) commitment 
and consistency, (3) social proof, (4) liking, (5) authority, and (6) scarcity. He explains 
that once persuaded, human may react automatically without conscious thought. The 
techniques are widely used in many fields, especially in the advertising domain.  Due 
to the fact that tourism domain is unique, we tried to identify the remarkable persuasion 
techniques used in analzyed travel guides.

 5.1. Social Proof 

People are prone to imitate others and when they become uncertain, they will usually 
follow the others (Cialdini, 2007). Thus, providing evidence of what others do and how 
they do it, can serve as a social proof that it is worth to be like them, i.e. to act like them. 
In travel guides, providing evidence that other people had visited interesting places, can 
lead to persuasion. The message stating that „there is a very long history of famous people 
who have visited Dubrovnik,from Richard the Lionheart, Wallis Simpson, Prince Edward, 
Elisabeth Taylor, Richard Burton, Michael Douglas, Catharine Zeta Jones, Goldie Hawn, 
Kurt Russell, Richard Gere, Nick Nolte and Tom Cruise to celebrities, famed athletes, and 
virtuoso musicians. Every summer the polished stone slabs in Stradun show the reflection 
of world-famous persons“ can lead to persuasion. This technique works if the person is 
either someone close to the targeted customer or if it is a celebrity because people can be 
influenced by someone they like the most. 

5.2. Liking 

Travel guides provide favourable and relevant images. Potential customers usually 
imagine what a destination is like using pieces of information or images that they have 
viewed. Once they form a solid expectation of the place, the mental images will then help 
them decide (Fiore, Jeoung 2007, 121). In order to assist customers to create positive 
mental images, a good approach is to have an attractive and informative visual design of 
a travel guide that can encourage customers’ liking. 

Tangibility is said to be one of the most significant factors of emotional design and helps 
to increase the level of liking and interest (Winn & Beck, 2002, 34). 

5.3. Authority

People tend to obey (or copy) authoritative figures, as in Cialdini, (2007). Sources of 
authority can be generic; it can be a leader of an organization, celebrities, or even materials 
such as uniform, money or food. In tourism, words of a well-known international celebrity 
chef being at a place with wonderful cuisines can draw much more attention than just an 
image of an unknown figure. On the other hand, the message that „The Japanese owners 
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will be in the kitchen, preparing authentic sushi, sashimi, udon, crispy chicken and gyoza 
dumplings“can get potential guests motivated to visit „Shizuku“ Japanese restaurant in 
Dubrovnik. 

5.4. Scarcity 

Since perceived scarcity will generate demand, it is one of the most popular techniques 
used in advertising. For example, saying that offers are available for a „limited time only‟ 
or „a limited number of guests‟ can act as a trigger to act fast, which encourages sales. 
In the travel guide the message saying that „You must book in advance“ a table at the 
restaurant „Nishta“ serves as a trigger  to encourage awareness of scarcity.

The information „Although the shelling of Dubrovnik in 1991 horrified the world, the 
city has bounced back with vigour to enchant visitors again“ also suggests some kind of 
scarcity because Dubrovnik as one of the most prominent world destinations is the only 
site in Europe on the Unesco’s list of world heritage that was shelled and bombed (by 
Serbs) during the Homeland War.

Taking into account that the title of this chapter is „Manipulation strategies in analyzed 
travel guides“ and that in this chapter the focus is on persuasion power and persuasion 
techniques, we can justify it in the following way:  As Aristotle had defined rhetoric as “the 
faculty of finding the available means of persuasion”, we can say that the communication 
in travel guides is partly based on persuasive power marked by hyperbolic language, 
glamorous images and persuasion techniques which from our point of view can be 
identified as soft or subtle manipulation. If we refer to the definitons of both verbs, to 
persuade - to make someone do or believe something by giving them a good reason to do 
it or by talking to that person and making them believe it; and to manipulate - to control 
or influence somebody/something, often in a dishonest way so that they do not realize it, 
we can state that the verbs to persuade and to manipulate cannot be precisely delimited 
because „a good reason“ when persuading someone can also be of manipulative nature 
in order to make somebody believe it. On the other hand „in a dishonest way“ as a part 
og definition of the verb to manipulate is of a very fluid meaning when referring to 
the context of advertising, making profit etc. The question is in fact what is ethically 
allowed or not. However, nowadays in some areas of life ethical principles also undergo 
certain changes and adjustments, so that it is quite complex to set strong boundaries. 
Consequently, we can conclude that the delimitation between the acts of persuasion and 
manipulation is also quite fluid, and due to this fact persuasion can be equalized with 
„soft“ manipulation.

CONCLUSIONS AND FURTHER RESEARCH 

The above analysis can substantiate the thesis set forth in the introductory part of this 
research, which proposes that the text genre travel guide is used in the communication 
process of tourism promotion and tourism consumption and that it is both informative 
and persuasive.

Text linguistic analysis showed that the travel guide is prevailing an assertive text type, 
subtypes informative, explicative and orientative texts, and concerning its persuasive 
form in some text it also belongs to the directive text type, subtype instructive texts.  
On the macrostructural level the text genre travel guide is divided into text segments 
with the cohesive and coherent purpose. Also, travel guides show a multimodal theme 
perspective -  a combination of images, text, drawings and collage is present in almost all 
analyzed texts of travel guides.  On the language stylistic level a high frequence of time 
adverbs, adjectives, hyperbolizations and numerous cases of passive voice perspective 
was recorded. This research also detected a strong use of modalization (verbs such as 

should, must, need) or expressions such as certainly, surely, or likely, used to state advice, 
tips, epistemic certainty and epistemic probability.

The quantitative analysis showed that the analyzed texts are mainly descriptive and that 
the verbs that appear at the top of the frequency lists have a typically static meaning 
(is, are, has, can, have). Verbal selection tends to describe what Dubrovnik can offer to 
tourists with a special focus on its historical sites of interest  (as suggested by protected, 
preserved and ancient),  and on the other hand it encourages the tourist to take action (as 
suggested by the verbs look, head, notice, enjoy etc.). The texts also contain adjectives 
connoting beauty and attractiveness of Dubrovnik and the surrounding area as well as 
adjectives with a stronger focus on the location’s physical and cultural and historical 
characteristics. The adjectives connoting natural beauty of Dubrovnik are mostly 
premodifying the nouns, as for example sea, beach, island, sky,sunset,view.

Within the qualitative analysis the analysis (using Mediatoolkit) focused on the frequency 
and distribution of words and syntagms closely connected with Dubrovnik has been 
conducted.  

Aimed at identifying representative sentiment features of the most frequent words and 
syntagms connected with Dubrovnik, a sentiment analysis of the general feelings produced 
by the selected travel guides texts, using open source tools, was performed. The analysis 
of the impact of the mentioned words and syntagms on two media: Web and YouTube for 
the period 23.12.2018 - 23.01.2019 showed that the sentiment features are under a strong 
influence of the time period and the target group of guests, i.e. their age. In other words, 
the time period and the target group of guests are decisive factors in choosing Dubrovnik 
in terms of affordability as a prerequisite for arousing positive sentiments. Consequently, 
the analysis of sentiment features showed that in the range of positive versus negative 
sentiment ratio, the results are more than 95% in favour of positive sentiment reactions 
towards words and syntagms concerning Dubrovnik as a tourism destination,  versus 6% of 
negative ratio of sentiment evaluation.

In the texts on Dubrovnik with persuasive power four out of six persuasion techniques 
proposed by Cialdini were registered: social proof, liking, authority and scarcity. The 
analysis of the four applied persuasion techniques in travel guides on Dubrovnik has led us 
to the conclusion  that persuasion and persuasion techniques can be equalized with „soft“ 
manipulation because there does not exist a strong delimitation between them. 

Our research might be further completed by including the impact of photography on travel 
guides (Mogilner, Aaker, Kamvar, 2012)  in order to interpret how happiness affects choice. 

Overall, the obtained results based on a complex analysis including the text 
linguistic,quantitative and sentiment analysis present a valuable contribution and basis for 
further research aimed at creating texts presenting a destination that generates  positive 
sentiments as an important prerequisite in making a final decision on visiting a certain 
destination.
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DETERMINING SENTIMENTS OF TOURISTS 
TOWARDS WEBSITES TEXT CONTENTS OF 
THE CROATIAN HEALTH TOURIST OFFER

Slobodan Ivanović
Vedran Milojica

Abstract
Purpose – this research examines the importance of measuring experienced sentiments of 
website users when browsing texts, which promote Croatian health tourism offer in order 
to evaluate their effectiveness, i.e. their contribution to the successful promotion of the 
Croatian health tourist offer.
Methodology – the empirical research was conducted in February 2018 by using a structured 
questionnaire with 22 questions examining the website users’ socio-demographic profile, 
their frequency for browsing for health tourism information, experienced advantages and 
sentiments while browsing website texts, which present Croatian health tourism offer. 
Data analysis was conducted with the use of SPSS 21 statistical package, and Pearson 
Coefficient of Correlation, Kruskal-Wallis Test and Mann-Whitney U Test were used.
Findings – a positive correlation has been found out indicating that the growth of positive 
sentiments of website users influences the growth of their satisfaction with the website 
text contents. With the use of Kruskal Wallis Test and Mann-Whitney U Test it has 
been determined that the website users who express a high level of satisfaction with the 
website contents experience positive sentiments towards tourist offer. No statistically 
significant difference has been determined for sentiments in relation to the gender and 
age of the respondents, unlike for the education where a significant statistical difference 
has been determined.
Originality of the research – This study represents the results of a first phase of a recently 
started scientific project. Its originality is based on the fact that so far no similar research 
has been conducted in Croatia, and its results can be used for further development of 
tourism website text contents.
Keywords: Website text contents, health tourist offer, attitudes of tourists, tourist´s 
sentiment

INTRODUCTION

Everyday development of digital economy has gained significantly in importance over 
the years in development of tourism and hospitality industry. By using Information and 
Communication Technologies, potential travellers are able to find desired information 
about tourist destinations and its offer much easier, which extensively simplifies their 
process of decision-making when choosing where to spend their holiday. On the other 
hand, tourist offer carriers can far more easily conduct all the necessary market research 
in order to determine tourist´s preferences, as well as conduct necessary marketing 
activities, especially promotion of tourist offer through tourist websites (Pilepić et al., 
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2010). Internet technologies operate as a new communication channel that perfectly 
fits the intangible, complex and interdependent nature of tourism. The Internet acts as 
the lifeblood of customers´ motivation and ability to travel since it provides the right 
information, at the right time, in the right place to the right individuals. In fact, information 
is quickly available anytime and anywhere, twenty-four hours a day, seven days a week 
(Petr, 2009, 230) when placed on websites. Contemporary websites represent a carefully 
formed combination of sound, animation, maps, interactive maps, video, pictures 
(Bosnar-Valković and Gjuran-Coha, 2007), and strategically formed texts which reflect 
the very essence of a certain destination. Carefully combined, these elements enable 
tourist offer carriers to present their tourist offer in the best possible way, by pointing out 
all the particularities that make a destination unique and recognizable, with an intention 
of developing tourist´s positive sentiments, and stimulate them to choose precisely that 
particular destination for their holiday. However, in order to achieve that, it is mandatory 
to determine the following: “Which is the level of efficiency of tourist websites in 
promotion of a tourist offer of a destination on the tourist market, respectively, when 
browsing a website, do website text contents cause tourist´s positive, neutral or negative 
sentiments towards a certain destination and its tourist offer?” In order to be able to 
provide an answer to this question, it is necessary to determine tourist´s attitudes by 
measuring their experienced sentiments after browsing the contents of a tourist website/s, 
and particularly texts that present the offer. The purpose of this paper is to determine 
the tourist´s attitudes towards website text contents presenting the health tourism offer 
of the Republic of Croatia, in order to evaluate their effectiveness in a sense of waking 
positive sentiments in tourists, stimulating them to visit Croatia as a tourist destination, 
and promote Croatian health tourism offer.

2. THEORETICAL BACKGROUND

2.1. The importance of Sentiments in Tourism

Emotion research has entered the tourism research field through market research on 
post-consumption behavior. Nowadays, it is expanding towards pre-consumption and 
consumption behavior, and is exploring innovative real-time observation techniques 
(Scuttari & Pechlaner, 2017, 50). The importance of emotions for tourism researchers 
lies with their function in determining the experiential processes and outcomes of tourism 
activities (Gnoth & Zins, 2009). Experiencing emotions reveals how tourists experience 
a certain tourist destination. It also influences their motivations two ways, tourist´s 
emotional needs for a holiday “push” tourists when bringing a decision of visiting a 
certain tourist destination, and destination stimuli “pulls” tourists to visit a destination 
with a goal of achieving their “emotional benefits” (Rahmani et al., 2018, 3 according to 
Tamir et al. 2016; Gnoth, 1997; Goosens; 2000). However, today terms such as emotion 
and sentiment are used lightly, and very little people know its true meaning. 

What is the difference between “feelings” and “sentiment”? Both of these words are used in 
connection with emotions and expression of emotions. Emotions represent physiological 
and mental reactions that affect the thinking and behavior of a person. Terms “Feelings” 
and “sentiment” can be considered as synonyms according to some dictionaries. A 
person might even speak about their “feelings” and “sentiments” interchangeably. 
“Sentiment” represents a specific emotion, attitude or opinion, often referred to as an 
emotional expression of love, sympathy, kindness or another strong positive feeling. 
However, it must be noted that sometimes these words may be used interchangeably 
by native English speakers when speaking about “feelings” or “sentiments” and only 
refer to person’s thoughts or attitude (DifferenceBetween.net, 2018). The importance 

of determining sentiments has significantly grown over the years both in academia and 
in practice, due to the fact that various new problems and challenges are constantly 
emerging. Experts have made significant efforts in developing various methods as well 
as software which significantly simplifies the analysis and the determining the necessary 
conclusions (Cambria et al., 2017; Liu, 2017; Agarwal and Mittal, 2016; Liu, 2015, Kim 
& Hovy, 2004, etc.). Analyzing sentiments means studying and determining the opinions 
and emotions towards certain entities, events and their attributes (Sharma et al., 2015), 
and its use in tourism is of great importance, especially when analyzing the website text 
contents, and the level of their efficiency in promotion of tourist offer. 

Tourist´s motives for undertaking a journey have significantly changed over the years in 
the sense that tourists are focused more on acquiring unrepeatable and unique experiences. 
Contemporary tourist product which is adapted to the needs of today´s tourists enables 
them individualization and personalization of the experience itself (Vitasović, 2014), 
which will in the end, result in developing positive sentiments toward a destination and 
encourage tourists to (re-)visit. Besides continuous work on tourist offer development, 
it is mandatory to invest maximum efforts in structuring tourist websites which will 
contain carefully formed texts that will describe the tourist offer in the most precise and 
accurate way. Also, it is important to measure the efficiency of the website text contents, 
respectively, do these texts stimulate tourist´s positive sentiments after browsing. This 
implies continuous website evaluation which will be presented in the next sub-chapter. 

2.2. Evaluation of website´s text contents in tourism

Over the years, websites have become an irreplaceable and important tool for successful 
promotion of tourist offer on the tourist market, especially due to the fact that they enable 
tourist offer information to be presented as interactive as possible, in order to awake 
tourist´s interest and stimulate them to visit and experience a certain tourist offer (Vijoli 
& Marinescu, 2016). In order to enable successful business and competitiveness on the 
tourist market, they need to be designed very carefully, while taking into consideration 
numerous elements, which will, in the end, result in achieving users satisfaction based 
on their positive sentiments experienced while browsing (Spremić & Strugar, 2006). 
However, creation of websites as such is insufficient. Websites must be evaluated in order 
to determine whether they are achieving their full potential in promoting tourist offer on 
the tourist market in the best possible way. 

As a newly emerging research area, website evaluation has no globally accepted 
definition yet. However, the US Department of Health and Human Services broadly 
characterizes website evaluation as the act of determining a correct and comprehensive 
set of user requirements, ensuring that a website provides useful content that meets user 
expectations and setting usability goals. In general, prior studies on website evaluation 
fall into two broad categories: quantitative and qualitative. Quantitative studies usually 
generate performance indices or scores to capture the overall quality of a website (US 
Department of Health and Human Services, 2006 quoted in Law et al., 2010, 297). 
Tourism websites are of great importance in forming country´s and regional image, 
as well as virtual experience for tourists (Horng & Tsai, 2010), and their evaluation 
is important because it simplifies studying of the behavior of website users, and their 
reactions to the contents and services offered online (Antonioli Corioglano & Baggio, 
2006), as well as undertaking promotion activities. As previously mentioned, carefully 
formed texts definitely play an important, if not the key part in successful promotion of 
a contemporary tourist offer. Every little detail, and the text quality in total, may be that 
very trigger which will stimulate tourist´s positive sentiments, and choose that destination 
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for a holiday. Bearing in mind all the previously stated, it was the reason for the authors 
of this paper to undertake this research, respectively, to determine which sentiments 
website users experience after browsing the text contents presenting health tourism offer 
of Croatia. In the following chapter, the authors will present the methodology of research. 

3. METHODOLOGY

In order to fulfill the proposed research objectives, the authors conducted an empirical 
research with the primary data collected by using a structured questionnaire in which 
the respondents evaluated the given questions. The questionnaire was prepared by 
adapting the elements of previous research by Roblek et al. (2018), Lemire et al, (2008), 
Labrecque et al, (2013) when determining the frequency of browsing for health tourism 
website text contents, Bach and Kim (2012), Lostakova et al. (2012), and Gurau (2005) 
in determining the respondents experienced advantages when browsing, and Roblek et 
al (2018), Lapidus and Bond-Dryankova (2014), Holtgräfe and Zentes (2012), Pereira 
et al. (2017), Montoya-Weiss et al. (2003), Foukis (2015), Yoo and Donthu (2001), and 
Maxham (2002a, 2002b, 2003) when determining the website user´s level of experienced 
sentiments when browsing the website text contents which present health tourism offer. 
Socio-demographic profile of the respondents was also defined. The respondents were 
asked to visit a website of the Croatian Tourist Board (https://www.croatia.hr/en-GB) and 
browse the website text contents presenting health tourism offer. The questionnaire was 
conducted by using the website EnKlik Anketa, and the link was distributed by e-mail 
in the beginning of February 2018 on 321 e-mail addresses, out of which 122 filled 
questionnaires were registered on the website, representing a response rate of 26.31 %.

The authors formed and tested the following hypotheses: 

H0: High level of user´s satisfaction with the website text contents of health tourism offer 
significantly contributes to formation of their positive sentiments towards Croatia as a 
tourist destination.

H1: There is no significant difference between male and female respondents when 
expressing the level of satisfaction with the website text contents presenting health 
tourism offer of Croatia.

H2: Respondent´s age is not significantly connected with their experienced sentiments 
when browsing website text contents of health tourism. 

H3: Respondents with high level of education will express more positive sentiments 
when browsing website text contents presenting health tourism offer than the respondents 
with lower level of education.

The analysis of the primary data was conducted with the use of statistical package SPSS 
21, and Pearson Coefficient of Correlation, Kruskal Wallis Test and Mann-Whitney U 
Test were used. 

4. RESULTS

Socio-demographic characteristics of the respondents are presented in the next table

Table 1. Socio-demographic characteristics of the respondents (N=122)

N %

Gender
Male 42 34.7%

Female 79 65.3%

Age
25-35 59 48.4%

36 – 45 52 42,6%
46+ 11 9.0%

Education

Elementary School 0 0.0%
High School 5 4.1%

College education 50 41.0%
Higher education 8 6.6%

Masters 17 13.9%
Doctorate 42 34.4%

Country of 
origin

Slovenia 15 12.3%
Austria 2 1.6%

Italy 3 2.5%
Bosnia and 

Herzegovina 29 23.8%

Serbia 18 14.8%
Macedonia 4 3.3%
Germany 0 0.0%
Croatia 45 36.9%
Spain 0 0.0%

Portugal 1 0.8%
Other 5 4.1%

Occupation

Private entrepreneur 4 3.3%
Manager 8 6.6%

Administration 34 27.9%
Technical work 4 3.3%

Physical job 0 0.0%
Education 61 50.0%

High School student 0 0.0%
College student 10 8.2%

Pensioner 0 0.0%
The rest 1 0.8%

Monthly 
income (€)

500 - 1500 € 98 81.0%
1501 - 2500 € 11 9.1%

2501+ 12 9.9%
Total 122 100.0%

Source: Research results
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The sample contained a significantly high number of female respondents (65.3%), while 
the male participants amounted 34.7%. In terms of age, 48.4% of them stated they 
belong to the group 25-35 years, followed by group 36-45 (42.6%), and 46 years and 
higher (9.0%). When monitoring their level of education, it has been registered that the 
majority finished college education (41%), doctorate (34.4%), higher education (6.6%), 
and finally high school degree (4.1%). According to the country of origin, 36.9% of 
respondents were from Croatia, followed by Bosnia and Herzegovina (23.8%), Serbia 
(14.8%) and Slovenia (12.3%). The respondents whose countries were not listed were 
from Greece, Hungary, Iran, and Slovakia and they amounted to 4.3%. When asked about 
their occupation, the majority of respondents replied Education 50.0% and administration 
27.9%. In terms of monthly income, 81.0% of the respondents stated they have a monthly 
income 500-1500€, 9,1% stated 1501 - 2500€, while 9.9% stated 2501€ and more.

Table 2. Frequency of website users browsing the tourist websites in search of health 
tourism information during the last two months

N %

How often did you search 
the websites in order to get 
the information about health 
tourism during the last two 
months?

every day 4 3.3%
once a week 8 6.6%
once a month 49 40.2%
Less 61 50.0%
Total 122 100.0%

Source: Research results

When asked to evaluate how frequently they browsed the tourist websites in search of 
health tourism information during the last two months, it has been noted that only 3.3% 
were loking for the information every day, 6,6% once a week, 40,2% once a month, while 
a high percentage 50.0% stated less.

In the following text the authors will present the descriptive indicators for experienced 
level of satisfaction and sentiment which website users experienced when browsing 
texts presenting health tourism offer. Frequencies and percentage, arithmetic mean 
and standard deviation will be presented for each of the questions, and they will be 
commented in terms of the registered smallest and highest value of the arithmetic mean 
in the respondents’ replies.

Table 3: Advantages perceived by users when browsing tourist websites in search 
for health tourism information

N % x̅ SD

Better and faster 
access to the 
information about 
the health tourism 
offer presented on 
the websites has 
a positive effect 
when making a 
decision about a 
holiday destination 

I completely 
disagree

3 2.5%

I strongly 
disagree

5 4.1%

I disagree 5 4.1%
Neutral 15 12.3%
I agree 16 13.1%

I strongly agree 44 36.1%
I completely 

agree
34 27.9%

Total 122 100.0% 5.49 1.52

Exploring 
information about 
health tourism 
through websites 
saves my time and 
money.

I completely 
disagree

3 2.5%

I strongly 
disagree

2 1.7%

I disagree 1 0.8%
Neutral 16 13.3%
I agree 23 19.2%

I strongly agree 41 34.2%
I completely 

agree
34 28.3%

Total 120 100.0% 5.61 1.36

Source: Research results

The results for the advantages perceived indicate that respondents consider that 
researching information about health tourism through websites saves their time and 
money (x̅=5,61 and SD=1,36), and that better and faster access to the information about 
the health tourism offer presented on the websites has a positive effect on them when 
making a decision about a destination for a holiday (x̅=,549 and SD=1,52). 
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Table 4: Sentiments experienced when browsing the text contents on tourist 
website presenting health tourism offer

N % x̅ SD

Information about the website 
related to health tourism offer 
awakes positive sentiment when 
deciding on visiting Croatia as a 
tourist destination in general

I completely disagree 4 3.3%
I strongly disagree 4 3.3%

I disagree 6 4.9%
Neutral 17 13.9%
I agree 18 14.8%

I strongly agree 40 32.8%
I completely agree 33 27.0%

Total 122 100.0% 5,40 1,56

Information on the website 
related to the health tourism 
offer motivates me to experience 
it personally 

I completely disagree 3 2.5%
I strongly disagree 5 4.1%

I disagree 10 8.2%
Neutral 11 9.0%
I agree 22 18.0%

I strongly agree 38 31.1%
I completely agree 33 27.0%

Total 122 100.0% 5,38 1,57

I am completely satisfied with 
the quality of the information 
about the health tourism offer 
on the website

I completely disagree 5 4.1%
I strongly disagree 2 1.6%

I disagree 14 11.5%
Neutral 31 25.4%
I agree 47 38.5%

I strongly agree 17 13.9%
I completely agree 6 4.9%

Total 122 100,0% 4,54 1.29

I am completely satisfied with 
the reliability of information 
about health tourism offer on 
the website

I completely disagree 3 2.5%
I strongly disagree 6 4.9%

I disagree 10 8.2%
Neutral 33 27.0%
I agree 43 35.2%

I strongly agree 22 18.0%
I completely agree 5 4.1%

Total 122 100.0% 4,58 1.27

I am completely satisfied with 
the diversity of information 
about the health tourism offer 
on the website 

I completely disagree 5 4.1%
I strongly disagree 4 3.3%

I disagree 9 7.4%
Neutral 37 30.3%
I agree 43 35.2%

I strongly agree 20 16.4%
I completely agree 4 3.3%

Total 122 100.0% 4,52 1,27

Design and layout of the website 
significantly contributes to 
my positive sentiment of 
satisfaction when browsing 

I completely disagree 2 1.6%
I strongly disagree 3 2.5%

I disagree 7 5.7%
Neutral 14 11.5%
I agree 19 15.6%

I strongly agree 59 48.4%
I completely agree 18 14.8%

Total 122 100.0% 5,41 1,32

Browsing the website in search 
of health tourism information 
was worth the effort 

I completely disagree 5 4.1%
I strongly disagree 0 0.0%

I disagree 3 2.5%
Neutral 32 26.2%
I agree 49 40.2%

I strongly agree 24 19.7%
I completely agree 9 7.4%

Total 122 100.0% 4.87 1.23

Attractive presentation of the 
information on the website 
makes me feel positive about 
the health tourism offer

I completely disagree 2 1.7%
I strongly disagree 5 4.1%

I disagree 2 1.7%
Neutral 10 8.3%
I agree 27 22.3%

I strongly agree 51 42.1%
I completely agree 24 19.8%

Total 121 100.0% 5.51 1.32
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The quality of the information 
on the website satisfies my 
needs to the extent that I will 
use this website in the future

I completely disagree 4 3.3%
I strongly disagree 2 1.6%

I disagree 6 4.9%
Neutral 20 16.4%
I agree 45 36.9%

I strongly agree 35 28.7%
I completely agree 10 8.2%

Total 122 100.0% 5.01 1.29

It is very likely that I will spread 
positive word of mouth about 
this website 

I completely disagree 3 2.5%
I strongly disagree 3 2.5%

I disagree 6 4.9%
Neutral 19 15.6%
I agree 48 39.3%

I strongly agree 34 27.9%
I completely agree 9 7.4%

Total 122 100.0% 5.00 1.25

I would recommend this 
website to my friends who are 
in search of the health tourism 
information 

I completely disagree 3 2.5%
I strongly disagree 4 3.3%

I disagree 4 3.3%
Neutral 24 19.7%
I agree 42 34.4%

I strongly agree 33 27.0%
I completely agree 12 9.8%

Total 122 100.0% 5.01 1.30

The information on the website 
made me feel the true authencity 
of a destination

I completely disagree 3 2.5%
I strongly disagree 2 1.6%

I disagree 7 5.7%
Neutral 23 18.9%
I agree 32 26.2%

I strongly agree 44 36.1%
I completely agree 11 9.0%

Total 122 100.0% 5.09 1.30

The information on the 
website made me feel the true 
atmosphere of a destination

I completely disagree 4 3.3%
I strongly disagree 4 3.3%

I disagree 4 3.3%
Neutral 25 20.5%
I agree 33 27.0%

I strongly agree 43 35.2%
I completely agree 9 7.4%

Total 122 100.0% 5.00 1.35
Source: Research results

The data in the table above present the results of the evaluation of website users 
experienced sentiments when browsing the text contents presenting health tourism 
offer. The respondents rated high the question indicating that attractive presentation of 
information on website makes them feel positive about the health tourism offer (x̅=5.51 
and SD=1.32), followed by the question that design and layout of the website has a 
significant contribution towards developing users positive sentiments when browsing 
(x̅=5.41 and SD=1.32). Also, the respondents rated high the question about how health 
tourism information presented on the website awakes user´s positive sentiments when 
making a decision on visiting Croatia as a tourist destination in general (x̅=5.40 and 
SD=1.56), and how these pieces of information motivate respondents to experience the 
tourist offer personally (x̅=5.38 and SD=1.57). A slightly lower grade was given to the 
questions which show website user´s tendency to recommend the website to their friends 
when looking for health tourism information (x̅=5.01 and SD=1.30), user´s satisfaction 
with the quality of information to the extent that they will decide on future use of the 
website (x̅=5.01 and SD=1.29), and the possibility of spreading positive word of mouth 
about the website (x̅=5.00 and SD=1.25). It is also necessary to point out the following:  a 
level of complete satisfaction with the reliability of information about health tourism offer 
on the website (x̅=4.58 and SD=1.27), satisfaction with the quality (x̅=4.54 and SD=1.29), 
and the diversity of information on the website (x̅=4.52 and SD=1.27).

Pearson Coefficient of Correlation

In order to investigate the relations between the level of satisfaction and experienced 
sentiments when browsing the website contents, the authors used a Pearson Coefficient 
Correlation. The authors wanted to express the mutual connection between two variables, 
in this case the level of satisfaction with the website text contents presenting health 
tourism offer of Croatia and the experienced sentiments after browsing these contents. 

Table 5: Pearson Coefficient Correlation

Sentiment Satisfaction

Sentiment
Pearson Correlation -
Sig. (2-tailed)
N 119

Satisfaction
Pearson Correlation ,642** -
Sig. (2-tailed) ,000
N 117 120

**. Correlation is significant at the 0.01 level (2-tailed).

Source: Research results
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Correlation between sentiment and satisfaction amounts r=0.642 with the significance 
of  0.01, with the reliability level of 99%. This indicates that the correlation is positive, 
respectively, of medium intensity which means that the growth of positive sentiment 
results in growth of satisfaction with the website text contents.

The results of Kruskal-Wallis and Mann Whitney U Test 

Here follow the results of non-parametric statistical tests Kruskal Wallis and Mann 
Whitney Test in order to present if there is a significant difference in experienced 
sentiments considering the level of satisfaction and demographic variables. In order to 
additionally determine if there a difference in the value of sentiment considering the 
monitored level of satisfaction, testing will be conducted by using Kruskal Wallis Test.

Table 6: Kruskal-Wallis Test

Satisfaction N Mean Rank p

Sentiment

low satisfaction level 7 14.00 χ2=33.551, 
p<0.001neutral satisfaction level 12 20.13

high satisfaction level 98 66.97
Total 117

Source: Research results

The level of significance for sentiment amounts less than 5%, respectively p<0.001, so 
that we can state that with the reliability level of 95% there is a statistically significant 
difference for sentiment in relation to the level of satisfaction. According to the data in 
the previous table, significantly higher ranges are registered, respectively, the value of 
replies is higher) for the respondents who expressed a high level of satisfaction with the 
website text contents. It confirmed the hypothesis H0. 

Table 7: Mann-Whitney U Test

Gender N Mean Rank P

Sentiment
Male 40 60.05 Mann-Whitney 

U=1,538,000, 
p=0.900

Female 78 59.22
Total 118

Source: Research results

By setting the hypothesis H1 the authors wanted to determine if there is a significant 
difference between the respondents according to gender in relation to the total experienced 
sentiment. The results indicate that the level of significance for sentiment amounts to 
more than 5%, respectively p=0.900, which means that with the reliability of 95% can be 
concluded that there is no statistically significant difference for sentiment considering the 
gender of the respondents. H1 was not confirmed.

Table 8: Kruskal-Wallis U Test

Age group of respondents N Mean Rank p

Sentiment

25–35 56 61.93 χ 2 = 1 . 6 6 9 , 
p=0.43436–45 52 60.60

46+ 11 47.36
Total 119

Source: Research results

By testing the H2 the authors wanted to determine if the respondent´s age is significantly 
connected with the experienced sentiments. The significance value for sentiment amounts 
more than 5%, respectively, p=0.434, and it can be stated that with the reliability level 
of 95%, there is no statistically significant difference for sentiment considering the age 
group of the respondents. H2 was not confirmed.

Table 9: Kruskal-Wallis U Test

Level of formal education N Mean Rank p

Satisfaction

High School 5 13.10 χ2=20.439, 
p<0.001College education 50 69.58

Higher education 8 64.88
Masters 17 73.35
Doctorate 40 48.74
Total 120

Source: Research results

By the H3 the authors wanted to determine whether respondents who possess high level 
of education will express more positive sentiments when browsing website text contents 
which present health tourism offer than the respondents with lower level of education. 
The results of the test indicate that the significance level for sentiment amounts less than 
5%, respectively, p<0.001, which means that with the reliability of 95% can be stated that 
there is a statistically significant difference regarding registered positive sentiments in 
relation to the level of formal education. Data in the above table indicate that the ranges 
are significantly higher for respondents with college education and master’s degree.  H3 
was confirmed. 

5. CONCLUSIONS

This study attempted to emphasize the importance and necessity of conducting tourism 
website evaluation and monitoring sentiments of potential tourists. The results of the 
empirical research indicate that the respondents recognized the advantages of using 
websites in search of information about the health tourism offer in a way that it helps 
them save their time and money. Also, faster and easier access to the information has a 
positive effect on them when making a decision about choosing the holiday destination. 
When evaluating their sentiments experienced while browsing, the respondents stated 
that attractive presentation of information on the website, as well as design and layout of 
the website affects them to experience positive sentiments, and stimulates them to visit 
Croatia and experience the health tourist offer personally. Questions with a negligibly 
lower grade were the ones presenting the user´s tendency to recommend the website to 
their friends and family in the future and possible spreading a positive word of mouth. 
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Also, lower grade was given to the questions involving overall level of satisfaction with 
the reliability, diversity and quality of the texts presenting health tourism offer on the 
website. 

By using the Pearson Coefficient of Correlation, the authors found out a positive 
correlation, respectively, that the growth of positive sentiments of website users stimulates 
their growth of the level of satisfaction with the website text contents. 

By confirming the H0 the authors determined that, website users who show a high level 
of satisfaction with the website text contents of health tourism offer, experience positive 
sentiments towards Croatia as a tourist destination. H1 and H2 were both rejected, 
considering that the results have shown neither a statistically significant difference for 
sentiment, nor for the gender or the age of the respondents. However, by testing  the H3 
it has been confirmed that the respondents who possess a high level of education will 
express more positive sentiments when browsing the website text contents which present 
health tourism offer than the respondents with lower level of education.

Based on the presented findings, the authors’ opinion is that the results of this research 
are significant for the improvement of the website text contents of the Croatian Tourist 
Board, considering that it promotes (health) tourist offer of the Republic of Croatia on 
the international level. Further improvement, or a design of complete new website text 
contents has to be performed by marketing experts who know the real essence of the 
tourist destination and its offer, respectively, all the small particularities that make it 
unique and recognizable. It is recommendable to organize certain form of workshops and 
meetings where associates will, based on research of website text contents of competitive 
destinations propose further developmental guidelines with a purpose of achieving 
competitiveness on the tourist market, as well as awaking awareness of potential tourists 
about the destination of excellence. 

Authors need to acknowledge certain limitations of this paper. The analysis was performed 
on a relatively small statistical sample, in which the majority (36.9%) were Croatian 
citizens, meaning, there is a possibility that subjectivity may have influenced the results. 
Additionally, a very small number of respondents failed to respond all the questions given. 
However, their number is negligible and does not diminish the research results. Bearing 
in mind that these results represent the initial results of a scientific project, they can be 
considered as a starting platform for future research in this area. It is recommendable to 
repeat this research in the future, preferably on a bigger statistical sample. 
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Abstract
Purpose: This paper presents the importance and necessity of measuring satisfaction 
of website users with the texts presenting the Croatian gastronomic offer, and their 
experienced sentiments during and after browsing. The goal is to determine the influence 
of these texts on successful decision-making process when choosing Croatia as a 
gastronomic holiday destination. 
Methodology: The empirical research was performed in February 2019 by using a 
structured questionnaire which was distributed online. The acquired data were analyzed 
by using the SPSS 21 Statistical package. The authors used Cronbach Alpha Coefficient 
to test the validity of the questionnaire, as well as Pearson´s Coefficient of Correlation, 
and T-Test and Levene´s Test for Equality for variances.
Findings: By using Pearson´s Coefficient of Correlation a positive correlation was 
determined indicating that the growth of satisfaction of website users with the texts 
will result in experiencing positive sentiments towards Croatia as destination. No 
statistically significant difference was determined regarding respondents’ satisfaction 
in relation to their monthly income. By using T-test and Levene´s Test for Equality of 
Variances a statistically significant difference regarding registered sentiments in relation 
to the respondent´s gender was found out. A statistically significant difference has been 
determined for positive sentiments in relation to the respondent´s gender, which was not 
the case for satisfaction and gender.
Contribution: The results enable better understanding of where to focus in terms of text 
improvements (its quality, diversity, etc.). The main goal has to be better success in tourist 
offer promotion, and positive decision when choosing Croatia as a holiday destination.
Keywords: gastronomy, websites, gastronomic offer, Croatia, measuring satisfaction, 
measuring sentiments

INTRODUCTION

Tourism became a major and significant part of a contemporary experience economy 
within which food plays an important and significant role. Food represents a crucial 
part of all cultures, a major element of global intangible heritage of a destination and 
increasingly important attraction for tourists. Strong and firm connection between food 
and tourism represents a platform which contributes significantly towards successful 
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local economic development of a destination, and enables the potential of development 
and/or strengthening of a destination´s brand. Over the years tourists’ preferences have 
significantly changed from the classical tendency to visit physical sights such as museums 
and monuments. Now, the imperative is focused on new experiences in the sense of 
consuming intangible elements of culture (atmosphere, creativity and lifestyle), which 
provides new opportunities for tourism destinations and its local inhabitants, but at the 
same time creates major and new challenges especially when discussing development 
of new and unique experiences, undertaking marketing activities, and formation of a 
recognizable brand (Richards in OECD, 2012). Over the years development of digital 
economy left a strong impact on tourism industry in many ways, but one of them that 
left a strong positive impact on the business was easier and more efficient presentation 
and promotion of tourist offer (Pilepić et. al, 2010), which is of significant importance 
for Gastronomic tourism. When presenting and promoting Gastronomic tourist offer, 
all the information (text in particular) need to be precise and up-to-date in the sense 
that tourists need to be completely aware of all the specificities of a certain gastronomic 
offer, considering that any specific detail can prevail when deciding which destination to 
choose for a holiday. Texts need to present the gastronomic offer in a way that the cultural 
essence is presented aiming towards awaking positive sentiments towards the offer and 
the destination in general, which would hopefully contribute  to choosing that particular 
destination. The only way to determine the level of efficiency of a certain website is 
through measuring the level of satisfaction with the text contents, and experienced 
sentiments after browsing them. The identified results can contribute to future website 
contents improvement, which will stimulate destination´s positive performance, improve 
the promotion on the tourist market, as well as its competitive positioning. The main 
purpose of this paper is to determine the level of satisfaction and which sentiments do 
website users experience when browsing the textual contents about Croatian gastronomic 
tourist offer. After the theoretical part of the paper the authors will present the applied 
methodology and results of the empirical research. Based on the results the authors will 
propose developing guidelines. Finally, the conclusion will summarize all the determined 
results.

1. THEORETICAL BACKGROUND

1.1. The importance of Internet and Websites as presenters of contemporary tourist 
offer

The data from the Oxford Economics (2016) and Tourism Economics (2016) indicate that 
almost half of the global population, which amounts to over 3 billion of people currently 
uses the internet. Approximately 1,5 billion started using it since 2008 onwards, and the 
growth rate is rising. Within this, the European Union is a relatively mature regional 
market, in particular due to the fact that from approximately 600 million Europeans 
who are online, 400 million of them come from the EU member states. In the majority 
of the EU countries the proportion of population online amounts to over 75%, which 
makes Europe the leader on world level from this point of view. Internet plays a vital and 
growing role in the European Tourism and Hospitality Industry, which has been witnessed 
by large and significant increases and improvements in online access throughout the 
European region allowing greater online sales and research in the tourism sector. Increase 
of Internet access made a significant impact on tourism development by contributing 
towards global connectivity. Internet became a highly trusted source of information, and 
overall impact of online content presented on websites includes the impact of online 
tourism sales, and trips researched online. Today, various forms of online content are far 

more trusted in comparison to the traditional media and recommendations from friends 
and relatives. Clear and accessible information are sought on daily basis, and their quality 
and diversity significantly contributes to achieving destination competitiveness and 
tourism performance. Becoming incredibly significant in communication between tourist 
offer carriers and (potential) tourists,  resulted in websites becoming a focus of numerous 
scientific research works in the world. In order to determine the current achievements in 
tourism website evaluation methods, Law et al. (2010) conducted a thorough analysis 
of most significant published scientific achievements in that area in the period from 
1996 until 2009 and determined that only a limited number of researches was made until 
then in the field of tourism website evaluation, and those using previously mentioned 
approaches resulted with a moderate success. Their opinion was that the approaches used 
in that period were maybe inadequate for determining what motivates users to browse 
the website contents and make purchases; consumers and practitioners are insufficiently 
familiar with how website performance can be precisely measured, since in that period 
of time current tourism literature had no common agreement in terms of standards or 
techniques how websites should be evaluated. They proposed that future research should 
be aimed towards setting specific standards for tourism website evaluation, as well as 
development of new research techniques focused on determining the needs of consumers 
and practitioners, especially when taking into consideration continuous changes in tourist 
behavior. In the following years new researches were made. Dickinger and Stangl (2013) 
proposed a theoretically-based alternative, a formative measurement approach for website 
performance. They formed a formative index which enables organizations to conduct an 
evaluation of their websites and determine the impact of performance of their website 
on overall value and satisfaction of website users. RuelNovabos et al (2015) developed 
a User-Perceived Quality tool using an integrated set of website quality attributes from 
the already existing tools for the destination websites evaluation in order to help their 
local government units in determining their websites effectiveness. The tool also informs 
web developers of design deficiencies that need to be improved. Its application supports 
effectiveness of destination websites, in terms of determining how these websites are 
perceived by target users, respectively (potential) tourists. 

Today it is insufficient to just develop a website in order to become and/or remain 
competitive on the e-market space. The website dimensions need to be developed 
according to the type of the website stakeholder, their characteristics, marketing goals 
and issues of a website, as well as type and profile of a website user (Sigala, 2011), and 
their effectiveness has to be determined through measuring the website user´s level of 
satisfaction and sentiments experienced when browsing the texts.  

1.2. Measuring satisfaction of website users in tourism

Over the years measuring satisfaction became one of the central concepts when 
monitoring and studying behavior of tourists (i.e. Kozak and Rimmington, 2000; Kozak, 
2001; Kozak et al, 2005; Maditinos, 2008; Avelini Holjevac et al, 2009; Marković et 
al, 2010; Correia et al, 2013; Marković et al, 2014;  Lončarić et al, 2015, etc.). One 
of the biggest challenges with which tourist destinations are faced today is creation 
of a tourist offer which will be able to satisfy the desires and needs of current and 
potential tourists as much as possible. Nowadays, tourists are becoming increasingly 
more demanding as a result of development of certain activities, experiences, knowing 
their rights coming from the relation seller-buyer. They demand “Value for money”, i.e. 
they expect to achieve higher value for themselves. Along with the quality of tourist 
products and services, tourist satisfaction represents one of the basic factors in achieving 
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competitiveness of a tourist destination on the contemporary tourist market. The basic 
strategy of a destination aimed at achieving success is precise measuring and monitoring 
of tourist´s level of satisfaction in order to determine their attitudes towards tourist offer 
elements and destination in general (Marković et al, 2010). As previously mentioned, 
today tourists tend to choose to find out details about a specific destination and its offer 
online, which made it necessary to pay additional attention towards determining their 
level of satisfaction with the websites presenting the tourist offer. 

Subramonian et al (2014) focused on investigating the factors of e-satisfaction with 
online travel services and describe the connection with the analyzed factors. Their 
results determined that the factors of e-satisfaction had a significant role in traveller´s 
satisfaction with the online tourism products. Also, it has been determined that the model 
proposed by the authors is reliable and can significantly help practitioners managing 
travel and tourism online businesses, considering that it identifies all the important factors 
for e-satisfaction related to tourism products and services, and can make significantly 
easier for the practitioners to understand tourist´s interactions with tourism products and 
services. Noronha and Rao (2017) aimed their research towards understanding the effect 
of website quality on customer satisfaction and their purchase intention after browsing 
the online travel ticket booking websites. They found out that the strongest quality factors 
in this case were quality of information provided, system quality, quality of services and 
website design. Identified results are of significant use for the companies selling these 
services considering that it enables determining which factors are currently contributing 
towards positive business result, and which factors are critical and need further actions. 
The main goal must be constant provision of top quality services and retaining of current 
service users, as well as attracting new ones. Masa’deh´s et al. (2017) research examined 
the interconnection among the knowledge quality, system quality, quality of service, 
perceived ease of use, satisfaction of website users and their continuous intention towards 
using the tourist board website. The results indicated that a positive effect of quality of 
knowledge and website user´s satisfaction was achieved through use of the website and 
its content. 

1.3. Importance of determining tourist´s sentiments

Previously, when thinking about buying a certain product or a service, people would ask 
their friends and family, or acquaintances for their opinion. However, this has changed 
significantly over the years, with the development of Internet and IT, in particular in 
tourism industry. Nawadays, tourists are enabled to express their own opinions, feelings 
and experiences about tourist products and services online, as well as find out more about 
other people´s experiences (Agarwal, 2015; Agarwal and Mittal, 2014a; Agarwal and 
Mittal, 2014b), or they can simply choose to browse the general information about a 
tourist destination´s offer. If taken into consideration that today´s tourism websites are 
capable to present the destination´s tourist offer to the very details, it can be justifiably 
stated that tourist´s exposure to the website text contents will result in forming hopefully 
positive sentiments towards a destination and its offer (Ivanović and Milojica, 2018). 
Measuring sentiments, in tourism in particular, has been given a significant attention over 
the years, in which the emphasis is made mostly on textual contents analysis (such as 
blogs, reviews, etc.) (i.e. Rahmani et al, 2018; Liu et al, 2019; Yan et al, 2018; Gräbner et 
al, 2012) or determining their attitudes by either using questionnaires or being interviewed 
(Ivanović and Milojica, 2018; Hosany, 2012; Gnoth et al 2000; Servidio and Rufolo, 
2016; Hosany et al, 2014; Hosany and Gilbert, 2009) etc. In order to get a clearer insight 
the authors will present some of them. I.e., Prayag et al (2015) focused primarily in their 

paper on determining the relationships among specific emotional responses and perceived 
overall image, perceived overall image and tourist satisfaction, perceived overall image 
and intention to recommend, specific emotional responses and tourist satisfaction and 
tourist satisfaction and intention to recommend. Their results were especially significant 
for development of further marketing activities, since they determined that tourist´s 
experienced emotions have a positive effect on their evaluation of destination´s overall 
image as well as their experienced level of satisfaction. These findings are exceptionally 
important for future marketing activities which need to be aimed towards creation of 
an appropriate image based on emotions caused by the tourist destination. Within their 
study Hosany and Gilbert (2009) managed to develop a scale aimed towards measuring 
tourists’ emotional responses toward destinations. They managed to prove empirically 
the direct connection among the dimensions of experienced tourist´s emotions, their level 
of satisfaction as well as future intention to recommend, as well as that satisfaction is a 
mediator between tourist´s emotions and intentions to recommend.  

Previously presented theoretical background presents the most important findings in 
the areas of IT, measuring website user´s satisfaction with the websites, and measuring 
sentiments in tourism. It is quite clear that the importance of measuring satisfaction with 
the websites has been recognized as one of the most important pre-conditions for its further 
improvements; website user´s opinions and attitudes need to be monitored constantly in 
order to determine all the website´s advantages, and where potential improvements are 
necessary. Particular attention needs to be made on forming and placing professionally 
prepared textual contents presenting the tourist offer in a professional, yet warm and 
pleasant way that will stimulate website user´s positive sentiments, and make them feel 
invited and welcome. In order to determine the success of these texts, it is important 
to measure the website user´s sentiments as well through use of specifically structured 
questionnaires. According to the knowledge of authors of this paper, the majority of 
research aimed in analyzing sentiments is based on the analysis of texts with the use 
of various software. However, practically no research was focused on determining the 
website user´s satisfaction with the actual texts presenting the tourist offer nor their 
experienced sentiments after browsing them, which is the main reason of the authors 
for undertaking this study. It is expected that the results of this research will contribute 
significantly towards improvement and formation of better quality texts which will 
manifest on formation and implementation of more successful marketing strategies, all 
with a goal of achieving competitiveness on the tourist market. 

2. METHODOLOGY

An empirical research was conducted with the use of a structured questionnaire, which 
was filled online by the respondents who browsed the text presenting the gastronomic 
offer of the Republic of Croatia. The respondents were asked to visit the official website 
of the Croatian Tourist Board and search the text contents which present Croatian 
gastronomic offer, and following to fill the questionnaire through the website EnKlik 
anketa. The questionnaire was distributed in January 2019 through e-mail and social 
networks, and 90 respondents participated successfully in the survey by answering on 
all the questions given. The authors measured their level of satisfaction and experienced 
sentiments by using the methods of Descriptive Statistics (Arithmetic Mean and Standard 
Deviation, Pearson´s Coefficient of Correlation, T-test and Levene’s Test for Equality 
of Variances. The questionnaire was prepared according to the Ivanović and Milojica, 
2018;  Roblek et al (2018), Lapidus and Bond-Dryankova (2014), Holtgräfe and Zentes 
(2012), Pereira et al. (2017), Montoya-Weiss et al. (2003), Foukis (2015), Yoo and 
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Donthu (2001), Ho and Lee (2007), Maxham (2002a, 2002b, 2003), Ho and Lee (2007), 
Hasan and Abuelrub (2011), Lin (2007) and Tsai (2017) when measuring the level of 
satisfaction, and Ivanović and Milojica, 2018,  Roblek et al (2018), Lapidus and Bond-
Dryankova (2014), Holtgräfe and Zentes (2012), Pereira et al. (2017), Montoya-Weiss et 
al. (2003), Foukis (2015), Yoo and Donthu (2001), and Maxham (2002a, 2002b, 2003) 
when measuring sentiments.

The authors formed and tested the following hypotheses:

H1: Satisfaction of website users with the texts presenting the Croatian gastronomic offer 
is significantly connected with formation of positive sentiments towards Croatia as a 
tourist destination. 

H2: There is a significant difference among male and female respondents in terms of 
expressing high level of satisfaction with the texts presenting Croatian gastronomic offer.

H3: There is a significant difference among male and female respondents in terms of 
expressing positive sentiments with the texts presenting Croatian gastronomic offer.

H4: Respondents with higher monthly income will express higher level of satisfaction 
after browsing the texts than those with a lower income.

3. FINDINGS

The following table presents the measuring the reliability of the questionnaire. 

Table 1: Monitored scales in the questionnaire

Questions Cronbach’s Alpha N of Items
Satisfaction with the 
Texts 0.879 8

Sentiments 0.948 13

Source: Author´s analysis

It is visible from the above table that the Cronbach´s Alpha Coefficient is quite high for all the 
scales, amounting significantly more than 0.7 representing a high level of reliability, which 
points to the very high reliability and the possibility for formation of a unique result for all 
the mentioned scales. The results for the socio-demographic characteristics are the following. 
According to gender, 45.6% respondents were male, and 54.4% female. In terms of age group, 
the majority of respondents belonged to the age group up to 25 (45.6%), followed by 36-
40 (15.6%), 26-30 (13.3%), and 31-35 (12.2%). The majority of the respondents were from 
Bosnia and Herzegovina (18.9%), followed by Croatia (16.7%) and Serbia (13.3%). Other 
respondents were from other states (20 from the United Kingdom, 4 from Poland, 2 from 
Romania and Hungary, and 1 from Bulgaria, Finnland, France, Hong Kong, Korea, Lithuania 
and the Republic of Korea). In terms of employment status, 54.4% responded that they work 
for wages, 37.8% were students, 4.4% self-employed, 2.2% unemployed and searching for 
work, and 1.1% retired. In terms of monthly income, the majority of respondents stated they 
have up to 500.00 EUR (40.0%). 501.00€ to 1.000€ (24.4%) and 1.001€-1.500€ (22.2%). The 
majority of respondents are highly educated, respectively 42.2% have a bachelor´s degree, 
followed by master´s degree (32.2%), 20.0% doctorate, while only 5.6% have a secondary 
school, 4-year program. In the following tables the authors will present the respondent´s level 
of satisfaction with the texts presenting the Croatian gastronomic offer, as well as which 
sentiments they experienced after browsing these texts.

Table 2: Satisfaction with the texts presenting the Croatian gastronomic tourist offer

Elements x̅ SD
Quality of text presenting gastronomic offer to the point that 
it stimulates me to visit Croatia 3.39 .71

Diversity of text presenting gastronomic offer to the point 
that it stimulates me to visit Croatia 3.27 .75

Text about the gastronomic tourist offer present its character-
istics in great details 3.46 .82

Website text contents presenting gastronomic offer are up-to-
date 3.38 .84

Website text contents presenting gastronomic offer are of-
fered to diverse foreign languages 3.31 1.02

Text font makes the text very understandable 3.51 .86
Color of the text does not influence the comprehension of a 
text 3.41 .92

Text about the gastronomic tourist offer are very useful 3.68 .80

Source: Author´s analysis

The above table presents the website user´s satisfaction with the texts presenting the 
Croatian gastronomic offer. The highest grade was given to the usefullness of texts (x̅ 
3.68 and SD 0.80), followed by the influence of text font on understandibility of text 
(x̅ 3.51 and SD 0.86), and text´s ability to present gastronomic offer in great details (x̅ 
3.46 and SD 0.82). A bit lower grade was given to the statements of non-influence of 
text color on the text comprehension (x̅ 3.41 and SD 0.92), influence of text quality on 
stimulating website users to visit Croatia x̅ 3.39 and SD 0.71) and text contents being 
up-to-date (x̅ 3.38 and SD 0.84). The lowest grade was given to the text contents being 
offered in foreign languages (x̅ 3.31 and SD 0.75) and the influence of diversity of texts 
on stimulating website users to visit Croatia (x̅ 3.27 and SD 0.75).

Table 3: Experienced sentiments after browsing the texts presenting the Croatian 
gastronomic tourist offer

Elements x̅ SD
Browsed texts on a website presenting gastronomic offer awake 
positive sentiments in me when thinking about visiting Croatia 
as a tourist destination in general

3.58 .81

Browsed texts on a website presenting gastronomic offer awake 
positive sentiments in me when deciding on visiting Croatia as a 
tourist destination in general

3.59 .73

Information on the website related to the gastronomic tourism 
offer motivates me to visit Croatia and experience the offer 
personally

3.54 .80

I am completely satisfied with the quality of the information 
about the gastronomic tourism offer on the website 3.42 .85

I am completely satisfied with the reliability of information 
about gastronomic tourism offer on the website 3.46 .88
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I am completely satisfied with the diversity of information about 
the gastronomic tourism offer on the website 3.46 .85

Design and layout of the website where the text is placed 
significantly contributes towards experiencing my positive 
sentiments when browsing

3.60 .79

Browsing the website text contents searching for gastronomic 
tourist offer description was worth the effort 3.48 .82

The quality of the information about gastronomic tourism on 
the website satisfies my needs to the extent that I will use this 
website in the future

3.54 .80

The diversity of the information about gastronomic tourism on 
the website satisfies my needs to the extent that I will use this 
website in the future

3.56 .72

It is very likely that I will spread positive word of mouth about 
this website 3.54 .86

I would recommend this website to my friends who are in search 
of the gastronomic tourism information 3.63 .91

The information on the website made me imagine in my mind 
the true authencity of the gastronomic tourist offer to the point 
that I would like to experience it personally

3.62 .82

Source: Author´s analysis

Results in the table 3 indicate that respondents show positive sentiments after browsing 
the texts presenting gastronomic offer. The highest grade has been given to the element 
of future recommendation to friends in search of information (x̅ 3.63 and SD 0.91), 
followed by the possibility of imagining the true authencity of the gastronomic offer 
to the point that the website users would be interested in experiencing it personally (x̅ 
3.62 and SD 0.82), significance of website´s design and layout in experiencing positive 
sentiments (x̅ 3.60 and SD 0.79), text information stimulating positive sentiments when 
deciding to visit Croatia as a destination in general (x̅ 3.59 and SD 0.73), the influence 
of text diversity on future use of the website (x̅ 3.56 and SD 0.72), the potential of future 
positive word of mouth about the website (x̅ 3.54 and SD 0.86), influence of information 
quality on future use of website and influence of website information on visiting Croatia 
and experiencing the offer personally (x̅ 3.54 and SD 0.80). A bit lower grade was given 
to the following elements: browsing texts being worth the effort (x̅ 3.48 and SD 0.82), 
complete satisfaction with the reliability with the information (x̅ 3.46 and SD 0.88) and 
diversity of information (x̅ 3.46 and SD 0.85), while the lowest grade was given to the 
complete satisfaction with the text quality (x̅ 3.42 and SD 0.85).

The following table will present the Pearson´s Coefficient of Correlation which was used 
in order to determine the connection among satisfaction and experienced sentiments of 
websites who were in search of information about the Croatian gastronomic offer. 

Table 4: Pearson´s Coefficient of Correlation

Satisfaction 
with the Texts Sentiments Monthly 

Income

Satisfaction with 
the Texts

r 1 .707** -.004
p .000 .971
N 90 90

Sentiments
r 1 .132
p .214
N 90

Monthly income 
(in EUROS)

r 1
p
N 90

Source: Author´s analysis

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

The results gained from the table 4 indicate that the level of correlation among the 
satisfaction with the texts and experienced sentiments is of medium intensity (r=0.707; 
p<0.01), due to which it is possible to conclude that website users who experience higher 
level of satisfaction will more likely form positive sentiments towards Croatia as a 
tourist destination, which may be considered as one of the crucial factors in a decision-
making process when choosing a holiday destination. Hypothesis 1 has been confirmed. 
By testing the hypothesis 4 the authors wanted to test the potential connection among 
the respondents according to their level of monthly income achieved and experienced 
sentiments after browsing the information about the gastronomic tourist offer. The 
determined results (r<0.3; p>0.01) indicate no significant connection with the sentiments 
nor satisfaction due to which the hypothesis 4 is rejected. The following table presents 
the results for t-test for all the observed factors in the research according to the gender.

Table 5: Group Statistics

Gender N Mean Std. Deviation Std. Error Mean
Satisfaction with 
the Texts

Male 41 3.5396 .58859 .09192
Female 49 3.3291 .64180 .09169

Sentiments
Male 41 3.7054 .69100 .10792

Female 49 3.4019 .56902 .08129

Source: Author´s analysis
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Table 6: Independent Samples t-test

F Levene’s Test 
for Equality of 

Variances
t-test for Equality of Means

Sig. t df Sig. 
(2-tailed)

Satisfaction 
with the Texts

Equal variances 
assumed .004 .950 1.609 88 .111

Equal variances 
not assumed 1.622 87.231 .108

Sentiments

Equal variances 
assumed 3.024 .086 2.286 88 .025

Equal variances 
not assumed 2.247 77.482 .027

Source: Author´s analysis

If we observe the value of significance for the sentiments in the table presenting the T-test 
results, it can be noticed that the significance of a test amounts less than 0.05 (p<0.05), 
respectively p=0.025, due to which it can be stated that there is a statistically significant 
difference with sentiments considering the respondent´s gender; the data in the table 5 
indicate that average replies of male respondents for sentiments amount 3.7054, while 
the replies for female respondents amount approximately 3.4019, meaning that the male 
respondents provided more replies for sentiments. Hypothesis 3 has been confirmed. By 
testing the hypothesis 2 it has been determined that there is no significant difference 
among respondents according to the gender in the terms of expressing high level of 
satisfaction with the texts (p>0.05), due to which this hypothesis is being rejected. 

CONCLUSIONS

The main aim of this paper was to emphasize the importance of determining the attitudes of 
website users towards texts presenting the Croatian gastronomic tourist offer, respectively 
their level of satisfaction and its reflection on experienced sentiments after browsing, in order 
to determine whether potential improvements are necessary. The results clearly present the 
attitudes of the website users, respectively their level of satisfaction and which sentiments 
were expressed after browsing, which enabled determining advantages and lacks, based on 
which future improvements need to be made. By confirming the H1 the authors managed 
to determine that website users who experience higher level of satisfaction with the texts 
presenting the Croatian gastronomic offer will experience positive sentiments towards 
Croatia as a tourist destination, which is significant when choosing a holiday destination. 
H2 and H4 were rejected since no statistically significant difference has been determined 
for satisfaction in relation to gender or monthly income. H3 has been confirmed due to 
the presence of significant difference among male and female respondents in experiencing 
positive sentiments after browsing the texts. The results of this research contribute towards 
better understanding of importance of measuring satisfaction of website users with the texts 
presenting the (gastronomic) tourist offer, and experienced sentiments, which is indeed 
significant in a decision-making process when deciding where to spend their holiday and 
experiencing (gastronomic) tourist offer. As a limitation of this paper the authors need to 
mention that the results are based on a small statistical sample, due to which in the future 
this research will be repeated on a bigger number of respondents. 
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MEASURING USERS’ SATISFACTION WITH 
TOURISM WEBSITE CONTENTS AND THEIR 

INTENTION OF FUTURE RECOMMENDATION

Vedran Milojica

Abstract
Globalization influenced significantly tourism industry in terms of acceleration of changes 
in the tourist market, with a particular accent on the increase of tourist movements and 
changes in tourist preferences. One of the reasons with a significant impact was the 
development of the Internet which resulted in easier obtaining of information about 
tourist destinations and their offer, especially through use of websites created primarily 
for the presentation and promotion of tourist offer. Contemporary tourists prefer to travel 
“virtually”, respectively search for details about a destination online before making a 
decision about visiting it. In order to achieve maximum success in turning potential tourists 
into visitors, tourist websites need to be created as an ideal combination of images and 
texts which will reveal the destination´s particularities and stimulate a positive decision 
in the decision-making process. In order to determine its success, the website needs to be 
evaluated through determining website user´s attitudes towards its contents. 
The purpose of this paper is to determine the website user´s level of satisfaction post-
browsing the website contents on the example of the official website of the Tourist Board 
of Zagreb, and whether website users would be willing to recommend it to others in search 
for information about the destination. The following scientific methods will be used: 
inductive and deductive method, method of analysis and synthesis, statistical methods 
(descriptive statistical analysis, correlation and regression analysis), etc. It is expected 
that the results of the empirical research will determine all the website´s advantages, as 
well as the potential weaknesses, all of them aimed at its improvement, which will have 
a positive influence on better presentation of tourist offer, attracting higher number of 
tourists, which will finally result in achieving competitiveness on the tourist market. 
Key words: tourist websites, measuring satisfaction, repeat visit intention, city tourist 
offer, Zagreb

INTRODUCTION

Tourism is a vital part of the global economy (Stankova, 2010, 237), respectively, it 
represents one of the largest and most developed industries on world level, which is 
confirmed by the data from the UNWTO (2018) stating that in 2017 a total of 1326 
million of international tourist arrivals was registered (+7%), which is the highest increase 
since the 2009 global economic crisis, as well as previously set UNWTO´s long-term 
forecast of 3.8% per year for the period 2010-2020. According to Farkhondehzadeh et al. 
(2013), tourism became acknowledged as very information intensive. Before undertaking 
a journey, contemporary tourists are willing to spend a considerable period of time 
browsing on the internet, in order to obtain the proper pieces of information, all with 
a final goal: choosing their ideal holiday destination in which they will stay and fulfill 

their desire for something new and unexploited so far. They are in search of obtaining 
precise and detailed information in the cheapest and easiest possible way, which is why 
they rely on tourist websites. This is also confirmed by the research of Bait et al. (2018) 
who emphasize the growing number of people who decide to undertake a virtual travel 
with the use of advanced technologies, especially with the use of websites capable of 
presenting the very essence and core of the destination. 

Tourist websites represent one of the most important elements in successful presentation 
and promotion of a destination´s tourist offer, and need to be developed according to the 
contemporary trends, all with a goal of their maximum contribution towards achieving 
further business success and competitiveness on the tourist market. In order to achieve 
this, besides continuous updating them with new and improved information about 
destination´s offer, it is important to observe the extent of potential tourists’ satisfaction 
with the website elements. The purpose of this paper is to emphasize the importance and 
necessity of measuring satisfaction of users with tourist websites in order to determine 
their advantages, and potential weaknesses which need to be reduced to the maximum 
or completely removed in order to enable better business performance. The goal of the 
paper is to determine the level of satisfaction of users with the official website of Tourist 
Board of the city of Zagreb, the capital of the Republic Croatia. The paper consists of six 
chapters. After the introduction, the author will present the theoretical background of the 
most important research results of previously undertaken research focused on satisfaction 
with websites. In the next chapter the the methodology, and results of the empirical 
research will be presented. Based on the findings the author will propose possible website 
improvements and it is ended up by the conclusion. 

1. THEORETICAL BACKGROUND

The World Wide Web has become a ubiquitous tool to find information and conduct 
business, and it is still growing at a very high rate. As a primary means to disseminate 
information to the public, this environment requires ongoing performance measurements 
(such as a number of visitors or online sales) concerning the extent to which their websites 
are successfully presenting and conveying information and services the public needs to 
access and use. Achieving good results is directly connected to the quality level of the 
implementations (Antonioli Corigliano and Baggio, 2006, 320). A significant growth of 
e-commerce over the years resulted in raising many questions about the connections 
among website quality, customer satisfaction, trust and loyalty. Websites became the 
main access channel when it comes to online shopping and on-line services to date, which 
resulted in the necessity of undertaking significant efforts aimed towards assuring their 
usability, ease of use, and service quality which represents the key factor to make a tourist 
website successful in terms of business outcomes, as well as in terms of attracting and 
retaining tourists (Dabrowski et al., 2014). Website Quality represents the key of achieving 
success and competitiveness in tourism industry, and as such became an important part of 
many researches within it (i.e. Lin, 2007; Maditinos et. al., 2008; Tsai, 2017; Hasan and 
Abuelrub, 2011; Subramonian et al. 2014; RuelNovabos et al., 2015, etc.). Contemporary 
Tourism and Hospitality Industry recognized all the advantages of using IT within its 
business a long time ago and on all levels. Destination Marketing Organizations (DMOs) 
in particular are investing significant funds towards development of high quality and 
profiled websites as a part of their promotion activities and strategic positioning of a 
tourist product on the tourist market. Also, DMOs are constantly faced with the pressure 
on their budgets which makes ever more important for them to assess the effectiveness of 
their Websites, evaluate the return on their investments, and derive feedback on necessary 
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improvements. Over the years website evaluation measures have been proposed in many 
ways and contexts over the years (Park and Gretzel, 2007), which is also visible in the 
research of Law et al. (2010) who conducted the analysis of the determined findings in 
the period 1996-2009. Since then other new and improved researches were made, i.e., 
Drosopoulou et al. (2014) used Information, Communication, Transaction, Relationship 
and Technical merit (ICTRT model) developed by Li and Wang (2010). They analyzed 
the website contents of five DMO portals from Greece, Spain, Italy, Turkey and Cyprus. 
Within the research the emphasis was on information, communication, transaction, 
relationship, and technical merit dimensions based on a modified approach of the ICTRT 
model. The results have determined the effectiveness score for each country´s portal, 
which is important for tourism industry considering that it can be of significant use for 
professionals in order to understand the importance, complexity and performance of these 
portals, and most important, to be able to identify potential current and future problems 
which could influence website development and future business success. Abbaspour and 
HazarinaHashim´s (2015) focus was on determining the influence of website quality 
dimensions on customer satisfaction in travel websites. Particular emphasis was put on 
system quality, information quality, and service quality. Their results determined that for 
the respondents, information quality, and informativeness and security in particular were 
determined as significant antecedents of customer satisfaction. Also, interactivity and 
website design had an impact on the online customer´s satisfaction. Similar research was 
performed by Montecillo et. al. (2018), in which the respondents were asked to evaluate 
four city tourism websites in the Philippines during which their primary focus was on 
four user-perceived website quality attributes (information completeness, credibility, 
usability, and persuasiveness) and their influence on travel intention. Their results 
determined usability and persuasiveness as the only positive and significant predictors 
of travel intention, with persuasiveness being the better one. Usability implicates the 
importance of color combination, design and layout of the website, and general easiness 
of using the website and in such a way obtaining the proper information as an important 
factor within a decision-making process. Persuasiveness implies the attractiveness of 
the website and its contents and their implication on stimulating tourists to choose and 
visit a tourist destination. Information completeness and credibility were considered as 
insignificant predictors, indicating that the respondents did not show significant level 
of concern about the credibility and quantity of information necessary for making their 
decision on visiting a destination, but they pay more attention on the presentation of 
information in a more friendly and appealing way. 

All the previously presented theoretical considerations within this chapter indicate 
that obtaining information about website user´s level of satisfaction with the website 
contents represents the only way of determining if the websites are fulfilling their task 
properly, and if yes, to which extent, especially in terms of providing them with necessary 
and crucial information for the final decision when choosing their holiday destination. 
It can be justifiably assumed that if the users are satisfied with website contents, they 
will be more prone to recommend this particular website to their family, friends and 
acquaintances, which will possibly result in further growth of visitors. 

The demand for a city tourism product is growing on a daily basis. The specificity and 
uniqueness of its tourism resources enable creation of a unique tourism offer, for a city to 
become recognizable, and compete on the international tourism market (Ivanović et al., 
2015, 58). Zagreb is the capital city of the Republic of Croatia, which became extremely 
recognized and acknowledged as a city tourist destination over the years due to many 

activities that were aimed towards its tourist offer improvement. Tourists who choose to 
visit Zagreb are able to participate in various activities throughout the whole year, from 
attending various forms of events (music and theatre events, art exhibitions, museums, 
sporting events, etc.), enjoying pleasant walks throughout the city and learning about 
its culture and tradition, enjoying the green and well maintained parks and forest with 
the zoo, shopping, participate in the city´s night life, experiencing autochthonous and 
excellent quality Croatian gastronomic and wine offer, etc. (European Best Destinations, 
2019). Kesar and Pehar (2012) stated in their paper that, due to its social, cultural, 
architectural-urbanistic, economic and social characteristics, Zagreb is a continental 
middle European city “tailored” for everybody. Its natural and social resources are of 
significant importance in ensuring its long-term tourist attractiveness, however it is 
important to emphasize that the characteristic of being the state capital city strongly 
contributes in building recognizability and differentiation of a unique tourist product 
capable of standing “shoulder to shoulder” among 27 other European capital cities in 
the EU. 

However, in order to reach its full potential and attract a great number of visitors, tourist 
offer must be presented in the most effective and efficient way on the tourist market. The 
contemporary practice has shown that high quality websites play an important role in 
successful promotion, and that they are an important factor of a decision-making process 
in selecting a holiday destination. Taking into consideration previously stated, the aim 
of this research is to determine the website users’ level of satisfaction with the elements 
of the official website of Tourist Board of Zagreb, and to which level they are willing to 
recommend it. 

2. METHODOLOGY

For the purpose of this research the author used a structured questionnaire which was 
distributed online through a website EnKlik anketa. The instrument was divided into 
five parts, containing four main research constructs (website usability, website design, 
quality of website information, and future recommendation of the website), and website 
user´s socio-demographic characteristics. A five point Likert Scale was used (1-I 
completely disagree to 5-I completely agree), and the items were adapted according to 
the methodology of the following previously conducted research: satisfaction with the 
website usability (Ali, 2016 according to Wang and Hsiao, 2012 Chen and Barnes, 2007, 
and Tsai, 2017), satisfaction with the website design (Che Nawi et al., 2015; Rasli et. 
al., 2018), satisfaction with the quality of information (Rasli et al., 2018; Tsai., 2017) 
and intention of future recommendation of the website (Prayag et al., 2017). The final, 
fifth part of the questionnaire covered socio-demographic characteristics of website users 
(their gender, age, level of education, country of their origin, occupation and monthly 
income). 

The author set the following below stated hypotheses:

H1: Usability of a website presenting tourist offer is significantly connected with the 
website user´s overall experienced satisfaction during browsing for information.  

H2: Satisfaction with the Information Quality has a significant influence on the website 
user´s overall experienced satisfaction during browsing for information. 

H3: Website design presenting tourist offer is significantly connected with the website 
user´s overall experienced satisfaction during browsing for information.

H4: Respondent´s age is significantly connected with the level of their experienced 



102 103

satisfaction when browsing the website contents. 

H5: There is a significant difference among male and female respondents when expressing 
their level of satisfaction when browsing the website contents, 

H6: Respondents with higher level of education will express higher level of satisfaction 
after browsing the website contents than those with lower level of education.

H7: Satisfaction with website elements presenting the tourist offer has a significant 
influence on website´s recommendation to others. 

The hypotheses were tested with the use of SPSS 21 Statistical Package, and descriptive 
statistics, Pearson´s Coefficient of Correlation, Kruskal-Wallis Test and Mann-Whitney 
U Test were used. 

3.RESULTS

Within this chapter the results of the empirical research will be presented. After the 
socio-demographic information the author will present the descriptive indicators for 
website user´s satisfaction with website usability, satisfaction with the website design, 
satisfaction with the quality of information, and intention of future recommendation of 
the website. Frequencies, percentage, arithmetic mean and standard deviation will be 
presented for each question. 

Out of 101 respondents who completely filled out the questionnaire 51.5% were male, 
while 48.5% were female. The majority of them belong to the age group up to 25 (34.7%), 
followed by 36-45 (31.7%), 26-35 (19.8%), 46-50 (9.9%),  while the smallest share was 
registered for age groups 51-55 (3.0%) and 56 and more (1.0%). The majority of the 
respondents possess a university education, respectively a master´s degree (38.6%), a 
PhD degree (19.8%), and a bachelor´s degree (17.8%), after which follow the respondents 
with the Secondary school, 4-year program (13.9%), Junior college, 2-year university 
program (8.9%) and Secondary school, 3-year program (1.0%). No respondents without 
education or elementary school were registered. When observing the respondents’ country 
of origin, the highest percentage of respondents was registered from Croatia (46.5%) and 
Bosnia and Herzegovina (14.9%), after which follow Slovenia (8.9%), Serbia (7.9%), 
Austria and Italy (5.0%), and other countries (4.0%), Turkey (3.0%), Macedonia (2.0%), 
and Germany, Spain and United Kingdom (1.0%). No respondents were from Portugal 
and Greece. When observing the respondents occupation, it is visible that college students 
prevail (34.7%), followed by those employed in education (26.7%), administration 
(16.8%), technical work (8.9%), private entrepreneurs (5.9%), managers (3.0%),the rest, 
respectively other occupations (2.0%), and physical jobs and high school (1.0%). No 
pensioners were registered. The majority of respondents possess a monthly income of up 
to 500 € (37.6%) which is not surprising considering that the majority of them are college 
students. After them follow the respondents with the monthly income of 1001-1500 € 
(23.8%), 501-1000 € (18.8%), 1501-2000 € (9.9%), 2001-2500 € (5.9%), 3001-3500 € 
(3.0%) and 2501-3000 € (1.0%). No response was registered for the respondents with 
monthly income over 3501 €. 

Within the following tables the author will present the results of descriptive statistics 
which relate on the satisfaction with the website usability, website design, quality of 
information, and their intention of future recommendation of the website

Table 1: Satisfaction with the website usability

x̅ SD
Website text is written in a clear language 4.01 .92

The website provides easily understandable information 
about the destination 4.02 .81

Website layout is user-friendly 3.98 .81
The website information about the destination is well 

organized 3.73 .89

Website graphics is well matched with the text presenting 
the destination´s offer 3.89 .76

Website navigation is very simple to use 3.95 .88
I navigate through this website effectively 3.91 .81

Selecting and browsing the contents on this website is easy 3.94 .80

Source: Author’s analysis

When observing the respondent´s level of satisfaction with the website usability 
the results are somewhat satisfactory. The highest value of the arithmetic means was 
registered for the questions if the website provides easily understandable information 
about the destination (x̅ 4.02 and SD 0.81), and if the website text is written in a clear 
language (x̅ 4.01 and SD 0.92). Friendliness of the website layout was graded below 4 
(x̅ 3.98 and SD 0.81), after which follow the simplicity of use of website navigation (x̅ 
3.95 and SD 0.88), easy selection and browsing of website contents (x̅ 3.94 and SD 0.80), 
effective navigation throughout the website (x̅ 3.91 and SD 0.81). The lowest grade was 
given for the elements of website graphics being well matched with the text presenting 
the tourist offer (x̅ 3.89 and SD 0.76) and good organization of website information about 
the tourist destination (x̅ 3.73 and SD 0.89).

Table 2: Satisfaction with the website design

x̅ SD
I like the website layout 3.68 .80

The website design is very creative 3.79 .78
The start page easily leads me to the information I need 

about the destination 3.85 .78

Source: Author’s analysis

In terms of satisfaction of respondents with the website design, the results were moderate. 
They were most satisfied with easiness of start page leading the respondents to the 
information they need about a destination (x̅ 3.85 and SD 0.78), creativity of the website 
design (x̅ 3.79 and SD 0.78) while the lowest result was registered for liking the website 
layout (x̅ 3.68 and SD 0.80).



104 105

Table 3: Satisfaction with the quality of information

x̅ SD
The information about the destination that is presented on 
the website is accurate 4.01 .67

The information presented on the website presents the 
tourist offer sufficiently 3.92 .73

The information presented on the website is easily 
understandable 4.01 .81

The website contains all the information about the destination 
I need to make my decision about visiting Zagreb 3.75 .86

The information provided on the website is adequate and 
up-to-date 3.97 .73

The information presented on the website familiarizes me 
with the destination´s offer to the details 3.68 .80

The information presented on this website is professionally 
prepared 4.14 .65

The information on this website is presented in an objective 
and honest manner 4.03 .77

I have a positive attitude towards browsing the information 
on this website 4.02 .71

This website satisfies my needs for information substantially 4.03 .73
This website meets my individual requirements 3.99 .74
My interaction with this website is very pleasant 3.98 .66
Browsing the information on this website presents Zagreb 
as a pleasant holiday destination 3.90 .79

Browsing the information on this website presents Zagreb 
as a destination worth visiting 4.09 .68

Browsing the information on this website presents Zagreb 
as a welcoming holiday destination 3.87 .81

I am satisfied with the information presented on this website 
to the point that I will continue to use this website in the 
future

3.99 .67

Source: Author’s analysis

The results of satisfaction with the quality of information are mostly very satisfactory. 
The highest level of satisfaction with the information quality was given to professional 
preparation of information that presents the destination´s offer (x̅ 4.14 and SD 0.65), 
followed by the website information presenting Zagreb as a worth visiting destination (x̅ 
4.09 and SD 0.68), which is followed by the presentation of website information in an 
objective and honest manner (x̅ 4.03 and SD 0.77), substantial satisfaction of respondents 
needs for information (x̅ 4.03 and SD 0.73), positive attitude towards browsing the 
information (x̅ 4.02 and SD 0.71), easy understanding of presented information (x̅ 
4.01 and SD 0.81) and presented information being accurate (x̅ 4.01 and SD 0.67). 
Despite other elements having arithmetic mean below 4, a significant majority can still 
be interpreted as satisfactory. The lowest result was registered for the element about 

information familiarizing the respondents with the destination´s offer to the details (x̅ 
3.68 and SD 0.80).

Table 4: Intention of future recommendation

x̅ SD
I will recommend this website in the future to my family 
and friends 4.04 .63

I will say positive things about the website´s presentation of 
Zagreb´s tourist offer to others 3.95 .73

I will encourage others to use this website when searching 
for information about Zagreb´s tourist offer 3.95 .85

Source: Author’s analysis

When observing the results measuring the potential of future website recommendation, it 
can be stated that they are very satisfactory, despite the two elements having arithmetic 
mean below 4. It is visible that after browsing the website contents, the respondents have 
an intention of future recommendation of the website to their friends and family (x̅ 4.04 
and SD 0.63), as well as encourage others to use the website for finding out information 
about Zagreb as a tourist destination (x̅ 3.95 and SD 0.85), and say positive things about 
the website´s presentation of Zagreb´s tourist offer to others (x̅ 3.95 and SD 0.73).

Table 5: Correlations

Satisfaction 
with the 
website 
usability

Satisfaction 
with the 
website 
design

Satisfaction 
with the 

quality of 
information

Recommen-
dation

Satisfaction 
with the website 

usability

r 1 .733** .797** .555**

p .000 .000 .000
N 101 101 101 101

Satisfaction with 
the website design

r .733** 1 .674** .604**

p .000 .000 .000
N 101 101 101 101

Satisfaction with 
the quality of 
information

R .797** .674** 1 .657**

P .000 .000 .000
N 101 101 101 101

Recommendation
R .555** .604** .657** 1
P .000 .000 .000
N 101 101 101 101

**. Correlation is significant at the 0.01 level (2-tailed).

Source: Author’s analysis

In order to determine the relations between the influences of website elements 
(website usability, quality of information, website design) on respondent´s experienced 
satisfaction, and influence of satisfaction on future websites recommendation, the author 
used Pearson´s Coefficient of Correlation. The results in the previous table indicate 
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that the level of correlation between all the stated variables is positive with the value 
greater than 0.5, and is significant with the level of reliability of 99%, so it is possible to 
conclude that here we are dealing with the correlation of medium until strong intensity 
when considering all the observed variables. The highest level of correlation is registered 
between the satisfaction with the website usability and satisfaction with the quality of 
information (r=0.797; p<0.00), followed by satisfaction with the website usability and 
satisfaction with the website design (r=0.733; p<0.01). All the previously stated indicates 
that H1, H2, and H3 are confirmed. Also, the results indicate that satisfaction with the 
website elements significantly influences the respondent´s future tendency to recommend 
the website to others, due to which H7 is also confirmed.  

Table 6: Ranks

Gender N Mean Rank Sum of 
Ranks

Satisfaction with the 
website usability

Male 52 47.68 2,479.50
Female 49 54.52 2,671.50
Total 101

Satisfaction with the 
website design

Male 52 49.19 2,558.00
Female 49 52.92 2,593.00
Total 101

Satisfaction with the 
quality of information

Male 52 49.38 2,568.00
Female 49 52.71 2,583.00
Total 101

Source: Author’s analysis

Table 7: Test Statisticsa

Mann-
Whitney U Wilcoxon W Z Asymp. Sig. 

(2-tailed)
Satisfaction with the 

website usability 1,101.500 2,479.500 -1.177 .239

Satisfaction with the 
website design 1,180.000 2,558.000 -.655 .513

Satisfaction with the 
quality of information 1,190.000 2,568.000 -.572 .567

99. Grouping Variable: Your gender

Source: Author’s analysis

The intention of testing the hypothesis 5 was to determine whether there is a significant 
difference among respondents according to gender when expressing their level of 
satisfaction post-browsing the website contents. The results show that the value of 
significance for satisfaction with the website usability, satisfaction with the website design 
and satisfaction with the quality of information amount more than to 5%, respectively 
p>0.05, so it is possible to say with a 95% of reliability that there is no statistically 
significant difference for the observed variables considering the respondent´s gender, due 
to which the hypothesis 5 was not confirmed. 

Table 8: Ranks

Age group N Mean Rank

Satisfaction with the 
website usability

Up to 25 35 50.06
26-35 20 59.80
36-45 32 47.45
46-50 10 51.05
51-55 3 25.50

56 and more 1 97.50
Total 101

Satisfaction with the 
website design

Up to 25 35 49.93
26-35 20 58.08
36-45 32 49.17
46-50 10 53.15
51-55 3 12.67

56 and more 1 99.00
Total 101

Satisfaction with the 
quality of information

Up to 25 35 57.51
26-35 20 65.10
36-45 32 43.81
46-50 10 27.60
51-55 3 19.50

56 and more 1 99.50
Total 101

Source: Author’s analysis

Table 9: Test Statisticsa,b

Chi-Square df Asymp. Sig.
Satisfaction with the 

website usability 7.155 5 .209

Satisfaction with the 
website design 9.671 5 .085

Satisfaction with the 
quality of information 20.962 5 .001

a. Kruskal Wallis Test

b. Grouping Variable: In which age group do you belong

Source: Author’s analysis

By testing the hypothesis 4, the author wanted to determine if the respondent´s age is 
significantly connected with the level of their experienced satisfaction post-browsing 
the website contents. When observing the value of significance for satisfaction with the 
quality of information and future recommendation of the website, it is possible to notice 
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that p amounts less than 5% (p<0.05), so it can be stated with a 95% of reliability that 
there is a statistically significant difference for the observed variables considering the 
age groups of the respondents. Also, it is possible to notice that the ranges are the highest 
(the value of the response is the highest) for the respondents in the age groups up to 25 
and 26-35. Hypothesis 4 is partially rejected because no difference in the answers was 
registered for satisfaction with the website usability and satisfaction with the website 
design, while a significant difference was registered in the answers regarding satisfaction 
with the quality of information.

Table 10: Ranks

Level of education N Mean Rank

Satisfaction 
with the website 

usability

Secondary school, 3-year program 1 8.00
Secondary school, 4-year program 14 39.21

Junior college (2-year university program) 9 33.39
University education, bachelor 18 53.50

University education, master’s degree 39 57.19
University education, a PhD degree 20 55.00

Total 101

Satisfaction with 
the website design

Secondary school, 3-year program 1 41.00
Secondary school, 4-year program 14 40.75

Junior college (2-year university program) 9 33.06
University education, bachelor 18 53.86

University education, master’s degree 39 54.74
University education, a PhD degree 20 56.88

Total 101

Satisfaction with 
the quality of 
information

Secondary school, 3-year program 1 31.00
Secondary school, 4-year program 14 35.93

Junior college (2-year university program) 9 32.06
University education, bachelor 18 54.28

University education, master’s degree 39 62.06
University education, a PhD degree 20 46.55

Total 101
University education, master’s degree 39 57.04
University education, a PhD degree 20 54.33

Total 101

Source: Author’s analysis

Table 11: Test Statisticsa,b

Chi-Square df Asymp. Sig.
Satisfaction with the website usability 9.993 5 .075
Satisfaction with the website design 7.159 5 .209

Satisfaction with the quality of information 14.241 5 .014

a. Kruskal Wallis Test

b. Grouping Variable: Your level of education

Source: Author’s analysis

Tables 10 and 11 present the results of Kruskall Wallis Test. If we observe the level of 
significance for satisfaction with the quality of information and future recommendation 
of the website, it is visible that p amounts less than 5% (p<0.05), so it is possible to 
state with a 95% reliability that there is a statistically significant difference for the 
observed variables considering the levels of respondent´s education. Also it is possible 
to determine according to the data from the table, that the ranges are significantly the 
highest (the value of responses is the highest) for the respondents who have a higher 
level of education (university education, bachelor, university education, master’s degree, 
university education, a PhD degree). The hypothesis 6 is partially confirmed because 
no difference in the answers was registered for satisfaction with the website usability 
and satisfaction with the website design. A significant difference was registered in the 
answers for satisfaction with the quality of information.

CONCLUSIONS

The main aim of this research was to determine the importance and necessity of measuring 
the level of satisfaction with the website elements (website usability, website design, and 
quality of information) and to which extent they influence further recommendation of a 
website. In this particular case the author chose the official website of the Tourist Board 
of Zagreb considering that Zagreb is the Croatian capital city and a destination with 
a rich resource basis, and as such has managed to develop a significantly competitive 
city tourist offer over the years, with a particular accent on cultural segment and 
organization of various forms of events. The results of the empirical research indicate 
that the respondents have expressed the highest level of satisfaction with the quality of 
information, after which follows the satisfaction with the website usability which can 
be considered somewhat satisfactory, and finally satisfaction with the website design 
which was evaluated as moderate. Despite these uneven results, the respondents show 
a tendency towards recommending the website. With the use of Pearson´s Coefficient 
of Correlation the author managed to determine a positive correlation between all the 
stated variables, the highest being between the satisfaction with the website usability 
and satisfaction with the quality of information, which is followed by satisfaction with 
the website usability and satisfaction with the website design which indicates that 
H1, H2 and H3 are confirmed, as well as H7 considering that the satisfaction with the 
website elements has a significant influence on the respondent´s future tendency towards 
recommending this website. H5 has been rejected considering that the results did not 
show any statistically significant difference for the observed variables. H4 was rejected 
partially due to the fact that no difference was registered in the respondent´s answers 
for satisfaction with website usability and satisfaction with the website design, and a 
significant difference was registered for the satisfaction with the quality of information. 
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H6 which relates to the respondent´s level of education was also partially rejected, due to 
the fact that no difference was registered in the respondent´s answers for satisfaction with 
website usability and satisfaction with the website design, while a significant difference 
was registered for the satisfaction with the quality of information. Results determined 
within this paper represent important findings which indicate current advantages and 
weaknesses of a website, as well as where website developers should direct their focus 
in the future in order to improve the website performances and to contribute to an 
even greater success of promotion of Zagreb as a tourist destination, and also to the 
further competitiveness of Zagreb as the capital city tourist destination on European and 
world level. Tourist websites represent one of the most efficient and important forms 
of promotion of a tourist offer, so their future development needs to be considered and 
investigated constantly. Future studies should be aimed towards undertaking similar 
researches as the one presented in this paper, but with constant improvements of the 
questionnaire in the sense of adding newly introduced and developed website elements 
and removing the ones that are possibly no longer in use. Also, it is advisable to repeat 
this research in the future on a significantly bigger statistical sample.  
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SUMMARY

Croatia as a Virtual Tourist Destination: A Linguistic and Sentiment Analysis is a two-
year scientific project financed by the University of Rijeka. The project that started 
in 2017 aimed to analyze Croatia as a virtual tourist destination. Taking into account 
the very complex and interdisciplinary nature of tourism, the research was carried out 
through linguistic analysis and quantitative analysis focused on innovative artificial 
intelligence methods. Accordingly, the members of the project team were selected from 
the area of linguistics and also from the area of economics so that an interdisciplinary 
scientific approach was achieved. The  goal was to explore how Croatia’s image as a 
virtual tourist destination is linguistically presented in the texts available on s and social 
networks and to evaluate the response of virtual tourists to media stimuli and carry out a 
sentiment analysis. The texts  underwent a linguistic qualitative and quantitative analysis 
within the framework of discourse analysis. The significance of this research starts from 
the application of quantitative methods in the analysis of the present situation in relation 
to the texts available on s which represent Croatia as a virtual tourist destination. It is 
also important that the analysis does not only refer to the present situation, but for the 
purpose of achieving better economic results in the future, it will also contribute to the 
creation of new trends in the design of the texts representing Croatia as a recognizable 
and competitive virtual destination. The six research papers published in this editor’s 
book contribute to the set objectives.

The paper Croatia as a Virtual Tourist Destination: A Linguistic and Sentiment Analysis 
tried to evaluate the effectiveness of the texts that are used to construct a particular image 
for Croatia as a tourist  destination through the analysis of two websites. Two different 
approaches were combined in a multi-method analysis of the websites. A qualitative 
analysis within the framework of Discourse Analysis evaluated the linguistic resources 
used and communicative strategies adopted to promote Croatia. Text linguistic analysis 
provided data about the language of the selected websites, mostly on its morphology, 
syntax and lexis which is of great importance for a virtual tourist to situate a virtual text 
within a cognitive frame. 

A quantitative analysis (using AntConc tool) focused upon the frequency and distribution 
of words in the texts provided further insight and integrated the information value of the 
results produced by qualitative research. Finally, a sentiment analysis of the contents of 
the selected websites, and of the general feelings generated on the web by events, news 
and advertising, using open source tools was performed. Through our research several 
outputs concerning the qualitative linguistics, quantitative and sentiment analysis of the 
website texts (evaluative terms, positive, negative or neutral sentiments) were obtained. 
The preliminary results of the performed research opened up opportunities for future 
research and practical implications of the results gained that will be implemented in the 
creation of tourism websites evoking positive sentiments.

In the paper Lingustic and Textual Features of Travel Blogs Presenting Croatia as a 
Tourist Destination the authors explored  linguistic and textual features of travel blogs 
whose main aim  in the context of tourism is tourism promotion and tourism consumption. 

The analysis performed on the selected corpus of representative presentations on the 
Croatian tourist destinations was focused on the linguistic resources and communicative 
strategies adopted to promote Croatia. Text linguistic analysis provided data about the 
language of the selected texts of blogs, mostly on its morphology, syntax and lexis which 
is of great importance for potential tourists to get the information they need and expect 
when choosing a suitable holiday destination. 
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The preliminary results of this research build a basis for future research and practical 
implications of the results gained that could be compared to other text genres like tourist 
guides and websites. The analysis also confirmed that a blog is always dynamic and that 
the blog’s leading quality is its content - the power of the written word. Relevancy and 
personal touch showed to be of fundamental significance in creating blogs. 

Comments to blogs as their constituent part provide the information on sentiments and 
satisfaction regarding the content of a blog, so that comments to blogs build a part of the 
sentiment and satisfaction analysis.

The study of the Communication and Manipulation Strategies of Travel Guides Presenting 
Croatia -A Linguistic Perspective deals with the linguistic and sentiment analysis of 
travel guides presenting Croatia. Due to the fact that travel guides are also published 
online they can be considered as a medium that presents Croatia as a virtual destination.

A sentiment analysis of the general feelings produced by the selected travel guides texts, 
using open source tools, was performed. The analysis of the impact of the mentioned 
words and syntagms on two media: Web and YouTube for the period 23.12.2018 - 
23.01.2019 showed that the sentiment features are under a strong influence of the time 
period and the target group of guests, i.e. their age. In other words, the time period and the 
target group of guests are decisive factors in choosing Dubrovnik in terms of affordability 
as a prerequisite for arousing positive sentiments. Consequently, the analysis of sentiment 
features showed that in the range of positive versus negative sentiment ratio, the results 
are more than 95% in favour of positive sentiment reactions towards words and syntagms 
concerning Dubrovnik as a tourism destination,  versus 6% of negative ratio of sentiment 
evaluation.

In the texts on Dubrovnik with persuasive power four out of six persuasion techniques 
proposed by Cialdini were registered: social proof, liking, authority and scarcity. The 
analysis of the four applied persuasion techniques in travel guides on Dubrovnik has led 
us to the conclusion  that persuasion and persuasion techniques can be equalized with 
„soft“ manipulation because there does not exist a strong delimitation between them. 

Overall, the obtained results based on a complex analysis including the text linguistic, 
quantitative and sentiment analysis present a valuable contribution and basis for further 
research aimed at creating texts presenting a destination that generates  positive sentiments 
as an important prerequisite in making a final decision on visiting a certain destination.

The purpose of the study Determining Sentiments of Tourists toewards Websites Text 
Contents of  Croatian Health Tourist Offer was to emphasize the importance and necessity 
of conducting tourism website evaluation and monitoring sentiments of potential 
tourists. The results of the empirical research indicate that the respondents recognized 
the advantages of using websites in search of information about the health tourism offer 
in a way that it helps them save their time and money. Also, faster and easier access to 
the information has a positive effect on them when making a decision about choosing 
the holiday destination. When evaluating their sentiments experienced while browsing, 
the respondents stated that attractive presentation of information on the website, as 
well as design and layout of the website affects them to experience positive sentiments, 
and stimulates them to visit Croatia and experience the health tourist offer personally. 
Questions with a negligibly lower grade were the ones presenting the user´s tendency to 
recommend the website to their friends and family in the future and possible spreading a 
positive word of mouth. Also, lower grade was given to the questions involving overall 
level of satisfaction with the reliability, diversity and quality of the texts presenting health 
tourism offer on the website. 

The authors’ opinion is that the results of this research are significant for the improvement 
of the website text contents of the Croatian Tourist Board, considering that it promotes 
(health) tourist offer of the Republic of Croatia on the international level. Further 
improvement, or a design of complete new website text contents has to be performed 
by marketing experts who know the real essence of the tourist destination and its offer, 
respectively, all the small particularities that make it unique and recognizable. 

One of the results of the project was also a paper Measuring Satisfaction and Experienced 
Sentiments of Website Users when Exploring Croatian Gastronomic Tourist Offer focused 
on the attitudes of website users towards texts presenting the Croatian gastronomic 
tourist offer, respectively their level of satisfaction and its reflection on experienced 
sentiments after browsing, in order to determine whether potential improvements are 
necessary. The results clearly presented the attitudes of the website users, respectively 
their level of satisfaction. The authors managed to determine that website users who 
experience higher level of satisfaction with the texts presenting the Croatian gastronomic 
offer will experience positive sentiments towards Croatia as a tourist destination, which 
is significant when choosing a holiday destination. No statistically significant difference 
has been determined for satisfaction in relation to gender or monthly income. It has been 
confirmed that there is a significant difference among male and female respondents in 
experiencing positive sentiments after browsing the texts. The results of this research 
contribute towards better understanding of importance of measuring satisfaction of 
website users with the texts presenting the gastronomic tourist offer, and experienced 
sentiments, which is indeed significant in a decision-making process when deciding 
where to spend their holiday and experiencing (gastronomic) tourist offer. 

The paper entitled Measuring Users’ Satisfaction with Tourism Website Contents and their 
Intention of Future Recommendation analyzes importance and necessity of measuring 
the level of satisfaction with the website elements (website usability, website design, and 
quality of information) and to which extent they influence further recommendation of 
a website of the Tourist Board of Zagreb.  The results of the empirical research showed 
that the respondents have expressed the highest level of satisfaction with the quality of 
information, after which the satisfaction with the website usability follows which can 
be considered somewhat satisfactory, and finally satisfaction with the website design 
which was evaluated as moderate. Despite these uneven results, the respondents show 
a tendency towards recommending the website. With the use of Pearson´s Coefficient 
of Correlation the author managed to determine a positive correlation between all the 
stated variables, the highest being between the satisfaction with the website usability and 
satisfaction with the quality of information, which is followed by satisfaction with the 
website usability and satisfaction with the website design.  Results gained in this studyr 
represent important findings which indicate current advantages and weaknesses of a 
website, as well as where website developers should direct their focus in the future in 
order to improve the website performances and to contribute to an even greater success 
of promotion of Zagreb as a tourist destination, and also to the further competitiveness 
of Zagreb as the capital city tourist destination on European and world level. 
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