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ABSTRACT

The subject of the research is small family hotels in the function of destination branding 
and brand affiliation in promotion. The paper will study and investigate how small family-
run hotels can designate and create a tourist destination.

The aim and purpose of this paper is to show how to create a quality brand of a small 
family hotel in the best possible way and to present it as high quality as possible in the 
market. By providing quality service, individual access to the guest, excellent advertising 
and cooperation with all bodies in the tourist destination, a small or family hotel can 
become, over a period of time, a brand that will be recognized in that tourist destination, 
for which guests will always return to that tourist destination.

The following scientific research methods will be used in this paper: inductive and 
deductive methods, analysis and synthesis methods, descriptive methods and classification 
methods.

The paper will be divided into three main points, three titles. The first point of the paper 
deals generally with small family-run hotels, their basic features and characteristics. 
Furthermore, it discusses the development of small family hotel offerings and 
characteristics of services in small family hotels, the national association of small family 
hotels, as well as topics and activities related to the offer of small family hotels. The 
second part deals with the management of small family hotels, the functions of the 
management of small family hotels. It also discusses some specifics related to the 
management of family hotels and the factors that affect the performance of small family 
hotels and the innovative management of small family hotels. The third part of the paper 
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deals with the branding of small family hotels in a tourist destination, on how and in what 
way small family hotels can become a trademark of a tourist destination. The authors 
initially write what the brand is and what are the fundamental characteristics of the brand. 
After that, the authors write about the peculiarities of the management of the tourism 
organization and destination and the marketing management of the tourism organization. 
Finally, the author writes about creating small family hotels in a tourist destination.

Keywords: Brand, Small & Family Hotels, Management, Promotion, Development.

1 INTRODUCTION

Observing tourism in this region, thinking specifically about Croatian tourism, one might 
say that small family hotels are a new trend, a new face of Croatian tourism. In the past 30 
years, we could say that there were hardly any small family hotels, only a few, compared 
to today. The development of small family hotels in the Croatian tourist offer unites all the 
qualities of Croatian tourism that visitors have known so far, and at the same time with 
small family hotels there are some new advantages that are manifested as qualities that 
were almost unknown until now.

The offer of small family hotels opens a new page of the Croatian tourist offer, as the guest
feels best and most comfortable in a quiet, close, comfortable and family environment. The
guest therefore finds himself in the kind of environment where his particular desires and 
habits that he practices can be respected, and his specialty is respected. In such an 
environment, the individual feels accepted, respected and satisfied. It is this warmth of 
personal access that is very important and irreplaceable by anything else, and small family-
run hotels are a form of tourist offer that best knows and best represents this warmth. 

In order to introduce the guest to the original and authentic local values, each small family-
run hotel tells its own story. Each of these hotels do it by an architecture unique to the area,
distinctive interior design, various flavors and scents of local cuisine specific to the area, 
wine list, various excursions, sports and recreational activities and customs that take place 
in that area. Most often, all the specific features and recreational activities related to a hotel
are presented in the hotel catalog, or one could say a brochure that depicts it all in a 
picturesque and detailed way and with such catalogs the guests feel the spirit of the place 
in that family hotel where they are staying. When we talk about the offer of small family 
hotels, it can be very diverse and specific. A lot of factors depend on the offer of small 
family hotels, ranging from the area where a particular hotel is located, through the various
services the hotel wants to offer to some more special offers, such as those in different 
seasons, when small family hotels offer their products specific for that particular season.

The following is a table showing the organization of the Croatian hotel industry and a 
description of hotels classified into small (up to 100 rooms), medium-sized hotels (100 - 
200 rooms) and large hotels (more than 200 rooms) and their indexes. The data are from 



2015 and are used to compare the ratio of the number of small, medium and large hotels, 
also which hotels are in the largest number and which in the smallest number.

Table 1: Hotels in the Republic of Croatia by Size (Galičić, 2017, p. 49)

As

can be seen from this table, the largest number of hotels in the Croatian hotel industry are 
medium-sized hotels, which in 2017 recorded 174, or 27.53% of the total number of hotels.
Small hotels are represented by 362 hotels, or 57.28% of the total number of hotels in 
Croatia. It is these small hotels that are the most vital part of the hotel industry, as they are 
the most flexible in adapting to changes in the market and at the same time generate higher
profit margins.

The next comes a table with small family hotels distributed in Croatian regions. These 
hotels are members of, or registered with, a national association of small and family-run 
hotels and, according to their ordinance, are classified into eight separate regions.

Table 2: Number of small family-owned hotels arranged by region (Family and small 
hotels, www.omh.hr, 12/14/2018)

Table 2 shows that the 
largest number of small 
family hotels are in the 
Split region, and the least 
in the city of Zagreb and 
the Šibenik region. Of 
course, the size of the 

regions should be taken into account here, because the city of Zagreb is viewed as a 
separate region, so it may not be as competitive because of its size as a region. After the 
Split region, there are most small family-run hotels in Istria and Kvarner. When 
highlighting this information, it should also be emphasized that this number of small 

Number of accommodation units Number of hotels Index %
– 15 112 17,72
16 – 50 250 39,56
51 – 100 85 13,45
101 – 150 50 7,91
151 – 200 39 6,17
201 – 300 65 10,28
više od 300 31 4,91

Total 632 100,00

Region Number of hotels
City of Zagreb 6
Continental Hrvatska 15
Istra region 20
Kvarner region 19
Zadar region 12
Šibenik region 10
Split region 31
Dubrovnik region 11



family-run hotels is likely to be higher, since not all hotels are members of a national 
association of small and family-run hotels, so the actual number is unknown. For many 
years, Croatian tourism has been one of the most important economic sectors in the 
Republic of Croatia and is generally receiving the most attention. It can also be said that in 
recent years it has been very competitive on the global tourism market. The annual growth 
of tourists is measured by the arrivals as well as overnights of domestic and foreign 
tourists, which serve as financial indicators of the income generated by those overnights 
and arrivals and thus tourism determines the growth achieved and its economic strength. 
Croatian tourism has been at a turning point in the last ten years, and it is necessary to 
create conditions for further development, which could provide the so-called - tourism of 
experience and also, one might say, restructuring of accommodation and improvement of 
additional facilities. It is through this restructuring and through the development of small 
family hotels and the offering of some additional facilities that Croatian tourism would 
gain a new dimension and a completely new image. Data on accommodation units 
correlated with overnight stays in small and family-run hotels, according to data from 2008
and 2009 sorted by category or by star number of hotels, are also sorted by number of 
accommodation units, bed capacity, arrivals and overnight stays. The table also shows the 
index, which put those two years in the correlation and record the decline or increase in 
small and family-run hotels and usage rates per day.

Table 3: Croatian small and family hotels (Kramarić, 2010, p. 1006)

This table shows that the number of small and family-run hotels in 2009 increased 
compared to 2008. With the increase in the number of hotels, the number of capacities and 
beds increased also. Negative trends were observed in the categories of one and two star 
hotels, and the increase in the number of hotels was recorded in three and four star hotels. 
The negative trend in two-star hotels was marked by 17.14%, while the highest increase 

Number of
units

Index Capacity 
(beds)

Index Arriva
ls

Overnig
hts

Katego
rija

2008. 2009. '09/08 2008. 2009. '09/08 2008. 2008.

* 1 0 / 22 0 / 300 1169 53,1
** 35 29 82,86 1225 970 79,18 41450 93959 76,7
*** 111 118 106,31 3614 3875 107,22 165567 342305 94,7
**** 27 33 122,22 809 1026 126,82 31071 67548 83,5
***** 2 2 100 63 75 119,05 2260 5602 88,9
TOTA
L

176 182 103,41 5733 5946 103,72 240648 510583 89,1



was observed in the category of four-star hotels - 22.22%. At small and family five-star 
hotels, the situation remained unchanged.

Looking at Croatian tourism, it is able to survive in the global race, but the future will 
require improving support for Croatian tourism and strengthening authenticity, which 
should be the main carrier of the future market.

New tourism products and attractions will play an important role, as well as the solution to 
problems and concerns resulting from historical development. The history associated with 
the development of Croatian tourism has hindered the development of small and medium-
sized enterprises, especially in the quality segment. This has also, in some ways, declined 
the development of small family-run hotels in Croatian tourism. In Europe, Austria and 
Italy, most hotel services are delivered through the quality segment.

The share of small and family hotels in the total number is approximately 30%, and in 
hotel capacities less than 5%, which clearly indicates that Croatian tourism has a long and 
demanding development path ahead in this segment. Through some of the facts already 
stated in the paper, the development of Croatian tourism requires a change, which should 
include a change in approach, quality, authenticity and services, as well as small and 
medium-sized enterprises in tourism. Small and family-run hotels should play a key role 
here. With the support of the institutions, it is very important that there is a very 
comprehensive network of small and medium-sized enterprises in Croatia with the support 
of the National Association of Family and Small Hotels. This constitutes a very powerful 
form of networking and organizing in various collaborative activities to achieve 
development and marketing goals. In the end, we can say that this type of service and 
attraction, through the offer of small and family-run hotels, has brought to Croatian 
tourism numerous positive things. Through successful cooperation between the public and 
private sectors, small and family-run hotels will continue to strengthen and become one of 
the main elements of tourism, as well as a competitive destination for other countries. In 
any case, there should be no doubt about the continuation of this positive trend. 

It has already been stated in this paper that the offer of family and small hotels in the 
Croatian tourist offer is very diverse and substantial. When it comes to content, it refers to 
what type of service the customer wants and depends on which service the customer 
prefers. Depending on the guest and what he wants, a content offer is created. It also 
depends on whether the guest has a family, whether a family is coming, whether a young 
couple is coming, whether business partners are coming for teambuilding or individuals 
who wants to spend their vacation actively, as an adventure vacation. For each customer is 
found what he wants and prefers. Therefore, the thematic offers that guests can expect in 
family and small hotels (hereinafter referred to as OMH) across Croatia will now be listed.

Holidays with family are a time when adults can fully relax and enjoy shared moments 
with their loved ones. They can enjoy the family and small hotels featured on the OMH 
Association website. Hotels for families with children are also equipped for adults, but 
especially for children. Taking care of every detail gives parents and children a 
comfortable and safe stay at the hotel they want to stay at. The website particularly 



highlights the benefits that the OMH Association highlights, such as: equipped and 
protected playgrounds and playrooms, the ability to connect accommodation units, 
babysitting services, kid-friendly menus, organization of celebrations and social games.

Active and adventure vacation. If one of the guests has the spirit of an athlete, adventurer 
or just wants to be on the move, there are a lot of opportunities to spend a vacation in small
hotels. Cycling, rafting, hiking, hiking are just some of the activities that family guests can 
do while discovering and learning about one of the destinations in the Croatian tourist 
offer. Hotels for active and adventure holidays are perfect for people who want to be 
constantly on the move, who want to explore, get to know the nature and experience 
something different. As with family vacations, the special features of the OMH 
Association at its hotels include: sports facilities, facilities for relaxation and massages, 
providing quality information about the destination and the facilities it offers, adapted 
restaurant offer (early breakfast , lunch packages) and the option to repair equipment. Also 
listed are many activities that guests can do while staying in hotels, some of which are: 
cycling, walking, hiking, free climbing, rafting, canyoning, kayaking, sailing, diving, 
hunting and fishing, and many more.

Wellness & spa. These are the types of hotels where all the details of smell, sounds, water, 
air, food and drink are adapted to the care of mind and body and can make the holiday 
truly different for all guests who want to stay in such hotels. Wellness & spa hotels are 
oases for relaxation from stress and everyday life. What especially stands out is: modern 
equipment, professional and professional staff, nutrition services adapted to a healthy 
lifestyle, established quality, an environment that supports the concept of wellness. Family 
and small wellness & spa hotels will delight with the great and individualized attention for 
each guest.

Cultural and historical heritage. These hotels (also called heritage hotels) are decorated by 
the spirit of old times and the atmosphere, in an unusual way, in which care is taken of 
every detail, which in a special way provides a sense of peace and harmony. Such unique 
and original spaces create a sense of uniqueness and enrich the guest for new experiences 
about the lifestyle of a previously unknown place and people. These types of hotels stand 
out because of: the uniqueness of the facilities, the unique and stylish arrangements, the 
furnishing of flowers in accordance with the regional flora, special care for decoration and 
furniture, quiet and cozy atmosphere protected from noise. Each of these hotels is original 
and different and wherever in Croatia guests choose this type of hotel, they will experience
a part of local history and architecture.

Gourmet. These are the hotels that guests choose because of their culinary experiences and 
enjoyment of meals and drinks, as well as their flavors and aromas. Enjoying the culinary 
specialties, scents and flavors of local cuisines, fresh ingredients and wine tasting will 
enrich the stay of all those guests who know how to truly enjoy the magic of food and 



drink. Each region in Croatia has its own specialties, which it proudly represents and 
family and small hotels offer them in a unique setting and environment. Gourmet hotels are
the best choice for gourmet guests and anyone who wants to enjoy local culinary 
specialties and excellent wine.

In gourmet hotels, the OMH Association particularly emphasizes: local or original dishes, 
the use of local products in food preparation, carefully selected dishes, rich wine lists, food
and beverage tasting offers. At gourmet hotels, staff are especially concerned with the 
variety and quality of food and drink. By staying in these hotels, potential visitors can get 
acquainted with all the regions of Croatia through culinary specialties and excellent wines. 
For business trips, meetings, seminars and gatherings, family and small hotels offer quality
equipment and services. Halls, business centers, personal access and adaptability to 
requirements will all contribute to the quality of work. Business guests of both small and 
family-run hotels can find a particularly comfortable environment for work and leisure.

2 MANAGEMENT OF SMALL FAMILY HOTELS IN THE COMPETITION 
FUNCTION

Management is a leadership, in such a way that the holders of the management function 
determine the holders of managerial activity of the company.

Management in small family hotels is usually in the hands of the hotel owner, and he is the
one who manages and controls all the business. In small and family-run hotels, the owner 
(manager) is an entrepreneur who, in one person, combines not only ownership with 
management, these are often functions of top management and operational (day-to-day) 
management. No matter what the legal form of ownership, this person invests in, finances, 
decides the goals and policies of his hotel. Furthermore, this person (entrepreneur) is 
responsible for planning, management, organization, employment and supervision. The 
owner (manager) can ask for advice outside the hotel, which he usually does when it comes
to financing, architecture and design, business promotion, law, maintenance of equipment 
and services, and some other issues. Although he can seek advice, the owner is usually 
himself a marketing expert, procurement, human resources, organizer and coordinator of 
hotel facilities and services in general, and he is a representative of the hotel for the outside
world. From all this it can be seen that this owner has a lot of obligations and a lot of 
things are on his "back", but this is a smaller volume of business than is the case with large
hotels. That way, when he "holds all the threads" he can be pleased to have an overview of 
everything. Of course, he will be satisfied if his hotel is doing well and if he knows how to 
make a profit that will satisfy him (Cetinski, Mihohnic and Peric, 2009, p. 65).

The size of a small hotel's business affects the organization and supply of its workforce in 
two ways: the limited division into departments and the option that operations can be 
monitored from a single, single level. Looking at the structure of a small hotel business 
through the eyes of management, a small hotel business requires a certain amount of 



knowledge and skills needed to do business, which is rarely united in one person. In such 
cases, the manager of a small hotel almost constantly performs some of the tasks and duties
that are performed by ordinary employees in larger hotels. A small hotel avoids rigid 
separation between departments, most of them actually working closely together. A small 
hotel can bring a great deal of pleasure to its owners and employees, but it cannot be 
expected that many innovations will be invented as far as the organization is concerned. 
Management functions are very important for every form of management, for all sizes of 
businesses, including small family hotels (Medlik and Ingram, 2002, p. 98). Through all 
these management functions, the hotel business takes place and each function has its own 
role in the business of small and family-run hotels. Each function is very important, and 
each of them is complementary to one another and that is how management functions. 
Throughout history, the management development path has changed functions. Nowadays, 
both in large hotel companies and in this case in small family hotels, managerial functions 
are reduced to five basic functions: planning, organizing, human resources, leading and
controlling (Magaš, 2003, p. 57).

These functions can also be considered individually, but their implementation within the 
overall management process of an organization necessarily requires their interdependence, 
and sometimes these functions overlap. Differences in functions relate to the breadth of 
scope, complexity of work, diversity, or division into individual holders and / or groups of 
holders, which again depends on the size of the company and the subject of its business. 
The success of managers is based on their ability to see and think far-sighted, to have a 
good understanding of a dynamic and changing environment and to find the right answers, 
for successful business operations in a changing environment. It should be emphasized 
here that a real plan does not really exist until the decision to invest human or material 
resources is made. Before a decision is made, there is only a plan study, analysis or 
proposal - there is no actual plan. Therefore, this management function requires the 
manager of a small or family hotel to be well aware of the opportunities in the external 
environment in which the work plan will be realized, its potential guests, but also the 
limitations, that is, to realistically present the chances for development, set goals, analyze 
planning assumptions, identify possible alternatives, develop plans for individual business 
segments, and anticipate the costs of implementing the plans. Uncertainty and risk always 
appear as a limiting factor, because the information at hand, cognition and creative power 
are often insufficient or limited. In order to achieve the planning function, a lot of attention
should be paid to defining the vision, mission and goals of the business. Vision is the art of
seeing what is invisible to others. The vision in this case represents a long view into the 
future, it represents some realistic image of a certain desired future state. It answers the 
question: What do we want to achieve in the future and what does project management 
mean for the company? Once the vision of a particular project is defined, then the mission 
definition begins. The word mission is a narrower term than vision and answers the 
question “What business are we doing?” (Magaš, 2008, p. 89). Goals are our endpoints to 
which business activities are directed and they express the results that need to be achieved. 
In order for the planned goals to be achieved, human and material resources should be 



alligned, working roles should be shared and, ultimately, individual and group efforts 
coordinated through the work organization process. Management has been discussed 
earlier in this paper, but it is equally important to emphasize that management in each 
industry is specific and not comparable to other forms of management. Each industry has 
its own peculiarities that make management different. For small and family-run hotels, it is
important to clearly identify specific areas of management. When discussing this, it is 
important to consider the following facts (Magaš, 2008, p. 79):

• the role of marketing

• quality management

• the importance and use of information technology

• the relationship between planning and performance

• strategic management and business growth

• entrepreneurship development

The specifics of management in the hospitality industry discussed here stem from two key 
determinants: seasonal constraints and the nature, functions and technology of the services 
provided. The specificities and peculiarities of the management of small hotel companies 
are certainly reflected in the prism of knowledge and skills. A precondition for quality or 
successful management is the breadth of knowledge and skills in various fields, for 
example: communication, information technology, marketing, entrepreneurship, technical -
technological process and others.

Following the above facts about management in small hotel companies, it can be 
concluded that in the hospitality industry a specific form of management is nurtured, where
the diversity of components that indicate the specifics of the catering service should be 
taken into account (Magaš, 2008, 78):

• Intangible - (Bedding service cannot be stored)

• Uno-actu-principle - (overnight service is provided and consumed immediately by guests)

• Integration of external factors - in order to be able to provide the service, the guest must 
come to the place of service (the service can be provided only in the presence of guests at 
the hotel)

• Participation obligation - the guest should participate in the success of his / her stay in a 
tourist destination, facility, etc. (his / her wishes should be communicated adequately)

• Consumption at the point of service - guests must come to the product, consumption 
follows at the point of service

•Package of services – it is combined from things and provision of services (a lump sum 
journey consists of transport / provision of services / overnights / provision of services / 
meals / giving of things /)

• The basic and supplementary services - total catering consist of providing the basic, 
auxiliary and additional service 



• High "comfort" of the product parts - different elements of the tourism product affect 
each other (bad or good hotel affects the overall image of the trip)

• Passability - most catering services cannot be stored, they are time and space dependent 
and therefore transitory (unused hotel bed "collapses", cannot be stored until the next day)

• Time lapse - catering services are provided at a certain time "Services are perfomed" - 
(14 days use of accommodation service)

When it comes to management, there is no "universal" form of management, such a form 
of management that can be applied to any small hotel business, and therefore every single 
organization must carefully select and apply an appropriate form of management, designed
and adapted to its specific criteria. The fulfillment of the above prerequisites is the path to 
"successful management". 

In order for the success of management to be complete, it is necessary to invest 
permanently in the education of the personnel of the employees in this field, as well as in 
their constant training, ie improvement. This will contribute to the dissemination of 
knowledge and skills in the field of hospitality management, and as a final product of this 
approach will create "successful management", capable of meeting the needs of the most 
demanding guest (Moriarty, Jones, Rowley & Kupiec-Teahan, 2008. pp. 295). 

It is a true and undeniable fact that the success of an enterprise's business depends largely 
on its leadership, that is, management. Although management is the biggest factor 
affecting business performance, there are a number of other factors besides which are often
very difficult to influence and modify. Factors that, in addition to management, can affect 
the performance of a particular hospitality business are the subject of an analysis of the 
management of small hotel companies regarding the problems they face in their business, 
and ultimately the adoption of measures and actions that need to be taken to increase this 
sector (Bogovic, 2003 , p. 93).

Innovation is seen as a specific tool for entrepreneurs / managers, a means by which they 
use change as an opportunity for another business or service. It can be portrayed as a 
discipline, it can be learned, it can be used. Entrepreneurs and managers should constantly 
look for sources of innovation, changes and their symptoms that indicate favorable 
opportunities for successful innovation. And it is certainly necessary to know how to apply
the principles of successful innovation. Innovation is a concept that implies change and 
emerges as the fruit of creative, or inventive, work that finds its application in practice.

Only those entrepreneurs who are ready for change, that is, innovation, are successful, 
because this is the way to make their company more successful than the competition, and 
then the entrepreneur is a central figure in successful technological innovation (Kirillova, 
2018, pp. 3328). As the enterprise is more customer-oriented and market-driven, functional
responsibilities become less segregated, companies become more flexible and open to a 
competitive environment, ready to respond more quickly to changing consumer needs. The
restaurant business as a service industry primarily emphasizes the importance of 



continuous improvement of business and innovation in order to meet the needs of the 
customer.

The services that accompany the offer will then assist in the selection and differentiation of
individual products, thus providing a unique competitive advantage. Continuous 
improvement should also result in lower costs and more noticeable organization. It is 
necessary to ensure customer loyalty (Zupan and Milfelner, 2014, pp. 515) on the one 
hand, but also with lower costs, on the other hand, the company must then be able to create
new products as well as new service improvements. New products will provide the 
opportunity to attract new guests and expand the circle of loyal and loyal guests.

Innovative entrepreneurship does not just imply customer focus and innovation as two key 
business activities. More recent approaches are more focused on (Magaš, 2003, p. 81):

• how the company will meet consumer needs

• achieving a unique competitive advantage

• offer greater (added) value to the guest

• constant monitoring of guest needs

The purpose of innovative entrepreneurship is to create something new, different, of higher
quality, which transforms the already experienced catering service into a new service. This 
new service is a service that completely satisfies the guest, that is, the service is higher than
the guest's expectations. Innovative entrepreneurship is a form of entrepreneurship that 
represents the strength that drives the hospitality business towards the constant growth of 
the quality of products and services, and thus to greater economic effects.

3 BRANDING OF SMALL FAMILY HOTELS IN THE TOURIST DESTINATION

When this term is used, it is considered that small family hotels should be implemented in 
some way in a tourist destination, or better yet, small family hotels should become the 
brand of a particular tourist destination. There is no easy way to achieve such a thing. This 
kind of thing requires a whole range of business activities and it will take years for that 
brand (a small family-run hotel) to become recognizable in the market. Starting with the 
construction of a hotel in a particular climate, determining the strategy for the hotel 
business and the goals that the hotel company wants to achieve. Furthermore, choosing the 
staff, human resources that will carry out business activities, all the way to accessing the 
guest and how to best provide him with a unique service that will make him return to that 
particular tourist destination at that particular small family-run hotel.

When guests have gained confidence in the tourist product that a small family-run hotel 
has to offer, then that hotel business has their loyalty, which is the foundation for a 
successful business. If guests are satisfied with the service, they will spread the positive 



story of a small family-run hotel and bring in some new guests who can become potential 
permanent and loyal guests. This is one way of doing branding for small family-run hotels 
in a tourist destination. Of course that is not all, there has to be some investment in 
marketing and promotional activities in order to best present this small family hotel that 
has become a brand of tourist destination. Furthermore, cooperation with all legislative 
bodies is important, as well as cooperation with tourist boards and tourist agencies.

A brand is a recognizable name and / or symbol (such as a logo, trademark or packaging 
design) designed to identify the goods or services that a particular small family hotel will 
offer to its guests and to differentiate it brands offered by the business competitors. The 
brand has to represent something, it has to be a promise to the guest consumer that he will 
get all the services he demands and requires from the hotel facility, and for these reasons 
the brand is more than just a mere symbol that is marketed to the public. It is useful to look
at the brand of a tourist destination as representative of the identity of the manufacturer of 
these services and the image for the guest consumer. There is not much talk about creating 
a tourist destination brand in the scientific literature, and the authors of this paper think that
certain experts should be more concerned with this topic. If they start writing the scientific 
literature on creating a brand of a tourist destination and educate everyone who wants and 
does not know how to present their product as a brand, then one can already think of a new
way of providing services and access to the guest themselves. Then a turn in the Croatian 
tourist offer can happen over time, which was discussed in the first point of the paper. With
such an innovative approach, we can expect favorable results and some advances in the 
Croatian tourist offer. Starting from providing initial services through to personalized, one-
on-one access to small family-run hotels across Croatia. The term brand or brand (a word 
taken from English, Anglicism) is a recognizable designation or name of a product, which 
often implies the quality of the product. For this reason, the brand must create a strong and 
lasting product / service identity, display the personality of the company and create 
feelings of trust in that product or service, feelings of utility, well-being and security. The 
main advantage of a brand comes from its presence in the subconscious of consumers / 
users, ie the ability to recall and recognize it, the so-called. "brand awareness". This is very
important when guests want to return to a particular tourist destination and a certain small 
family hotel, because when they in the subconscious think that they have received quality 
and valuable service, then it is very likely that they will return to that particular hotel 
facility (Laškarin and Galicic, 2011, p. 62).

The terms brand and trademark go back a long way and are thousands years old. Some 
treademarks were discovered on Chinese porcelain and ceramics from Greece and Rome, 
as well as symbols of the people who made them or craft workshops, which reported the 
origin, quality and proven value of the product. In the past, the owners of the herds of 
animals each had their own symbol, which made an incandescent stamp on the animals to 
mark their property. At that historical time, the brand had a task of reporting ownership, as 
well as the authorship or source of products and services.



It was not until the twentieth century that branding as well as brand management became 
an extremely important area of business, that is, business marketing decisions and 
activities. Furthermore, it is this brand, that is, the brand feature of contemporary 
marketing, that differentiates through the brand. With brand, the importance of product 
policy is gaining importance as all market characteristics of the product are used to make a 
shift from generic to branded products. Many theorists who have studied the concept of 
brand have considered the main purpose of the brand to be product recognition. A major 
shift in brand understanding was made by author Jean Noel Kapferer, who wrote in his 
book "Brand Management" that brand is not a product, but the essence of a product, and 
thus becomes a metaphysical category. This means that it doesn’t represent anything 
tangible but something intangible, which in the nature of business from the point of view 
of tourism and hospitality is of far greater value than something that is material. 

Brand elements, sometimes referred to as brand identities (sometimes even personalities), 
are those elements that can be legally registered and protected, and include:

Brand Name - eng. Brand name - A part of a pronounceable brand that contains some 
words, letters and numbers. Brand mark - visual identity of the brand. An ineffable but 
noticeable part of the brand. For example, symbol, design, color combination, etc. 
Trademark - eng. Trade mark - This is a legal mark indicating that the owner has the 
exclusive right to use the mark or part thereof ® © ™.

By choosing brand elements, the company directly influences the building of its value.

Brands are known to have value in the market, but few companies know the true value of 
their brands because it is difficult to calculate the exact value of something that not only 
depends on the business company, but also depends on, for example, consumer awareness 
and brand recognition on the market. The brand's market value reflects the marketing 
efforts that are put into managing the brand. The value of well-known brands is expressed 
in financial terms and can be displayed in the hundreds of millions of US dollars. One of 
the more well-known methods of determining the market value of brands is the measure of 
substitutability developed by the authors Longman and Moran (Vranešević and Marušić, 
2003 p. 139). According to this model, the key indicator of the market value of brands is 
the rate of repeated purchase, with, of course, market share. This rate shows how many 
consumers who have bought a particular brand the last time will do the same the next time.
So the market value of brands is higher if the repetition rate is higher. This can be 
particularly seen in tourism and hospitality and in the topic of this paper. If a guest has 
recognized the superior and distinctive service of an individual small family hotel, it is 
likely that he or she will return to that hotel and then that rate will be repeated. Except re-
purchasing a particular product, or service in this case, the quantitative aspect of brand 
value can be viewed through: market share, revenue and profit, rates of return on 
investment, and price differences compared to some of the major competitors that appear 
on the market. Qualitative value of a brand is represented by: perception of quality, 
satisfaction or dissatisfaction of consumers / guests, their loyalty, competitive advantage of
a product or service.



According to author David A. Aaker, brand elements can be grouped into 5 categories that 
represent the core values of the brand:

 Brand loyalty 

 Name awareness

 Perceived quality

 Brand-related associations in relation to perceived quality

 Other brand values

The value of a brand is diminished if the presentation method is chosen incorrectly or is 
not properly managed, thereby reducing the value of the product or service to the consumer
/ guest. 

Creating a brand of small family-run hotels in a tourist destination is a very important thing
for the Croatian tourist offer, because it creates one story, one brand that becomes 
recognizable, both in the domestic and foreign markets. It takes a lot for a small family-run
hotel to become a brand and can be said to be the trademark of a particular destination, but 
when it does, then we can say it really is a "sustainable system". If managed properly, if it 
nurtures the brand, then it can survive on the market for many years.

Creating a brand of family and small hotels in tourist destinations is what the Croatian 
tourist offer needs, because this is dictated by world tourist demand (Murphy and Kielgast, 
2008, pp. 96). Tourism has become a global phenomenon and is a constant tourist trend in 
the world, and tourism is no longer seen as a mass concept. Guests of various tourist and 
hotel facilities have started to search for a new approach, a new quality of service. It is 
through family and small hotels that a new personalized, individual approach to the guest 
can be achieved (Holverson and Revaz, 2006, pp.399). The guest will then feel like a king, 
as the famous saying goes, they will feel at home, they will have a special sense of 
comfort, which they cannot experience in large mass hotels (Galičić and Ivanović, 2008, p.
23). By encouraging the construction of family and small hotels or the conversion of 
existing hotels and conversion into small or family hotels, all the so-called "dead capitals" 
can be used, namely the resources that are still intact or only partially utilized. In that case, 
Croatian tourism would have a very wide, diverse and respectable tourist offer, where the 
guest could choose between what he wanted and what he was interested in, while thinking 
of the sea, mountains, continental tourism, because Croatia is still a country with "a 
thousand wonders". Croatia has everything from the seas, mountains, plains and 
landscapes, which are breathtaking, and it would be a real pity for Croatia not to utilize 
these resources and implement family and small hotels (Murphy and Kielgast, 2008, p. 91),
through unused and underutilized resources. In this way, Croatia would develop all forms 



of tourism and would become a very competitive tourist destination in this region and in 
the world. Tourist destinations have a much larger dimension than consumer goods and 
other services. According to positioning theory, in order to be effective, you need to reach 
the minds of very busy consumers with a concise message that is targeted at several brand 
associations (Pike, 2010, p. 225). This is actually a very difficult process, and it can be 
seen when it is necessary to think of a simple seven word slogan, a slogan that should 
embody a diverse range of natural beauties, built attractions, culture, activities,facilities 
and accommodations of a tourist destination (Pavia, 2010, pp. 195). This diverse group of 
participants does not share the same market interests. Because of all these things, it is 
crucial to question who decides what the brand is about and what its responsibility is. It is 
necessary to create a balance, as we discussed earlier, between community consensus and 
brand theory, as a top-down approach to creating a brand of a tourist destination is unlikely
to succeed here. The key point is that travel destination marketing organizations have no 
direct control over the fulfillment of brand promises made by the local tourism community.
If local participants do not live the strategy, it will probably fail. Contact with previous 
visitors who have already come to the tourist destination is a powerful, but still 
underutilized, instrument for strengthening the tourist destination as a brand. It is important
to note, when talking about a brand, that a successful brand promotion campaign that will 
lead to increased returns to local businesses often does not mean increased revenue for 
tourism destination marketing organizations.

4 CONCLUSION

Small family hotels that are put into the branding function need to approximate the 
concepts that are related to small family hotels, with their management, their leadership, 
factors that affect the success of small family hotels. Creating a brand as a trademark in a 
tourist destination is crucial for the advancement of tourism for mutual benefit. Especially 
notable is the character of the tourist organization and destination, as well as the marketing 
management of the tourist organization, because it is very important that the brand itself 
will be promoted and advertised in the market in order to achieve the best possible 
business success.

One of the problems that arise in the market is how big and small hotels are sometimes 
having a hard time competing with large hotels, as this is sometimes unfair competition. 
For a tourist destination that is not recognized for capacity building in the form of family 
and small hotels, but is turning to mass tourism, a single family or small hotel does not 
have a good chance for its own business type. It cannot then become a brand in a tourist 
destination because it is "choked" by large hotels and thus is not competitive in the market.
Another important problem is the lack of staff, that is, quality staff trained to work with 
guests who seek more than basic services (overnights and breakfast). Quality guest work 



requires a lot of knowledge, skills and competencies, and only when certain human 
resources in a hotel company can satisfy these conditions they can compete for work in a 
hotel company. These guests (as already written in the paper) are looking for something 
more than the sun and the sea itself, with which the Croatian tourist offer is constantly 
boasting and praising. They are looking for some additional activities, active holidays, 
personalized access, a pleasant treatment, a comfortable environment and quality service. 
The authors of the paper believe that professional staff should be more concerned with this 
topic in the education system itself, in order to train as many staff as possible who can 
perform demanding tasks related to the offer of family and small hotels. As for the future 
of family and small hotels in the Croatian tourist offer, it is certain that they can bring a 
shift and improvement to Croatian tourism. Prosperity in the sense that this type of offer 
will be of better quality and better than that of mass tourism. The aforementioned facts that
guests are increasingly looking for (pleasant environment, cozy atmosphere, personalized 
approach and more) can turn this form of tourist offer into something very good and 
promising for Croatian tourism and the Croatian economy in general. In order to achieve 
such a thing, it is necessary to encourage the development of Croatian tourism in this 
direction, so that Croatia can truly become one of the leading top destinations in this part 
of Europe and to become world famous, known to all guests around the world. Another 
equally important thing to point out would be the development of small and family-run 
hotels in Croatian continental tourism. This (continental) form of tourism is generally not 
sufficiently developed in this area, but it also has space and potential for progress and 
development. For example, in Slavonia there are certainly potentials for tourism 
development. Although there are already some forms of supply, the authors of the paper, 
believe that every form of tourism should be developed, including hunting, fishing tourism,
active holidays in the form of hiking trails, bicycle trails, etc. Since this part of Croatia is 
smaller than the whole Adriatic coast, then they would actually get a form of regional 
tourism, where everything is generally close and where the diverse needs of tourists can be 
met. The region would become a tourist destination with a variety of offers for every guest 
who wants to meet his needs. In conclusion, it would be good if, at the national, regional 
and local levels, legislatures and bodies involved in tourism activities encourage the 
construction of small family hotels or the conversion into small family hotels, which can 
provide a new kind of Croatian tourism. A successful cooperation, integration and 
implementation of small family hotels would give a whole new quality perspective to the 
Croatian tourist offer.
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